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Abstract

Electronic banking (e-banking) plays a crucial role in service delivery for emerging economies like Nepal, yet its effects on
customer satisfaction remain uneven and context of dependent. It investigates the influence of major e-banking services are
ATMs, internet banking, mobile banking, debit cards, credit cards, and electronic fund transfers on the satisfaction levels among
customers of commercial banks in urban areas. This paper based on a descriptive research design, selected respondents 188 bank
customers in the Kathmandu Valley by using structured questionnaires to collect their experiences and perceptions. Data analysis
drew on descriptive statistics to outline usage patterns, Pearson correlations to examine relationships between variables, and
multiple regression to assess predictive impacts while controlling confounding factors. The research findings reveal that ATMs
and debit cards exert a significant positive effect on customer satisfaction, likely due to their reliability, accessibility, and ease
of use in daily transactions. In contrast, internet banking and mobile banking show no statistically significant impact once other
services are accounted for. This stems from persistent challenges like inadequate digital infrastructure, frequent connectivity
issues, and usability barriers that hinder broader adoption. Credit cards and electronic fund transfers also fall short of strong
influence in this setting. Overall, the regression model accounts for 23.8 percent of the variance in satisfaction scores. These
results underscore the importance of dependable transaction mechanisms in driving satisfaction. For emerging economies, the
paper recommends investments in robust digital infrastructure, enhanced service quality, and targeted customer education pro-
grams to overcome barriers and maximize e-banking benefits.
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1. Introduction

The rapid advancement of information and communica- innovations, electronic banking (commonly known as e-
tion technology (ICT) has transformed almost every sector banking) has emerged as a major development that re-
of the global economy, with the banking industry experi- shaped the way financial services are delivered and con-

encing some of the most profound changes. Among these  sumed. Traditional banks relied on physical branches and
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in-person service. Now, digital banking channels are taking
over, offering convenience, easy access, and lower costs.
As globalization grows and digital infrastructure improves,
e-banking matters more in developed countries and emerg-
ing markets like Nepal.

Woods and Segal [18], e-banking broadly refers to the use
of electronic platforms such as computers, mobile devices,
and automated systems to conduct financial transactions re-
motely. These services include internet banking, mobile bank-
ing, automated teller machines (ATMs), debit and credit card
usage, electronic fund transfers (EFTSs), and online payments.
The global appeal of e-banking lies in its ability to provide
services beyond the limits of time and location, allowing cus-
tomers to accl. less their accounts 24/7, transfer funds across
borders, and perform a wide range of financial activities with-
out visiting a physical bank branch.

For financial institutions, e-banking is not only a way to re-
duce transaction costs and operational inefficiencies but also
a strategic tool to enhance competitiveness, retain customers,
and expand outreach. According to Morawetz [14], the adop-
tion of e-banking has accelerated over the past three decades.
Early innovations in electronic financial services during the
1980s and 1990s, such as credit cards, ATMs, and telephone
banking, laid the foundation for modern digital banking. In the
early 2000s, growing internet penetration enabled banks to in-
tegrate online services into their operations, offering custom-
ers secure access to financial information and transactional ca-
pabilities.

Two main models of internet banking emerged: the “inte-
grated model,” in which banks embed digital services into
their existing structures (the “bricks and clicks” approach),
and the “third-party model,” in which specialized providers

manage e-banking platforms on behalf of traditional banks [1].

Both models highlight that e-banking is not just an additional
service but a transformative force in financial intermediation
and customer relationship management.

In the context of Nepal, e-banking has been a relatively re-
cent but steadily expanding phenomenon. The adoption of
digital financial services gained momentum only in the past
two decades, largely following improvements in telecommu-
nications, internet connectivity, and government-led financial
sector reforms. In urban centers such as the Kathmandu Valley,
e-banking has gained popularity due to the higher concentra-
tion of commercial banks, increased financial literacy among
the urban population, and greater availability of technological
infrastructure. Services such as ATMs, debit and credit cards,
internet banking, mobile banking, and electronic fund trans-
fers have become increasingly common, enabling customers
to perform transactions at their convenience and reducing de-
pendence on traditional banking hours [5]. Despite these ad-
vancements, Nepal’s e-banking sector still faces significant
challenges. Infrastructure limitations, such as inconsistent in-
ternet access, slow service delivery, and system downtimes,
undermine customer confidence in digital platforms. Moreo-
ver, digital literacy gaps among certain demographic groups,

particularly older and rural populations, hinder widespread
adoption of online services. Kadariya [10] and Khadka [12]
report mixed results on customer satisfaction. Their studies
show that AT Ms and debit cards positively influence customer
experience, while internet banking and electronic fund trans-
fers have weak or negative effects on customer satisfaction.
These findings suggest that although e-banking is becoming
more popular in Nepal, its ability to improve service quality
and customer satisfaction remains uneven.

