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Abstract

This research investigated the impact of electronic banking on Nigerian banking environment. The
introduction and increased usage of electronic banking has increased banks profitability, created
new frontiers, horizons and opportunities for the banking industry in Nigeria. The study population
consist of three (3)deposit money banks (DMBs) which includes; First bank of Nigeria, Guarantee
trust bank(GTB) and United bank for Africa (UBA), through the judgement sampling technique,
data was collected by means of questionnaire in which a total number of a hundred and twenty
(120) questionnaires were administered to different bank customers and staff of the 3 selected
deposit money bank and a hundred and five (105) were returned for valid analysis. The statistical
package for social science (SPSS) using correlation and regression technique was used as an
analytical tool for running the primary data. The result of the analysis showed that the deposit
money banks are now able to give better services to their customers’ which has improved the
efficiency and effectiveness of their operations.In general, electronic banking has made banking
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transactions easier and faster by bringing services close to their customers. The study further
recommended that the Central bank of Nigeria (CBN) should adopt a policy that would require
all DMBs to charge two or more digits on every over the counter transactions especially
withdrawals and a single or no-digit charges on any electronic platform of withdrawals and
payments.

Keywords: Electronic Banking, Nigerian Banking Environment, SPSS, ANOVA, Regression

1.0 Introduction

Over the past few decades, unprecedented evolution of information technology has affected the
banking industry and has provided away for the bank to differentiate their products and services.
Many years ago, banks were using branch-based operations but the advent of multiple technologies
and applications changed the nature of financial services delivered to customers. As a result of the
new technological improvement, automated teller machines (ATM) displaced cashier teller,
telephone represented by call centers replaced the bank branch, the internet replaced mail, credits
cards and electronic case replaced bank transactions. The reason was the numerous key advantages
that banks could gain by providing electronic banking services.

According to Richard &Arora (2009), banking through electronic channels has gained much
popularity in recent years. This system, popularly known as 'e-banking', provides faster delivery
of banking services to a wide range of customers. Electronic banking is the term used for new age
banking system. E-banking is also called online banking and it is an outgrowth of PC banking. E-
banking uses the internet as the delivery channel by which to conduct banking activity, for
example, transferring funds, paying bills, viewing checking and savings account balances, paying
mortgages and purchasing financial instruments and certificates of deposits (Mohammed, et al,
2009). Prakash and Malik, (2008) defined electronic banking as the use of technology to
communicate instructions and receive information from a financial institution where an account is
held. This service includes the system that enables financial institution customers, individuals or
business to access accounts transact business, or obtain information on financial products and
services through a public or private network. Ovia (2002) stated that e-banking is the delivery of
banking services and products through the use of electronic devices to customers irrespective of
place, time and distance. He went further to state that this form of transaction process has
transformed the cash-based economy to an electronic based. E-banking includes the systems that
enable financial institution, customers, individuals or businesses, to access accounts, transact
business, or obtain information on financial products and services through a public or private
network, including the Internet or mobile phone (Gio, 2005). Customers access e-banking services
using an intelligent electronic device, such as a personal computer (PC), personal digital assistant
(PDA), automated teller machine (ATM), kiosk, or Touch Tone telephone.

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. Siam (2006) 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
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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. However,
electronic banking in Nigeria is at the infancy stage as many transactions are still being carried out
manually. A great deal of efforts and investments are required to make the country relevant to the
present dispensation in the industry. The awaiting time for customers is relatively long and the
quality of service is not satisfactory to most customers. A lot of problems still exist in fund transfer,
tracing of accounts transaction history, ordering of bank statement retrieval of account balances
and many more. In view of the above, the study intends to investigate the impact of electronics
banking on the Nigerian banking environment, with interests in GT Bank Plc, UBA Bank Plc, and
First Bank Nigeria Plc.

