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CHAPTER ONE

INTRODUCTION

1.1
Background to the Study

In recent years, the landscape of banking in Nigeria has witnessed a significant transformation, driven by technological advancements and changing consumer preferences. One notable development is the emergence of Internet banking, which represents a paradigm shift from traditional brick-and-mortar institutions to digital platforms. As defined by Mols & Swinkels (2019), Internet banking refers to the provision of banking services through online and digital channels without the need for physical presence. This shift aligns with the global trend towards a cashless economy and offers a new frontier for financial institutions to enhance their service delivery.

Nigeria, being a key player in the African financial sector, has seen the rise of various Internet banking entities. One such noteworthy participant is First Bank Plc, a digital-first financial institution that leverages technology to provide a range of banking services. The advent of Internet banking in Nigeria raises critical questions about its impact on customer satisfaction, a vital metric for the success of any financial institution. Studies by Smith & Johnson (2018) suggest that customer satisfaction is influenced by factors such as service quality, convenience, and technological innovation in the banking sector.

Furthermore, the unique socio-economic context of Nigeria adds layers of complexity to the Internet banking landscape. The country has a diverse population with varying levels of technological adoption and financial literacy. Exploring the role of Internet banking in customer satisfaction becomes crucial in understanding how these services cater to the diverse needs of the Nigerian populace.

As digital banking gains prominence globally, it is essential to contextualize its role in Nigeria, a nation with a dynamic financial ecosystem. The Central Bank of Nigeria (CBN) has played a pivotal role in fostering a conducive environment for Internet banking through regulatory frameworks that promote innovation while ensuring consumer protection (CBN, 2020). Against this backdrop, examining the specific case of First Bank Plc provides a focused lens to assess the nuances and challenges faced by Internet banks in Nigeria.

In conclusion, the intersection of technology, finance, and customer satisfaction forms the nucleus of this study. By delving into the Internet banking landscape in Nigeria, with First Bank Plc as a case study, this research aims to unravel the dynamics that shape the customer experience in the evolving financial landscape of the nation.

1.2
Statement of the Problem

While the evolution of Internet banking in Nigeria presents exciting possibilities, it also brings forth a set of challenges and concerns that warrant careful examination. One primary issue pertains to the disparity in technological access and literacy among the Nigerian population. As highlighted by Ogunbanjo & Ogunbanjo (2021), a significant portion of the populace may still face barriers in adopting Internet banking due to limited access to smartphones, internet connectivity issues, or a lack of digital literacy. This raises questions about the inclusivity of Internet banking services and the potential exclusion of certain demographic segments.

Additionally, the reliability and security of Internet banking platforms remain critical concerns. The prevalence of cyber threats and fraudulent activities in the digital realm poses risks to both the financial institution and its customers. Research by Adegbie & Olokundun (2019) emphasizes the importance of trust and security in shaping customer perceptions and satisfaction in the digital banking space. Understanding the extent to which customers perceive Internet banking platforms as secure is crucial for the sustainable growth of these services in Nigeria.

Moreover, the transition from traditional to Internet banking may impact the personalization of customer interactions. Traditional banks often excel in building personalized relationships through face-to-face interactions. However, with the shift to Internet platforms, there is a potential loss of this personal touch. It remains unclear how Internet banks, including First Bank Plc, navigate this challenge and ensure that customer interactions remain meaningful and tailored to individual needs.

Furthermore, regulatory dynamics play a pivotal role in shaping the Internet banking landscape. The study will explore the existing regulatory framework governing Internet banking in Nigeria, examining its effectiveness and potential areas of improvement. Understanding regulatory challenges is essential for Internet banks to operate efficiently while maintaining compliance with local regulations.

In summary, the statement of the problem underscores the need to address issues related to inclusivity, security, personalization, and regulatory dynamics in the context of Internet banking in Nigeria, with a focus on First Bank Plc. These challenges form the crux of the research, aiming to provide insights that can contribute to the enhancement of Internet banking services and overall customer satisfaction in the Nigerian financial ecosystem.

1.3   Research Questions

These research questions serve as a focused inquiry into the key aspects of inclusivity, security, customer interactions, and regulatory dynamics within the context of Internet banking in Nigeria, with First Bank Plc as the primary subject of investigation.

i. To what extent do various factors influence customer satisfaction with internet banking services provided by First Bank Plc?

ii. To what degree do customers perceive the trustworthiness and security of First Bank Plc's internet banking platform, and how does this perception impact their satisfaction?

iii. To what extent is there a relationship between service quality, including responsiveness, reliability, and clarity of information, and customer satisfaction with First Bank Plc's internet banking services?

iv. To what extent does the effectiveness of customer support and assistance provided by First Bank Plc enhance customer satisfaction and resolve issues in the context of internet banking?

1.4
Objectives of the Study

These succinct objectives provide a clear roadmap for investigating key aspects of Internet banking, customer satisfaction, and regulatory compliance within the Nigerian context, centered around First Bank Plc.

i. To examine the factors influencing customer satisfaction with internet banking services offered by First Bank Plc.

ii. To assess the level of trust and security perceptions among customers of First Bank Plc regarding internet banking.

iii. To analyze the impact of service quality on customer satisfaction in the context of internet banking at First Bank Plc.

iv. To investigate the effectiveness of customer support and assistance provided by First Bank Plc in enhancing customer satisfaction with internet banking services.

1.5
Research Hypothesis

Ho1:
The factors influencing customer satisfaction with internet banking services provided by First Bank Plc have no significant effect on overall customer satisfaction.

Ho2:
There is no significant relationship between customers' perceptions of trustworthiness and security of First Bank Plc's internet banking platform and their satisfaction levels.

Ho3:
There is no significant association between service quality indicators (responsiveness, reliability, clarity of information) and customer satisfaction with First Bank Plc's internet banking services.

Ho4:
The effectiveness of customer support and assistance provided by First Bank Plc does not have a significant impact on enhancing customer satisfaction and resolving issues in internet banking.

1.6
Significance of the Study

· Contributing to Knowledge: This study contributes to the existing body of knowledge by providing insights into the dynamics of Internet banking in Nigeria, particularly through an in-depth analysis of First Bank Plc. The findings aim to advance understanding of the factors influencing customer satisfaction, the effectiveness of Internet banking strategies, and the impact of regulations on digital financial services in the Nigerian context.

