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Abstract

Rapidly revolution in technology has change the banking transactions procedure in today competitive world. 
Banking transactions have been change from last decade because the modern banking has taken over traditional 
banking. It was the time when customer goes to the banks, fill the form, standing in a cue for long time and 
then depositing and withdraw the money. But now customer can do the banking transaction anytime and 
anywhere. New ways and means of doing banking transactions are taking place in the form of Alternate Banking 
Channels. Alternate banking channels are adopting by the customers because customers are more aware then 
before.

This paper is to examine the interrelation among customer’s demographical characteristics, adoption and usage 
pattern and service quality gaps in case of Alternate banking channels. This research is based on extensive 
literature review. We also proposed a conceptual model based on literature review which specifies positive and 
significance interrelationship among customer’s demographical characteristics, adoption and usage pattern and 
service quality gaps in case of Alternate Banking Channels.

Keywords: Alternate banking channels, SERVQUAL, Customers demographic characteristics.

Introduction1. 

Due to the immense competition, entry of foreign and private banks in India, and the Indian Banking 
industry has been changing in terms of services, customer satisfaction, product offering etc. No doubt 
increasing competition sometimes confuses the customer for making the right decision. Every bank is using 

International Journal of
Applied Business and
Economic Research

SERIALS PUBLICATIONS PVT. LTD.
New Delhi, India

ISSN : 0972-7302

International Journal of Applied Business and Economic Research

ISSN : 0972-7302

available at http: www.serialsjournals.com

„ Serials Publications Pvt. Ltd.

Volume 15  •  Number 22 (Part 2)  •  2017



Munish Kumar and Sandhir Sharma

International Journal of Applied Business and Economic Research 192

the customer satisfaction methods, tools, techniques and even software’s because customer satisfaction is 
the only way to survive in the today’s cut-throat competition As a customer, most of us are directly and 
indirectly associated with the services of the Bank.

Alternate banking channels are the new technology based, anywhere anytime, branchless, convenience 
and time saving, cost effective and off course new technological adoption in the banking sector in terms 
of Alternate Banking Channel Services. These services now became very well accepted and suitable means 
of dealing with banks now-a-days. With the advancement of the information technology, banking sectors 
are giving the Alternate Banking Channel services to the customer and simultaneously banks are now 
focusing and motivating to the customers for using these services. These services like online banking, mobile 
banking, ATM, Credit card and debit card, EFT, RTGS, NEFT, etc,. But here question arise that whether 
customers are adopting these services or not. If they are, then what is the usage pattern of these services? 
What are the customer’s demographical factors which make impact on the usage of Alternate Banking 
Channel services? However it has been observed from the past studies that Indian banking customers are 
unenthusiastic to adoption/usage of the Alternate Banking Channel services. This research is to examine 
the impact of customer’s demographical factors on the adoption and usage of Alternate Banking Channel 
services and also examine about what are customer perception and customer expectation regarding the 
Alternate banking channels services.

Today’s is the time witness of massive competition. In Indian banking industry where hand written 
ledgers are replaced by desk top computer and pass books are replaced by computer generated account 
statement. Now the customers wallet is full of plastic cards i.e. debit or credit card. Now the Indian banking 
sectors have adopted the different alternate channels to satisfy the customers and they are generating good 
revenue as well. Krishnana.M, (2013) found that now banks are converting into core banking systems 
which resulted in networking of branches as well as the ATM, across India. According to her ATM network 
crossed 100000 marks in 2012. Due to this customer need nor go to the branches and they can save their 
time and efforts. With the emergence of new technology which increase efficiency through automation, 
decreasing the overall cost and increasing the services quality by eliminate the waiting time and giving 
more suitable access. ABC is now supported with technological advancement such as internet, cell phone 
applications or interactive kiosks, which Leeds to the multichannel service systems Patrício et. al., (2009). 
Technological innovations in banking provide many efficient alternative delivery channels to customers 
Frei et. al., (1998).

According to Burns, (2002) due to the advancement in technology and communication, now It is 
possible that customer can do the numbers of transactions from anywhere with the help of Alternative 
Banking Channel.

(World Retail Banking Report-2008, pp-40; Shrotryiya, 2007; Ogilvie, 2008; Rakesh Mohan, 
2002; Niels et. al.,, 1999; Chris et. al.,, 2005; Sathye, 1999) says that ADC is the modern methods of 
doing the banking operations, include all non traditional methods of banking such as ATM, internet banking, 
bank automation, core banking, credit cards, debit cards, mobile banking, EFT etc.

Kimball & Gregor, (1995) Suggested that Alternate Delivery Channels are not only decrease the 
costs and increase competitiveness, but they have the ability to keep the existing customer as well as to 
magnetize the new customer.
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Review of Literature2. 

Akhtar, N., Mehmood, M.T., Pervez, M.Z., Aslam, F., & Akhtar, H.M.A. (2016) research examine 
the religion awareness regarding product and service, awareness to financial teaching of Islam, advertising, 
networking have the strong impact on the perception of customer regarding Islamic banking. It indicate 
that religion, awareness regarding Islamic banking product and service, advertising, networking and 
awareness regarding financial teaching of Islam have positive impact on the perception of customers in 
Islamic banking

Bhatt, A. (2016). Study revealed that people are frequently using the ATMs services which is more 
than the other alternate banking channels like internet banking and mobile banking. Few factor found by 
the researcher in his study which can influence the more number of people for adopting mobile banking 
like time effectiveness, safety convenience, operational simplicity and ease of navigation. Study also revealed 
that females users working in private sectors with high income class and married for them time-effectiveness 
is one of the critical factor for influencing the usage of m-banking.