Internationally, a rich body of literature highlights the ben-
efits and challenges of e-banking adoption. Researchers have
consistently found that digital banking improves efficiency,
reduces transaction costs, and enhances customer convenience.
For example, Mukherjee [15] emphasizes that e-banking al-
lows customers to manage financial transactions inde-
pendently of physical branches, thereby saving time and re-
sources. Woods and Segal [18] argue that the growing appeal
of online banking stems not only from convenience but also
from the potential for banks to reduce costs and offer compet-
itive financial products, such as higher-yield savings accounts.

At the same time, scholars have identified key barriers to
adoption, particularly in developing economies. These include
security concerns, lack of consumer trust, inadequate infra-
structure, and cultural resistance to technological change. Re-
search in South Asian contexts has shown that while urban
populations are more receptive to e-banking innovations, rural
communities often remain excluded due to infrastructural and
educational constraints. The Nepalese case reflects this
broader trend, where urban adoption is outpacing rural use,
creating a digital divide in financial inclusion.

Customer satisfaction plays a crucial role in the banking
sector because it directly affects customer loyalty, retention,
and the overall competitiveness of financial institutions. In the
context of e-banking, satisfaction is influenced by multiple
factors, including ease of use, reliability, security, accessibil-
ity, and service quality. Studies have shown that services such
as ATMs and debit cards are highly valued by customers be-
cause they provide immediate, tangible benefits and are rela-
tively easy to use. In contrast, internet banking often encoun-
ters resistance due to perceived risks, lack of familiarity, and
infrastructural shortcomings.

Kadariya [10] suggests a negative relationship between cus-
tomer satisfaction and the use of credit and debit cards,
whereas Khadka reports a negative correlation between satis-
faction and services like internet banking and electronic fund
transfers. These contradictory results indicate that the impact
of e-banking on customer satisfaction may vary across con-
texts, customer demographics, and the maturity of banking in-
frastructure. Such gaps underscore the importance of localized
studies that examine customer satisfaction within specific cul-
tural and infrastructural settings, such as Nepal. Although sev-
eral studies have examined e-banking in Nepal, much of the
research has been limited in scope, often focusing on individ-
ual services or analyzing adoption without fully exploring its
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impact on customer satisfaction. Moreover, the mixed find-
ings regarding internet banking, debit cards, and electronic
fund transfers call for a more comprehensive approach that
considers multiple e-banking services together. This study ad-
dresses this gap by examining how a range of services ATMs,
internet banking, mobile banking, credit cards, debit cards,
and electronic fund transfers affect customer satisfaction in
Nepal’s commercial banks. The importance of this research
lies in its potential contributions at multiple levels. First, it
provides empirical evidence to help banks understand which
services most significantly influence customer satisfaction.
Second, it informs policy makers and regulators about the in-
frastructural and educational needs required to expand digital
financial inclusion. Third, it contributes to the broader aca-
demic literature on e-banking in emerging economies, offer-
ing comparative insights relative to global trends. The aim of
this research is to investigate the impacts of various e-banking
services on customer satisfaction in Nepalese commercial
banks, with a particular focus on the Kathmandu Valley. Using
a descriptive and causal-comparative research design, data
were collected from 188 customers through structured ques-
tionnaires. The analysis explores the correlation and regres-
sion relationships between different e-banking services and
satisfaction levels. The findings of this study confirm that
while certain e-banking services specifically ATMs and debit
cards positively enhance customer satisfaction, others, such as
internet banking, show insignificant or negative effects. The
findings indicate that an effective digital marketing strategy
depends on a clear understanding of the target market and
proper segmentation, the selection of suitable marketing plat-
forms, the creation of engaging and relevant content, the use
of search engine optimization, and continuous interaction with
customers to sustain their interest (Zanubiya J., Meria, &
Juliansha M.A.D., [21].

