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Abstract

This research seeks to determine which demographic sub-group has the greatest
tendency to use electronic banking since different sub-groups reflect differences in mix
and types of banking services used. It was based on a discrete analysis using both
Binary Logistic Regression (BLR) and Multinomial Logistic Regression (MLR). Seven
demographic variables: gender, age, income, marital status, ethnicity, occupation and
education were used. The results of the study show that males and graduates are more
inclined to use e-banking. It also shows that traders and respondents in
technical/administrative occupation are less inclined while students/apprentices and
clerical workers are more inclined to use e-banking. In terms of the consumers’ ethnic
background in electronic banking, the study found out that the Igbo and Yoruba ethnic
groups have higher and positive probability of using e-banking while the Hausa/Fulani
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show less probability. With respect to marital status, this study shows that singles have
the highest probability to use e-banking. Married/divorced people also show positive
disposition to use e-banking. The implication of this study is that market segmentation is
a key element of product management.

Keywords: electronic banking, demographic, discrete analysis, Nigeria, Central
Bank of Nigeria, product management, and segmentation.

© Titus Chukwuemezie Okeke and Chudi Gabriel Okpala, 2012

INTRODUCTION

Electronic banking refers to the variety of electronic banking services such as automated
teller machines (ATMs), internet banking, telephone banking as well mobile banking
services which are developed by banks for the banking public; and which are products of
intensive use and application of ICT in the banking sector. This offers banking
institutions a new frontier of opportunities and further augmenting competition in the
global banking market (Suganthi and Balachandran 2001).

E-banking services enable speedy transactions, access, time and money savings
through paperless and complete up to date transactions. E-banking has gained wide
acceptance in the current decade. The acceptance of e-banking in recent time is
predicated on its advantages over the brick and mortar system of banking. The analysis
of Don and David (2002) suggests that financial institutions are vulnerable to loss of
customers to rivals with extensive online services. Pikkarainen et al. (2004) maintain that
internet banking is a useful tool in banking system that offers less waiting time and is
more convenient than traditional branch banking. In addition, this new banking system
has significantly lower cost structure than traditional delivery channels (Mirza et al.,
2009). The competitive landscape for banking institutions is shifting as internet banking
is not only a competitive advantage but also a competitive necessity for banks (Gan, et.
al. 2006). If banks wish to enhance their competitive advantage in the financial industry,
they will have to build their information technology, and in particular, their network
technology in order to increase their adoption of the e-customers with the new
circumstances (Shafeei and Mirani 2011).

The traditional banking business has been significantly, and inevitably, impacted by the
rapid technological development of non-banking high tech industries. In an increasingly
globalising world, electronic banking services have been gaining ground. Banking is
undergoing a rapid change as the international economy expands and advances towards
institutional and market competence occasioned by the changing dictates of information
and communication technology (ICT) (Zheng and Zhong, 2005).

The Central Bank of Nigeria (CBN) in year 2003 released comprehensive guidelines on
the operation of electronic banking for Nigerian banks, while switching companies and
interoperability of shared Automated Teller Machine/Point of Sale (ATM/POS) were
established in 2004. Also the apex bank in 2010 published guidelines on ATM
operations. The aims of these are to make the Nigeria payments system effective,
efficient; technology driven and in line with emerging global trends.
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The CBN is also experimenting with its cashless policy that daily cumulative free cash
withdrawals and lodgments by individuals and corporate customers do not exceed a
maximum ceiling of 8#500,000 and 3,000,000 respectively; and which is expected to go
round the country by 2014. Nigeria has an estimated population of 170 million; and the
people are the thrust of government/business policies hence the success of these
programmes depends on the demographic variables and how they impinge on the
acceptance of this new phenomenon.

