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1. Introduction

The study of the economicsof diffusion of new technologieshasreceivedgrowing attention
i n recent year s. “Di ffusion i s tthhoegh
certain channel s over ti me among Whea

new ideasare invented,diffused and adoptedor rejeded, they leadto certainconsequences.

process
me mber

Therefore, diffusion is a kind of social change, as alteration occurs in the structure and

function of a social system.The end of the Information Technology(IT) boomhasled to a
consolidationof online technologiesaswell asin the bankingsector(Arnaboldi and Claeys,

2010). The developmentsn IT have had an enormouseffect in the developmentof more
flexible payment methods and more u$gendly banking services (Akingt al, 2004). The
diffusion and developmentof Internet banking and other electronic payment systemsby

financial institutions is expected to result in more efficient banking systems. Inteinking

is not just a processnnovationthat allows existing banksto centraliseback office operations
andincreaseheir efficiency; the existenceof virtual and branchoffices hasimportanteffects
on the interaction between customers and the bank (Arnaboldi and Claeys, ROd@days,

banking nstitutions can offer their products and services through such elettankiog
channels,more convenientlyand economicallywithout reducingthe quality of the existing
levels of service.The adoptionof Internetbankingby customershasbeena well researched

topic. Academi c papers find t hat theertain

adoption of Internet banking. More specifically, they report that male custraerson and
Todd, 2003; Akinciet al, 2004 and Polasik and Wisniewski, 2009), yourgstomers
(Polatogluand Ekin, 2001; Akinci et al., 2004;Kim etal. ,2006;Chang,2006; Flavian,2006;
Mavri and loannou,2006; and Hernandezand Mazzon, 2006), with high levels of education
(Lawsonand Todd, 2003; Corrocher,2006; Kim et al., 2006; Hernandezand Mazzon, 2006
and Polasik and Wisniewski, 2009), high levels of income (Polatoglu and Ekin, 2004;
Lawson and Todd, 2003; Corrocher,2006; Chang,2006 and Flavian, 2006), high levels of

Internet use (Corrocher, 2006 and Keinal., 2006) and prior experiencef other electronic
bankingtechnologiessuch as AutomatedTeller Machines(ATMs), Phonebanking, Mobile
banking and Debit or Credit cards, are more likely to adopt Intébaeking (Kolodinskyet

al., 2004; Kimet al, 2006; and Polasik and WisniewsRi09).

This papercontributesto the large literature of the economicsof diffusion andthe economic

analysis of the determinants of adoption of new technologies (Internet baskigg)

econometricmodels.It is a matterof vital importancefor bank customersand managerdo
get full information about the economimenefits of Internet banking adoption. \tést

whetherhigh branchfeeshaveanyimpacton the probability of Internetbankingadoptionand
whetherbranchdissatisfactionand previousexperiencewith ATMs hasa positive effect on

the adoption of Internet Banking services. This article empirically examines hypotireses

the economicsof bankingservicesusinga logit model of a surveyfrom bankcustomersThe
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research is primarily motivated by the lack of similar studies to explain empiritegdly
characteristics of Greek bank customers which affect the adoption of Inbenmiéng.

This paperis organisedas follows: Section2 examinesthe theory of innovation and the

literaturereview of the Internetbankingadoption,section3 describesour dataand section4
explainsthe methodologyemployed.Section5 is the empirical analysisof this paperand

section 6 is the concluding section, where we summarise afiralings.

2. Theory-Literature Review

Innovatiort and the developmentof new banking productshave becomethe key strategic
focus for the most successful banks (see Rogers, 2003 and Doyle, 1888kirg is an
innovative productthat bankinginstitutions offer all over the world with superiorbenefitsfor
the customers.However, there is a processthrough which customerspassfrom initially
gaining knowledge of an innovative product, to the confirmation of adoption ofp#riscular
product. Rogers (2003) identified the innovatitatision process, and argues that thera is
relative speedat which an innovationis adoptedby individuals, andthis is calledthe rate of

adoption (for more information see Roger§03). It is measured as thember of

individualswho adopta new productin a specificperiod. Accordingto Fariaetal. (2002)the

various theoretical contributions of technology of diffusion have been clasgdied
epidemic, rank, stock, order and evolutionary models (Karshenas and Stoneman, 1995). In
epidemic models the explanation of technology diffusion depends on the afpread
information aboutthe existenceof a new technology(Mansfieldet al., 1977).In rank models

the decision to adopt an innovation or not depends on the different characterizbiEntial
adopterqDavies,1979),while in stockmodelsthis decisiondependn the numberof actual
users(Reinganm, 1981). In order models, the adoption dependson the order of adoption

with early adopters having greater benefits than later adopters (Fudenberg andL98&)le,
andfinally in the evolutionarymodelsthe decisionto adopta new technologycomesafter the

competition of two or more technologies (Colombo and Mosct#95).

