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Abstract

This study examines customers’ perception of e-banking in Nigeria. Survey research design was
employed in the study. Data were collected using structured Likert-scale questionnaire
administered to 300 purposively selected banks’ customers in Lagos. Descriptive statistic was
used in analyzing the data. The analysis revealed that customers patronize the various e-banking
channels introduced by banks in Nigeria. Among the electronic delivery channels, ATMs ranked
the topmost followed by telephone banking. The introduction of electronic banking has led to
reduction in time spent on bank transactions; and also enhanced timely response to customers’
enquiry about their bank accounts’ status. However, the introduction of the e-banking channels is
associated with increased bank charges on customers’ accounts. The major recommendation is
for banks’ management to charge moderate fees on services rendered to their customers. This
will enhance customers’ loyalty which is fundamental in ensuring profitability and corporate

sustainability.
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Introduction

Hasan, Baten, Kamil and Parveen (2010) observed that since the beginning of the last century,
the world of business has seen dramatically developments in the areas of use of information
technology and communication. These developments have contributed to the transformation in
the performance of various economic sectors, including banking. Financial services industry has
been affected by such transformation, which led to the emergence of modern concepts such as: e-
finance, e-money and e-banking (Mohammad, 2010). In Nigeria, the recent plan by the Central
Bank of Nigeria (CBN) to introduce cashless policy throughout the country has brought to the

fore the significance of electronic banking to the Nigerian economy.

Statement of problem

The last decade of the 20th century was a credible witness to the crucial implication of
information technology in business and finance as traditional paper-based transactions were
surrogated by electronic network transactions which include primarily internet-based electronic
stock exchange, electronic banking (e-banking), e-cash services and smart cards (Azouzi, 2009).
Specifically, automated teller machines (ATM) substitute cashier tellers, the internet surrogates
mail, electronic cash and smart cards replace traditional bank operations, the bank branch is
displaced by call centres (Herbst, 2001). For this reason, it seems worthy to note that the impact
of information technology has been significant in the banking and financial services industry as
observed by Bughin (2004). Although advancement in information technology is changing
drastically the way in which people live and particularly banks offer their products and services
(Ravi, Schrick and Parzinger, 2001), studies focusing on customers’ perception of electronic

banking in Nigeria remain scarce and therefore call for investigation.
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Research questions

Subsequent to the research problem stated above, the following research questions have been
raise in order to be able to investigate customers’ perceptions of electronic banking in Nigeria.

1. What is the degree of awareness of electronic banking in Nigeria?

2. What types of electronic delivery channels are available to banks’ customers in Nigeria?

3. How does electronic banking affect service delivery in Nigerian banks?

Objectives of the study

The following are the objectives of this study:

1. To determine the degree of awareness of electronic banking in Nigeria.

2. To ascertain the various types of electronic delivery channels which are available to banks’
customers in Nigeria.

3. To investigate how electronic banking affect service delivery in Nigerian banks.

Literature review

Globalization and information technology (IT) have taken the world by storm and this has posed
great challenges to the banking industry (Garuba, 2008). Information technology has changed not
just the business world but also the world we live in. Garuba and Aigbe (2010) report that the
wonders of modern technology have made it possible for bank customers to interact with an
electronic banking facility such as automated teller machine (ATM) rather than with a human

being for cash transactions. Electronic banking is one of the newest services offered by Nigerian

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Engineering & Scientific Research
http://www.ijmra.us



i ESRERR PSRRI SSN : 2347-6532

2014

banks to their customers (Komolafe, 2010). Electronic banking involves amongst others,

automated teller machine (ATM), point of sales (POS), and telephone banking among others.

Ahasanul, Ahmad and Abu (2009) compared several electronic distribution channels available
for banks in Malaysia and concluded that customer orientation towards convenience, service,
technological change, knowledge about computing and the internet; affect the usage of different
channels. Furthermore, Azouzi (2009) found that the most important factors encouraging
consumers to use electronic banking are lower fees followed by reducing paper work and human

error, which subsequently minimize disputes between the customer and the bank.

Bora (2009) conducted a study on internet banking in Turkey and observed that it was the
changing consumer attitudes rather than bank cost structures that determine the changes in
distribution channels; he added that virtual banks can only be profitable when the segment that
prefers electronic media is approximately twice the size of the segment preferring street banks.
Convenience of conducting banking outside the branch official opening hours has also been
found significant in cases of adoption of electronic banking. Banks provide customers
convenient, inexpensive access to the bank 24 hours a day and seven days a week. Salim (2008)
and Uppal (2010) pointed out that each ATM could carry out the same, essentially routine,
transactions as do human tellers in branch offices, but at half the cost and with a four-to-one

advantage in productivity.

