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CHAPTER ONE
Introduction
1.1	Background to the Study
The commercial sector has experience a new page of development as a result of the evolution of electronic commerce which offers an in expensive and direct way to exchange information and sell to or buy product and services. This new• development has set in motion a revolution in backing sector for the provision of a payment system that is compatible with high demands in the commercial sector.
In Nigerian, electronic commerce has since been recognized as powerful mechanism that will raise commercial outfit to meet up with the global standard. However, one of the branches of an electronic commerce that has proven successfully in Nigeria is c-banking (electronic- banking). The term-banking or electronic banking covers both computer and telephone banking. It refers to uses of information and communication technology by banks to provide services and management of customer relationship more quickly and manage satisfactorily.
According to Kramer (2002), electronic banking refers to the provision retail and small value banking products and services through electronic channels. Electronic banking according to al- abed (2003) is an umbrella term for the process which a customer may perform transactions electronically without visiting a brick and motor institution. Lust skill (2004); describe electronic banking as a variety of the following platform. Internet banking, telephone banking, television based banking and mobile phone banking. For the oppose of the research, we define electronic banking as the delivery of banking service and products through use of electronic means irrespective of place, time and distance. One of the benefit of bank derive from electronic banking products and services delivery is improved efficiency and their operation so that were transaction can be processed factor and most continently which will undoubtedly impact significantly on the overall profitably of the banks.
The customer on the other hand, stand to enjoy the benefit of quick service delivery reduced overcrowding in the banking hall, reduce cash handing which will give rise to higher volume of turnover. In the course of this study, empirical reference would be mark to show the extent to which e-banking system not only improved of bank.
1.2	Statements to the Problems
The main goal of every company is to maximize profit for its owners, and banks are not any exception to this fact, the use of technology forms the backbone for better result in banking. This is articulated in the hang- Kong and slangla bunking corporation (HSBC) responds of 2000, which stated that benefits from technology are more than three times. Its cost to day, banking situation demands continues innovation in order to meet the learning and aspiration of the ever demanding customers Hence, banks aced to tool out new products and services quidely and effectively, using latest cutting edge technology.
The most important benefits banking derived from electronic banking services delivery is improved profitability and to enhance to customer satisfaction. However, are these customers rally satisfied with c-banking devices rendered by these banks? Because from the looks of things, queers are still seen in the banking alls, bank customers still handle too much cash, and 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 c-banking products and services introduces by the Nigeria bank.
1.3 	Research Questions 
The research questions for the study are; 
i. to what extent does e-banking affect customer loyalty.
ii. what is the effect of e-banking on service quality.
iii. what is the relationship between e-banking and customer retention.
1.4	Objective of the Study 
The main objective of the study is to determine the effect of e-banking on customer satisfaction in GT Bank, Nig. Plc. Ilorin branch. The specific objectives are to; 
1. determine the effect of e-banking on customer loyalty.
2. determine the effect of e-banking on service quality.
3. examine the relationship between e-banking and customer retention.
1.5 	Research Hypothesis 
The hypotheses for the research work are; 
Ho1: there is no significant effect of e-banking on customer loyalty.
Ho2: there is no significant effect of e-banking on service quality.
Ho3: there is no relationship between e-banking and customer retention.
1.6	Significant Of the Study
The importance of this study to research the reader of 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 c-banking products and services and how it improves customer satisfaction in the banking industry.
"To The Reader: - the person who tends to read this research work will have services of c-banking is being used by banks and other financial institution to enhanced customer satisfaction.
To The Banks: - this research study will enable them to understand, whether their customer know how the extent to which the customers are satisfied with this products and services.
1.7	Scope of the Study
This research study examines e-banking products and services provided by some selected bank in Ilorin and how these products and services tend to improve customer satisfaction. The selected banks to be used for the research work includes: oceanic bank, plc, main street plc, Gtb bank plc.
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.
1.8	Definition of Key Terms
i. Bank: -A bank is an organization that receives deposit oh current, savings 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
ii. Bank Customer: - A bank customer is a person who has any legal link with a bank either formal (account holding) or informal (advisory services).
iii. 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.
Iv. E- Banking: - E- banking or electronic banking is defined as the delivery of banking services and products through the use of electronic means irrespective of place, time and distance.
V. E- Banking Product and Services: - These are electronic device use in e-banking activities e.g. internet banking, telephone banking, Automated Teller machine (A.TM) television- based banking etc.
vi. Customer Satisfaction: - This can be seen as & state utility attain by a customer.
vii. Research Study: - this is the study conducted and complied by the researcher.
viii. Profitability: - This can be defined as the income earn by organization or by investor.