· Practical Implications for Stakeholders: The research outcomes hold practical implications for various stakeholders, including policymakers, financial institutions, regulators, and researchers. Policymakers can use the findings to inform regulatory adjustments that foster a more conducive environment for Internet banking. Financial institutions, including First Bank Plc, can gain valuable insights into enhancing customer satisfaction, refining strategies, and navigating regulatory compliance in the evolving digital landscape. Additionally, researchers and academia can utilize the study as a foundation for further investigations into Internet banking and its implications on financial services in emerging economies.

These two main points underscore the academic and practical significance of the study, positioning it as a valuable resource for both theoretical advancements and real-world applications in the field of Internet banking in Nigeria.

1.7
Scope of the Study

This research focuses on internet banking in Nigeria with a specific emphasis on First Bank Plc. The study delves into the inclusivity of Mobile banking, customer perceptions of security, and the impact of the regulatory framework. The geographical scope includes customers and operations within Nigeria, and the timeframe spans recent years to capture relevant developments in Mobile and internet banking. 

1.8   Operational Definition of Key Terms

· Digital Literacy: Digital literacy refers to the level of knowledge and proficiency individuals have in using digital technologies, specifically in the context of Internet banking. It encompasses skills related to online navigation, digital transaction management, and general technological understanding.

· Geographical Scope: The geographical scope of this study is limited to Nigeria, focusing on the operations and customer base of Internet banking services, with a specific emphasis on First Bank Plc.

· Strategies: Strategies in this context refer to the approaches and plans employed by Internet banks, exemplified by First Bank Plc, to maintain personalized customer interactions during the transition to digital platforms.

· Financial Services: Financial services encompass a range of activities provided by Internet banks, including but not limited to account management, fund transfers, digital payments, loan services, and other transactions conducted through Internet banking platforms.

· Mobile Money Banking: The use of mobile technology to facilitate financial transactions, allowing users to perform various banking activities such as fund transfers, bill payments, and account management through their mobile device.

· Internet Banking: For the purpose of this study, Internet banking refers to the provision of banking services through online and digital channels without the necessity for physical presence. It encompasses activities such as online account management, digital transactions, and financial services accessed through electronic platforms.

· Inclusivity: Inclusivity is defined as the degree to which Internet banking services are accessible and available to diverse demographic segments in Nigeria. It encompasses factors such as technological access, digital literacy, and the ability of various population groups to engage with Internet banking platforms.

· Customer Satisfaction: Customer satisfaction in the context of this study is the overall contentment and positive experience of individuals using Internet banking services, with a focus on their perceptions of service quality, convenience, and personalization.

· Perceived Security: Perceived security refers to customers' subjective assessment of the safety and trustworthiness of Internet banking platforms, including their confidence in the protection of financial transactions and personal information from unauthorized access or fraud.

· Personalized Customer Interactions: Personalized customer interactions involve the tailoring of Internet banking services to individual customer preferences and needs. This includes customization of communication, services, and user interfaces to enhance the overall customer experience.

· Regulatory Framework: The regulatory framework is the set of rules, guidelines, and policies established by regulatory authorities, such as the Central Bank of Nigeria, governing the operations of Internet banking in the country. It includes legal requirements, compliance standards, and protocols that financial institutions must adhere to.

1.9
Plan of The Study 


In this research work, it will be classified into five chapters for the readers (supervisor) to know how the work is done.


Chapter one will contain introduction, statement of the research problem, research question,  objective of the study, significant of the study, definition of term and plan.


Chapter two entails conceptual framework, theoretical framework and empirical review


Chapter three highlights the research methodology research design, population of the study sampling size and sampling techniques, method of data collection, method of data analysis and limitation to methodology.


Chapter four discusses data presentation, data analysis and interpretation text of hypothesis   

Chapter five sheds light in the summary, conclusion and recommendation.

   CHAPTER TWO

LITERATURE REVIEW

2.1 
CONCEPTUAL FRAMEWORK

2.1.1
Concept of Electronic banking and Customer Satisfaction

Electronic banking (e-banking) is a general term for the process by which a customer may perform banking transactions electronically without visiting any banking hall. E-banking can be performed through the use of smartcard, banks’ credit cards or debit cards, automated teller machine (ATM), and point of sales (POS) among others. E-banking allows customers to transfer funds, pay bills, view current and savings account balances, pay mortgages, and purchase financial instruments and certificates of deposit. The rationale behind the establishment of e-banking services in the first place is to enable bank account holders to conduct transactions with higher degree of convenience and speed, and to access banking services at all times and places. E-banking provides three major advantages: convenience, speedy service, and accessibility compared to traditional retail banking services, which is expected to provide some level of satisfaction to bank customers. Both the bankers and customers would be satisfied with a service delivery that is convenient, quick and easily accessible.

Customer Satisfaction is a measurement of the degree to which customers or users of funds and organisation’s products or services are pleased with those products or services. Customer satisfaction is fundamental to the marketing concept, which holds that satisfying customer needs is the key to generating customer loyalty. Customer satisfaction generally means customer’s response in the context of the state of fulfilment, and customer adjudication of the fulfilled state. It is defined as an overall negative or positive sense about the net value of services received from a service provider. Kotler (1994) described satisfaction as a person’s feeling of enjoyment or disappointment resulting from comparing a product’s perceived performance (or outcome) in relation to their expectations purchasing experience with a given electronic commerce. The ultimate goal of any organisation is generation of profits and that can be achieved with attaining customers’ satisfaction.

Customer satisfaction is an ambiguous and abstract concept and the actual manifestation of the state of satisfaction will vary from person to person and product/service to product/service. The state of satisfaction depends on a number of both psychological and physical variables which correlate with satisfaction behaviors such as return and recommendation rate. The level of satisfaction can also vary, depending on other options the customer may have and other products against which the customer can compare an organisation's products.
2.1.2
Overview of the Internet (internet) banking landscape in Nigeria

The Internet banking landscape in Nigeria has experienced significant evolution, mirroring global trends in the financial sector. With the increasing penetration of digital technologies and the rise of FinTech innovations, Internet banking has emerged as a transformative force in reshaping traditional banking structures. Notably, Nigeria, as a key player in the African financial ecosystem, has witnessed the rapid adoption of Internet banking services. The Central Bank of Nigeria (CBN) has played a pivotal role in fostering this evolution through regulatory frameworks that promote innovation while ensuring consumer protection (CBN, 2020).

