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CHAPTER ONE
INTRODUCTION
1.1        Background to the study
The rapid changes in business operations in contemporary times in the form of technological improvement require banks in Nigeria to serve their customers electronically. Traditionally, banks have been in the forefront of harnessing technology to improve their products and services. The banking industry and its environment in the 21st century is highly complex and competitive and therefore the need for information and communication technology to take center stage in the operations of banks (Stevens, 2002).
Electronic banking is critical in the transformation drive of banks in areas such as products and services and how they are delivered to customers. Thus, it is seen as a valuable and powerful tool in the development, growth, promotion of innovation and enhancing competitiveness of banks (Gupta, 2008; Kamel, 2005). Given the significant role of electronic banking in the developmental drive of banks, information technology has been found to lead to improvement in business efficiency and service quality and hence attract customers as well as retain them (Kannabiran & Narayan, 2005).
According to Chang, (2003), Electronic banking contributes significantly to the distribution channels of banks such as automated teller machine (ATM), Phone –banking, Tele-banking, PC-banking and now internet banking (Chang, 2003). In addition, transfer of funds, viewing and checking savings account balances, paying mortgages, paying bills and purchasing financial instruments and certificates of deposits processes have improved significantly as a result of internet banking (Mohammed et al., 2009). This implies that, Electronic banking has resulted in efficiency in service delivery in the banking sector because customers can transact business from one side of the country to another and from both long and short distance.
Other scholars argued that, electronic banking has transformed traditional banking practices to the extent that it has been found to create a paradigm shift in marketing practices resulting in positive performance in the banking sector (Gonzalez, 2008; Maholtra & Singh, 2007). This shows that the delivery of efficient and quality service is facilitated by information technology. Similarly, Christopher et al. (2006) indicated that electronic banking provides an important channel to sell products and services of banks and is perceived to be a necessity for banks to be successful. Therefore, service quality and efficiency in the banking industry has increased tremendously worldwide in the world due to the integration of information technology into banking operation. The present study seeks to investigate the extent to which the electronic banking concept has impacted on customer satisfaction in Commercial Banks.
1.2	STATEMENT OF PROBLEMS.  
All banks compete with each other to attract their customers in different ways through providing convenient, accessible and acceptable services or/and products to their customers. One of the most important of these services is the electronic services that have contributed significantly to increase the distance between costumers and the bank (Almazari and Siam, 2008).
E-banking was adopted by banks so as to improve their service delivery, decongest queues in the banking hall, enable customers withdraw cash 24/7, aid international payment and remittance, track personal banking transaction, request for online statement, or even transfer deposit to a third party account. Despite the effort of banks to ensure that customers reap the benefits of e-banking, the bank is met with complaints from customers as regards, malfunctioning Automated Teller Machines (ATMs), network downtime, online theft and fraud, non-availability of financial service, payment of hidden cost of electronic banking like Short Message Services (SMS), for sending alert, mandatory acquisition of ATM cards, non-acceptability of Nigerian cards for international transaction amongst others.
This study is aimed at finding out the reason why these problems occur and in most cases persist, and then to make recommendations based on the outcome of the study.

1.3	RESEARCH QUESTION
Based on the research objectives, the study will test the following questions:
1. What are the electronic banking products of Guaranty Trust Bank Nig Plc?
2. Has the introduction of e-banking significantly affected service delivery of Guaranty Trust Bank Nig Plc?
3. Has e-banking positively affected service delivery in Guaranty Trust Bank Nig Plc?
1.4	OBJECTIVES OF THE STUDY
The general purpose of the study is to investigate the impact of electronic banking system on customer satisfaction in Guarantee Trust bank plc. However, the study specifically seeks to:
1. To identify the electronic products of Guaranty Trust Bank Nig Plc
2. To examine if the introduction of e-banking has significantly affected service delivery of Guaranty Trust Bank Nig Plc?
3. To know if e-banking has positively affected service delivery in Guaranty Trust Bank Nig Plc
1.5	RESEARCH HYPOTHESIS 
Based on the study problem, this study aims to test the following hypotheses:
H0: Electronic product does not have positive impact in Guaranty Trust Bank Nig Plc
H1: Electronic products have positive impact in Guaranty Trust Bank Nig Plc 
1.6        SIGNIFICANCE OF THE STUDY
The introduction of electronic into the banking industry has affected service delivery in the service industry. Many banks are shifting gradually from the traditional way of banking and are gradually introducing electronic technologies into their service delivery.
The outcome of this study will be of immense benefit to the management of GTB Bank Nigeria Plc, since it will help identify most of the challenges faced by the banks as well as the complains table by the customers. Solutions will then be proffered on theses identified challenges. This will go a long way to help the bank achieve its stated objectives, and in the long run increase shareholder’s wealth. Furthermore, the study would enable banks executives and indeed the policy makers of the banks and financial institutions to be aware of electronic banking system as a product of electronic commerce with a view to making strategic decisions.
1.7	SCOPE AND LIMITATION OF THE STUDY
	This research wants us to understand the effect of ATM in the banking sector, using GTB Bank Plc Ilorin, as a parameter for an appreciable measure of precision and conciseness, this research work will concentrate on this specific confine and will make the work to lose focus besides an attempt to examine the country will be cumbersome and to certain extent unrealistic and this is why the scope is limited to GTB Bank Ilorin.
	Generally speaking, all areas of human Endeavour are characterized by some hindevonces a research work of this nature is therefore of no exception
During this study, the following are the inciting factors.
(a) Financial Constraints: This stand as a big barrier as a lot of many were required in gathering relevant data which could have jeopardize the full success of this study. Yet, with the assistance of parents, family
(b) Time Factor: this is another bottle neck to the study, because a lot of sacrifice has to be made due to the fast nature of school calendar coupled with assignments and other academic work. Only a small portion has to be scheduled for the work
(c) Official Secrecy: the principal limitation encountered in this study is in respect of data collection, as different names were given to relevant data such as  ‘‘top secret” confidential” untouchables” out of bound” e.t.c
Despite all the above stated limiting factors the researcher is of hope that, the research will achieve its arms aims and objective with been bias.

