
VOLUME NO. 3 (2013), ISSUE NO. 12 (DECEMBER)  ISSN 2231-4245 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 2980 Cities in 165 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 



VOLUME NO. 3 (2013), ISSUE NO. 12 (DECEMBER)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii 

 CONTENTS 
Sr. 
No. TITLE & NAME OF THE AUTHOR (S) Page 

No. 

1. PROFESSIONAL COMMITMENT IN HIGHER EDUCATION: AN EMPIRICAL STUDY 

H. SHAMINA & DR. VIJILA KENNEDY 

1 

2. STRESS MANAGEMENT IN RELATION TO SOCIO ECONOMIC STATUS OF SECONDARY SCHOOL STUDENTS 

DR. DEEPA. P & SUJA. P.V 

5 

3. PREDICTIVE ANALYTICS: A WAY TO PROACTIVE ACTIONS IN HUMAN RESOURCE MANAGEMENT  

VIKAS BANSAL 

7 

4. CAPITAL STRUCTURE AND ITS IMPACT ON PROFITABILITY: EVIDENCE FROM SRI LANKAN LISTED BANKS 

V. A. SUBRAMANIYAM & RAVIVATHANI THURAISINGAM 

10 

5. VALUE ADDITION IN FISHERY MARKETING, GAINS AND LOSSES ALONG THE SUPPLY CHAIN IN INDIA 

SHIFERAW MITIKU TEBEKA, EMMANUEL ZIVENGE, USHADEVI K.N & K. JESY THOMAS 

14 

6. A STUDY ON PRE-PURCHASE BEHAVIOR OF TWO WHEELER MOTORCYCLE USERS IN NELLORE DISTRICT, ANDHRA PRADESH, INDIA 

DR. D. V. RAMANA, DR. P. SUBBAIAH & P. V. L. NARASIMHA RAO 

17 

7. A FRAMEWORK OF AUDIT REPORT IN BANK AUDIT: STUDY ON LFAR, GHOSH & JILANI AND BASEL COMMITTEE REPORT 

DR. AKHIL MISHRA & NEHA JAISWAL 

25 

8. DEVELOPMENT OF SELF HELP GROUPS IN TAMIL NADU 

J. PAVITHRA & DR. M GANESAN 

30 

9. PROBLEMS OF PAIN AND PALLIATIVE CARE VOLUNTEERS IN KERALA 

DR. SANTHA S. 