A reduction in the percentage of customers visiting banks with an increase in alternative

channels of distribution will minimize the queues in the branches (Thornton and White, 2001). It
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has been observed by Jahangir and Begum (2008) that increased availability and accessibility of
more self-service distribution channels helps bank administration in reducing the expensive
branch network and its associate staff overheads. Bank employees and office space that are
released in this way may be used for some other profitable ventures (Sana, Mohammad, Hassan
& Momina (2011). This ultimately leads towards improved customer satisfaction and the

institution’s bottom line (Al-Smadi, 2011).

Methodology

The study employs the survey research design method in evaluating customers’ perception of e-
banking in Nigeria. Primary data were collected with the aid of structured questionnaire
administered to purposively selected bank customers in Nigeria. The questionnaires were
designed to ascertain customers’ perceptions on the effect of electronic delivery channels on the
banking services in Nigeria. The responses were measured with a five-point Likert-type rating
scale, where: Strongly Agree (SA) = 5; Agree (A) = 4; Neutral (N) = 3; Disagree (D) = 2; and

Strongly Disagree (SD) = 1.

Data Analysis

The analysis of the primary data collected, with the aid of structured questionnaire for the

purpose of this study is presented below.

Table 1: Do your bank use any electronic delivery system in its operations?

Responses Frequency %
Yes 275 97.52
No 7 2.48
Total 282 100

Source: Field Survey, 2012
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The results, as indicated in table 1 reveal that, 97.52% representing 275 out of a total of 282
respondents use one form of electronic banking medium or the other. This indicates that bank

customers to a large extent patronize technological innovations introduced by banks in Nigeria.

Table 2: What types of electronic delivery channels do you enjoy from your bank?

Electronic delivery channels Frequency %

Automated teller machines (ATMS) 268 95.04
Electronic fund transfer at point of sales (POS) | 97 34.40
Telephone banking 105 37.23
Internet banking 66 23.40

Source: Field Survey, 2012

Table 2 above shows the types of electronic delivery channels enjoyed by the respondents from
their banks. From the responses, it is clear that ATMs ranked as the most widely accepted and
highly used electronic delivery tool indicating 95.04% of the total respondents. This is followed
by telephone banking with a frequency of 105 representing 37.23% of the respondents.
Electronic funds transfer at Point of Sales and internet banking were ranked to be the least used
electronic delivery channel by bank customers. Since ATMs are the widely accepted and highly
utilized delivery channel, it is important at this point to ascertain the frequency of its usage

among bank customers. This is shown in table 3 below.

Table 3: How often do you use ATM facility per month?

No of usage per month Frequency %
1-5 times 17 6.03
6-10 times 80 28.37
11-15 times 147 52.13
16-20 times 25 8.87
Above 20 times 13 4.61
Total 282 100

Source: Field Survey, 2012
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Table 3 shows the results of the frequency of ATM usage among bank customers in Nigeria. The
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results show that customers frequently used the ATMs for bank transactions such as cash
transfers, checking account balance, cash withdrawals and printing mini statements. A total of 80
and 147, representing 52.13% and 28.37% of respondents respectively visit ATM points about
six to ten times and eleven to fifteen times respectively in a month. However, 6.03%, 8.87% and
4.61% of respondents pointed out that, they visit ATM points one to five times, sixteen to twenty

times and above twenty times respectively every month.

Table 4: How often do you visit your bank per month?

No of usage per month Frequency %
1-5 times 229 81.21
6-10 times 53 18.79
11-15 times - -
16-20 times - -
Above 20 times - -
Total 282 100

Source: Field Survey, 2012

The frequency of customers’ bank visits is shown in table 4. Out of the total of 282 respondents,
229 representing 81.21% mentioned that, they visit their banks one to five times every month.
The results indicate that banks’ customers in Nigeria still find it useful to visit their bank
branches every month to transact some banking business such as detailed bank statement
requests, loan application, foreign funds transfer, deposits and other transactions for which the

ATMs can not be used.

Table 5: Electronic banking makes enquiry about your bank accounts’ status faster.

Responses Frequency % Mean Score
Strongly Agree 211 74.82

Agree 67 23.76

Undecided/Neutral 2 0.71

Disagree 2 0.71

Strongly Disagree - -
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| Total | 282 | 100 | 4.73 |
Source: Field Survey, 2012

Table 5 shows the responses of customers to the statement “Electronic banking makes enquiry
about your bank accounts’ status faster”. The analysis revealed that out of a total of 282
responses, 98.58% agreed that electronic banking makes enquiry about their bank accounts’
status faster. Meanwhile 0.71% representing 2 respondents disagreed. A mean of 4.73 also
confirms that electronic banking makes enquiry about bank accounts’ status faster.

