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ABSTRACT
Information technology plays a major role in shaping industries all over the world. Obviously, banks rely heavily on IT in conducting their businesses and spend huge amounts of money on such technology to reduce operation costs and gain competitive advantage over their rivals by offering customers better services through ATMs machines, telephone banking and more evidently in the last decade the internet banking (IB). Researchers have found that a significant number of customers are either not aware of the IB services or do not trust the IB as a channel to conduct their banking transactions. Researchers also have found that customers may adapt the IB technology only if they perceive the technology to be useful. This research paper examines customers' perception of using IB in Qatar. The paper can be a very useful reference for the banking industry to improve the level of IB services and for further future research. 
1- INTRODUCTION

All industries including the bank industry in Qatar and all over the world keep racing to provide the latest and state of the art technology that costs them a lot of money in an attempt to benefit from the fist mover competitive advantage, capture larger market share and reduce operations costs. Obviously, online banking, which was introduced in 1980's, has come a long way since then, though it was only in the mid 1990's that internet banking caught on and emerged in the developing countries (Peterson 2006). The last decade has seen a profuse growth in internet banking transactions. What attracts customers to internet banking is the round the clock availability and ease of transactions. Studies estimate that internet banking still has a long way to go. Several banks have customers who prefer banking in the traditional ways. 

The objective of this study is to know how customers perceive using online banking in Qatar, which will enable bank managers to understand the major factors that influence customers' decision to use or not use online banking. Understanding the symptoms of the problem of why there is a low rate of IB usage can help managers to come up with a right solution to improve their IB service as well as to increase the rate of IB usage. The following chapter will show you some of the earlier studies that were conducted relevant to ours. 
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The following objectives are going to be investigated in this research:  investigating the level of satisfaction and trust in using IB in Qatar, determining the main reason for not using IB, and determining the perceived importance of diverse IB services (current & new).
2- LITERATURE REVIEW
El-Sherbini et al. (2007) investigated the customers' perspectives of internet banking, their perceived importance for it, usage patterns and problems rising on its utilization. The paper discussed the strategic implications of the research findings. Empirical data were gathered from bank customers in Kuwait to achieve the research objectives. All bank customers in Kuwait were considered as population of research interest. The results showed the perceived importance of internet banking services by customers, current and potential use of IB services in Kuwait and problems perceived by bank customers in using IB. The researchers' main hypothesis tested that top five services considered relative important in Kuwait banks were "Review account balance", "Obtain detailed transactions histories, "Open accounts", Pay bills" and Transfer funds between own accounts". 

Eriksson et al. (2005) has studied the technology of internet banking in Estonia, an emerging east European economy. A quantitative study was selected to obtain data regarding the usage of and attitudes towards the internet as a banking channel. The results suggested that internet bank use increases, as customers perceive it as useful. Hence, a well-designed and easy to use internet bank may not be used if it is not perceived as useful. They concluded that the perceived usefulness of internet banking is, for banks, a key construct for promoting customer use. They also suggested that models of technology acceptance should be re-formulated to focus more on the key role of the perceived usefulness of the service embedded in the technology.

Sathye (1999) analyzed the factors affecting the adoption of Internet banking by Australian consumers. His sample was from individual residents and business firms in Australia. The study focused on the capital cities where use of internet and population was likely to be high. White and yellow pages were used as the frame of reference for personal and business customers, respectively. The findings suggest that security concerns and lack of awareness about Internet banking and its benefits stand out as being the obstacles to the adoption of Internet banking in Australia. He also suggests some of the ways to address these impediments. Further, he suggests that delivery of financial services over the Internet should be a part of overall customer service and distribution strategy. These measures could help in rapid migration of customers to Internet banking, resulting in considerable savings in operating costs for banks.

Rotchanakitumanuai and Speece (2003) investigated why corporate customers do not accept Internet banking, which can assist banks to implement this self-service technology more efficiently. Many Thai banks are currently implementing Internet banking. Banks that offer service via this channel claim that it reduces costs and makes them more competitive. However, many corporate customers are not highly enthusiastic about Internet banking. They used in-depth qualitative interviews methodology for collecting their data. The interviews with Thai firms suggested that security of the Internet is a major factor inhibiting wider adoption. Those already using Internet banking seem to have more confidence that the system is reliable, whereas non-users are much more service conscious, and do not trust financial transactions made via Internet channels. Non-Internet banking users tend to have more negative management attitudes toward adoption and are more likely to claim lack of resources. Legal support is also a major barrier to Internet banking adoption for corporate customers.

