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Abstract 

Banking system is an important constituent in the overall economic system. It plays an important role in mobilizing the nation’s 

savings and channelizing them into the high investment priorities and better utilization of the available resources. Banking 

system is the kingpin of the chariot in the economic progress. A sound banking system efficiently deploys the mobilized savings 

in productive sectors. Banking sector is dominant in India as it accounts more than half of the assets in the financial sector. 

Banking sector is one which has witnessed tremendous changes in its day to day affairs due to the advanced technology. 

Alternate banking channels are the results of advanced technology which leads to the branchless banking concept. It is becoming 

a vital component in delivery of banking services to the customers. These channels are used for delivering financial services 

without relying on the bank branches. Branchless Banking is the order of today & tomorrow.  It is a strategy used for delivering 

the financial services or products without relying upon the bank branches. Branchless banking is considered to be a cost saving 

method. While this strategy may complement an existing bank branch network for giving customers a broader range of channels 

through which they can access the financial services. Branchless banking can also be used as a separate channel strategy that 

entirely forgoes the bank branches. Primary data was collected using specially designed structured questionnaire from 100 bank 

account holders selected using the convenience and judgmental sampling. While selecting the samples, it was ensured that all the 

segments had given equal importance to get the real output. 
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________________________________________________________________________________________________________ 

I. INTRODUCTION 

Retail Banking is built up on the individual customers whose asset liability relationships build the structure and foundation of 

banking companies. All the products and services are designed and offered to satisfy the financial needs and necessity of 

customers. The transparency of online banking and the ability of consumers to compare the offers and product prices will 

transfer the power increasingly towards the customers from the banking companies. Banks eyes at   retaining existing clients and 

expanding profitability of the existing customer relationship. As customers belong to different strata of life like different 

economic, cultural, social and educational background, the products and services offered also varies. In retail banking, banks 

always have to innovate their products, procedures to find out the customers’ financial problems and needs for designing the 

products and services and marketing and selling  it  to their satisfaction .CRM incorporates all the concepts such as sales 

&marketing ,one to one relationship management, data warehousing, data mining, customer segmentation, cross selling etc. 

Most important feature of the alternate channels is availability on 24 X 7 with a focus on delivering the higher quality of 

service across the multiple channels like phone banking, internet banking, Mobile banking, and Call centers, Automated Teller 

Machine (ATM), Cash Deposit Machine (CDM) and Pass Book Kiosk. Reserve Bank of India (RBI) instructed all public sector 

banks to focus on implementing the Customer Relationship Management (CRM) systems through the multiple touch points in 

order to retain loyalty among the customers. Customer Relationship Management (CRM) is emerging as an offshoot of the 

modern technological landscape by incorporating the customer demographics, business intelligence, and Internet proximity and 

therefore it takes its place at the heart of the modern banks. 

 Advantages of the alternate channels usage in Banking:- 

 Movable and placeless 

 Open up to 24 hours a day, 7 days a week & 365 days in a year. 

 Withdrawable in  small amounts 

 Paperless Banking 

 Recurring expenses are very low 

 Suitable for any age group 

 Reduced transportation costs & execution costs. 
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Tap, click and swipe-these are the new sounds of money. Modern technology is fast replacing the paper with computer files 

fastly, bank tellers with Automated Teller Machines (ATMs) and file racks with servers. Bank branches, the interface between 

banks and customers, have also changed drastically from being operations-centric to servicing clients. 

Customers can now perform most of the financial and non-financial transactions through alternate channels such as1)account 

statement request 2) cheque book request 3)opening a fixed deposit 4)purchase of  GOI Bonds5)Register for mobile Banking6) 

Apply for new debit card7) paying utility bills8)Renewal of fixed deposit 9) Aadhar Linking 10)Online Form 15G/H 11) Fund 

transfer 12) Card Payments 13) Demat account access14)Recharge and the list  expands daily. 

