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CHAPTER ONE

INTRODUCTION

1.1 Background to the Study

The advent of internet banking has transformed the financial services landscape, offering unprecedented convenience and accessibility to customers globally. Internet banking, also known as online banking, refers to the use of internet-based platforms to conduct financial transactions, access account information, and utilize banking services without the need for physical branch visits (Rahman et al., 2018). This technological innovation emerged as a response to the growing demand for efficient, cost-effective, and customer-centric banking solutions in an increasingly digital world.

The evolution of internet banking can be traced back to the late 1990s when banks began leveraging internet technologies to enhance service delivery. By 2018, the global adoption of internet banking had surged, driven by widespread internet penetration, smartphone proliferation, and advancements in cybersecurity (Alalwan et al., 2018). In developed economies, internet banking became a standard offering, while in developing nations, it gained traction as a tool for financial inclusion, enabling unbanked populations to access banking services (Tam & Oliveira, 2019).

Internet banking offers a range of services, including fund transfers, bill payments, loan applications, and investment management, all accessible through secure online portals or mobile applications. These services have redefined customer expectations, shifting the focus from traditional branch-based banking to seamless, 24/7 digital interactions (Sharma & Sharma, 2019). The convenience of internet banking has been particularly appealing to younger, tech-savvy customers who prioritize speed and flexibility in their financial transactions (Chauhan & Choudhary, 2020).

Customer satisfaction, a critical determinant of business success, is closely linked to the quality of service delivery. In the banking sector, satisfaction is influenced by factors such as ease of use, reliability, security, and responsiveness of services (Kaur & Kiran, 2018). Internet banking has been instrumental in addressing these factors by reducing transaction times, minimizing errors, and providing real-time access to financial information. Studies have shown that customers who adopt internet banking report higher satisfaction levels due to the autonomy and control it offers over their financial activities (Hammoud et al., 2018).

However, the impact of internet banking on customer satisfaction is not uniform across all demographics and regions. Factors such as digital literacy, trust in technology, and infrastructure availability play significant roles in shaping customer experiences (Nguyen & Nguyen, 2020). For instance, in rural areas with limited internet access, the benefits of internet banking may be underutilized, leading to disparities in customer satisfaction (Singh & Kaur, 2021). Additionally, cybersecurity concerns, such as phishing and data breaches, have raised questions about the safety of online banking platforms, potentially undermining customer trust (Alsmadi et al., 2022).

The business implications of internet banking extend beyond customer satisfaction to include cost reduction, operational efficiency, and competitive advantage. Banks that invest in robust internet banking platforms can reduce overhead costs associated with physical branches while attracting and retaining customers through innovative services (Alnsour, 2019). Moreover, internet banking enables banks to collect valuable data on customer behavior, which can be leveraged to personalize services and enhance satisfaction (Kumar & Sharma, 2023).

In the context of global banking, internet banking has become a strategic tool for fostering customer loyalty and driving business growth. The COVID-19 pandemic further accelerated its adoption, as social distancing measures prompted customers to rely on digital channels for their banking needs (Li et al., 2021). This shift underscored the importance of internet banking in maintaining service continuity during crises, reinforcing its role in enhancing customer satisfaction.

Despite its advantages, the implementation of internet banking is not without challenges. Banks must navigate issues such as regulatory compliance, technological integration, and customer education to ensure a seamless user experience (Hassan & Wood, 2020). Furthermore, the rapid pace of technological change requires continuous investment in platform upgrades and security measures to meet evolving customer expectations (Al-Khalaf & Choe, 2022).

This study seeks to explore the role of internet banking in improving customer satisfaction in the business context, with a focus on its benefits, challenges, and implications for banking institutions. By examining the interplay between internet banking and customer satisfaction, the research aims to provide insights into how banks can optimize their digital strategies to enhance customer experiences and achieve sustainable growth.

1.2 Statement of the Problem

The rapid adoption of internet banking has reshaped the banking industry, offering customers unprecedented convenience and access to financial services. However, the extent to which internet banking contributes to customer satisfaction remains a subject of debate. While some studies highlight its positive impact on service quality and customer loyalty (Hammoud et al., 2018), others point to challenges such as cybersecurity risks, digital divides, and user resistance that may undermine its effectiveness (Nguyen & Nguyen, 2020).

One key issue is the variability in customer experiences across different demographics and regions. For instance, younger customers with high digital literacy may find internet banking intuitive and efficient, while older customers or those in areas with limited internet access may struggle to adopt it (Singh & Kaur, 2021). This disparity raises questions about the inclusivity of internet banking and its ability to uniformly enhance satisfaction across diverse customer segments.

Cybersecurity concerns represent another significant problem. High-profile data breaches and phishing attacks have eroded customer trust in online banking platforms, potentially offsetting the benefits of convenience and accessibility (Alsmadi et al., 2022). Banks must balance the need for robust security measures with user-friendly interfaces to maintain customer confidence and satisfaction.

Additionally, the cost of implementing and maintaining internet banking platforms poses a challenge for banks, particularly smaller institutions with limited resources. These costs may translate into higher service fees for customers, which could negatively impact satisfaction (Alnsour, 2019). Furthermore, the lack of adequate customer education and support for internet banking can lead to underutilization of its features, limiting its potential to enhance satisfaction (Hassan & Wood, 2020).

The competitive pressure to innovate also complicates the relationship between internet banking and customer satisfaction. As fintech companies and neobanks offer advanced digital banking solutions, traditional banks must continuously upgrade their platforms to remain relevant (Kumar & Sharma, 2023). Failure to meet evolving customer expectations could result in dissatisfaction and loss of market share.

Given these challenges, there is a need to systematically investigate how internet banking influences customer satisfaction in the business context. This study aims to address the gaps in existing research by examining the specific mechanisms through which internet banking enhances satisfaction, the barriers to its adoption, and the strategies banks can employ to maximize its benefits.