38 

10. MICRO-FINANCE: A BOON TO THE SELF-HELP GROUP MEMBERS IN SIVAGANGAI DISTRICT, TAMIL NADU, INDIA 

CAPT. DR. JEYA KUMAR, KR. & DR. SREEDEVI.N 

44 

11. POLICY HOLDERS AWARENESS AND ADOPTION OF INFORMATION COMMUNICATION TECHNOLOGY OF LIFE INSURANCE CORPORATION 

OF INDIA 

S. RANI LAKSHMI & DR. P. SANTHI 

51 

12. HRM AND ETHICAL BEHAVIOUR: REVIEW AND CONCEPTUAL ANALYSIS 

DR. SUPRIYA CHOUDHARY 

56 

13. WOMEN ENTREPRENEURIAL OPPORTUNITIES IN FOOD INDUSTRY: A CASE OF CREMICA PRODUCTS 

VANIKA CHUGH & MANISH JHA 

60 

14. FACTORS INFLUENCING BRAND SWITCHING IN TELECOM INDUSTRY: WITH SPECIAL REFERENCE TO LUDHIANA CITY 

PREETI THAKUR, KARAN JOSHI & PRACHI KAPIL 

65 

15. ROLE OF FINANCIAL INSTITUTIONS IN DEVELOPMENT OF MSME AND AGRICULTURAL SECTOR IN INDIA: A VISION FOR YEAR 2020 

AMOGH TALAN & GAURAV TALAN 

73 

16. IMPACT OF MONETARY POLICY ON BSE BANK STOCKS 

MANISHA LUTHRA & SHIKHA MAHAJAN 

78 

17. MOBILISATION AND MANAGEMENT OF FINANCIAL RESOURCES BY URBAN LOCAL BODIES 

YASHODA 

80 

18. AN EMPIRICAL ANALYSIS OF FACTORS AFFECTING INTERNET BANKING IN PUNJAB STATE (INDIA) 

RITU SEHGAL 

83 

19. RUPEE DOWNFALL: A THEORETICAL OUTLOOK 

GEORGE PAILY & ARUN B CHANDRAN 

90 

20. A COMPARATIVE STUDY ON THE PERFORMANCE OF SELECTED MUTUAL FUND TAX SAVING SCHEMES: AN IMPLICATION OF SHARPE’S 

MEASURE 

RAJIB DEB 

95 

21. AN ANALYSIS OF CASE STUDY PROPRIETORSHIP AND SATURATION - CASE STUDY SOURCE FROM ‘DHRUVA INSTITUTE OF MANAGEMENT 

HYDERABAD INDIA’: INTERNATIONAL CASE STUDY COMPETITION, AUTHOR: DR.JAGADEESHA.M 

ESAYAS DEGAGO & TESFAYE HAILU 

103 

22. EXPLORING THE FACTORS LEADING TOWARDS STUDENT DEVELOPMENT: A STUDY OF UNIVERSITY STUDENTS OF PAKISTAN 

HINA AFFANDI, NAHEED RAZA & ANUM AFFANDI 

105 

23. CUSTOMERS’ PERCEPTION TOWARDS ONLINE ADVERTISEMENT AND ITS IMPACT ON PURCHASE BEHAVIOUR 

VIPIN KUMAR 

110 

24. LOK ADALAT IN JAMMU AND KASHMIR: AN EMPIRICAL ANALYSIS 

UNANZA GULZAR 

114 

25. DISCLOSING NONFINANCIAL INFORMATION LEADS TO THE SHAREHOLDERS’ WEALTH MAXIMIZATION: EVIDENCE FROM BANGLADESHI 

LISTED FINANCIAL COMPANIES 

SALEH MOHAMMED MASHEHDUL ISLAM 

117 

26. MAHATMA GANDHI: DEMOCRATIC LEADERSHIP AND HIS ECONOMIC VISION 

NEHA BOTHRA 

124 

27. ANALYSIS OF EMPLOYMENT DISCRIMINATION OF SCS AND STS IN NATIONAL RURAL EMPLOYMENT GUARANTEE SCHEME (NREGS) 

SIDDHARTH RATHORE 

128 

28. EUROPEAN UNION AS A GLOBAL SECURITY ACTOR 

H.S VENKATESHA 

134 

29. FINANCIAL INCLUSION: A STUDY OF CANARA BANK 

AMANJOT SINGH 

139 

30. THE POPULATION GROWTH AND ECONOMIC DEVELOPMENT 

SANGHARSHA BALIRAM SAWALE & NEHA RAKESH NAMDEO 

143 

 REQUEST FOR FEEDBACK & DISCLAIMER 146 



VOLUME NO. 3 (2013), ISSUE NO. 12 (DECEMBER)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii 

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 

(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

 Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 

CO-ORDINATOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 

ADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

 

EDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

 

CO-EDITOR 
DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SIKANDER KUMAR 
Chairman, Department of Economics, HimachalPradeshUniversity, Shimla, Himachal Pradesh 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, GuruGobindSinghI. P. University, Delhi 

PROF. RAJENDER GUPTA 
Convener, Board of Studies in Economics, University of Jammu, Jammu 



VOLUME NO. 3 (2013), ISSUE NO. 12 (DECEMBER)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv 

PROF. NAWAB ALI KHAN 
Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. S. P. TIWARI 
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad 

DR. ANIL CHANDHOK    
Professor, Faculty of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

DR. ASHOK KUMAR CHAUHAN 