CHAPTER TWO
Literature Review
2.0	Introduction
This chapter consists of review of relevant literatures that capture the variable on entrepreneurship development and economic development. It entails the conceptual review, empirical review and theoretical review. The conceptual review provides clarifications and discussions of concepts related to the subject matter such as entrepreneurship, poverty reduction, development, unemployment, employment, The theoretical review provides insights on relevant theories that are related to the subject matter while the empirical review provided detailed information on previous researches on the subject matter:
2.1	Conceptual Framework
2.1.1 	Concept of E-Banking
According to rinsing. (2006) defines electronic banking "as an umbrella perform banking transactions electronically without visiting a brick and mortar institution.
E-banking is a recent discovery and the newest delivery channel of banking services. E- Banking is a web based services that enables the banks unauthorized customer to access their account information. its various definition among it researchers partially because it refers to several types of services through which a banks customer can request information and transact banking service in computer, mobile phone or internet. Electronic banking is about using electronic means to transfer funds directly from one account to another (clearicading 2009).
According to keener, etc. (2002), electronic banking refers to the provision of retail and small value banking of products and services through electronic channels. Electronic banking is an umbrella term for the process by which a customer may perform banking transaction electronically without visiting a brick and mortar institution. Control bank of Nigeria (2007:27) describes electronic banking as a variety of the following etc.
In the past years, Nigeria bank and generally financial services industry, have embraced e- banking, which has been made possible by a advancements in information technology. According to SANUSI (2002), the introduction of such e-payment in Nigeria commenced in 1996 when the central bank of Nigeria granted all state trust banks approval to introduce a clocked system electronic purpose called ESCA. This was follow in February, 1997, with the introduction of similar products call pay card" by diamond bank the card based e- money products assumed an open platform with the authorization in February, 1998 of Smart card Nigeria PLC, a company floated by a consortium of 19 banks to produced and manage cards called value card and issuer by the member banks. In November 1990, central bank of Nigeria granted approval to a number of banks to introduced different types of e- banking g product.
Nigeria is skill in the curly states of c-banking growth and development. Compaction and charges in technology and lifestyle in the last seven years have changed the face of banking. E-banking is likely to bring a host opportunity as well. as unprecedented risk to the fundamental nature of banking in Nigeria.
2.1.3	Types of E-Banking Services
The advent of internet and the popularity of personal computer presented both an opportunity and challenges for the banking industry. Today, most large banks are even smaller banks offer some form of online banking. Electronic banking, internet banking. According to central bank of Nigeria (B.N 2007) the types of e-banking system includes.

1.	Automated Teller Machine (A.T.MS)
The ATM's is the most popular e-banking services offered by most banks in Nigeria today. It can be used for various types of transaction which include, balance enquiry, cash withdrawal, transfer of funds between checking savings, and credit card accounts, bill payments and for making cash and cheque deposits.
The introduction of ATM's in Nigeria as relieved banks from constraint of time and geographical location because the machine can be install in any secured location apart from banking area.
It gives banks a more economical substitute far brick and mortar branches. The idea of this technology was to extent banking activities beyond the normal office house.
Another immediate impact of the introduction of ATM's is that bank staffs have been relieved of mundane function like processing withdrawal and fund transfer over the counter because the customer don't need to go into the banking hall,. instead they use cards to transact these services.
2.	 Mobile Phone Banking
Mobil phone banking is a service that enable customer to access banking services through their phone with the help of an interactive menu based application installed in their phones.
Through the mobile phones, the customer can check his account balance, view the last transaction on his account, make fund transfer und many other banking transactions at anytime, anywhere, and in whatever manner.
Telephone banking has numerous benefits for both customers; it provides increases, convenience, expended access and significant time saving. On the other hand from the banked perspective the cost of delivery mobile phone based service has substantially lower than these of branch based services.

