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CHAPTER ONE
1.0 	INTRODUCTION TO THE STUDY
The coming into existence of the internet has helped to greatly improve the operations of commercial banks in Nigeria. The delivering of electronic services to businesses and consumers has been going on for years now. The internet is a fast spreading service that allows customers to use computers or any of their internets enabled devices to access account-specific information and possibly conduct transactions from remote location such as at home quickly and successfully. Debit cards, credit cards, ATM cards seem to make life very easy because without them, today’s life will be full of misery. In this recent time, retail banks are now offering their services mostly through their internet branches. Internet banking is simply an electronic payment system which helps customers of any financial institution or bank to conduct any transaction.
The introduction of these internet enabled devices brought increased enabled devices for competition in the banking industry, which has gone a long way to reducing customers waiting time for banking transactions. In Nigeria, this networking began with LAN (Local Area Network), MAN (Metropolitan Area Network) and later the WAN (Wider Area Network).The coming into existence of the internet banking has made transaction and data processing very accessible for quick management decision making. The rate of wholesale and retail banking services has been increased through internet banking. The prospects of reducing the cost of operations revenue actually is seen as a motivator in the investment in internet banking by banks according to Simpson, J. (2012). However, on the other hand the adoption of internet banking has also brought notable challenge to the industries in terms of exposure of risk. Since the introduction of this system, it has been noticed that the volume of deposits has increased, and also the fraudulent practices in Nigerian banks. That is the reason why Ovia, J. (2011) stated in the mid 1990s Nigeria’s banking scene has witnessed phenomenal changes which can be seen in the enormous volume and complexity in service delivery or product liberalization of finance and process re-engineering in business. 
In the recent time, it has been observed that a large number of literature have totally ignored the internet banking and compare electronic money with substitution of currency through electronic gadgets such as a virtual currency and smart cards. Internet banking is simply when devices are being used. For example, Freedman (2012) proposes that electronic money and internet banking is made up of three devices; access cards, stored value cards and network money. Electronic money is the sum of network money and stored value cards. The most fascinating about this view is that electronic money and internet banking are no longer 
processes but devices, Shy and Tarkka (2012), Santomero and Seater (2011) have presented models that identify conditions which alternative electronic payments substitute for cash. Banks, since the inception of the use of internet banking product in the late 1980’s, have not made their presence to be felt much.
	However, not many studies have been done on the profitability of commercial banks in Nigeria. The fact still remains the reality of  using IT in banks is necessitated by the huge amount of information being handles by these banks on a daily basis. The software used by bank is usually renewed on short term basis which incurs huge financial costs on banks. Capital providers expect that they would gain tremendous returns which may active from the project as information technology driven by the internet is adopted. Since the introduction of internet banking, Nigeria banks have been forced to invest more in assets in order to meet up its competition positioning .  Much earning have been centered to meet up with this obligations which led to be the denial of divided for share holders with expectation that the future dividend will be  fatter. According to bases committee on banking supervision, internet banking is defined to include the provision of retail and small value banking production and sercices through electronic channels as well as large value electronic payment and other wholesales banking services delivered electronically.
1.1 	STATEMENT OF THE PROBLEM
Internet technology holds the potential to fundamentally change banks and the banking industry. An extreme view speculates that the internet will destroy old models of how bank services are developed and delivered DeYoung (2011).The widespread availability of internet banking is expected to affect the mixture of financial services produced by these banks. In addition, industry analysis outlining the potential impact of internet banking on cost savings, revenue growth and risk profile of the banks have also generated considerable interest and speculation about the impact of the information technology on the banking industry.
