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Abstract 

The paper deals with customers’ perception towards banking e-lobby services offered. The data 

for the study were collected from 100 respondents using e-banking services of Public Sector and 

Private Sector Commercial Banks in Chennai City of Tamil Nadu. The data collected from 

primary source were analyzed using statistical tools such as simple Percentage analysis, t-test, 

ANOVA and Chi square test. The study reveals that there is significant influence of customers’ 

perception towards reason for not using e-lobby services and there is association between 

education and customers’ perception towards e-lobby services. Further, it was found that security 

concern, not aware of the services, fewer services in e-lobby and lack of training are the reasons 

for not using e-lobby services. 
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1.1 Introduction 

Information and Communications Technology (ICT) has distorted the way of conducting 

business transactions in the current scenario. Technology has brought amazing changes in the 

banking sector which helps the bank to introduce new products and services. Information 

Technology in the banking sector has been viewed in terms of its potential to increase customer 

base, reduce transaction costs, facilitate self-service, improve quality and timeliness of response, 

improve customer communication and manage customer relationship. 

Most of the banks in developing countries are now offering e-banking services through 

electronic and communication network with various levels of superiority. Advancement in 
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information communication and technologies has opened up new electronic channels for 

delivering e-banking services.  The electronic and communication networks include Automated 

Teller Machines, Internet Banking Services and Mobile Banking (1T.Sathya , 2K.Sudhadevi , 2017) 

Services. Among the technologies, the increasing penetration of personal computers has made 

the customers to easily access the internet and particularly the wider dissemination of mobile 

phones has drawn the attention of most banks to e-banking service. Recently, Banks have started 

e-lobby service to serve the customers beyond working hours. This facility is available to 

customers 24x7.  

1.2 E-Lobby - Meaning 

E-lobby is just like a mini branch and is a place where automated banking is done without any 

manual intervention; it is designed in a unique way to create a brand image of the bank and to 

accommodate machines which makes banking easy to the customers. In e-lobby, customer can 

update the passbook, deposit a cheque, use ATM for cash withdrawal and alike.  

1.3 E-lobby Services 

 Cash deposit 

 Cheque deposit 

 Cash withdrawals 

 Net banking  

 Phone banking 

 Information kiosk 

 Balance enquiry 

 PIN change 

2.1 Literature Review 

Uwadineke, Francis.N (2009) indicated that advances in information technology and 

telecommunications are resulting in new delivery channels for bank products and services in the 

developing countries.  
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Elavarasi (2014) found that age, educational qualification, occupation, income level of customer 

are significant factor that decide usage of e-banking services of various banks in Kumbakonam 

City. 

Amudha (2016) found that the main difficulty for using the e-banking facility is less knowledge 

about the operations of banking facility. The respondents feel that the services of e-banking are 

too complex to use and they believe that the e-banking is risky to use.  

Prasanth Kumar (2017), proved that majority of the debit card holders are using debit card 

frequently. Only few users of NEFT and E-LOBBY are using debit card facility frequently. It is 

clear that the majority of the respondents are aware about the green banking facilities. But they 

are not adopting the facility in their day today life.  34% of the respondents got information 

about green banking facilities from their banks and Good number of respondents got information 

from their friends and relatives. Majority of the respondents are using green banking facilities 

because of convenience, easy availability and saves time. 

C Anithamary, M Harini (2017) made an attempt to identify the awareness of e-banking and 

how frequently it is used by the respondents. It has been observed that even the customers who 

know about internet banking channel are not using this facility due to misconception and lack of 

information. These customers should be targeted by the bank and must be convinced to use the 

same. The result of the study shows that customers are using only few facilities of various E-

banking services    

3.1 Statement of the Problem 

Commercial banks have introduced e-lobby services to facilitate the customers to transact with 

bank 24x7. The study is an attempt to identify the reasons for not using e-lobby services and 

customers’ perception towards e-lobby services. Based on the result, the research will provide 

suggestions to the policy makers to adopt the measure to improve the e-lobby services. 

3.2 Objectives 

i. To study the differences between demographic factors such as age and education and the 

customers’ perception towards reason for not using e-lobby services.  

ii. To find whether all the reasons for not using e-lobby services by the customers influence 

customers’ Perception. 
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iii. To study the relationship between education and customers’ perception towards e-lobby 

services.  

3.3 Hypothesis 

H0 1: There is no significant difference between demographic factors such as Age, and 

education and the customers’ perception towards reason for not using e-lobby services. 