Wang et al. (2003) was interested to identify the factors that determine acceptance of Internet banking by the users. According to the technology acceptance model (TAM), perceived ease of use and perceived usefulness constructs are believed to be fundamental in determining the acceptance and use of various IT. These beliefs may however not fully explain the user's behavior toward newly emerging IT, such as Internet banking. Using the TAM as a theoretical framework, this study introduces “perceived credibility” as a new factor that reflects the user's security and privacy concerns in the acceptance of Internet banking. It also examines the effect of computer self-efficacy on the intention to use Internet banking. The results strongly support the extended TAM in predicting the intention of users to adopt Internet banking. It also demonstrates the significant effect of computer self-efficacy on behavioral intention through perceived ease of use, perceived usefulness, and perceived credibility.

According to Kolodinsky et al. (2004), Millions of Americans are currently using a variety of e-banking technologies and millions more are expected to come “online.” However, millions of others have not or will not. Their paper explores factors that affect the adoption or intention to adopt three e-banking technologies and changes in these factors over time. Using a Federal Reserve Board commissioned data set, the paper finds that relative advantage, complexity/simplicity, compatibility, observability, risk tolerance, and product involvement are associated with adoption. Income, assets, education, gender and marital status, and age also affect adoption. Adoption changed over time, but the impacts of other factors on adoption have not changed. 

Gerrard and Cunningham (2003) conducted a study to understand why users are more accepting of internet banking services, which in turn should help bank managers implement the self-service technology that costs millions of dollars. Exploratory interviews were conducted and the study identifies eight characteristics that influenced the rate of adoption. Two of these characteristics, namely accessibility and confidentiality, are new to the literature. The results showed that adopters of Internet banking perceive the service to be more convenient, less complex, more compatible to them and more suited to those who are PC proficient. Adopters were also found to be more financially innovative. The perceptions that adopters had about social desirability, confidentiality, accessibility and economic benefits were viewed no differently when adopters were compared with non-adopters.

Akinici et al. (2004) developed an understanding of consumers' attitudes and adoption of Internet banking among sophisticated consumers. Based on a random sample of academicians, demographic, attitudinal, and behavioral characteristics of Internet banking (IB) users and non-users were examined. The analyses revealed significant differences between the demographic profiles and attitudes of users and non-users. IB users were further investigated, and three sub-segments were defined according to a set of bank selection criteria. Finally, based on the similarities between various Web-based bank services, four homogeneous categories of services were defined.

Gan et al. (2006) conducted a research to examine consumers' choices between electronic banking and non-electronic banking in New Zealand as a limited number of empirical studies have been published in the marketing literature about electronic banking, and the competitive landscape of financial institutions is shifting.  Internet banking is no longer a competitive advantage but a competitive necessity for banks. The decision to use electronic banking is hypothesized to be a function of service quality dimensions, perceived risk factors, user input factors, price factors, service product characteristics, individual factors and demographic variables such as age, gender, marital status, income, etc. The findings in the paper show that the output from the logistic regression indicates that the service quality, perceived risk factors, user input factors, employment, and education were the dominant variables that influence consumers' choice of electronic banking and non-electronic banking channels.

Importance of the Research Paper
This research, which is about customers' perception of online banking in Qatar, should be very important because no such study has yet been known to be reported. Therefore, the outcome of the study can be of great importance to the bank industry in Qatar, especially that banks spend a lot of money to utilize the IB services facility in an attempt to reduce their operation costs by reducing the number of customers that tend to visit their branches. 

The Study objectives and Hypotheses
Most of the above previous studies in the literature review have tested that familiarizing customers with how to use IB and ensuring the security of IB will help increase the rate of adoption or acceptance of IB services by customers. In addition, various factors may influence customers' adoption. It is argued that adoption will not take place unless customers perceive the service to be useful. 

Based on the literature review, the following objectives and hypothesis are generated, which to be further investigated in the next section.

Objective 1: To investigate the level of satisfaction and trust in using IB in Qatar.
Hypothesis 1: Large number of customers perceive IB as not safe or secure channel for conducting their banking transactions, however, users are generally satisfied with the service.
Objective 2: To determine the main reason for not using IB.
Hypothesis 2: Various factors can affect the adoption of IB. These could be the security concerns about IB, lack of knowledge, and demographic factors etc. 