However the fact that internet banking is fast gaining acceptance in Nigerian banking sector does not assuredly signify improved banks performance nor would conspicuous use of internet as a delivery channel make it economically viable, productive or profitable. This study sought to fill the exist research gap by answering the following research questions: does internet banking affect profitability of commercial banks in Nigeria? 
    RESEARCH QUESTIONS
	From the Statement of research problem the following are the research question
i.   What are the factors influence adoption of mobile banking by customers in
     Nigeria ( Case study of GTBank Plc) 
ii. What are the effect of mobile banking on quality of service delivery in Nigeria?
iii. What are the effects on customers satisfaction in Nigeria banks
1.3	OBJECTIVES OF THE STUDY
i. To examine the challenge and effect of mobile banking quality of service delivery in Nigeria.[image: ]
ii. To evaluate adoption of mobile banking and customer satisfaction in Nigeria deposit money banks.
iii. To evaluate the factors influence adoption of mobile by customers case study of (GTBank Plc of Nigeria) 
iv. To investigate the effect on customer satisfaction in Nigeria Deposit money banks (GTBank Plc of Nigeria)[image: ]
1.4	RESEARCH HYPOTHESIS
Hr: Ho: there are no factors significantly influencing the adoption of mobile banking in Nigeria
Hi: There are significantly influencing the adoption of mobile banking in Nigeria
Ho: Mobile banking doesn't have specific effect on the quality of service delivery in Nigeria deposit money banks
Hi: It has a significant effect on service delivery in Nigeria ( D. M. B)
Ho: Mobile banking doesn't have significant affect on customers faction
HI: Mobile banking has significant effect on customer satisfaction.[image: ]
1.6     SCOPE AND LIMITATIONS OF THE STUDY
The research intend to carry out research work on the EFFECTS OF E-BANKING in Nigeria baking industry case study of (GTBank Plc Of Nig.)
Due to time financial constraints it would be impossible to cover other organizations on the survival of E - banking on customers satisfaction in which the (GTBank Plc) is case study
[image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ]The research work has been constrained as to lack of adequate materials co-operation and unwilling of the respondent of the case study. However effort has been made to ensure that the above limitations did not hinder effective completion of this research work.
1.7 	DEFINITION OF TERMS
Bank customer: This is a user or potential user banking services which include a holder of account and a person carrying out casual
Banking habit: This is customers behaviour towards banking services
Electronic Banking: This is development if banking services through the electronic connection between bank and customer to prepare manage and control financial transaction.
Customer Satisfaction: This is a collective outcome of perception evaluation and psychology reaction towards product service experienced.
Internet Banking: This is the provision of retail banking product and services through electronic channels as well as electronic payment and other wholesale banking services delivered electronically
Digital Economy: This branch of economy has components i.e commerce - e - business and supporting infrastructure. It is the economy that based on digital technology.
Service Delivery: This is the process of tailoring service to meet customers need at a place the business can afford.
Technology Revolution: This is the drastic change in technology brought by the introduction of new technology.
[image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ]1.8		PLAN OF THE STUDY
This study evaluates mobile banking adoption and customers satisfaction in Nigeria deposit money bank   the study focused on activities of (GTBank Plc) Bank financial year from 2005 to 2015 which represent the period after the consolidation era when banks are mandated to adopt a uniform financial year of January to December for an banks. The choice of GTBank Plc of nig for the study is as a result of their dominance of the Nigeria financial sector (Osinupebi 2012) while the emphasis on banks registered as public liability company (Plc) is the based on the promise that they are by law , mandated to publish or the their annual and periodic financial report respective thus one of the fifteen deposit money banks that were quoted in the Nigeria Stock Exchange (NSE) used for these study which is GTBank Plc nig.