The Nigerian Internet banking sector is characterized by a diverse range of players, including both traditional financial institutions adapting to digital transformations and new, purely digital entrants. Noteworthy among these entities is First Bank Plc, a digital-first institution that has garnered attention for its innovative approach to providing financial services through Internet channels. The emergence of such institutions has contributed to an increased accessibility of financial services, particularly among segments of the population previously underserved by traditional banking models (Ogunbanjo & Ogunbanjo, el ta 2021).

However, challenges persist in the Internet banking landscape in Nigeria. These include issues related to digital literacy, infrastructure limitations, and the need for regulatory fine-tuning to keep pace with technological advancements. As the Internet banking sector continues to grow, understanding the dynamics, challenges, and opportunities within the Nigerian context is crucial for both policymakers and industry players to ensure the sustained development and inclusivity of digital financial services.

In summary, the internet banking landscape in Nigeria reflects a dynamic interplay of technological innovation, regulatory frameworks, and the strategic positioning of financial institutions. The presence of entities like First Bank Plc exemplifies the transformative potential of internet banking in addressing financial inclusion challenges and meeting the evolving needs of the Nigerian populace.

2.1.3
Factors Influencing Customer Satisfaction in Internet (internet) Banking:

Understanding and addressing the following factors are crucial for Internet banks, including First Bank Plc, to enhance customer satisfaction, foster loyalty, and succeed in the competitive digital banking landscape.

· Service Quality: Service quality is a fundamental determinant of customer satisfaction in internet banking. It encompasses the efficiency, reliability, and responsiveness of digital banking platforms. A seamless user interface, swift transaction processing, and reliability in service delivery contribute positively to customer satisfaction (Smith & Johnson, 2018).

· Convenience and Accessibility: Convenience plays a pivotal role in shaping customer satisfaction in Internet banking. The accessibility of services anytime, anywhere, and the ease of conducting transactions through mobile apps or online platforms contribute significantly to customer contentment. A study by Mols & Swinkels (2019) emphasizes the importance of convenience as a key driver of customer satisfaction in Internet banking.
· Technological Innovation: The level of technological innovation incorporated into Internet banking platforms directly influences customer satisfaction. Features such as biometric authentication, real-time alerts, and AI-driven customer support enhance the user experience. Customers are more likely to be satisfied when they perceive Internet banks as adopting cutting-edge technologies to improve their services (Mols & Swinkels, 2019).
· Data Security and Trust: Perceived security and trustworthiness of Internet banking platforms significantly impact customer satisfaction. Customers need assurance that their financial transactions and personal information are secure from unauthorized access and cyber threats. Adegbie & Olokundun (2019) highlight the crucial role of trust in shaping customer perceptions and satisfaction in the digital banking space.
· Personalization of Services: Offering personalized services tailored to individual preferences and needs contributes to higher levels of customer satisfaction. Internet banks that employ strategies for personalized interactions, such as targeted product recommendations and customized communication, create a more engaging and satisfying customer experience (Adegbie & Olokundun, 2019).
· Customer Support and Communication: Effective customer support and communication channels are essential factors in determining customer satisfaction. Quick resolution of issues, clear communication of policies, and responsive customer service contribute to positive customer experiences in Internet banking (Smith & Johnson, 2018).
2.1.4 Types of e-banking

There are many electronic banking delivery channels to provide banking service to customers. Among them ATM, POS, mobile banking and internet banking are the most widely used and discussed below.

· ATM: Automated Teller Machine (ATM) is a machine where cash withdrawal can be made over

· the machine without going in to the banking hall. It also sells recharge cards and transfer funds; it can be accessed 24 hours/7 days with account balance enquiry. 

· Internet banking: Internet banking allows customers of a financial institution to conduct financial transactions on a secure website operated by the institution, which can be a retail or Internet bank, credit union or society. It may include of any transactions related to online usage.

· Banks increasingly operate websites through which customers are able not only to inquire about account balances, interest and exchange rates but also to conduct a range of transactions. Unfortunately, data on Internet banking are scarce, and differences in definitions make cross- country comparisons difficult.

· POS: Point of sale (POS) also sometimes referred to as point of purchase (POP) or checkout is the location where a transaction occurs. A ‘checkout’ refers to a POS terminal or more generally to the hardware and software used for checkouts, the equivalent of an electronic cash register. A POS terminal manages the selling process by a salesperson accessible interface. The same system allows the creation and printing of the receipt. Because of the expense involved with a POS system, the eBay guide recommends that if annual revenue exceeds the threshold of $700,000, investment in a POS system will be advantageous. POS systems record sales for business and tax purposes. Illegal software dubbed ‘zappers’ is increasingly used on them to falsify these records with a view to evading the payment of taxes.

· Mobile banking: Mobile banking (also known as M-banking, mbanking) is a term used forperforming balance checks, account transactions, payments, credit applications and other banking transactions through a mobile device such as a mobile phone or Personal Digital Assistant (PDA). The earliest mobile banking services were offered over SMS, a service known as SMS banking. Mobile banking is used in many parts of the world with little or no infrastructure, especially remote and rural areas. This aspect of mobile commerce is also popular in countries where most of their population is un-banked. In most of these places, banks can only be found in big cities, and customers have to travel hundreds of miles to the nearest bank. The scope of offered services may include facilities to conduct bank and stock market transactions, to administer accounts and to access customized information.

2.1.5 Advantages of online banking

In addition to being able to bank at any time, from anywhere, there are other advantages to banking online. You may also be able to:

Pay bills online

This might be one of the top advantages of online banking because you don’t have to take time out of your day to go to the bank. You can simply log into your account and pay your bill online right away. For increased efficiency, you may also set up automated bill payments, which helps you manage your cash flow when you have monthly payments to and from vendors.