ATM is the oldest of the alternative banking channels and enjoys the highest level of acceptance among the customers . The 

number of ATMs in India has doubled in the past three years. Today, ATM provides cash withdrawal, opening   fixed deposits, 

cheque book requests and balance enquiries etc. Cash Deposit Machine is the new order of the day which permits the deposits 

and withdrawal also for with higher denominations. Thus E-launches of Banks can replace the Brick & mortar branch structure. 

The study herein throws the light to the enhanced benefits of the alternate channels and the benefits derived from the usages of 

the same which leads to CRM enhancement. Primary data was collected using specially designed structured questionnaire from 

100 bank account holders selected using convenience and judgmental sampling. While selecting the samples, it was ensured that 

all the segments had given equal importance to get the real output. 

II. REVIEW OF LITERATURE 

According to Wisdom (2012) ICT, the most important factor in the future development of banking, enables banks to create 

sophisticated products, to have a better market infrastructure and to reach geographically distant and diversified markets. They 

require today more personalized banking products and services today and they expect to access such services at any time and any 

place. In addition, customers are looking for simplicity in their day-to-day banking and those who trust their bank are more 

willing to consolidate their banking needs with a single financial services provider. 

Traditional banking network consisting of physical branch infrastructure is more and more threatened by information 

technologies represented by automated forms of interaction with the client (ATMs, call centers, online banking, mobile banking) 

that involve relatively lower costs and allow customers to choose from alternate delivery channels (Darlington, 1999). 

The introduction of new technologies have led to significant changes in bank strategies and the branch banking started to lose 

the ground to virtual banking as the use of remote banking services increased. Globalization, competition, changing social trends 

and especially ICT advancements have caused intense restructuring of the banking industry (Loonam & O’Loughlin, 2008). 

Initially, information infrastructure was regarded by the developed banks over the world as a mere possibility of creating new 

electronic distribution channels for existing products. For this reason, remote banking services have been called electronic or e-

banking services (Nedelescu & Stănescu, 2012). The increasing range and complexity of electronic banking services has led to 

the expansion of customers while satisfying the more sophisticated needs and ensuring the customer loyalty imposed a 

continuous demand for new technologies (Drigă, 2012). 

Keivani et al. (2012) describes electronic banking as “an umbrella term for the process by which a customer may perform 

banking transactions electronically without visiting a brick-and-mortar institution”. Most specialists agree that e-banking ensures 

24-hour-a-day, 7-day-a-week accessibility through a type of advanced information system. A common definition for electronic 

banking comes from the Basel Committee on Banking Supervision: “e-banking includes the provision of retail and small value 

banking products and services through the electronic channels as well as a large value in electronic payments and other 

wholesale banking services delivered electronically”(BCBS, 1998). 

Phishing and pharming are modern online banking cybercrimes, two were the most organized crimes of the 21st century, 

representing different ways and the hackers attempt to manipulate the users via the Internet. Phishing is an electronic fraud 

technique used for financial gain that involves tricking a user into giving confidential personal information, such as passwords, 

social security numbers, credit card numbers and other personal information. The number of phishing attacks against banking 

systems is constantly growing and the methods are also constantly evolving (PCW, 2014a) 

E Banking is not to change the marketing but to enhance it by presenting opportunities to companies to improve their 

effectiveness and to deliver customer value (Scullin et al.,). It can reduce the costs involved in communicating to customers, 

optimize work flows as a result of integration with other enterprises and  systems, facilitate better market segmentation and 

enable the enhanced customer interactions, relationship and personalization opportunities (Adebanjo 2003,). CRM applications 

take full advantage of technology innovations with their ability to collect and analyze data on customer patterns, interpret 

customer behaviour, develop predictive models, respond with timely and effective customized communications and deliver 

product and service value to individual customers.  

Customers are moving between traditional and online channels with greater frequency when dealing with organizations.  