The adoption of Internet banking relies on the different characteristics of custaduogting
this technology, therefore we follow the rank approach. -8oomomiccharacteristics
(income, location, employment, education and family structure), personaldembgraphic

characteristics (age, gender, disability agitinicity) as well as the familiarityith

technology are the determinants that affect the adoption of Internet bankingdgperaet

al., 2010). As far as the gender is concerned, various studies report that male cust@mers
more likely to adopt Internet banking services than female customers (Lawsboddnd
2003; Akinciet al, 2004 and Polasik and Wisniewski, 2009). This is probably duefaxcthe

that males are more exposed to technology and are more likely to exploreameng
technologies. The age of the customers is another important characteristic thathaffect

probability of Internetbankingadoption.Studieshave shownthat youngercustomerare more

'An innovation i osobjéctthmat is pdreeied asméyean individual,or other uniof
adopti on2003j.Roger s,
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1

2

3 proneto adoptInternetbankingthan older customersg(Polatogluand Ekin, 2001; Akinci et
4 al., 2004; Kimet al, 2006, Chang, 2006, Flavian, 2006; Mavri and loannou, 28006;
7

Hernandez and Mazzon, 2006). Younger customers are more familiar witbatewlogies
andarelessrisk aversethan seniorcustomersThe level of educationis anothercharacteristic

8 that may affect the adoptionof Internetbanking.The majority of studiesshowthat customers

?O with high levels of educationare more likely to adopt Internet banking in relation to

11 customers with lower levels of education (Lawson and Todd, 2003; Corrdeb@es; Kim et

12 al., 2006; Hernandezand Mazzon, 2006 and Polasikand Wisniewski, 2009). Furthermore jt

13 i's found that high l evel of C Ungetnet me r s’
14 banking (Polatoglu and Ekin, 2004; Lawson and Todd, 2003; Corrocher, Zit#yg, 2006

16 and Flavian, 2006). It is reportedthat customerswith higher levels of educationandincome

17 are more exposedto new technologiesand are more likely to adopt Internet banking.

18 Moreover, it is reportedthat customerswith high levels of Internetuse and computerability

38 are more likely to adoptinternetbanking(Corrocher,2006 andKim et al., 2006). Likewise,

21 Cc u st o primmegperienceof otherelectronicbankingtechnologiessuchas ATMs, Phone

22 Banking, Mobile Banking and Debit or Credit cards, has a positive effect on the adoption
%2 Internet banking services (Kolodinslet al, 2004; Kim et al, 2006; and Polasi&nd

% Wisniewski, 2009). Furthermore,it is reportedthat outright home ownersare lesslikely to
% adopt Internet banking. This is due to the fact that they have less cotmhsactions than
27 thosein rental schemesasthey do not needto pay monthly instalmentsfor their mortgages
%
30

(Chang,2006). On the other hand, marriedbankingcustomersare expectedto perform more

complex transactions and therefore, are more likely to adopt Internet banking af@bhalil
31 Shanmugham, 2003). In addition, satfiployed banking customers are more Yikeladopt
Internetbankingservicesas thesecustomersvould haveto conductall work relatedbanking

transactiondy themselvesand dueto their limited time they would be opento new banking
technologies (Lawson and Tod2()03).