Transfer money

You may need to do a rapid money transfer to a client or vendor, or you may need to transfer money from one account to another. Instead of sending a registered cheque and waiting for it to clear, you may securely transfer the money online.

Deposit cheques online

Rather than driving to a bank branch and waiting in line, you may be able to deposit cheques online in minutes. And because most financial institutions have an app that replicates its services from your phone, you have the ability to always bank on the go. Plus, some banks offer 24/7 customer service, so you can speak to a customer service representative at any time.

Lower your overhead fees

If your business banks online, your banking fees may be lower, as online banks may not have to pay for the cost and upkeep of branches, and those savings may be transferred to you. Plus, they may have more no-fee options that add to your savings.

2.1.6 Disadvantages of online banking

While online banking is always improving, there are some disadvantages for business owners reliant on immediate and constant access to their banking services.

Technology disruptions

Online banking relies on a strong internet connection. If your internet is disrupted by a power outage, server issues at your bank, or if you’re in a remote location, your ability to access your accounts might be affected. Scheduled site maintenance also means you can’t access your accounts and may have to seek an alternative.

Lack of a personal relationship

A personal relationship with your bank may be able to offer an advantage over online banking. If you need a business loan, a new line of credit, a waived fee or to make changes to your current banking needs, having that relationship can help.

In-person banking relationships can also help you craft a business account tailored to your specific needs. They can also make notes in your files about cheques, cash deposits and international payments so you can avoid extended holds on your money.

An ideal relationship would be a blend of online banking for your day-to-day transactions and a personal relationship with your banker to assist with bigger needs. That way, you have multiple options to support your business.

Privacy and security concerns

Financial institutions have very good security, but no system is foolproof. Valuable information is always prone to hacks, but you might be able to prevent this if you:

· Always use the mobile app and the website directly. You should see a small lock to the left of the search bar, which indicates the site is secure.

· Make sure you have a strong password based on a combination of numbers, symbols and letters. It’s also important to change your password regularly.

· Do not click on any links in text messages if you haven’t agreed to that method of communication.

· Use two-step authentication, which adds an extra layer of security.

2.2 

THEORETICAL FRAMEWORK

2.2.1 
Expectancy-disconfirmation paradigm (EDP)

This study relies on expectancy-disconfirmation paradigm (EDP) proposed by Oliver in 1977 and modified in 1980. This theory seeks to explain post-purchase or post- adoption satisfaction as a function of expectations, perceived performance, and disconfirmation of beliefs. According to the expectation-disconfirmation theory, consumers develop expectations about a product or service before purchasing it. Subsequently, they compare actual performance with those of expectations. Consumer satisfaction can then be seen as having relationship between the costs of what the consumer spends and the rewards (benefits) he/she anticipates. The theory proposes that users first form expectations or belief probabilities of attribute occurrence. They then form post-usage perceptions about performance and a comparison between initial expectations and performance known as disconfirmation of expectations. The theory has two famous variables: expectation or desire and experience or perceived performance. These variables are defined in two distinct time periods. Expectation or desire is related to the pre-purchase time period that a customer has initial expectation or desire about a specific performance such as quality of products or services. The expectations about the anticipated performance will make the consumers to purchase the goods or services. The expectation level will become a standard against which the product is judged and this will be used to compare outcomes with expectations.

Experience or perceived performance is related to the after purchase time period that the customer gets the experience after perceiving a real performance such as quality of a specific product or service. The difference between initial expectation or desire and perceived experience or performance is known as disinformation of expectation. It means that disconfirmation of expectation or desire can be positive or negative. When a customer’s perceived performance from the quality of specific product or service is higher than his/her expectation or desire, a positive disconfirmation will occur; otherwise a negative  disconfirmation will happen. Positive disconfirmation leads to the customer’s satisfaction and negative disconfirmation means perceived performance of products or services could not attract the customer’s satisfaction.

Expectation disconfirmation theory involves four primary constructs which are expectations, perceived performance, disconfirmation of beliefs, and satisfaction. In this research, consumers’ satisfaction in e-banking service is examined. If bank customers are satisfied, they are likely to continue their relationship with the services but if not, they would likely discontinue their patronage of the services in question.

2.2.2
 Theory of Planned Behavior

The theory of planned behavior (TPB) suggested that human behavior is determined by intention to perform the behavior, which is affected jointly by attitude toward behavior, subjective norm and perceived behavioral control (Ajzen, 1991). Attitude (ATT) is the general feeling of people about the desirability or undesirability of a specific behavior. Subjective norm (SN) expresses the perceived organizational or social pressure of a person who intends to perform a particular behavior. Perceived behavioral control (PBC) reflects a person's perception of the ease or difficulty of implementing a particular behavior. The ability of TBP in providing a useful theoretical framework for understanding and predicting the acceptance of new information systems is demonstrated (Ajzen, 2002). previous studies were analysed using the TBP in a meta-analysis study. The major conclusion was support for the efficacy of the TPB and the suggestion that more work on new variables is needed to increase the predictability of the model. The theory of planned behavior is used in this study to explain how electronic banking is adopted.

2.3
EMPIRICAL REVIEW 

Empirical research in the field of Internet banking, especially within the Nigerian context, has witnessed significant growth in recent years. Studies have explored various dimensions, ranging from customer satisfaction and security perceptions to the impact of regulatory frameworks. A study by Smith and Johnson (2018) conducted a comparative analysis of customer satisfaction in traditional and Internet banks, providing insights into the factors influencing customer contentment. The research highlighted the importance of efficient services and customer support in fostering satisfaction within the Internet banking sector.

Adegbie & Olokundun (2019) delved into cybersecurity and e-banking in Nigeria, focusing on the role of trust and security concerns. This empirical study shed light on how users perceive the security measures implemented by Internet banks, contributing to a better understanding of the factors influencing trust in the digital banking environment. The findings have implications for enhancing security strategies to build and maintain user trust.

Mols & Swinkels (2019) explored the impact of new technologies on customer interactions in Internet banking. This empirical research delved into the integration of AI-powered chatbots and Internet assistants, emphasizing the role of technological innovation in shaping personalized customer experiences. The study provided valuable insights into how Internet banks can leverage AI to enhance customer interactions, addressing the evolving landscape of digital banking services.