This implies a potentially large market for e-banking/e-payments market. KPMG Audit
(2012) maintain that as technology continues to redefine how customers interact with
each other and their financial service providers, alternate channels will gain traction as
they offer exciting and promising opportunities for both banks and their customers. They
emphasised the need for seamless multichannel delivery of banking services. The
Nigerian financial sector is investing substantially in e-banking infrastructure and the
Nigeria banking public is patronizing them; even as some e-payments products remain
largely underutilized. Below is a table showing the value and volume of e-payments in
Nigeria 2008-2012, which shows that ATM dominates the e-payments segment of the
payments system.

Table 1: Market Share in the Electronic Payment in Nigeria 2008-2012

E-payment | Volume (Millions) (Nos. in Value in (NB) ( Nos. in Brackets are
segment Brackets are Percentages) Percentages)

2008 | 2009 | 2010 | 2011 | 2012 | 2008 | 2009 | 2010 | 2011 | 2012

ATM 60.1 | 109. | 186. | 347. | 375. | 399. | 548. | 954. | 1561. | 1984.7
(91.0 | 6 2 6 5 7 6 0 8 (94.7)
) (95.3 | (95.2 | (97.9 | (98.1 | (90.5 | (85.1 | (88.9 | (93.4)
) ) ) ) ) ) )
Web 16 |27 |72 |36 |23 |251 |84.2 |995 |580 |315
(internet) 2.4) | (2.3) | (3.7) | (1.0) | (0.6) | (5.7) | (13.0 | (9.3) | (3.5) | (1.5)
)
POS 12 (09 |11 |21 |26 [161 |11.0 |[12.7 |31.0 |48.0
(1.8) | (0.8) | (0.5) | (0.68) | (0.7) | (3.7) | (1.7) | (1.2) | (1.9) | (2.3)
Mobile 32 |18 |12 |12 |[15 |07 |13 |67 |205 |315

4.8) | (1.6) | (0.6) | (0.8) | (0.6) | (0.1) | (0.2) | (0.6) | (1.2) | (1.5)

NB: Figures in Brackets are percentage share of total.
Source: CBN (2012) Annual Report and Statement of Accounts.

Studies have been conducted on the use of e-banking with more emphasis on the
impulsive factors. Demographic variables included in consumer studies on e-banking
services have produced differing results with respect to significant relationships to
adoption of e-banking products and this Kolodinsky et. al. (2004) argue relate to the sets
of variables included in analysis. Khan (2010) however argues that demographic
variables are dynamic and require continuous studies. The demographic variables
influencing consumers’ usage of this innovation have rather attracted limited attention of
researchers; and the limited studies in this area (cf. I1zogo et. al. 2012) were not based
on discrete analysis. The present study seeks to fill this gap. This research seeks to
determine which age group has the greatest tendency to use electronic banking since
different age groups reflect differences in mix and types of banking services used.
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The research also set out to determine if gender plays a part in differentiating
respondents who are electronic banking users and those who are not. It also set out to
determine whether more educated respondents would likely be electronic banking users.
It was also initiated to ascertain which occupation favours the use of e-banking more.
Nigeria is a country of diverse ethnics hence the study also set out to determine which
ethnic group is more positively disposed to use e-banking. The research aims at finding
out which marital status group impact e-banking. Lastly, it seeks to determine which
income group would be most likely to be electronic banking users. The significance of
this study is that it offers the necessary insights on the demographic variables that
influence consumers’ adoption of e-banking which players in the Nigerian banking
industry can tap from to better target the right audience for their e-banking services and
equally give focus for further research.

LITERATURE REVIEW

Consumer behaviour literature is replete with demographic variables that effect
consumer decisions. Such demographic variables like income, education, occupation,
gender and age have impact on consumer buying decisions. Empirical investigations
have established the impact of these variables on consumer patronage of online banking
products (Suganthi and Balachandran 2001; Gan et. al. 2005, 2006; Howcroft et. al
2007; Safeena et al 2010; and Izogo et. al. 2012). Electronic banking in Nigeria is
relatively new given that CBN issued guidelines for its operation in 2003 while switching
companies were established in 2004. Diffusion of innovation is a process and it is
appropriate to focus on demographic variables that influence the relative time of
adoption over geographic space. The diffusion of innovations is also an individual
process; and some individuals decide to adopt innovations before others do (Arnould et
al 2004).

