CHAPTER ONE
1.0 INTRODUCTION 
1.1	BACKGROUND TO THE STUDY
Electronic banking (e-banking) is defined as the provision of retail and small value banking products and services through electronic channels as well as large value electronic payments and other wholesale banking services delivered electronically (Georgescu, 2005). At the Basel committee, E-banking is defined as the provision of retail and small value banking products and services through electronic channels. Such products and services can include deposit taking, lending, account management, the provision of financial advice, electronic bill payment, and the provision of other electronic payment products and services such as electronic money (Basel Committee on banking supervision,1998 and 2003).
The revolution of information technology has influenced almost every facet of life, among them is the banking sector. The introduction of electronic banking has revolutionized and redefined the way banks are operating. As technology is now considered as the main contribution for the organizations’ success and as their core competencies. So, the banks, be it domestic or foreign are investing more on providing on the customers with the new technologies through e banking. PC banking, mobile banking, ATM, electronic funds transfer, account to account transfer, paying bills online, online statements and credit cards etc. are the services provided by banks. Also the feature which is commonly unique to internet banking includes importing data into personal accounting software. Some online banking platforms support account aggregation to allow the customers to monitor all of their accounts in one place whether they are with their main bank or with other institutions.
Banking through internet is considered as a complimentary delivery channel for the services rather than a substitute for the brick-and-mortar banking branches.This research work aims at examining the impact of electronic banking on the deposit money banks. E-banking has increased the competition among the banks and both domestic and foreign banks are offering more and more modern ways of e-banking. The study investigates the services provided by the banks and their impact on their profitability in particular. It is significant due to the proliferation of the service sector and its importance in the economy. It will discuss the services provided by the banks to its customers and also reveals the major rationales for the banks to use internet and other electronic mediums as the means to providing services to their customers. The objectives of this research are to measure and compare the effect of the introduction of new technologies through e-banking on the profitability of domestic and foreign banks, how much the provision of these services effect the service quality of the banks and hence their efficiency, to assess the impact of changing from the traditional banking to the electronic banking on the banks and on the customers as well and also to examine the main motive or aim of the banks to provide these services to the customers and it also discusses the effect of customers ability on the provision of these services and hence their profits.This study targeted 44 commercial banks in Kenya where secondary data was be used. Data from financial statements between year 2009 and 2013 was used for analysis.
1.1 STATEMENT OF THE PROBLEM
The main goal of every company is to maximize profit for it owners, and banks are not any exception to this fact.
The use of technology form the backbone for better result in banking corporation (HSBC) respond of 2000, which stated that benefits from technology are more than three time. Its cost today, banking situation demands continue innovation in order to meet the learning and aspiration of the ever demanding customers. Hence, bank need to tool out new product and service guideline and effectively using latest acting edge technology.
The most important benefit banking derived from electronic banking service delivery is improved profitability and to enhance to customer satisfaction. However, are these banks: Because from the looks of things, queers are still seen in the banking halls, bank customers still handle too much cash hardly people talk about this E-banking product and services.
The problem now is not what the bank benefits, but the satisfaction that bank customers enjoy from the E-banking product and service introduce by the Nigeria bank.
The use of technology forms the backbone for better results in banking. This is articulated in the HSBC report of 2000, which stated that benefits from technology are more than three times its cost. Today’s banking situation demands continuous innovation in order to meet the yearnings and aspirations of the ever-demanding customers. Hence, banks need to roll out new products and services quickly and effectively, using latest cutting edge technology (Augusto, 2002). One of the benefits banks derive from electronic banking products and services delivery is improved efficiency and effectiveness of their operations so that more transactions can be processed faster and most conveniently, which will undoubtedly impact significantly on the overall performance of the banks. The customers on the other hand, stand to enjoy the benefit of quick service delivery, reduced frequency of going to banks physically and reduced cash handling, which will give rise to higher volume of turnover. However, these developments in the Nigerian banking industry seem not to have achieved their aims. Queues are still seen in the banking halls, bank customers still handle too much cash, and hardly people talk about the electronic banking products that are available in Nigeria. The problem here is: are customers really enjoying these services? Related to this problem, empirical evidence implies that customers’ patronage for and reaction to a particular product depend on their level of understanding of what the product can do and what they stand to benefit there from (Balachandher, 2001). In this connection, it is relevant to find out the perception of e-banking by customers.
1.2 RESEARCH QUESTIONS
i. Are there relationships between E-banking systems and customers satisfaction in Nigeria banking industry?
ii. Does E-banking system have benefits on the banking industry in Nigeria?
iii. Does e-banking system have benefit on the customers of guaranty?
1.3 OBJECTIVES OF THE STUDY
The general objectives of the study to examine the impact of E-banking system on customer’s satisfaction in Nigeria banking industry, specific objectives are to:
1. Examine the relationships between e-banking systems and customers satisfaction in Nigeria banking industry.
2. Examine the benefit of e-banking systems to the banking industry in Nigeria.
3. Examine the benefits of e-banking systems to the customers of Guaranty Trust Bank.



1.4	RESEARCH HYPOTHESES
H01: There are no relationship between e-banking systems and customer satisfaction in Nigeria banking industry.
H02: E-banking systems have no benefit on the Banking industry in Nigeria.
H03: E-banking systems have no benefit on the customers of Guaranty trust bank.
1.5	SIGNIFICANCE OF THE STUDY 
The important of this study mean what the work and banking sector at large cannot be over emphasized.
To The Researcher: This study helps me to analyze and have an insight on the rationale behind the use of E-banking products and services and how it improves customer satisfaction in the banking industry.
1.6 SCOPE AND LIMITATION OF THE STUDY
This research study provided by Guaranty Trust Bank, Ilorin and how these product and services tend to improve customer satisfaction.
The bank used for the research work is Guaranty Trust Bank, Ilorin.
Due to fact that electronic banking is a new banking system that was just introduces in the country the researcher do face many difficulties in locating relevant document on the subject matter.
1.7 DEFINITION OF KEY TERMS.
BANK: A bank is an organization that receives deposit on currency, saving or other accounts, saving or collects cheques down or paid in by customers, provide finance, consultancy and investment matters making or manage investment on behalf of any person, and the provision of insurance marketing services and capital market business or such other services. The governor of central bank of Nigeria may be gazette designate as the banking business.
BANK CUSTOMER: A bank customer is a person who have any legal link with a bank either formal (account holding) or informal (advisory services).
E-BANKING: This is also known as electronic commerce, it involved the use of electronic devices to exchange information and to sell or buy product or services.
E-BANKING: E-banking or electronic banking is defined as the delivery of banking services and product through the use of electronic means irrespective of place, time, and distance.
E-BANKING PRODUCT AND SERVICE: These are electronic device use in E-banking activities e.g internet banking, telephone banking, Automated Teller Machine (A.T.M), Television based banking e.t.c
CUSTOMER SATISFACTION: This can be seen as a state utility attain by a customer.
1.8  PLAN OF THE STUDY
This research work is to analyze the impact of E-banking systems on customers satisfaction in banking industry in Nigeria, the project consist of five chapters.
The chapter one deals with the introduction, statement of problem, significant of the study and definition of the term, plan and historical background of the study.
Second chapter show the literature review and how each author deals with the mentioned topic.
The third chapter also mentions about the research methodology instrument or tool used, research size technical used in analysis of data, discussion of result.
Chapter five deals with summary, conclusion and recommendations.