Mwatsika, C. (2016) study results that the customer satisfaction level in ATM Banking are 40%. 
Also study conclude that the mass respondents would not switch banks despite poor ATM banking and 
will continue refer the same bank in spite of having poor ATM banking.

Kaur, N., & Kiran, R. (2015) founded in their research which was on public, private and foreign 
shows that customer are more satisfied with the services quality of the foreign banks then the private and 
public banks.

Ravindran, D. S. (2015) concluded in their study that the Perceptions about the risks involved in 
m-banking had adverse impact on service quality and satisfaction. Also revealed that customers are satisfied 
with the new intervention like Mobile banking.

Ameme, B. K. (2015). Study revealed that gender specification don’t have any impact on 
usage pattern and customer satisfaction in case on internet banking. Apart from gender specification 
education level, employment status and age group posses the correlation with the usage and adoption 
on internet banking services, so banks should take on different strategy for different target groups of 
customers. Research also revealed that employment status is positive in relation to internet banking but 
simultaneously banks should consider security as a major components in developing their promotional 
strategies.

Joshi, V., & Bansal, A. (2015). This study concludes that perception of the customer towards internet 
banking determine by four dimension i.e. Usefulness, Exposure, Trust and Ease-of- Use. Out of these 
four dimensions, two dimensions viz. Exposure and Trust can extend the implications of the Technology 
Acceptance Model (TAM) to the Internet banking Adoption.

Joshua, A.J., & Koshy, M.P. (2015). research concluded that frequency and duration of using the 
internet banking is far off and there is much more scope for the progress which is pertaining to its usage. 
Maximum usage perceived in ATM services followed by branch banking and internet banking and minimal 
use through mobile banking and tele banking.
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George, A., & Kumar, G.G. (2014) study suggested that service qualities dimensions are very much 
important is case of Internet banking. They also state that customer satisfaction in case internet Banking 
depends on various dimensions like privacy, responsiveness, security, fulfillment, and reliability. Banks 
should understand the importance of above mentioned dimensions because these dimensions are directly 
affects the customer satisfaction and bank must focus on these dimension.

Ahmad, A., & Bashir, R. (2014) research states that level of consumer awareness act as a significant 
factor for customer’s services utilization decision in banks. Results also states that analysis shows positive 
relationship and impact of customer attitude level and customers services utilization decision, which enables 
to the stake holders for making the strategies for the mutual benefits.

Sagib, G.K., & Zapan, B. (2014) opined that service quality is the very much important as a total 
precursor of customer satisfaction, but only three dimensions have a positive influence on satisfaction 
(reliability and responsiveness, efficiency and convenience) are the three elements which have a positive 
influence on customer satisfaction and rest of the elements have influence on customer retention (reliability 
and efficiency).

Mwatsika, C. (2014) study revealed that more than half of the respondents are satisfied with ATM 
services from their respective banks in Malawi. The study has agreed with Parasuraman et. al., (1988) 
and Zeithaml (1990) that reliability is the one of the most important Service Quality element followed 
by responsiveness, empathy and assurance and tangibles are the fewer contributors to customers’ 
satisfaction.

Bishnoi, S. (2013) paper analyzed the variety of significant aspects of related to ATM services. Most 
of the respondents use ATM services only for cash withdrawal and for online shopping. Other aspects apart 
from cash withdrawal are least used services of ATM. So the bank authorities should make an efforts to 
increase the different services of ATM used by the customer. Study also revealed that education level and 
various income group also have possive impact in using the ATM services and perception of the customer 
regarding the bank whether public or private do not differ.

Allred, A.T., & Addams, H.L. (2013) conducted the similar study and suggests that assurance, 
reliability and responsiveness is the major dimensions in measuring the services quality in a bank.

Ben e Corneliu (2012) research suggests that applying SRVQUAL dimensions, tangible and reliability 
are recorded positive value between perception and expectation. Others dimensions like assurance, 
responsiveness and empathy the bank will have to take action if they want the higher level of customer 
satisfaction. They also recommend that appearance of employees, timeliness of services and improve 
employee availability could reduce the negative gap.

Baksi, A.K., & Parida, B.B. (2012) study opined that in his study maximum numbers of customers 
are very mush comfortable with the electronic and mobile banking channels. The result of the study also 
forward that ‘customers are more prone towards physical availability of the human’. They also suggested 
due to the immense competition there is strong requirement of service differentiation and customization 
on the basis automated service delivery channels.
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Echchabi, A. (2012) study shows that customer satisfaction is the outcome of the three dimensions 
assurance, responsiveness and empathy. Bank should more focus on these three dimensions if they really 
want to win competitive challenge.

Swar, B.N., & Sahoo, P.K. (2012) Customer’s perceptions of service delivery significantly influence 
customer’s perceptions of service quality. Customer’s expectations of service delivery influence the 
customers’ expectations of service quality. Also it revealed that there is a positive relationship between 
service delivery and service quality.

Kalaiarasi, H., & Srividya, V. (2012) Study concludes that online banking usage in youngsters is 
really influenced by the online efficacy, perceived ease of use and perceived usefulness. They also concludes 
that there is risk like security and privacy which are associated while using the online banking which have 
negative impact the actual usage of online banking users in India.

Kaur, D., & Singh, F. (2012) This study revealed that significant focus on educational background 
and location (rural and urban) of customers. Results states that location of the customers play significant 
role or have positive impact on customer awareness regarding banking services. Results also revealed that 
bank should focus on education the rural customers regarding the banking services so that rural customers 
use the banking services without any fear and hesitation. Also bank should put the customer guidance 
unit in the branch so that customers can clear their doubts and inquiry regarding the services offered by 
banks.