Branchless Banking systems support the multi-channel touch points with the companies and a key challenge is to provide a 

consistent experience for the customers. Customers accustomed to the real time information and responses must be catered for 

when they switch to an alternative channel. Effective multi-channel management has emerged as a hallmark of a successful 

CRM strategy (Crosbyand Johnson, ) within the organizations. 

http://businesstoday.intoday.in/story/mushrooming-bank-accounts-100percent-account-ability/1/190764.html
http://businesstoday.intoday.in/story/shikha-sharma-axis-bank-interview/1/191673.html
http://businesstoday.intoday.in/story/sbi-competing-hard-with-the-best-private-banks/1/190807.html
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III. OBJECTIVES OF THE STUDY 

The overall objective of the study is to analyze the pattern of banking habits of the sample population with respect to the 

following: 

1) To analyse the level of awareness among the respondents on various alternate channel services. 

2) To understand the problems faced by the individuals while using the electronic based services. 

3) To check the customer satisfaction regarding the various services 

4) To compare and contrast different alternate channels based on its services. 

IV. RESEARCH METHODOLOGY 

A field survey using structured questionnaire was conducted to collect the data from 100 bank account holders selected using the 

convenience and judgmental sampling. While selecting the samples, it was ensured that all the segments had given equal 

importance to get the real output. Primary data was collected using the specially designed structured questionnaire and through 

the interviews with the customers. Secondary data were collected from the books and publications. Various statistical techniques 

like percentage, proportions, simple and weighted average score, correlations etc., shall be used for the analysis of the data. 

Tables, diagrams, charts and graphs shall be used for the presentations. 

 Analysis & Interpretations 

Sixteen data points were collected through the 11 main questions and analyzed and interpreted in order to understand the pattern 

of usage of alternate channels among the sample population. 

 Profile of the Customers 

The customers were grouped on the basis of Gender, Age, Educational, Qualification, Occupation and Annual income.  The data 

was then compliled as follows: 

 Age and Gender 
Table - 1.1 

Age and Gender of the Customers 

 Below 25 yrs 26 to 35 years 36 to 45 years 46 to 59 years 60 years& above 

MALE 16 19 34 6 10 

FEMALE 2 5 5 1 2 

TOTAL 18 24 39 7 12 

Source: Primary Data 

In the sample population the maximum number of customers were found to be in between the age group of 36 to 45 years (39%) 

followed by the group between 26 to 35 years (24%).  The least number was observed in the age group of 46 to 59 years (7%) 

followed by the group above 60 years (12%) 

81% of the sample population falls in the age group of below 45 years.  The female customers in the sample population are 

only 15%  Banks should concentrate more on  the opening of account by the female customers to tap the   potential of increasing 

the women working force as well as saving habits of women. 

 Education Profile 
Table - 1.2 

Education Profile of the customers 

Educational Qualification Responses 

Non Matriculate Nil 

Matriculate 20 

Graduate 49 

Post Graduate 27 

Higher Degree Holder 4 

Source: Primary Data 

The customers were grouped into 5 categories namely Non matriculates, Matriculates, Graduates, Post Graduate and higher 

degree holders.  As illustrated in the Table 1.2 none of the sample population was found to be a non-matriculate, where as 49% 

were graduates.  Only 4% of the sample population was higher degree holders beyond the P. G. Level.    Educated customer can 

handle the products more easily than the uneducated population.  Therefore banks should know to market efficiently their 

electronic based products among their educated customers. 

 Occupation of the customers 

The classification of sample population based on the occupation is given in the Table 3.3 
Table - 1.3 

Occupation of customers 

SL. No. OCCUPATION Number of Respondents 

1 SALARIED 43 

2 SELF EMPLOYED 26 

3 BUSINESS 24 
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4 STUDENT 1 

5 RETIRED 6 

6 UNEMPLOYED 0 

 TOTAL 100 

Source: Primary Data 

It can be observed from the above table that 43% of the respondents were salaried followed by 26% self-employed people, 24% 

business people.  Only one of the sample population was a student and the rest 6% were retired people. 