Objective 3: To determine the perceived importance of diverse IB services (current & new).
Hypothesis 3: Obtaining general information about accounts status is perceived as more important than other services that require conducting transactions.
3- RESEARCH METHODOLOGY
To measure these objectives, empirical data had to be collected and later be used for analyzing and finding the results. In order to gather the empirical data, a questionnaire had to be designed as explained in details in the next stage.     
Questionnaire Design 

The first stage involved a review of the literature and feedback from experts in the area of interest to obtain information and find out how other researchers previously did their studies. Then, empirical data was collected from bank customers in Qatar to achieve the research objectives. Based on the research objectives, a sample questionnaire (in Arabic and English) mainly with a 5-point Likert type scale and an open-ended question was initially developed and pre-tested on a small sample of potential bank customers to ensure the quality of the questionnaire that the questions were not misleading or confusing to avid any bias answers. After revision, a final questionnaire was developed to collect the data for which 47 variables were incorporated. Anonymity was also considered to insure high response rate, as there was no question asking respondents' detailed personal information such as name, address etc.  

Data Collection 

All bank customers in Qatar were considered as population of research interest. Research data was gathered by utilizing a structured questionnaire. The total sample size was fixed at 100 usable responses for data analysis.  For a small size of population and country such as Qatar, 100 responses were very acceptable for conducting the research considering that the research was conducted during summer, which is usually most people on vacation. The data was collected in various crowded areas of major shopping malls such as banks, shops, cafes and hypermarkets. To ensure all questions being answered in a proper way, questionnaires were completed one-buy-one and carefully reviewed before going to the next respondent. The SPSS software was used to analyze the data and find the results and test whether the hypothesis are true or not.

4- DATA ANALYSIS
Sample Distribution

The demographic characteristics or variables for the randomly selected respondents are presented in Table 1 below. Since the analysis was made based on 100 responses, the frequency and percentages results are identical. The frequency results show that 66% of the respondents were already IB users compared with 34% who were non-users. Most of the respondents, 77% were non-Qataris, 80% were males, 47% were in the middle of age (30-39 years old), 67% were in the university level of education, 46% had professional or managerial positions and 63% of them received salary of QR 10,000 or less. Interestingly, despite the fact that the majority of respondents (66%) were IB users, only few of them turned out to be using the service for making banking transactions online, as it will be explained in more details in a later stage. 
 Table 1: Demographic profile of respondents

	Variable
	Frequency or %

	1. Nationality
	Qatari
	23

	
	Non-Qatari
	77

	2. Gender
	Male
	80

	
	Female
	20

	3. Age
	19 or Under
	1

	
	20-29 Years old
	20

	
	30-39 Years old
	47

	
	40-49 Years old
	20

	
	50-59 Years old
	11

	
	60 or Above
	1

	4. Education level
	Less than high school
	4

	
	High school
	8

	
	University
	67

	
	Higher education
	21

	5. Occupation
	Professional or Managerial
	46

	
	Skilled work
	40

	
	Unskilled work
	3

	
	Other
	11

	6. Salary
	QR. 10,000 or Below
	63

	
	QR. 10,000-19,999
	23

	
	QR. 20,000 or Above
	14


Level of satisfaction and trust in IB in Qatar

The first research objective referred to the level of satisfaction and trust in using IB in Qatar. The respondents were provided with a list of eight statements in question 6 of the questionnaire stating the reasons for using IB. In relation to these statements, the respondents were asked to indicate the degree of agreement with each of the statements. A 5-point Likert type-agreeing scale was provided ranging from strongly disagree to strongly agree. The relevant data in terms of frequency values for the eight statements are presented in Table 2. In terms of frequencies, the following results were found to be significant.
Vast majority of IB users agree that the service is more convenient than in-branch banking; transactions can be done faster and allows easier maintenance of transaction activities. Overall, most users agree that IB is better than in-branch banking, however, on average the users were uncertain whether IB is more reliable or safer and secure.

The conclusion is that current IB users are generally satisfied with the service, which proves hypothesis 1 true.