Rani, M. (2012). Research revealed that in her study, around 60 % people have positive perception 
& are satisfactory with E-Banking except one parameter (E-Banking is easy to use). Due to the very less 
information about the computer and internet people of these areas are not frequently using all the E-banking 
services, because peoples feel hesitation in using E-banking services.

Sharma, N., & Sharma, G. (2011) This study revealed that customers are more concern about the 
security aspects when they are using internet transactions. As the sites are hacking and been attached by 
hackers. With this aspects customer are interacting with the banks so that relationship between bank and 
customer are develop in a positive manner.

Aderonke, A.A. (2010) Study revealed that ATM is one of the majorly and widely use e-banking service. 
Customer who are using the e-banking services, they are use ATM services because of it is convenient, 
easy to use, time saving and suitable/appropriate for the transactions. Also privacy and security is the main 
concern of the users which interrupt for continue using the ATM services.

Devi, P.A., & Malarvizhi, V. (2010) Study concluded that customer’s perceptions regarding 
e-banking services are satisfied. In all the e-banking channels only ATM service is much admired with cost 
effective. Sometime customers face problems which are more of related to technical aspects. Study also 
focused on more awareness and more and more training programs (like demo fair) for the customers at 
their centers.

Khurana, S. (2009) study was aimed to identify customer preferences towards online banking and 
to find out various service quality dimensions that affect customer satisfaction.
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Uppal, R.K., & Chawla, R. (2009) Study concludes that demand of the customers are increasing 
rapidly with the passage of time. Customers have preference to avail the e-banking services, but due to the 
some problems like a lesser amount of knowledge, poor response of the bank employee, misuse of ATM 
card and complexity in opening the bank account while using these alternate channel. Bank should focus 
on all these aspects.

Goldfarb, A., & Prince, J. (2008) research claimed hat in case of digital divide there is significant 
difference between internet adoption and usage on the basis of demographic characteristics. They also 
revealed that people with high income and education adopt the internet but they spend less time on the 
same.

Srivastava, R.K. (2007) study concludes that The research concludes few factors like education, 
gender, income have positive impact on the usage of internet banking. And some of the factors like trust, 
gender, education, culture, religion, security, price can have very less impact on the consumer attitude 
towards internet banking.

M. Kolodinsky and Jeanne M. Hogarth and Marianne A. Hilgert (2004) research concluded 
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.

Sohail, M.S., & Shanmugham, B. (2003) Study examines the adoption of internet banking services 
particularly in the case of Malaysia. Study examine that few factors like Internet accessibility, awareness, 
attitude towards change, computer and Internet access costs, trust in ones bank, security concerns, ease 
of use and convenience affecting the adoption on internet banking services in Malaysia. Also bank should 
focus superior promotional efforts for creating the awareness of e-banking services.

Chau, P.Y., & Lai, V.S. (2003) Study conclude that personalization, alliance services, task familiarity, 
and accessibility establish to have major impact on perceived usefulness and perceived ease of use, which, in 
turn, were found to be vital factors in encouragement a optimistic attitude toward accepting the services.

Thornton, J., & White, L. (2001) research found that Different segments within the financial market 
that have considerable different level if usage of financial distribution channels. Research was done on the 
different financial distribution channels like ATM, EFT, POS, credit card Cheques, internet banking and 
telephone banking.

Objectives of the Study3. 

1.	 To study the impact of demographic characteristics on adoption/usage of Alternate Banking 
Channels services.

2.	 To identify service quality gaps between services expected and services obtained by applying 
SERVQUAL.

3.	 To suggest a conceptual model based on study.



Customer’s Demographics, Adoption & Usage Pattern and Service Quality in Case of Alternate Banking Channels:...

International Journal of Applied Business and Economic Research197

Hypotheses to the study4. 

Hypotheses proposed under the study are:

1.	 There is no adoption/usage of Alternate Banking Channels Services.

2.	 There is adoption/usage of Alternate Banking Channels Services.

3.	 There is no relationship between demographic characteristics and adoption/usage regarding 
Alternate Banking Channels.

4.	 There is relationship between demographic characteristics and adoption/usage regarding Alternate 
Banking Channels.

5.	 There is no gap between what customers expectations and customer perceptions in case of 
Alternate Banking Services.

6.	 There is gap between customers expectations and customer perceptions in case of Alternate 
Banking Services.

Research Methodology5. 

Our research is directed at analyzing the Customer’s Demographics, Adoption & Usage Pattern and 
identification of Service Quality gaps in case of Alternate Banking Channels.

Design of the study: Descriptive study

Scope of the research: limited to Baking sector

Method: Conceptual model, based on literature review, SERVQUAL model (Service Quality) for knowing 
about the service quality gaps between what Customer Perception and Expectation.

Data collection: Secondary sources (extensive literature review)

Gap identification: Need of the study

The gaps identification from the above table and literature review, clearly state the need of the research, 
that is adoption/usage of Alternate Banking Channels like internet banking, ATM, online banking, credit 
and debit card, POS, EFT, etc. are influenced by demographical characteristics of the customers. Customer 
takes decision regarding the adoption/usage on the basis of education level, income level, age and the other 
demographic characteristics. One major finding/gap after reviewing the literature is that very few alternate 
banking channels were used as banks are providing so many

Theoretical Framework6. 

Based on the literature, following determinants have been identified:

(a)	 Customer demographic characteristics

(b)	 Adoption/usage of Alternate Banking Channels

(c)	 Gap identification with SERVQUAL Model (Customer expectation-Customer perception)



Munish Kumar and Sandhir Sharma

International Journal of Applied Business and Economic Research 198

#
N

am
e o

f A
ut

ho
r 

an
d 

Y
ea

r o
f 

Pu
bli

sh
Re

sea
rch

 to
pic

Re
sea

rch
 ob

jec
tiv

es
Re

sea
rch

 m
eth

od
olo

gy
 

O
ut

com
e o

f t
he

 st
ud

y
Re

sea
rch

 ga
p

1
A

m
em

e,
 B

.K
. 