Reader, Department of Economics, KurukshetraUniversity, Kurukshetra 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. VIVEK CHAWLA 
Associate Professor, Kurukshetra University, Kurukshetra 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. ABHAY BANSAL 

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PARVEEN KHURANA 
Associate Professor, MukandLalNationalCollege, Yamuna Nagar 

SHASHI KHURANA 

Associate Professor, S.M.S.KhalsaLubanaGirlsCollege, Barara, Ambala 

SUNIL KUMAR KARWASRA 
Principal, AakashCollege of Education, ChanderKalan, Tohana, Fatehabad 

DR. VIKAS CHOUDHARY 
Asst. Professor, N.I.T. (University), Kurukshetra 

 

TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 

 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 



VOLUME NO. 3 (2013), ISSUE NO. 12 (DECEMBER)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v 

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of 

Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; 

Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; 

Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting 

Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic 

Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial 

Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; 

Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public 

Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax 

Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; 

Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour Relations & Human Resource Management; 

Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office Administration/Management; Operations Research/Statistics; 

Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public 

Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic 

Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & 

Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database 

Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks; 

Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal 

Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF. 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 

 



VOLUME NO. 3 (2013), ISSUE NO. 12 (DECEMBER)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi 

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES &TABLES: These should be simple, crystal clear, centered, separately numbered & self explained, and titles must be above the table/figure. Sources 

of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES 

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed. 

WEBSITES 

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 3 (2013), ISSUE NO. 12 (DECEMBER)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

83 

AN EMPIRICAL ANALYSIS OF FACTORS AFFECTING INTERNET BANKING IN PUNJAB STATE (INDIA) 
 

RITU SEHGAL 

ASST. PROFESSOR 

DAV INSTITUTE OF ENGINEERING & TECHNOLOGY 

JALANDHAR 

 

ABSTRACT 
This study is an attempt to know the perception of banking customers towards Internet banking and to find out the factors which a customer selects to choose a 

bank for Internet banking. The data has been collected from 120 respondents of public sector banks and private sector banks in the State of Punjab. Among public 

sector banks, State Bank of India (SBI), Punjab National Bank (PNB), Canara bank and among private sector banks Industrial Credit and Investment Corporation of 

India (ICICI Bank), Housing Development Finance Corporate (HDFC) bank and Axis bank in the State of Punjab were taken for study. The data was collected in the 

month of January-February 2013. 12 factors named accessibility, easiness, simple to perform, flexibility, user-friendly, website accuracy, product portfolio, 

technical characteristics, cost effectiveness, efficiency, responsiveness & convenience and security & reliability were come out after applying factor analysis 

technique.  

 

KEYWORDS 
Accessibility, Reliability, Security. 