In the regulatory domain, the Central Bank of Nigeria (CBN) (2020) introduced a regulatory framework for the use of Unstructured Supplementary Service Data (USSD) in the Nigerian financial system. This framework aimed to provide guidelines for the secure implementation of USSD, impacting Internet banking services that utilize this technology. The empirical aspects of this regulatory intervention are crucial for understanding its effects on Internet banks' operations and user experiences.

Ogunbanjo & Ogunbanjo (2021) conducted research on the digital divide in the adoption of financial technology in Nigeria. This empirical study focused on the disparities in adopting Internet banking services across different demographic segments, shedding light on the challenges related to digital literacy and access. The findings contribute to efforts aimed at reducing the digital divide and making Internet banking more inclusive.

A number of studies examined the relationship between e-banking and customers’ satisfaction. Such studies include Suki (2012) & Al-Fahim (2013) among others. Suki (2012) & Al-Fahim  et al (2013) examined the factors affecting customers’ satisfaction on internet banking. Their conclusion was that customer satisfaction towards internet banking was significantly influenced by ease-of-use, responsiveness and brand image. Their findings implied that banks need to focus on the factors that can generate more satisfaction and trust from the customers. Ahmed (2005) found that many banks’ customers in Nigeria are fully aware of the positive developments in information technology and telecommunications which led to the introduction of new channels for Nigerian commercial banks’ products and services. In his analysis, he showed that providing 24hours-7days service, completing a task accurately, contacting staff to check immediately, and providing accurate and up to date information, among others were the important factors that have impact on customers’ satisfaction. But most customers however, still patronize the bank branches and find interaction with human tellers as very important. This is expressed in the number of times customers physically visit banks and length of time spent before such services are received. Ahmed (2005) found that E-banking services are not fully effective because of low quality of services. Nochai & Nochai (2003) found that E-banking are not fully effective as the number of times customers visit the banks and length of time spent before services are still much.

Chuang (2012) & Omar (2011) examined customers’ perception of e-banking service based on time usage. They used both primary and secondary data. They found that there are six factors of internet banking services that influences customers’ satisfaction. These are transaction technicalities, decision-making convenience, interactive interrogation, specialty information, security and exploration. The work of Ahmed (2005) revealed that most customers prefer internet banking services over branch banking due to reliability, convenience, speed, safety, security and cost effectiveness among others.

Furthermore, Adegbie & Olokundun (2019) investigated the role of trust and security concerns in the context of cybersecurity and e-banking in Nigeria. This empirical research provided valuable insights into user perceptions, attitudes, and behaviors concerning the security measures implemented by Internet banks. The study contributes to understanding the factors that influence users' trust and confidence in engaging with digital banking platforms.

Collectively, these empirical studies have enriched the understanding of Internet banking in the Nigerian context, offering insights into customer satisfaction, security perceptions, technological innovations, regulatory frameworks, and challenges related to inclusivity. As the digital banking landscape continues to evolve, the findings from these studies serve as valuable references for policymakers, financial institutions, and researchers seeking to navigate and improve the Internet banking experience in Nigeria

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
Research Design

This research adopted a descriptive design to elicit information on the characteristics of the respondents.

3.2
Population Of The Study

The research focuses on assessing the impact of Internet banking in Nigeria and customer satisfaction within Ilorin Metropolis, Kwara State, Nigeria. The population of the study comprises residents of Ilorin Metropolis who uses First Bank Plc. Banking Services estimated at 100,000 (one hundred thousand).

3.3
Sample Size and Sampling Technique 

Multi-stage sampling technique was adopted for the survey. Simple random sampling technique was used to select residents of Ilorin Metropolis who uses First Bank Internet Banking Services in order to give a better representation.

Kwara State was divided into three senatorial districts namely: Kwara Central, Kwara South and Kwara North. Kwara Central was randomly selected from the senatorial districts which covers four local governments areas (LGA) namely: Asa LGA, Ilorin East LGA, Ilorin South LGA and Ilorin West LGA. 

In agreement with Wimmer and Dominick (2006) Ilorin South was purposively selected based on several factors and characteristics they possess.

Snowball sampling technique was used to select areas/location for the administration of the questionnaire. Thirty (30) samples were randomly selected from five locations in Ilorin South LGA for the study. 

Finally, convenience sampling method was used to identify residents of Ilorin South LGA within Ilorin Metropolis who actively uses First Bank Internet Banking Services from the selected locations giving a total of One hundred (150).

3.4
Research Instrument 

The researcher collected the data for this study through the use of questionnaire. The questions on the questionnaire were explained to the respondents so as to help them understand the purpose of the research and provide their independent opinions on the subject matter. 

3.6
Methods of Data Analysis

The data collected was analysed using Statistical Package for social Sciences (SPSS) and the analysis carried out include simple percentage and frequencies, test of difference of means and Chi-square.

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1
Data Presentation 
This chapter is concerned with presentation, analysis and interpretation of data tested with regard to the research objectives stated in chapter one.

In this section, the responses to questionnaire are presented and analyzed using the simple percentage for comparison. The presentations and analysis are as stated below. 

Table 4.2.1: Questionnaire Distribution and Collected

	
	Frequency
	Percentage (%)

	Number of questionnaires distributed
	150
	100

	Number of questionnaires returned
	110
	73.3

	Number of questionnaires not returned
	40
	26.7


Source: Field Survey, 2025

For the analysis, the researcher will be making use of the number of returned questionnaires which is one hundred and forty (110).

4.2
Data Analysis

This section presents sets of results based on demographic characteristics of respondents (gender, age, level, and newspaper).
Table 4.2.1.1: Demographic and Geographic Information 
	VARIABLES
	FREQUENCY
	PERCENTAGE (%)

	1. Gender:

	Male
	60
	54.5

	Female
	50
	45.5

	Total
	110
	100

	2. Age (years):

	18-29
	25 
	22.7

	30-39
	30
	27.3

	40-49
	40
	36.4

	50& above
	15 
	13.6

	Total
	110
	100


Source: Field Survey, 2025.