(2
01

5)
.

T
he

 i
m

pa
ct

 o
f 

cu
st

om
er

 
de

m
og

ra
ph

ic
 v

ar
ia

bl
es

 o
n 

th
e 

ad
op

tio
n 

an
d 

us
e 

of
 

in
te

rn
et

 b
an

ki
ng

 in
 d

ev
el

-
op

in
g 

ec
on

om
ie

s. 
Jo

ur
na

l 
of 

In
ter

ne
t B

an
ki

ng
 a

nd
 C

om
-

me
rce

, 2
0(

2)
, 1

.

a.	
To

 e
xa

m
in

e 
th

e 
ex

te
nt

 t
o 

w
hi

ch
 

ba
nk

 c
us

to
m

er
s 

ha
ve

 a
do

pt
ed

 
in

te
rn

et
 b

an
ki

ng
b.

	T
o 

fin
d 

ou
t i

f g
en

de
r i

nf
lu

en
ce

 th
e 

ad
op

tio
n 

of
 in

te
rn

et
 b

an
ki

ng
c.

	T
o 

id
en

tif
y 

th
e 

ef
fe

ct
 o

f i
nt

er
ne

t 
ba

nk
in

g 
on

 q
ue

ue
s 

in
 b

ric
k 

an
d 

m
or

ta
r b

ra
nc

h 
ba

nk
in

g
d.

	T
o 

m
ea

su
re

 th
e l

ev
el 

of
 as

so
cia

tio
n 

be
tw

ee
n 

ag
e,

 le
ve

l o
f 

ed
uc

at
io

n 
an

d 
oc

cu
pa

tio
n 

on
 t

he
 a

do
pt

io
n 

of
 in

te
rn

et
 b

an
ki

ng
.

C
ro

ss
 s

ec
ti

o
n

al
, 

qu
an

tit
at

iv
e 

re
se

ar
ch

 
ap

pr
oa

ch
, c

hi
 s

qu
ar

e 
te

st
, s

ec
on

da
ry

 d
at

a 
co

ll
ec

ti
on

, 
T

ec
h-

no
lo

gy
 A

cc
ep

ta
nc

e 
m

od
el

 

St
ud

y 
re

su
lt 

th
at

 fe
w

 d
em

og
ra

ph
ic

 fa
ct

or
s 

lik
e 

ge
nd

er
 is

 o
ne

 o
f t

he
m

 th
at

 d
on

’t 
ha

ve
 

an
y 

m
aj

or
 im

pa
ct

 o
n 

cu
st

om
er

s 
in

 a
do

pt
-

in
g/

us
in

g 
th

e 
in

te
rn

et
 b

an
ki

ng
. S

tu
dy

 a
lso

 
re

ve
al

ed
 th

e 
po

sit
iv

e 
re

la
tio

ns
hi

p 
be

tw
ee

n 
em

pl
oy

m
en

t s
ta

tu
s, 

ed
uc

at
io

na
l l

ev
el

 a
nd

 
cu

st
om

er
 a

do
pt

io
n 

an
d 

us
ag

e 
of

 in
te

rn
et

 
ba

nk
in

g 
se

rv
ic

es
 in

 G
ha

na
.

M
or

e 
or

 m
ul

tip
le

 b
an

ks
 a

nd
 

m
or

e 
de

m
og

ra
ph

ic
al

 c
ha

r-
ac

te
ris

tic
 o

f 
th

e 
cu

st
om

er
s 

co
ul

d 
be

 a
dd

 f
or

 h
av

in
g 

m
or

e 
re

le
va

nt
 r

es
ul

ts
. 

In
 

ad
di

tio
n 

to
 th

is 
in

co
m

e 
an

d 
di

ff
er

en
t e

m
pl

oy
m

en
t s

ta
tu

s 
co

ul
d 

ad
de

d 
m

or
e a

dv
an

ta
g-

es
 to

 th
e 

fu
tu

re
 re

se
ar

ch
.

2
Bi

sh
no

i, 
S.

 
(2

01
3)

. 
D

em
og

ra
ph

ic
 V

ar
ia

bl
es

 
an

d 
A

T
M

 S
er

vi
ce

s:
 A

n 
E

m
pi

ric
al

 S
ur

ve
y.

 G
lob

syn
 

M
an

ag
em

en
t J

ou
rn

al,
 7

(1
/2

), 
34

.

Th
e 

ai
m

 o
f 

th
e 

pa
pe

r 
is 

to
 p

ro
vi

de
 

ag
ro

un
d 

w
or

k 
in

ve
st

ig
at

io
n 

of
 t

he
 

va
rio

us
 t

ra
ns

ac
tio

ns
, 

re
as

on
s 

an
d 

pr
ob

le
m

s 
in

 A
TM

 s
er

vi
ce

s, 
an

d 
to

 
an

al
yz

e 
th

e 
re

la
tio

ns
hi

p 
be

tw
ee

n 
de

m
og

ra
ph

ic
 v

ar
ia

bl
es

 a
nd

 A
T

M
 

se
rv

ic
es

 p
ro

vi
de

d 
by

 v
ar

io
us

 b
an

ks
.

Q
ue

st
io

nn
ai

re
, T

 te
st

Re
se

ar
ch

 re
ve

al
ed

 th
at

 ed
uc

at
io

n 
le

ve
l a

nd
 

va
rio

us
 in

co
m

e 
gr

ou
p 

al
so

 h
av

e 
po

sit
iv

e 
im

pa
ct

 in
 u

sin
g 

th
e A

TM
 se

rv
ic

es
 an

d 
pe

r-
ce

pt
io

n 
of

 th
e c

us
to

m
er

 re
ga

rd
in

g t
he

 b
an

k 
w

he
th

er
 p

ub
lic

 o
r p

riv
at

e 
do

 n
ot

 d
iff

er
.