H0 2:  All the reasons for not using e-lobby services by the customers do not influence 

customers’ Perception. 

H0 3: There is no association between education and customers’ perception towards e-

lobby services. 

3.4 Limitations 

The study is limited to e-lobby services used by customers of Public Sector Banks and Private 

Sector Banks in Chennai City. The primary data were collected from 100 respondents only. 

4 Research Methodology 

4.1 Research design and sample size 

The commercial banks are providing e-service to the customers through e-lobby. As there are 

large numbers of users of e-lobby in Chennai City, the researcher has selected Chennai City to 

study the customers’ preference towards e-lobby services. Structured Questionnaire was used to 

collect the personal details of the customers and to know about customers’ perception towards e-

lobby services. The sample size of the study was 100. 

4.2 Analysis and Interpretation: 

Table 1 Distribution of sample respondents according to their demographic factors.  

    Frequency Percent 

Age 

Less than 20 years 6 6 

21-30 years 27 27 

31-40 years 43 43 

41-50 years 18 18 

Above 50 years 6 6 

  Total 100 100 
Gender Male 31 31 

   
Female 69 69 

  Total 100 100 
  Married 

79 79 
Marital Status Unmarried 21 21 
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  Total 100 100 

Education 

Undergraduate 20 20 

Post Graduate 66 66 

Professional 14 14 

  Total 100 100 

  Student 6 6 

Occupation Business 13 13 

  Public sector employee 6 6 

  Private sector employee 75 75 

  Total 100 100 

  Upto Rs.25,000 18 18 
Income per 
month Rs.25,001 – Rs.50,000 51 51 

  Rs.50,001 – Rs. 1,00,000 25 25 

  Above Rs.1,00,000 6 6 

  Total 100 100 

Source: Primary Data  

From the above table it is found that 31% of the respondents are male and 69% of the 

respondents are female; 43% of the respondents fall under the age group between 31years to 40 

years and 79% of the total respondents are married. It is also found that most of the respondents 

(66%) are post graduates and 75% of the total respondents are working in private sector 

organization. The study shows that 57% of the respondents are using private sector bank for their 

e-banking services and majority of the total respondents are earning between Rs.50001 and 

Rs.1,00,000 per month 

 

The researcher has used ANOVA to study the differences between demographic factors such as 

age and education and the reason for not using e-lobby services 

Table 2. Difference between age and customers’ perception towards the reason for not 

using            e-lobby services. 

     ANOVA 

 N Mean Std. Deviation F value P value 

Security Less than 20 years 6 5.00 .000 15.363 0.000 
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Inference: 

From the above table it is found that security concern, not aware of the services, fewer services 

in e-lobby and lack of training are statistically significant at 5% level. It is found that customers 

with age group of less than 20 years strongly agree the existence of security concern, customers 

concern  21-30 years 27 3.11 .934 

31-40 years 43 4.30 .708 

41-50 years 18 4.00 .840 

Above 50 years 6 3.00 .000 

Total 100 3.89 .963 

Not aware 

Less than 20 years 6 5.00 .000 

6.453 0.000 

21-30 years 27 3.93 .917 

31-40 years 43 4.16 .998 

41-50 years 18 4.67 .485 

Above 50 years 6 3.00 .000 

Total 100 4.17 .933 

Fewer 

services in 

e-lobby 

Less than 20 years 6 5.00 .000 

31.173 0.000 

21-30 years 27 3.37 .688 

31-40 years 43 4.44 .734 

41-50 years 18 4.33 .485 

Above 50 years 6 2.00 .000 

Total 100 4.02 .953 

Lack of 

training 

Less than 20 years 6 5.00 .000 

14.502 0.000 

21-30 years 27 4.15 .770 

31-40 years 43 4.30 .708 

41-50 years 18 5.00 .000 

Above 50 years 6 3.00 .000 

Total 100 4.35 .770 
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not aware of the e-lobby services, fewer services are offered in e-lobby and lack of training are 

the reasons for not using the e-lobby services by the customers.  