3.	Personal Computer (Pc) Banking
PC banking is a form of c-banking that enables customers to execute bank transaction with the use of personal computer at home or at their offices.
This system allows the customers to access the accounts for transactions by subscribing to and daily into the bank's internet proprietary soft ware system by use of password. PC banking is more common among corporate customers Compare to individual customers. This is because PC banking has the advantage of reducing cost, increasing speed and improved Flexibility of business transaction. Currently, some the services banks offer thought PC banking system include obtaining account balances and credit statements, playbills, and transfer funds between accounts.
4.	Internet Banking
Internet banking also called online banking is an outgrowth of PC banking. It uses the internet as a delivery channel by which banking activities are conducted such as, transfer of funds, paying bills, viewing, checking, and saving account balances, paying mortgages and purchasing financial instruments and certificates of deposits, Net banker define a true internet bank" as one that provides account balance and some transactions. Capabilities to retail customer over the world wide web internet banks are also know as victual cyber net, interactive, or web banks, internet banking is not limited to a physical side, some internet banks exist without physical branches, and for example, tele bank (Arlington, virginal) and bank net (UK). Furthermore, in some cases, web bank are not restricted to conducting transactions within national burdens and have the ability to make transaction involving and have amount of assets instanceously. According to industry analysis, internet banking provides variety of attractive for remote account access, including:
· Availability of inquiry and transaction services around the clock.
· Easy access to transaction data, both recent and historical
· Direct customer control of international movement of funds without intermediation of financial institutions in customer’s jurisdiction.
5.	Smart Cards
A smart sacred is a plastic card with an interface that allows it to receive power and communicate with suitable terminal. It simply means of caring a "electronic cash" are being able to spend the cash at various locations. It allows, for storage (loading) of information (value) and the retrieval of part of all of the value, smart card holders can read balance on the account and request statements of transaction. It is very simple and continent to use. In fact, research has show that smart card is one of the most popular and widely ace [ted products of the Nigeria glancing industry by customers.
2.1.3 	Benefit of E-Banking
The benefits of e-banking are numerous. Its introduction would increase the potential of business to attain greater productivity, and increase customers satisfaction, because transactions will be carried out via communication networks, it will be faster and distance would no longer be a barrier to effective transaction.
According to bank always (2001) and guan (2002) the benefits of e-banking include;
i. Convenience:- unlike old banking system, e-banking activities function for 24 house a day, seven dates in a week and they are only a mouse click always that is to say with e-banking system, banking activities never close and the customer must not visit the bank before transacting any business.
ii. Transaction Speed: - with e-banking product; that is quick and continuous access to information since the can check on multiple account at the click of a bottom.
iii. Efficiency: - E-banking encourages better cash management inform of providing faster, cashier and more reliable services to customer.
iv.  it gives the banks opportunity to expend their market, for traditional deposit taking and credit extension activities, and after new products and services or strengthen their competitive position in offering existing payment services.
2.4.4 Problems of E-Banking
According to Bank Away (2001 Guan 2002: Agbad 2008:20) the problems of e-banking system include. 
i. Cost of installation and maintenance: The installation of this system is that enables the provision of c-banking services by banks is very expensive i.e. cost, the bank huge amount of money to develop its technology individually. Considering the sophistication involved in the system and technology used in c-banking, it needs consociate and adequate maintenance. This cost of maintenance usually very high and can increase.
ii. Problem of unemployment: The introduction of electronic devices in carrying out bank services, will reduce the physical contact between banking staff and their customers. These reduced the needed staff strength for a bank branch and that can render some staff jobless because most of the workers being done by the electronic devices.
iii. Value Ability of Failure: The device used in electronic banking are basically electronic and computer in nature and cannot be totally relied upon because they can break down at anytime without any prior notice. If that happen it will affect the banking activities.
iv.  Increase in Fraud: The level of fraud in the banking sector has increase with the introduction of e-banking products. This is because people find it easy to have access to other people account information with the use of their personal data.
Most of the e-banking products use pin numbers of pin codes and if someone else have access to that pin he or she can easily have access to the account information.
2.1.5 Who Is a Customer?
A customer also knows as a client, buyer, or purchaser is the recipient of a good service, product, of idea. A customer is a person who brings us his wants. A customer is not someone to argue or mach with nobody ever want an argument with a-customer. A customer is the most important person ever in this office in person or by mail. A customer is not an interruption of our work he is the purpose of it.
2.1.6	Types of Customer
i. M.V.C:- "most valuable customer" cash do a lot of business with your firm. While they may not have a lot of growth potential, they are cash valuable, and your primary objectives for these customers are retention.
ii. M.G.S:- "Most grow able customer" don't do much business now, but have a lot of growth potential, Tactics could include account penetration initiatives, products add-one and value- adds and services enhancement.
iii. Super Growth:- More customer in B2B situations, these customers are large enterprise accounts that already do a lot of business with you but could do much more, and you objective is to retain and growth their business.
iv. Low Maintenance:- The vast majority of your customers, individually, probably fit into this category. None of them is very valuable individually, but there are a lot of them. Your financial objective here is to improve your efficiency and streamline your operations.
2.1.6 	Customer Satisfaction
Customer satisfactions defined as the number of customers,; or percentage of total customers, whose reported experience with a firm, its products, or its services (ratings) exceeds specified. Customer satisfaction is seen as a key differentiator and increasingly has become a key element of business strategy. Customer satisfaction ratings can have powerful effect. They focus employees on the importance of fulfilling customers' expectations.
2.1.8 Impact of E-Banking System on Customer Satisfaction In Banking Industry In Nigeria
Investment and enhance in e-banking innovation by is providers to offer their banks have successfully achieved customers satisfaction, by proving high level of and in turn, information technology has become the heart of banking sector.
2.2	Theoretical Framework
There are a number of theories surrounding the satisfaction and service paradigm.
Many theories have been used to understand the process through which customers form satisfaction judgments. The theories can be broadly classified under three groups: Expectancy disconfirmation, Equity, and Attribution. The expectancy disconfirmation theory suggests that consumers form satisfaction judgments by evaluating actual product/service. Four psychological theories were identified by Anderson that can be used to explain the impact of expectancy or satisfaction: Assimilation, Contrast, Generalized Negativity, and Assimilation-Contrast.3Some of the theories are discussed in this chapter.
· Assimilation Theory
Assimilation theory is based on dissonance theory. Dissonance theory posits that consumers make some kind of cognitive comparison between expectations about the product and the perceived product performance. This view of the consumer post-usage evaluation was introduced into the satisfaction literature in the form of assimilation theory.
According to consumers seek to avoid dissonance by adjusting perceptions about a given product to bring it more in line with expectations. Consumers can also reduce the tension resulting from a discrepancy between expectations and 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.
· Contrast Theory
Contrast theory was first introduced by define contrast theory as the tendency to magnify the discrepancy between one’s own attitudes and the attitudes represented by opinion statements. Contrast theory presents an alternative view of the consumer post-usage evaluation process than was presented in assimilation theory in that post-usage evaluations lead to results in opposite predictions for the effects of expectations on satisfaction. While assimilation theory posits that consumers will seek to minimize the discrepancy between expectation and performance, contrast theory holds that a surprise effect occurs leading to the discrepancy being magnified or exaggerated.
According to the contrast theory, any discrepancy of experience from expectations will be exaggerated in the direction of discrepancy. If the firm raises expectations in his advertising, and then a customer’s experience are only slightly less 94 than that promised, the product/service would be rejected as totally un-satisfactory. Conversely, under-promising in advertising and over-delivering will cause positive disconfirmation also to be exaggerated.
· Negativity Theory
This theory developed by suggests that any discrepancy of performance from expectations will disrupt the individual, producing „negative energy‟. Negative theory has its foundations in the disconfirmation process. Negative theory states that when expectations are strongly held, consumers will respond negatively to any disconfirmation. “Accordingly dissatisfaction will occur if perceived performance is less than expectations or if perceived performance exceeds expectations.
This theory developed by suggests that any discrepancy of performance from expectations will disrupt the individual, producing “negative energy.” Affective feelings toward a product or service will be inversely related to the magnitude of the discrepancy.
· Disconfirmation Theory