3. DataDescription

The banking sector in Greece has experienced major transformations andtrwideral
reformsin 1990sand 2000, i.e. beforeand after the EMU participation(seeChortareast al.,
2009) and the adoptionof Internet banking technology.In this study, we extendthe work

published by Mavri and loannou (2006) who analyse 2002 Greek data abmtértiet

47 banking adoption for Athens and Thessaloniki; our recent survey has resfronses
48 customers of all top Greek banks. Our data was collected in 2008 after the distribl8@h of
49 guestionnaires in Thessaloniki (Northern Greece). Thessaloniki was chosen maitty due
51 convenienceand the limited time of this study. Bryman and Bell (2003) explain that a
52 convenience sample is one that is simply available to the researcher by oWirtise
53 accessibility. The city of Thessalonikiis the secondlargestcity in Greece,andthe capital of

B4 the Greekregion of Macedonia.Accordingto the 2001 censusthe entire Thessalonikiarea
56 had a population of 1,057,828sidents.

57

58

59
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Recent reports by Eurostat (2009) show that only 38#6Greek households have Internet
access with a 33% broadband (DSL) connections and 5% connections via modésrasdt
reportedthat 53% of Greekindividualsagedbetweenl6 and 74 yearsold haveneverusedthe

Internet and only 5% of the individuals who use the Internet perform batikang
transactions in Greec&urthermore, Thessaloniki had the largest increase ininteenet
penetration for theyear 2008 compared to other regions in Greece (see Observattimg for

Greek 1S2010).

Themethodof * r a nsdeaomp Iwasappliedto this studyasexplainedn Mavri and
loannou(2006). The populationof this researctis individuals over the age of 18 yearsold,
who perform banking transactions, either within bank branches or electronically
Respondentsvere selectedrandomly,after the distribution of questionnairesputsidebanking
institutionsand other placesof interestin Thessaloniki.The purposeof the questionnairavas
to gatherrecentfigures on the demographiaharacteristice®f bank customersand get
information on whetherthey are currently e-bankingusersor not. Moreover, we are

interestedn r e s p 0 npteeaugexpériencewith the Internetand other electronicbanking
technologies,as we expecttheseto have a positive relationshipwith the adoption of e
banking. According to Mavri and loannou (2006), the number of observatmmgred to
estimate the probability that an individual is willing to use Greek online bankiag
estimated to be 178. For our study, we use equation (1) to calculate the mmimber of
observations required. Following Mavri and loannou (2006), we estimgisothability that
an individual will use e-banking services,so as the sample could be consideredto be
representativeof the region. According to the Observatoryfor the Greek IS (2010), the

penetration in Thessaloniki for the year 2008 was estimated at 19% comparecvertie
Internet penetration déreece.

. e 0 n=2[pa- p] 0 e (1.96f[0.19(0.81) _ 197

Jp@- pin € 0.0%

where pis the percentage of Internet penetration in Thessaloniki, equal to 19%. 9%% a
confidenceinterval, we havea 5% tolerableerror includedin equation(5.3-9) with Z= 1.96.

(Equation 1)

Hence,we find that the numberof observationsequiredfor estimatingthe probability of e-
banking adoption for Thessaloniki is 18ponses.

In this study, a total of 217 usable questionnaires were colladtieth, turns to a 72 per cent
respondrate. Out of the 217 respondent®3.5 % of the customersare e-bankingusersand

branchbankingusersandthey useeitherthe telephone ATMs, mobile or Internetbankingto

perform their banking transactions, while the remaining 6.5% of the customers tchoose
perform their bank transactions only to bdnknches.

Table 1 presentghe profile of the respondentge-bankingand non e-bankingusers)to this
study. Note that there would be an equaldistribution of questionnaire$o men and women,

howeverit seemsthat womenwere more willing to participatein this researchthis resultis
in line with Garet al (2006) for New Zealand. The majority of our respondentdanking

customers between 18 and 40 years old, female and married, with undergréelyrsges and

Page 4 of 16
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1

2

3 t hey earn bed weke:00 €p 801 mamtdh . Empioyedse r mor e,
4 homeowners, PC owners with Internet connection. As far as the branch barddngésned,
R the majority of our respondents are satisfied with branch employees, while rtiueh of
7 never accessb a n lofficial web pagesand pay at least € 1 or less for their branch
8 transactiongper month). Regardingthe Greeke-bankingusers,ATMs aswell astelephone
?O banking are more popular choices to them with 32.18% of the total resportdents.