 

INTRODUCTION 
ow- a- days due to the Globalization and technological advancements, banks are bestowing many new and advanced facilities/services to their 

customers to fulfill their needs as per their expectations. The advanced way of providing services to the banking customers is electronic banking. The 

various services through electronic banking are Internet banking, Electronic Fund Transfer (EFT), Electronic Clearing Services (ECS), ATMs, National 

Electronic Fund Transfer (NEFT) system, card based payment systems and Indian financial Network (INFINET). Internet banking is the major focus of modern 

banking system which has resulted in increasing number of customers switching from traditional banking to such banking channel which can be used through 

Internet. Moles (2000) asserted that Internet banking may bring a drastic transformation in the way banks build and maintain close relationships with 

customers. Therefore, it is important for the banks to recognize the importance of improving Internet banking services so that existing customers can receive 

desired level of Internet services and newer customers can also be attracted towards that bank.  Various studies also found that the factors which are linked 

with the Internet banking services such as security, reliability, convenience, trust, wide range of services etc. also affect the Internet banking usage and 

customers’ perception.   

 

LITERATURE REVIEW 
A number of studies have been done to analyze the customers’ views and perception to find out the factors affecting Internet banking.  Parasuraman et al., 

(1985) developed the 22 items SERVQUAL instrument to measure the level of service quality by the discrepancy which exists between customers’ perceptions 

and expectations of the service received across the five dimensions. Awamleh and Fernandes  (2005) conducted a study to assess the extent of adoption and 

find out the factors that affect the satisfaction of Internet banking users. The results revealed that three factors named independence, convenience and security 

were more important for customer satisfaction. Malhotra and Singh (2007) in their article titled ‘Determinants of Internet Banking Adoption by Banks in India’ 

attempted to discover the factors affecting a bank’s decision to adopt Internet banking. The study revealed that the larger banks with younger age private 

ownership, higher expenses for assets, higher deposits and lower branch intensity evidenced a higher profitability of adoption of this new technology. It was also 

found that banks with lower market share also saw the Internet banking technology as a means to increase the market share by attracting more and more 

customers through this new channel delivery. Singhal and Padhmanabhan (2008) in their study explored the major factors responsible for Internet banking, 

based on respondents’ perception on various Internet applications. The major five independent set of factors associated with the internet banking features were 

extracted from the factor analysis, which were utility request, security, utility, ticket booking and fund transfer. Sakthivel (2008) found that ‘convenience’ is the 

most important factor for the customers to go for e-banking services. Liao et al., (2009) for their study collected data from 670 customers. In this study, the role 

of privacy concerns, trust and their antecedents had been examined and found to be very important. Devi and Malarvizhi (2010) in their study conducted a 

survey on 50 customers using e-banking services. The respondents were asked to express their opinion on the factors which influenced them in the usage of e-

banking services.   The respondents highly agreed that the most important factors which influenced them to adopt e-banking services were—convenient 

accessibility, followed by speed of use, easy availability and self-service. In this study, the factors extracted after factor analysis were consumer’s satisfaction, 

problems in e-banking, bank’s reliability, bank’s efficiency and accessibility. 

 

RESEARCH OBJECTIVES  
The objective of this study is to find out the factors which encourage customers for use of Internet banking services. This study has also been conducted to 

evaluate customers’ perceptions of Internet banking.  

 

RESEARCH METHODOLOGY 
Apposite with the objectives of the present study, the relevant data has been obtained from secondary as well as primary sources. The various secondary 

information sources used for the present research include various journals and magazines. The primary data was collected from 120 respondents of public sector 

banks and private sector banks. Out of which, 56 respondents were from public sector banks and 64 respondents from private sector banks. A well-structured 

questionnaire was prepared and distributed to the customers of State Bank of India (SBI), Punjab National Bank (PNB), Canara bank among public sector banks 

and Industrial Credit and Investment Corporation of India (ICICI Bank), Housing Development Finance Corporate (HDFC) bank and Axis bank among private sector 

banks in the State of Punjab. Convenience and judgment sampling techniques were adopted in the selection of the bank customers. Data was collected in the 

months of January-February 2013. For analyzing the data, percentages, five point Likert Scaling technique and factor analysis were applied. The data was 

analyzed using Statistical Package for the Social Sciences (SPSS). 
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DATA ANALYSIS AND INTERPRETATION 
The data collected through survey was analyzed for accomplishment of the stated objectives.  Table I depicts the factors that a customer selects to choose a 

bank for Internet banking facility.  

 

TABLE I: TABULAR PRESENTATION OF FACTORS THAT A CUSTOMER SELECTS TO CHOOSE A BANK FOR INTERNET BANKING FACILITY 

 

 

 

 

 

 

 

 

 

 

 

 

 