These results suggest that while Nepalese banks have made
progress in adoptingzdigital technologies, challenges remain
in improving service reliability, user experience, and con-
sumer trust. Regression analysis reveals that e-banking ser-
vices account for 36.1% of the variation in customer satisfac-
tion, highlighting their substantial, though not exclusive, role
in shaping customer perceptions. The study concludes by em-
phasizing the need for banks to invest in digital infrastructure,
improve consumer education, and expand outreach beyond ur-
ban areas to fully realize the benefits of e-banking.

2. Objectives

The following objectives:

1) To examine the current status of e-banking adoption
among commercial banks in urban areas of Nepal.

2) To analyze the relationship between customer satisfac-
tion and the use of e-banking services, specifically Au-
tomated Teller Machines (ATMs), Mobile Banking, In-
ternet Banking, Debit Cards, Credit Cards, and Elec-
tronic Fund Transfers.

3) To evaluate the influence of these e-banking services
(ATMs, Mobile Banking, Internet Banking, Debit Cards,
Credit Cards, and Electronic Fund Transfers) on the
overall satisfaction of customers in Nepalese commer-
cial banks.

3. Literature Review

The several empirical studies in Nepal have examined the
adoption and usage of e-banking services, particularly mobile
and Internet banking. Using the Technology Acceptance
Model (TAM), Their study highlights that usability and sys-
tem reliability are major concerns among Nepalese users.
Similarly, Gautam and Shrestha [7] analyzed mobile banking
adoption in urban Nepal and reported that convenience, trans-
action speed, and perceived security positively affect cus-
tomer satisfaction. However, the study also noted that limited
digital literacy and fear of cyber fraud remain barriers to wider
adoption. The Technology Acceptance Model explains user
adoption of technology through two core perceptions: ease of
use and usefulness. Ease of use refers to the degree to which
an individual believes that using a system will be free from
effort and errors, while usefulness reflects the belief that sys-
tem use will enhance job performance. According to TAM,
these perceptions significantly influence attitudes and behav-
iors toward technology acceptance. Built on a decade of infor-
mation systems research, the model provides a strong theoret-
ical foundation for understanding computer and digital system
adoption across different contexts Welchp.P. and Worthing-
ton.S., [17]. In the modern marketing environment, digital
marketing has simplified market segmentation and enabled or-
ganizations to target consumers more effectively. Segment-
wise marketing approaches allow firms to design more effi-
cient and customized marketing mixes, resulting in better
achievement of marketing objectives. Market segmentation
also helps producers understand consumer preferences, be-
haviors, and expectations through the use of segment-specific
data Calrk.D and Dore.J [3]. Marketing therefore plays a vital
role in building mutually beneficial relationships between
firms and customers. The influence of information technology
is particularly evident in the banking sector, especially in pub-
lic, private, and multinational banks. Technological innova-
tions such as ATMs, internet banking, and mobile banking
have expanded service accessibility and customer reach
Kales.M,and matthew.R.R. [11]. New product and market de-
velopment strategies are often adopted in response to compet-
itive pressure and market saturation Yoon.C. [20]. Empirical
evidence shows that ATMs and debit card services positively
influence customer satisfaction in Nepalese commercial banks
Earl.M.J. [6], although some studies report contrasting results,
particularly regarding internet banking services Connel.B. [4].

Paudel [16] emphasized that although ATM and debit card
usage is widespread in Nepal, Internet banking adoption is
comparatively lower due to trust issues and system complexity.
Their findings support the relevance of ATM in explaining e-
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banking behavior in developing economies such as Nepal.
From a diffusion perspective, Paudel [16] applied the Diffu-
sion of Innovation theory and observed that mobile banking
adoption is faster among younger, educated, and urban popu-
lations. The study confirms that relative advantage and com-
patibility play a key role in the diffusion of digital banking
services in Nepal. Reports published by Nepal Rastra Bank
(NRB) also provide strong institutional evidence), mobile
banking users, QR-based payments, and digital wallets have
increased rapidly, while Internet banking usage has grown at
a slower but steady pace. Despite progress, NRB highlights
challenges related to cyber security, service quality, and cus-
tomer trust, which directly affect satisfaction levels.
Nepal-based literature consistently shows that e-banking
adoption and customer satisfaction depend on perceived use-
fulness, ease of use, security, and service reliability. These
findings strongly justify the application of TAM and DOI
frameworks in the Nepalese digital banking context.

3.1. Theoretical Gap

Although ATM and DOI are widely applied to e-banking
studies globally, very few studies integrate multiple behav-
ioral theories simultaneously to explain customer satisfaction
in a developing economy like Nepal. Existing research often
focuses solely on adoption (intention to use) but overlooks
post-adoption satisfaction, which is central to service quality
evaluation.

