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ABSTRACT 

The objective of this paper is to examine the impact of e-banking products marketing on the corporate 

performance of Deposit Money Banks in Nigeria. This study is causal in nature because it investigates the 

causal relationship between the independent variable (e-banking products marketing) and the dependent 

variable (corporate performance of banks in Nigeria).The study considered the twenty (20) deposit money banks 

currently operating Nigerian. Secondary sources of data collection for this research work were captured from 

the published annual reports and accounts of banks for a period of ten years (2006 – 2016) and other existing 

financial records of the banks. The methods of data analysis adopted for this study is Panel regression analysis. 

The results showed that Largely, the log(MB), the log(NEFT), and the log(NIP) positively impacted on bank 

performance variables and it has a significant impact since the p-values are greater than the level of 

significance of 0.05. On the other hand, log(ATM), and the log(POS) negatively impact on bank performance 

variables and it has an insignificant impact since the p-values are greater than the level of significance of 0.05. 

It is, therefore, concluded that the null hypothesis is accepted while the alternate hypothesis is rejected hence, 

there is no significant impact of e-banking products on corporate performance of banks in Nigeria. There is a 

need for banks in Nigeria to put in different locations appropriate e-banking products like ATM, and POS so 

that it will be easily accessible by customers resulting in quick service and convenience, hence, improving banks 

corporate performance.  
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INTRODUCTION 

The banking industry in Nigeria has been in a process of significant transformation in Information and 

CommunicationTechnologies(ICTs) since the 1990s, and the emergence of the internet have revolutionised 

business activities enabling new ways of conducting business referred to as e-commerce (e-banking). Since 

banks services are the strength point of a dynamic economy, increasing development of ICT has provided a 

suitable ground for the improvement of the performance with the development of these technologies in business 

and trade. Presently, banks have been able to medicate all the financial and commercial transactions of their 

customers at least to a large extent. Biometrics and a large amount of data and information can now be 

processed, stored or transferred at a surprising speed using the computer and other wireless devices with the aid 

of InformationTechnology (IT). Nigerian banks are not left out in utilising information technology in order to 

improve their general service delivery. For example, some of the ICT processes that are being used by Nigerian 

banks include a mobile telephone, facsimile, Automated Teller Machine (ATM), Point of Sale (POS), internet 

banking and so on. These technological innovations have been identified to contribute to the distribution 

channels of the banks. New technologies help managers envision the future. Technological advancement 

promises to change the way and manner organisations innovate and change their approach in a variety of 

strategic issues ranging from entering new markets to responding to a competitor’s attack, especially in today’s 

increasing complex and competitive business environment. Information technology has surmounted the slow 

and expensive process of traditional marketing practices especially as it relates to business activities in the 

banks, other financial service industries, and various business entities. It has been able to solve out-of-stock 

problems. Feedback gotten from customers have also been able to determine customers’ likes/dislikes, 

criticisms, complaints, suggestions, etc. data collection is fast, inexpensive, reliable, convenient, confidential, 

user-friendly, and provides insight into customers’ preferences. Production costs are low as displays of new 

products or services are entertaining and digitalized. Using digital technologies help sell and market your 

products and services. It is highly proffered and has an overriding advantage over the traditional banking and 
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commercial methods and particularly more suitable because of the ease use and cost effectiveness.  The bank's 

performance is gaining an unprecedented improvement, which can obviously be investigated in operational, 

financial and market sectors. 

 

In addition, customer’s transaction and communication abilities have been quickened by the development of 

information technology (Giannakoudi, 1999). In the early 80s, telephone banking and cable television banking 

came into existence, and the progress of Personal Computer (PC) banking in the early 90s (Giannakoudi, 1999). 