In consumer behaviour literature, consumers have been categorized into five based on
the time they decide to adopt an innovation. Across national markets, the different
categories of consumers share a number of characteristics. For instance: innovators are
often venturesome, less risk averse and younger, have higher income and better
educated than the later adopters. Active information seeking characterizes the
innovators’ behaviours. They are often more involved with media relevant to product
categories that interest them and heavier users of product within a product class
(Arnould et al 2004).

Innovators are more upscale than other consumer segments and they are more likely to
be professionals in managerial and or executive positions. According to Achumba
(2006), it is reasonable to assume that the age of the consumer innovators is related to
the specific product in which the consumer innovates; however, research suggests that
consumer innovators tend to be younger than later adopters or non-innovators. This he
adds is no doubt due to the fact that many of the products selected for research attention
(fashion, convenience, grocery products, new automobiles, and of course e-banking) are
particularly attractive to or are targeted by marketers to younger consumers. Gan et al
(2006, 2005) show that older and younger consumers are negatively disposed to
electronic banking while middle age consumers are positively disposed to electronic
banking adoption and use. Their study also shows positive relationship between white —
collar occupations and electronic banking usage.
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They equally found a positive relationship between low income and electronic banking
use; arguing that the costs associated with electronic banking are currently affordable
than when electronic banking was first launched. Similarly, Howcroft et al. (2007) found
that innovative consumers, which they clustered action-inert cluster possessed very high
annual household income, had professional qualifications and were, aged between 36-
45 years old. This group of consumers exhibited a moderately high level of involvement,
as they possessed good knowledge of the products/services they patronise. Internet
users are dominated by the educated younger generations. Howcroft et al. (2007) study
show that younger consumers value the convenience or time saving potential of online
services more than the older customers, and care less about the importance of face-to-
face contact. Filotto, et. al. (1997) study showed that the adoption rates of ATM were
higher among younger users. In addition, Barnett (1998) findings showed that the
younger the consumers, the more comfortable they were in using electronic banking.
Similarly, Karjaluoto, (2002) demonstrated that electronic banking users were younger
than non-electronic banking users.

These findings imply that older consumers are less likely to favour electronic banking.
Yuan, Lee and Kim (2010) report that 70 per cent of Chinese netizens are highly
educated or younger and the purpose for which that segment of the population uses the
internet is entertainment, such as music downloads or on-line games. They further report
that when compared to the total population of Chinese netizens, internet banking users
are young people with relatively high educational attainment and income, and constitute
the most viable potential consumers for internet banking in the future. Chan (1997)
established that income was the single most important variable that influenced a
consumer’s use of a credit card. Empirical findings of income positively influencing
adoption of electronic banking can be found in Al-Ashban and Burney’s (2001), Stavins’s
(2001) and Karjaluoto’s (2002) studies.

A typical on-line banking user is described as a “highly educated, relatively young and
wealthy person with good knowledge of computer, especially, internet” (Karjaluoto et al.,
2002). Shafeei and Mirani (2011) argue that education of customers can affect their
acceptance of e-banking. Al-Ashban and Burney (2001) and Stavins (2001) studies
showed that as consumers increased their educational qualification level, their adoption
of electronic banking would increase as well. In the Finnish culture, the income and
education predicted whether or not consumers would adopt internet banking (Mattilia et
al., 2003). Similarly, l1zogo et. al. (2012) show that age group and education level
differences and the adoption of e-banking is statistically significant. Numerous studies
(Lassar et al., 2005; Karjaluoto et al., 2002; Gerrard and Cunningham, 2003; Flavian et
al., 2006) revealed that demographic factors such as age and gender would influence
the adoption of internet banking services. However, Shafeei and Mirani (2011) study
shows no significant relationship between age and sex as regards the use of internet or
other facilities associated with e-banking. As for the impact of marital status on the
assessment of electronic banking, Stavins (2001) identified that married consumers were
more likely to use electronic banking. 1zogo, et. al. (2012) concluded that the relationship
between marital status and adoption of e-banking is significant among Nigerian e-
customers. Katz and Aspden (1997) findings showed that males were more likely to use
electronic banking than females. Similarly, Karjaluoto (2002) found that electronic
banking users were dominated by males.
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Using the findings from these studies, it can be proposed that male gender positively
impacts on the choice of electronic banking. However, 1zogo, et. al. (2012) show that the
difference in gender adoption of e-banking is not significant; indicating a weak positive
relationship. In terms of the consumers’ ethnic background in electronic banking, Katz
and Aspden (1997) found evidence that consumers’ ethnic backgrounds were an
influential factor in using electronic banking. Stavins (2001) identified white-collar
consumers as being most likely to use electronic banking. It can be postulated that
occupation status (namely white-collar) is positively related to the choice of electronic
banking. Mohammed (2012) found that education, gender and income and occupation
strongly contribute to e-banking adding that graduates are more disposed to use the
service more than non-graduates.