3.2. Research Gap

Global studies lean hard on theories like ATM and DOI to
predict e-banking adoption, but they rarely mix in others, like
Cognitive Dissonance or Social Identity to unpack satisfaction
after people start using it. In Nepal, it's even thinner, research
by [10] and [12] flags wins for ATMs and debit cards but
shrugs at why internet banking flops. Most work fixates on
"will they try it?" in cities, ignoring rural holdouts, literacy
barriers, or how services stack up together. No one's crunched
a full model for commercial banks here, leaving banks guess-
ing on what really keeps customers happy amid spotty internet
and trust issues. This study fills that gap.

4. Methodology

This paper used a descriptive and causal-comparative de-
sign with a quantitative approach. It examines how e-banking
services affect customer satisfaction in Nepal's commercial
banks. Surveys tested hypotheses on these links, allowing ob-
jective measurements and easy replication. We targeted cus-
tomers of all 20 commercial banks in Nepal's urban areas, fo-
cusing on the Kathmandu Valley. Started with 250 bank cli-
ents via convenience sampling (approaching willing folks at
branches). After checking for complete responses, 188 valid
surveys made the cut. Primary data: Structured questionnaires

with closed-ended questions on six e-banking services ATMs,
Internet Banking (IB), Mobile Banking (MB), Credit Cards
(CC), Debit Cards (DC), and Electronic Fund Transfers (EFT)
plus satisfaction levels. Got consent on-site during bank hours.
Secondary data used, Bank reports, published studies, and rec-
ords on Nepal's e-banking trends.

4.1. Data Analysis and Interpretation

Data were analyzed using in these tools and techniques, de-
scriptive statistics, correlation analysis, and regression analy-
sis.

1) Descriptive Analysis: Frequency tables and percentages
were used to summarize the demographic characteris-
tics of respondents and their usage patterns of different
e-banking services.

2) Correlation Analysis: Pearson correlation coefficients
were calculated to assess the strength and direction of
relationships between the use of e-banking services
(ATMs, 1B, MB, CC, DC, EFT) and the level of cus-
tomer satisfaction.

3) Regression Analysis: Multiple regression models were
employed to determine the extent to which e-banking
services predict customer satisfaction. The regression
model is specified as follows:

Y = Bo+ B (ATM) + Bz (IB) + s (MB) + B4 (CC) + Bs (DC)
+ Ba (EFT) +e

Where:
1) Y = Customer satisfaction
2) ATM, IB, MB, CC, DC, EFT = Independent variables
representing e-banking services
3) fo = Regression constant
4) p1 ... Ps = Regression coefficients for each independent
variable
5) e = Error term
This approach allowed for testing hypotheses and quantify-
ing the impact of each e-banking service on overall customer
satisfaction.

4.2. Ethical Considerations

Participants were informed about the purpose of the study,
assured of confidentiality, and provided voluntary consent.
Only respondents who agreed to participate were included in
the study. No personally identifiable information was col-
lected beyond what was necessary for analysis, ensuring ad-
herence to ethical research standards.

5. Results

Demographics Characteristics of Respondents
A total of 188 people participated in the survey. Among
them, 101 (53.72%) were male and 87 (46.28%) were female.
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In terms of age, 70 respondents (37.23%) were under 25 years,
88 (46.81%) were between 26 and 35 years, 18 (9.57%) were
between 36 and 45 years, 8 (4.26%) were between 46 and 55
years, and 4 (2.13%) were over 55 years old. Regarding their
current position, 35 respondents (18.62%) were managers, 39
(20.74%) were officers, 84 (44.68%) were workers, and 30
(15.96%) held other positions. When looking at monthly earn-
ings, 67 respondents (35.64%) earned up to Rs. 25,000, 63
(33.51%) earned between Rs. 25,001 and Rs. 50,000, 36
(19.15%) earned between Rs. 50,001 and Rs. 75,000, and 22
(11.70%) earned above Rs. 75,000.

Table 1. Demographics characteristics of respondents.