Since most of respondents are from salaried and self-employed category the banks have the avenue to introduce their e-based 

products.  There is high potential for marketing merchant acquisitions like POS (Point of Sales Machine) debit card and credit 

card etc.  None of the respondents in simple population was unemployed.  Pensioners constituted only 6% of the sample 

population.  Banks should explore the possibility of opening more pensioners’ account by promoting the extra interest rate 

offered to senior citizens.  This group needs more attention and care and service with patience.  Only prompt service can please 

this group and bank can promote net banking, ATM facility etc among this group.  This will help them in avoiding the visit to  

branches in busy days. 

 Annual Income 
Table - 1.4 

Annual income of the respondents (Amount in Rs.) 

Income Level Less than Rs.50,000 50,001 to 2,00,000 2,00,001 to 3,00,000 3,00,001 to 5,00,000 Above 5,00,000 

No. Of respondents 0 33 48 13 6 

Source: Primary Data 

None of the sample population was with the annual income of less than Rs.50000/- 

48% of the sample population belongs to the group with annual income between 2L and 3L followed by the 33% with the 

income level between Rs.50001 and Rs.2L. Since the average income levels are moderately high, the banks have ample 

opportunity to market their ancillary services / facilities like locker, third party products like mutual fund, insurance products etc. 

 Types of accounts maintained in the Banks 
Table - 1.5 

Types of accounts maintained in the Banks 

Types of account Number of respondents 

Savings account (SB) 73 

Current Account (CA) 20 

Term Deposit (TD) 13 

Loan Accounts 9 

Depository Account 2 

Source: Primary Data 

From the analysis of 100 responses, it is observed that the majority of respondents (73%) hold savings account followed by a 

current account (20%).  There were only 13 respondents holding term deposits and only 2 persons are holding the depository 

account. 9 respondents have loan accounts.  17 persons have more than one type of account in which all the 13 persons having 

term deposit facility also maintains the saving accounts.  Two persons holding the depository account also maintain the saving 

and term deposit accounts also. 

 Number of banks with the banking relations. 
Table - 1.6 

Number of banks with the banking relations. 

No. Of Banks One Bank Two Banks Three Banks More than three Banks 

Number of Respondents 77 16 3 4 

Source: Primary Data 

Table 1.6 shows the details of respondents and the number of bank accounts maintained by them.  77% of the respondents have 

only banking relationship with one bank.  16% have two bank accounts, and 3% of the sample population have banking 

relationship with 3 banks.  There are 4% of population relationships with more than 3 different banks. 

 Details of the alternate service channels used by the respondents. 

Table - 1.7 gives the details of alternate service channels used by the respondents. 
Table - 1.7 

Number of users of different alternate channels 

Channels Number of users 

ATM 73 (73%) 

Internet Banking 43 (43%) 

Phone Banking 10 (10%) 

Mobile Banking 13 (13%) 

Merchant acquisition POS 16 (16%) 

Source: Primary Data 
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It was observed that ATM is the popular alternate channel amoung the respondents.  73% of the sample population are using the 

ATM facility.  Internet banking ranks second followed by mobile banking then phone banking (13% and 10% respectively).  

Only 16% of the sample population are using the merchant acquisitions such as debit card, POS etc. 

From the data, it is clear that bank should concentrate on marketing the internet banking, phone banking etc.  This will enable 

the banks to reduce the cost of operation and also reduce the paper work.  Man power thus saved can be utilized for business 

promotion. 

 Data on age wise usage of alternate channels 
Table - 1.8 

Age wise usage of alternative channels 

Channels Below 25 years 26 to 35 Years 36 to 45 Years 46 to 59 Years 60 Years and above 

ATM 18 (100%) 24 (100%) 21 (53.05%) 4 (57.14%) 6 (50%) 

Internet Banking 10(55.55%) 16 (66.67%) 13 (33.33%) 3(42.86%) 1(8.33%) 

Phone Banking 2(11.11%) 5(20.83%) 2(5.13%) 1(14.29%) -0% 

Mobile Banking 4(22.22%) 7(29.17%) 2(5.13%) -0% -0% 

Merchant Acquisition 10(55.55%) 4(16.67%) 2(5.13%) -0% -0% 

Source: Primary Data 

It is observed from the data that most of the alternate channels are used by younger population.  100% of the respondents are 

from below35 years and use the ATM facility while only 50% of the sample population above the age of 60 years uses ATM 

facility.  Similar is the case with internet banking where 39 out of 43 internet banking users are below the age of 35 years. The 

usage of phone banking, mobile banking and merchant acquisitions are among the sample population above the age of 45 years. 