CHAPTER TWO
2.0	LITERATURE REVIEW
This chapter contains salient issues in the exiting published literature on the effect of electronic banking on customer satisfaction in commercial banks in Uganda. It has been carefully selected from published journals on the internet, text books and other relevant presentations made outside Nigeria. 
This is where a customer can access his or hr bank account via the internet using Personal Computer (PC), or mobile phone and browser, However, Marsh (2005) defined electronic banking as a 24 hour access to cash through an Automated Teller Machine (ATM) with personal identification Number (PIN) or direct deposit of paychecks into checking or saving accounts. Inely and Fleming (2000) say that electronic banking is an umbrella term for the process for which a customer may perform banking transactions electronically without visiting a brick and motor institution. 
Bhattacherjee (2001) summarizes it all and defines it a an integrated system that can provide customers flexible, convenient and inexpensive platform with integrated services of online personal banking products including online checking and saving accounts, money market accounts, certificate of deposit, credit cards, home equity loans, home mortgage, insurance, investment services, portfolio management and other related financial services. Therefore using internet banking, bank customers can conduct the same banking transaction provided by brick and mortar branch at any time and any place through a simple and user-friendly browser Polatoglu and Ekin (2001).
Through internet banking, you can check your transaction at any time of the day, and as many times as you want to. In a traditional method the bank customers gets quarterly statements from the bank. If the funds transfer has to be made outstation, where the bank does not have a branch, the bank would demand outstation charges. Whereas with the of online banking, it will be absolutely free for you. Recently centenary bank offers a number of electronic banking services.
2.1	Conceptual Review 
2.1.1 Electronic Banking or Electronic Funds Transfer Services available in Banks.     
Automated Teller Machines (ATM)
These are electronic terminals that let you bank almost virtually any time. For customers to withdraw cash, make deposits, or transfer funds between accounts, they generally insert an ATM card and enter their PINs. ATM has a positive response. Since the introduction of the first cash dispenser 30 years ago, ATM technology has gradually become the electronic face for most banks customers. They are 24 hours around the clock electronic cashiers which provides access into customer’s accounts by use of ATM cards on the bank’s ATM machine located on site in all branch offices and off site in strategic places in the main towns around the country. Uganda now has a good network of these ATM machines in most important business towns which are also VISA electronic enabled and thus you can withdraw for your use locally. Wakefield J. (2010). 
According to Morris, c. (2004), ATMs have extended banking services to the remote areas depositing and withdrawing of fund can be carried out thus yielding positive results. Looking at the service range of ATM as reported by chattered institute of bankers journal (1995) and peter wandri of daily monitor , include, cash withdraw, school fees payment, balance inquiry, ordering of financial statements, topping up air time, and also paying credit and utility bills to mention but a few. 

SMS Banking 
SMS banking use short text messages sent through the client’s mobile phone. SMS text messages are used for both passive and active operations similarly a with classic telephone banking. A client can automatically receive information about his account balance the message is sent to the client immediately after a certain operation is performed, or on request: a client sends the bank a correctly formatted message, which processes it and answers the client’s request by SMS. Information sent on request mostly concern current interest rates or currency exchange rates. Providing these is simple for the bank because this is publically accessible information that needs no protection. A client however can request information about the balance in his account, which is not public information and must be protected when it is provided. Passwords are used for this purpose or technologies based on the principle of an electronic key. A client however is required to know the code of every transaction including constant and variable symbols.
Direct Deposit
Another E-banking services is the direct deposit and these let you authorized  specific deposits like paychecks, social security checks, and other benefits to your account on a regular basis. A customer may pre-authorize direct withdraw so that recurring bills like insurance premiums, mortgages, utility bills, and gym memberships are paid automatically. Bank customers should also be cautious before they pre- authorize recurring withdraws to pay companies they are not familiar with; funds from their bank account can be withdrawn improperly. Therefore, customers should make sure that direct recurring payments take place and for the right amount.