In recent years in Nigeria, transactions of the money from one manual bank to the other can take
more than one day. Sometimes businessmen have to cancel their business deals due to the
unavailability of the cash transferring facility in time in traditional banking system where services
are as slow as non-secure, non-satisfactory. In order to satisfy customer’s needs, e-banking was
introduced 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 persistent public outcry as regards the new challenges, the electronic banking
since its inception in 1996 has brought to financial institutions (banks) and general public. To
many people, banking transactions via the internet are insecure and often congested. Hence,
interruption is usually experienced in banking operations due to network failures. This hindered
customers from carrying out transactions at that point in time. Besides, in many parts of the
country, many people do not know what e-banking entails, or how to use its products. This aids in
revealing the secrete PIN number (in the case of ATM card and other cards transaction) to the third
party by the illiterate cardholders (customers) at any time they want to make withdrawals as they
always request for assistance. Consequently, there are increases in fraudulent activities in the
banking industry. The CBN Annual Report and Statement of Accounts, (2009) have it that, the
number of reported cases of attempted or successful fraud and/or forgery in the banking industry
rose in 2009. According to the report, 70% of the fraud cases were perpetrated via the electronic
system. In addition, the bank is met with complaints from customers as regards, malfunctioning
Automated Teller Machines (ATMs), network downtime, 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. These issues to this group of people have posed problems to the smooth
operations of electronic banking in Nigeria. As a result of this, it is imperative to seek answers to
the research questions that have would be stated in this research.

1.1 Research Hypotheses
Ho: There is a positive effect of e-banking service on customer value.
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2.1 Theoretical Studies on E-Banking

The technology diffusion theory examined Electronic banking from the following platforms: (i)
Internet banking (or online banking), (ii) telephone banking, (iii) TV-based banking, (iv) mobile
phone banking, and e-banking (or offline banking). E-banking includes the systems that enable
financial institution customers, individuals or businesses, to access accounts, transact business, or
obtain information on financial products and services through a public or private network,
including the Internet or mobile phone. The theory explained that all the platforms listed above
makes e-banking function effectively in any environment. Customers access e-banking services
using an intelligent electronic device, such as a personal computer (PC), personal digital assistant
(PDA), automated teller machine (ATM), kiosk, or Touch Tone telephone. While some literature
restricts the use of the term to internet banking (Daniel 1999), elsewhere the term is limited to
retail banking (Aladwani 2001) or both retail and corporate banking (Simpson 2002).

2.2 Empirical Studies on E-banking

Chiemeke et al. (2006) conducted an empirical investigation on adoption of e-banking in Nigeria.
The study identified the major inhibiting factors to Internet banking adoption in Nigeria such as,
insecurity, inadequate operational facilities including telecommunications facilities and electricity
supply, and made recommendations on how Nigeria banks can narrow the digital divide. Also, the
report revealed that Internet banking is being offered at the basic level of interactivity with most
of the banks having mainly information sites and providing little Internet transactional services.
Similarly, Agboola (2006) investigated electronic payment systems and tele-banking services in
Nigeria. The findings revealed that there has been a very modest move away from cash.

Esman, Embi and Jusoh (2010) conducted a study on the usage of self-service technologies. This
study examined the levels of intention to use the self-service technologies (SSTs), in particularly
the ATMs and internet banking among the postgraduate students in the University, The Bursary
of the institution had introduced the e-debit system to the students as a new way to settle the tuition
fees. The objectives of the e-debit system were to reduce the human interaction between the
bursary ‘s staffs and students. In essence, the e-debit system consists of automated teller machines
(ATMs), internet banking and cash transaction, but this study focuses on the usage of ATMs and
online banking other than the cash transaction. Therefore, the research model proposed six
variables, which are (a) perceived usefulness, (b) perceived ease of use, (¢) perceived enjoyment
(d) need for interaction, (e) security and privacy, and (f) demographic characteristics (such
as gender, age, level of education, mode of study and faculty enrollment) for measuring the
behavioral and intention to use the SSTs.

This study showed that the majority of the postgraduate students ‘intention to use SSTs is at a
moderate level. Statistical analysis revealed that perceived usefulness, perceived ease of use,
perceived enjoyment, and security and privacy are the factors that affect students ‘intention to use
the SSTs. Furthermore, the results from stepwise multiple regressions demonstrate that perceived
enjoyment is the best variable to predict students ‘intention toward the usage of the SSTs.