 Usage of alternative channels and frequency of the usage 
Table - 1.9 

Frequency of usage in alternate channels. 

Channels Daily Alternate days Weekly Monthly Occasional 

ATM 14 (19.18%) 27 (36.99%) 18 (24.66%) 8(10.96%) 6 (8.22%) 

Internet Banking 6(13.96%) 7 (16.28%) 12(27.91%) 16(37.21%) 2(4.65%) 

Phone Banking -0% 1(10%) 3(30%) 5(50%) 1(10%) 

Mobile Banking 2(15.38%) 3(23.08%) 4(30.77%) 2(15.38%) 2(15.38%) 

Merchant Acquisition 1(6.25%) 4(25%) 5(31.25%) 4(25%) 2(12.5%) 

Source: Primary Data 

From the analysis of the above table we can see that out of 63 users of ATM card only 14 customers (19.8%) are using it daily.  

The majority, (36.99%) customers have an alternate day usage pattern.  Only 18 customers are using it weekly.  8 and 6 

customers have a usage pattern of monthly and occasional usage respectively. 

In the case of usage frequency of internet banking only 6 customers are using it daily (13.96%). 7 customers (16.20%) prefer 

to use on alternate days and 12 persons (27.91) prefer to use internet banking weekly.  The monthly and occasional users of 

internet banking are 16 and 2 (37.21% and 4.65%) respectively.  So among the 43 users of internet banking, majority preferred to 

use it monthly. 

None of the sample populations uses phone banking daily while 50% of Phone banking users prefers to use it monthly.  Out of 

the 10 phone banking customers in sample population 3 persons prefer to use it weekly while one person use it in alternate days 

and one person occasionally. 

Out of 13 mobile banking customers, majority (30.77%) prefer to us it weekly when 23.08% prefer to use it on alternate days.  

The number of persons using mobile banking facility on daily, monthly and occasionally were 2 (15.38%) 

Out of 100 respondents, only 16 persons are using merchant acquisition facilities like debit card, point of sale etc.  5 persons 

(31.25%) use it on weekly intervals while 25% each use it on alternate days and monthly intervals.  Only one person preferred to 

use it daily. 

 
Fig. 1.1: Usage of Alternate Channels and the frequency of usage Source: Primary Data 
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Table - 1.10 

Cost effectiveness of alternate banking channels Source: Primary Data 

 Highly Inexpensive Inexpensive Neutral Expensive Highly Expensive 

ATM 66(90.41%) 3(4.11%) 3(4.11%) 1(1.37%) 0 

Internet Banking 20(46.51%) 15(34.88%) 2(4.65%) 4(9.32%) 2(4.65%) 

Phone Banking 0 3(30%) 1(10%) 4(40%) 2(20%) 

Mobile Banking 3(23.08%) 4(30.77) 2(15.38) 2(15.38) 2(15.38) 

Merchant Acquisition 4(25%) 4(25%) 2(12.5%) 2(12.50%) 4(25%) 

It is observed from the above data that most of the respondents opined that using the ATM is highly inexpensive (90.41%) 

while 4.11% opined it as inexpensive.  Only 2 respondents were neutral about the cost effectiveness of ATM while 1 person 

(1.37%) remarked it as expensive.  None of the respondents said that it is highly expensive. 

Among the 43 internet banking customers, 20 users (46.51%) observed that the internet banking is highly inexpensive 

followed by 15 respondents (34.88%) marking it as inexpensive.  2 respondents marked neutral while 4 respondents (9.32%) 

opined that the internet banking is expensive.  2 persons (4.65%) were of the opinion that banking is highly expensive. 