Ten significant factors from various studies have been taken in Table 1. It  reveals that in case of public sector banks the factor ‘customer base’ with highest 

weighted mean of 1.929 has been found to be the most important factor that a customer selects to choose a bank for using Internet banking facility. The second 

important factor that customer selects is ‘had traditional bank account with the same bank’ with weighted mean of 1.857 followed by the factor ‘trust on bank’ 

with weighted mean of 1.821, ‘reputation of bank’ with weighted mean 1.714, ‘home page presentation’ and ‘cost effectiveness’ with weighted mean of 1.536 

for both factors, ‘large size bank’ with weighted mean of 1.214, ‘’availability of wide range of services’ with weighted mean of 1.071, ‘preference towards a 

particular category of bank’ with weighted mean of .929 and ‘sufficient advertisement’ with weighted mean of .214. In case of private sector banks  it was found 

that the factor ‘had traditional bank account with the same bank ‘with highest weighted mean of 1.969 has been found to be the most important factor that a 

customer selects to choose a bank for using Internet banking facility. The second important factor that customer selects is ‘customer base’ with weighted mean 

of 1.906 followed by the factor ‘reputation of the bank’ with weighted mean of 1.875, ‘trust on bank’ with weighted mean of 1.625, ‘availability of wide range of 

services’ with weighted mean of 1.563, ‘cost effectiveness’ with weighted mean of 1.438, ‘large size bank’ with weighted mean of 1.344, ‘preference towards a 

particular category of bank’ with weighted mean of 1.281, ‘home page presentation’ with weighted mean of’ 1.188 and ‘sufficient advertisement’ with weighted 

mean of .219. 

 

FACTOR ANALYSIS 
Factor analysis has been applied to investigate the relationship among the variables which were supposed to determine or affect consumers’ perspectives on 

Internet banking services. 45 selected variables were framed in the final questionnaire which contains most of the statements in assertive form. These 

statements were evaluated on 5-point Likert scale by the respondents. Data collected through questionnaire provided inputs for factor analysis.  

For analysis, first of all Kaiser-Meyer-Olkin measure of sampling adequacy was calculated to test the sampling adequacy and it was 0.617. Table II shows the 

Kaiser-Meyer-Olkin measure of sampling adequacy.  It indicates that the sample is good enough for sampling. The overall significance of correlation matrix was 

tested with Bartlett test of sphericity (chi-square= 7276.744 and significant at 0.000).  This supports the validity of applying the factor analysis. 

 

TABLE II: KMO AND BARTLETT'S TEST 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.617 

Bartlett's Test of Sphericity Approx. Chi-Square 7276.744 

df 990.000 

Sig. 0.000 

Here, Principal component analysis was employed for extracting factors. The rotation method used was Varimax with Kaiser Normalization. In the present 

research the factor loadings greater than .45 (ignoring signs) has been considered to meet the level. Table III shows the variance of the variables and Table IV 

shows the Component matrix.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

S.No. Variables Public sector banks Private sector banks 

Sum Wt. Mean Sum Wt. Mean 

1 Large size bank 68 1.214 86 1.344 

2 Customer base 108 1.929 122 1.906 

3 Had traditional bank account with the same bank 104 1.857 126 1.969 

4 Trust on bank 102 1.821 104 1.625 

5 Reputation of the bank 96 1.714 120 1.875 

6 Home page presentation 86 1.536 76 1.188 

7 Availability of wide range of services 60 1.071 100 1.563 

8 Sufficient Advertisement 12 .214 14 .219 

9 Cost effectiveness 86 1.536 92 1.438 

10 Preference towards a particular category of bank 52 .929 82 1.281 
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TABLE III: TABLE SHOWING TOTAL VARIANCE EXPLAINED DURING FACTOR ANALYSIS (Total Variance Explained) 

  Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Component Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 

V-1 12.951 28.781 28.781 12.951 28.781 28.781 8.468 18.817 18.817 

V-2 4.320 9.599 38.380 4.320 9.599 38.380 7.256 16.125 34.942 

V-3 3.729 8.287 46.667 3.729 8.287 46.667 3.568 7.929 42.872 

V-4 3.340 7.422 54.089 3.340 7.422 54.089 3.127 6.948 49.820 

V-5 2.198 4.885 58.973 2.198 4.885 58.973 2.271 5.046 54.866 

V-6 1.902 4.226 63.199 1.902 4.226 63.199 2.099 4.665 59.531 

V-7 1.645 3.656 66.855 1.645 3.656 66.855 1.831 4.069 63.600 

V-8 1.393 3.096 69.951 1.393 3.096 69.951 1.777 3.948 67.548 

V-9 1.362 3.027 72.978 1.362 3.027 72.978 1.538 3.418 70.966 

V- 10 1.177 2.615 75.593 1.177 2.615 75.593 1.453 3.229 74.195 

V-11 1.103 2.452 78.044 1.103 2.452 78.044 1.393 3.096 77.291 

V-12 1.005 2.233 80.277 1.005 2.233 80.277 1.344 2.986 80.277 

V-13 0.924 2.053 82.330             

V-14 0.909 2.020 84.350             

V-15 0.820 1.821 86.172             

V-16 0.799 1.775 87.947             

V-17 0.716 1.592 89.539             

V-18 0.639 1.421 90.960             

V-19 0.565 1.255 92.215             

V-20 0.519 1.153 93.368             

V-21 0.435 0.967 94.336             

V-22 0.408 0.907 95.243             

V-23 0.319 0.708 95.951             

V-24 0.292 0.649 96.600             

V-25 0.249 0.553 97.153             

V-26 0.222 0.493 97.646             

V-27 0.199 0.442 98.088             

V-28 0.152 0.338 98.426             

V-29 0.131 0.292 98.718             

V-30 0.117 0.260 98.978             

V-31 0.095 0.211 99.189             

V-32 0.070 0.156 99.345             

V-33 0.060 0.133 99.478             

V-34 0.057 0.126 99.604             

V-35 0.045 0.101 99.705             

V-36 0.032 0.072 99.777             

V-37 0.026 0.057 99.835             

V-38 0.021 0.047 99.882             

V-39 0.018 0.040 99.922             

V-40 0.011 0.025 99.947             

V-41 0.011 0.024 99.971             

V-42 0.007 0.015 99.985             

V-43 0.004 0.009 99.994             

V-44 0.002 0.005 99.999             

V-45 0.000 0.001 100.000             
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TABLE IV: TABLE SHOWING COMPONENT MATRIX WITH PRINCIPAL COMPONENT (Component Matrix
a
) 