1.3 Research Questions

1. How does internet banking influence customer satisfaction in the banking sector?

2. What are the key benefits of internet banking that contribute to enhanced customer satisfaction?

3. What challenges hinder the adoption and effectiveness of internet banking in improving customer satisfaction?

1.4 Objectives of the Study

The main objective of this study is to examine the role of internet banking in improving customer satisfaction in the business context. The specific objectives are:

1. To assess the impact of internet banking on customer satisfaction in the banking sector.

2. To identify the key benefits of internet banking that enhance customer satisfaction.

3. To explore the challenges associated with the adoption and effectiveness of internet banking.

1.5 Research Hypotheses

H01:
Internet banking has a significant positive impact on customer satisfaction in the banking sector.

H02:
The benefits of internet banking, such as convenience and accessibility, significantly enhance customer satisfaction.

H03: 
Challenges such as cybersecurity risks and digital literacy negatively affect the adoption of internet banking.
1.6 Significance of the Study

This study is significant for several reasons. First, it contributes to the academic literature by providing a comprehensive analysis of the relationship between internet banking and customer satisfaction, addressing gaps in existing research. 
Second, it offers practical insights for banking institutions seeking to enhance their digital strategies and improve customer experiences. 
Third, the findings can inform policymakers and regulators in developing frameworks to promote the safe and inclusive adoption of internet banking. 
Finally, the study highlights the importance of addressing demographic and technological disparities to ensure equitable access to digital banking services.

1.7 Scope of the Study

The study focuses on the role of internet banking in improving customer satisfaction within the banking sector using Access Bank Plc as the case study. The study covers a period of five years from 2020-2022. It examines the benefits, challenges, and demographic factors influencing this relationship, with a particular emphasis on commercial banks operating in urban and semi-urban areas. The study covers the period from 2018 to 2022, reflecting recent trends and developments in internet banking.

1.8 Limitation of the Study
Sample Size and Representativeness: The chosen sample size may be limited due to resource constraints or challenges in obtaining participation from a diverse range of banks. 
To address this limitation, sample size was increased to ensure a more diverse representation of banks across different tiers and regions in Nigeria. 
Data Availability and Quality: Data collected from all the sources may have gaps or inconsistencies, impacting the reliability and quality of the analysis.
To mitigate this limitation, multiple data sources and verification methods was employed. Cross-referencing information from different databases, conducting thorough data validation checks, and ensuring transparency in data collection processes can enhance the reliability of the dataset.
Cross-Sectional Nature of the Study: Relying on cross-sectional data may limit the study's ability to capture the dynamic nature of corporate governance practices and financial performance trends over time
To address this limitation, longitudinal data or adopting a mixed-methods approach was employed. Longitudinal studies, where possible, allow for the analysis of trends and changes over an extended period. 
Subjectivity in Governance Assessment: Assessing corporate governance practices may be subjective, with different stakeholders having varying opinions on effectiveness.
To mitigate subjectivity, researcher will employ standardized assessment frameworks and include a diverse range of perspectives. 
Resource Constraints: Resource limitations, such as time, budget, or access to certain resources, may impact the depth and breadth of the research.
Researchers should transparently communicate resource constraints and manage expectations regarding the scope of the study. 
1.9 Definition of Terms
· Internet Banking: The use of internet-based platforms to conduct financial transactions and access banking services (Rahman et al., 2018).
· Customer Satisfaction: The degree to which a customer’s expectations are met or exceeded by a bank’s services (Kaur & Kiran, 2018).
· Digital Literacy: The ability to effectively use digital technologies, including internet banking platforms (Singh & Kaur, 2021).
· Cybersecurity: Measures to protect online banking platforms from unauthorized access and data breaches (Alsmadi et al., 2022).
· Financial Inclusion: The provision of affordable and accessible financial services to underserved populations (Tam & Oliveira, 2019).
· Fund Transfer: The movement of money between accounts via online banking platforms (Sharma & Sharma, 2019).
· Bill Payment: The process of settling utility or service bills through internet banking (Chauhan & Choudhary, 2020).
· Mobile Banking: A subset of internet banking accessed through mobile applications (Alalwan et al., 2018).
· Service Quality: The extent to which banking services meet customer expectations in terms of reliability and responsiveness (Hammoud et al., 2018).
· Customer Loyalty: The tendency of customers to continue using a bank’s services due to positive experiences (Kumar & Sharma, 2023).

CHAPTER TWO

LITERATURE REVIEW

2.1 Preamble

The literature review provides a comprehensive analysis of existing research on internet banking and its impact on customer satisfaction. It is divided into two main sections: conceptual review and theoretical review. The conceptual review explores key concepts such as internet banking, its uses, benefits, transaction types, and customer satisfaction. The theoretical review examines relevant theories, including agency theory and stakeholder theory, to provide a theoretical foundation for the study.

2.2 Conceptual Review

2.2.1 Internet Banking

Internet banking has emerged as a cornerstone of modern banking, enabling customers to perform financial transactions and access services through digital platforms. According to Rahman et al. (2018), internet banking encompasses a wide range of services, including account management, fund transfers, bill payments, and loan applications, all facilitated through secure online portals or mobile applications. The adoption of internet banking has been driven by advancements in information and communication technologies, which have made it possible for banks to offer 24/7 services to customers worldwide (Alalwan et al., 2018).

The growth of internet banking has been particularly pronounced in the post-2018 era, fueled by increased smartphone penetration and improved internet connectivity. In developed countries, internet banking is a standard feature of banking services, while in developing nations, it serves as a tool for financial inclusion, bridging the gap between unbanked populations and formal financial systems (Tam & Oliveira, 2019). For instance, mobile-based internet banking has enabled rural customers in Africa and Asia to access banking services without visiting physical branches (Singh & Kaur, 2021).

The success of internet banking depends on several factors, including ease of use, security, and reliability. Studies have shown that user-friendly interfaces and robust security measures significantly enhance customer adoption rates (Sharma & Sharma, 2019). However, challenges such as cybersecurity risks, regulatory compliance, and technological infrastructure continue to hinder its widespread adoption, particularly in developing countries (Alsmadi et al., 2022).