In early 2000, the banking sector distribution channel started its revolution in information technology, with 

acredit card, the Automatic Teller Machine (ATM) and the ATM networks being unveiled. Information 

technology enabled electronic channels to perform many banking functions that would traditionally be carried 

out over the counter (Adesina and Ayo, 2010). The rise of electronic payments media such as debit and credit 

cards has caused the value of cheques paid in the United States to fall to from about $49billion in 1995 to about 

$42 billion in 2002 (Gerdes, and Walton, 2002). Furthermore, the use of paper cheque is being supplemented 

step by step with electronic images, allowing the storage capacity of evidence to be high, reducing costs and 

improving customer services (Rose, and Hudgins, 2005). 

 

The development of electronic banking, such as internet banking from e-commerce, has changed the banking 

relationships of bank personnel and that of the customers, which has many advantages over the traditional 

banking delivery channels. This includes cost reduction, marketing and communications, the offering of services 

regardless of geographic area, time and increased customer base (Giannakoudi, 1999).  

 

STATEMENT OF THE PROBLEM 

E-commercewas adopted by banks so as to improve their service delivery, decongest queues in the banking 

halls, enable customers to withdraw cash 24/7, aid international payments, and remittances, track personal 

banking transactions, request for online statements, or even transfer deposits to a third party account, introduced 

a great volume and complexity of operations, increased in innovation, and variety of products and services 

rendered, financial liberation, redesigning business processes and refined their services towards customers. 

Before the now the banking industry in Nigeria was characterised by inefficiency, bureaucracy and truly 

frustrating on the amount of time it takes to service their customers.  However, despite the growing focus on e-

commerce in Nigerian banks and effort of the banks ensure that customers reap the benefits of e-commerce, the 

banks met with complaints from customers as regards to malfunctioning of ATMs, shortage of supply of POS 

machines, network downtime, online theft and fraud, non-availability of financial service, payment of hidden 

cost of e-banking like short message service, for sending alerts, mandatory acquisition of ATM cards, non-

acceptability of Nigerian banks cards for international transactions amongst others. Every bank in Nigeria is 

using at least an aspect of e-commerce as a tool to gain competitive advantage. However, the impact of e-

commerce on corporate performance of banks in Nigeria is yet to be established. This study is aimed at 

examining the impact of e-banking products marketing on the corporate performance of banks in Nigeria and to 

make recommendations based on the outcome of the study. 

 

RESEARCH QUESTIONS 

What specific impact do the e-banking products and services have on the corporate performance of banks in 

Nigeria? 

 

OBJECTIVES OF THE STUDY 

To examine the impact e-banking products and services have on the corporate performance of banks in Nigeria. 

 

RESEARCH HYPOTHESES 

Ho: There isno significant impact of e-banking products on corporate performance of banks in Nigeria. 

 

LITERATURE REVIEW/THEORITICALFRAMEWORK 

Commerce Elements in Nigerian banks  

The majority of the early participating banks were new generation banks through the consolidation of Nigerian 

banks has brought about merging or acquisition between two or more banks and that makes the e-commerce 

participation to be all round about. 

The various e-commerce elements in Nigerian banks are as follows:  
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Electronic banking (e-banking):E-banking can be referred to as a system whereby all the banking services are 

conducted via electronic medium. Such banking services include money depositing and withdrawal, checking 

account balance and much more. The banks are characterised by the use of thevirtual private network (VPN) to 

connect to other branches. Elaborately, the local branches of the bank are connected via Very Small Aperture 

Terminal (VSAT), a satellite communication system. In this case of e-banking, the network is referred to as 

Extranet. An extranet is the use of internet technology outside a company’s premises to share commercial and 

operational information and tasks with customers (Nwosu 2005; Greenstein and Vasarhelyi, 2002). 

Alternatively, it is a private network outside a business, whereas the internet is a worldwide, public network. No 

one outside the permitted customer group can see the extranet. It is securely protected. Customers are able to 

transact on the bank’s website in a secure environment by using Secured Socket Layer (SSL). This makes data 

transmitted between the client (that is the customer’s computer) and the web server to be encrypted hence it 

requires understanding the keys to retrieve the data. Usually, the client uses the public key while the private key 

remains with the server. This encryption technique is called Asymmetric Encryption (CIW Study Guide, 2004). 