CHAPTER TWO
LITERATURE REVIEW
2.0     INTRODUCTION 
According to I-lossain ( 2012) mobile banking is a process of no branch banking which provides financial services to unbanked communities in both urban and rural areas at affordable cost. The aim of the service is not to destroy branch banking but to consider those that are under the unbrella of banking services that are away from banking that life it is an application of mobile commerce which enable customers to access bank account through mobile devices to conduct and complete bank related transaction such as balancing cheques checking account statues, transpering money and selling stocks.
2.1     CONCEPTUAL FRAMEWORK
Customer satisfaction has been considered the essence of success in today’s highly competitive banking industry. Different researchers have found the factors which might affect customer satisfaction with respect to commercial banking in the world ( Saha, Hasan, & Uddin, 2014). According to Sabir, et:al, (2014) in their study, the factors affecting Customer Satisfaction in Banking Sector of Pakistan found out that there is significant relationship between service quality attributes and customer satisfaction. It also revealed that positive relationship exists between customer satisfaction and customer loyalty. 
Mkoma, (2014) in his study that was undertaken to analyze customers’ satisfaction with banking services with specific focus of Standard Chartered Bank in Tanzania shows that majority of the customers were satisfied with the Standard Chartered Bank. A total of 135 respondents were sampled by using non-probability convenient sampled technique, and data was collected by means of a self-administered questionnaire.
 Akgam, (2013) evaluated the customer satisfaction of the banks in Libya, based on customer perception regarding service quality. Data was collected through a well-structured questionnaire administered on a sample size of 204 bank customers. The findings based on three different independent variables (service quality, customer loyalty and security) showed that all these variables influenced consumers satisfaction in Libyan banking sector. There is a positive impact and significant relationship between the customer satisfaction and two variables (service quality and customer loyalty), and also there is a negative relationship between security and customer satisfaction. Saha et al., (2014)examined the conceptual framework for understanding Customer Satisfaction in Banking Sector. A Samples of 51 customers who have their bank account with different commercial banks were selected on convenience basis. The study found out that customer satisfaction is the key for many banks to stay alive in competition.
In constrast Agbor, (2011) in his research examined the relationship between customer satisfaction and service quality in service sectors with respect to the service quality dimensions. The study showed distinctive results for the relationship between service quality dimensions and service quality/customer satisfaction but the findings imply that service quality is not the only factors that could lead to customer satisfaction in service sectors; that service quality dimension varies in the different service sectors.
Most of the studies that were reviewed were focused on customer satisfaction and service quality without consideration for the effect of the product innovation. Hence the need to investigate the effect of internet banking on customer satisfaction. 
This sub chapter focuses on conceptual issue and definitions that relates to the subject matter they include mobile banking customers Satisfaction delivery of services. Mobile banking is a term used e performing banking transaction via mobile devices such as mobile phones mobile banking is one of the very latest service of banking business this system has brought some important operations of banking in the pocket of people. People can now know there balance transaction history product of the bank transfer of funds [image: ]through their mobile at anytime from anywhere ( cruz 2009) said mobile banking is the Ownership or right to use good and service which is initiated and completed by using mobile access to computer meditated network with the help of electronic devices. ( Jazz dowhin 2017) refer mobile banking to provision of bank related financial services with the help of mobile telecommunication devices the scope of offred service may include facilities to conduct bank and stock market transactions, to administer account and to access customized information from the bank, via short messages services ( SMS) or mobile internet but can also be used special program called client download to the mobile devices the past view years
[image: ][image: ][image: ][image: ][image: ]Luo-Li, et’al (2020) define mobile banking as an innovative method of accessing banking services via a channel where by the customers interacts with a bank using a mobile device e.g. mobile phone or personal digital assistance (PDA), mobile banking is a part of new banking dimension i.e. branches banking to make any bank digital by logging on to a banks website using a cell phone such as viewing account balance making transfer between accounts or paying bills. It is a term used in performing balance checks account transactions payments etc
The Federal Reserve Survey (2013) defines mobile banking has using amobile phone to access your bank account credit cards or opther financial account. It can be done either by accessing your banks with page through the web browser on your mobile phone by text messaging or using application on downloading to your mobile phone. Balance inquiry as well as transfers within and outside the country requires verification authentication and finally transaction mobiles as channel delivers convenience immediately and choice to consumers.
Sheu (2016) opines that mobile banking permits the bank makes provision for this service through a classic telephone line the bank customers can obtain the necessary information on dealing or calling a telephone number given to them by bank. T he banking productions, they can use this medium for bank payment also, this system uses short text message sent through the customer mobile phone. A customer can automatically receive information about his account balance and also send to his customers immediately after a certain operation is performed or requested.
The advent of mobile banking was transferred by competition from telecommunication industry mainly safaricon with their service to their customers with[image: ] ZAP services.
Internet banking is the use of internet in order to provide services like on line transfer, payment of bills and any other on line banking activity. Internet banking can be grouped into four major classes;