Khan, Kadir, and Wahab (2010), investigated the Role of Satisfaction and Relationship
Commitment. This study was the first to consider customer value in terms of both functional and
relational aspect. The main objective of the study is to investigate the most prominent predictor
of customer behavior intention and also to examine the indirect factors (functional value and
relational value) related to the respective direct factors (satisfaction and relationship commitment)
and their ability to explain customer behavior intention. The results revealed that relationship
commitment followed by satisfaction has a significant direct effect on behavior intention.
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Ho and Ko (2008) explored the effects of self-service technology on customer value and customer
readiness. In addition, it is proposed to inspect the effects of customer value and Customer
readiness in customers continued use of Internet banking. The findings of this study showed that
self-service technology characteristics such as ease of use, usefulness, costs saved, and self-control
demonstrated positive effects on Customer value and Customer Readiness. Almazari and Siam
(2008) carried out a study on Jordanian Commercial Banks. One of the objectives of this study
was to determine the relation between the use of electronic services by the Jordanian
commercial banks and the customers. This study proved that customers do not look for an
emotional relationship with the banks but see the price, quality and performance as important
factors when choosing banks.

Roig, Garcia, Tena, and Monzonis (2005) in their study assessed Customer perceived value in
banking services. The purpose of this study was to analyze the dimensionality of the concept of
Customer perceived value in the banking sector; this study proposed a scale of measurement of
the value perceived by consumers in the banking sector which incorporates valuations of functional
aspects and of affective aspects, thus obtaining an overall quantification of the value perceived by
the customer of the purchase made. The results of this study showed that Customer perceived value
is found to be a multidimensional construct composed of six dimensions (functional value of the
establishment, functional value of the personnel, functional value of the service, functional value
price, emotional value, and social value.

Hernando and Nieto (2005) examined the performance of multichannel banks in Spain between
1994 and 2002. The study found higher profitability for multichannel banks through increased
commission income, increased brokerage fees and (eventual) reductions in staffing levels and
concluded that the Internet channel was a complement to physical banking channels. In contrast to
earlier studies, the multichannel banks in Spain relied more on typical banking business (lending,
deposit taking and securities trading). The adoption of the Internet as a delivery channel had a
positive impact on banks’ profitability after one and a half years of adoption. It was explained by
the lower overhead expenses and in particular, staff and IT costs after the same period.

Gupta (2008) stated that e-banking is transforming the banking and financial industry in terms of
the nature of core products/services and the way these are packaged, proposed, delivered and
consumed. It is an invaluable and powerful tool driving development, supporting growth,
promoting innovation and enhancing competitiveness.

Thus, going by the findings of most studies, we can argue that the literature on the impact of e-
banking is inconclusive especially in developing economies and serve as an open ground for more
research in the area of e-banking.

3.1 Methods

The research design to be adopted will be the survey research design because the samples being
studied are only observed and not manipulated or controlled which will be focusing on the
population. For this study, primary data were generated by means of questionnaire administered
among bankers. Secondary data consists of relevant articles, magazines, journals, newspaper,
textbooks, and reports from the Central Bank of Nigeria. The research population of the study will
be GT bank Nigeria Plc, UBA Bank Nigeria Plc, and First Bank Nigeria Plc all in Lagos State.

A total of 120 respondents have been selected through the simple random sampling method in
order to ensure that every member of the population have an equal chance of being part of the
sample. The respondents were asked to fill a questionnaire given to them as a way of getting their
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responses. The sampling size will be management staff in the head office and branch office and
customers of all the selected banks.

The method that was used in the presentation of data is the correlation analysis using the Statistical
Package for Social Sciences (SPSS). SPSS contains all necessary and important statistical
techniques for data analysis and it is a very current package. Correlation analysis measures the
degree of relationship between variables will be used to analyze the result generated from the
questionnaire. When comparing the correlation between two items, one item is called the
‘dependent’ item and the other the ‘independent’ item. Correlation analysis helps in determining
whether or not two sets of observation co-vary and as such help to determine whether there is any
correlation between good corporate governance and bank sustenance and growth.

4.1 Analysis and Interpretation

4.2 Presentation of Data

Table 4.1: Number of Respondents

Table 4.1 presents the details of the number of questionnaire returned or not returned.

Questionnaires Number Percentage
Administered 120 100%
Returned 105 100%

Not- returned 15 0%

Source: Field Survey, 2019

A total of 105 copies of questionnaire were administered to the customers of GTB Bank Nigeria
Plc, UBA Bank Nigeria Plc, and First Bank Nigeria Plc. Out of the copies administered, the same
105 copies were filled and returned. This was considered large enough to make valid deduction
and conclusions.