Disconfirmation theory argues that „satisfaction is related to the size and direction of the disconfirmation experience that occurs as a result of comparing service performance against expectations‟. Szymanski and Henard found in the meta-analysis that the disconfirmation paradigm is the best predictor of customer satisfaction.32 cites Oliver’s updated definition on the disconfirmation theory, which states “Satisfaction is the guest’s fulfillment response. It is a judgment that a product or service feature, or the product or service itself, provided (or is providing) a pleasurable level of consumption-related fulfillment, including levels of under- or over-fulfillment”.
2.2.1	The Concept of Electronic Banking
The concept of electronic banking has been defined in many ways; defines electronic banking as the delivery of banks‟ information and services by banks to customers via different delivery plat forms that can be used with different terminal devices such as personal computers and mobile phone with browser or desktop software, telephone or digital television.
According to electronic banking defined as any use of information and communication technology and electronic means by a bank to conduct transactions and have interaction with stakeholders. Also defined electronic payment as a system of payment whereby transaction takes place electronically without the use of cash. Defined electronic banking (e-banking) is nothing but e-business in banking industry. E-banking is a generic term for delivery of banking services and products through electronic channels, such as the telephone, the internet, the cell phone, etc. The concept and scope of e-banking is still evolving. It facilitates an effective payment and accounting system thereby enhancing the speed of delivery of banking services considerably. Argues that electronic banking is a product of e-commerce in the field of banking and financial services. In what can be describe as business to consumer domain for balance enquiry request for cheque books recording stop payment instruction balance transfer instruction account opening and other forms of traditional banking service. Banks are also offering payment services on behalf of their customer who shop indifferent e-shops. In simple words, e-banking implies provision of banking products and services through electronic delivery channels. Electronic banking has been around for quite some time in the form of automatic teller machines (ATMs) and telephone transactions. In more recent times, it has been transformed by the internet – a new delivery channel that has facilitated banking transactions for both customers and banks.
2.2.2	Types of E-Banking
There are many electronic banking delivery channels to provide banking service to customers. Among them ATM, POS, Mobile banking and internet banking are the most widely used and discussed below.
· ATM
Automated Teller Machine (ATM) is a machine where cash withdrawal can be made over the machine without going in to the banking hall. It also sells recharge cards and transfer funds; it can be accessed 24 hours/7 days with account balance enquiry.
Internet Banking
Internet banking allows customers of a financial institution to conduct financial transactions on a secure website operated by the institution, which can be a retail or virtual bank, credit union or society. It may include of any transactions related to online usage. Banks increasingly operate websites through which customers are able not only to inquire about account balances, interest and exchange rates but also to conduct a range of transactions. Unfortunately, data on Internet banking are scarce, and differences in definitions make cross-country comparisons difficult.
· POS
Point of sale (POS) also sometimes referred to as point of purchase (POP) or checkout is the location where a transaction occurs. A "checkout" refers to a POS terminal or more generally to the hardware and software used for checkouts, the equivalent of an electronic cash register. A POS terminal manages the selling process by a salesperson accessible interface. The same system allows the creation and printing of the receipt. Because of the expense involved with a POS system, the eBay guide recommends that if annual revenue exceeds the threshold of $700,000, investment in a POS system will be advantageous. POS systems record sales for business and tax purposes. Illegal software dubbed "zappers" is increasingly used on them to falsify these records with a view to evading the payment of taxes
· Mobile Banking
Mobile banking (also known as M-Banking, m banking) is a term used for performing balance checks, account transactions, payments, credit applications and other banking transactions through a mobile device such as a mobile phone or Personal Digital Assistant (PDA). The earliest mobile banking services were offered over SMS, a service known as SMS banking. Mobile banking is used in many parts of the world with little or no infrastructure, especially remote and rural areas. This aspect of mobile commerce is also popular in countries where most of their population is un-banked. In most of these places, banks can only be found in big cities, and customers have to travel hundreds of miles to the nearest bank. The scope of offered services may include facilities to conduct bank and stock market transactions, to administer accounts and to access customized information 
2.2.3	Customer Satisfaction
According to satisfaction is an overall customer attitude towards a service provider, or an emotional reaction to the difference between what customers anticipate and what they receive, regarding the fulfillment of some need, goal or desire. Defined satisfaction as a judgment following a consumption experience - it is the consumers judgment that a product provided (or is providing) a pleasurable level of consumption-related fulfillment. Defined satisfaction as a person’s feelings of pleasure or disappointment resulting from comparing a products perceived performance (or outcome) in relation to his or her expectations. Satisfaction can be associated with feelings of acceptance, happiness, relief, excitement, and delight. Most research confirms that the confirmation or disconfirmation of pre-consumption expectations is the essential determinant of satisfaction. This means that customers have a certain predicted product performance in mind prior to consumption. During consumption, customers experience the product performance and compare it to their expected product performance level. Satisfaction judgments are then formed based on this comparison. The resulting judgment is labeled positive disconfirmation if the performance is better than expected, negative disconfirmation if it is worse than expected and simple confirmation if it is as expected. In short, customers evaluate product performance by comparing what they expected with what they believe they received.
2.2.4	Customer Satisfaction in E-Banking
During the recent years, the development of e-channels has dramatically changed the rules and operation in the banking industry mentioned that while the industry has moved instantly to deploy and offer new banking services via e-channels for customers and in consequence the e-banking services have boomed promptly .Today, several financial institutions are endeavoring to emphasize customer –oriented services. For this sake, it is crucial to implement new banking services in order to develop and keep better relationships with customers. Hence building up competitive predominance almost depends on customers‟ satisfaction with banking service. It is recognized that banks gaining higher customer satisfaction will have a conspicuous marketing ascendancy because the higher customer satisfaction is associated with greater revenues, increased cross-sell rations, higher customer retention and bigger market share.
· Challenges and Opportunities of E-Banking
The changing financial landscape has brought with it new challenges for bank management and regulatory and supervisory authorities. The major ones stem from increased cross-border transactions resulting from drastically lower transaction costs and the greater ease of banking activities, and from the reliance on technology to provide banking services with the necessary security. While electronic banking can provide a number of benefits for customers and new business opportunities for banks, it exacerbates traditional banking risks. Even though considerable work has been done in some countries in adapting banking and supervision regulations, continuous vigilance and revisions will be essential as the scope of e-banking increases. In particular, there is still a need to establish greater harmonization and coordination at the international level. Moreover, the ease with which capital can potentially be moved between banks and across borders in an electronic environment creates a greater sensitivity to economic policy management. To understand the impact of e-banking on the conduct of economic policy, policymakers need a solid analytical foundation. Without one, the markets will provide the answer, possibly at a high economic cost. Further research on policy-related issues in the period ahead is therefore critical. The primary challenge for banks is to provide consistent service to customers irrespective of the kind of channel they use. The more a bank relies on electronic delivery channels, the greater the potential for reputation risks. There are some serious implications of international e-banking. It is a common argument that low transaction costs potentially make it much easier to conduct cross-border banking electronically. For many banks, cross-border operations offer an opportunity to reap economies of scale.
2.3	Empirical Review
Worku, Tilahun and Tafa (2016), studied the impact of e-banking on customers’ satisfaction in Ethiopian banking industry using 402 customers of 2 commercial banks in Gondar city of Ethiopia. The study used chi-square (), t-test and regression analysis in its data analysis where it was reported that there is a strong and positive relationship
between e-banking and customer satisfaction. In other words, e-banking has positively improved customers’ satisfaction with bank products and services in Ethiopia.
In a study of customers’ perception and satisfaction towards electronic banking in Khammam district by Reddy and Reddy (2015), it was disclosed that about 70% of the respondents exhibited positive perception and are satisfied with e-banking services. They used 200 respondents and Anova was employed in the data analysis.
In Nigeria, Babatunde and Salawudeen (2017) conducted an analysis of electronic banking and customer satisfaction using 60 customers of Access bank as a sample. Descriptive and Chi-Square test were used to analyse the data. It was revealed that a positive relationship exists between e-banking and customers’ satisfaction because according to them, e-banking system has made banking transactions easier.
In a related study by Asiyanbi and Isola (2018) on e-banking services’ impact and customers’ satisfaction in selected bank branches in Ibadan Metropolis, Oyo State, Nigeria, it was reported that customers are satisfied with e-banking due to its cashless nature, cash accessibility, time saving from bank visitations and seamless transactions.
They used 100 bank customers in bank branches located in Challenge, Dugbe, Agbeni, Gbogi, Ojoo and Secretariat districts in Ibadan metropolis as sample. Pearson correlation and T-test were utilized in their data analysis


