11

12

12 Table 1 Sample Demographic Characteristics for Greek Bankingustomers

15 -

16 Variables No of Percentage

17 respondents

18

19

20 Age 18-40 136 62.67%

21 41-60 63 29.03%

22 61 and over 18 8.29%

23 Total 217 100.00%

3‘51 Gender Male 99 45.62%

26 Female 118 54.38%

27 Total 217 100.00%

28 Marital Status Single 60 27.65%

29 Married/Living with partner 140 64.52%

30 Divorced/ widowed/ separated | 17 7.83%

g; Total 217 100.00%

33 Educational Level Primary school 7 3.23%

34 High school 61 28.11%

35 occupational course 57 26.27%

36 Undergraduate Degree 73 33.64%

gg Postgraduate Degree 17 7.83%

39 Doctorate or higher 2 0.92%

40 Total 217 100.00%

41 Monthly Income 00300 24 11.06%

42 G3B00 82 37.79%

43 GO @L500 84 38.71%

jg 01500 and over |27 12.44%

46 Total 217 100.00%

47 Employment Status Public Employee 29 13.36%

48 Private Employee 114 52.53%

gg Self Employed 30 13.82%

51 Student 13 5.99%

52 Retired 19 8.76%

gi Home making 7 3.23%

55 Serve army 1 0.46%

56

57

58 2More detailed information on descriptive statistics and correlations is presented\ppémalix.

59
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Table 1
continued
Unemployed 4 1.84%
Total 217 100.00%
Home Ownership Home owner 164 75.58%
Tenant 53 24.42%
Total 217 100.00%
PC Ownership Yes 164 75.58%
No 53 24.42%
Total 217 100.00%
Internet Connection Yes 133 61.29%
No 84 38.71%
Total 217 100.00%
Satisfaction with branch banking Very Satisfied 25 11.52%
employees
Satisfied 175 80.65%
Not satisfied 17 7.83%
Total 217 100.00%
Access to banks' web pages Never 171 78.80%
Once a week 13 5.99%
Twice a week 5 2.30%
More than 3 times per week 8 3.69%
Once/ Twice per month 20 9.22%
Total 217 100.00%
Average amount spent on branch fees G4 1 or | ess 106 48.85%
per month
G205 86 39.63%
a -6 10 8 3.69%
a -1 20 5 2.30%
G 21 and over 12 5.53%
Total 217 100.00%
Branch Banking users 172 98.85%
Telephone Banking 56 32.18%
ATM 203 93.10%
Internet Banking 35 15.52%
Mobile banking 23 11.49%

The low figures for Internet banking can be explained by the fact that the Broadband |

IUWESL 1AlT Ul THILTHTITL pTlicuauuvlin Cuivpc alc opalil, riarivcal iu ruiwuyal, ivnuvwcocu Uy
. a . . .o

1 —~ - —~

a 1 T~ 1
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1

2

3 Internet penetration rates. Delgado et al. (2007) report that in spite of the low Interne
4 penetrationreportedfor Spainand Portugal,the adoptionof Internetbankingwas at higher
g levelswhen comparedwith France,Germanyandltaly. They explainthatthis situationis not
7 typical, as it exhibits a certain level of utilisation of the Internet banking channel, abate
g would be expectedvhenconsideringhe level of the Internetpenetratiorin thesecountries

10

11

12

13 4. Methodology

14

15 In order to examine the adoption of Internet Banking we need to estimate the proludbility
]g eachcustomerusing InternetBanking services.This can be achievedby employingthe logit
18 model. This model estimates for each customer the logarithm of the probabilgingf
19 InternetBanking servicesto the probability of not using InternetBgnking services.The logit
20 can be calculated by the following equatidwygit p =log [/ ]=8B+132
217 (1-p1) Y 1
23 Old + 13, Z Male + 133 Z Married; + 3,2 5 I ;7 A342Blighinc; + 135 Z Selfemp +

% 13,2 Homeowner, + 132 ) | OA@RBLAOATAAT ABHKEQE CEAQAT AEAAAO
%56 131, ATMusers(Equation 2)

;; Or it can be transformeto:

29 +{3,2 /] A / 5PA OO

% T s

32 We examine the adoption of Internet banking in Greece, where the dependent igariable
gi Internetbankingadoption,which is discreteasit takesthe value 0 whena customeris a non
35 Internet banking user and 1 if the customer is an Internet banking user. P is the probabi
36 adoptingInternetBanking and i is the numberof customersWe also considerindepender
37 variablesthat affect this adoption,suchas demographiaharacteristicstechnology

gg familiarity, branch dissatisfaction, high branch fees and previous experience with XeéMs
40 follow recent academic papers to formulate our model that will test the adoptictemfet

41 banking. Various papersfind that the decisionto adopt Internetbankingdependson

42 c u s t odemagraphicharacteristicg§LaforetandLi, 2005;Mavri andloannou,2006; Gan
ﬁ et al., 2006; etc), computerand Internetfamiliarity (Corrocher,2005; Kim et al., 2006; Lera
45 Lopezet al., 2010)and pastexperiencenith other E-bankingtechnologiegKolodinsky et al.,
46 2004). We consider senior customers (Old Variable) to be of 60 years of age or more ar
j; hi gh income respondents to ha

49 Branch dissatisfaction measures whether the respondent is dissatisfied withidanalioly

50 services and branch fees are considered
51 branch banking transactions. ATM users are respondents that have previous exyéhenc
2123 performing banking transactions ow&TMs.

54

55 Since previous experience with Internet has a positive effect on the adoptiternét
gg Banking, we add the ATM users,in orderto testwhethercustomerghat acces$ a n kweb’
58 pages and conduct transactions over ATMs are more likely to adopt Internet Bavding.
59
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further add branchdissatisfactionand the high branchfees variables,as we are ableto test
whether customersnot receiving satisfactoryservicesin bank branchesor/and pay high

branch fees are more likely to adopt Internet Bankienyices.

Therefore, we can empirically test whether the characteristics of customers hempaaty

on the adoptionof Internetbanking(following the literature)aswell asthe following
hypotheses:

Hi: Branch dissatisfaction has a positive impact on the adoption of Internet baakirags.
H>: High branch fees have a positive impact on the adoption of Internet baseiviges.

H; ATM users are more likely to adopt Internet banldegvices.

5. Empirical Results

Table 2 shows the results from our Logit Model. Thesgbared test, which is theg
Likelihood ratio, tests the overall significance of our regressors. Sincshifsgjuared value

is 49.75,we rejectthe null hypothesisof overall non-significanceand acceptthat at leastone
of our regressors is significant in explaining the adoption of Intévaaking.

The OId variableis significant at 1% level of significanceand negativelyrelatedwith the
adoption of Internet banking. This can be explained by the fact that older custormats are
familiar with technology, they are risk averse and they prefer personal branch H&wing
et al., 2006). Male bankingcustomersare more likely to adoptinternetbankingthan female

customersandthis is in line with Lawsonand Todd (2003), Akinci et al. (2004) and Polasik
and Wisniewski (2009). Additionally, university educationis significant and positively
relatedwith the probability of adoptinginternetbankingat 10% level of significance.Kim et

al. (2006) and Lerd.opezet al. (2010) find that individuals withhigher levels of education

are more familiar with Internet technologies and they do not require training0%t levelof
significance we find that high income is also significant and Aapositive impact (higher
probability) on the decisionof customersto adopt Internet banking. Kim et al. (2006) and

Huang(2005)find that customerswith higherlevelsof incomehavea high value of time and
therefore by performing banking transactions electronically they can save Inieraet
Connectionalsoplaysanimportantrole in ac u s t odad@siorstd adoptinternetbankingor

not. We reportthat InternetConnectionhasa positive and significanteffecton Greekbanking

c u s t olmermretbankingadoption;this resultis in line with Corrocher(2006) andKim et
al. (2006).

The ATM usersvariableis also significantat 1% level of significanceand positively related
with the adoption of Internet banking; hence we acceptH, Recent papersreport that

3In Greece, Internet Banking services cost less than branch and ATM services (GioalagD09).