4.3 Data Analysis and Interpretation
4.3.1 Demographic characteristics of respondent
Table 4.2: Gender

Frequenc |[Percent [Valid Cumulative
y Percent Percent
Male 57 543 54.3 54.3
Valid Female |48 45.7 45.7 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019

Table 4.2 classifies gender of respondent. This table shows that out of 105 participants that took
part in the study, 57 are males which represent 54.3% of the entire population. On the other hand,
the female respondents are who participated in the study are 48 which represented 45.7 % of the
population. The frequency table confirmed that the male’s customers of the banks under study are
more than their female’s counterpart.
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Table 4.3: Age
Frequenc |[Percent |Valid Cumulative
y Percent Percent
Below 20 17 16.2 16.2 16.2
21-30 60 57.1 57.1 73.3
Valid 31-40 22 21.0 21.0 94.3
40 and above | 6 5.7 5.7 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019
The above frequency shows the age analysis of the bank customers. The age range confirmed that
bank customers below the age of 20 years are 17 which represent 16.2% of the population, 60 bank
customers fall within the age range of 21-30 years which represents57.1% of the population, those
within the age range of 31-40 are 22 which represents 21.0% of the population, while customers
that are 40 years old and above are 6 which represents 5.7% of the study population.

Table 4.4: Marital Status

Frequenc |Percent |Valid Cumulative
y Percent Percent
Married |44 41.9 41.9 41.9
Single |60 571 571 99.0
Valid Di
o levorce 1 1.0 1.0 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019
Table 4.4 confirmed the marital status of the bank customers. The result shows that 44 are married
which represents 41.9% of the population; those that are single are 60 which represent 57.1% of
the population, while only one customer was rated as divorced in the population of study.

Table 4.5: Educational Qualification

Frequen |Percent [Valid Percent [Cumulative Percent
ey

Pry school 30 28.6 28.6 28.6

Sec school |25 23.8 23.8 52.4

\Valid OND/HND |14 13.3 133 65.7

Bsc 12 11.4 11.4 77.1

MBS/Msc 24 22.9 22.9 100.0

Total 105 100.0 100.0

Source: Field Survey, 2019
Table 4.5 classifies the educational qualification of the bank customers. The table indicates that
out of the whole population that participated in the study, 30 of them which represents 28.6% of
the population are primary school certificate holders, 25 customers are secondary school certificate
holder which represents23.8% of the sample size, those with OND/HND are 14 which represents
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13.3%v of the population, B.Sc holders are 12 which represents 11.4% of the sample size, while
those with M.Sc are 24 which represents 22.9% of the population.

4.6: Job Status

Frequen |Percent [Valid Percent |Cumulative
cy Percent
Unemployed | 12 11.4 11.4 11.4
student 34 324 324 43.8
Valid employed 58 55.2 55.2 99.0
4.00 1 1.0 1.0 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019
The above frequency table 4.6 confirmed the job status of the bank customers. The table indicates
that 12 customers are unemployed and represents 11.4% of the population; the students are 34

which represent 32.4% of the population, while employed bank customers are 58 which represent
55.2% of the sample size.

Table 4.7 I find that e-banking service is easy to use
Frequency [Percent |Valid Percent |Cumulative Percent
strongly 11.4 11.4 11.4
disagree
Disagree 29 27.6 27.6 39.0
: Undecided |23 21.9 21.9 61.0

Valid
Agree 21 20.0 20.0 81.0
strongly 1, 19.0 19.0 100.0
agree
Total 105 100.0 100.0

Source: Field Survey, 2019

On the use of e-banking services (Table 4.7), the result showed that 39% of the population
supported the idea while another 39% did not support the idea. On the contrary, 21.9% were
undecided in this opinion.

Table 4.8 It is easy to apply financial services on internet banking
Frequency |Percen | Valid Cumulative Percent
t Percent
Ztlrs‘;zii 83 79.0 |79.0 79.0
Valid disagree 19 18.1 18.1 97.1
Agree 3 2.9 2.9 100.0
Total 105 100.0 |100.0

Source: Field Survey, 2019
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The result of table 4.8 disagreed with this view as confirmed by 88.1% of the population.

Table 4.9. I have the opportunity to try various electronic banking services

Frequency [Percent | Valid Percent | Cumulative Percent
strongly 34 324 32.7 32.7
disagree
Disagree 50 47.6 48.1 80.8
Valid  Undecided 12 11.4 11.5 92.3
Agree 7 6.7 6.7 99.0
strongly agree |1 1.0 1.0 100.0
Total 104 99.0 100.0
Missing System 1 1.0
Total 105 100.0

Source: Field Survey, 2019

The result (Table 4.9) indicates that there is no opportunity to try various electronic banking

methods as confirmed b 79.1% of the entire population.