St
ud

y 
w

as
 li

m
ite

d 
to

 t
hr

ee
 

ci
tie

s. 
Fo

re
ig

n 
ba

nk
 c

ou
ld

 
be

 ad
d 

m
or

e 
re

le
va

nt
 re

su
lts

 
as

 t
he

y 
ar

e 
ha

vi
ng

 m
or

e 
te

ch
no

lo
gi

ca
l a

dv
an

ce
m

en
t 

se
rv

ic
es

 t
he

n 
pr

iv
at

e 
an

d 
pu

bl
ic

 b
an

ks
3

Ra
ni

, M
. 

(2
01

2)
St

ud
y 

on
 t

he
 C

us
to

m
er

 
Pe

rc
ep

tio
n 

T
ow

ar
ds

 E
-

Ba
nk

in
g 

in
 F

er
oz

pu
r 

D
is-

tri
ct

To
 s

tu
dy

 th
e 

pe
rc

ep
tio

n 
of

 re
sp

on
-

de
nt

s 
to

w
ar

ds
 E

-b
an

ki
ng

. T
o 

m
ea

-
su

re
 th

e 
sa

tis
fa

ct
io

n 
le

ve
l o

f p
eo

pl
e 

to
w

ar
ds

 E
-B

an
ki

ng
.

Q
ue

st
io

nn
ai

re
, 

Ju
dg

m
en

ta
l s

am
pl

in
g 

te
ch

ni
qu

e,
 e

xp
lo

r-
at

or
y 

st
ud

y

Re
se

ar
ch

 re
ve

ale
d 

th
at

 in
 h

er
 st

ud
y, 

ar
ou

nd
 

60
 %

 p
eo

pl
e 

ha
ve

 p
os

iti
ve

 p
er

ce
pt

io
n 

&
 

ar
e s

at
isf

ac
to

ry
 w

ith
 E

-B
an

ki
ng

 ex
ce

pt
 o

ne
 

pa
ra

m
et

er
 (E

-B
an

ki
ng

 is
 e

as
y 

to
 u

se
). 

D
ue

 
to

 th
e v

er
y l

es
s i

nf
or

m
at

io
n 

ab
ou

t t
he

 co
m

-
pu

te
r 

an
d 

in
te

rn
et

 p
eo

pl
e 

of
 t

he
se

 a
re

as
 

ar
e 

no
t f

re
qu

en
tly

 u
sin

g 
al

l t
he

 E
-b

an
ki

ng
 

se
rv

ic
es

, b
ec

au
se

 p
eo

pl
es

 fe
el

 h
es

ita
tio

n 
in

 
us

in
g 

E
-b

an
ki

ng
 se

rv
ic

es

Sa
m

pl
e s

iz
e a

nd
 ar

ea
 o

f s
tu

dy
 

w
as

 li
m

ite
d.

 

4
K

al
ai

ar
as

i, 
H

., 
&

 S
riv

id
ya

, V
. 

(2
01

2)

A
 S

tu
dy

 o
n 

Fa
ct

or
s 

In
flu

-
en

cin
g Y

ou
ng

 U
se

r’s
 O

nl
in

e 
Ba

nk
in

g 
C

ha
nn

el
 U

sa
ge

 in
 

In
di

a.
 J

ou
rn

al
 o

f C
om

m
erc

e 
an

d 
A

cc
ou

nt
in

g 
R

es
ea

rc
h,

 
1(

3)
, 1

7.

Th
is 

st
ud

y 
ad

dr
es

se
s 

th
e 

in
flu

en
ce

 
of

 f
ac

to
rs

 p
ro

po
se

d 
by

 t
ec

hn
ol

og
y 

ac
ce

pt
an

ce
 m

od
el 

alo
ng

 w
ith

 ri
sk

 an
d 

us
er

’s 
on

lin
e 

ef
fic

ac
y 

to
 e

xp
lo

re
 th

e 
ac

tu
al 

us
ag

e o
f y

ou
ng

 o
nl

in
e b

an
ki

ng
 

us
er

s i
n 

Ta
m

iln
ad

u,
 In

di
a

Te
ch

no
lo

gy
 ad

op
tio

n 
m

od
el

, t
 te

st
St

ud
y c

on
cl

ud
es

 th
at

 o
nl

in
e b

an
ki

ng
 u

sa
ge

 
in

 y
ou

ng
st

er
s 

is 
re

al
ly

 in
flu

en
ce

d 
by

 t
he

 
on

lin
e 

ef
fic

ac
y,

 p
er

ce
iv

ed
 e

as
e 

of
 u

se
 a

nd
 

pe
rc

ei
ve

d 
us

ef
ul

ne
ss

. T
he

y 
al

so
 c

on
cl

ud
es

 
th

at
 th

er
e 

is 
ris

k 
lik

e 
se

cu
rit

y 
an

d 
pr

iv
ac

y 
w

hi
ch

 ar
e a

ss
oc

iat
ed

 w
hi

le
 u

sin
g 

th
e o

nl
in

e 
ba

nk
in

g 
w

hi
ch

 h
av

e 
ne

ga
tiv

e 
im

pa
ct

 t
he

 
ac

tu
al

 u
sa

ge
 o

f 
on

lin
e 

ba
nk

in
g 

us
er

s 
in

 
In

di
a.