Table 2: Extent of agreement with each statement as a reason for using IB

	Statements
	Strongly disagree
	Disagree
	Neutral
	Agree
	Strongly agree

	IB is more convenient than in-branch banking.
	0
	0
	6
	23
	16

	IB is more reliable than in-branch banking.
	1
	12
	14
	17
	1

	IB transactions can be done faster than in-branch banking.
	0
	0
	5
	25
	15

	IB allows easier maintenance of transaction activities than in-branch banking.
	0
	3
	8
	23
	11

	IB is safer and more secure than in-branch banking.
	3
	14
	16
	10
	2

	Overall, IB is better than in-branch banking.
	0
	3
	8
	29
	5

	I use IB for curiosity only.
	16
	12
	10
	6
	1

	I use IB for better rate offers and charges only.
	17
	18
	13
	5
	2


The level of satisfaction was also found from question 5 of the questionnaire, which asked the respondents to indicate how satisfied they were with their last time using IB service. Here also, a 5-point Likert type scale was used from very unsatisfied to very satisfied. The analysis reviled that most of the users of IB services are generally satisfied with it as shown below in Table 3 and Figure 1.

Table 3: IB users' level of satisfaction with the service

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Very Unsatisfied
	1
	1.0
	2.2
	2.2

	 
	Somewhat Unsatisfied
	2
	2.0
	4.4
	6.7

	 
	Neutral
	12
	12.0
	26.7
	33.3

	 
	Somewhat Satisfied
	18
	18.0
	40.0
	73.3

	 
	Very Satisfied
	12
	12.0
	26.7
	100.0

	 
	Total
	45
	45.0
	100.0
	

	Missing
	System
	55
	55.0
	
	

	Total
	100
	100.0
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Figure 1: IB users' level of satisfaction with the service

Main reasons for not using IB 

Opposite to the first research objective, the second objective referred to the main reasons for not using IB. The respondents were provided again with a list of eight statements in question 8 of the questionnaire stating the reasons for not using IB. In relation to these statements, the respondents were asked to indicate the degree of agreement with each of the statements. A 5-point Likert type-agreeing scale was provided ranging from strongly disagree to strongly agree. The relevant data in terms of frequency values for the eight statements were presented in Table 4. In terms of frequencies, the following results were found to be significant.
Table 4: Extent of agreement with each statement as a reason for not using IB

	Statements
	Strongly disagree
	Disagree
	Neutral
	Agree
	Strongly agree

	I do not have a PC at home/work.
	21
	8
	12
	7
	8

	Internet connection is costly.
	15
	10
	14
	9
	8

	Quality of internet connection is bad.
	15
	12
	20
	8
	1

	Quality of IB services is bad.
	8
	12
	30
	4
	1

	It takes time to finalize the transaction.
	5
	10
	38
	3
	0

	I do not know how to use IB.
	7
	8
	21
	16
	4

	I do not trust the internet as a channel for banking.
	8
	13
	14
	11
	10

	I like meeting people and prefer face-to-face banking.
	8
	8
	13
	18
	9


On average, most non-users of IB disagree that any of the listed reasons above was a factor for not using the service; however, the respondents were almost equally divided about the degree of trust they attach to IB and most of them indicated they prefer in-branch banking rather than IB. Therefore, this could be because of lack of trust in using IB. In support of this assumption, which is the second hypothesis of the research, customers' comments were also used to prove it. Of the 100 surveyed respondents, 31 provided with their comments that are listed in Table 5 below. Significantly, the figures show that the safety and security are what most bank customers concerned about.
Table 5: Respondents Comments for not Using IB in Qatar
	Comments
	No. or % of Responses

	Ensure high safety and security for using IB
	18

	Make IB user-friendly
	4

	Speed up the time required to finalize transactions


	3

	Improve the quality of IB services


	2

	Show detailed information of transactions
	1

	Provide up to date account information
	1

	Monitor the transactions better
	1

	Spread IB knowledge and lower internet rate
	1

	Total
	27


Perceived importance of IB services

The third objective of the research referred to the extent customers perceive IB services as important. The respondents were provided with a list of 20 IB services in question 7 of the questionnaire. In relation to these 20 services, the respondents were asked to indicate the degree of importance they attaché to using the services online. A 5-point Likert type importance scale was provided ranging between strongly disagree and strongly agree. The relevant data in terms of frequency values for the 20 banking services were presented in Table 6. The following frequency results were found to be significant. The majority of respondents, 45-57% perceived the top four IB services as very important compared with the other listed sixteen services, which only 10-29% was perceived as very important. These top IB services were "review accounts balances", "review credit cards balances", "obtain detailed account transaction histories" and "review credit cards transactions." This clearly suggests again that overall most of the respondents did not trust the IB as a channel to conduct their banking transactions, but perceived it as very useful and important for obtaining information about their account status, which proves hypothesis 3 of this research to be true.  