All most all the banks carry out e-banking in Nigeria; among which are First bank Plc, United bankfor Africa 

Plc, Guaranteed Thrust bank Plc, Skye bank Plc, Zenith bank Plc, and so on.  

Internet banking: Today’s Nigerian banks use Very Small Aperture Terminal (VSAT) for communication 

among their branches, this form of technology is referred to as Intranet. An intranet is the use of Internet 

technology inside a company. Emphatically, only staff shares customer and operational information as well as 

tasks (Nwosu, 2005; Greenstein and Vasarhelyi, 2002). It has made it possible for someone to deposit or 

withdraw money from any of the branches of the banks in Nigera.  

Telephone banking: Astonishingly, some banks still use what is referred to as Telephone banking. An example 

is Unity Bank PLC. One branch of the bank calls another where the customer’s account domiciles to confirm if 

the account is valid before performing the task of depositing or withdrawal.  

Mobile banking (m-banking): With the advent of Global System for Mobile Telecommunication (GSM), we 

now have some banks using it as a medium of conducting some of their services. An example is the Sapphire 

Flash-Club by most banks (Nwosu 2005). The Sapphire Flash-Club is a bank account based on a GSM phone 

number. Literally, when one signs up for a Sapphire Flash-Club account, his phone number becomes the bank 

account number. And it becomes possible to transfer cash to anyone who owns a Global System for Mobile 

phone anywhere in Nigeria (Nwosu 2005). Also with such account, the owner can perform other transactions 

like buying any of the bank’s e-products such as recharge cards for cell phones.  

Information Technology: Information technology encompasses the performance of banking, marketing, 

commercial activities and functions via a complex system of computer networks (Adesina and Ayo, 2010). 

Presently banks have been able to medicate all the financial and commercial transactions with their clients at 

least to a large extend (Agboola, 2003). Biometrics and a large amount of data and information can now be 

processed, stored or transferred at a surprising speed using the computer and other wireless devices with the aid 

of information technology (Chungi and Payter, 2002). Nigerian banks are not left out in utilising information 

technology in order to improve their general service delivery.  

Another transaction method(s): Among other transaction methods, the widely used are Automated Teller 

Machine (ATM); Point of Sales (POS) machine; and social networks. Automated Teller Machines are mostly 

situated in large stores and hotels. Someone can cash money from this complex information processing system. 

It is a complete computer system in a box. It handles at least four media including currency, cards, receipts, and 

envelopes. It also has self-supervising operating, application, and diagnostic programs; and incorporates 

sophisticated physical and logical security features (Svigals, 1983). The Point of Sales POS) machines is 

situated in large stores, filling stations, supermarkets, hotels, airports, banks and so on. Someone can make 

purchases and payment at that moment and time, without necessary using cash. It operates in a similar capacity 

with the ATM but cannot give cash as in the case of ATM, and also is a portable device that can be carried even 

in the pockets (Adibe, 2001).  

 

Contingency theory is the anchor for the study. Contingency theory is an orientation that emphasises the 

importance of situational influences on the management of organisations and questions the existence of a single 

best way to manage or organise (Shakur, 2011; Zeithaml, Varadarajan, and Zeithaml, 1988). This approach 

embodies a simple concept that enables significant advancement in the study of management organisations 

fields which are normally different in context, depending on the issues or topics under investigation (Shakur, 

2011; Zeithaml, Varadarajan, and Zeithaml, 1988). More specifically, the contingency approach according to 

Kast and Rosenzweig (1973) is an attempt to understand the inter-relationships within and among organisational 

sub-systems as well as between the organisational system as an entity and its environments. It emphasises the 
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multivariate nature of organisations and attempts to interpret and understand how they operate under varying 

conditions. At its most basic, the contingency theory approach can be decomposed into three important types of 

variables (Shakur, 2011; Murray, Kotabe, and Wildt, 1995; Zeithaml, Varadarajan, and Zeithaml, 1988) as 

presented in figure below: 

Contingency Theory in Management Research 

 

   

Source: Adopted from Shakur (2011) Understanding the Determinants of E-commerce uptake, E-

service Quality, and E-commerce success in the UK On-line Retail Sector. Pg. 61 

 

(i) Contingency Variables represent exogenous situational characteristics that might affect the form or 

function of an organisation or the behaviour of its management team. 