Table 4.10 It is difficult to use the e-banking services

Frequency | Percent [ Valid Percent | Cumulative Percent
ggggrgelg’ 1 10.5 10.5 10.5
Disagree 22 21.0 21.0 314
Valid undecided 20 19.0 19.0 50.5
Agree 39 37.1 37.1 87.6
strongly agree |13 12.4 12.4 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019

The findings (Table 4.10) showed that it is not difficult to use banking service as confirmed by

49.5% of the population.

Table 4.11. I feel secured using electronic banking than with regular banking

Frequency |Percent |Valid Percent | Cumulative
Percent

strongly disagree |25 23.8 25.0 25.0

Valid Disagree 59 56.2 59.0 84.0

T Undecided 8 7.6 8.0 92.0

Agree 8 7.6 8.0 100.0
Total 100 95.2 100.0

Missing  strongly agree 5 4.8

Total 105 100.0

Source: Field Survey, 2019
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The frequency distribution (Table 4.11) rejected the statement as confirmed by 80.1% of the

sample size used in the study.

Table: 4.12: Electronic banking has more security than the regular banking

system
Frequency [Percent [Valid Percent [Cumulative Percent
strongly 21 200 {200 20.0
disagree
Disagree 52 49.5 49.5 69.5
Valid Undecided 19 18.1 18.1 87.6
Agree 12 11.4 11.4 99.0
strongly agree |1 1.0 1.0 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019

The result (Table 4.12) indicates that e-banking doesn’t have more security than the regular

banking service as confirmed by 69.5% of the population.

Table 4.13: Fraud is common in the electronic banking than the regular banking

services
Frequency |Percent |Valid Percent | Cumulative Percent

Strongly 27 257|262 262
disagree
Disagree 48 45.7 46.6 72.8

Valid  undecided 21 20.0 204 93.2
agree 5 4.8 4.9 98.1
strongly agree |2 1.9 1.9 100.0
Total 103 98.1 100.0

Missing System 2 1.9

Total 105 100.0

Source: Field Survey, 2019

On Table, 4.13. The result showed that fraud is not common in e-banking as confirmed by 70.4%

of the population.

Table 4.14: When I use electronic banking, my money is as safe as when i use other banking

services
Frequency | Percent Valid Percent | Cumulative Percent
strongly disagree |21 20.0 20.0 20.0
Disagree 56 533 533 73.3
Valid undecided 19 18.1 18.1 91.4
Agree 7 6.7 6.7 98.1
strongly agree 2 1.9 1.9 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019
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The findings (Table 4.14) indicates that using e-banking is not safe as when compared using other
e-banking services as confirmed by 70.4% of the population.

Table 4.15: E-bank services increase bank profit

Frequency | Percent Valid Percent | Cumulative Percent
strongly 23 21.9 22.1 22.1
disagree
. disagree 54 514 51.9 74.0

Valid decided 23 21.9 22.1 96.2
agree 4 3.8 3.8 100.0
Total 104 99.0 100.0

Missing System 1 1.0

Total 105 100.0

Source: Field Survey, 2019

The result (Table 4.15) showed that e-banking doesn’t increase banking services when compared
to the regular services as confirmed 72.1% of the sample size.

Table 4.16: Using internet banking offers effective banking transaction than the regular
banking services

Source: Field Survey, 2019

Frequency | Percent Valid Percent | Cumulative Percent
Zﬁg‘;ﬁi 31 29.5 29.8 29.8
disagree 44 41.9 42.3 72.1
Valid  undecided 21 20.0 20.2 92.3
agree 6 5.7 5.8 98.1
strongly agree |3 2.9 1.9 100.0
Total 105 100.0 100.0

The frequency distribution table shows that using internet banking doesn’t offer effective banking
transaction than the regular banking services. This result was confirmed by 70.4% of the
population.