METHODOLOGY

Discrete analysis employed in this study combines both the Logistic Regression
procedure and the Multinomial Logistic Regression procedure. Each procedure has
options not available in the other. An important theoretical distinction is that the Logistic
Regression procedure produces all predictions, residuals, influence statistics, and
goodness-of-fit tests using data at the individual case level, regardless of how the data
are entered and whether or not the number of covariate patterns is smaller than the total
number of cases, while the Multinomial Logistic Regression procedure internally
aggregates cases to form subpopulations with identical covariate patterns for the
predictors, producing predictions, residuals, and goodness-of-fit tests based on these
subpopulations (IBM-SPSS, 2011).

The logistic model is of the form:
, probeyent
Logiti=In(——————)=bp + bixs + ...+ bpX,
1-prodepent
or
PT0Dgyent Do+byirh. x
ogs=(T_——— )=€ Tnen
1-probgyent

The discrete dependent variable, EBANKING, measures whether an individual is an
electronic banking or non-electronic banking user. The dependent variable is based on
the question asked in the mail survey: “frequency of using e-banking products.” this was
dichotomized since the study is a discrete analysis of e-banking usage. Demographic
characteristics such as age, gender, marital status, education, ethnic group, occupation
and income were hypothesized to influence the respondent’s decision to use electronic
banking. Structured questionnaire was used to collect data on a sample of 400 retail
banking customers in Awka, Anambra State, Nigeria. The variables included in the
study, apart from e-banking product, with their options are: gender. male and female;
marital status: single, married, separated and divorced; income: &830,000 and below,
31,000-450,000, above H450,000, age: 18-35 years, 36-55 years, and above 55 years;
occupation: student/apprentice, clerical, trading, technical/administrative, and casual
worker; ethnicity: Igbo, Hausa/Fulani, Yoruba, Efik and others; and education:
primary/non-formal, secondary, graduate, and postgraduate.
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The model for this study is formulated thus:
Electronic-banking = f(Young, Old, Ma, Single, Mar, D, Lo, Hi, SA, Clerical,
Trading, TA, Igbo, H/F, Y, S, Gra, PG, ¢).

Where: E-BANKING = 1 if the respondent is an electronic banking user; 0 otherwise
Male (+) = Male; if respondent is a male; 0 otherwise.
YOUNG (+) = Age level; 1 if respondent age is between 18 to 35 years old; 0