(ii) Response Variables are organisational or managerial actions taken in response to current or anticipated 

contingency factors. 

(iii) Performance Variables are the dependent measures that are appropriate to evaluate the fit between 

contingency variables and response variables for the situation under consideration. 

 

This contingency theory approach has been widely adopted in various research fields or domains including 

Marketing (Shakur, 2011), Management Information Systems (MIS) (Khazanchi, 2005; Teo and Pian 2003; As 

e-commerce is an academic discipline that has strong roots both in the marketing and the management 

information system research domains, it is not surprising that contingency theory has already been widely 

applied in this context. For example, the following are variables that have been previously utilised in empirical 

studies of e-commerce: 

(i) Contingency Variables: common examples of contingency variables include: organizational size 

(Ramdani and Kawalek, 2007; Aguila-Obra and Padilla-Melendez, 2006; Kowtha and Choon, 2001), 

environmental factors (Gibbs and Kraemer, 2004; Wang and Cheung, 2004; Kuan and Chau, 

2001;Lee,1998), technological factors (Gibbs and Kraemer, 2004; Kuan and Chau, 2001), competitive 

conditions (Basaglia, Caporarello, Magni and Pennarola, 2008; Roberts and Toleman, 2007; Teo and Pian 

2003; Wu, Mahajan, and Balasubramanian, 2003) and organizational factors (Gibbs and Kraemer, 2004; 

Wang and Cheung, 2004; Kuan and Chau, 2001). 

(ii) E-Commerce response variables: common examples of the variables relating to an organization's adoption 

of e-commerce include: simple measures of whether or not e-commerce has been adopted (Basaglia, 

Caporarello, Magni and Pennarola, 2008; Ramdani and Kawalek 2007; Khalifa and Davidson, 2006; Yu, 

2006; Teo and Pian, 2003; Chwelos, Benbasat and Dexter,  2001), more sophisticated measures of the 

scope/level of adoption (Aguila-Obra and Padilla-Melendez, 2006; Frambach and Schillewaert, 2002; 

Truong and Rao, 2002). 

(iii) Organizational performance: common examples of the variables that have been used to measure the 

organizational impact of e-commerce include: financial measures (Gunawan, Ellis-Chadwick, and King, 2008; 

Merono-Cerdan and Soto-Acosta, 2005; Zhu and Kraemer, 2002; Teo and Tan 2002), organizational 

effectiveness (Dorherty and Ellis-Chadwick, 2009; Pai and Yeh, 2008; Roberts and Toleman, 2007; Khazanchi, 

2005; Driedonks, Gregor, Wassenaar, and Van Heck, 2005; Teo and Pian, 2003;Wu, 

Mahajan,andBalasubramanian, 2003; Daniel and Wilson, 2002; Iacovou, Benbasat and Dexter, 1995).  

Consequently, there are many existing examples of the organisational uptake and adoption of the e-commerce 

that are explicitly based upon contingency theory. For example, Teo and Pian (2003) examined the role of three 

contingency factors (business strategy, top management support, and technology compatibility), upon the level 

of internet adoption and ultimately its impact upon competitive advantage. In a similar vein, Teo, Tan, and Buk, 

(1997-1998) used three factors (organisational, technological and environmental) as the factor in studying levels 

of internet adoption in Singapore. 

 Against this backdrop, it is clear that many of the gaps that need to be filled in this study can be 

modeled using contingency theory approach. For instance: 

(a) Contingency Factors: the internal and external drivers that influence e-commerce adoption in Nigerian 

banks.  