a)Telephone banking: This is a form of internet banking which is used by customers in order to perform or carry out retail transactions by calling phone communication units which are linked to an automated system of bank. Some activities that can be carried out are change of pin and transfer of funds.
b)Internet banking: This is also another form of banking which allows customers to make use of the bank’s website in order to make transfers, pay bills, view their bank statement without having to visit the banking hall.
c)Mobile banking: This is a form of internet banking which involves the use of cell or mobile phones in order to settle some transactions. Some of the examples of this transactions includes; change of pin, transfer of little amount of funds, phones recharge.
d) Electronic card: This is a form of internet banking is a physical plastic card that identifies the holder of the card. It is used for financial transactions on line which includes point-of-sale (POS)and Automated Teller Machine (ATM)which are used to authorize payments to the sellers. The various types of this cards include; credit and debit cards which have to be replenished.
Cyber-Crimes Threats on the Nigerian Banking Premises:
One of the most popular internet frauds is the 419 act. This had its origin from Nigeria in the 1980s. 419 crimes became consistent through the use of e-mail and other internet means (Amedu, 2005). In the year 2015, Nigeria ranked the third in global internet crimes behind the United Kingdom and United States of America with about 127 billion naira as the estimated loss. There are many factors responsible for the above situation. They include; weakness of the existing legislative institutions to enforce relevant laws on cyber-crimes; continuous unemployment among graduates, a huge gap between the rich and the poor due to poor governance.
2.2 	THEORETICAL FRAMEWORKS
DISCONFIRMATION THEORY 
Disconfirmation theory argues that customer satisfaction is related to the size and direction of the disconfirmation experience that occurs as a result of comparing service performance against expectations. According to Ekinci and Sirakaya (2004) disconfirmation paradigm is the best predictor of customer satisfaction. This theory has been acknowledged by Mattila and O’Neill (2003) that it is among the most popular satisfaction theories as cited in (Mkoma, 2014). Basically, satisfaction is the result of the process of comparing perceptions against a standard (or expectations). These theories explains the relationship between services and customer satisfaction. Other studies on customer satisfaction has also identified the theories as an explanation for customer satisfaction.
THE THEORY OF ASSIMILATION 
asserts that consumers make some kind of cognitive comparison between expectations about the product and the perceived product performance. The assimilation theory was introduced after discovering that the consumer evaluates the products after using them. Anderson (1973) as cited in Nkoma, (2014) asserted that consumers seek to avoid dissonance by adjusting perceptions about a given product to bring it more in line with expectations. According to this theory consumers can reduce the tension resulting from poor product performance either by distorting expectations so that they coincide with perceived product performance or by raising the level of satisfaction by minimizing the relative importance of the disconfirmation experienced.
This sub chapter focuses on relevant theories that under pin mobile banking and customer satisfaction.
Technology Acceptance model (TAM) is one of the often quoted theories when researching on mobile banking. Emerging information technology cannot deliver improved organizational effectivelyness if it is not accepted and used by potential users. It is one of the most successful measurements for computer usage effectively among practitioners and academic thus, it is a theoretical foundation to explain and predict the individuals acceptance of information technology.
[image: ][image: ][image: ]TAM is based on theory of reasons actions ( TAM) which suggest that social behavior is motivated by the attitude and intention to perform TAM is widely studies model from social psychology which is concerned with the determinant of conciously intended behavior ( more general theory) According to TRA a person's performance of a specific behavior is determined by his / her behavioral intention to perform. TAM is based on two main assumptions perceived usefulness ( pu) perceived ease of use ( peou) perceived ease of use reefers to the degree to which a person believe that using a particular system would be free of effort. Technology Acceptance model ( TAM) to establish a relationship and it also describe the intention of users and how user are influence by a product or service it emphasis the importance of perceived useful and ease of use in technology a number of factors influence their decision about how and when they will use it these factors are perceived used defined as the degree to which a person believe that using a particular system would enhance his / her job performance and perceived ease of use defined as the degree to which a person believe that using a particular system would be free from effort These two factors are considered to be the primary determinant for adopting and using.
A new technology is influenced by other variables such as security concerns cost convince and satisfaction.
Although various theories are relevant to the subject matter on mobile banking and service delivery as well as customers satisfaction. Have been reviewed, the care concern of this research work revolves around howtion. Therefore this study is anchored on the both the technology Acceptance model theory which explains individuals acceptance of technology and expectancy discontinuation theory which suggest that consumers purchase goods and services because of their expectations about the anticipated satisfaction of the product.
2.3     EMPIRICAL REVIEW
[image: ][image: ][image: ][image: ][image: ]The effectiveness of mobile banking to customers Satisfaction has sparked significant debate within the literature. Thus available literature present disvergent view on the link between mobile banking services as being necessary for contributing to customers satisfaction. Other scholars argue that mobile banking services do not contribute to customers satisfaction. Some scholars and authors have discuss about this.
Porteous ( 2006) studied the impact of mobile banking on transaction cost of micro finance institution where he found out that mobile banking had reduced transaction cost considerably through they were not directly felt by the banks because of the small mobile banking customers base. Saoji & Goel ( 2013) sought to determme the impact mobile banking had reduced transaction cost of micro finance institutions wanghim ( 2011) stucked the factors affecting Malaysia mobile banking adoption from the point of,an empirical analysis. This study aimed at extending the technology Acceptance model ( TAM) to investigate mobile banking acceptance in Malaysia. The funding of this study revealed that perceived usefulness perceived ease of use relative advantages perceived risks and personal  innovation we're the fact affecting the behavioral intention of mobile user to adopt mobile banking services in Malaysia, meanwhile the social norms we're the only factors found to be insignificant in this study.