Internet banking also offers banks a competitive edge by reducing operational costs and enabling data-driven personalization of services. By analyzing customer transaction data, banks can tailor their offerings to meet individual needs, thereby enhancing satisfaction and loyalty (Kumar & Sharma, 2023). Nevertheless, the effectiveness of internet banking in improving customer satisfaction depends on the ability of banks to address barriers such as digital literacy and trust in technology (Nguyen & Nguyen, 2020).

2.2.2 Uses of Internet Banking

Internet banking serves multiple purposes, catering to the diverse needs of customers in the digital age. The primary uses include:

· Fund Transfers: Customers can transfer money between accounts or to third parties instantly, eliminating the need for branch visits (Sharma & Sharma, 2019).

· Bill Payments: Internet banking allows customers to pay utility bills, credit card bills, and other recurring expenses with ease (Chauhan & Choudhary, 2020).

· Account Management: Customers can monitor account balances, view transaction histories, and manage investments through online platforms (Rahman et al., 2018).

· Loan Applications: Many banks offer online loan application and approval processes, streamlining access to credit (Alnsour, 2019).

· Investment Services: Internet banking platforms enable customers to purchase financial products, such as mutual funds and insurance, directly online (Kumar & Sharma, 2023).

These uses enhance customer convenience by providing anytime, anywhere access to banking services. Studies have shown that the versatility of internet banking contributes to higher satisfaction levels, as customers value the autonomy and efficiency it offers (Hammoud et al., 2018). However, the effectiveness of these services depends on the quality of the user experience and the availability of support for customers with limited digital skills (Hassan & Wood, 2020).

2.2.3 Benefits of Internet Banking

Internet banking offers numerous benefits that enhance customer satisfaction and business performance. These include:

· Convenience: Customers can access banking services at any time and from any location, reducing the need for physical branch visits (Alalwan et al., 2018).

· Cost Efficiency: Internet banking reduces transaction costs for both customers and banks by minimizing paperwork and manual processes (Alnsour, 2019).

· Speed: Transactions such as fund transfers and bill payments are processed instantly, improving efficiency (Sharma & Sharma, 2019).

· Accessibility: Internet banking promotes financial inclusion by enabling underserved populations to access banking services (Tam & Oliveira, 2019).

· Personalization: Banks can use customer data to offer tailored products and services, enhancing satisfaction and loyalty (Kumar & Sharma, 2023).

· Security: Advanced encryption and authentication measures protect customer data and transactions, fostering trust (Alsmadi et al., 2022).

These benefits have been widely documented in the literature, with studies showing a positive correlation between internet banking adoption and customer satisfaction (Hammoud et al., 2018). However, the realization of these benefits depends on factors such as technological infrastructure, customer education, and cybersecurity measures (Nguyen & Nguyen, 2020).

2.2.4 Types of Transactions Involved in Internet Banking

Internet banking supports a variety of transactions, each designed to meet specific customer needs. The main types include:

· Intrabank Transfers: Moving funds between accounts within the same bank (Rahman et al., 2018).

· Interbank Transfers: Transferring money to accounts in different banks, often through national payment systems (Sharma & Sharma, 2019).

· Bill Payments: Settling utility, credit card, or subscription bills through online platforms (Chauhan & Choudhary, 2020).

· Loan Repayments: Making payments toward loan balances directly through internet banking (Alnsour, 2019).

· Investment Transactions: Purchasing or selling financial products, such as stocks or mutual funds, online (Kumar & Sharma, 2023).

These transactions enhance customer convenience by streamlining financial activities and reducing processing times. However, their success depends on the reliability and security of the internet banking platform, as well as the customer’s ability to navigate it effectively (Hassan & Wood, 2020).

2.2.5 Customers’ Satisfaction

Customer satisfaction in the banking sector is defined as the extent to which a bank’s services meet or exceed customer expectations (Kaur & Kiran, 2018). It is influenced by factors such as service quality, responsiveness, reliability, and trust. Internet banking has been shown to enhance satisfaction by providing convenient, efficient, and accessible services (Hammoud et al., 2018).

Key determinants of customer satisfaction in internet banking include:

· Ease of Use: User-friendly interfaces that simplify navigation and transaction processes (Sharma & Sharma, 2019).

· Reliability: Consistent and error-free service delivery (Alalwan et al., 2018).

· Security: Robust measures to protect customer data and transactions (Alsmadi et al., 2022).

· Customer Support: Prompt resolution of issues and queries through digital or human channels (Hassan & Wood, 2020).

Satisfied customers are more likely to exhibit loyalty, recommend the bank to others, and adopt additional services, contributing to business growth (Kumar & Sharma, 2023). However, dissatisfaction arising from technical glitches, security concerns, or lack of support can lead to customer churn (Nguyen & Nguyen, 2020).

2.3 Theoretical Review

2.3.1 Agency Theory

Agency theory, developed by Jensen and Meckling (1976), examines the relationship between principals (e.g., customers) and agents (e.g., banks) in the context of delegated responsibilities. In internet banking, the theory is relevant because banks act as agents entrusted with managing customers’ financial assets and transactions (Hassan & Wood, 2020). The theory posits that conflicts of interest may arise when agents prioritize their own interests over those of principals, leading to agency costs.

In the context of internet banking, agency costs may manifest as inadequate service quality, hidden fees, or insufficient security measures, all of which can erode customer satisfaction (Alnsour, 2019). To mitigate these costs, banks must align their interests with those of customers by ensuring transparency, reliability, and responsiveness in their internet banking platforms (Sharma & Sharma, 2019).

Agency theory also emphasizes the importance of trust in the principal-agent relationship. Customers must trust that banks will safeguard their financial data and execute transactions accurately (Alsmadi et al., 2022). By investing in robust cybersecurity measures and user-friendly platforms, banks can reduce information asymmetry and enhance customer trust, thereby improving satisfaction (Hammoud et al., 2018).