Respondent Character ~ No. of Responses Percentage
Gender

Male 101 53.72
Female 87 46.28
Total 188 100.00
Age

Under 25 70 37.23
26-35 88 46.81
36-45 18 9.57
46-55 8 4.26
Over 55 4 2.13
Total 188 100.00
Present Position

Manager 35 18.62
Officer 39 20.74
Worker 84 44.68
Other 30 15.96
Total 188 100.00
Earning Per Month

Up to Rs. 25000 67 35.64

Respondent Character ~ No. of Responses Percentage
Rs. 25001 - Rs. 50000 63 3351

Rs. 50001 - Rs. 75000 36 19.15
Above Rs. 75000 22 11.70

Total 188 100.00

Source: field survey 2024

Banking Industry Experiences of Respondents

Table 2. Banking experience-wise distribution of respondents.

Banking Experience Elnci.sof Rl (Poir)centage
Upto5 Years 31 16.49

5 Years to 10 Years 56 29.79

10 Years to 15 Years 57 30.32

15 Years to 20 Years 30 15.96
Above 20 Years 14 7.45

Total 188 100.00

Source: field survey 2024

It is possible to deduce from table 2 that 31 respondents,
which constitute 16.4 percent of the total sample size of 188,
have up to five years of experience in banking, 56 respondents,
which constitute 29.79 percent of the total 188, have banking
experience between five and ten years, 57 respondents, which
represent 30.32 percent of the total sample, have banking ex-
perience between ten and fifteen years, and thirty respondents,
which represent 15.96 percent of the total sample, have bank-
ing experience between fifteen and twenty years. In addition,
it is possible to deduce that fourteen of the respondents, which
accounts for 7.45 percent of the total of 188 respondents, have
banking experience that is greater than twenty years.

Table 3. Correlation between the effectiveness of Characteristics and Literacy.

Variables ATM 1B MB
ATM 1

Internet Banking 402** 1

P-Value .000

Mobile Banking .250** A446** 1

P-Value .001 .000

CcC DC EF CS
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Variables ATM 1B MB
Credit Card 272%* .345** .505**
P-Value .000 .000 .000
Debit Card 421** 497> A453**
P-Value .000 .000 .000
Electronic Fund 375** .658** .373**
P-Value .000 .000 .000
Satisfaction 274%* A420*%* .805**
P-Value .000 .000 .000

Table 3 shows Pearson correlation coefficients for the rela-
tionships between e-banking services ATMs, Internet Bank-
ing (IB), Mobile Banking (MB), Credit Cards (CC), Debit
Cards (DC), and Electronic Fund Transfers (EF) and customer
satisfaction (CS). All correlations are positive and highly sig-
nificant (p < 0.01), confirming strong links between effective
digital services and overall satisfaction. This consistent pat-
tern highlights how well these services work as a key driver
of positive banking experiences.

Among the examined variables, Mobile Banking exhibits
the strongest association with customer satisfaction (r =.805),
signifying its dominant influence on customers’ evaluative
judgments. This exceptionally high correlation highlights the
centrality of mobile platforms in modern banking, where con-
venience, immediacy, and accessibility are increasingly val-
ued. In emerging economies, mobile banking often compen-
sates for infrastructural limitations and thus becomes a pri-
mary interface between banks and customers. The finding im-
plies that higher levels of digital literacy and effective use of
mobile banking substantially enhance perceived service qual-
ity and satisfaction. The global expansion of information tech-
nology has transformed the banking industry, accelerat-
ing the shift toward branchless and automated service
delivery. Digital banking tools ATMs, mobile banking
apps, Internet banking portals, debit and credit cards,
electronic fund transfers, and mobile wallets enable cus-
tomers to interact with banks beyond geographical
boundaries Giannakaudi.A. [8]. This technological inte-
gration enhances efficiency, accessibility, and speed of
transactions. The adoption of digital banking typically
involves three stages: Initiation and Preparation: The
of technological infrastructure, staff training, and system
readiness, Conversion: The transformation of traditional
banking processes into digital formats compatible with

machine-based systems. Implementation and Utilization:

The customer onboarding, service delivery, and contin-
uous system upgrades.

CcC DC EF CS
1

.560** 1

.000

371F* .535** 1

.000 .000

527** .393** .356** 1
.000 .000 .000

Internet Banking demonstrates a moderate positive correla-
tion with customer satisfaction (r = .420), confirming its con-
tinued relevance as a digital banking channel. Moreover, the
strong correlation between Internet Banking and Electronic
Fund Transfer (r = .658) reflects functional integration among
digital services. Customers proficient in internet-based plat-
forms are more likely to effectively utilize fund transfer ser-
vices, suggesting that digital competencies are transferable
across service modalities. This complementarity underscores
the importance of integrated digital banking strategies rather
than isolated service development.