Among the 100 sample population only 10% were using phone banking. None of the respondent considered phone banking as 

a highly inexpensive but 30%considered it as expensive.  One person (10%) remained neutral while 40% observed phone 

banking as expensive.  Only 20% opined that phone banking is highly expensive. 

3 customers among the 13 mobile banking customers (23.08%) consider mobile banking as highly inexpensive and 30.77% 

consider it as expensive.  2 persons did not have any view on the cost effectiveness of mobile banking service.  2 persons have an 

opinion that the service is expensive while another 2 respondents marked mobile banking as highly expensive. 

 Among the 100 respondents, there were only 6 persons were using merchant acquisition facilities like debit card POS etc.  

Among this, 4 person (25%), considered this service as highly inexpensive while another 25% opined it as inexpensive.  2 

Persons (12.50%) remained neutral while another 4 persons consider this service as highly expensive. 

 
Fig. 1.2: Cost effectiveness of the alternate banking channels, Source: Primary Data 

 
Fig. 1.3: Security features of the alternative channels Source: Primary Data 
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Fig 1.3shows the data on security aspect of the alternative banking channel according to the sample population.  In general, 

majority of the sample population voted as the alternate service channels are secured. 

Among the 73 ATM users, 82.19%, considered the facility as highly secured and 5.48% as secured.  8.22% said that the ATM 

facility is unsecured while only 2.74% thinks that it is highly unsecured. 

Majority of the internet banking customers (41.86) consider this facility as secure while 23% consider it as high secured.  

Another 23% consider it a highly unsecured while only 11.63% consider the facility as highly unsecured.  None of the 

respondent remained neutral regarding the security aspect of internet banking. 

Majority of the banking customers (60%) consider the facility as highly secured while 20% consider it as secured.  10% each 

of the population considered phone banking as unsecured and highly unsecured.  None of the respondents remained neutral 

regarding the security aspect of phone banking. 

Only 15.38% of mobile banking users consider the facility as highly secured while the 46.15% consider it as secured.  Only 

one respondent (7.69%) remained neutral on the topic while 23.08% marked mobile banking as unsecured; 7.69% opined that the 

mobile banking facility is highly unsecured. 

Majority of the merchant acquisition users among the sample population (50%) considered it as highly secured while 18.75% 

considered the facility as secured.  Only 62% remained with neutral response.  18.75% observed merchant acquisition facilities 

are unsecured while only 6.25% considered it is highly unsecured. 

 Usage of the alternate banking channels and level of satisfaction 
Table - 1.11 

Usage of the alternate banking channels and level of satisfaction Source Primary Data 

 Highly Inexpensive Inexpensive Neutral Expensive Highly Expensive 

ATM 30(41.09%) 31(42.47%) 3(4.11%) 7(9.59%) 2(2.74%) 

Internet Banking 15(34.88%) 18(41.86%) 1(2.33 %) 6(13.95%) 3(6.98%) 

Phone Banking 3(30%) 2(20%) 0 4(40%) 1(10) 

Mobile Banking 2(15.38%) 6(46.15%) 1(7.69%) 3(23.08%) 1(7.69%) 

Merchant Acquisition 2(12.5%) 4(25%) 2(12.5%) 5(31.25%) 3(18.75%) 

 

 The level of customer satisfaction among the user of alternate services channels are given in the table1.11 

 Out of the 73 ATM users, 30 customers (41.09%) are highly satisfied and (42.47%) 31 persons are satisfied.  3 customers are 

neutral.  7 customers (9.59%) are dissatisfied while two are highly dissatisfied (2.74%) 

 Among the 43 internet banking users, 15 (34.88%) are highly satisfied and 18 (41.86%) are satisfied.  Only one person does 

not have any opinion about the satisfaction.  6 customers (13.95%) are dissatisfied but 3 are (6.89%) are highly dissatisfied. 