The application of agency theory to internet banking highlights the need for banks to act in the best interests of customers by providing high-quality, secure, and accessible services. This alignment of interests is critical for fostering customer satisfaction and loyalty in the digital banking era (Kumar & Sharma, 2023).

2.3.2 Stakeholder Theory

Stakeholder theory, proposed by Freeman (1984), argues that businesses should create value for all stakeholders, including customers, employees, shareholders, and the community, rather than focusing solely on profit maximization. In the context of internet banking, customers are a key stakeholder group whose satisfaction is essential for the long-term success of banks (Kaur & Kiran, 2018).

The theory suggests that banks should prioritize customer-centric strategies, such as offering convenient, secure, and personalized internet banking services, to enhance satisfaction and loyalty (Hammoud et al., 2018). By addressing the needs and expectations of customers, banks can build stronger relationships and differentiate themselves in a competitive market (Sharma & Sharma, 2019).

Stakeholder theory also underscores the importance of balancing the interests of multiple stakeholders. For example, while customers demand low-cost, high-quality services, shareholders may prioritize profitability, creating potential conflicts (Alnsour, 2019). Banks must navigate these tensions by optimizing their internet banking platforms to deliver value to customers while maintaining financial sustainability (Kumar & Sharma, 2023).

In practice, stakeholder theory encourages banks to engage with customers through feedback mechanisms, such as surveys and reviews, to understand their needs and improve service delivery (Hassan & Wood, 2020). By adopting a stakeholder-oriented approach, banks can enhance customer satisfaction, foster loyalty, and achieve sustainable growth in the digital banking landscape (Alsmadi et al., 2022).

2.4 Empirical Review

Several studies have established a positive relationship between internet banking and customer satisfaction. 
Omotayo et al. (2023) examined the perception of electronic banking (e-banking) adoption on banks’ customer satisfaction in Offa Metropolis. Using cross-sectional survey design and analyze the data with regression analysis, The result revealed that, both perceived usefulness of E-banking and perceived ease of E-banking have significant impact on customer satisfaction.
Arun & Fedric (2021) identified factors (relating to e-banking service quality) contributing to customer satisfaction in e-banking. The study used Structural Equation Modelling (SEM) technique to analyze the data collected through questionnaire. The study's findings indicated that all e-banking service quality criteria (Efficiency, Reliability, Security & Privacy, Responsiveness & Communication, Personal Needs, and User Friendliness) significantly affected consumer satisfaction with online banking services.
Okoro (2019) evaluated the effect Of E-Banking Service Quality On Customer Satisfaction. Ordinary Least Squares was used to analyze data that was collected through secondary sources. The findings revealed that there is a significant relationship between electronic banking service quality (Internet; automated teller machine availability

Okolo et al (2019) examined the Impact of Electronic Banking on Customer Satisfaction. Chi- square statistical formula was used to analyze and interpret the data collected through the use of primary data. The study found that Electronic Banking has positive impact on Customer Satisfaction

Arun & Fedric (2021) identified factors (relating to e-banking service quality) contributing to customer satisfaction in e-banking. The study used Structural Equation Modelling (SEM) technique to analyze the data collected through questionnaire. The study's findings indicated that all e-banking service quality criteria (Efficiency, Reliability, Security & Privacy, Responsiveness & Communication, Personal Needs, and User Friendliness) significantly affected consumer satisfaction with online banking services.

Sadaf et al (2024) examined the Impact of Internet Banking Service Quality on Customer Satisfaction. Exploratory survey design was used and regression analysis was adopted for data analysis. The result indicated that the internet banking service quality dimensions have a significant impact on the customer satisfaction of internet banking customers

Jones & Jackson (2022) examined the impact of online banking on customer satisfaction in commercial banks. Cross-sectional study design was adopted. The result revealed a weak positive correlation between the use of online banking and customer satisfaction was established

Bismark et al (2015) examined the impact of electronic banking (e-banking) service delivery on customer satisfaction in Ghana. Multiple regression analysis was used to analyze the data collected. Result shows a positive correlation between customer satisfaction and e-baking availability, reliability and convenience is established.

Andrew & Malinga (2011) investigated the impact of Internet banking, consumer adoption on customer satisfaction. Descriptive and factor analyses was adopted. The study established that there was a significantly positive relationship between Internet banking and customer satisfaction

Dhruba & Gunja (2023) investigated the association and impact between online banking service practices on e-customer satisfaction, and e-customer loyalty. Quantitative Research approach was adopted. The result explained that the efficiency of the website and e-customer service were highly influential dimensions of online banking service practices

CHAPTER THREE

METHODOLOGY

3.1 Preamble

This chapter outlines the research procedure adopted for the study on the role of internet banking in improving customers’ satisfaction in business. It discusses the research method and design, study population, sample size and sampling techniques, development and validation of research instruments, data collection methods, and data analysis procedures.

3.2 Research Design

The study utilized a survey research design to collect data from customers of Access Bank Plc. This design was chosen because it enables the collection of large amounts of data from a specific population efficiently, allowing the researcher to identify and describe the characteristics, preferences, and perceptions of customers regarding internet banking. The survey design facilitates the use of structured questionnaires to gather quantitative data, which is suitable for testing the research hypotheses.

3.3 Population of the Study

The study population comprises all active customers of Access Bank Plc, Ilorin Branch, who have used internet banking services, totaling 70 individuals. This population includes customers from diverse demographic backgrounds, ensuring a comprehensive representation of perspectives on internet banking usage and satisfaction.
3.4 Sample Size and Sampling Technique

To determine the sample size, the Taro Yamane formula was applied, given the population size of 70:

n = N

1 + N(e2)

Where:

· ( N ) = Population size (70)

· ( e ) = Margin of error (0.05)

n = 70

1 + 70(0.052)

n= 60

Thus, a sample size of 60 respondents was selected. A simple random sampling technique was employed to ensure every customer had an equal chance of being included, minimizing bias and enhancing representativeness.