CHAPTER THREE
Research Methodology
3.1 	Research Methodology and Sample
A research methodology comprises of every individual entity connected with the research a sharing one comment opinion of attribute whereas, a sample size is a selected area of boundary chosen to present the population and the area where the researcher of some selected bank in Ilorin. Since the sample size is representative of some bank. All the findings and recommendation contained in the research work apply to all some selected bank in Ilorin.
3.2	 Research Design
Research design can be describe as the various method used in conducting any research work of duty. The research method is classifying into four types (osuala, 2001), they include the following:
(a) Historical Research Method
(b) Survey research method
(c) Descriptive research method
 (d) Experimental research method
However, for the purpose of this study, survey and description research methods will be used.
I. 	Survey Research Method
A survey method was considered appropriate since the researcher needed to collect the information on questions of factors and opinion from customer and staffs of Oceanic Bank international plc, Zenith bank plc, and other banks in Ilorin.
II.	Descriptive Research Ilorin
This method of research refer to the selection of a group of people of items and data collected from only a few people of item consider the representatives- of the entire group.
3.3 	Population of The Study 
Generalization a research work can only be valid where the coverage is large. Hence, the population of this work is made up of management and staff of Guarantee Trusted bank of Nigeria in which sixty (60) questionnaires was distributed to them. This is one of the commercial banks in Nigeria; others are Skye bank, Union bank of Nigeria, Access bank, First Bank, Diamond bank, First bank of Nigeria, United bank of Nigeria and so on.
3.4	Sample Size and Sample Techniques
There are two sampling procedure use in this research work, random probability and non-random probability sampling method. In random probability sampling method, each number of populations has equal chance of inclusion into the sample. On the other hand non-random probability sampling, all the people in the population do not have the equal chances of being selected in to the sample (it is basis) to select an effective sample i.e, unbases, the researcher used the probability sampling in this research work.
A sample is representative subject of the population. The population sizć is thus determine using the formula