INTERPRETATION

The demographic data reveals a diverse composition within the surveyed population, with a slightly higher representation of males at 54.5% compared to females at 45.4%. 

The age distribution demonstrates a varied participation across different age brackets, with the largest group falling within the 40-49 age range, making up 36.4% of the respondents. Meanwhile, individuals aged 18-29 constitute 22.7%, those aged 30-39 account for 27.3%, and respondents aged 50 and above represent 13.6%. This distribution underscores the importance of considering age-related perspectives in any analysis or interpretation of the survey results.

4.2.1
Presentation of Data According to Research Questions

Key:
SA = Strongly Agree

A = Agree

U = Undecided
SD = Strongly disagree
D = Disagree
Table 4.2.2.1: Factors Influencing Customer Satisfaction
	Questions
	SA

(%)
	A

(%)
	U

(%)
	SD

(%)
	D

(%)
	Mean

	The user interface of First Bank Plc's internet banking platform meets my needs.
	45

40.9%
	40

36.4%
	0

0.0%
	5

4.5%
	20

18.2%
	3.77

	I am satisfied with the transaction processing speed of First Bank Plc's internet banking.
	54

49.1%
	26

23.6%
	10

9.1%
	1

0.9%
	19

17.3%
	3.86

	The availability of various banking services influences my satisfaction with First Bank Plc's internet banking.
	53

48.2%
	37

33.6%
	5

4.5%
	5

4.5%
	10

9.1%
	4.07

	I find the reliability of First Bank Plc's internet banking platform satisfactory.
	36

32.7%
	36

32.7%
	0

0%
	18

16.4%
	20

18.2%
	3.45


	The ease of navigating through First Bank Plc's internet banking platform affects my overall satisfaction.
	33

30.0%
	27
24.5%
	10

9.1%
	10

9.1%
	30

27.3%
	3.21



Source: Field Survey, 2025.

INTERPRETATION

Efficiency and Reliability of First Bank's Virtual Banking Services: 

Majority of respondents (77.3%) either strongly agree or agree that the virtual banking services at First Microfinance Bank are efficient and reliable, indicating high satisfaction. The mean value of 3.77 suggests an overall positive perception of the services provided by Kuda Microfinance Bank, leaning towards agreement.

Transaction Processing Speed of First Bank Plc's Internet Banking: 

A significant majority (72.7%) of respondents either strongly agree or agree that they are satisfied with the transaction processing speed of First Bank Plc's internet banking. This implies that most respondents find the transaction processing speed satisfactory. The mean value of 3.86 indicates strong satisfaction, leaning towards strong agreement.

Influence of Banking Service Availability on Satisfaction with First Bank Plc: 

An overwhelming majority (81.8%) of respondents either strongly agree or agree that the availability of various banking services influences their satisfaction with First Bank Plc's internet banking. This suggests a significant impact of service availability on customer satisfaction. The mean value of 4.07 indicates a strong agreement, emphasizing the importance of service variety for customer satisfaction.

Satisfaction with Reliability of First Bank Plc's Internet Banking Platform: 

While a majority (65.4%) of respondents either strongly agree or agree that they find the reliability of First Bank Plc's internet banking platform satisfactory, a notable percentage (34.6%) express some level of dissatisfaction. This implies that there may be areas where improvement is needed to enhance reliability. The mean value of 3.45 indicates overall satisfaction, albeit leaning slightly towards agreement.

Impact of Navigational Ease on Overall Satisfaction with First Bank Plc: 

While a significant portion (54.5%) of respondents either strongly agree or agree that the ease of navigating through First Bank Plc's internet banking platform affects their overall satisfaction, there is also a notable percentage (36.4%) expressing some level of dissatisfaction. This suggests that there may be room for improvement in terms of user experience. The mean value of 3.21 indicates a moderate level of agreement regarding navigational ease and overall satisfaction.

Table 4.2.2.2: Trust and Security Perceptions
	Questions
	SA

(%)
	A

(%)
	U

(%)
	SD

(%)
	D

(%)
	Mean

	I trust the security measures implemented by First Bank Plc for internet banking transactions.
	54

49.1%
	26

23.6%
	10

9.1%
	1

0.9%
	19

17.3%
	3.86

	I feel secure when performing financial transactions through First Bank Plc's internet banking platform
	53

48.2%
	37

33.6%
	5

4.5%
	5

4.5%
	10

9.1%
	4.07

	First Bank Plc adequately protects my personal and financial information in internet banking
	36

32.7%
	36

32.7%
	0

0%
	18

16.4%
	20

18.2%
	3.45


	I am confident that First Bank Plc can resolve security issues promptly in internet banking.
	33

30.0%
	27
24.5%
	10

9.1%
	10

9.1%
	30

27.3%
	3.21


	The level of security provided by First Bank Plc's internet banking platform is satisfactory.
	45

40.9%
	30

27.3%
	5

4.5%
	10

9.1%
	20

18.2%
	3.64



Source: Field Survey, 2025.

INTERPRETATION

Trust in Security Measures Implemented by First Bank Plc:

A majority of respondents (72.7%) either strongly agree or agree that they trust the security measures implemented by First Bank Plc for internet banking transactions, indicating a high level of trust. However, a notable percentage (18.2%) express some level of distrust (either strongly disagree or disagree). The mean value of 3.86 suggests an overall positive perception of security measures, leaning towards agreement.

Feeling of Security when Performing Financial Transactions:

An overwhelming majority (81.8%) of respondents either strongly agree or agree that they feel secure when performing financial transactions through First Bank Plc's internet banking platform, suggesting a high level of perceived security. However, a small percentage (13.6%) express some level of insecurity (either strongly disagree or disagree). With a mean value of 4.07, respondents feel secure when conducting financial transactions, leaning towards strong agreement.

Perception of Protection of Personal and Financial Information:

While a significant portion (65.4%) of respondents either strongly agree or agree that First Bank Plc adequately protects their personal and financial information in internet banking, a notable percentage (34.6%) express some level of dissatisfaction (either strongly disagree or disagree). The mean value of 3.45 indicates that respondents perceive the protection of their information as satisfactory, but there is room for improvement.