Table 4.17: Using internet banking reduces banks profitability

Frequency [Percent Valid Percent Cumulative Percent
strongly 49 46.7 46.7 46.7
dfsagree
.. Disagree 48 45.7 45.7 92.4
Valid Undecided |7 6.7 6.7 99.0
Agree 1 1.0 1.0 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019

The analysis (Table 4.17) indicates that using internet service doesn’t reduce bank profitability as
confirmed 92.4% of the sample group.
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Table 4.18 E-banking services affect the rapid growth of banks

Frequency |Percent |Valid Percent | Cumulative
Percent

strongly disagree |22 21.0 21.0 21.0
Disagree 42 40.0 40.0 61.0

Valid Undecided 19 18.1 18.1 79.0
Agree 17 16.2 16.2 95.2
strongly agree 5 4.8 4.8 100.0
Total 105 100.0 100.0

Source: Field Survey, 2019
The result (Table 4.18) shows that e-banking service doesn’t affect the rapid growth of banks as
confirmed by 61.0% of the population.

Rules for accepting hypothesis

In order to undertake hypothesis testing you actually need to express your research hypothesis as
a null and alternative hypothesis. The null hypothesis and the alternative hypothesis are statement
regarding the differences or effect that occur in the population. This will show which statement is
most likely. We either reject or accept the null hypothesis.

4.3 Hypothesis Testing
Ho: there is a negative effect of e-banking service on customer value
Table 4.19 Regression

Model Summary

Model |R R Square |Adjusted R |Std. Error of
Square the Estimate

1 819? 671 .665 1.21035

a. Predictors: (Constant), E BANKING

Source: SPSS OUTPUT (2019)

The model summary table shows how much of the variance in the dependent variable (customer
value) is explained by the model. In this case the R square is .671 if expressed by a percentage will
be 67.1%. This means that our model explains 67.1% of the variance in customer value.

Table 4.20

ANOVA?

Model Sum of | Df Mean Square | F Sig.

Squares

Regression |26.501 1 26.501 18.090 |.000°

1 Residual 150.890 103 1.465
Total 177.390 104

a. Dependent Variable: i find that e-banking service is easy to use

b. Predictors: (Constant), E BANKING

Source: SPSS OUTPUT (2019)
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Interpretation of Result: The ANOVA table shows the assessment of the statistical significance
(sig=0.0001), in which the F-value is equal to 18.090, and less than or equal to 0.0001, therefore
we reject the null hypothesis. So, we can conclude that there is positive effect of e-banking service
on customer value.

Table 4.21
Coefficients®
Model Unstandardized Standardized |T Sig.
Coefficients Coefficients
B Std. Error | Beta
(Constant) [2.119 254 8.342 .000
1 E
BANKING 502 118 387 4.253 .000
a. Dependent Variable: i find that e-banking service is easy to use

Source: SPSS OUTPUT (2019)

The table seeks to explain which of the variables is making a statistically significant unique
contribution to the model looking at the sig column in the table; it reveals that there is positive
effect of e-banking service on customer value. This is because it made significant contributions to
the model. (B=.502, t=4.253, p value=.000)

Decision; Hence, we reject the null hypothesis. The implication of this result is that there is positive
effect of e-banking service on customer value.

5.1 Recommendations

1. Central Bank of Nigeria should evolve a plan or policy that makes it mandatory for all banks to
set aside certain percentages of their profit on yearly basis as budget for information technology
so as to abreast of technological development in the area of e-banking;

2. The central bank should put in place information technology policy and regulatory activities
that will stimulate standards to adhere strictly to implementation of information policies;

3. The banks should keep on side by side innovative technological advancement particularly in the
area of application, so as to reliably create e-product that will address the issues of the customer;
4. For a better and secured electronic banking environment, a three-component confirmation ought
should be practiced. For example, use of password, a smartcard to ascertain what one has, and
biometric recognition (for example fingerprint or retina scanning) to ascertain who one
biologically is.

5.2 Conclusion

The following conclusions are reached based on the result of findings from the study: Electronic
banking has a significant effect on the Nigerian baking environment. This means that the banks
are now able to give better services to their customers and timely response. This has reduced to
some extent complaints of customers. Before the introduction of E-banking, customers experience
has being poor in terms of time to service customer and operational service (e.g., draft, bank
transfer etc.). Electronic banking has brought a lot of impact. However, electronic banking has not
helped the curtailment of fraud in banks. People now find various means of getting pin numbers
to smart cards and how to access people bank details online. Also, electronic banking has not
increase bank profitability. The Banks are not making more profit due to the advent of Electronic
Banking for now, rather have spent more money to put everything place.
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