otherwise
OLD (-) = Age level; 1 if respondent age is above 56 years old; 0 otherwise
Single (+) = Single; 1 if respondent is single; and 0 otherwise
Married (+) = Marital status; 1 if respondent is married; 0 otherwise
D (+) = Divorced; 1 if respondent is divorced; O otherwise
Lo (+) = Low income; 1 if respondent monthly income is &#30,000 or below; 0
otherwise
Hi (-) = High income; 1 if respondent monthly income is above &8450,000 and
above; 0 otherwise
SA (+) = Student/apprentice; 1 if respondent is student/apprentice; 0 otherwise
Clerical (+) = Clerical; 1 if respondent is a clerical worker; 0 otherwise
Trading (-) = Trading; 1 if respondent is a trader; 0 otherwise
TA (-) = Technical/administrative; 1 if respondent works as a TA; 0 otherwise
Igbo (+) = Igbo; 1 if respondent is of Igho ethnicity; 0 otherwise
H/F (+) = Hausa/Fulani; 1 if respondent is of Hausa/Fulani ethnicity; 0 otherwise
Y (+) = Yoruba; 1 if respondent is of Yoruba ethnicity; O otherwise
S (+) = Secondary; 1 if respondent has secondary education; 0 otherwise
Gra (-) = Graduate; 1 if respondent has tertiary education; 0 otherwise
PG (-) = Postgraduate; 1 if respondent has post graduate education; 0 otherwise
€ = Error term.

One dummy variable is dropped from each group while some others were merged to
avoid the dummy trap problem in the model. The two variables/options dropped attracted
very low response. The analysis was conducted with the aid IBM-SPSS Statistics
version 20.

DATA ANALYSIS

Binary Logistic and Multinomial Logistic regression methods were the discrete analysis
method used to test the effect of demographic variables on e-banking usage in Nigeria.
The study was based on a sample of 400 respondents out of which 246(61.5%)
respondents returned complete usable questionnaire. The mean and standard deviation
of the variables are: gender: 1.49, .501; marital status: 1.35, .565; monthly income: 1.57,
.594; age bracket: 1.18, .437; occupation: 2.02, 1.364; ethnicity: 2.60, 1.658; and
education: 2.91, .498 respectively. These show that ethnicity and occupation show the
highest variations as they each have standard deviation more than one. On the other
hand education shows the least variation as it recorded the least standard deviation of
498 even with highest mean value.
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Table 3: Discrete Analysis Output.
Binary Logistic Regression Multinomial Logistic Regression
Number of Observations 246 Number of Observations 246
Log likelihood 292.100 Initial log likelihood 204.428
Cox & Snell R Square  .154 Restricted log likelihood 163.412
Nagelkerke R Square 207 Cox & Snell R Square .154
Chi Square Statistics 41.016 Nagelkerke R Square 207
Degree of Freedom 18 McFadden 123
Probability (p value) .002 Chi Square Statistics 41.016
Wald 7.785 Degree of Freedom 18
Probability (p value) .005 Probability (p value) .002
B | S.E |Wal| Si |Exp( B | S.E | Wal |Sig. |Exp(
. d | g. [B) . d B)
32| 3.6/.05| 1.85 -| .86| 1.16| .28
Male .616 ol 04l 5 1 Intercept 926 0 0 11396
. 1.3| .83|.13| 3.43 -1 .32| 3.69| .05
Single 1.233 51 4l 6 > Male 616 0 4 5 .540
, 46| .30|.57| 1.29] .. 1 1.3 A3
Married .259 4 71 g 3 Single 1.22 51 .834 6 291
: 90| .10|.08| 1.42 . -| .46 .57
Divorced 153 8 3l 7 > Married 259 4 307 9 T73
49| .04|.83] 1.10| ~. -1 .90 .08
Low Income 101 7 11 9o 6 Divorced 153 8 .103 7 432
: -| .71| 5.6|.01 -| .49 .83
High Income 1697 71 o7l 8 .183 | Low Income 101 7 .041 9 .904
.65| .38]|.53 . 1.69| .71| 5.60| .01| 5.45
Young -.402 > 1177 .669 | High Income 7 7 7 8 8
1.5 1.3|.24| 5.81 .65 53| 1.49
Old 1.760 07l eal 3 1 Young 402 > .381 7 5
Student/Appren .68| .02|.86| 1.12 | 15| 1.36| .24
tice 115 1 9| s 2 Old 1.73 07 4 3 A72
. 1.1| .07|.77| 1.37 | Student/Appren -| .68 .86
Clerical 319 39 sl 9 6 | tice 115 1 .029 5 .891
: -| .87| 2.3|.12 : -1 11 T7
Trading 1338 6l 34| 7 .262 | Clerical 319| 39 .078 9 127
Tech/Administr 005 72| .00].99| 1.00 Tradin 1.33| .87| 2.33| .12| 3.81
ative ' 3| o] 4] 5 9 8| 6 4| 7| 2
37| 4.3].03| 2.16 | Tech/Administr -l .72 .99
Igbo T 74| 16| 8| 2] ative 005| 3| 000] 4| 995
: 48| .03|.84 -| 37| 4.31] .03
Hausa/Fulani -.095 0 9l 4 .910 | Igbo 771 1 6 8 463
55| 48| .48| 1.46 : 48 84| 1.09
Yoruba .385 > 5| 6 9 Hausa/Fulani .095 0 .039 4 9
1.3] .02|.88| 1.22 -| .55 48
Secondary 201 92 11 5 3 Yoruba 385 2 485 6 .681
1.3| .86(.35| 3.67 -1 1.3 .88
Graduate 1.300 96 sl 2 0 Secondary 201| 92 .021 5 .818
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1.2| .09|.76| 1.46 1.3 .35
Post Graduate .381 56 ol o 3 Graduate 1.38 96 .868 >
86| 1.1|.28 -1 1.2 .76
Constant .926 ol 60l 1 .396 | Post Graduate 381| 56 .092 >