Mail Banking
Mail banking is another electronic banking service that makes it possible to communicate with the bank by electronic mail or e-mail. The most frequently used service is sending accounts statements at agreed periodicity to the client’s mailbox. E-mail is not used for operation that is more complex. Payments and self- service zones.
A self- service zone is fully automated alternative work place of a bank with terminals and devices that clients can use to get various bank services. It enables active and passive operations offered by the bank to be made without the presence of a bank employee. Devices are constructed for very easy use with simple intuitive controls (user friendly).
NSSF Payment
The Bank on behalf of the national social security fund accepts payments from organizations that have registered to remit their employees social contributions. The cash for the contributions is credited directly to NSSF collection and there is no need for customers to go to NSSF premise.
Personal Computer Banking
PC banking helps customers to handle many transactions using their personal computers. For example, you may use your computer to request transfers between accounts and pay bills electronically. Customers can get a number of benefits that 24 hours availability of the services, hassle free and no queues.
Telephone banking
Africa has experience an incredible boom in mobile phone use over the past decade. Today there are more than 500million mobile users and in Uganda alone over 10 million people or about 30% of the population own mobile phones, and the number is growing rapidly every day.
In respect to this research, telephone- banking technology means availability, accessibility, and use of telephones (wired or wireless telephone) to engage in deposits, withdrawals and account balance inquiry by users in the industry.
2.1.2 Customer Satisfaction 
Business always starts and closes with customers and hence customers must be treated as the king of the market. All the business enhancements, profit, image etc. of the organizations depends on customers. Hence, it is important for all the organizations to meet all the customers’ expectations and identify that they are satisfied.
Customers satisfaction is the customers overall feeling of contentment in a business interaction (Elaine 2005). Customer satisfaction is defined as a measure of how products and services supplied by an organization meet or surpass customer satisfaction. According to berry (2000), customer satisfaction is defined using 10 dimensions of satisfaction which include quality, value, timeless, efficiency, ease of access, environment, interdepartmental team work, frontline services, behavior, commitment to the customer and innovation. Satisfaction may develop quickly or it may be cultivated over a period. It is the overall pleasant experience after consuming a product or service. Therefore, customer’s satisfaction is the state of mind that customers have about a company when their expectations have been met or exceeded over the life time of the product or service.
The international consortium, (2005), spells out the ability to be flexible in managing customers enables the business to reap the benefit of good customer’s satisfaction and this because customer’s satisfaction is closely linked to quality in recent years. The achievement of customer satisfaction lead to company loyalty and product repurchase. Clearly defining an understanding customer’s satisfaction can help any company identify opportunities for product and service innovation and serve as the basis for performance appraisal and reward systems. Only customers can evaluate services in light of their unique expectations. Consequently, responsibility for measuring and demonstrating continuous services improvements should focus to the service business, including measurement of quality, can organizations capture the enthusiasm needed to radically enhance service delivery.
2.1.3 Determinates of customer satisfaction
Consumer satisfaction can be determined by a number of factors that is to say customer expectations, fees and charges, quality, customer care and many others as discussed below.
Product perceived performance and expectations
If the performance falls short of the expectations, the customer is dissatisfied. And when the performance exceeds expectations, the customer is highly satisfied or delighted (Ulrich 1999). Many companies are aiming for a high satisfaction because customers who are just satisfied still find it easy to switch when a better offer come in. Customer’s satisfaction does not only result from providing excellent service, but from customers perceiving that a company delivers a service that is unique. Achieving this quality of service takes a serious commitment from every employee in the organization through providing excellent services that exceed customers expectations to the extent that they are willing to tell others about their experience. Oliver (1980), found that disconfirmation can affect customer’s satisfaction. Positive disconfirmation (perceived performance above the expectation) increased consumer satisfaction and while negative disconfirmation (perceived performance below expectation) decrease consumer satisfaction.
Customer service
Employment should answer the phone with a smile. A smile can be “heard” in someone’s voice. Nothing frustrates customers more than being served by an employee who feels the customer is a waste of their time. According to Craig c (2003), improving an organization customer service requires commitment and consistence effort from everyone in the organization. Thy advanced 10 fundamentals that will help create a culture of continuous service improvement. Companies need to define success for everyone in the organization as continually improving everything everyone. Customer service improvement is the cumulative effect of thousand small improvement made daily at every level in the organization. 
It often requires changing the culture from one that accepts the status quo to one that is excited about change and constant improvement. Listening is the foundation of all good relationship and pre- requisite to business success, but surprisingly, few companies systematically listen to customers, suppliers, employees, and competitors. The radical service improvement needed to sustain a competitive advantage, require better customer’s information system. The more the organization known about customers’ business and needs, the easier for it to form strategic partnership with in them. 
 Service quality
Service quality or perceived service quality is a determinant of customer satisfaction. Some researchers state that services quality and satisfaction measures the same underlying concept and therefore is the same. Other authors argue that satisfaction with a specific transaction precedes the perception of the overall quality of the firm and therefore is the antecedent of perceived quality. 
Finally others suggest that the concept of satisfaction and quality are different and that it is the perceived services quality that will affect customer satisfaction. Fornell (1992), finds that as a general psychological phenomenon, satisfaction is primarily a function of customer’s quality, the higher the level of customer’s satisfaction.
Needs and desire of the customers
 This is one of the determinants of customer satisfaction (Grigouis 2010). In order for a business to meet the needs and desire of customers, the business must know the needs and desires of the customers. This information is vital not only for successful business but also for understanding and improving customer’s satisfaction. This important component helps to satisfaction from the perspective of the consumer.
Value of products and services
According to Swaminathan & Ananth A (2010), perceived value of the product is one of the determinants of customer satisfaction. Customer satisfaction depends greatly upon receiving a quality product with the expected value attached and service at a competitive price. Not only is the customer looking for the right product or service, he is looking for someone who is knowledgeable about the product or service as well.
Fees and charges 
Service quality attributes in e-banking industry are important since human- internet interaction is the main service delivery and communication channel. Offering high quality services to satisfy consumers’ needs, at lower costs, are potential competitive advantages of e banking. 
Some studies show that e- banking has successfully reduced operating and administrative costs (Speece 2003). Cost savings have helped e-based banks offer lower or no service fees, and offer higher interest rate on interest accounts than traditional banks (Gerlach et al 2000). Therefore, it is hypothesized that fees and charges have positive impact on customer satisfaction.  
2.1.4 Electronic banking and customer satisfaction in Deposit Money Bank
Electronic banking is linked to customer satisfaction through globalization. He explains that this has not only brought the world loser together, but it has allowed the world’s economy to become a single interdependent system. This means that local and international business can easily share information quickly and efficiently.
Lenart (2012), argue that customers satisfaction for financial instructions and banking website display positive growth in 2010 and nearly two thirds of online financial customers now use bill pay across, credit cards and third party website.
Electronic banking has drawn attention of many banks to application of various technology devices in promoting or achieving better customer services delivery that guaranteed customer satisfaction that translates into increased profitability and higher return on investment. Electronic banking services and customer satisfaction have a positive relationship, which has afforded banks the opportunities to impress customers, which eventually encourage them to keep coming back. Today it would be difficult to see any bank in the country that does not render one form of electronic banking services or the other, even banks in the most remote parts of the world.
Vaidya (2011), argue that emerging technology would enable to create new ways of lead generation, prospecting as well as developing deep customer relationship and electronic banking would achieve superior customer experience with bi-directional communications. In his view ascertains that access to basic financial services, ability to save, transfer and also invest small amounts of money can make a huge difference to people around the world.
The other linkage between electronic banking and customer satisfaction as revealed by (Barney 2006) is cost effectiveness. He explains that information technology has helped to computerize the business process thus streaming businesses to make extremely cost effective money- making machines. Barney (2000) also adds on the fact that electronic banking has created more time for businesses. This is so in that electronic banking has it possible for business to open 24/7 all over the globe. This means that a business can be opened any time anywhere, making purchase from different countries easier and more convenient. It also means that you can have your goods delivered right to your doorstep with having to move a single muscle.
2.2 THEORETICAL REVIEW
2.2.1	TECHNOLOGY ACCEPTANCE THEORY
Based on the empirical literature, the theoretical framework of this study is Technology Acceptance Model and Diffusion of Innovation (DOI) Theory. Technology Acceptance Model (TAM) is an information systems theory that models how users come to accept and use a technology that will encourage economic growth. The model suggests that when users are presented with a new technology, a number of factors influence their decision about how and when they will use it, notably: Perceived usefulness (PU) - This was defined by Fred Davis(1989) as "the degree to which a person believes that using a particular system would enhance his or her job performance". And Perceived ease-of-use (PEOU) - Davis defined this as "the degree to which a person believes that using a particular system would be free from effort. This model was developed by Fred Davis (1989) and used by Pikkarainen, et al (2004). 
2.2.2	DIFFUSION OF INNOVATION (DOI) THEORY
Diffusion of Innovations theory is a theory that seeks to explain how, why, and at what rate new ideas and technology spread through cultures. This theory was developed by Gabriel Trade (1890) and Everett Rogers, a professor of rural sociology, popularized the theory in his 1962 book Diffusion of Innovations. He said diffusion is the process by which an innovation is communicated through certain channels over time among the members of a social system. This theory was used by Hogarth, Kolodinsky and Gabor (2008) among others. The implication of these two theories is that the earlier people of this country accept cashless economy, the earlier it improves business activities and in turn encourage economic growth in the Nigeria.
2.2.3	STAKEHOLDER THEORY
Bever et al (2010) expressed that stakeholder’s theory is a theory of organizational management and business ethics that address morals and values in managing an organization. Detailed that management should give due regard to the interest those groups that is the stakeholders. In short, it attempts to address the principle of whom or what really counts. It was originally detailed and recommended by R. Edward Freeman in the book “strategic management” (2008).
In the traditional view of the firm, the shareholders or stockholders are the owners of the company and the firm has a binding fiduciary duty to put their needs first and to increase value for them, (Friedman and Miles, 2002).
In relation to this study and as would be incorporated, since the practice of internal audit is a function established within an organization for control purpose and to evaluate its activities as a service to the organization and indirectly to the stakeholders. Shareholders or stockholders being the major ones, the fiduciary duty of management towards these groups (stakeholders) that is, need to ensured and constitute the brain behind this investigation among other things.
To this effect, it would be observed that internal audit is built or set up to cater for the interest of the existing and potential stakeholder’s theory and the issue under investigation.
2.2.4	THE DECOMPOSED THEORY OF PLANNED BEHAVIOR: 
The second reviewed theory is the Decomposed Theory of Planned Behavior (DTPB). The theory was developed by Taylor and Todd (1995). The theory postulates that the intention to use a certain technology is influenced by attitude, subjective norm and perceived behavioral control. Starting from the research conducted by Md Nor and Pearson (2008), Karahanna, Straub, and Chervany (1999), certain influencing factors were selected: the attitude toward behavior and the Perceived Behavioral Control.
2.3	EMPIRICAL REVIEW
	In recent years, many authors have in one way or the other investigated the introduction of electronic banking and its effect on Nigeria banking sector in both developed and developing countries in the work of Olorunsegun (2010) he introduce cluster sampling technique to study the impact of cashless policy in Nigeria banking sector, he found out that a bank has an effective banking system which has improved its customer’s relationship and satisfaction.
	Olajide (2012), adopted certain theories to investigate electronic banking and its effect on banking sector he found out that cashless policy will boost the economy on the long run Zeithami and Gilly (1981), developed technology acceptance theory to determine the characteristics affecting the acceptance of relating technologies.
	Lee and Schumann (2002), adopted quantitative survey to ascertain the influence of communication source and mode on customer adoption of technological innovations in Nigerian. They discovered the older the adopters the lower the rate of technology adoption of customers perception of security indicators or giving awareness or notice, that Security Indicators (S1) are not very effective at alerting and shielding or giving awareness or notice, warning to users from revealing sensitive information to tool e-banking sites in Nigeria.
	Olatokun and Igbindion (2009), presented discussion of innovation (VOL) theory to investigate the adoption of Automated Teller Machine in Nigeria, they found out that the constraints relative advantage, complexity, observe ability, compatibility and trial ability were positively related to attitude to the purpose of ATM cards in Nigeria.
	James (2012), make Statistical Package for Social Science (SPSS) to investigate the acceptance of cashless policy in Nigeria, the result shows that acceptance of e-banking in Nigeria is significantly influenced by Age Educational Background, Income, Perceived Benefits, Perceived Enjoyment, Monrufu and Taibat (2012), adopted qualitative survey to ascertain bankers perceptions of cashless policy in Nigeria, the result suggest that bankers in Nigeria perceive cashless policy as tool for minimizing inconvenience, reducing transaction cost, altering costumers qeeving pattern and saving customers banking time.
	Ovier (2001) argued that e-banking is a product of e-commerce in the field of banking and financial services. In what can be describe as business – to – consumer (B2C) domain for balance enquiry, request for cheque books, recording stop payment instruction, balance transfer instruction, account opening and other forms of traditional banking services. Banks are also offering payment services on behalf of their customer who stop in different e-shops. Some of these e-banking products that will be discussed in this work are: Telephone and Pc banking products, the cord system, the automated Teller Machine (ATM), cheque.
	Electronic banking both as a medium of delivery of banking service and as a strategic tool for business development, has gained wide acceptance internationally and is fast catching up Nigeria with more and more banks entering the fray. Nigeria with more and more banks entering the fray. Nigeria can be said to be the resold of a major banking revolution with net banking having already been unveiled (Ovia, 2001) of all the sector in the Nigeria economy banking stands out despite “not too good” economy. Electronic banking provide the facility of accessing customer account from anywhere in the world by using a computer with internet connection, is particularly fascinating to non-resident Nigeria and high net worth individuals having multiple bank accounts. The growth potential is, therefore, immense. Further incentives provide by bank would dissuade consumer from visiting physical branches, and thus get “hooked” to the convenience of armchair banking.
	At present, the situation does not seem to have shown any significant improvement, whereas about 90 percent of the banks in the country offer other forms of e-banking service like telephone banking. ATM and electronic fund transfer, internet banking is still at the basic informative stage (Ovier, 2001) this is so despite the widely acclaimed benefits of internet banking against the traditional branch banking practice. Part of the reasons identified for the inability of banks to full advantage of this mode of banking in Nigeria includes lack of adequate operational infrastructure like telecommunication and power, upon which electronic banking generally relies. Due to the inability of the bank to integrate their operates into the internet development process, internet banking can be said to have less in the existing banking structure in the country. 
Earlier article stated why internet banking was having a moderate economic impact in the country include that Nigeria bank customer are not on the average trained on for teller jobs and the working of internet banking, a situation which make transaction processing via internet banking prone to error, the absence of a clearly defined legal frame work for interest banking, leaving banks with inadequate legal cover to provide the services, and poor telecommunication infrastructure all over the country.
	In addition, the fact that internet assuage in the country has been abused by cyber criminals make it window unattractive for domestic banking operation and legitimate international operations. The inherent fear associated with patronizing internet banking services in Nigeria is again re-enforced by the growing evidences that the world over, dubious Nigeria use fake website to scoop fund from unsuspecting victims. In some cases these crimes are committed using easting bank sites.
	The advances fee fraud or 419, which is one of the most popular of all internet frauds, has its origin from Nigeria in the 1980s. its development and spread follows the path of the development in information and spread follows the inception, postal letters were used as key media for committing 419 frauds. Later in the early 1990s, the information of computers and internet, 419 crimes become providently perpetrated through the use of e-mail and other internet means (Amedu, 2005). The latest taken dimension taken by the perpetrators of this crime is the use of fake internet bank site, and using that to encourage victims to open accounts with them.