  Component 

1 2 3 4 5 6 7 8 9 10 11 12 

V-1 0.136 0.257 0.121 0.146 -0.181 -0.077 -0.582 0.080 -0.123 0.426 0.301 -0.185 

V-2 0.014 0.019 0.255 0.230 -0.132 -0.018 0.234 0.066 0.416 0.146 -0.372 0.030 

V-3 -0.155 -0.060 -0.053 0.023 -0.387 -0.544 -0.087 -0.175 0.350 -0.184 -0.181 0.125 

V-4 -0.076 -0.175 0.052 -0.120 -0.032 -0.576 -0.072 0.453 0.186 -0.017 -0.084 0.004 

V-5 -0.077 -0.201 -0.099 -0.086 0.466 0.276 -0.063 0.422 0.199 0.042 -0.059 -0.162 

V-6 -0.104 -0.471 0.024 0.050 0.333 0.329 0.152 0.137 -0.180 -0.148 0.043 0.341 

V-7 -0.161 -0.303 0.239 -0.026 -0.098 0.331 0.378 -0.323 0.266 0.206 0.165 0.001 

V-8 -0.189 -0.144 0.235 -0.152 0.175 -0.099 0.298 0.077 0.223 0.465 0.248 -0.208 

V-9 0.040 0.062 -0.028 0.458 -0.295 -0.166 0.407 -0.191 0.257 -0.079 0.366 -0.187 

V-10 0.844 -0.086 -0.229 0.271 0.146 -0.023 0.123 0.033 -0.002 0.081 0.012 0.089 

V-11 0.122 0.140 -0.099 -0.147 0.372 -0.129 0.041 0.314 0.219 -0.215 0.489 0.193 

V-12 0.805 -0.062 -0.125 0.320 0.119 0.062 0.099 -0.051 0.106 0.058 0.019 0.114 

V-13 0.818 -0.074 -0.163 0.236 0.068 0.007 0.145 -0.031 -0.095 0.056 -0.066 0.158 

V-14 0.653 0.129 -0.383 0.190 0.024 0.077 -0.122 0.048 -0.067 0.318 -0.015 0.041 

V-15 0.860 -0.107 -0.108 0.257 -0.019 -0.012 0.122 0.018 -0.117 0.034 0.056 0.076 

V-16 0.763 -0.049 -0.134 -0.022 -0.073 -0.075 0.209 -0.257 0.005 0.042 0.070 0.073 

V-17 -0.087 -0.074 0.233 -0.025 0.439 0.047 0.120 -0.214 -0.003 0.348 -0.070 -0.042 

V-18 0.900 -0.057 0.148 -0.161 -0.005 0.167 0.013 0.046 0.105 -0.056 0.064 -0.118 

V-19 0.875 -0.061 0.219 -0.198 -0.099 0.106 -0.044 0.030 0.088 -0.082 0.088 -0.141 

V-20 0.775 -0.272 0.277 -0.210 -0.008 0.142 -0.003 0.017 0.042 -0.145 0.100 0.026 

V-21 0.724 -0.176 0.275 -0.331 -0.181 0.140 0.018 0.087 -0.083 -0.100 -0.006 0.017 

V-22 0.792 -0.190 0.102 -0.267 -0.101 0.159 -0.074 -0.091 0.175 -0.020 -0.121 -0.021 

V-23 0.837 -0.152 0.169 -0.213 -0.044 0.173 -0.173 0.018 -0.036 -0.004 0.040 0.112 

V-24 0.869 0.275 -0.248 0.135 -0.020 -0.163 0.088 0.059 -0.054 -0.004 0.003 -0.053 

V-25 0.861 0.264 -0.256 0.136 -0.015 -0.181 0.077 0.063 -0.083 -0.008 0.022 -0.039 

V-26 0.851 0.273 -0.259 0.119 -0.024 -0.193 0.082 0.063 -0.089 0.012 0.016 -0.005 

V-27 0.860 0.294 -0.255 0.116 -0.026 -0.184 0.078 0.045 -0.064 0.009 -0.008 -0.032 

V-28 0.379 -0.368 -0.255 0.063 0.411 -0.122 -0.404 -0.284 0.340 0.020 -0.082 -0.039 

V-29 0.450 -0.241 -0.208 0.053 0.492 -0.138 -0.432 -0.307 0.234 0.043 -0.057 -0.024 

V-30 0.694 -0.232 0.412 -0.329 -0.229 -0.029 -0.158 0.043 -0.062 0.033 -0.023 -0.059 

V-31 0.547 -0.119 0.293 -0.423 -0.153 -0.078 0.059 -0.047 0.086 0.039 -0.207 -0.043 

V-32 0.821 -0.147 0.354 -0.213 -0.131 0.078 -0.016 0.125 0.094 -0.098 0.005 -0.133 

V-33 -0.056 0.809 -0.226 -0.352 0.006 0.180 -0.013 0.042 0.276 -0.001 0.034 -0.014 

V-34 0.007 0.810 -0.169 -0.376 0.021 0.183 -0.017 0.036 0.233 -0.001 -0.040 0.004 

V-35 0.018 0.793 -0.158 -0.337 -0.025 0.259 -0.011 -0.006 0.239 -0.027 0.055 0.108 

V-36 0.192 0.551 -0.113 -0.042 -0.117 0.263 0.044 -0.090 -0.178 0.232 -0.327 0.110 

V-37 -0.101 -0.173 -0.261 0.647 -0.241 0.380 -0.096 0.133 0.189 -0.172 -0.036 -0.206 

V-38 0.010 -0.159 -0.223 0.630 -0.288 0.451 -0.230 0.145 0.146 -0.096 -0.017 -0.199 

V-39 0.066 0.318 0.704 0.441 -0.019 0.023 -0.191 -0.020 0.024 0.020 0.048 0.142 

V-40 0.098 0.338 0.677 0.461 -0.056 0.045 -0.194 -0.034 0.032 -0.005 0.051 0.176 

V-41 0.232 0.382 0.550 0.250 0.233 -0.167 0.056 0.117 -0.126 0.023 0.028 -0.120 

V-42 0.066 0.303 0.537 0.328 0.125 0.018 -0.132 -0.096 0.210 -0.083 0.068 0.401 

V-43 0.032 0.293 0.625 0.211 0.296 -0.095 0.132 0.046 -0.123 -0.115 -0.194 -0.332 

V-44 -0.029 -0.312 -0.008 0.150 -0.230 -0.027 0.085 0.523 0.208 0.391 -0.148 0.297 

V-45 0.329 0.272 0.067 0.268 0.483 0.009 0.229 0.082 0.072 -0.209 -0.270 -0.160 

Extraction Method: Principal Component Analysis.  
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TABLE V: TABLE SHOWING ROTATED COMPONENT MATRIX WITH VARIMAX METHOD [Rotated Component Matrix(a)] 