1.8	DEFINITION OF TERMS
VISA CARD: Its function is to displace cash and cheque which can be used to buy excess. It is a name of electronic payment company. 
SMART CARD: A method of electronic payment involving the use of plastic cards it is incorporated by inter-name consulting ltd, to reduce the stress of carrying cash from one point to another. It is also an electronic purse which holds the electronic equivalents of cash to know as ‘digital purse”. 
AUTOMATED TELLER MACHINE: An ATM card allows a customer to withdraw cash from his or her bank account by entering a personal identification number (PIN). 
VALUE CARD AND PAY CARD: An electronic equipment of cash (substitute for cash and comss) are loadable and could be accepted as means of payment. 
TELEPHONE BANKING: - Enable customers to transact banking business through the telephone from anywhere there is access to telephone anytime of the day. 
POINT OF SALE (POS): This refers to a computer facility that permits a customer to instantly pay for goods and services electronically by deducting the cost of each purchase directly from his or her account. The customer presents an encoded debit card to the store clerk who inserts it into a computer terminal connected to the financial firm’s computer system. The customer’s account is charged for the purchase and funds are automatically transferred to the stores deposit account.
ELECTRONIC DATA INTERCHANGE (EDI): this is the transfer of financial or business information or document between originations in machines readable form.
ELECTRONIC MONEY: this is referred to the money value measured on an electronic device in the customer’s possession. This electronic value can be purchased and hold on the device until reduced through purchases or transfer.   
INTERNET BANKING: this is a banking service that uses the internet to carryout financial transactions and also linking customers with financial service providers. Through the internet a customer can verify real-time account balances anytime from any location, move funds instantly from one account to another, confirm that deposits have been made, cheques have been cleared and submit an application for loan and credit cards. It has to be noted that internet banking is just and aspect of electronic banking.
MOBILE BANKING: this is a product that offers customers of a bank access to services as they move from one place to another. Customers can make their transactions anywhere, such as account balances transaction enquiry, account verification, bill payment, electronic fund transfer, updates and history and transfer between accounts etc.
TRANSACTION ALERT:  Customers carryout transactions on their accounts and need to keep track of these transitions prompted the creation of alert transactions. The system also serves as notification system to reach out to customers when necessary information need to be communicated.
ELECTRONIC BANKING (E-Banking): This is a web based service that enables a banks customer to access his/her account.
INFORMATION TECHNOLOGY: This represents the various types of hardware, data base management, telecommunication and other information processing technologies used in a computer based information system. 
COMPUTER: A compute is any automatic device usually electronic which is capable of storing relatively large complicated sequence of mathematical and logic operations without human intervention.
ELECTRONIC DATA PROCESSING (EDP): This is the use of electronic computer to process data automatically.