Page 8 of 16
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1

2

3 customerswith prior experienceof other E-bankingtechnologiesare more likely to adopt

4 Internet banking (Kolodinskgt al.,2004; Kimet al.,2006; Polasik and Wisniewsk2009).

5

6

7

g Table 2 Logit Results (Equation2)

10

11 Modelling Internet banking user by Logit

12 Coefficient | Std.Error t-value p-value

12 Constant -31.05 0.419 -39.2 0.000

15 old -27.051 1.95E13 | -1.39E+14 | 0.000***

16 Male 0.737 0.441 1.67 0.096*

1; Married -0.508 0.473 -1.07 0.284

19 Uniedu 1.308 0.486 2.69 0.008***

3(13 Highinc 1.592 0.542 2.94 | 0.004**

29 Selfemp -0.516 0.639 -0.807 | 0.420

23 Homeonwer 0.036 0.51 0.07 0.944

gg Intconnect 1.217 0.622 1.96 | 0.051*

26 Branchdiss -0.166 0.884 -0.188 | 0.851

27 High branch

8 fees 0.629 0.681 0.925 0.356

29 Atm users 26.651 0.419 63.7 0.000***

30

31 —_—

32 log likelihood -70.998 no of states 2

33 no of observ. 217 no of parameters 12

34 baseline log

35 lik. -95.87 Test Chin2 (11) 49.746

gg AIC 165.997 AIC/n 0.765

38 mean lbuser 0.161 VAR(IBUSER) 0.135

39 |

2(1) Count Frequency| Probability loglik

42 State 0 182 0.839 0.839 -23.56

43 State 1 35 0.161 0.161 -31.68

Z‘g Total 217 1 1 -55.24
Note: ¥ Significant at 1% level,* Significant at 5% level, * Significant at 10evel.

46

47

48

49

50

51

52

53

54

55

56

57

58

59
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6. Conclusion

In this paper,we examine the demographic characteristics of Greek bankirsgomers,
which effect their decisionto adoptinternetbankingservices.In particular,we test whether

high branch fees, branch dissatisfactionas well as any previous experiencewith other

banking technologies (i.e ATMs) have any impact on the probability of Inteam&ing
adoption.

After estimatinga logistic model, we report that branchdissatisfactiorand high branchfees
have no impact to the IB adoptionin Greece,therefore Greek customersprefer to visit

branches and are willing to pay high fees for their transaétidigs is due to the facthat
customers are aware of the potential eleatroisk associated witB-banking services and
they may preferto havefaceto face contactwith personalbankerswhenthey conducttheir

bankingtransactiongKolodinsky, 2004 and Pikkarainenet al., 2004). However,we find that
ATM users are more likely to adopt Internet Banking services in Greece; this isvifithine
Kolodinskyet al.(2004), Kimet al.(2006) and Polasik and Wisniews{d009).

Bankeret al. (1998) identify that the continuing adoption of Intertesthnology is acrucial
strategic decision for firms to make, since technology improves the operatiocedses

conducted within firms. Moreover, it enhances competitiveness by giving the adiptisg
competitive advantage and higher levels of operating efficiency are achieveghroMmson
of e-bankingin Greeceis still in its infancy, probably due to the fact that the Internet

penetration in Greece is very low, andtomers are more confident in performihgir
bankingtransactiongn physical bank branchesBanks can exploit the provision of banking

services electronically, aiming clearly at the advertisement of these products to customers
that are not yet familiar with theseservicesas they offer to bankssignificant cutsin costs,
reduction in staff and physical branches. Banking institutions should also maximise
c u s t o satisfadion,by reducingthe banking feesto the minimum. Banks can simplify

various transactionsthat can be processedthrough telephone or Internet banking, and
therefore fewer teller employees would be required. Similarly, cards and gagngents

could be processedhrough electronickiosks that are locatedin bank branchesHence,the
number of employees and physical branches can be reduced. In addition, bamkslucen
significantly their operationalcosts, by exploiting economiesof scale. By reducing their
costs,banksshould passthis reductionas a reductionin the feesimposed,while they could

also offer lower interestrateson loans and mortgages.and higher interestratesin savings/
depositsaccounts.Note that the e-bankingfees and commissiongor transactiongn Greece

are lessthan branchfees,while Internetbankingfeesarelessthanthe ATM and branchfees

(for more details see Giordagtial, 2009). Therefore, it isoncluded that Greek customers
prefer most thdraditional banking because they worry about possible high electronic risk
that comeswith the foray into e-banking and this in line with Cunninghamet al. (2005).

Hence, Greek banks can attract their customers to electronic services if theytdesign
marketing offers or value propositions according to the needs of ¢fneaps.