2.4	GAP IN LITERATURE
Despite the growing body of research on the effect of e-banking systems on customer satisfaction, there remain several gaps in literature that warrant further investigation. Many existing studies focus on developed economies, with limited exploration of e-baking’s impact on customer satisfaction in developing countries, where technological infrastructure and user behaviors may differ significantly. Additionally, few studies have examined the nuanced effects of specific e-banking features, such as mobile banking apps or online payment systems, on customer satisfaction. Moreover, there is a scarcity of research on the moderating role of demographic factors, such as age and income level, on the relationship between e-banking and customer satisfaction. Furthermore, the literature lacks longitudinal studies that investigate the dynamic nature of customer satisfaction with e-banking systems over time. Addressing these gaps can provide valuable insights for banks and policymakers seeking to enhance customer satisfaction and loyalty in the digital	 age. 
CHAPTER THREE
3.0	RESEARCH METHODOLOGY
3.1	INTRODUCTION TO METHODOLOGY
	This chapter discusses the method and procedures that will be used in carrying out the research and it will also discuss the research design, population of study, sampling procedures, research instruments, validity and reliability of the instrument and method that will be employed for data analysis.
3.2	RESEARCH DESIGN
The design that was considered for the research was survey. The case study approach that was adopted took place at GTBank. The case study method was chosen because; case study is suitable for practical problems. It is often seen as being problem – centered, small scaled and manageable. Again, case study method has the uniqueness ability to use and apply differently a lot of different empirical evidence, Yin (1994). The aim of this research was to identify the extent to which GTB have been using planned and systematic Training to motivate and improve the performance of its employees and therefore the choice of case study.
3.3	POPULATION OF THE STUDY
The case study focused on senior staff of the Company. This was based on the assumption that, this group of employees within the administrative set up were the fulcrum around which all administrative activities in the Company revolves. They assume the roles of heads of department and supervisors in the absence of substantive heads of departments and supervisors in the administration of the GTB, implementing the policies of management and ensuring that work in the organization progresses smoothly. 
	The total population of the study is 50. Therefore the simple random sampling was used to select from the population those who do not matter in the research.
3.4 SAMPLE SIZE AND SAMPLING TECHNIQUE
A sample was determined to obtain a broad view on the topic from the company under study. Based on this, the population of fifty (50) was targeted.  Thus, from the target population, the sample size was determined, using the formulae below:
		n =      N
	  	        1+n (e)2
Where n = sample size
	  N = the target population (50)
	  e = margin of error (5%)
 n =                     50
         		 1+50(0.05)2
	       = 50 	
       1+0.125
=	50 	
	1.125	
=	44
This implies that a sample size of 44 will be required in this study to achieve a 95% precision from utilizing information and data collected from the sample.