Agwu & Carter (2013) did a research on mobile phone banking in Nigeria, benefit, problem and prospect. The study investigated the problems. Thus the aim of their study was to understand the levels of usage and non usage of these financial services by customers within Nigeria in the course of the research, ten out of twenty one bank we're selected in Nigeria the findings of this study however, discovered that phone banking was more established than internet banking and ATM service but ATM service had a wider reach.
According to East ( 1997) . Customers satisfaction is the feeling or attitude of a customer towards a product or service after it has been used. The satisfaction of the customers especially in the service business had a great important especially in the service Business had a great importance because the satisfaction of the customers directly likely with the modern banking has or the repetition of using the service the modern banking has provided. Therefore in the context of this study customers satisfaction entail meeting customers expectations when rendering service via mobile banking. Kotler (2002) opined that a highly satisfied customer's generally stays loyal longer, buy's more as the COmpany introduces new products and upgrades existing product talk favourably about the company and is less sensitive to price after product or service ideas to the company, and cost less to service than new customers because transaction are routine.
In summary, the overriding factors affecting this situation include the cost and maintenance involved education of customers poverty and infrastructure availability. The traditional of inconsistent in research finding such as mixed inconclusive and contradictory evidence on the relationship between mobile banking and customer satisfaction. This study pursue a minor indistic and rigorous empirical study that takes an integrative and indistic perspective of both staff and customer and covered an fifteen deposit money banks in Nigeria. Similarly in addition to customers satisfaction this study examine how mobile banking facilities service delivery in relation to customers satisfaction which was not considered by previous studies liking service delivery with customers satisfaction.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	INTRODUCTION
Methodology is simply the use of activities that are involved in collecting the information required for a research work. This chapter describes how the study was carried out by showing the procedures and methods for the research and collection of data for the study. It includes the research design, nature and sources of data, model  specifications .
3.2	RESEARCH DESIGN
The research method adopted for this proect work is purely descripture survey method.
3.3	POPULATION OF THE STUDY
The population of the study as per this project work comprised of both junior and senior staff or zenith bank respectively and they are 95 in total.
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES
The research adopted  simple random sampling technique for the study so that all member of the population will have equal right of being selected. The sample size for the study in total of 65.
3.5	METHOD OF DATA COLLECTION
Both primary and secondary source were a adopted as a means of collecting data for the study.
3.6	INSTRUMENTS OF DATA COLLECTION
Both interview, observation and also Questionnaires were used as an instruments to gathered the necessary information for the study.
3.7	METHOD OF DATA ANALYZED
As per this study, the researcher made use of simple percentage to analyse the gathered information for the study.
3.8	HISTORICAL BACKGROUND OF GTBANK PLC
GTBank Plc was established in 1917 as a colonial bank with its first branch in Lagos. In 1925, Barclays Bank acquired the colonial bank, which resulted in the change of the bank’s name of Barclays Bank (dominion, colonial and oversea). Following the encashment of the companies act 1968 and the legal requirement for all foreign subsidence to be incorporated locally, Barclays Bank (DCO) in 1969 was incorporated as Barclays Bank of Nigeria Limited.
The ownership structure of Barclays Bank remains unchanged until 1971 when 8.33% of their banks shares well offered to Nigeria. In the same year was lasted on the Nigeria stock exchange (NSE). As a result of the Nigeria enterprises promotion act of 1972, the Federal Government of Nigeria required 51.67% of the bank’s shares, which left Barclay Bank Plc, London with only 40% by en-action of the 1972 and 1977 Nigeria enterprises promotion act, international disposed it is shareholding to Nigeria 1979.
To reflect the new ownership structure and incompliance with the companies and allied matters act of 1990, it assumed the name GTBank Plc.
In line with the Central Bank of Nigeria Plc acquired the former universal trust bank plc board bank ltd and absorbed its erstwhile subsiding GTBank Plc ltd. The bank also increased its shareholder fund through a public often right issue in the last quarter of 2005 with these development GTBank Plc. It has shareholders funds of N110.160 billion and operates through 40s network of branches that are well spread across the country all of which are online reach time.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	BRIEF HISTORY OF A CASE STUDY 
A case study is a description of a real life problem of situation which requires you to analyses the main issues involved. 
These issue will discussed and related to the academic literature and research findings on the topic and conclusions drawn about why the situation occurred and how best to respond to it.
A case study is a way to apply the theoretical knowledge gained from the academic literature to real life situation that you may encounter in your work.
4.2	PRESENTATION OF DATA 
For the purpose of the study, the researcher administrated two (2) categories of questionnaire, one category to the bank customer and the other to the bank staff. The responses from the two questionnaires are presented below:
QUESTIONNAIRE FOR BANK CUSTOMERS.
So copies of the questionnaire were administrated to bank customer and all the 30 were filled and returned, though the questionnaire covered various issues only the relevant finding are reported here.
TABLE 4.2a, question2: how long have you been operating with the bank
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	1-5 years 
	16
	53.3