 Three out of 10 phone banking customers (30%) are highly satisfied with the facility, while the 2 (20%) are unsatisfied.  None 

of these respondents marked neutral while 40% are dissatisfied only 10% are high dissatisfied with the phone banking facility. 

Among the mobile banking users, majority (46.15%) are satisfied while 15.38% are highly satisfied with the service.  One person 

was neutral on this subject when 23.08% (3 persons) showed dissatisfaction upon the mobile banking.  Only 7.69% of the mobile 

banking users are highly dissatisfied. 

 Majority (31.25%) f the merchant acquisition users are dissatisfied with the services followed by 25% who are satisfied.  Only 

12.5% are highly satisfied while another 12.5% remained neutral on this subject. 

Marketing of alternate service channels by bank staff assessment by respondents Fig.1.4 

 
Fig. 1.4: Marketing of alternate service channels by bank staff assessment by respondents 
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The Yes or No type questions provided in the questionnaire was to examine the awareness and promptness in marketing 

alternate channels by the bank staff was analyzed. It was observed that 86% of sample population has agreed that the Bank staff 

has explained to them the advantages of ATM. 52% of the respondents were given details of internet banking while only 26% 

were informed about the phone banking facility. 33% of the sample population were aware about mobile banking acquisition 

services like debit card and POS.  From the data it is observed that banks should concentrate more on the marketing of e-based 

services. 

Suggestions from the customers for the future improvement in alternative service channels. 

 Several customers enthusiastically came forward with the suggestions for improving the services. 

 Details regarding the service charges taken by the banks for different alternate channels should be specifically informed. 

 Customers are to be educated on the latest products and procedures followed by the bank. 

 All ATMs should be provided with the security personnel so that the aged customers can avoid asking the help from 

strangers. 

 Connectivity problem and cash shortage in ATMs should be minimized. 

 Complaints regarding the transactions through ATM of other bank should be settled fast. 

 Limitation of the Study: 

The study was limited only to a Branch of Kochi.  So the findings may not be relevant on the whole banking industry. The 

sample taken for the study was only 100 respondents. The results of the study was depended upon the information furnished by 

the respondents and hence the information provided by them were subjected to personal bias. 

V. CONCLUSION 

The usage of alternate channels or E-Banking is all set to increase among the different classes of people.  Majority of the 

customers especially the younger generation are taking the advantage of alternate banking channels.  The study has been proving 

that the Bank should come forward with the measures to reduce the apprehensions of non-users of alternate channels and 

enhance the customer value and profit of the organizations beyond any doubt.  The important findings derived from the study are 

enlisted below. 

 Findings 

1) Age group of different customers in banks is an important factor for the expansion of usage of alternate channels.  The 

average age group of respondents using alternate channels is below 45 years.  Many customers are still having different 

perceptions at the moment for not using the e-based services.  Some factors like fear of hidden costs deter people from 

going to the IT based new products. 

2) Majority of the respondents were graduates.  This reveals that the higher literacy level among the sample population.  

Hence there is much scope for the Bank to market their e-based services. 

3) Income profile of the customers as per the study, Bank is not dealing much with low income groups. 48% the sample 

population belongs to the group with annual income of above Rs.2L. The study reveals that Bank should expand its 

presence in low income group also.   

4) Gender profile of the customers only 15% sample population is females.  Bank should concentrate more to invite the 

woman customers.  There is a steep increase in the number of working women in India.  Kerala being a state with the 

favorable female ratio and with the economic and social forwardness, the reduced number of female accounts in bank 

should be seriously addressed.  Gender equality in financial matters like deciding the financial planning of family can be 

ensured if more women open accounts with banks. 

5) Types of customer Relationships Most of the respondents are maintaining only deposit accounts.  Many of them are having 

only saving bank accounts.  This shows the less efficient marketing system among the banks to penetrate the market and 

cross sell their other products.  Now a days banks offer all type of services.  Only 2% of the sample population holds 

depository account.  Being an urban area and 43% respondents under salaried and 26% employed group, banks should 

promote various loan facilities, third party products like mutual fund and insurance, etc. 