  Component 

1 2 3 4 5 6 7 8 9 10 11 12 

V-1 0.085 0.039 0.070 0.256 0.064 0.048 0.027 0.094 0.072 0.851 0.010 0.034 

V-2 0.001 0.041 0.050 0.235 0.135 0.008 0.222 0.206 0.247 0.205 0.458 0.216 

V-3 0.124 0.086 0.065 0.009 0.034 0.109 0.782 0.137 0.114 0.089 0.167 0.014 

V-4 0.116 0.017 0.191 0.128 0.200 0.018 0.317 0.146 0.212 0.113 0.495 0.326 

V-5 0.161 0.011 0.045 0.227 0.163 0.269 0.478 0.227 0.011 0.060 0.283 0.260 

V-6 0.102 0.021 0.369 0.004 0.026 0.014 0.523 0.176 0.021 0.440 0.031 0.148 

V-7 0.232 0.105 0.103 0.042 0.082 0.048 0.053 0.179 0.705 0.220 0.035 0.122 

V-8 0.186 0.034 0.072 0.087 0.249 0.021 0.096 0.149 0.618 0.190 0.235 0.163 

V-9 0.274 0.174 0.103 0.111 0.311 0.239 0.455 0.056 0.475 0.013 0.153 0.179 

V-10 0.862 0.281 0.116 0.008 0.080 0.184 0.103 0.015 0.016 0.067 0.061 0.054 

V-11 0.137 0.006 0.190 0.039 0.145 0.063 0.117 0.025 0.025 0.063 0.007 0.769 

V-12 0.782 0.303 0.073 0.141 0.154 0.221 0.073 0.007 0.094 0.107 0.035 0.025 

V-13 0.817 0.310 0.126 0.052 0.030 0.103 0.093 0.027 0.028 0.128 0.025 0.070 

V-14 0.743 0.119 0.132 0.065 0.109 0.178 0.169 0.120 0.071 0.235 0.089 0.124 

V-15 0.816 0.387 0.190 0.060 0.089 0.025 0.058 0.021 0.009 0.021 0.011 0.005 

V-16 0.679 0.411 0.022 0.056 0.103 0.076 0.130 0.113 0.152 0.095 0.144 0.052 

V-17 0.081 0.092 0.085 0.107 0.303 0.248 0.285 0.185 0.352 0.018 0.007 0.158 

V-18 0.487 0.797 0.077 0.026 0.058 0.100 0.089 0.098 0.063 0.013 0.049 0.085 

V-19 0.414 0.845 0.049 0.050 0.038 0.061 0.000 0.082 0.033 0.080 0.075 0.082 

V-20 0.304 0.827 0.133 0.078 0.020 0.084 0.101 0.022 0.033 0.094 0.065 0.128 

V-21 0.250 0.850 0.048 0.003 0.081 0.105 0.075 0.036 0.065 0.039 0.012 0.009 

V-22 0.338 0.805 0.058 0.048 0.023 0.230 0.015 0.060 0.031 0.069 0.020 0.099 

V-23 0.402 0.791 0.020 0.098 0.043 0.135 0.163 0.141 0.095 0.045 0.026 0.003 

V-24 0.881 0.301 0.159 0.022 0.008 0.011 0.105 0.140 0.133 0.092 0.040 0.047 

V-25 0.883 0.287 0.136 0.025 0.008 0.006 0.100 0.124 0.152 0.102 0.050 0.061 

V-26 0.883 0.277 0.146 0.022 0.039 0.005 0.102 0.098 0.156 0.099 0.033 0.052 

V-27 0.880 0.289 0.175 0.021 0.026 0.013 0.118 0.123 0.148 0.099 0.039 0.031 

V-28 0.237 0.147 0.166 0.109 0.058 0.877 0.040 0.048 0.011 0.003 0.028 0.073 

V-29 0.312 0.149 0.115 0.027 0.046 0.866 0.028 0.000 0.059 0.055 0.106 0.064 

V-30 0.155 0.883 0.154 0.071 0.157 0.004 0.044 0.012 0.057 0.176 0.047 0.073 

V-31 0.116 0.718 0.031 0.052 0.264 0.033 0.145 0.072 0.041 0.043 0.111 0.149 

V-32 0.303 0.902 0.040 0.082 0.021 0.004 0.011 0.139 0.014 0.038 0.044 0.068 

V-33 0.007 0.098 0.953 0.032 0.057 0.059 0.028 0.031 0.031 0.062 0.062 0.092 

V-34 0.013 0.032 0.942 0.001 0.104 0.055 0.005 0.064 0.072 0.038 0.053 0.032 

V-35 0.028 0.020 0.933 0.076 0.059 0.088 0.016 0.064 0.036 0.003 0.100 0.064 

V-36 0.286 0.023 0.514 0.094 0.066 0.155 0.146 0.009 0.115 0.019 0.000 0.485 

V-37 0.053 0.203 0.139 0.001 0.891 0.009 0.002 0.011 0.001 0.036 0.058 0.055 

V-38 0.090 0.088 0.116 0.053 0.913 0.031 0.069 0.076 0.041 0.089 0.058 0.108 

V-39 0.037 0.065 0.027 0.881 0.061 0.082 0.017 0.182 0.014 0.163 0.008 0.061 

V-40 0.001 0.073 0.003 0.897 0.095 0.091 0.034 0.142 0.003 0.141 0.005 0.066 

V-41 0.177 0.080 0.003 0.542 0.179 0.134 0.063 0.524 0.009 0.172 0.030 0.065 

V-42 0.001 0.011 0.096 0.844 0.031 0.087 0.035 0.007 0.020 0.106 0.024 0.090 

V-43 0.076 0.057 0.049 0.430 0.116 0.106 0.055 0.759 0.024 0.016 0.092 0.076 

V-44 0.045 0.008 0.192 0.004 0.113 0.131 0.062 0.227 0.065 0.016 0.795 0.004 

V-45 0.371 0.012 0.130 0.169 0.043 0.155 0.134 0.620 0.050 0.287 0.017 0.050 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization.  

a Rotation converged in 15 iterations. 

After applying factor analysis as per Table III, IV and V, it is found that there are 12 factors or components relevant for the study. In this analysis, the factors 

whose eigen values are greater than 1 are retained and others are not included in the study. Therefore, these 12 factors summarize the 45 variables.  Specific 

variables are grouped under specific factors. Hence,      Table VI shows the naming of the factors which depicts different factors along with their related variables 

and factor loadings. The labeling is created by the researcher as per the aptness of a particular factor.  
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TABLE VI: NAMING OF FACTORS WITH FACTOR LOADING AND LIST OF VARIABLES COVERED UNDER EACH FACTOR 

S.No. Factors Factor Loading List of Variables Covered Under Each Factor 

1 Security and Reliability 18.817% The bank’s website works properly all the time 

     The bank’s website doesn’t freeze after you put in all information 

     The chance of successful service is available at any point of time 

     You can rely on bank’s web pages functioning properly  

     It connects me immediately to the service 

     Transactions through Internet banking are processed accurately 

     You feel safe with online transaction 

     You feel secure in providing sensitive information for Internet banking transaction 

     It is equipped with complete secrecy 

     The bank’s website is completely secure for credit card information 

2 Responsiveness and Convenience 34.942% It provides immediate response to online requests 

     Quick confirmation for any transaction is provided by the bank’s website  

     You can talk online to a customer service representative in case of need 

     The bank compensates if any error occur on the part of or by the bank 

     Bank provides support to Internet banking customers by the way of demo versions through web 

site 

     Instant links or icons are provided by the bank to resolve the queries of Internet banking 