272

.683

Table 2 above contains information on the discrete analysis, Binary Logistic Regression
(BLR) and Multinomial Logistic Regression (MLR). The first thing to look at is the pseudo
R? — Cox & Snell = .154, Nagelkerke = .207 and the McFadden = .123. These measures
reflect the amount of variation accounted for by the logistic models. The Nagelkerke is a
modification of the pseudo R? (Hair, et. al 2010); hence it is used to explain the model
summary. The value is .207 and this means that 20.7% of the variation in e-banking
usage is accounted for by the logistic model. The Chi Square value is 41.016 and is
significant at .002, which shows that the model is a good fit.

For the BLR the model Wald that measures the combined effect of the independent
variables on the dependent is 7.785 and is significant at .005. The ratio of correct
classification for the BLR is 68.7% against the cut value of .50; while that of MLR is 73.9
against 65. This shows that the model is dependable in explaining variations in e-
banking usage. The regression analysis resulted - coefficients B and exponentiated
coefficients Exp(B). The estimated [ coefficients are measures of the changes in odds
ratio. A positive coefficient sign indicates increases the probability of customer
responses to use e-banking services and a negative sign not to use it. The degree of
impact of the independent variables is represented by exponentiated coefficients Exp(3)
which indicate the change of the odds ratio when the independent value increases by
one. Exponentiated coefficients are the logarithms of the original coefficients and this
explains the absence of signs; and an exponentiated coefficient of 1 means no direction
(Hair et. al. 2010).

This study was necessitated by the need to identify how the different demographic
variables impact use of e-banking; since the different groups reflect differences in mix
and types of banking services used. The signs in the coefficients indicate the direction of
influence/effect. Thus the BLR coefficients base on use of e-banking while MLR
coefficients base on non-usage. A positive coefficient in BLR transforms to negative in
MLR while the absolute values remain same. Male has a positive coefficient of .616 and
a positive coefficient increases the probability of impact on the dependent variable e-
banking. Though this is less than 1, but the positive sign indicates that males are more
disposed to use e-banking than females hence we confirm the first proposition. Marital
status has: single, married and divorced with coefficients: 1.233, .259 and .154. This
means that all categories within this variable increase of probability of use of e-banking.
The three coefficients agree with our propositions. Low income, that is, those earning
30,000 or less has low but positive score of .101 while high income has high but
negative coefficient of -1.697. This means that people with low income are favourably
disposed to using e-banking than those in the high income category; hence the two
propositions are confirmed. Occupation is the next demographic variable used in the
study. The coefficients are: student/apprentice .115, clerical workers .319, trading -1.338
and technical/administrative .005. The last is positive but very small and with this we
confirm the propositions relating the variable, occupation.
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Three ethnic variables were included: Igho, Hausa/Fulani and Yoruba with .771, -.095
and .385 respectively. Thus the proposition on Hausa/Fulani is rejected while those for
the other two groups are confirmed.