Contingency 

Variables 

Response 

Variables 

Organisational 

Performance 
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(b) Response Variables: the scope of e-commerce implementation approach to the corporate performance of 

banks in Nigeria might serve as response variables. 

(c) Organisational Performance: there is a wide range of e-commerce measures that could be used to 

measure the success of e-commerce operations in Nigerian banks. 

 

It should be noted, therefore, that this study is anchored on the contingency theory of e-commerce. Before 

choosing contingency theory, a variety of alternative theoretical framework such as institutional adoption 

theory;Kuan and Chau, 2001; Scupola, 2006; Aguila-Obra and Padilla-Melendez, 2006; Zhu, Kraemer and Xu, 

2006; Dooling and Troshani, 2007; Scott, 2008), the resource-based theory of the firm (Ellis-Chadwick, Doherty 

and Anastasaki, 2007; Zhu et al., 2006; Molla and Licker, 2005;  as reviewed above were considered. However, 

these were ultimately discounted as none had the flexibility that was required to explore such an extensive 

research territory. 

 

METHODOLOGY 

Data were collected from Central Bank of Nigeria (CBN) and financial statement of the individual bank under 

study. The data for elements of e-commerce which consists of e-banking productsinclude; ATM, mobile 

banking, NEFT, POS and NIP. For the corporate performance variables, data was collected for profit before tax, 

net assets, earnings per share, return on capital employed and total deposits. Data was collected from 2006 to 

2016, representing the period of pre e-commerce (2006-2010) for 20 banks. Panel Regression Model (PRM) is 

used to achieve the objective of this study and testing of the hypothesis.  

 

MODEL FORMULATION        

In this section of model formulation, Panel regression model was adopted. Four models were formulated based 

on the objectives to be achieved and the hypothesis to be tested. The models are formulated as: 

 

Log(NA)it = β0 + β1log(ATM)it + β2log(MB)it + β3log(NEFT)it+ β4log(POS)it + β5log(NIP)it +ɛit 

(EPS)it = α + α1 log(ATM)it + α2log(MB)it + α3log(NEFT)it+ α4log(POS)it + α5log(NIP)it +∞it 

log(CE)it = π + π1log(ATM)it + π2log(MB)it + π3log(NEFT)it+ π4 log(POS)it + π5 log(NIP)it +ʊit 

log(TD)it = ρ0 + ρ1log(ATM)it + ρ2log(MB)it + ρ3log(NEFT)it+ ρ4log(POS)it + ρ5 log(NIP)it +µit 

 

Where:  

log= Logarithms 

NAit= Net asset of bank i in time t 

EPSit = Earnings per share of bank i in time t  

CEit= Capital employed of bank i in time t 

TDit= Total deposit of bank i in time t 

 

ATMit= Automated Teller Machine of bank i in time t 

MBit = Mobile banking of bank i in time t 

NEFTit= NEFT bank i at time t 

POSit= Point of sales of bank i at time t 

NIPit= NIP of bank bank i at time t 

 

MODEL ESTIMATION 

Panel regression result for Net assets and E-banking components 

Log(NA)it = β0 + β1log(ATM)it + β2log(MB)it + β3log(NEFT)it+ β4log(POS)it + β5log(NIP)it +ɛit 

 

Table 1: Results of Pooled, Fixed and Random Regression Estimates 

 

Dependent variable:Log (NA)it 

 

 

Note:  * ** *** show significance at 1%, 5% and 10% respectively  
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Source: Researcher’s Computation 

 

Table 1 shows the result of the Panel regression of pooled, fixed and random effects. From the table, the 

Hausman specification test shows that the fixed effects model is a better estimator than the random effects 

model since the Hausman test result shows a chi-square value of 26.70, with a p-value of 0.0001 is less than the 

significant level of 5%. The result of the fixed effect is interpreted as follows: 

 