Where N – 1 .96, Z = N e = 0.05
N=sample size to be determined
Z = the confidence level designed
E = the sampling error permitted
S = the standard deviation of the population substituting the values into the formula, the sample can be derived thus,


3.5	Methods of Data Collection
Data are raw fact events that are collected and recorded the collection data is highly important in research work. There are usually two sources of data collection which are:
A. 	Primary Sources of Data
B. 	Secondary Sources of Data
a. 	Primary sources of data
It is data collected directly from the field in this original state the method are:
(i) Questionnaire
(ii) Observation
(iii) Interview
I. 	Questionnaire 
Adedo M.A (2006:75) define questionnaire as process by which series of question are systematic down up and submitted to individual person who answer and return them to the researcher. It can also be define as a set well structure question usually completed by a respondents and give information to the researcher about the situation of the problem.
For this study, emphasis is laid on questionnaire for data collection, multi-choice question and direct question.
II. 	Observation
Observation as point out by Gaklde (1952:27) is paramount to collection. Its advantages are that exact information is obtained terms are carefully defined, misunderstand bias and manipulation are avoided the researcher is a close observation that e-banking has brought on customers satisfaction.
III  	Interview
This is a method where the researcher worked the respondent series of question face to face the research obtained valid conformation in form of verbal responses from respondents in confirmation one of the question filled to be used for text of hypothesis in particular.
3.6 	Method of Data Analysis
Adedo M.A (2006:136) defines data analysis as the ordering and breaking down of data into constituents parts" it consists of statistical collection performed with raw data to provide answers to the questions initiating the research.
Data analysis is therefore very important in carrying out a research work.
It is in fact the basis for forming any opinion by the researchers. For the purpose of this research, the analytical approach will be based on the various responses collected from the questionnaire served both the staffs and the customer respectively. This response will be aggregated, tailed and a simple percentage found for each responses. Also statistical test and analysis will be conducted subsequently on the data so retrieved from the respondents. That is a great dial of chi-square test statistic will be used to test the hypotheses which are basically test for independence while effort will be geared towards qualifying all data obtained the following forming will be applied.
X = OBTAINED VALUE -EXPECTED VALUE
Expected Value for expected frequency,
E- Profitability of occurrence of each responses
X sample size (total responses).
The degree of freedom of tem denoted DE, is calculated using the following formula
DF NUMBER OF TOW - 2.
It simple aim at finding the different between the observed frequencies and expected frequencies in cash cell, and determine whether such variation as statistically significant or not of equal importance if chi-square test is the check on the accuracy of the result.
The result obtained from these test will then from the basis of the final analysis and shall therefore from the foundation of the researcher’s decision, recommendation and conclusions.
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 need to be discussed and related to the academic literature and research findings on the topic and conclusions them 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 staffs. 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
	22
	63.3