M
or

e 
e-

ba
nk

in
g 

ch
an

ne
ls 

an
d 

co
un

tr
y/

ar
ea

 c
an

 b
e 

ad
de

d 
fo

r 
ha

vi
ng

 m
or

e 
re

l-
ev

an
t 

re
su

lt 
an

d 
al

so
 f

oc
us

 
co

ul
d 

be
 m

or
e 

on
 c

on
tin

ue
s 

us
ag

e 
of

 o
nl

in
e 

ba
nk

in
g 

us
er

s .



Customer’s Demographics, Adoption & Usage Pattern and Service Quality in Case of Alternate Banking Channels:...

International Journal of Applied Business and Economic Research199

#
N

am
e o

f A
ut

ho
r 

an
d 

Y
ea

r o
f 

Pu
bli

sh
Re

sea
rch

 to
pic

Re
sea

rch
 ob

jec
tiv

es
Re

sea
rch

 m
eth

od
olo

gy
 

O
ut

com
e o

f t
he

 st
ud

y
Re

sea
rch

 ga
p

5
A

de
ro

nk
e,

 A
. 

A
. (

20
10

).
A

n 
em

pi
ri

ca
l 

in
ve

st
ig

a-
tio

n 
of

 t
he

 le
ve

l o
f 

us
er

s’ 
ac

ce
pt

an
ce

 o
f 

e-
ba

nk
in

g 
in

 N
ig

er
ia

. J
ou

rn
al 

of 
In

ter
-

ne
t 

Ba
nk

in
g 

an
d 

Co
mm

erc
e, 

15
(1

), 
1.

Pa
pe

r 
w

as
 f

oc
us

es
 o

n 
de

te
rm

in
in

g 
th

e 
le

ve
l 

of
 u

se
rs

’ 
ac

ce
pt

an
ce

 o
f 

th
e 

el
ec

tro
ni

c 
ba

nk
in

g 
se

rv
ic

es
 a

nd
 

in
ve

st
ig

at
in

g 
th

e 
fa

ct
or

s 
th

at
 d

et
er

-
m

in
e 

us
er

s’ 
be

ha
vi

or
al

 i
nt

en
tio

ns
 

to
 u

se
 e

le
ct

ro
ni

c 
ba

nk
in

g 
sy

st
em

s 
in

 N
ig

er
ia

.

T
ec

hn
ol

og
y 

ac
ce

p-
ta

nc
e 

m
od

el
, 

qu
es

-
tio

nn
ai

re
, 

m
ul

tip
le

 
re

gr
es

si
on

 a
nd

 c
or

-
re

la
tio

n 
an

al
ys

is 

St
ud

y 
re

ve
al

ed
 t

ha
t 

A
TM

 is
 o

ne
 o

f 
th

e 
m

aj
or

ly
 a

nd
 w

id
el

y 
us

e 
e-

ba
nk

in
g 

se
rv

ic
e.

 
C

us
to

m
er

 w
ho

 a
re

 u
sin

g 
th

e 
e-

ba
nk

in
g 

se
rv

ice
s, 

th
ey

 ar
e u

se
 A

TM
 se

rv
ice

s b
ec

au
se

 
of

 it
 is

 co
nv

en
ie

nt
, e

as
y t

o 
us

e,
 ti

m
e s

av
in

g 
an

d 
su

ita
bl

e/
ap

pr
op

ria
te

 f
or

 t
he

 t
ra

ns
ac

-
tio

ns
. A

lso
 p

riv
ac

y a
nd

 se
cu

rit
y i

s t
he

 m
ai

n 
co

nc
er

n 
of

 t
he

 u
se

rs
 w

hi
ch

 in
te

rr
up

t 
fo

r 
co

nt
in

ue
 u

sin
g 

th
e 

A
TM

 se
rv

ic
es

St
ud

y 
w

as
 l

im
ite

d 
to

 o
nl

y 
on

e 
e-

ba
nk

in
g 

sy
st

em
 i

.e
 

A
TM

. M
or

e e
-b

an
ki

ng
 ch

an
-

ne
ls 

an
d 

sa
m

pl
e s

iz
e c

ou
ld

 b
e 

ad
d 

fo
r g

et
tin

g m
or

e r
ele

va
nt

 
re

su
lts

.

6
R

aj
es

h 
K

um
ar

Sr
iv

as
ta

va
, 

In
no

va
tiv

e 
M

ar
ke

tin
g,

 
V

ol
um

e 
3,

 
Is

su
e 

4,
 2

00
7

C
us

to
m

er
’s 

pe
rc

ep
tio

n 
on

 
us

ag
e 

of
 in

te
rn

et
 b

an
ki

ng
Re

se
ar

ch
 w

as
 f

oc
us

ed
 o

n 
w

ha
t 

ar
e 

th
e 

cu
st

om
er

’s 
pe

rc
ep

tio
ns

 a
bo

ut
 

in
te

rn
et

 b
an

ki
ng

 a
nd

 w
ha

t 
ar

e 
th

e 
dr

iv
er

s 
th

at
 d

riv
e 

co
ns

um
er

s. 
H

ow
 

co
ns

um
er

s 
ha

ve
 a

cc
ep

te
d 

in
te

rn
et

 
ba

nk
in

g 
an

d 
ho

w
 t

o 
im

pr
ov

e 
th

e 
us

ag
e r

at
e w

er
e t

he
 fo

cu
s o

f r
es

ea
rc

h 
ar

ea
 in

 th
is 

st
ud

y.

Q
ua

lit
at

iv
e 

ex
pl

or
-

at
or

y 
re

se
ar

ch
 u

sin
g 

qu
es

ti
on

na
ir

e 
w

as
 

ap
pl

ie
d

Th
e 

re
se

ar
ch

 c
on

cl
ud

es
 f

ew
 f

ac
to

rs
 li

ke
 

ed
uc

at
io

n,
 g

en
de

r, 
in

co
m

e 
ha

ve
 p

os
iti

ve
 

im
pa

ct
 o

n 
th

e 
us

ag
e 

of
 in

te
rn

et
 b

an
ki

ng
. 