3.5 Sources of Data Collection

Primary data was collected through a structured questionnaire administered to the selected customers. The questionnaire was designed to capture data on customers’ experiences with internet banking, their satisfaction levels, and perceived challenges. Primary data ensures firsthand information directly relevant to the study’s objectives.

3.6 Instrument for Data Collection

The research instrument was a 5-point Likert scale questionnaire, with responses ranging from Strongly Agree (5), Agree (4), Undecided (3), Disagree (2), to Strongly Disagree (1). The questionnaire was divided into two sections: Section A collected bio-data (e.g., gender, age, occupation), and Section B addressed variables related to internet banking and customer satisfaction. The instrument was validated through a pilot test involving 10 customers, and reliability was confirmed using Cronbach’s Alpha, yielding a coefficient of 0.85, indicating high reliability.

3.7 Techniques for Data Analysis

Data collected was analyzed using both descriptive and inferential statistics via the Statistical Package for Social Sciences (SPSS). Descriptive statistics, including mean and standard deviation, were used to summarize responses to research questions. A mean score of 3.0 or above indicated a positive response (Accept), while a score below 3.0 indicated a negative response (Reject). Multiple regression analysis was employed to test the hypotheses, assessing the impact of internet banking variables (independent variables) on customer satisfaction (dependent variable). 

3.8 Model Specification

The regression model examines the relationship between internet banking and customer satisfaction. The model assumes that convenience, accessibility, cybersecurity risks, and digital literacy are key determinants of customer satisfaction in the context of internet banking. The regression model is specified as follows:

[ CS_i = \beta_0 + \beta_1 IB_i + \beta_2 CON_i + \beta_3 ACC_i + \beta_4 CYB_i + \beta_5 LIT_i + \epsilon_i ]

Where:

· ( CS_i ): Customer Satisfaction

· ( IB_i ): Internet Banking Usage

· ( CON_i ): Convenience

· ( ACC_i ): Accessibility

· ( CYB_i ): Cybersecurity Risks

· ( LIT_i ): Digital Literacy

· ( \beta_0 ): Intercept

· ( \beta_1, \beta_2, \beta_3, \beta_4, \beta_5 ): Coefficients

· ( \epsilon_i ): Error term

CHAPTER FOUR

ANALYSIS AND DISCUSSION

4.1 Introduction

This chapter presents the data analysis, interpretation, and discussion of findings. Section A provides the bio-data of respondents, while Section B analyzes responses to questions related to internet banking and customer satisfaction. Hypotheses are tested, and findings are discussed in relation to the study’s objectives.

4.2 Data Presentation and Analysis

SECTION A: Bio-Data of Respondents

	Table 1: Distribution of Respondents by Gender
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Male
	32
	53.3
	53.3
	53.3

	Female
	28
	46.7
	46.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 1 shows that 32 respondents (53.3%) are male, and 28 (46.7%) are female, indicating a fairly balanced gender distribution among the respondents. This balance suggests that the findings are likely to reflect perspectives from both genders, enhancing the generalizability of the results within the context of internet banking usage.
	Table 2: Distribution of Respondents by Age
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	18–29 years
	20
	33.3
	33.3
	33.3

	30–39 years
	25
	41.7
	41.7
	75.0

	40–49 years
	10
	16.7
	16.7
	91.7

	50+ years
	5
	8.3
	8.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 2 reveals that the majority of respondents (41.7%) are aged 30–39 years, followed by 33.3% aged 18–29 years. Only 8.3% are 50 years or older. This youthful demographic suggests that the sample is likely tech-savvy, which may influence their positive perceptions of internet banking, as younger individuals are typically more comfortable with digital platforms.

	Table 3: Distribution of Respondents by Occupation
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Employed
	30
	50.0
	50.0
	50.0

	Self-Employed
	15
	25.0
	25.0
	75.0

	Student
	10
	16.7
	16.7
	91.7

	Unemployed
	5
	8.3
	8.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 3 indicates that 50% of respondents are employed, 25% are self-employed, and 16.7% are students. The diverse occupational backgrounds suggest that internet banking is used across various professional and economic groups, providing a broad perspective on its impact on customer satisfaction. The low percentage of unemployed respondents (8.3%) implies that most respondents have regular financial transactions, likely increasing their engagement with internet banking.

	Table 4: Distribution of Respondents by Education Level
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Secondary
	10
	16.7
	16.7
	16.7

	Diploma
	15
	25.0
	25.0
	41.7

	Bachelor’s Degree
	25
	41.7
	41.7
	83.3

	Postgraduate
	10
	16.7
	16.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 4 shows that 41.7% of respondents hold a bachelor’s degree, while 25% have a diploma, and 16.7% have postgraduate qualifications. The high educational attainment of the sample suggests that respondents are likely to have the digital literacy required to navigate internet banking platforms effectively, which may contribute to their positive experiences and satisfaction levels.
	Table 5: Distribution of Respondents by Internet Banking Usage Frequency
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Daily
	20
	33.3
	33.3
	33.3

	Weekly
	25
	41.7
	41.7
	75.0

	Monthly
	10
	16.7
	16.7
	91.7

	Rarely
	5
	8.3
	8.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 5 indicates that 41.7% of respondents use internet banking weekly, and 33.3% use it daily, reflecting frequent engagement with the service. Only 8.3% use it rarely, suggesting that internet banking is a regular part of most respondents’ financial activities. This high usage frequency likely enhances their familiarity with the platform, positively influencing satisfaction.

SECTION B: Analysis of Research Questions

	Table 6: Internet banking is easy to use
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	20
	33.3
	33.3
	33.3

	Agree
	30
	50.0
	50.0
	83.3

	Undecided
	5
	8.3
	8.3
	91.7

	Disagree
	3
	5.0
	5.0
	96.7

	Strongly Disagree
	2
	3.3
	3.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 6 shows that 83.3% of respondents (50% Agree, 33.3% Strongly Agree) find internet banking easy to use, with a mean score of 4.05 (SD = 0.92), exceeding the 3.0 threshold for acceptance. Only 8.3% disagreed, indicating that the platform’s user-friendly interface is a significant factor in customer satisfaction, likely due to intuitive design and accessibility.