The coefficient of log (ATM) is -2.086 and the p-value is 0.071. This indicated that there is a negative effect of 

ATM on Net Assets of banks under study for the period of 2011 to 2015. However, the impact of log(MB), 

log(NEFT), log(POS) and log(NIP) on Net Asset (NA) are all positive. This means that increase in log(MB), 

log(NEFT), log(POS) and log(NIP) by a unit, will bring about 2.117 units, 0.424 units 0.504 units and 1.168 

units increase in Net Asset (NA) 

 

Panel regression result for Earnings Per share and E-banking components 

EPSit = α + α1 log(ATM)it + α2log(MB)it + α3log(NEFT)it+ α4log(POS)it + α5log(NIP)it +∞it 

 

Table 2: Results of Pooled, Fixed and Random Regression Estimates 

Dependent variable:(EPS)it 
 

Note:  * ** *** show significance at 1%, 5% and 10% respectively  

 

 

Expected 

sign 

Panel A 

Pooled 

coefficient 

P-value Panel B 

Fixed 

coefficient 

P-value Panel C 

Random 

coefficient 

P- 

value 

Log ATM + 1.55 0.071 -2.086 0.071 1.374    0.120 

Log MB + -0.0657 0.775 2.117 0.129 -0.128    0.687 

Log NEFT + -1.513 0.164 0.424 0.742 -1.247    0.217 

Log POS + -0.132 0.619 0.504 0.816 -0.002    0.992 

Log NIP  0.445 0.243 1.168 0.001** 0.804    0.012** 

CONSTANT  2.185 0.767 -6.507 0.300        -1.811    0.780 

        

R
2
  0.0947  0.0360  0.046  

N  95  95  95  

F*  1.86 0.1089 10.20 0.000** 20.61 0.001** 

Hausman 

Test 

 

 - -     26.70           p-value             0.0001 

Corr(Ui, X)  - - -0.9301 - 0 - 

 

 

 

Expected 

sign 

Panel A 

Pooled 

coefficient 

P-value Panel B 

Fixed 

coefficient 

P-value Panel C 

Random 

coefficient 

P- 

value 
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Source: Researcher’s Computation 

 

 Table 2 shows the result of the Panel regression. The Hausman specification test shows that the random effects 

result which is the panelC is a better estimator than the fixed effects result in panel B since the Hausman test 

result shows a chi-square value of 6.71, with a p-value of 0.2433 is greater than the significant level of 5%. The 

result of the random effect is interpreted as follows: 

The random effect result in panel C indicated that the coefficient of log (ATM) and log (POS) are negative with 

coefficient values of -27.43 and -4.602 and the p-values of 0.299 and 0.538 respectively. This implies that the 

increasing effect of log (ATM) and log(POS) bring about decreases in Earning Per Share (EPS). However, the 

impact of log(MB), log(NEFT) and log(NIP) on earning per share  (EPS) are all positive, implying that  increase 

in log(MB), log(NEFT) and log(NIP) by a unit, will bring about 9.738 units, 6.725 units and 5.453 units 

increase in earnings per share (EPS). 

 

Panel regression result for Return on Capital Employed and E-banking components 
log(CE)it = π + π1log(ATM)it + π2log(MB)it + π3log(NEFT)it+ π4 log(POS)it + π5 log(NIP)it +ʊit 

 

Table 3: Results of Pooled, Fixed and Random Regression Estimates 

Dependent variable:log(CE)it 
Note:  * ** *** show significance at 1%, 5% and 10% respectively 

 

Log ATM + -37.212 0.136 -57.78 0.194 -27.43    0.299 

Log MB + 11.738 0.083 52.59 0.327 9.738   0.220 

Log NEFT + 7.082 0.823 9.400 0.851 6.725   0.832 

Log POS + -8.493 0.277 -1.992 0.812 -4.602   0.538 

Log NIP  7.915 0.476 4.582 0.725 5.453   0.606 

CONSTANT  266.28 0.217 -20.329 0.933 158.087   0.457 

        