Card-based services, including Debit Cards and Credit
Cards, reveal moderate to strong inter-correlations, particu-
larly between Debit Cards and Credit Cards (r = .560). These
relationships suggest that familiarity and literacy in one trans-
actional instrument reinforce usage effectiveness in others.
Debit Cards also show a moderate association with customer
satisfaction (r = .393), reflecting their routine use in daily
transactions and their role in shaping baseline service percep-
tions. Similarly, Electronic Fund Transfer demonstrates a pos-
itive correlation with satisfaction (r =.356), indicating that se-
cure and efficient fund movement contributes meaningfully to
customers’ overall banking experience.

In contrast, ATM services display comparatively weaker
correlations with customer satisfaction (r =.274) and with ad-
vanced digital platforms. Although ATMs remain an essential
banking channel, their reduced association with satisfaction
suggests a declining marginal impact relative to mobile and
internet-based services. This pattern reflects a broader struc-
tural shift in banking behavior, where customers increasingly
prioritize multifunctional digital platforms over traditional,
transaction-limited services.

Finally, the findings indicate that customer satisfaction is
more strongly influenced by advanced and integrated digital
banking services than by conventional banking channels. The
strong inter-service correlations further imply that enhancing
customer literacy and effectiveness in one digital service may
generate positive spillover effects across other platforms.
However, as correlation analysis does not establish causality,


http://www.sciencepg.com/journal/ajnna

American Journal of Neural Networks and Applications

http://www.sciencepg.com/journal/ajnna

these results should be interpreted cautiously. Future research
employing multivariate regression or structural equation mod-
eling is recommended to determine causal pathways and quan-
tify the relative contribution of each e-banking service to cus-
tomer satisfaction.

Regression Analysis

In this part, we examine how the use of automated teller
machines, mobile banking, internet banking, debit cards,
credit cards, and electronic fund transfers affects the level of
pleasure experienced by customers.

Table 4. Model Summary.

Model R R Square

1 487a .238

Adjusted R Square Std. Error of the Estimate

212 51527

Predictors: (Constant), ATMs, Internet Banking (IB), Mobile Banking (MB), Credit Cards (CC), Debit Cards (DC), and Electronic Fund

Transfers (EFT) and customer satisfaction (CS).

Table 5. ANOVA.

Model Sum of Squares Df
1 Regression 14.977 6

Residual 48.056 181
Total 63.033 187

Dependent Variable: CS

Mean Square F Sig.
2.496 9.402 .000b
.266

Predictors: (Constant), ATMs, Internet Banking (IB), Mobile Banking (MB), Credit Cards (CC), Debit Cards (DC), and Electronic Fund

Transfers (EFT) and customer satisfaction (CS).

Table 6. Regression Coefficients.

Unstandardized Coefficients

Model
B Std. Error

Constant 1.013 .201
ATM 194 .090
Mobile Banking -.093 .103
Credit Card .001 .082
Debit Card .223 .075
Electronic Fund .090 .088
Internet Banking 135 112

a. Dependent Variable: Customer Satisfactio

The results show that ATM usage and debit card services
have a significant positive impact on customer satisfaction,
meaning customers are more satisfied when these services
perform well. However, mobile banking, credit cards, elec-
tronic fund transfers, and internet banking do not have a
significant effect on customer satisfaction in this model.

Standardized Coefficients

t Sig.
Beta

5.046 .000
197 2.158 .032
-.103 -.905 .367
.001 .013 .989
.265 2977 .003
.093 1.021 .309
.136 1.202 231

Overall, ATM and debit card services are the main contrib-
utors to customer satisfaction among the factors studied.
A moderate relationship between independent variables and
customer satisfaction (R = 0.487). It explains 23.8% of the
variation in customer satisfaction, and after adjustment, 21.2%
remains explained by the model. The standard error of 0.515
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indicates a reasonable level of prediction accuracy, suggesting
the model fits the data well. However, the results also suggest

that customer satisfaction depends on other factors beyond e-
banking usage, such as trust, security, service quality, and cus-
tomer characteristics.

The regression model is statistically significant (F = 9.402,
p < 0.001), meaning the independent variables jointly have a
meaningful effect on customer satisfaction. The model ex-
plains a substantial portion of the total variation, while the re-
maining variation is due to other factors not included in the
model. Overall, the model is useful and reliable for explaining
customer satisfaction.