	6-15years 
	12
	40.0

	16 years and above 
	2
	6.7

	Total 
	30
	100


SOURCES: FILED SURVEY, 2025 
From the table above, all the 30 respondents constituting 100% of the responses area were of the e-banking product and services offered by their banks. 
TABLE 4.2: QUESTION 2: what types (s) of e-banking services and products does your bank offer?
	Items 
	NO OF RESPONSE 
	PERCENTAGE (%)

	ATM
	19
	63.3

	Internet Banking 
	3
	10

	Mobile phone banking 
	5
	16.7

	TV banking 
	1
	3.3

	Smart cards 
	2
	6.7

	Total 
	30
	100


SOURCES: FILED SURVEY, 2025 
The table above shows that 19 respondents representing 63.3% offered ATM by their banks, 10% offered internet banking, 16.7% offered mobile phone banking 3.3% offered TV banking, and 6.7 offered smart card.
TABLE 4.2, QUESTION 3: which of the e-banking services of products do you enjoy. 
	ITEM 
	NO OF RESPONSE 
	PERCENTAGE (%)

	ATM
	20 
	66.67

	Internet Banking 
	1
	3.33

	Mobile phone banking 
	4
	13.33

	TV banking 
	1
	3.33

	Smart cards 
	4
	13.37

	Total 
	30
	100


Sources: Filed Survey, 2025.
The table above shows that 20 respondents representing 66.67% offered ATM by their banks, 3.33% offered internet banking, 13.33% offered mobile phone banking 3.33% offered TV banking, and 13.33% offer smart cards.
TABLE 4.2: Questions 4: before the introduction of e-banking, how frequent do you visit the bank for transaction.
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Daily 
	3
	10

	Weekly
	10
	33.33

	Monthly 
	4
	13.33

	Non-Specific 
	13
	43.34

	Total 
	30
	100


Sources: Filed Survey, 2025.
The table above shows that before the introduction of e-banking 10% of the respondents visits the bank daily, 33.33% visit weekly, 13.33% visit monthly and 43.33% of the total respondent has no specific time of days of visiting the bank.
TABLE 4.2, question 5? With the introduction of e-banking products how frequently is your visit to the bank for transaction.
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Daily 
	2
	6.67

	Weekly
	8
	26.67

	Monthly 
	6
	20

	Non-Specific 
	14
	46.66

	Total 
	30
	100


Sources: Filed Survey, 2025.
The above table shows that with the introduction of e-banking services products on  176.67% visit the bank daily 26.67% visit the bank weekly, 20% visit the bank monthly and 46.67 are not specific to how many times of visiting the bank for transaction. 
TABLE 4.2 QUESTION 6: How satisfied are you with e-banking products or services your bank offices.
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Satisfied 
	17
	56.67