R
2
  0.0616  0.0213  0.0535  

N  95  95  95  

F*  1.17 0.0.3309 0.53 0.7529 2.70 0.7460 

Hausman 

Test 

 

 - -     6.71           p-value             0.2433 

Corr(Ui, X)  - - -0.8754 - 0 - 

Corr(Ui, X)  - - -0.8754 - 0 - 

 

 

Expected 

sign 

Panel A 

Pooled 

coefficient 

P-value Panel B 

Fixed 

coefficient 

P-value Panel C 

Random 

coefficient 

P- 

value 
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Source: Researcher’s Computation 

 

Table 3 shows the result of the Panel regression. From the table, the Hausman specification test shows that the 

fixed effect result which is the panelB is a better estimator than the random effect result in panel C, given that 

the Hausman test result which is the chi-square is 32.09 with a p-value of 0.0000 is less than the significant level 

of 5%. Therefore, the result of the fixed effect is interpreted as follows: 

 

The fixed effect result in panel B indicated that the coefficient of log (ATM) and log (POS) are negative with 

coefficient values of -0.7795 and -0.1703 and the p-values of 0.138 and 0.08 respectively. This shows that a 1% 

increase in log (ATM) and log(POS) leads to a 77.95% and 17.03% decrease in return on capital employed (CE) 

for the banks in the period under study. On the other hand, the impact of log(MB), log(NEFT) and log(NIP) on 

return on capital employed (CE) are all positive with coefficients of 0.9618, 0.8985, and 0.2858 as well as p-

values of 0.130, 0.130 and 0.066 respectively, implying that  a 1% increase in log(MB), log(NEFT) and 

log(NIP) will bring about a 96.18%, 89.85% and 28.58% increase in return on capital employed (CE). 

 

Panel regression result for Total Deposit and E-banking components 

log(TD)it = ρ0 + ρ1log(ATM)it + ρ2log(MB)it + ρ3log(NEFT)it+ ρ4log(POS)it + ρ5 log(NIP)it +µit 

 

Table 4: Results of Pooled, Fixed and Random Regression Estimates 

 

Dependent variable:log(TD)it 
 

Note:  * ** *** show significance at 1%, 5% and 10% respectively  

 

Source: Researcher’s Computation 

 

Log ATM + 1.786 0.000** -0.7795 0.138 1.0858    0.007 

Log MB + -0.111 0.287 0.9618 0.130 -0.0076   0.958 

Log NEFT - -0.575 0.242 0.8985 0.130 -0.1341   0.772 

Log POS + -0.329 0.008** -0.1703 0.088 -0.2165   0.036 

Log NIP  0.066 0.700 0.2858 0.066 0.11235   0.444 

CONSTANT  -4.6777 0.163 -4.223 0.141 -3.2359   0.278 

        

R
2
  0.3410  0.0647  0.2267  

N  95  95  95  

F*  9.21 0.000** 9.72 0.000* 26.79 0.0001** 

Hausman 

Test 

 

 - - 32.09           p-value             0.0000** 

Corr(Ui, X)  - - -0.8857 - 0 - 
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Table 4 shows the result of the Panel regression. From the result, the Hausman specification test shows that the 

fixed effect result which is the panelB is a better estimator than the random effect result in panel C, given that 

the Hausman test result which is the chi-square is 28.81 with a p-value of 0.0000 is less than the significant level 

of 5%. Consequently, F-test value for Fixed effect (25.76) is higher than the F-test (16.39) for the pooled 

regression in Panel A. Therefore, the result of the fixed effect is interpreted as follows: 

The fixed effect result in panel B indicated that the coefficient of log (ATM), log (MB) and log (NIP) are 

positive with coefficient values of 0.3422, 0.6745 and 0.5572 and their p-values of 0.400, 0.171 and 0.000 

respectively. This shows that a 1% increase in log (ATM), log (MB) and log (NIP) lead to a 34.22%, 67.45% 

and 55.72% increase in Total Deposit (TD) of the banks in the period under study. In contrast, the impact of 

log(NEFT), and log (POS) on Total Deposits (TD are all negative with coefficients of 0.0658 and 0.2774 as well 

as their p-values of 0.886 and 0.0001 respectively, implying that a 1% increase in log (NEFT), and log (POS) 

will bring about a 6.58% and 27.74% decrease in Total Deposits (TD) of banks. 