6) ATM is the most popular alternate channel among the sample population followed by the internet banking, It is found that 

only 50% of the sample population above the age of 60 years use ATM.  There is ample chance for marketing of ATM and 

internet banking among this group.  All the alternate channels are more popular among the younger generation.  Usage of 

phone banking, POS and internet banking etc are less among the sample population. 

7) Most of the ATM users use it in alternate days.  This shows their preference for visiting & using ATM.  If one has to do the 

transaction through a branch, it more time consuming. 

 Internet banking users are only 43% of the sample population.  Preferred usage frequency is on monthly.  This may be 

due to the nature of payment of various monthly utility bills. 

 Usage of debit cards and POS are only 16%.  This low level of usage point to the need for more advertisement and 

marketing.  Merchant acquisition services help to reduce the burden of movement in physical cash.  Therefore banks 

should promote such services. 
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8) From the study it is observed that according to the sample population ATM and Internet banking are inexpensive.  

Merchant acquisition services are revealed to be more expensive. 

9) 11.63% of sample population consider Internet banking as highly unsecured while 23% consider it as unsecured.  In general 

the sample population opined that the usage of alternate channels is secured. 

10) Level of satisfaction among the alternate services channels shows that majority are satisfied with these services. 

Details regarding the services charges of each channel are another concern for the customers. 

 Conclusion and Recommendation 

Based on the above findings the following strategies are suggested for the improvement on usage of the alternate service 

channels. 

1) Bank should concentrate more on marketing and usage of internet banking, phone banking mobile banking and merchant 

acquisition services. 

2) The utility of net banking for payment of various utility bills, ticket booking, e-shopping etc are to be advertised and 

promoted. 

3) Bank should allot special days for the senior citizens and women to specifically to promote the products useful to them.  

Marketing of such targeted areas will improve the usage of alternate service channels. 

4) Branch personnel should be fully aware of various charges levied on each service.  The features and utilities of each service 

should be informed to the customers. 

5) Complaints regarding the alternate service channels should be promptly addressed. Separate complaint redressal channels 

can be opened in the case of alternate service channels. 

6) Banks should give more attention in the field of promoting e-banking among the aged customers.  Demonstration and 

patient listening to their doubts will encourage them to use the techno savy products. 

The sample size is only 100, and the sample area is also limited to the Branch of Kochi, the study emphasis the need for banks 

to concentrate in market alternate service area. 

To conclude, the study revealed the increasing of consumer demands, banks have to constantly think of innovative customized 

services to remain competitive.  Alternate service channels are successful strategic weapon for the banks to remain profitable and 

enhance the Customer Relationship Management (CRM) 

Mobile phones are seen as a big enabler of electronic payments as the costs are low. There is a tendency to the discourage 

customers from visiting the branches since it adds to the cost of the bank and is also inconvenient for the customers. Moving to 

the alternative channels is a win-win for both sides. Banks are also discouraging direct interface with the customers by levying 

charges for some transactions such as payment of credit card bills through cash or depositing cheques at bank counters instead of 

putting them in drop boxes.  

Technology-based banking has also reduced the space required to set up bank branches. "Earlier, the physical infrastructure 

needed for a branch was, on an average, around 4,000 to 5,000 square feet. Metro Branch can also be opened with an average of 

1,000 to 1,500 square feet. However, modern electronic payment systems are still concentrated in metros and large towns (Tier-I 

and II locations). A large chunk of the Indian population still does not have the access to formal banking channels. With mobility 

and customer convenience seen as the keys of growth, banks are busy exploring new technologies. Experiments with near-field 

communication technology (where the transaction is completed by simply bringing a hand-held device, say a phone, in contact 

with a terminal) have failed to provide a mass-scale payment solution, but the industry is buzzing with the terms like cloud 

computing and mobile solutions and thus enhancing customer delight. Customers can also dream a banking system wherein the 

entire banking is done from home wherein the bank branches can be a backup centers which can monitor all the transactions 

through the web which will increase the profitability of Banks and comforts of the clients. 
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