The last is education that has secondary, graduate and post graduate with scores of
201, 1.300 and .381 respectively. This means the three education variables increase
probability of impacting on the dependent variable and can be used in classifying e-
banking customers on the basis of users and non-users.

CONCLUSION

This research seeks to determine which gender group has the greatest tendency to use
electronic banking. The results of the study show that males are more inclined to use e-
banking. This is in line with Katz and Aspden (1997) and Karjaluoto (2002) findings that
males were more likely to use electronic banking than females. Among the different
categories with the educated respondents, the study results show that graduates are
more inclined to use e-banking than secondary school leavers. This is in line with Al-
Ashban and Burney (2001) and Stavins (2001) studies that as consumers increased
their educational qualification level, their adoption of electronic banking would increase
as well. The study also shows that people in different occupation differ in their adoption
of e-banking. The findings show that while traders and respondents in
technical/administrative occupation are less inclined, students/apprentices and clerical
workers are more inclined to use e-banking.

This study also shows that low income increases probability of e-banking usage. This
contrasts with (Mattilia et al., 2003) that increase in income is associated with increase in
e-banking use. In terms of the consumers’ ethnic background in electronic banking, the
study found out that the Igbo and Yoruba ethnic groups have higher and positive
probability of using e-banking while the Hausa/Fulani show very negative probability.
This agrees with Katz and Aspden (1997) that consumers’ ethnic backgrounds were an
influential factor in using electronic banking.

With respect to marital status, singles have the highest probability to use e-banking.
Married/divorced people also show positive disposition to use e-banking. This is in line
with Stavins (2001) that married consumers were more likely to use electronic banking.
With respect to age it is established here that young people are not more inclined toward
e-banking than old people. This contrasts with Filotto, et. al (1997) study which showed
that the adoption rates of ATM were higher among younger users. It also contrasts with
Barnett (1998) and Karjaluoto, (2002) findings showed that the younger the consumers,
the more comfortable they were in using electronic banking. This however agrees with
Gan et. al (2005, 2006) that middle age favour e-banking usage.

From the results of this study it is clear that to achieve improved product and service
offering, a strong product management is required. As customers consolidate payment
relationships and embrace e-banking, banks become more exposed to non-bank
financial institutions and service providers which impact on margins. A key element of
product management is to manage offerings through market segmentation. Tailoring
offerings to a specific need of customers, instead of generic offering for a broad category
of customers will give the customers a better impression of the banks’ ability to
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understand their needs. The results of this study show that ATM dominates the e-
payments segments of the Nigerian financial system. This means that the potentials in
the other electronic channels can be realised. What is needed however is sustained
awareness on the part of banks and e-service providers on the similar benefits of other
e-channels.
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APPENDIX: Demographic Variables*E-banking Usage Cross tabulation

E-banking Usage Total
Non-Users Users
Gender Male 52 95 147
Female 49 50 99
Total 101 145 246
Single 70 114 184
Marital Status Married 29 28 57
Divorced 2 3 5
Total 101 145 246
:;g£00 or 58 96 154
Income §N31,000-
N450,000 31 43 74
Above 8450,000 12 6 18
Total 101 145 246
5’;’;‘;;” 30 92 130 222
Age Bracket 31-50 years 8 13 21
Above 50
years 1 2 3
Total 101 145 246
Student/Apprentice 69 108 177
Clerical 2 3 5
Occupation Trading 14 4 18
Tech/Administrative 9 21 30
Casual/Worker 7 9 16
Total 101 145 246
Secondary 30 24 54
Education Graduate 59 115 174
Post Graduate 13 9 22
Total 101 145 246
Igbo 47 81 128
- Hausa/Fulani 19 20 39
Ethnicity  yoruba 8 13 21
Others 27 31 58
Total 101 145 246