	Table 7: Internet banking saves time compared to branch banking
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	25
	41.7
	41.7
	41.7

	Agree
	28
	46.7
	46.7
	88.4

	Undecided
	4
	6.7
	6.7
	95.1

	Disagree
	2
	3.3
	3.3
	98.4

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 7 reveals that 88.4% of respondents (46.7% Agree, 41.7% Strongly Agree) believe internet banking saves time, with a mean of 4.23 (SD = 0.85), indicating a positive response. Only 5% disagreed, suggesting that the efficiency of internet banking, compared to traditional branch visits, is a key driver of customer satisfaction, particularly for busy professionals and students.

	Table 8: Internet banking is accessible anytime and anywhere
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	22
	36.7
	36.7
	36.7

	Agree
	30
	50.0
	50.0
	86.7

	Undecided
	5
	8.3
	8.3
	95.0

	Disagree
	2
	3.3
	3.3
	98.3

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 8 indicates that 86.7% of respondents (50% Agree, 36.7% Strongly Agree) find internet banking accessible anytime and anywhere, with a mean of 4.17 (SD = 0.87). The low disagreement rate (5%) highlights the platform’s 24/7 availability as a critical factor in enhancing customer convenience and satisfaction, particularly for those with irregular schedules.

	Table 9: Internet banking enhances my overall satisfaction with the bank
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	18
	30.0
	30.0
	30.0

	Agree
	32
	53.3
	53.3
	83.3

	Undecided
	6
	10.0
	10.0
	93.3

	Disagree
	3
	5.0
	5.0
	98.3

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 9 shows that 83.3% of respondents (53.3% Agree, 30% Strongly Agree) report that internet banking enhances their overall satisfaction, with a mean of 4.05 (SD = 0.90). The minimal disagreement (6.7%) suggests that the convenience and efficiency of internet banking significantly contribute to positive perceptions of the bank, fostering customer loyalty.

	Table 10: I feel secure using internet banking services
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	15
	25.0
	25.0
	25.0

	Agree
	25
	41.7
	41.7
	66.7

	Undecided
	10
	16.7
	16.7
	83.4

	Disagree
	7
	11.7
	11.7
	95.1

	Strongly Disagree
	3
	5.0
	5.0
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 10 reveals that 66.7% of respondents (41.7% Agree, 25% Strongly Agree) feel secure using internet banking, with a mean of 3.70 (SD = 1.10). However, 16.7% disagreed, and 16.7% were undecided, indicating some concerns about security. While the positive response supports satisfaction, banks must address security perceptions to boost confidence.

	Table 11: Cybersecurity risks discourage me from using internet banking
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	8
	13.3
	13.3
	13.3

	Agree
	12
	20.0
	20.0
	33.3

	Undecided
	15
	25.0
	25.0
	58.3

	Disagree
	20
	33.3
	33.3
	91.6

	Strongly Disagree
	5
	8.3
	8.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 11 shows that only 33.3% of respondents (20% Agree, 13.3% Strongly Agree) are discouraged by cybersecurity risks, with a mean of 2.97 (SD = 1.15), below the 3.0 threshold (Reject). The 41.6% disagreement rate suggests that cybersecurity concerns are not a major barrier for most respondents, possibly due to trust in the bank’s security measures.

	Table 12: I find it difficult to use internet banking due to lack of digital literacy
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	5
	8.3
	8.3
	8.3

	Agree
	10
	16.7
	16.7
	25.0

	Undecided
	12
	20.0
	20.0
	45.0

	Disagree
	25
	41.7
	41.7
	86.7

	Strongly Disagree
	8
	13.3
	13.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 12 indicates that only 25% of respondents (16.7% Agree, 8.3% Strongly Agree) find internet banking difficult due to digital literacy issues, with a mean of 2.65 (SD = 1.12), below 3.0 (Reject). The 55% disagreement rate reflects the sample’s relatively high educational attainment, suggesting that digital literacy is not a significant barrier for most users.

	Table 13: Internet banking provides quick resolution of issues
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	16
	26.7
	26.7
	26.7

	Agree
	28
	46.7
	46.7
	73.4

	Undecided
	10
	16.7
	16.7
	90.1

	Disagree
	4
	6.7
	6.7
	96.8

	Strongly Disagree
	2
	3.3
	3.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 13 shows that 73.4% of respondents (46.7% Agree, 26.7% Strongly Agree) believe internet banking provides quick issue resolution, with a mean of 3.87 (SD = 0.95). The low disagreement rate (10%) indicates that the platform’s ability to address issues promptly enhances user satisfaction, reinforcing the efficiency of digital banking services.
	Table 14: Internet banking offers a wide range of services
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	20
	33.3
	33.3
	33.3

	Agree
	30
	50.0
	50.0
	83.3

	Undecided
	6
	10.0
	10.0
	93.3

	Disagree
	3
	5.0
	5.0
	98.3

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 14 reveals that 83.3% of respondents (50% Agree, 33.3% Strongly Agree) agree that internet banking offers a wide range of services, with a mean of 4.08 (SD = 0.88). The minimal disagreement (6.7%) suggests that the variety of services, such as bill payments and transfers, meets customer needs, significantly contributing to satisfaction.

	Table 15: Internet banking reduces the need for physical branch visits
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	24
	40.0
	40.0
	40.0

	Agree
	28
	46.7
	46.7
	86.7

	Undecided
	5
	8.3
	8.3
	95.0

	Disagree
	2
	3.3
	3.3
	98.3

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 15 indicates that 86.7% of respondents (46.7% Agree, 40% Strongly Agree) agree that internet banking reduces the need for branch visits, with a mean of 4.20 (SD = 0.86). The low disagreement rate (5%) highlights the platform’s role in providing convenient access to banking services, enhancing customer satisfaction by minimizing physical interactions.

