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Albstract

Ip today’s competitive marketplace, costomer perceptions are Bepouming much more
mportent for gaining sustainalble competitive advantage. That mezns it becomes more
diffienilt for praducts and services to differentiate themselves fom otther oflferings than ever
before.

To meen these demands. businesses especizlly im the banking sector meed to develop
mnovative ways of ceeating value which often reguire different enflerprise architectures,
different IT infrastuerurss and diffferent way of thinking shout doing business. E-banlkimg car
mean toe: provision of informatian akout a bank and more soplisticated E-bamking services
provide customer access to mccounts, the ability o move their momney betwveen diffiensmt
rooounts, snd making payments or applying for koans via BE-Channels. ,
Electromic maney got very close role in ewery customer’s life. The customers el mons
sdvaniapes: for this electronic maney becauss, every bank laving provided more faciliitics for
the: customers. Even thowgh, every bank has been determined diffferent asperts for pettine this
E-Meney. Im this juncture ot is an attempt to study tre costomers” percemtion of lectronic
meney im the banking secter focus an Private Banks (Commercial banl. Seylam bark HNE,
Samypatly bamk) in Batticaloa,

A i
In grder to analyze about the Custiomer percepiion about the E-meney four variables were
considered whick are prodnet, Pﬂﬂuf:., pronnoion and place. Suructured LIII.I,'.E'*SUiEDlDHiﬂi?IE s wsed
o collect the primary data .150 respondemts were selected as sample i using fhe comvendent
sunfpling muethod. .

When comceming the overall perceplion of customers, it means how ;m:h the customers:
safiisfied with the E- mowey in private banks in Batticalos. The study fourd that, the overall
pistomer penpeplion regarding ithe e-money in moderate level. Alll of the Ifum; varualbles were
modkerztely influence on the customer perception Eventually this report recommends some
rewedial actions that helip banks to improve customer perception regardimg E- money.
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