	Highly satisfied 
	11
	36.67

	Not satisfied 
	2
	6.67

	Total 
	30
	100


Sources: Filed Survey, 2025.
The above table shows that 56.67% of the sample respondents are satisfied, 36.67% are highly satisfied while 6.67% are not satisfied with e-banking products or services by this bank.
TABLE 4.2, QUESTION 7: has the introduction of e-banking reduced the level of cash held by customers?
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Yes 
	20
	66.67

	No
	6
	20

	Not Sure 
	4
	13.33

	Total 
	30
	100


Sources: Filed Survey, 2025.
	The above table shows that 66.67% of the sample respondents are of the opinion: the e-banking has reduced the level of cash held by customers, 20% of the respondents disagree with opinion and also 13.33% of the respondents are indecisive.
TABLE 4.2 QUESTION 8: E-banking more reliable than the traditional banking services?
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Yes 
	28
	93.33

	No
	0
	0

	Can’t Say 
	2
	6.67

	Total 
	30
	100


Sources: Filed Survey, 2025.
The table above shows that 93.33% of the sample respondents are of the opinion that e-banking is more reliable than the traditional banking service: no body disagrees with that fact, while 6.67% of the respondents are indecisive.
TABLE 4.2 QUESTION 9: has introduction of ATM cards reduced the queue of time spent in banks? 
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Yes
	29
	96.67

	No
	1
	3.33

	Total
	30
	100


Source:  Field Survey 2025 
From the table above 96.67% respondent indicates that the introduction of ATM cards has reduced the time spent in the banks. That is to says, there is no much qucue in the banking hall. 
Question for bank staff
For the purpose of the research work study, 30 copies of the questionnaire were administrated: all the 30 copies were answered and returned.
The questionnaire covered various important issues only the relevant findings are reported. 
TABLE 4.2B QUESTION 10: how long have you been in the bank.
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	1-5 years 
	24
	80

	6-15 years 
	6
	20

	16 years and above 
	0
	0

	Total 
	30
	100


Source:  Field Survey, 2025
The table above shows that out of 30 respondent 80% have worked with the bank within the period of 1-5 years while the remaining 20% have been in the bank between the period 6-15 years and no body have been in the bank between 16years and above. 
Table 4.2 Question 11: has e-banking reduced the values of cash transaction in your banks?
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Yes 
	30
	100

	No 
	0
	0

	Total 
	30
	100


Source: Filed Survey, 2025
In the table above 100% of the banks staffs that respond in the question above agree that the volume of cash transferred have highly reduced.
Table 4.2 question 12: can you say that e-banking is a direct alternative to cash transaction.
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Yes 
	30
	100

	No
	0
	0

	Total
	30
	100


Source: Filed Survey, 2025
The above table shows all the respondents are of the opinion that e-banking is a direct alternative to cash transaction.
TABLE 4.2 QUESTION 13: how are customers responding to e-banking services or products offered by your banks?
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	Satisfied 
	6
	20

	Highly satisfied 
	24
	80

	Not satisfied 
	0
	0

	Total 
	30
	100


Source: Survey Filed, 2025
The table above shows that the bank staffs are impressed by the response of customers to the e-banking services of products used.
TABLE 4.2 QUESTION 14: to what extent has e-banking improved bank operational efficiency?
	RESPONSE 
	NO OF RESPONSE 
	PERCENTAGE (%)

	High 
	22
	73.33

	Moderate 
	8
	26.67

	No Improvement 
	0
	0

	Total 
	30
	100


Source: Field Survey, 2025
The response present in the table shows that e-banking has really improved bank operational efficiency.
4.3 ANALYSIS OF DATA 
 In this section chi-square will be use to test hypothesis chi-square provide an avenue for comparing the set of observed frequencies.
The relevant formulars are used in calculating the hypothesis: degree freedom:
DF = (r-1) (c-1)
DF = Degree of Freedom
R = number of columns of data in the column  
C = number of columns or data in the column
Expected frequency (FE) =   Row Total X Column Total 
				             Number of Observation
Chi – square formula
X2 = (fo - fe)2 
	   Fe 
X2 = Chi – Square
Fo = Observed Frequency 
Fe = Expected Frequency
4.4	TEST OF HYPOTHESIS 
Ho: e-banking did not have significant impact n the banking operation 
Hi:  E-banking has significant impact on the banking operation
Question & and 10 of the 4: 2a and 4.2b are used for the computation of hypothesis one (1).
TABLE 4.3.1
	Respondents 
	Respondent 
	