The results show that debit card services (B = 0.265) have
the strongest positive influence on customer satisfaction, fol-
lowed by ATM services (B = 0.197). Internet banking (B =
0.136), electronic fund transfers (= 0.093), and mobile bank-
ing (B = —0.103) have weaker and non-significant effects,
while credit cards (B = 0.001) have almost no influence on
customer satisfaction. These results suggest that traditional
and frequently used transactional services continue to play a
critical role in shaping customer satisfaction. Debit cards, in
particular, are integral to routine financial activities, which
may explain their substantial impact on satisfaction levels. In
contrast, mobile banking, internet banking, credit cards, and
electronic fund transfers do not exhibit statistically significant
effects on customer satisfaction in the multivariate context.
This pattern suggests potential multi-collinearity or overlap-
ping effects among digital banking channels, where advanced
services may not independently enhance satisfaction unless
supported by service reliability, user-friendly design, and cus-
tomer literacy.

The non-significance of internet banking and electronic
fund transfers further implies that the mere availability or us-
age of advanced digital services is insufficient to guarantee
higher satisfaction. Instead, customer satisfaction may depend
on qualitative dimensions such as system stability, security as-
surance, and responsiveness factors not captured in the present
model.

The findings indicate that e-banking services have a mod-
erate but meaningful influence on customer satisfaction.
Among the services examined, ATM usage and debit card ser-
vices emerge as the most significant drivers of customer sat-
isfaction, with debit cards showing the strongest effect. These
results highlight the continued importance of reliable, every-
day transactional services in shaping customers’ overall satis-
faction. The regression model is statistically significant and
explains a reasonable proportion of variation in customer sat-
isfaction, confirming that e-banking services collectively mat-
ter. However, a substantial portion of satisfaction remains in-
fluenced by other factors not captured in the model, such as
trust, security, service quality, ease of use, and customer char-
acteristics. While advanced digital services like mobile bank-
ing, internet banking, electronic fund transfers, and credit
cards do not show a significant independent effect, this does
not diminish their importance. Instead, it suggests that their

impact on satisfaction depends more on service reliability,
system stability, security, and user competence rather than
mere availability or usage. Overall, the study underscores that
basic, frequently used banking services continue to play a crit-
ical role, while digital channels must focus on quality and user
experience to enhance customer satisfaction.

6. Discussions

The primary objective of this study was to examine the cur-

rent landscape of electronic banking services offered by Nep-
alese commercial banks and to assess customer satisfaction
across different digital banking channels. The descriptive
findings indicate relatively lower variability in customer per-
ceptions of credit card services compared to other e-banking
facilities, as reflected by the smaller standard deviation. This
suggests a more consistent evaluation of credit card services
among users, likely due to their standardized functionality and
widespread acceptance. These findings align with prior empir-
ical evidence reported by Akhter [2] and Meria et al. [13].
while diverging from earlier results documented by Vadivelu
A plausible explanation for this consistency is that customers
perceive credit cards as an effective mechanism for minimiz-
ing in-branch congestion and reducing transaction-related
travel costs, particularly in densely populated urban settings
where traffic congestion remains a persistent challenge.
The second objective of the study was to investigate the
relationship between customer satisfaction and various dig-
ital banking services, including automated teller machines
(ATMs), mobile banking, internet banking, debit cards,
credit cards, and electronic fund transfers. The findings re-
veal a heterogeneous pattern of relationships. While ATM
usage demonstrates a positive and statistically significant
association with customer satisfaction, the relationship be-
tween internet banking and satisfaction is weak and char-
acterized by a negative coefficient. This result suggests that,
despite the strategic importance of internet banking, its ef-
fectiveness in enhancing satisfaction may be constrained
by usability issues, system reliability, or security concerns
in the Nepalese banking context. These results are con-
sistent with the findings of Hossain [9] and Wuisan and
Handra [19] who similarly reported stronger satisfaction
effects for traditional electronic channels relative to more
complex digital platforms.

Further insights emerge from the regression analysis,
which indicates that customer satisfaction is collectively in-
fluenced by six electronic banking variables. The statisti-
cally significant ANOVA results confirm the overall validity
of the regression model and suggest a meaningful linear re-
lationship between customer satisfaction and the utilization
of selected e-banking services. Notably, debit cards and
ATMs emerge as significant predictors of satisfaction, rein-
forcing the continued relevance of transaction-oriented ser-
vices that are deeply embedded in customers’ daily financial
routines. In contrast, the non-significant effects of mobile
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banking and internet banking in the multivariate model im-
ply that advanced digital services may not independently
drive satisfaction unless supported by adequate digital liter-
acy, system reliability, and perceived service quality. Over-
all, the discussion underscores that while digital transfor-
mation in Nepalese commercial banking is progressing, cus-
tomer satisfaction remains more strongly influenced by reli-
able, frequently used banking channels. This highlights the
need for banks to complement digital innovation with im-
provements in service quality, user experience, and customer
education to fully realize the benefits of advanced e-banking
platforms.