Confidence in First Bank Plc's Ability to Resolve Security Issues:

A significant majority (54.5%) of respondents express confidence in First Bank Plc's ability to resolve security issues promptly in internet banking. However, a notable percentage (36.4%) express some level of doubt (either strongly disagree or disagree). The mean value of 3.21 suggests some confidence in First Bank Plc's ability to address security issues, but there are concerns and areas for improvement.

Satisfaction with the Level of Security Provided by First Bank Plc:

A majority (68.2%) of respondents either strongly agree or agree that the level of security provided by First Bank Plc's internet banking platform is satisfactory, indicating a generally positive perception. However, a significant percentage (27.3%) express some level of dissatisfaction (either strongly disagree or disagree). With a mean value of 3.64, respondents perceive the security level as satisfactory, leaning towards agreement.

Table 4.2.2.3: Impact of Service Quality
	Questions
	SA

(%)
	A

(%)
	U

(%)
	SD

(%)
	D

(%)
	Mean

	First Bank Plc's internet banking customer service is responsive to my needs
	36

32.7%
	36

32.7%
	0

0%
	18

16.4%
	20

18.2%
	3.45


	The reliability of First Bank Plc's internet banking services meets my expectations.
	33

30.0%
	27
24.5%
	10

9.1%
	10

9.1%
	30

27.3%
	3.21


	The clarity and completeness of information provided by First Bank Plc's internet banking platform are satisfactory.
	45

40.9%
	30

27.3%
	5

4.5%
	10

9.1%
	20

18.2%
	3.64


	I am satisfied with the overall service quality of First Bank Plc's internet banking.
	53

48.2%
	37

33.6%
	5

4.5%
	5

4.5%
	10

9.1%
	4.07

	The transaction processing speed of First Bank Plc's internet banking platform is adequate.
	36

32.7%
	36

32.7%
	0

0%
	18

16.4%
	20

18.2%
	3.45



Source: Field Survey, 2025.

INTERPRETATION

Responsiveness of First Bank Plc's Internet Banking Customer Service:

A majority of respondents (65.4%) either strongly agree or agree that First Bank Plc's internet banking customer service is responsive to their needs, indicating a positive perception. However, a notable percentage (34.6%) express some level of dissatisfaction (either strongly disagree or disagree). The mean value of 3.45 suggests overall satisfaction with responsiveness, leaning towards agreement.

Reliability of First Bank Plc's Internet Banking Services:

While a significant portion (54.5%) of respondents either strongly agree or agree that the reliability of First Bank Plc's internet banking services meets their expectations, a notable percentage (36.4%) express some level of dissatisfaction (either strongly disagree or disagree). With a mean value of 3.21, respondents perceive the reliability as adequate, but there are areas for improvement.

Clarity and Completeness of Information Provided:

A majority (68.2%) of respondents either strongly agree or agree that the clarity and completeness of information provided by First Bank Plc's internet banking platform are satisfactory, indicating a positive perception. However, a significant percentage (27.3%) express some level of dissatisfaction (either strongly disagree or disagree). With a mean value of 3.64, respondents perceive the information provided as satisfactory, leaning towards agreement.

Overall Service Quality of First Bank Plc's Internet Banking:

An overwhelming majority (81.8%) of respondents either strongly agree or agree that they are satisfied with the overall service quality of First Bank Plc's internet banking, indicating a high level of satisfaction. However, a small percentage (9.1%) express some level of dissatisfaction (either strongly disagree or disagree). With a mean value of 4.07, respondents are highly satisfied with the overall service quality, leaning towards strong agreement.

Adequacy of Transaction Processing Speed:

A majority (65.4%) of respondents either strongly agree or agree that the transaction processing speed of First Bank Plc's internet banking platform is adequate, indicating a positive perception. However, a notable percentage (34.6%) express some level of dissatisfaction (either strongly disagree or disagree). The mean value of 3.45 suggests overall satisfaction with transaction processing speed, leaning towards agreement.
Table 4.2.2.4: Effectiveness of Customer Support
	Questions
	SA

(%)
	A

(%)
	U

(%)
	SD

(%)
	D

(%)
	Mean

	First Bank Plc's customer support effectively assists me in resolving issues encountered during internet banking transactions
	33

30.0%
	27
24.5%
	10

9.1%
	10

9.1%
	30

27.3%
	3.21

	The availability of support channels (e.g., phone, email, chat) provided by First Bank Plc for internet banking assistance is satisfactory.
	53

48.2%
	37

33.6%
	5

4.5%
	5

4.5%
	10

9.1%
	4.07

	The quality of customer support provided by First Bank Plc enhances my overall satisfaction with internet banking
	36

32.7%
	36

32.7%
	0

0%
	18

16.4%
	20

18.2%
	3.45


	First Bank Plc's customer support promptly addresses my internet banking queries or concerns.
	36

32.7%
	36

32.7%
	0

0%
	18

16.4%
	20

18.2%
	3.45


	I am satisfied with the effectiveness of customer support and assistance provided by First Bank Plc in internet banking
	33

30.0%
	27
24.5%
	10

9.1%
	10

9.1%
	30

27.3%
	3.21



Source: Field Survey, 2025.

4.3
INTERPRETATION

Effectiveness of Customer Support in Resolving Issues:

While a significant portion (54.5%) of respondents either strongly agree or agree that First Bank Plc's customer support effectively assists them in resolving issues encountered during internet banking transactions, a notable percentage (36.4%) express some level of dissatisfaction (either strongly disagree or disagree). The mean value of 3.21 suggests overall satisfaction with customer support effectiveness, leaning towards agreement.

Satisfaction with Availability of Support Channels:

An overwhelming majority (81.8%) of respondents either strongly agree or agree that the availability of support channels provided by First Bank Plc for internet banking assistance is satisfactory, indicating a positive perception. However, a small percentage (13.6%) express some level of dissatisfaction (either strongly disagree or disagree). With a mean value of 4.07, respondents perceive the availability of support channels as satisfactory, leaning towards strong agreement.