	
	Total 
	Percentage (%)

	
	Satisfied
	Highly Satisfied
	Not Satisfied
	
	

	Staff
	6
	24
	0
	30
	50

	Customers
	17
	11
	2
	30
	50

	Total
	33
	35
	2
	60
	100


Source: Filed Survey 2025
Fe   = RT X CT
	     GT 
FE = Expected Frequency 
RT = Row Total
GT = Column Total 
GT   = Group Total 
Satisfied (FE)   = 23 x 30   = 11.5
			      60
Highly Satisfied (FC) = 35 x 30 = 17.5 
				       60 
Not satisfied (FC)   =   2 x 30   = 1  
			             60 
TABLE 4.3.2 
	Respondents 
	Respondent 
	
	
	Total 

	
	Satisfied 
	Highly Satisfied
	Not Satisfied 
	

	Staff
	11.5
	17.5
	1
	30

	Customers 
	11.5
	17.5
	1
	30

	Total 
	23
	35
	2
	60


Computation for X2
TABLE 4.3.3 CONTINGENCY TABLE 
	Fo 
	Fe 
	Fo-fe
	(fo-fe)2
	(fo-fe)2

	6
	11.5
	-5.5
	30.25
	2.63

	24
	17.5
	6.5
	42.25
	2.41

	0
	1
	-1
	1
	1.00

	17
	11.5
	5.5
	30.25
	2.63

	11
	17.5
	-6.5
	42.25
	2.41

	2
	1
	1
	1
	1.00

	
	12.08


X2 
X2 = 12.08
Degree of Freedom DF == (r) (c-1)
= (2-1) (3-1) = 1 x 2 = 2 
Using Chi –Square Table
X2 0.05 = 5.99



CHAPTER FIVE
5.0	SUMMARY, RECOMMENDATIONS AND CONCLUSION
5.1	Summary
In this study, we set out to empirically evaluate the impact of internet banking on the profitability of Commercial Bank of GTBank Plc. In Nigeria. The study was conducted to ascertain how internet banking affects GTBank Plc in Nigeria.
Secondary data were used; the source of data included GTBank Plc. annual financial statement (2025). In order to achieve the objectives of the study, three econometric models were formulated using the Ordinary Least Square (OLS). In the first model, return on assets was regressed on internet banking service expenses. In the second model, return on equity was regressed on internet banking service expenses and in the third model, net income margin was regressed on internet banking service expenses. 
The major findings of the study are summarized below: 
1.    The result has established a positive and significant relationship between the log of internet banking services expenses (IBSE) and return on asset (ROA). This has been found to be consistent with the theory.
2.    The result also revealed a positive and significant relationship between log of internet banking services expenses (IBSE) and return on equity (ROE). This has been found to be consistent with the theory.
3.    Lastly, the result also revealed a positive and significant relationship between log of internet banking services expenses (IBSE) and net income margin (NMG). This has been found to be consistent with the theory.

5.2 	RCOMMENDATION
Based on the following findings of this study, the following policy recommendations are suggested:
1. The empirical results of the study have revealed significant relationship  between the log of internet banking services expenses (IBSE) and return on asset (ROA).We therefore, advocate for more ATM facilities which should be placed at strategic location for easy access.
2. Marketing and education of internet banking service and products should be intensified to attract more customers which enhances profitability.
3. The bank should conduct more research to find new internet banking product to attract and to retain her potential customers.
4. Zenith bank should improve and modernize its policies by ensuring that communication equipment , computer and other infrastructure to a large extent are managed by qualified staff to ensure that customer enjoy better internet experience.
5. The government should through the monetary authority provide policies that would enable commercial bank thrive in order to boost the financial sector of the economy.
5.3    CONCLUSION
 In this study, we evaluated the impact of internet banking on the profitability of Commercial Bank of GTBank Plc. in Nigeria. From our findings, a positive and significant relationship was established between return on asset (ROA), return on equity (ROE), net income margin (NMG) and internet banking service expenses (IBSE).
The general conclusion is that internet banking service expenses (IBSE) have impact on return on asset (ROA), return on equity (ROE) and net income margin (NMG). 
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