Table 6: Electronic banking reduces the time involved in bank transactions

Responses Frequency % Mean Score
Strongly Agree 197 69.86

Agree 66 23.40

Undecided/Neutral 5 1.77

Disagree 12 4.26

Strongly Disagree 2 0.71

Total 282 100 4.57

Source: Field Survey, 2012

In responding to the statement “electronic banking reduces the time involved in bank
transactions”, table 6 confirm that electronic banking reduces the time involved in bank
transactions. Out of 282 respondents, 263 representing 93.26% agreed that the time involved in
transacting business with their banks has been reduced significantly with e-banking. A total of 14
respondents representing 4.97% however disagreed with this view. A mean score of 4.57 further
confirms the perception of customers that e-banking reduces the time spent at the bank in order
to transact business.

Table 7: E-banking ensures efficient service delivery

Responses Frequency % Mean Score
Strongly Agree 88 31.21

Agree 172 60.99

Undecided/Neutral 10 3.55

Disagree 4 1.42

Strongly Disagree 8 2.84

Total 282 100 4.16
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Source: Field Survey, 2012

Table 7 above provides the responses of customers to the statement “E-banking ensures efficient
service delivery”. A total of 260 representing 92.2% of the customers who responded agreed that
e-banking ensures efficient service delivery. The number of respondents who however disagreed
was 12 representing only 4.26% of the respondents while 3.55% of the respondents held a
neutral view. A mean score of 4.16 shows that e-banking in Nigeria enables banks to deliver

efficient services to their customers.

Table 8: Quality of services have improved since the introduction of e-banking

Responses Frequency % Mean Score
Strongly Agree 71 25.18

Agree 189 67.02

Undecided/Neutral 13 4.61

Disagree 9 3.19

Strongly Disagree - -

Total 282 100 4.14

Source: Field Survey, 2012

Table 8 above revealed the responses to the statement “quality of services has improved since the
introduction of e-banking”, majority of the customers generally agreed with the statement. A
total of 260 signifying 92.2% of respondents agreed that e-banking improves the quality of bank
products and services whiles 9 (3.19%) of those who responded disagreed with this position. The
mean score of 4.14 confirmed that e-banking improves the quality of products and services

offered by banks.

Table 9: E-banking provides adequate responses to inquiries on products/services information

Responses Frequency % Mean Score
Strongly Agree 99 35.11

Agree 156 55.32

Undecided/Neutral 15 5.32

Disagree 9 3.19
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Strongly Disagree 3 1.06
Total 282 100 4.20
Source: Field Survey, 2012

Table 9 shows that out of a total of 282 respondents, 255 representing 90.43% of the respondents
agreed that e-banking provides adequate responses to their inquiries of products/services
information. Meanwhile 12 representing 4.25% of the respondents disagreed to the statement.
This fact is further reflected by the mean score of 4.20 which confirms that e-banking provides

adequate responses to customer’s inquiries.

Table 10: The introduction of e-banking has resulted in increasing bank charges

Responses Frequency % Mean Score
Strongly Agree 212 75.18

Agree 63 22.34

Undecided/Neutral 5 1.77

Disagree 2 0.71

Strongly Disagree - -

Total 282 100 4.72

Source: Field Survey, 2012

Table 10 above revealed the responses to the statement that “the introduction of e-banking has
resulted in increasing bank charges”. Even though 7 representing 2.48% of the respondents
disagreed with this assertion, 275 representing 97.52% of the respondents agreed that e-banking
has resulted in increased bank charges. This fact is further confirmed by the mean score of 4.72
which shows that bank charges have increased as a result of increased investments in IT

Innovations.

Conclusion
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This study examines customers’ perception of e-banking in Nigeria. Data were collected using
structured questionnaire administered to banks’ customers in Lagos. The analysis of the data
revealed that customers patronize electronic delivery channels introduced by the banks in
Nigeria, in which ATMs ranked the topmost. However, the introduction of the e-banking

channels is associated with increased bank charges on customers’ account.

Recommendations

Though banks need to charge their customers fees on the various services provided to them,
however, such charges should not be too much so as for the customers not to consider them as
exploitative. Moderate charges should be embraced by banks so as to enhance as much as
possible the retention of their customers which will affect the banks’ profitability and long term

sustainability.
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