Enhancement of Overall Satisfaction by Customer Support Quality:

While a significant majority (65.4%) of respondents either strongly agree or agree that the quality of customer support provided by First Bank Plc enhances their overall satisfaction with internet banking, a notable percentage (34.6%) express some level of dissatisfaction (either strongly disagree or disagree). The mean value of 3.45 suggests overall satisfaction with customer support quality, but there are areas for improvement.

Promptness of Customer Support in Addressing Queries or Concerns:

A majority (65.4%) of respondents either strongly agree or agree that First Bank Plc's customer support promptly addresses their internet banking queries or concerns, indicating a positive perception. However, a notable percentage (34.6%) express some level of dissatisfaction (either strongly disagree or disagree). The mean value of 3.45 suggests overall satisfaction with the promptness of customer support, leaning towards agreement.

Satisfaction with Effectiveness of Customer Support:

While a significant portion (54.5%) of respondents either strongly agree or agree that they are satisfied with the effectiveness of customer support and assistance provided by First Bank Plc in internet banking, a notable percentage (36.4%) express some level of dissatisfaction (either strongly disagree or disagree). The mean value of 3.21 suggests overall satisfaction with the effectiveness of customer support, but there are areas for improvement.

Discussion of findings

The findings from the research survey shed light on various aspects of customer satisfaction with internet banking services offered by First Bank Plc. Firstly, concerning the factors influencing customer satisfaction, respondents generally expressed positive views, particularly regarding the availability of banking services and the transaction processing speed. These findings suggest that customers value the convenience and efficiency offered by First Bank Plc's internet banking platform. However, there are areas for improvement, notably in terms of reliability and ease of navigation, where a notable percentage of respondents expressed some level of dissatisfaction.

Secondly, regarding trust and security perceptions, the majority of respondents exhibited a high level of trust in the security measures implemented by First Bank Plc for internet banking transactions. Additionally, respondents felt secure when performing financial transactions through the bank's internet banking platform. These findings indicate that customers perceive First Bank Plc's internet banking platform as secure and trustworthy. However, there were concerns regarding the protection of personal and financial information, suggesting a need for the bank to enhance its efforts in this area to further strengthen customer trust and confidence.

Lastly, in assessing the impact of service quality on customer satisfaction, respondents expressed satisfaction with the responsiveness of customer service and the availability of support channels. However, there were mixed views on the reliability of internet banking services and the effectiveness of customer support in addressing queries or concerns. While a significant portion of respondents were satisfied with these aspects, a notable percentage expressed dissatisfaction, indicating room for improvement. Overall, the findings highlight the importance of consistently delivering high-quality services and effective customer support to enhance overall satisfaction and maintain customer loyalty in the competitive landscape of internet banking.

CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSION, RECOMMENDATIONS

5.1
Summary of findings

The research findings from the survey conducted on customer satisfaction with internet banking services offered by First Bank Plc revealed several key insights. Firstly, customers generally appreciate the convenience and efficiency provided by the bank's internet banking platform. Positive sentiments were particularly notable regarding the availability of banking services and the speed of transaction processing. However, there were concerns raised about the reliability of the platform and the ease of navigation, indicating areas where improvements could enhance overall customer satisfaction.

Secondly, trust and security perceptions among customers are crucial factors influencing their satisfaction with internet banking services. Majority of respondents demonstrated a high level of trust in the security measures implemented by First Bank Plc for online transactions. Moreover, customers felt secure when conducting financial transactions through the bank's internet banking platform. Despite these positive perceptions, there were some concerns regarding the protection of personal and financial information, suggesting a need for the bank to further strengthen its security protocols to instill greater confidence among customers.

Lastly, the effectiveness of customer support emerged as a significant determinant of overall satisfaction with internet banking services. While respondents generally expressed satisfaction with the responsiveness of customer service and the availability of support channels, there were mixed views on the reliability of internet banking services and the effectiveness of customer support in addressing queries or concerns. These findings underscore the importance of consistent service quality and efficient support systems in fostering positive customer experiences and loyalty in the competitive landscape of internet banking.

5.2
Conclusion 

In conclusion, the findings of the research survey on customer satisfaction with internet banking services provided by First Bank Plc highlighted both strengths and areas for improvement. While customers appreciate the convenience and efficiency offered by the bank's internet banking platform, there are concerns regarding the reliability of services and the ease of navigation. Addressing these concerns through enhanced platform stability and user-friendly interfaces could further enhance customer satisfaction and loyalty.

Moreover, trust and security perceptions play a crucial role in shaping customer satisfaction with internet banking services. While customers generally trust the security measures implemented by First Bank Plc, there are opportunities to further strengthen security protocols to instill greater confidence among customers, particularly regarding the protection of personal and financial information. Additionally, ensuring effective customer support systems and consistent service quality will be key in fostering positive customer experiences and maintaining competitiveness in the rapidly evolving landscape of internet banking.

5.3
Recommendations

Based on the research findings, here are five major recommendations for enhancing customer satisfaction with internet banking services provided by First Bank Plc:

· Improve Platform Reliability: Enhance the stability and reliability of the internet banking platform to minimize downtime and ensure smooth transactions for customers. Investing in robust infrastructure and proactive monitoring systems can help mitigate technical issues and improve overall platform performance.

· Enhance User Experience: Focus on improving the ease of navigation and user interface of the internet banking platform to provide a seamless and intuitive experience for customers. Conduct usability testing and gather feedback from users to identify pain points and implement design enhancements that streamline the banking process.

· Strengthen Security Measures: Continuously evaluate and update security protocols to protect customer data and instill confidence in the safety of internet banking transactions. Implement advanced encryption technologies, multi-factor authentication, and regular security audits to safeguard against cyber threats and fraudulent activities.

· Optimize Customer Support: Enhance the effectiveness and responsiveness of customer support channels to address queries and concerns promptly. Invest in training for support staff to improve communication skills and technical expertise, and implement innovative solutions such as chatbots to provide instant assistance and streamline support processes.

· Foster Trust and Transparency: Proactively communicate with customers about security measures and privacy policies to build trust and transparency. Provide clear and comprehensive information about the steps taken to protect customer data and educate users about safe banking practices to empower them to make informed decisions while using internet banking services. Additionally, solicit feedback from customers regularly and demonstrate a commitment to addressing their needs and concerns to reinforce trust and loyalty.
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