A
nd

 so
m

e o
f t

he
 fa

ct
or

s l
ik

e 
tru

st
, g

en
de

r, 
ed

uc
at

io
n,

 c
ul

tu
re

, r
el

ig
io

n,
 se

cu
rit

y,
 p

ric
e 

ca
n 

ha
ve

 v
er

y l
es

s i
m

pa
ct

 o
n 

th
e c

on
su

m
er

 
at

tit
ud

e 
to

w
ar

ds
 in

te
rn

et
 b

an
ki

ng
.

M
or

e 
sa

m
pl

e 
siz

e 
an

d 
m

or
e 

ba
nk

s. 
Re

lig
io

n 
co

ul
d 

be
 o

ne
 

of
 th

e 
im

po
rta

nt
 f

ac
to

r 
bu

t 
du

e 
to

 t
he

 l
im

ite
d 

sa
m

pl
e 

siz
e 

of
 m

in
or

iti
es

.

7
Ja

ne
 M

. 
K

ol
od

in
sk

y 
an

d 
Je

an
ne

 M
. 

H
og

ar
th

 a
nd

 
M

ar
ia

nn
e 

A
. 

H
ilg

er
t (

20
04

)

Th
e a

do
pt

io
n 

of
 el

ec
tro

ni
c 

ba
nk

in
g 

te
ch

no
lo

gi
es

 b
y

U
S 

co
ns

um
er

s

E
xp

lo
re

s 
fa

ct
or

s 
th

at
 a

ff
ec

t 
th

e 
of

 a
do

pt
io

n 
or

 in
te

nt
io

n 
to

 a
do

pt
 

th
re

e 
e-

ba
nk

in
g 

te
ch

no
lo

gi
es

 a
nd

 
ch

an
ge

s 
in

 th
es

e 
fa

ct
or

s 
ov

er
 ti

m
e.

Q
ue

st
io

nn
ai

re
 su

rv
ey

 
m

et
ho

d,
bi

-v
ar

ia
nt

 a
na

ly
se

s 
to

 d
es

cr
ib

e 
sa

m
pl

e,
 

m
ul

tiv
ar

ia
te

 a
na

ly
sis

Th
e 

pa
pe

r 
fin

ds
 t

ha
t 

re
la

tiv
e 

ad
va

nt
ag

e,
 

co
m

pl
ex

ity
/s

im
pl

ic
ity

, 
co

m
pa

tib
ili

ty
, 

ob
se

rv
ab

ili
ty

, r
isk

 t
ol

er
an

ce
, a

nd
 p

ro
du

ct
 

in
vo

lv
em

en
t a

re
 as

so
ci

at
ed

 w
ith

 ad
op

tio
n.

 
In

co
m

e,
 a

ss
et

s,
 e

du
ca

tio
n,

 g
en

de
r 

an
d 

m
ar

ita
l s

ta
tu

s, 
an

d 
ag

e 
al

so
 a

ff
ec

t 
ad

op
-

tio
n.

 A
do

pt
io

n 
ch

an
ge

d 
ov

er
 ti

m
e,

 b
ut

 th
e 

im
pa

ct
s o

f o
th

er
 fa

ct
or

s o
n 

ad
op

tio
n 

ha
ve

 
no

t C
ha

ng
ed

..

Th
is 

st
ud

y i
s l

im
ite

d 
to

 th
re

e 
e-

ba
nk

in
g 

ch
an

ne
ls

. 
Fu

r-
th

er
m

or
e 

w
e 

ca
n 

ad
d 

m
or

e 
e-

ba
nk

in
g 

ch
an

ne
ls.

8
C

ha
u,

 P
.Y

., 
&

 L
ai

, V
.S

. 
(2

00
3)

.

A
n 

em
pi

ric
al

 in
ve

st
ig

at
io

n 
of

 t
he

 d
et

er
m

in
an

ts
 o

f 
us

er
 ac

ce
pt

an
ce

 o
f i

nt
er

ne
t 

ba
nk

in
g.

 Jo
ur

na
l o

f o
rga

ni
za

-
tio

na
l c

om
pu

tin
g a

nd
 el

ect
ro

ni
c 

com
me

rce
, 1

3(
2)

, 1
23

-1
45

.

W
ha

t 
fa

ct
or

s 
w

ill
 im

pa
ct

 t
he

 d
ec

i-
sio

ns
 o

f 
cu

st
om

er
s 

in
 a

do
pt

in
g 

th
e 

se
rv

ic
e

T
ec

hn
ol

og
y 

ac
ce

p-
ta

nc
e 

m
od

el
, c

on
fir

-
m

at
or

y 
an

al
ys

is

St
ud

y 
co

nc
lu

de
 t

ha
t 

pe
rs

on
al

iz
at

io
n,

 a
lli

-
an

ce
 s

er
vi

ce
s, 

ta
sk

 f
am

ili
ar

ity
, a

nd
 a

cc
es

-
sib

ili
ty

 e
st

ab
lis

h 
to

 h
av

e 
m

aj
or

 im
pa

ct
 o

n 
pe

rc
ei

ve
d 

us
ef

ul
ne

ss
 a

nd
 p

er
ce

iv
ed

 e
as

e 
of

 u
se

, w
hi

ch
, i

n 
tu

rn
, w

er
e 

fo
un

d 
to

 b
e 

vi
ta

l f
ac

to
rs

 in
 en

co
ur

ag
em

en
t a

 o
pt

im
ist

ic
 

at
tit

ud
e 

to
w

ar
d 

ac
ce

pt
in

g 
th

e 
se

rv
ic

es
.