The e-banking service delivery practices in the banking in-
dustry of Urban Nepal were investigated. Besides, they stud-
ied the effects electronic banking service delivery had on the
level of satisfaction enjoyed by Nepalese private commercial
banks' customers. it can be concluded that the highest number
of people using banking services today are between thirty one
and forty years of age, that most of the users are females, that
most of the users are salaried and students, that most of the
users have educational qualifications of diploma and above,
and that most of the users do not maintain a full record of their
customer profile in a standard format for future reference.
With reference to conventional banking, demographic charac-
teristics are related to the degree of satisfaction enjoyed by
customers of online banking. More specifically, the study con-
cluded that automated teller services, internet-based banking
services, mobile banking services, credit card services, debit
card services, and electronic fund transfers did not signifi-
cantly contribute to consumer satisfaction. Besides, on the ba-
sis of the findings, it has been concluded that the CCS pos-
sesses the minimum variance of 0.807 while the ATM pos-
sesses the highest variation of 0.848. From this, it is evident
that most of the services provided by the financial institutions
in Nepal are credit card-related, compared to other services.
In a nutshell, the use of electronic banking services has the
potential to improve customer satisfaction, reduce the amount
of time that customers have to wait in order to receive bank
services, and enhance the ability of consumers to exercise con-
trol over the movements of their accounts. That the employees
in financial institutions in Kathmandu are satisfied with the
services provided by ATMs, and also how complaints are
managed as well as problem-solving processes that are pro-
vided by the institutions. However, they are satisfied with ser-
vices provided by mobile banking service providers and inter-
personal service providers. Besides, the process of receiving a
debit card or an ATM card is a main reason for dissatisfaction
for the employees working in financial institutions in urban
area of Kathmandu. There is a suggestion that has been put
forward to the employees so that there would be a betterment
in the quality of the banking services offered by their respec-
tive financial institutions in urban area of Kathmandu. The
Staff also propose that the level of services offered by ATMs
be upgraded to accommodate more necessary items.

7. Conclusion

E-banking service delivery practices in the banking indus-
try of Urban Nepal were investigated. Besides, they studied
the effects electronic banking service delivery had on the level
of satisfaction enjoyed by Nepalese private commercial banks
of customers. it can be concluded that the highest number of
people using banking services today are between thirty-one
and forty years of age, that most of the users are females, that
most of the users are salaried and students, that most of the
users have educational qualifications of diploma and above,
and that most of the users do not maintain a full record of their
customer profile in a standard format for future reference.
With reference to conventional banking, demographic charac-
teristics are related to the degree of satisfaction enjoyed by
customers of online banking. More specifically, the study con-
cluded that automated teller services, internet-based banking
services, mobile banking services, credit card services, debit
card services, and electronic fund transfers did not signifi-
cantly contribute to consumer satisfaction. Besides, based on
the findings, it has been concluded that the CCS possesses the
minimum variance of 0.807 while the ATM possesses the
highest variation of 0.848. From this, it is evident that most of
the services provided by the financial institutions in Nepal are
credit card-related, compared to other services. In a nutshell,
the use of electronic banking services has the potential to im-
prove customer satisfaction, reducing the amount of time that
customers have to wait in order to receive bank services and
enhance the ability of consumers to exercise control over the
movements of their accounts. That the employees in financial
institutions in Kathmandu are satisfied with the services pro-
vided by ATMs, and how complaints are managed as well as
problem-solving processes that are provided by the institu-
tions. However, they are satisfied with services provided by
mobile banking service providers and interpersonal service
providers. Besides, the process of receiving a debit card or an
ATM card is the main reason for dissatisfaction for the em-
ployees working in financial institutions in urban areas of
Kathmandu. There is a suggestion that has been put forward
to the employees so that there would be a betterment in the
quality of the banking services offered by their respective fi-
nancial institutions in urban area of Kathmandu. The Staff also
propose that the level of services offered by ATMs be up-
graded to accommodate more necessary items.
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