Table 6: Current and potential use of IB services in Qatar

	IB Services
	Very

Unimportant.
	Unimportant
	Neutral
	Important
	Very Important

	Review accounts balances
	6
	2
	12
	23
	57

	Review credit cards balances
	9
	3
	12
	23
	53

	Obtain detailed account transaction histories
	7
	2
	21
	25
	45

	Review credit cards transactions
	10
	2
	22
	21
	45

	Transfer funds between own accounts
	16
	5
	27
	23
	29

	Transfer funds to other person’s accounts
	20
	10
	29
	22
	19

	Transfer funds to other accounts outside the country
	17
	14
	24
	16
	29

	Pay bills using available cash in the accounts
	10
	5
	28
	28
	29

	Pay bills using credit cards
	17
	5
	25
	26
	27

	Stop credit cards
	24
	8
	29
	15
	24

	Order checks books
	19
	12
	34
	13
	22

	Recharge Hala Card
	28
	10
	19
	18
	25

	Request SMS services
	21
	13
	28
	15
	23

	Order to buy IPO
	31
	8
	38
	13
	10

	Order to buy and sell shares
	30
	8
	41
	11
	10

	Open new accounts
	23
	11
	33
	22
	11

	Issue standing orders
	25
	12
	34
	17
	12

	Issue drafts
	21
	13
	39
	15
	12

	Apply for loans
	25
	11
	28
	21
	15

	Apply for credit cards
	21
	10
	33
	19
	17


In this research, correlation results were also tested, however, no significance was found except for few ones. For example, there was a strong positive relationship between variable 19 (Transfer funds to other persons' accounts) and variable 22 (Pay bills using credit cards). This makes sense as the IB user who feels safe and secure to use the service for transferring funds to other person's accounts, he/she would also most probably feel the same way towards paying his/her bills online using the credit cards. Similarly, there was a strong positive relationship between variable 20 (Transfer funds to other accounts outside the country) and variable 22 (Pay bills using credit cards). 

Another strong positive relationship were found between variables 14, 15, 16, and 17 which are about obtaining information regarding account status. Again, here it makes sense as the IB user who is risk averse, he/she would be less willing to us the service for conducting banking transactions online (opposite to previous examples).

In addition, the usage of the IB was tested to see whether it is associated with demographic variables such as age, education etc. The conclusion is that IB is not associated with demographic variables, as no strong correlation exists between them.

5- CONCLUSION AND RECCOMENDATIONS
In line with the global industries' move in acquiring the latest advanced technology to stay ahead of competitors, banks throughout the world and in Qatar have notably been moving in the same direction. Evidently, an internet-banking service is considered a new era in banking, which banks spend considerable amount of money on to have it available to their customers and to cut their operations costs. Unfortunately, evidences have shown that a large number of customers do not use online banking for various reasons, despite its benefits and the availability of internet access among most of the customers.
This research paper found that the major IB concern amongst customers in Qatar was the safety and security of the service, which forms a real obstacle to use the service. The research also found that even most of those who frequently use the IB services, usually do not conduct much of transactions, but find the service very useful for checking their account status. This means that the IB services is not doing the purpose it was originally made for, which is to provide customer convenience and reduce customer visits to the banks. The paper also found that lack of knowledge could be one of the factors for having a low rate of IB usage. 

Based on the results found in this paper, it is strongly believed that ensuring the security of IB and familiarizing customers with how to use the service will definitely increase the rate of using IB services. From this standing point, bank managers should consider this as a strategic objective to maintain their customers and gain a competitive advantage against their rivals. In order for the banks in Qatar to reduce their operation costs and increase the rate of usage of IB, it requires a joint effort from more than one party to work towards this objective. This means that banks need to ensure their IB systems are well secured, reliable and user-friendly, and need to better promote and familiarize their customers about the IB. It also requires the local telecommunication company, Q-Tel to reduce the internet rates in order to encourage more customers to have access to the internet and it requires the government to support the bank industry in achieving this objective because security is an issue that concerns the whole society. 
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