3.5	METHODS OF DATA COLLECTION 
With the source of information been the sampled senior staff, the data collection procedure adapted was the self administered questionnaire by the respondents (selected senior staff). The respondents to this questionnaires were free to answer the questions according to their own conscience without been compelled to satisfy the researcher. Information from these questionnaires constituted the primary data for the research. Additionally interviews were conducted with the selected executive members and heads of departments. 
The interviews were conducted because; it is an important source of gathering data for case studies. The kind of interview used was what is called by Merriam (1998), semi-structured interview. Because of the presence of pitfalls in the use of interviews by way of response bias and reflexivity Yin (1994), though questions are predetermined, the questions for the interview were not asked in any specific order. The interview was designed to allow respondents bring up other issues they felt were of interest to the subject matter. This created the needed friendly and cordial atmosphere which enabled researcher to ask follow-up questions freely.
The questionnaires were pretested on a smaller size of the sampled respondents for the research. This was to ensure that the questionnaires designed solicited the appropriate responses from the respondents to answer the research question for the achievement of research stated objectives. The use of closed end as well as opened ended questions allowed the researcher to make easy categorization and analysis.
3.6	METHOD OF DATA ANALYSIS
This study shall employ descriptive method on the first part of data analysis. The descriptive analysis involves the use of frequency tables and percentage in presenting the data collected from the questionnaire administered to the respondent. The second part of the data analysis shall involve the use of correlation and regression analysis using SPSS version 23. The rational for using Regression Analysis was because it is a statistical tool that does not only explore the relationship between two or more variables but also assessing the contribution of individual predictors in a given model.
3.7       LIMITATIONS TO METHODOLOGY
During the course of carrying out this research, some experiences constituted hindrances to the study. And the limitations encountered in the process are as follows.
1. Time constraints
1. Financial constraints 
1. respondents constraints
1. Time Constraints: the time allocated for this study is very tight, the project was done in the midst of my studies, such as lecture, assignment and even my home-work. Therefore, all these stated above made the project to be too tight. But the problems was solved through time arrangement, and setting of priority. 
1. Financial Constraints: financial constraints were also another problem to this research work. It was not financially buoyant, therefore it made it a little bit tedious but, and the problem was solved through allowances from my parent and grant from relatives.
1. Respondent Constraints: another hindrance to this study was response from respondents. Some respondents are hostile, non-challant and some gave irrelevant information. The problem was solved by warm and adequate communication with the respondents.