 

TEST OF HYPOTHESIS AND RESULTS 

H01: There is no significant impact of e-banking products on corporate performance of banks in Nigeria. 

 

Decision rule 

If the p-value is greater than the level of significance of 0.05, the null hypothesis is rejected while the alternate 

hypothesis is accepted. If the p-value is greater than the significance level of 0.05, the null hypothesis is 

accepted and the alternate hypothesis is rejected. 

Reject Ho if P < 0.05 

Accept Ho if P > 0.05 

From the result of panel regression from Tables 5-8, the following conclusions are made: 

a. On the whole, log(ATM) negatively impact on bank performance variables and it has an insignificant impact 

since the p-values are greater than the level of significance of 0.05. 

b. Largely, the log(MB) positively impact on bank performance variables and it has an insignificant impact 

since the p-values are greater than the level of significance of 0.05. 

c. Principally, the log(MB) positively impact on bank performance variables and it has an insignificant impact 

since the p-values are greater than the level of significance of 0.05. 

d. Primarily, the log(POS) negatively impact on bank performance variables and it has an insignificant impact 

since the p-values are greater than the level of significance of 0.05. 

e. Predominantly, the log(NIP) positively impact on bank performance variables and it has a significant impact 

since most of the p-values are less than the level of significance of 0.05.  

 

Log ATM + 1.851 0.001** 0.3422 0.400 1.538    0.000** 

Log MB + -0.103 0.261 0.6745 0.171 -0.083   0.517 

Log NEFT - -0.801 0.066 -0.0658 0.886 -0.628   0.091 

Log POS + -0.481 0.000** -0.2774 0.001** -0.311   0.000** 

Log NIP  0.354 0.022** 0.5572 0.000** 0.447   0.000** 

CONSTANT  -3.442 0.244 -5.205 0.021** -3.941   0.091 

R
2
  0.3903  0.1941  0.3588  

N  95  95  95  

F*  16.39 0.000** 25.76 0.000** 93.74 0.000** 

Hausman 

Test 

 

 - -     28.81          p-value             0.0000 

Corr(Ui, X)  - - -0.8443 - 0 - 
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CONCLUSION 

The study therefore, arrived at the following conclusion based on the empirical findings of this research:Largely, 

the log(MB), the log(NEFT), and the log(NIP) positively impacted on bank performance variables and it has a 

significant impact since the p-values are greater than the level of significance of 0.05. On the other hand, 

log(ATM), and the log(POS) negatively impact on bank performance variables and it has an insignificant impact 

since the p-values are greater than the level of significance of 0.05. 

 

It is, therefore, concluded that the null hypothesis is accepted while the alternate hypothesis is rejected hence, 

there is no significant impact of e-banking products on corporate performance of banks in Nigeria. 

 

RECOMMENDATION 

In the light of these results, the following recommendations are made: 

There is a need for banks in Nigeria to put in different locations appropriate e-banking products like ATM, and 

POS so that it will be easily accessible by customers resulting in quick service and convenience, hence, 

improving banks corporate performance. Again, constantly services should be ensured in other to provide 

reliability of the services at the same time. Failure of ATM and POS should be quickly addressed and they 

should also well-lit especially in the night. There should be 24/7 monitoring of the e-banking products so that 

any failure is addressed as soon as possible to guarantee customers retention and win their confidence. They 

should also develop facilities to ensure that the illiterates, the elderly, and the physically challenged enjoy the 

use of facilities without being disadvantaged. 
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