CHAPTER TWO
LITREATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
Concept of electronic banking
Electronic banking system is an electronic oriented payment mechanism that allows customers‟ accounts to be credited electronically within 24 hours. It is the ability to pay electronically for goods and services purchased online- are an integral part of e-commerce and an essential infrastructure for e-commerce models. One of the major reasons for the widespread of e-commerce transactions is perhaps the rapid development and growth of various electronic banking systems. In the developed countries, credit cards have been used even before the advent of internet (Ghosh, 2017). Electronic banking system is a financial exchange that takes place online between buyers and sellers. The content of this exchange is usually some form of digital financial instrument (such as encrypted credit card numbers, electronic cheques or digital cash) that is backed by a bank or an intermediary, or by a legal tender. Gio (2015) noted that the various factors that have led the financial institutions to make use of electronic banking are decreasing technology cost, reduced operational and processing cost and increasing online commerce. These payment systems have numbers of requirements: e.g. security, acceptability, convenience, cost, anonymity, control, and traceability
According to Arunachalam and Sivasubramanian (2017), e- banking is a forum where a customer can access his or her bank account via the Internet using personal computer (PC) or mobile phone and web-browser. In addition, Ongkasuwan and Tantichattanon (2012) further defines e- banking system as banking service that allows customers to access and perform financial transactions on their bank accounts from their web enabled computers with Internet connection to banks' web sites any time they wish. E-banking service also enables bank customers to perform transactions such as transfer and payments, access of latest balance, statement viewing, account detail viewing, customization, print, downloading of statements and obtaining of a history statement on all accounts linked to the bank‟s customers‟ Auto Bank (ATMs). Electronic banking can be defined as the provision of information or services by a bank to its customers, describing it as an electronic connection between bank and customer in order to prepare, manage and control financial transactions (Karjaluoto, 2012). Ebanking is also defined as the automated delivery of new and traditional banking products and services directly to customers through electronic, interactive communication channels (Goi, 2015). Nancy (2001) describes electronic banking as the provision of banking services to customers through internet technology 
	According to Khan (2017), internet banking includes the system that enables financial institution customers, individuals or businesses, access accounts, transact business, or obtain information on financial products and services on public or private network including Internet. Kim (2016) is of view that e- banking is the act of conducting financial intermediation on the Internet. It is that process whereby the customer is able to access, control and use his/her account over the Internet. Since the mid-1990s, there has been a fundamental shift in banking delivery channels toward using self-service channels such as electronic banking, mainly the use of automated teller machines (ATMs) and internet banking. Pikkarainen (2014) defined internet banking as an internet portal, through which customers can use different kinds of banking services ranging from bill payment to making investments". With the exception of cash withdrawals, internet banking gives customers access to almost any type of banking transaction at the click of a mouse. Analysing the customer side, Birch and Young (2017) showed that customers seek convenience, transactional efficiency, a choice of core banking products, and access to competitive returns and prices. On the other hand, Wright (2012) mentioned that internet-banking has lifted the bank network as an entry barrier to the retail banking while introducing price transparency as customers can now easily compare prices online. Prices transparency also brings faster commoditization of basic services and products. Wright also suggested that traditional retail banking have developed to new strategies to compete with internet-only banks. Internet-only banks are pure-plays with no physical „bricks and mortar‟ branches. However, they lack services like cash management services and accordingly they are unexpected to dominate the retail banking sector in the long term.
	With the growing complexities in the e-commerce transactions, different electronic banking systems have appeared in the last few years. At least dozens of electronic banking systems proposed or already in practice are found (Murthy, 2012). The grouping can be made on the basis of what information is being transferred online. Murthy (2012) explained six types of electronic banking systems: (1) PC-Banking (2) Credit Cards (3) Electronic Cheques (i-cheques) (4) Micro payment (5) Smart Cards and (6) E-Cash. Kalakota and Whinston (2016) identified three types of electronic banking systems: (1) Digital Token based electronic banking systems, (2) Smart Card based electronic banking system and (3) Credit based electronic banking systems. Dennis (2011) classified electronic banking system into two categories: (1) Electronic Cash and (2) Electronic Debit-Credit Card Systems. Thus, electronic banking system can be broadly divided into four general types (Anderson, 2018); online credit card payment system, electronic cheque system, electronic cash system and smart card based electronic banking system.
	Concept of online credit card payment system 
Online credit card payment system is a payment card issued to users (cardholders) to enable the cardholder to pay a merchant for goods and services based on the cardholder's promise to the card issuer to pay them for the amounts plus the other agreed charges. The card issuer (usually a bank) creates a revolving account and grants a line of credit to the cardholder, from which the cardholder can borrow money for payment to a merchant or as a cash advance (Birch and Young, 2017). A credit card is different from a charge card, which requires the balance to be repaid in full each month. In contrast, credit cards allow the consumers to build a continuing balance of debt, subject to interest being charged. A credit card also differs from a cash card, which can be used like currency by the owner of the card. A credit card differs from a charge card also in that a credit card typically involves a third-party entity that pays the seller and is reimbursed by the buyer, whereas a charge card simply defers payment by the buyer until a later date.