	6-15years
	14
	40.0

	16 years and above
	4
	6.7

	Total
	40
	100


Sources: Filed Survey, 2025
From the table above all the 60 respondents constituting 100% of the responses area were of the e-banking product and services offered by their banks,
TABLE 4.2: QUESTION 4: what types (s) of e-banking services and products does your bank offer?
	Items
	No of response
	Percentage (%)

	ATM
	28
	63.3

	Internet Banking
	4
	10

	Mobile phone banking
	5
	16.7

	TV banking
	1
	3.3

	Smart cards
	2
	6.7

	Total
	40
	100


Sources: Filed Survey, 2025
The table above shows that 38 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 5: which of he o-bunking services of products do you enjoy.
	Items
	No of response
	Percentage (%)

	ATM
	30
	66.67

	Internet Banking
	1
	3.33

	Mobile phone banking
	4
	13.33

	TV banking
	1
	3.33

	Smart cards
	4
	13.33

	Total
	40
	100


Sources: Filed Survey, 2025
The Table above shows that 40 respondents representing 66.67% offered ATM by their banks, 3.33% offered internet banking, 13,33% offered mobile phone banking 3.33% offered TV bunking, und 13.33% offer smart cards.
TABLE 4.2: Questions 6: before the introduction of c-banking, how frequent do you visit the bank for transaction. 
	Response
	No of response
	Percentage (%)

	Daily
	6
	10

	Weekly
	10
	33.33

	Monthly
	8
	13.33

	Non-Specific
	16
	43.33

	Total
	40
	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? 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
	12
	26.67

	Monthly
	10
	20

	Non-Specific
	16
	46.67

	Total
	40
	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 weakly, 20% visit the bank monthly and 46.67 are not specific to how many times of visiting the bank for transaction.
TABLE 4.2 QUSTION 8: How satisfied are you with e-banking products or services your bank offices.
	Response
	No of response
	Percentage (%)

	Satisfied
	24
	56.67

	Highly satisfied
	12
	36.67

	Not satisfied
	4
	6.67

	Total
	40
	100


Sources: Filed Survey, 2025.
The above table shows that S6.679% 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 9: has the introduction of c-banking reduced the level of cash held by customers?
	Response
	No of response
	Percentage (%)

	Yes
	20
	66.67

	No
	12
	20

	Not Sure
	8
	13.33

	Total
	40
	100


Sources: Filed Survey, 2025.
The above table shows that 66.67% of he 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 10: E-banking more reliable than the traditional banking services
	Response
	No of response
	Percentage (%)

	Yes
	36
	93.33

	No
	2
	0

	Can't Say
	4
	6.67

	Total
	40
	100


Sources: Filed Survey, 2025.
The table above shows that 93.33% of the sample respondents are of the opinion that c-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 11: has introduction of ATM cards reduced the queue of time spent in banks?
	Response
	No of response
	Percentage (%)

	Yes
	38
	96.67

	No
	2
	3.33

	Total 
	40
	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 queue 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 QUESTION2: how long have you been in the bank?
	Response
	No of response
	Percentage (%)

	1-5 years
	28
	80

	6-15years
	12
	20

	16 years and above
	0
	0

	Total
	40
	100


Source: Field Survey 2025
The tables 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 nobody have been in the bank between 16ycars and above.
Table 4.2 Question 8: has c-banking reduced the values of cash transaction in your banks?
	Response
	No of response
	Percentage (%)

	Yes
	40
	100

	No
	0
	0

	Total 
	40
	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 9: can you say that c-banking is a direct alternative to cash transaction 
	Response
	No of response
	Percentage (%)

	Yes
	40
	100

	No
	0
	0

	Total 
	40
	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 10: how are customers responding to e-banking services or products offered by your banks?
	Response
	No of response
	Percentage (%)

	Satisfied
	12
	20

	Highly satisfied
	28
	80

	Not satisfied
	0
	0

	Total
	40
	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 11: to what extent has c-banking improved bank operational efficiency?
	Response
	No of response
	Percentage (%)