CHAPTER FOUR
DATA PRESENTATION DATA ANALYSIS AND INTERPRETATION
4.1	DATA PRESENTATION
This chapter deals with the data presentation, data analysis and interpretation where proper analysis and interpretation of data is done. The first section presents the general information about respondents, while the second section deals with the analysis of the questions.
4.2	DATA ANALYSIS
SECTION A
Bio data of Respondents
	Table 1: Distribution of respondents by Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	21
	47.7
	47.7
	47.7

	
	Female
	23
	52.3
	52.3
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
Table 1 show that 21 respondents representing 47.7% of the population are males, while 23 respondents representing 52.3% of the population are females.






	Table 2: Distribution of respondents by Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	16-20 years
	12
	27.3
	27.3
	27.3

	
	21-30 years
	18
	40.9
	40.9
	68.2

	
	31-40 years
	6
	13.6
	13.6
	81.8

	
	41 years and above
	8
	18.2
	18.2
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 2 shows that 12 respondents representing 27.3% of the population are between the age of 16-20 years, 18 respondents representing 40.9% of the population are between the age of 21-30 years, 6 respondents representing 13.6% are between the age of 31-40 years, while 8 respondents representing 18.2% of the population are 41 years and above.
	Table 3: Distribution of respondents by Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	15
	34.1
	34.1
	34.1

	
	Single
	29
	65.9
	65.9
	100.0

	
	
	
	
	
	

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 3 show that 15 respondents representing 34.1% of the population are singles, while 29 respondents representing 65.9% of the population are married.
	Table 4: Distribution of respondents by Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	GCE/SSCE
	13
	29.5
	29.5
	29.5

	
	OND/NCE
	19
	43.2
	43.2
	72.7

	
	HND/Bsc
	10
	22.7
	22.7
	95.5

	
	MSc/MA
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
		Table 4 shows that 13 respondents representing 29.5% of the population are GCE/SSCE Certificate holders, 19 respondents representing 43.2% of the population are OND/NCE Certificate holders, 10 respondents representing 22.7% of the population are HND/Bsc Certificate holders, while 2 respondents representing 4.5% of the population are with Msc/MA certificate.





	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Civil Servant
	13
	29.5
	29.5
	29.5

	
	Self Employed
	18
	40.9
	40.9
	70.5

	
	Others
	13
	29.5
	29.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 5 shows that 13 respondents representing 29.5% of the population are Civil servants, 18 respondents representing 40.9% of the population are Self employed, while 13 respondents representing 29.5% of the population are others.
Section B
	Table 6: The bank ensures that transactions of the bank are accurate

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	11
	25.0
	25.0
	25.0

	
	Agree
	19
	43.2
	43.2
	68.2

	
	Strongly Disagree
	10
	22.7
	22.7
	90.9

	
	Disagree
	2
	4.5
	4.5
	95.5

	
	Undecided
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 6 shows that 11 respondents representing 25.0% of the population strongly agreed with the statement, 19 respondents representing 43.2% of the population agreed with the statement, 10 respondents representing 22.7% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 2 (4.5%) of the respondents are undecided.
	Table 7: Banks services are tailored to meet customer needs

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	20
	45.5
	45.5
	72.7

	
	Strongly Disagree
	10
	22.7
	22.7
	95.5

	
	Undecided
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 7 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 20 respondents representing 45.5% of the population agreed with the statement, 10 respondents representing 22.7% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 2 (4.5%) of the respondents are undecided.
	


Table 8: E-banking is easy to use

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	19
	43.2
	43.2
	70.5

	
	Strongly Disagree
	10
	22.7
	22.7
	93.2

	
	Disagree
	2
	4.5
	4.5
	97.7

	
	Undecided
	1
	2.3
	2.3
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 8 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 19 respondents representing 43.2% of the population agreed with the statement, 10 respondents representing 22.7% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 1 (2.3%) of the respondents are undecided.





	
Table 9: E-banking is safe for business transactions

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	29.5
	29.5
	29.5

	
	Agree
	15
	34.1
	34.1
	63.6

	
	Strongly Disagree
	8
	18.2
	18.2
	81.8

	
	Disagree
	1
	2.3
	2.3
	84.1

	
	Undecided
	7
	15.9
	15.9
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 9 shows that 13 respondents representing 29.5% of the population strongly agreed with the statement, 15 respondents representing 34.1% of the population agreed with the statement, 8 respondents representing 18.2% of the population strongly disagreed with the statement, 1 respondents representing 2.3% of the population disagreed with the statement, while 7 (15.9%) of the respondents are undecided.
	