	It seeks to extend the functionality of existing credit cards for use as online shopping payment tools. This payment system has been widely accepted by consumers and merchants throughout the world, and by far the most popular methods of payments especially in the retail markets (Laudon and Traver, 2012). This form of payment system has several advantages, which were never available through the traditional modes of payment. Some of the most important are: privacy, integrity, compatibility, good transaction efficiency, acceptability, convenience, mobility, low financial risk and anonymity. Added to all these, to avoid the complexity associated with the digital cash or electronic-cheques, consumers and vendors are also looking at credit card payments on the internet as one of possible time-tested alternative. But, this payment system has raised several problems before the consumers and merchants. Online credit card payment seeks to address several limitations of online credit card payments for merchant including lack of authentication, repudiation of charges and credit card frauds. It also seeks to address consumer fears about using credit card such as having to reveal credit information at multiple sites and repeatedly having to communicate sensitive information over the internet. Basic process of online credit card payment system is very simple. If consumers want to purchase a product or service, they simply send their credit card details
Concept of electronic cash payment system
Electronic cash (e-cash) is a new concept in online payment system because it combines computerized convenience with security and privacy that improve on paper cash. Its versatility opens up a host of new markets and applications. E-cash is an electronic or digital form of value storage and value exchange that have limited convertibility into other forms of value and require intermediaries to convert. E-cash presents some characteristics like monetary value, storability and irretrievability, interoperability and security. All these characteristics make it more attractive payment system over the Internet
Added to these, this payment system offers numerous advantages like authority, privacy, good acceptability, low transactions cost, convenience and good anonymity. But, this system of payment also has many limitations like poor mobility, poor transaction efficiency and high financial risk, as people are solely responsible for the lost or stolen. Gary and Perry (2012), just like real world currency counterpart, electronic cash is susceptible to forgery. It is possible, though increasingly difficult, to create and spend forged e-cash.
E-cash structure:e-cash structure could be identified as a string of bits that represents certain values such as reference number and digital signature, which could be used for the security purpose to prevent forgery and criminal use (Wright, 2012). But, the structure proposed by Wright (2012) needs some extension to make ecash more secure. Therefore, the present model adds a digital watermark to e-cash structure to protect it from the illegal copy and forgery activities further, the model modified the structure of the reference number to support tractability. The proposed e-cash structure is comparatively better than suggested by Wright (2012), because security issue is given importance of top most priority in the present model. But, still there are certain concerns to be addressed for an electronic cash system. For example, who has the right to issue electronic cash? Can every bank issue its own money? If so how do you prevent fraud? And who will monitor the banking operations to protect consumers? Many of these concepts relate to the legal and banking regulatory aspects. However, all these issues are beyond the scope of the study and therefore, cannot be included here. But, these issues must be addressed before establishing a complete e-cash based payment system
Concept of customer satisfaction
Customer satisfaction is defined as a collection of outcome of perception, evaluation and psychological reactions to the consumption experience with a product/service (Wright and Ralson (2012). In other words, Wright and Ralsonfurther define customer satisfaction as a result of a cognitive and affective evaluation where some comparison standard is compared to the actually perceived performance. Customer‟s satisfaction holds the potential for increasing an organization‟s customer base, increase the use of more volatile customer mix and increase the firm‟s reputation (Alabar, 2012)
According to Ikechukwu (2010), consumer satisfaction is a term frequently used in marketing is a measure of how products and services supplied by a company meet or surpasses customer expectation. He added that customer satisfaction is the number of customers, or percentage of total customers, whose reported experience with a firm, its products, or its services (ratings) exceeds specified satisfaction goals. Satisfaction is a judgment that follows a consumption experience - it is the consumer‟s judgment that a product provided (or is providing) a pleasurable level of consumption-related fulfilment (Nwaze, 2025)
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 labelled positively 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.
Consumer satisfaction is seen as a key performance indicator within business and is often part of a Balanced Scorecard. In a competitive marketplace where businesses compete for customers, customer satisfaction is seen as a key differentiator and increasingly has become a key element of business strategy within organizations; customer satisfaction ratings can have powerful effects. They focus on employees and the importance of fulfilling customers‟ expectations. Furthermore, when these ratings dip, these problems can affect sales and profitability. When a brand has loyal customers, it gains positive word-of-mouth marketing, which is both free and highly effective.
In researching satisfaction, firms generally ask customers whether their product or service has met or exceeded expectations. Thus, expectations are a key factor behind satisfaction. When consumers have high expectations and the reality falls they will be disappointed and will likely rate their experience as less than satisfying. Conventional managerial wisdom holds that attending to customer satisfaction, value, and loyalty makes good business sense for at least two reasons:
· Satisfied customers are likely to continue to buy from and/or continue to do business with a company, while dissatisfied customers are likely to take their business elsewhere.
· Satisfied customers tell others about their positive experiences, while dissatisfied customers tell even more people about their negative experiences.
Today‟s most successful companies are raising expectations and delivering performance to match, these companies embrace total customer satisfaction. They track their customers‟ expectations, perceived company‟s performance and customer satisfaction. A company can always increase customer satisfaction by lowering its price or increasing its services but this may result in lower profits. Thus, the purpose of marketing is to generate customer value profitability and this requires a very delicate balance. The marketer must continue to generate more customer value and satisfaction but not “give away the house.
Benefits of electronic banking to banks