Table 3 Difference between education and customers’ perception towards the reason for 

not using e-lobby services 

 

ANOVA 

 N Mea

n 

Std. Deviation F Value 

 

P Value 

Security 

concern 

UG 20 4.00 .858 

13.493 

 
0.000 

PG 66 4.09 .799 

Professional 14 2.79 1.122 

Total 100 3.89 .963 

Not aware 

UG 20 4.40 .940 

19.963 0.000 
PG 66 4.36 .648 

Professional 14 2.93 1.141 

Total 100 4.17 .933 

Fewer 

services in        

e-lobby 

UG 20 4.00 .858 

0.905 

 

0.408 

 

PG 66 4.09 .907 

Professional 14 3.71 1.267 

Total 100 4.02 .953 

Lack of 

training  

UG 20 4.70 .470  

 

6.476 

 

 

0.002 

PG 66 4.36 .777 

Professional 14 3.79 .802 

Total 100 4.35 .770 

PG 66 3.82 .840 

Professional 14 3.43 1.651 

Total 100 3.94 1.013 

 

Inference: 
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From table 3, it is clear that security concern, not aware of the services and lack of training are 

statistically significant at 5% level. It is found that post graduate customers strongly agree that 

security concern is the influencing factor for not using the e-lobby services, undergraduate 

customers strongly agree that customers are not using e-lobby services for the reasons that the 

customers are not aware of the usage and lack of training.   

Hence, null hypothesis is rejected at 5% level and proved that there is significant difference 

between age, education and customers’ perception towards e-lobby services. 

 

The researcher has used One Sample T-test to study whether all the reasons for not using e-lobby 

services influence customers’ perception. 

Table 4 Influence of Customers’ Perception towards reason for not using e-lobby services 

One sample T-test 

 N 
Mea

n 
Std. Deviation t value 

P 

value 

Security Concern 100 3.89 .963 9.243 0.000 

Not aware 100 4.17 .933 12.545 0.000 

Fewer services in e-

lobby 
100 4.02 .953 10.700 0.000 

Lack of training 100 4.35 .770 17.525 0.000 

Source: Computed data 

Inference: 

From the table 4, it is found that customers’ have opined that lack of training to the customers is 

the main reason for not using e-lobby services (Mean value is 4.35) followed by the customers 

are not aware of e-lobby services (Mean value 4.17). It is also observed that p value 0.00 is less 

than the table value 0.05; hence null hypothesis is rejected and proved that there is significant 

influence of customers’ perception towards reason for not using e-lobby services. 

Table 5 Cross tabulation on education and customers’ perception towards e-lobby services 

Cross tab 

 

Educationa

l 

Customers’ Perception towards e-lobby 

services 

Total 
 
P 

Value 
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Level Low Medium High 

Under 

graduation 

0 13 7 20 

45.661 0.00 

(0.0%)* (65.0%) (35.0%) 
(100.0%

) 

[0.0%]** [41.9%] [18.9%] [20.0%] 

Post 

graduation 

18 18 30 66 

(27.3%) (27.3%) (45.5%) 
(100.0%

) 

[56.2%] [58.1%] [81.1%] [66.0%] 

Profession 

14 0 0 14 

(100.0%) (0.0%) (0.0%) 
(100.0%

) 

[43.8%] [0.0%] [0.0%] [14.0%] 

Total 

32 31 37 100 

(32.0%) (31.0%) (37.0%) 
(100.0%

) 

[100.0%] [100.0%] [100.0%] 
[100.0%

] 

Source: Computed data 

*(  ) represents row total 

** [   ] represent column total 

Inference 

It is found from the table above that, 30% of the respondents with post graduation have high 

perception towards e-lobby services, 65% of the undergraduates have medium level perception 

towards e-lobby services and 100% of the respondents with professional qualification have low 

level of perception towards e-lobby services. It is also verified that Pearson’s chi square value is 

45.661 and P value is 0.00 which is statistically significant at 5% level. Hence null hypothesis is 

rejected and proved that there is association between education and customers’ perception 

towards e-lobby services. 

5. Suggestions 
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 Bank employee should create awareness about e-services offered in e-lobby and train the 

customers in e-lobby centers to use the services. 

 Customers to be explained about security aspects of e-lobby to make them to use e-lobby 

services without any fear. 

 Additional and improved services to be offered in e-lobby to increase the perception level 

of customers with professional qualification.  

6. Conclusion 

The services offered through e-lobby are beyond the expectations of the customers. The study 

was made to understand the customers’ perception towards e-lobby services. The study reveals 

that there is significant influence of age and education on the reason for not using e-lobby 

services. It was found that security concern, not aware of the services, fewer services in e-lobby 

and lack of training are the reasons for not using e-lobby services. Further, there is association 

between education and customers’ perception towards e-lobby services.  
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