9
Th

or
nt

on
, J

., 
&

 W
hi

te
, L

. 
(2

00
1)

..

C
us

to
m

er
 o

rie
nt

at
io

ns
 an

d 
us

ag
e o

f f
in

an
ci

al
 d

ist
rib

u-
tio

n 
ch

an
ne

ls
. 

Jo
ur

na
l 

of 
se

rv
ice

s 
M

ar
ke

tin
g, 

15
(3

), 
16

8-
18

5

To
 f

in
d 

ou
t 

th
e 

us
ag

e 
of

\,
 a

nd
 a

t-
tit

ud
e 

of
 t

he
 c

us
to

m
er

s 
to

w
ar

ds
 

fin
an

ci
al

 d
ist

rib
ut

io
n 

ch
an

ne
ls

E
xp

lo
ra

to
ry

 
re

se
ar

ch
, 

qu
an

tit
at

iv
e 

cr
os

s-
se

ct
io

na
l s

tu
dy

, 
qu

es
tio

nn
ai

re
 

m
et

ho
d 

D
iff

er
en

t 
se

gm
en

ts
 w

ith
in

 t
he

 f
in

an
ci

al
 

m
ar

ke
t 

th
at

 h
av

e 
co

ns
id

er
ab

le
 d

iff
er

en
t 

le
ve

l i
f u

sa
ge

 o
f f

in
an

ci
al 

di
st

rib
ut

io
n 

ch
an

-
ne

ls 
is 

co
nc

er
n.

 R
es

ea
rc

h 
w

as
 d

on
e 

on
 th

e 
di

ff
er

en
t 

fin
an

ci
al

 d
ist

rib
ut

io
n 

ch
an

ne
ls 

lik
e A

TM
, E

FT
, P

O
S,

 cr
ed

it 
ca

rd
 C

he
qu

es
, 

in
te

rn
et

 b
an

ki
ng

 a
nd

 te
le

ph
on

e 
ba

nk
in

g.

T
he

 s
tu

dy
 c

ou
ld

 b
e 

do
ne

 
on

 re
gu

la
r c

us
to

m
er

s 
ra

th
er

 
th

an
 c

re
di

t 
un

io
n 

an
d 

di
f-

fe
re

nt
 g

eo
gr

ap
hi

ca
l r

eg
io

n 
is 

th
e m

ea
ns

 fo
r c

on
fir

m
in

g t
he

 
le

ve
ls 

of
 re

pr
es

en
ta

tiv
e



Munish Kumar and Sandhir Sharma

International Journal of Applied Business and Economic Research 200

SERVQUAL Model7. 

Model of Service Quality Gaps (Parasuraman et. al., 1985; Curry, 1999; Luk and Layton, 2002)

Word of mouth
communications Personal needs

Employee perceptions
of

consumer expectation

Service delivery
(including pre- and

post contacts)

Translation of
perceptions into service

quality specifications

Management
perceptions of consumer

expectations

External
communications to

customers

Perceived service

Expected service

Past experience

Consumer

gap7
gap2

gap3

gap5gap6

gap1
gap4

Provider

Figure 1

Conceptual Model developed by Author based on literature review

Major findings from Conceptual model8. 

After the thoroughly going through the literature review, the finding state that demographic characteristics of 
the customer s have directly and significant impact on the adoption/usage of the Alternate Banking Channel 
Services. Majorly the outcome of the above conceptual model shows that Education level, Income level, 
Occupation, Age, Employment status have the significant impact of the adoption/usage of the Alternate 
Banking Channels Services. Adoption/usage of these services are depend on Convenience, Easy to use, 
Time saving, Suitable/appropriate, Trust, Cost effective, Accessibility, Awareness and Ease of use of the 
customers. Model shows a positive relationship between demographic characteristics and adoption/usage 
of alternate banking channel services. Conceptual Model also revealed that there are some gaps regarding 
the Alternate Banking Channels Services between customer expectation and customer perception, which 
needs to be understood by the bank authorities so that more customer loyalty and delightfulness could be 
create. These gaps are like very less information about computer and internet, Security, Privacy, Hacking, less 
awareness about Alternate banking Channel services etc. If customers are facing these types of difficulties 
in services that will directly impact on the adoption/usage of the Alternate Banking Channel Service. So 
after knowing about these gaps bank authorities must remove these gaps so that customer expectation will 
met with customer perception.
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•

•
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Figure 2

Expected Contributions

Our research contributes to the both managerial and academic as well. Managerial and academic of the 
research contributions are as follows:

Managerial implication: This research could be useful for the banking sector because this research will 
provide the insight to the bank authority about the adoption/usage pattern regarding alternate banking 
channel services. It is very important for the banking authority to know about the adoption/usage patterns 
regarding ABC services which they are offering to customers. They would come to know that impact on 
demographic characteristics of customers on the adoption/usage of Alternate Banking Channel Services, 
so that banking authority frames out the strategy. This research will give the means to banking authority 
for making their marketing strategies and simultaneously they can reduce the gap/gaps if any, between 
what customers perception and expectation.

Academic implication: This research will contribute to the academic and to those who are doing or 
planning to do the research which is specifically related to service quality gaps in banking sector. This 
research will also provide the information about the different attributes, which further contributed to the 
adoption/usage regarding Alternate Banking Channels services and the identification of service quality gaps 
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between what customers expecting and what customer obtaining by applying SERVQUAL model. This 
research is limited to the literature review only. So for future scope literature reviews could be extended 
to find out the more refine results. Our research is based on literature review which leads to conceptual 
model and finally the result of the study. Result could be more refined, if the data will be collected from 
the customers of the banks with the help of questionnaire.
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