Indeed, the use of the internet as a new alternative channel for the distribution of financial services has become a competitive necessity instead of just a way to achieve competitive advantage with the advent of globalization and fiercer competition. Ojokuku and Sajuyigbe (2012) state that electronic banking facilitates the customers‟ access to their accounts and executing transactions electronically in an easier way through visiting the bank websites at any given time. In utilizing this facility, individuals and companies are saving a lot of their time and money. Sharma and Diwan (2010) also agrees that electronic services contribute in reducing costs, increasing profits, activating bank‟s management, increasing bank‟s effectiveness and its competitive degree. This reflects the direct relation between increasing client‟s needs to reduce time, costs and between electronic banking services.
Gbadeyan and Akinyosoye (2011) believe that the use of e–banking has brought many benefits amongst which include: there are no barrier limitations; it is convenient; services are offered at minimal cost; it has transformed traditional practices in banking; the only way to stay connected to the customers at any place and any time is through internet applications; it results in high performance in the banking industry through faster delivery of information from the customer and service provider; customers prefer the use of e–banking because it saves time; it makes possible the use of innovative product or service at a low transaction fees and it encourages queue management which is one of the important dimensions of e–banking service quality. Amor (2009) also agrees that with the online services, customers can facilitate themselves by a number of ways: they can view their account details, review their account histories, payment and transfer funds, order and re-order cheques, pay utility bills, get loans by filling the loan application form online, activate or replace credit cards and get in touch with the customer care department.
Gbadeyan and Akinyosoye (2011) explained on multiple benefits to customers by e-banking services:
· The main benefit from the bank customers‟ point of view is significant saving of time by the automation of banking services processing and introduction of an easy maintenance tools for managing customer‟s money. 
· Reduced costs in accessing and using the banking services. 
· Increased comfort and timesaving - transactions can be made 24 hours a day, without requiring the physical interaction with the bank.
·  Quick and continuous access to information: Corporations will have easier access to information as, they can check on multiple accounts at the click of a button.
·  Better cash management: E-banking facilities speed up cash cycle and increase efficiency of business processes as large variety of cash management instruments is available on internet sites.
· Speed: The response of the medium is very fast; therefore, customers can actually wait till the last minute before concluding a fund transfer.
·  Funds management: Customers can download their history of different accounts and do a what-if analysis on their own personal computer before affecting any transaction on the web. This will lead to better funds management.
The influence of e-banking on customer satisfaction in GT Bank Plc.
According to Saha and Zhao (2015), customer satisfaction is defined as a collection of outcome of perception, evaluation and psychological reactions to the consumption experience with a product/service. In other words, Saha and Zhao further define customer satisfaction as a result of a cognitive and affective evaluation where some comparison standard is compared to the actually perceived performance. Customer‟s satisfaction holds the potential for increasing an organization‟s customer base, increase the use of more volatile customer mix and increase the firm‟s reputation (Alabar, 2012). Consequently, obtaining competitive advantage is secured through intelligent identification and satisfaction of customer’s needs better and sooner than competitors and sustenance of customer’s satisfaction through better products/services. Technology is then essential in providing faster and more efficient services to customers. Technology acquisition must be based on actual needs and the proven ability to deliver customer – friendly solutions (Alabar, 2012).
Howcroft, Hamilton, and Hewer (2012) agree that e-banking services have significant effect on customer satisfaction. Diwanand Singh (2010) argues that the online banking extends the relationship with the customers through providing financial services right into the home or office of customers. Ovia (2012) finds that electronic banking usage has a considerable effect on customer satisfaction among the electronic banking users, while it has a negative impact on non-users. It was concluded that customer care and customer retention should be taken into consideration, because the convenient, easy and fast banking services is associated with the human and technology based delivery processes so that they are linked with the customers' perceptions of how these bank services are delivered to them. Chakrabartiand Kardile (2012) who contend that higher levels of website usability might lead to higher levels of consumer's affective commitment to the website as well a direct, positive and significant relationship between satisfaction in previous interactions and the consumer's commitment to a financial services website.
2.2	THEORETICAL FRAMEWORK
This study adopted innovation diffusion theory developed by Roger in 1983. This theory explains individuals‟ intention to adopt a technology as a modality to perform a traditional activity. The critical factors that determine the adoption of an innovation at the general level are the following thus the assumptions: relative advantage, compatibility, complexity, trialability and observability. It is concerned with the manner in which a new technological idea, artifact or technique, or a new use of an old one, migrates from creation to use (Kim, 2016).
According to innovation diffusion theory, technological innovation is communicated through particular channels, over time, among the members of a social system. The stages through which a technological innovation passes are: knowledge (exposure to its existence, and understanding of its functions); persuasion (the forming of a favourable attitude to it); decision (commitment to its adoption); implementation (putting it to use); and confirmation (reinforcement based on positive outcomes from it)
The important assumptions of the theory include: i) Relative advantage (the degree to which it is perceived to be better than what it supersedes);
i. Compatibility (consistency with existing values, past experiences and needs); complexity (difficulty of understanding and use);
ii. Trialability (the degree to which it can be experimented with on a limited basis); observability (the visibility of its results). Different adopter categories are identified as: innovators (venturesome); early adopters (respectable); early majority (deliberate); 