	High
	24
	73.33

	Moderate
	16
	26.67

	No Improvement
	0
	0

	Total
	40
	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 formulas are used in calculating the hypothesis: degree freedom:
DF = (r-l) (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) =  
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 
	Respondents 
	
	
	Total 
	Percentage (%)

	
	Satisfied 
	Highly Satisfied 
	Not Satisfied 
	
	

	Staff 
	6
	14
	0
	20
	50

	Customers 
	12
	6
	2
	20
	50

	Total
	18
	20
	2
	40
	100


Source: Filed Survey 2025
Fe = 
FE - Expected Frequency
RT = Row Total
GT= Column Total
GT =Group Total
Satisfied (FE) =
Highly Satisfied (FC) = 
Not Satisfied (fc) =   
TABLE4.3.2
	Respondents 
	Respondents 
	
	
	Total 

	
	Satisfied 
	Highly Satisfied 
	Not Satisfied 
	

	Staff 
	9
	10
	1
	20

	Customers 
	9
	10
	1
	20

	Total
	18
	20
	2
	40


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) = l x2 =2
Using Chi -Square Table
X2 0.05 = 5.99
4.5	DISCUSSION OF FINDINGS 
The study was instigated to analyze the perception of the impact of e-banking on customer satisfaction. Based on the factors selected as independent variables as Time saving, Easy to use, Safety, Service, Secure, Simple, Enquiry, Convenient, Cost effective, Privacy and dependent variable Delightful, Free from error, Encouraging and Satisfied, the hypothesis proved that factors customers are agreeing towards-banking. In the regression analysis, the factors of E-banking and customer satisfaction have the significance value less than 0.05, hence the factors strongly influences Customers to use E-banking. 
















CHAPTER FIVE
Summary, Conclusion and Recommendations
51 	Summary of Findings
From the anal) sis done in this chapter, We can draw out conclusion on the hypothesis tested that customer are very much delighted with the introduction of –banking into the Nigeria banking industry,
From the questionnaire administrated, all the hank customers that responded are aware of some of the e-banking products and services offered by their banks which means majority of bank.
The level of satisfaction derived by customer from the use of -banking product is more encouraging, more than SO% of respondent are fully, satisfied with the –banking products and services they enjoy from their banks and hey look forward for the introduction of more convenient product and also, the responses on the questionnaire show that the introduction of -banking has reduced the level of cash held by customer. Which means customers no longer carry too much money around instead they prefer to transact business using various products of e-banking.
Apart from the satisfaction derived by customers, -banking has also improved bank operational efficiency and help to reduce their operational expenses.
In conclusion, it is totally clear that e-banking has more advantages than cash transaction in traditional banking because it has significantly enhanced customer satisfaction and also improved banks profitability
5.2 Conclusion
Electronic banking has been described as one of the ways through which banks can offer efficient and reliable services to customer at his cost. The invasion of baking by technology as created an information age and rendered banking services more appealing.
The research study has left us with choice rather than to accept.
The fact that e-banking has a great impact on customer satisfaction. Considering position occupied by the banking sector in the development of the economy, efforts have to be made to improve it service so as to meet up with the global standard. However, researches have should that banks are increasingly building payment infrastructure with various security mechanisms because there is tremendous potential fox profit and more transactions are conducted electronically,
`	The challenge for banks is to offer a payment backbone system that will open enough to support multiple payment instruments and to allow for a stable service regardless of the work load.
Form the study; it is very easy for someone to conclude that bank customers are highly impressed by the introduction of e-banking transaction more convenient than it used to be. Therefore the banks will have to put more effort to ensure that the survival weapon (e-banking) does not fall but stand as a pillar for innovation competition.
5.3 Recommendations
As earlier stand from the begging of the research work e-banking in Nigeria is a development technology, so because of this fact one can say that c-banking is y to really create significant impact on service delivery which will consequently load to improved customer satisfaction.
Based on the findings of this research the following recommendation should be adhered to:
1) The banks have to improve on the area of creating awareness about the availability of electronic banking products and services, how they operate and their benefits, banks should organize public exhibitions and talks shows and make products accessible to all customers in addition the should improve their service delivery to justify the benefit of electronic banking product.
2) Banks should provide adequate security of transaction by providing standard by power supply so as to have customers confidence they should also ensure good connectivity and power base that will enable them to serve customers taste and more conveniently, them to serve customers faster and more conveniently, they should make sure that at no time should service care as a result of network problem.
3) Bank should site its aim in strategic locations instead of sitting the machine the machine only in banking premises,
4) Government should provide adequate regulating frame work that will ensure customer protection and security of transaction in that way bank customer's confidence in electronic banking would be secured.
5) Banks should also make sure that there is always enough cash in ATM to cover daily transaction and all currency denomination should be available.
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