Table 10: E-banking is a cheaper way to conduct banking

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	7
	15.9
	15.9
	15.9

	
	Agree
	21
	47.7
	47.7
	63.6

	
	Strongly Disagree
	9
	20.5
	20.5
	84.1

	
	Disagree
	2
	4.5
	4.5
	88.6

	
	Undecided
	5
	11.4
	11.4
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 10 shows that 7 respondents representing 15.9% of the population strongly agreed with the statement, 21 respondents representing 47.7% of the population agreed with the statement, 9 respondents representing 20.5% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 2 (4.5%) of the respondents are undecided.
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	10
	22.7
	22.7
	22.7

	
	Agree
	16
	36.4
	36.4
	59.1

	
	Strongly Disagree
	7
	15.9
	15.9
	75.0

	
	Undecided
	11
	25.0
	25.0
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 11 shows that 10 respondents representing 22.7% of the population strongly agreed with the statement, 16 respondents representing 36.4% of the population agreed with the statement, 7 respondents representing 15.9% of the population strongly disagreed with the statement, 11 respondents representing 25.0% of the respondents are undecided.
	Table 12: E-banking makes transferring money between accounts easier

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	18
	40.9
	40.9
	68.2

	
	Strongly Disagree
	12
	27.3
	27.3
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 12 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 18 respondents representing 40.9% of the population agreed with the statement, 12 respondents representing 27.3% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement.
	Table 13: I do most of my banking transactions with E-banking

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	22
	50.0
	50.0
	77.3

	
	Strongly Disagree
	8
	18.2
	18.2
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 13 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 22 respondents representing 50.0% of the population agreed with the statement, 8 respondents representing 18.2% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement.
	Table 14: I expect to continue to use E-banking in the future

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	22
	50.0
	50.0
	77.3

	
	Strongly Disagree
	8
	18.2
	18.2
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 14 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 22 respondents representing 50.0% of the population agreed with the statement, 8 respondents representing 18.2% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement.
	Table 15: Using E-banking avoids contact with bank employees

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	21
	47.7
	47.7
	75.0

	
	Strongly Disagree
	9
	20.5
	20.5
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 15 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 21 respondents representing 47.7% of the population agreed with the statement, 9 respondents representing 20.5% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement.
	Table 16: The bank provides a Sufficient number of ATM machines

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	21
	47.7
	47.7
	47.7

	
	Agree
	10
	22.7
	22.7
	70.5

	
	Strongly Disagree
	6
	13.6
	13.6
	84.1

	
	Disagree
	7
	15.9
	15.9
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 16 shows that 21 respondents representing 47.7% of the population strongly agreed with the statement, 10 respondents representing 22.7% of the population agreed with the statement, 6 respondents representing 13.6% of the population strongly disagreed with the statement, 7 respondents representing 15.9% of the population disagreed with the statement.
	


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	9
	20.5
	20.5
	20.5

	
	Agree
	23
	52.3
	52.3
	72.7

	
	Strongly Disagree
	9
	20.5
	20.5
	93.2

	
	Disagree
	3
	6.8
	6.8
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 17 shows that 9 respondents representing 20.5% of the population strongly agreed with the statement, 23 respondents representing 52.3% of the population agreed with the statement, 9 respondents representing 20.5% of the population strongly disagreed with the statement, 3 respondents representing 6.8% of the population disagreed with the statement.
	Table 18: The behaviour of the bank’s employees instils confidence in customer.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	18
	40.9
	40.9
	40.9

	
	Agree
	14
	31.8
	31.8
	72.7

	
	Strongly Disagree
	6
	13.6
	13.6
	86.4

	
	Disagree
	6
	13.6
	13.6
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 18 shows that 18 respondents representing 40.9% of the population strongly agreed with the statement, 14 respondents representing 31.8% of the population agreed with the statement, 6 respondents representing 13.6% of the population strongly disagreed with the statement, 6 respondents representing 13.6% of the population disagreed with the statement.






	Table 19: Employees of bank have the knowledge to answer customer questions

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	11
	25.0
	25.0
	25.0

	
	Agree
	21
	47.7
	47.7
	72.7

	
	Strongly Disagree
	7
	15.9
	15.9
	88.6

	
	Disagree
	5
	11.4
	11.4
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 19 shows that 11 respondents representing 25.0% of the population strongly agreed with the statement, 21 respondents representing 47.7% of the population agreed with the statement, 7 respondents representing 15.9% of the population strongly disagreed with the statement, 5 respondents representing 11.4% of the population disagreed with the statement.
	Table 20: when I use mobile banking Hackers might control my bank account

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	20
	45.5
	45.5
	45.5

	
	Agree
	14
	31.8
	31.8
	77.3

	
	Strongly Disagree
	6
	13.6
	13.6
	90.9

	
	Disagree
	4
	9.1
	9.1
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 20 shows that 20 respondents representing 45.5% of the population strongly agreed with the statement, 14 respondents representing 31.8% of the population agreed with the statement, 6 respondents representing 13.6% of the population strongly disagreed with the statement, 4 respondents representing 9.1% of the population disagreed with the statement.
	Table 21: I prefer using E-banking instead of visiting branch for making transactions.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	21
	47.7
	47.7
	47.7

	
	Agree
	10
	22.7
	22.7
	70.5

	
	Strongly Disagree
	6
	13.6
	13.6
	84.1

	
	Disagree
	7
	15.9
	15.9
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 21 shows that 21 respondents representing 47.7% of the population strongly agreed with the statement, 10 respondents representing 22.7% of the population agreed with the statement, 6 respondents representing 13.6% of the population strongly disagreed with the statement, 7 respondents representing 15.9% of the population disagreed with the statement.







	Table 22: I am satisfied with the service charges of my bank account

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	9
	20.5
	20.5
	20.5

	
	Agree
	23
	52.3
	52.3
	72.7

	
	Strongly Disagree
	9
	20.5
	20.5
	93.2

	
	Disagree
	3
	6.8
	6.8
	100.0

	
	Total
	44
	100.0
	100.0
	


       Source: Questionnaires Survey research finding, 2025
	Table 22 shows that 9 respondents representing 20.5% of the population strongly agreed with the statement, 23 respondents representing 52.3% of the population agreed with the statement, 9 respondents representing 20.5% of the population strongly disagreed with the statement, 3 respondents representing 6.8% of the population disagreed with the statement.
Test of Hypotheses
Hypothesis One
H01: There are no relationship between e-banking systems and customer satisfaction in Nigeria banking industry.
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	CSa
	.
	Enter

	a. All requested variables entered.