iii. Late majority (sceptical); Earlier adopting individuals tend not to be different in age, but to have more years of education, higher social status and upward social mobility, be in larger organizations, have greater empathy, less dogmatism, a greater ability to deal with abstractions, greater rationality, greater intelligence, a greater ability to cope with uncertainty and risk, higher aspirations, more contact with other people, greater exposure to both mass media and interpersonal communications channels and engage in more active information seeking (Kim, 2016).
Important roles in the innovation process include: opinion leaders (who have relatively frequent informal influence over the behaviour of others); change agents (who positively influence innovation decisions, by mediating between the change agency and the relevant social system); change aides (who complement the change agent, by having more intensive contact with clients, and who have less competence credibility but more correctly or trustworthiness credibility). The change agent functions are: to develop a need for change on the part of the client; to establish an information-exchange relationship; to diagnose the client problems; to create intent to change in the client; to translate this intent into action; to stabilize adoption and prevent discontinuance; and to shift the client from reliance on the change agent to self-reliance (Dennis, 2011). The relevance of the theory to the study is that it stresses that technological innovation which is communicated through particular channels (internet, ATM, POS), over time has ensure the efficiency and effectiveness in the banking sector, thus improve the performance of banks in Nigeria.
2.3	EMPIRICAL REVIEW
Fenugaand Kolade (2010) investigated the effect of electronic payment on customer service delivery, as brought about by problem of satisfying customers need in Nigerian banks. The study was conducted on four commercial banks (United Bank for Africa, First bank, Zenith bank and Intercontinental bank) in Nigeria. The survey design was used for the study, which focused on the population of the four selected commercial banks in Nigeria. One hundred respondents were stratified proportionately amongst customers of the selected banks with the aid of questionnaire randomly administered. Chi-square and regression analysis were employed in testing whether there is significant relationship between the level of automation banking services and improvement in delivery of services to their numerous customers in Nigeria. The study concludes that electronic payment has significant impact on the services render by the banking industry in Nigeria thereby improves customer service delivery, better management efficiency, increased profit, customer satisfaction and sustainability in Nigeria. Akpan, (2016) investigated on the influence of ATM service quality on customer satisfaction in the banking sector of Nigeria. The study adopted survey research in which questionnaires were administered on customers of four banks randomly selected for the study (First Bank of Nigeria Plc., United Bank for Africa Plc., Guarantee Trust Bank Plc. and Skye Bank Plc.) at the ATMs terminals of the Banks during transactions. Multiple Regression Analysis, Descriptive Statistics of the Mean, Standard Deviation, Tables and Charts were the main tools of data analysis. Findings revealed that the higher the ATM service quality, the higher the level of satisfaction it provides. The study then concluded that ATM service quality determines customer satisfaction. The study recommended that banks should improve on their service quality for them to remain relevant in the face of global competition.
Simon and Senaji (2016) investigated on effect of electronic banking on customer satisfaction in selected commercial banks, Kenya. The general aim of the study was to determine the effect of electronic banking and customer satisfaction among first tier bank in Nairobi Town. The study was hinged on diffusion innovation theory and contrast theory. The study adopted a descriptive survey research design. The target population was 262511 customers drawn from 5 first tier banks within Nairobi CBD. Stratified sampling technique was used to select a sample size 225 respondents. Primary data was collected using structured questionnaires addressed to the participants. The study conducted a regression analysis to establish the relationship between the study variables. From the findings, the study concluded that flexibility of internet banking influence customer satisfaction to a great extent. The study further concluded that usefulness of internet banking and friendliness of internet banking has relatively low effect on customer satisfaction. The study recommended that Management of banking institutions should enhance application of mobile banking to increase satisfaction of their customers. Mobile service providers in conjunction with banks should develop more friendly and easy to use and efficient applications for bank customers.
Onobrakpeyaand Mac-Attama (2017) investigated on improving customer satisfaction through digital marketing in the Nigerian deposit money banks. The objective of the study was to ascertain the effect of digital marketing on customer satisfaction in the Nigerian deposits money banks. The study made use of a sample of 214 employees from some selected banks in Warri Metropolis in Delta State, Nigeria. Cross sectional survey research design method was adopted, and the statistical techniques used comprised of simple percentage, correlation and multiple regression analysis. Findings showed that e-mail marketing have the highest significant positive effect on customer satisfaction in the Nigerian deposit money banks. The implication is that customers appreciate regular communication via e-mail because it brings value and satisfaction to them. The study concluded that companies whose website have quality contents are ranked higher in search engine results and are better positioned in achieving superior performance by way of customer satisfaction. The study recommended that a strategy should be put in place to integrate mobile marketing with other digital marketing media during its implementation because it is difficult to separate customers from their mobile devices and gadget.
Amin, Onyeukwuand Osuagwu (2018) investigated on E – banking, service quality and customer satisfaction in selected Nigerian banks. This study examined the relationship between the quality of service and customer satisfaction in the e-banking era. A sample of 398 respondents was selected, out of the total number of 66,895 customer population. Structured questionnaires and interview were used in collecting the data. Descriptive statistics was adopted in analyzing the data from the respondents. The results revealed that there is a significant relationship between quality of service and customer satisfaction. The study concluded that Ebanking has a positive impact on the quality of service in the Nigerian banking sector, but not on customer satisfaction. The study recommended that staff training and development should be enhanced in the banking industry in order to render quality and timely services to their customers.