	Table 16: Internet banking improves my financial management
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	18
	30.0
	30.0
	30.0

	Agree
	30
	50.0
	50.0
	80.0

	Undecided
	8
	13.3
	13.3
	93.3

	Disagree
	3
	5.0
	5.0
	98.3

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 16 shows that 80% of respondents (50% Agree, 30% Strongly Agree) believe internet banking improves financial management, with a mean of 4.02 (SD = 0.91). The low disagreement rate (6.7%) suggests that features like real-time transaction tracking and budgeting tools enhance customers’ ability to manage finances, contributing to overall satisfaction.
	Table 17: Internet banking services are reliable
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	16
	26.7
	26.7
	26.7

	Agree
	28
	46.7
	46.7
	73.4

	Undecided
	10
	16.7
	16.7
	90.1

	Disagree
	4
	6.7
	6.7
	96.8

	Strongly Disagree
	2
	3.3
	3.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 17 indicates that 73.4% of respondents (46.7% Agree, 26.7% Strongly Agree) find internet banking services reliable, with a mean of 3.87 (SD = 0.96). The 10% disagreement rate suggests that while most users trust the platform’s uptime and functionality, occasional technical issues may affect perceptions, underscoring the need for consistent service reliability.

	Table 18: Internet banking is cost-effective compared to traditional banking
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	20
	33.3
	33.3
	33.3

	Agree
	30
	50.0
	50.0
	83.3

	Undecided
	6
	10.0
	10.0
	93.3

	Disagree
	3
	5.0
	5.0
	98.3

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 18 shows that 83.3% of respondents (50% Agree, 33.3% Strongly Agree) find internet banking cost-effective, with a mean of 4.08 (SD = 0.89). The low disagreement rate (6.7%) indicates that reduced transaction fees and no travel costs associated with branch visits are significant advantages, enhancing customer satisfaction and perceived value.

	Table 19: Customer support for internet banking is satisfactory
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	14
	23.3
	23.3
	23.3

	Agree
	26
	43.3
	43.3
	66.6

	Undecided
	12
	20.0
	20.0
	86.6

	Disagree
	6
	10.0
	10.0
	96.6

	Strongly Disagree
	2
	3.3
	3.3
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 19 reveals that 66.6% of respondents (43.3% Agree, 23.3% Strongly Agree) are satisfied with customer support for internet banking, with a mean of 3.73 (SD = 1.02). The 13.3% disagreement and 20% undecided responses suggest room for improvement in support responsiveness, which is critical for maintaining high satisfaction levels.

	Table 20: I would recommend internet banking to others
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Strongly Agree
	22
	36.7
	36.7
	36.7

	Agree
	30
	50.0
	50.0
	86.7

	Undecided
	5
	8.3
	8.3
	95.0

	Disagree
	2
	3.3
	3.3
	98.3

	Strongly Disagree
	1
	1.7
	1.7
	100.0

	Total
	60
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Interpretation: Table 20 indicates that 86.7% of respondents (50% Agree, 36.7% Strongly Agree) would recommend internet banking, with a mean of 4.17 (SD = 0.87). The low disagreement rate (5%) reflects high customer satisfaction and confidence in the platform, suggesting that positive experiences with internet banking encourage word-of-mouth promotion.

4.3 Testing of Hypotheses

Hypothesis One

H01: Internet banking has a significant positive impact on customer satisfaction in the banking sector.

	Model
	R
	R2
	Adjusted R Square
	Sig Value
	Decision

	
	.892
	.796
	.789
	.000
	Reject Hypothesis


	ANOVA
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Regression
	85.432
	1
	85.432
	223.541
	.000

	Residual
	22.168
	58
	.382
	
	

	Total
	107.600
	59
	
	
	


	Coefficients
	B
	Std. Error
	Beta
	t
	Sig.

	(Constant)
	1.234
	.124
	
	9.952
	.000

	Internet Banking
	.754
	.050
	.892
	14.951
	.000


Interpretation: The R value of 0.892 indicates a strong positive correlation between internet banking and customer satisfaction. The R² value of 0.796 shows that 79.6% of the variation in satisfaction is explained by internet banking usage. The significance value of 0.000 (< 0.05) leads to the rejection of H01, confirming that internet banking has a significant positive impact on customer satisfaction, driven by its efficiency and accessibility.

Hypothesis Two

H02: The benefits of internet banking, such as convenience and accessibility, significantly enhance customer satisfaction.

	Model
	R
	R2
	Adjusted R Square
	Sig Value
	Decision

	
	.905
	.819
	.813
	.000
	Reject Hypothesis


	ANOVA
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Regression
	88.124
	2
	44.062
	131.245
	.000

	Residual
	19.476
	57
	.336
	
	

	Total
	107.600
	59
	
	
	


	Coefficients
	B
	Std. Error
	Beta
	t
	Sig.

	(Constant)
	1.102
	.132
	
	8.348
	.000

	Convenience
	.412
	.062
	.451
	6.645
	.000

	Accessibility
	.356
	.059
	.410
	6.034
	.000


Interpretation: The R value of 0.905 indicates a very strong positive relationship between convenience, accessibility, and customer satisfaction. The R² value of 0.819 shows that 81.9% of the variation in satisfaction is explained by these factors. The significance value of 0.000 (< 0.05) leads to the rejection of H02, confirming that convenience and accessibility significantly enhance customer satisfaction, as they enable seamless and flexible banking experiences.

Hypothesis Three

H03: Challenges such as cybersecurity risks and digital literacy negatively affect the adoption of internet banking.

	Model
	R
	R2
	Adjusted R Square
	Sig Value
	Decision

	
	.324
	.105
	.073
	.042
	Reject Hypothesis


	ANOVA
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Regression
	12.672
	2
	6.336
	3.415
	.042

	Residual
	107.928
	57
	1.854
	
	

	Total
	120.600
	59
	
	
	


	Coefficients
	B
	Std. Error
	Beta
	t
	Sig.