customers  

     Internet banking doesn’t misuse personal information 

     Internet banking is convenient way of doing bank transaction 

     Internet banking saves time  

     Internet banking doesn’t require lot of mental effort 

3 Efficiency 42.872% The notices or other type of policy statements are easy to find on the website of bank  

      There is fast login while performing transaction 

     There is fast logout after accomplishing  transaction 

     The speed of downloading of forms/statements is fast 

     The time between sending a request and receiving response is reasonable 

4 cost Effectiveness 49.820%  The transaction cost is lower 

      The service charges are lesser 

     The cost of computer is affordable 

     I can save my transportation cost by using Internet banking 

5 Technical Characteristics 54.866% It is technologically easy to start the system of Internet banking 

      It is technologically easy to maintain the system of Internet banking 

6 Product Portfolio 59.531% The bank’s website provides wide-range of service packages through Internet banking 

     It provides all banking services with features that you need 

7 Website Accuracy 63.600% The Language of website is easy to understand 

     Information provided on the website is  accurate 

8 User Friendly 67.548%  It reduces frequency of customers to visit branch 

9 Flexibility 70.966% Internet banking facility is available for 24 hours a day and 7 days week 

     It is a flexible way to search or access information  

10 Simple to Perform 74.195% It is uncomplicated/simple to perform online transaction  

11 Easiness 77.291% The Internet banking system is easy to understand 

     You can easily navigate through web pages 

     Bank has proper awareness campaign/programmes for use of Internet banking service 

12 Accessibility 80.277% It enables transactions to be conducted at any place 

Thus, the larger the absolute size of the factor loading, the more important is the loading in interpreting the factor matrix. A factor loading is the correlation 

between various factors which are the original variables and help to understand other factor. The first Factor F1 is ‘Security and Reliability’ which together 

includes 10 variables.  These variables have factor loadings 18.817%. The second factor F2 is ‘Responsiveness and Convenience’ which includes 10 variables. The 

factor loading of these variables together is 34.942%. The third important factor F3 is ‘Efficiency’ which includes 5 variables. The loading of this factor is 42.872%. 

The fourth factor F4 is ‘cost Effectiveness’ which includes 4 variables such as lesser transaction charges, lesser service charges, save in transportation cost and 

affordable computer cost.  The factor loading of these variables is 49.820%.  The fifth factor F5 is ‘Technical Characteristics’ which includes 2 variables such as 

technologically easy to start and technologically easy to maintain the system of Internet banking.  The loading of this factor is 54.866%.  The sixth factor F6 is 

‘Product Portfolio’ which includes 2 variables such as it provides wide range of services and all banking features that one need. The loading of this factor is 

59.531%.  The seventh factor F7 is ‘website Accuracy’ which includes 2 variables such as language of website is easy to understand and information provided on 

website is accurate. The factor loading of these variables is 63.600%. The eighth variable F8 is ‘User Friendly’ which includes only one variable i.e. it reduces the 

frequency of customers’ to visit branch. The factor loading is 67.548%. The ninth variable F9 is ‘flexibility’ which includes 2 variables such as Internet banking is 

available for 24 hours a day and it is flexible way to search information.  The factor loading of these variables is 70.966%. F10 is ‘Simple to Perform’ which 

includes only one variable i.e. it is uncomplicated /simple to perform a transaction online which explains 74.195% of factor loading. The eleventh factor F11is 

‘easiness’ which includes 3 variables such as easy to understand, easy to navigate and proper programmes for use of services. The factor loading of these 

variables is 77.291%. The twelfth factor F12 is ‘accessibility ‘which includes only one variable i.e. enables transactions to be conducted at any place. This is the 

most important factor which explains 80.277% of variance. 

 

FINDINGS  
The findings of the study are as follows: 

1. In case of public sector banks the factor ‘customer base’ with highest weighted mean of 1.929 has been found to be the most important factor that a 

customer selects to choose a bank for using Internet banking facility. The second important factor that customer selects is ‘had traditional bank account 

with the same bank’ followed by the factor ‘trust on bank’ ,‘reputation of bank’, ‘home page presentation’, ‘cost effectiveness’, ‘large size bank’ , 

‘availability of wide range of services’, ‘preference towards a particular category of bank’ and ‘sufficient advertisement’.  

2. In case of private sector banks  it was found that the factor ‘had traditional bank account with the same bank ‘with highest weighted mean of 1.969 has 

been found to be the most important factor that a customer selects to choose a bank for using Internet banking facility. The second important factor that 
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customer selects is ‘customer base’ followed by the factor ‘reputation of the bank’, ‘trust on bank’, ‘availability of wide range of services’, ‘cost 

effectiveness’, ‘large size bank’ ,‘preference towards a particular category of bank’ ,‘home page presentation’ and ‘sufficient advertisement’  

3. The analysis come up with 12 factors named Accessibility (with highest factor loading 80.277%), easiness, simple to perform, flexibility, user-friendly, 

website accuracy, product portfolio, technical characteristics, cost effectiveness, efficiency, responsiveness & convenience and security & reliability(with 

factor loading 18.817%). 

 

CONCLUSION 
Thus, in today’s competitive environment, banking sector need to pay attention towards a number of factors concerned with Internet banking. The results of this 

study have practical implication for bank manager as these can help to plan their strategies to improve their Internet banking services by considering the 

important factors which a customer selects to choose a bank for Internet banking services. Bank officials can also consider the 12 factors which come-out after 

this analysis. The factors are accessibility, easiness, simple to perform, flexibility, user-friendly, website accuracy, product portfolio, technical characteristics, cost 

effectiveness, efficiency, responsiveness & convenience and security & reliability. Thus, this study explains various factors that affect customer satisfaction and 

importance of each factor which can be very useful for banking sector to implement in the system.  
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