CHAPTER THREE
METHODOLOGY
3.1 INTRODUCTION
	The data adopted for this study are primary and secondary nature. The first part of this data is obtained from the staff of GT bank plc. and their questionnaires were structure in a way that the question will generate – responses that are directly related to the research topic. The second questionnaires were designed for GT bank plc customers, specifically for ATM users 
3.2 	SOURCE OF DATA COLLECTION
In view of the general behavior of the public and particularly, the skepticism of bank official towards conducting research of this nature, towards conducting research of this nature, the source of data for this research is mainly in GT bank plc.  Taiwo Ilorin data collection was to be restored, to limitation of finding due to banks protocol.
3.3	POPULATION OF THE STUDY 
The case study focused on senior staff of GT bank plc. This was based on the assumption that, this group of employees within the administrative set up were the fulcrum around which all administrative activities in the Bank revolves. They assume the roles of heads of department and supervisors in the absence of substantive heads of departments and supervisors in the administration of the Bank, implementing the policies of management and ensuring that work in the Bank progresses smoothly. The total population of the senior staff in GT bank plc is about fifty (35). Therefore, the purposive sampling would eliminate from the population those who do not matter in the research.  
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES
A non-probability sampling method was used. A non-probability sample is one in which chance selection procedures are not used and the probability of selection is not known. In this type of sampling, there is no way of estimating the probability that each element has the same probability of being included in the sample and no assurance that every element has the same chance of being included. Thus, the researcher used non-probability method on the grounds of convenience and economy geared towards obtaining ideas, good insights and critical appraisals of the study. Under this non-probability sample, purposive sampling where the researcher uses his own judgment about which respondents to choose, and picks only those who best meet the purpose of the study was adopted. The sampling unit is the basic unit containing the elements of the population to be sampled which are the staffs of GT bank plc. The sample size of 35 staff was considered and adopted for the study
3.5	METHOD OF DATA COLLECTION
This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire, interview and personal observation. Formulated questions relevant to the subject matter were used and printed with instruction to guide the respondent and enable them express their opinion. The personal observation was made by the researcher as she listened to the respondent thereby drawings conclusion
3.6	INSTRUMENTS FOR DATA COLLECTION
The research made use of the following instrument in obtaining the needed information
· Questionnaire
· Personal interview
· Surveys
· Library research
Through the help of these instruments, it was possible for research to get the necessary information from the respondents.
PRIMARY SOURCES
	Primary data are original or first nature. The advantage of this types of data is that the exact information wanted and obtained the primary sources of data were obtained from oral interview with top management staff questionnaires were also drafted and administered to enable the research obtain wide range of information which were not possible using oral interview due to lack of time and opportunity.
	SECONDARY SOURCES
	The secondary sources of data involve information gotten from already conducted research work that related to the study. This include textbooks, journals magazines, internet language to avoid ambiguity in understanding of the questions, the reliability of the instrument is based on the accounting theorist. 
3.7	METHOD OF DATA ANALYSIS
	The method of data analysis employs in this study helps to determine the degree of response to the question asked in the questionnaires in data analysis, descriptive statistics is employed this will help and deal with tabulating, depicting, and describing analysis collection of data in a meaningful way. The descriptive analysis used will help in the tabulating and analyzing the gathering data
3.8	HISTORICAL BACKGROUND OF THE CASE STUDY
Guaranty Trust Bank plc was incorporated as a limited liability company licensed to provide commercial and other banking services to the Nigerian public in 1990. The Bank commenced operations in February 1991, and has since then grown to become one of the most respected and service focused banks in Nigeria.
In September 1996, Guaranty Trust Bank plc became a publicly quoted company and won the Nigerian Stock Exchange President's Merit award that same year and subsequently in the years 2000, 2003, 2005, 2006, 2007, 2008 and 2009. In February 2002, the Bank was granted a universal banking license and later appointed a settlement bank by the Central Bank of Nigeria (CBN) in 2003.
Guaranty Trust Bank undertook its second share offering in 2004 and successfully raised over N11 billion from Nigerian Investors to expand its operations and favourably compete with other global financial institutions. This development ensured the Bank was satisfactorily poised to meet the N25 billion minimum capital base for banks introduced by the Central Bank of Nigeria in 2005, as part of the regulating body's efforts to sanitize and strengthen Nigerian banks.
Post-consolidation, Guaranty Trust Bank plc made a strategic decision to actively pursue retail banking. A major rebranding exercise followed in June 2005, which saw the Bank emerge with improved service offerings, an aggressive expansion strategy and its vibrant orange identity.
In 2007, the Bank entered the history books as the first Nigerian financial Institution to undertake a US$350 million regulation S Eurobond issue and a US$750 million Global Depositary Receipts (GDR) Offer. The listing of the GDRs on the London Stock Exchange in July that year made the Bank the first Nigerian Company and African Bank to be listed on the main market of the London Stock Exchange.
In December 2009, Guaranty Trust Bank plc successfully completed an offering of ₦13.165 Billion Fixed Rate Senior Unsecured Non-Convertible Bonds Due 2014 (Series I), being first tranche under the Bank’s ₦200 Billion Debt Issuance Programme.
In May 2011, the Bank successfully launched a US$500 million bond - the first non-sovereign benchmark bond offering from sub-Saharan Africa (outside South Africa), to the international community. The highly successful offering which matures in 2016, went further to show the international finance communities believe in the GTB brand.
In 2013, the Bank issued a USD 400,000,000 Euro bond at a coupon rate of 6%; the least obtained by a Nigerian company in the international capital market. The Eurobond was issued under the USD 2,000,000 Global Medium Term Note Programme, which is registered under both Regulation in the United State of America and Rule 144A in the United Kingdom and sold to investors across Africa, America, Asia and Europe.