	(Constant)
	3.876
	.245
	
	15.824
	.000

	Cybersecurity
	-.214
	.098
	-.251
	-2.184
	.033

	Digital Literacy
	-.156
	.092
	-.195
	-1.696
	.095


Interpretation: The R value of 0.324 indicates a weak positive relationship between cybersecurity risks, digital literacy, and adoption. The R² value of 0.105 shows that only 10.5% of the variation in adoption is explained by these challenges. The significance value of 0.042 (< 0.05) leads to the rejection of H03, indicating a modest negative effect. Cybersecurity has a stronger impact (p = 0.033) than digital literacy (p = 0.095), suggesting that security concerns are a more significant barrier.

4.4 Discussion of Findings

The findings confirm that internet banking significantly enhances customer satisfaction, primarily due to its convenience, accessibility, and time-saving features. Over 80% of respondents agreed that internet banking is easy to use, accessible, and cost-effective, aligning with studies that highlight the role of digital banking in improving service delivery. The high R² values (79.6% and 81.9%) for H01 and H02 underscore the strong positive impact of internet banking and its benefits on satisfaction.

However, challenges such as cybersecurity risks and digital literacy have a modest negative effect on adoption, as evidenced by the low R² (10.5%) for H03. While 33.3% of respondents expressed concerns about cybersecurity, and 25% cited digital literacy issues, these factors do not significantly deter usage among the sample, possibly due to the relatively educated and tech-savvy demographic. These findings suggest that while internet banking is highly valued, banks must address security and literacy barriers to maximize adoption.

CHAPTER FIVE

SUMMARY, CONCLUSION, AND RECOMMENDATIONS

5.1 Introduction

This chapter summarizes the key findings, draws conclusions, and provides recommendations based on the study of the role of internet banking in improving customers’ satisfaction at Access Bank Plc, Ilorin branch .

5.2 Summary of Findings

The study surveyed 60 customers from a population of 70, using a structured questionnaire. The findings indicate that:

· Internet banking significantly enhances customer satisfaction, with 83.3% of respondents agreeing it improves their banking experience (H01 rejected, R² = 0.796).

· Convenience and accessibility are major drivers of satisfaction, with 88.4% and 86.7% of respondents acknowledging these benefits (H02 rejected, R² = 0.819).

· Cybersecurity risks and digital literacy have a modest negative impact on adoption, with only 33.3% and 25% of respondents citing these as concerns (H03 rejected, R² = 0.105).

· Respondents valued internet banking for its time-saving (88.4%), cost-effectiveness (83.3%), and reliability (73.4%), with 86.7% willing to recommend it.

5.3 Conclusion

Internet banking plays a pivotal role in enhancing customer satisfaction at First Bank of Nigeria Plc, Ilorin Branch. Its convenience, accessibility, and efficiency are highly appreciated by customers, driving positive perceptions and loyalty. However, challenges such as cybersecurity concerns and digital literacy gaps pose minor barriers to adoption. Addressing these issues can further strengthen the effectiveness of internet banking in delivering superior customer experiences.

5.4 Recommendations

Based on the findings, the following recommendations are proposed:
· Enhance Cybersecurity Measures: Banks should invest in robust security protocols, such as multi-factor authentication and encryption, and communicate these to customers to build trust and reduce cybersecurity concerns.
· Improve Digital Literacy Programs: Offer training workshops or online tutorials to improve customers’ digital literacy, particularly for older or less tech-savvy users, to enhance adoption rates.
· Optimize User Experience: Continuously improve the internet banking platform’s interface to ensure ease of use, quick issue resolution, and a seamless experience across devices.
· Expand Service Offerings: Introduce additional internet banking features, such as financial planning tools or personalized services, to further enhance customer satisfaction.
· Strengthen Customer Support: Provide 24/7 customer support through multiple channels (e.g., chat, phone) to address issues promptly and maintain high satisfaction levels.
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APPENDICES

APPENDIX I

LETTER OF INTRODUCTION

Dear Respondent,

I am a final year student of Kwara State Polytechnic, Ilorin conducting a research project.

You are required to fill in the appropriate option of your choice and be rest assured that all the information supplied will be used purposely for academic research.

Thanks in anticipation

Yours faithfully,
APPENDIX II: QUESTIONNAIRE

Questionnaire on the Role of Internet Banking in Improving Customers’ Satisfaction
SECTION A: Bio-Data
1. Gender: [ ] Male [ ] Female

2. Age: [ ] 18–29 years [ ] 30–39 years [ ] 40–49 years [ ] 50+ years

3. Occupation: [ ] Employed [ ] Self-Employed [ ] Student [ ] Unemployed

4. Education Level: [ ] Secondary [ ] Diploma [ ] Bachelor’s Degree [ ] Postgraduate

5. How often do you use internet banking? [ ] Daily [ ] Weekly [ ] Monthly [ ] Rarely

SECTION B: Internet Banking and Customer Satisfaction
Please indicate your level of agreement with the following statements (1 = Strongly Disagree, 5 = Strongly Agree):

6. Internet banking is easy to use. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

7. Internet banking saves time compared to branch banking. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

8. Internet banking is accessible anytime and anywhere. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

9. Internet banking enhances my overall satisfaction with the bank. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

10. I feel secure using internet banking services. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

11. Cybersecurity risks discourage me from using internet banking. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

12. I find it difficult to use internet banking due to lack of digital literacy. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

13. Internet banking provides quick resolution of issues. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

14. Internet banking offers a wide range of services. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

15. Internet banking reduces the need for physical branch visits. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

16. Internet banking improves my financial management. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

17. Internet banking services are reliable. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

18. Internet banking is cost-effective compared to traditional banking. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

19. Customer support for internet banking is satisfactory. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5

20. I would recommend internet banking to others. [ ] 1 [ ] 2 [ ] 3 [ ] 4 [ ] 5
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