	b. Dependent Variable: CS

	
Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.587a
	.237
	-.017
	.07727
	2.859

	a. Predictors: (Constant), E-banking

	b. Dependent Variable: CS

	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	.006
	1
	.006
	19.933
	.000a

	
	Residual
	.018
	3
	.006
	
	

	
	Total
	.023
	4
	
	
	

	a. Predictors: (Constant), E-banking

	b. Dependent Variable: CS




	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.664
	.147
	
	11.349
	.001

	
	E-banking
	.932
	.044
	.487
	.966
	.000

	a. Dependent Variable: CS

	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.7392
	1.8284
	1.8020
	.03731
	5

	Residual
	-.09603
	.08663
	.00000
	.06692
	5

	Std. Predicted Value
	-1.682
	.708
	.000
	1.000
	5

	Std. Residual
	-1.243
	1.121
	.000
	.866
	5

	a. Dependent Variable: CS


Interpretation of Results
	The tables above give an R square value of 0.587, Durbin Watson (DW) 2.859, F value of 19.933 with degree of freedom of 1 and 2, and p-value of 0.000. The analysis leaves us with the conclusion that the relationship among the variables is very significant even at 1% level of significance.  More so, the equation has a good fit as R-square (R2) accounts for 59% of the total variation in the model, while Prob (F-statistic) reveals that the variables of the model are highly significant at both 5% and 1% significance levels, since the p-value (0.000) is less than 0.01 and 0.05. Durbin Watson (DW) statistic of 2.859 also suggests the presence of negative auto correlation problem. Hence, I therefore accept the alternative hypothesis and conclude that there is a significant relationship between e-banking system and customer satisfaction
Hypothesis Two
H02: E-banking systems have no benefit on the Banking industry in Nigeria.
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	CRa
	.
	Enter

	a. All requested variables entered.

	b. Dependent Variable: BI



	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.717a
	.531
	.453
	.07711
	2.562

	a. Predictors: (Constant), E-Banking

	b. Dependent Variable: BI

	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	.000
	1
	.000
	22.065
	.003a

	
	Residual
	.012
	2
	.006
	
	

	
	Total
	.012
	3
	
	
	

	a. Predictors: (Constant), E-Banking

	b. Dependent Variable: BI



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.924
	.913
	
	2.107
	.170

	
	E-Banking
	.929
	.508
	-.177
	-.254
	.003

	a. Dependent Variable: BI

	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.6780
	1.7051
	1.6925
	.01131
	4

	Residual
	-.05605
	.08911
	.00000
	.06296
	4

	Std. Predicted Value
	-1.283
	1.112
	.000
	1.000
	4

	Std. Residual
	-.727
	1.156
	.000
	.816
	4

	a. Dependent Variable: BI



4.3	INTERPRETATION 
The first hypothesis which stated that there are no relationships between e-banking systems and customer satisfaction in Nigeria banking industry was tested and the results showed that there is significant relationship between e-banking systems and customer satisfaction. This results is supported by Ajani (2020) that concluded in his study that there is significant relationship between e-banking systems and customer satisfaction.
The second hypothesis was tested and the results showed that E-banking systems have benefit on the Banking industry in Nigeria. A study conducted by Viriri, Muzividzi, Chinoda, Marufu, & Muzuwa, (2013) showed that e-banking system have benefits on banking industry
E-banking systems have no benefit on the customers of Guaranty trust bank. This is evident in a study conducted by (Marple & Zimmerman, 1999; Fisher, 2001; Viriri, Muzividzi, Chinoda, Marufu, & Muzuwa, 2013; Ocloo & Tsetse, 2013). Which concluded that e-banking system has benefits on customers of an organization.










CHAPTER FIVE
     	  SUMMARY, CONCLUSION AND RECOMENDATIONS 
5.1	SUMMARY
The introduction of electronic banking in Nigeria has a strong influence on the development of the payment system in particular and the banking system in general. However, the introduction of the system, involves commitment of huge amount of financial resources on computer technology and telecommunication facilities, computer technology is a primary requirement for the proper functioning of the electronic monetary transfer system (EMTS)/electronic banking.
The use of computer in payment system would not reduce the importance of branch banking in Nigeria or reduce customer’s confidence on the banking industry, from responses obtained from staff of the bank studied; the introduction of electronic banking has rather increased customers loyalty to banks in general.
The major problems hindering the effective operation of electronic banking in Nigeria are infrastructural deficiencies such as erratic power supply, lack of government support and high charge on payment terminals (POS, ATMS) e.t.c. These problems are only peculiar to Nigeria as it is known that in developed countries issues like power failure or failure links are not in existence.
However, the introduction of electronic Banking System has also contributed significantly to bank income by way of fee or changes gotten from these services.
5.2 	CONCLUSION 
The Nigeria system is as old as the banking industry; this dynamism is manifested by the nature and quality of payment products paraded in the system. These products range from common paper money, cheque, cash to electronic payment Products such as Automated teller machine (ATM), SMARTCARD telephone Banking, internet Banking etc with the introduction of these electronic payments products, it is expected that the volume and cost of processing cheque will be drastically reduced or eliminated.
The C.B.N other financial authorities and banks have a role to play in enhancing the system through effective banking and momentary policies, efficiency and stability are also ensured and promoted. Furthermore, to sustain the electronic payment system, certain strategic measures must be taken to reduce negative effects of the problems identified as obstacles to the smooth functioning of the system.
5.3 RECOMENDATIONS
i.	Uninterrupted Power Supply:	The government should endeavur to provide twenty four hours uninterrupted power supply because without electricity, these products cannot be boosted and effective, but in this country, there is erratic power supply, therefore all banking industry should have a standby generator incase of power failure, in other to cover the deficiency of power failure.
ii.	Government Supports: For smooth functioning of the payment system the government have the major role to play, in aspect of financing the payment system which require a lot of capital to maintain and also in the aspect of creating awareness the government should endeavor to inform the public about the benefits derived on the payment system.
iii.	Provision of skilled manpower and computer Wizard in operation of the payment system:	Skilled manpower and computer wizard should be employed by every Bank, in other to stop, prevent fraudulent personal and hackers from manipulating the Banks data and stealing money from the Banks accounts. Provision and maintenance of public network, system such as telephone (NITEL) the availability of these basic infrastructures is fundamental to the efficient functioning of the payments system.
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