CHAPTER FOUR
4.0	DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 DATA PRESENTATION, ANALYSIS AND INTERPRETATION
This section deals with analysis of data selected during the research survey, the data was analyzed and presented based on the research question where grouped together according to their relevance of the reach question from which they are drawn. The preference of response on each major item was concerted to simple percentages from these interpretation of the data was made the research question where tasted in the high of the response of the questionnaire passed to the respondents.
A total thirty (35) questionnaires were distributed to staff of GT bank plc. Ilorin all the questionnaire were filled and returned.
The analysis employed in simple percentage as the researcher attempts, to bring together all related response as basic of final decision.
FINDINGS 
A total number of fifty (35) employees were selected to provide answers to the structured questionnaire.  
TABLE 1 – Distribution of Respondents according to their gender
	Respondents
	Frequency
	Percentage (%)

	Male
	15
	42.86

	Female
	20
	57.14

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
The above table shows that 42.86% of the respondent was male while 57.14% were female.



TABLE 2 – Distribution of Respondents according to their Age
	Respondents
	Frequency
	Percentage (%)

	Under 20 years
	3
	8.57

	Between 21 years
	25
	71.43

	Between 31 – 40 years
	4
	11.43

	41 years and above
	3
	8.57

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
From the above table, the highest number of respondents was people between 21 – 30 years which constitutes 71.43% of the total respondents, followed by those between 31 – 40 years with 11.43% while under 20 years and 41 years and above both age grouped accounted for 8.57% each of the total sample population.
TABLE 3 – Distribution of Respondents according to level of Education
	Respondents
	Frequency
	Percentage (%)

	SSCE/OND
	5
	14.3

	HND
	9
	25.7

	B.Sc
	14
	40

	M.Sc/M.Ba/Ph.D
	7
	20

	Others
	0
	0

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
From the table 4.3 above, the highest of respondents were people with B.Sc degree which constitute 40.0% followed by those with HND given as 25.7% while SSCE/OND constitute 14.3% and M.Sc/M.Ba/Ph.D accounted for 20.0% of the sample respondents
TABLE 4 – Distribution of Respondents according to Occupation
	Respondents
	Frequency
	Percentage (%)

	Bank Staff
	16
	45.7

	Self Employed
	15
	42.9

	Civil/Public Servant
	2
	5.7

	Others
	2
	5.7

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
The table 4.4 above shows the distribution of respondents based on their occupation. The result shows the bank staff respondents most prominent in survey (45.7%). Those who are self-employed constitute 42.9% while Civil/Public Servant and others form of occupation that is not explicitly categorized in the study account for 5.7% each.
SECTION B
THREAT TO ELECTRONIC BANKING
The respondents were asked of the threat involved in electronic Payment and their responses were presented below.
Table 5: Threat to Electronic Banking
	Respondents
	Frequency
	Percentage (%)

	Adequate security
	0
	0

	Legal threat
	0
	0

	ATM Fraud
	0
	0

	Poor Communication
	0
	0

	All of the above 
	35
	100

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
Table 4.5 shows that all 35 respondents (100%) were of the agreed opinion that the bank has more emphasis in all the electronic banking threat to determine its effectiveness.
Table 6: Threat Assessment
	Respondents
	Frequency
	Percentage (%)

	To a high extent
	0
	0

	To a moderate
	27
	77.1

	To a lower extent
	6
	17.1

	No respond
	2
	5.7

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
On the assessment of the Skye Bank Plc, electronic banking system, 27 or 77.1% and 2 or 5.7 shows no response and more respondent with optioned of high. Therefore, based on the data collected, it shows that the bank have low incidence of threat in electronic banking system.
Table 7: SKYE Bank Electronic Payment System
	Respondents
	Frequency
	Percentage (%)

	Excellent
	5
	14.3

	Very good
	27
	77.1

	Good
	3
	8.5

	Fair
	0
	0

	Poor	
	0
	0

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
Table 7 shows that 14.3% respondents were of the agreed opinion that the bank electronic banking is excellent, 77.1 says very good, 8.5 says good while none of the respondents choose either fair and poor.
Table 8: Electronic Banking System makes banking transactions easier.
	Respondents
	Frequency
	Percentage (%)

	Strongly Agree
	11
	31.45

	Agree
	12
	62.9

	Strongly Disagree
	0
	0

	Disagree
	0
	0

	Undecided
	2
	5.7

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
Table 8 shows that 62.9% of respondents were of the agree opinion that electronic payment system has make banking transactions more easier, 11 or 31.45% strongly agree while 2 or 5.7% were undecided and none of the respondents is either disagree or strongly disagree opinion. From the data, it indicates that the banking transaction has been made easier with the introduction of Electronic banking




Table 9   IMPROVEMENT OF CUSTOMER SATISFACTION
	Alternative
	Frequency
	Percentage (%)

	Strongly Agreed
	13
	37.01

	Agreed
	21
	60.0

	Undecided
	1
	2.9

	Disagreed
	0
	0

	Undecided
	0
	0

	Total
	35
	100


Source: Researcher’s Questionnaire, 2025
Table 9 shows that 21 or 60% of the respondents were of agreed opinion that electronic banking have improve customers satisfaction, 13 or 37.1% strongly agreed while 1 or 2.9% undecided and none respondents on the opinion of disagree or strongly disagree. Therefore, agree opinion having higher percentages shows that electronic payment has really improved customer satisfaction












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
 5.1	 SUMMARY OF FINDINGS 
	From the analysis done in this chapter. We can draw out conclusion on the hypothesis tested that customer are very much delighted with the introduction of e-banking into the Nigeria banking industry. 
From the questionnaire administrated, all the bank 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 e-banking product is more encouraging, more than 80% of respondent are fully, satisfied with the e-banking products and services they enjoy from their banks and they look forward for the introduction of more convenient product and also, the responses on the questionnaire show that the introduction of e-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, e-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 payment 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 for profit and more transactions are conducted electronically.
The challenges for banks is to offer a payment back – bone 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. There fore 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	RECOMMENDATION
	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 e-banking is yet 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 payment 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 payment 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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