SGiordanietal.( 2009) find that in Greece, banks’ bran

10
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Our results provide recommendations to the Greek bank managers and help customers
improving relationshipswith new technologies.The findings of this study are limited to a

population (Thessaloniki) which represents the currenat&in in Greece. Followinghe

mostrecentstudies,we empirically test severalhypotheseselatedto a numberof significant
8 adoption factors. While this research has reported some interesting resuln fegtended
?O logit model, further research is possible. We should employ a technaloggptance model

NooT A WN -

1 (TAM), totestthe effect of perceived eadeuse, perceived usefulness &uhnology self
12 efficacy of customers on the probability ebankng adoption. We should alsexamine
13 other hypotheses using recent data from other European countries and compesaltthe

14 with those fromGreece.
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Descriptive Statistics andCorrelations

Means, standard deviations and

The sample is: 1 217
Meane
IBUSER OLD MALE MARRIED UNIEDU HIGHINC
0.16129 0.073733 0.45622 0.64977 0.42396 0.50691
SELFEMPL HOMEOWNE INTERNETCON BRANCHDISSHIGHBRANCHFEE ATMusers
0.13825 0.74654 0.61751 0.078341 0.078341 0.93548
Standard deviations (using T-1)
IBUSER OLD MALE MARRIED UNIEDU HIGHINC
0.36865 0.26194 0.49923 0.47814 0.49533 0.50111
SELFEMPL HOMEOWNE INTERNETCON BRANCHDISSHIGHBRANCHFEE ATMusers
0.34596 0.43600 0.48712 0.26933 0.26933 0.24624
Correlation matrix:
IBUSER OLD MALE MARRIED UNIEDL
IBUSER 1.0000 -0.12373 0.17690 0.0067780 0.33369
OLD -0.12373 1.0000 - 0.010605 - 0.014650 - 0.17068
MALE 0.17690 - 0.010605 1.0000 0.051839 0.15029
MARRIED 0.0067780 - 0.014650 0.051839 1.0000 - 0.054319
UNIEDU 0.33369 -0.17068 0.15029 - 0.054319 1.0000
HIGHINC 0.28214 - 0.14498 0.27418 0.22269 0.24926
SELFEMPL 0.0058549 -0.11301 0.14243 - 0.013800 0.0075945
HOMEOWNER 0.025087 0.16439 0.065770 0.14962 0.0068165
INTERNETCON 0.24201 - 0.28592 0.11168 0.11789 0.31063
BRANCHDISS - 0.034595 - 0.016633 0.11171 - 0.10951 0.027507
HIGHBRANCHFEES 0.10529 - 0.082257 - 0.026022 - 0.037607 0.096913
ATMusers 0.11516 - 0.35657 - 0.060743 0.0038053 0.18734
HIGHINC SELFEMPL HOMEOWNE INTERNETCON BRANCHDIS!
IBUSER 0.28214 0.0058549 0.025087 0.24201 - 0.034595
OLD - 0.14498 -0.11301 0.16439 - 0.28592 - 0.016633
MALE 0.27418 0.14243 0.065770 0.11168 0.11171
MARRIED 0.22269 - 0.013800 0.14962 0.11789 - 0.10951
UNIEDU 0.24926 0.0075945 0.0068165 0.31063 0.027507
HIGHINC 1.0000 0.15469 0.14579 0.15313 -0.021182
SELFEMPL 0.15469 1.0000 0.17199 0.095455 0.032285
HOMEOWNER 0.14579 0.17199 1.0000 - 0.044401 -0.027253
INTERNETCON 0.15313 0.095455 - 0.044401 1.0000 - 0.15872
BRANCHDISS -0.021182 0.032285 - 0.027253 -0.15872 1.0000
HIGHBRANCHFEES 0.047423 0.18134 0.091025 0.088302 -0.021176
ATMusers 0.078670 -0.11220 - 0.15302 0.17929 0.0067557
HIGHBRANCHFEES ATMusers
IBUSER 0.10529 0.11516
OLD - 0.082257 - 0.35657
MALE - 0.026022 - 0.060743
MARRIED - 0.037607 0.0038053
UNIEDU 0.096913 0.18734
HIGHINC 0.047423 0.078670
SELFEMPL 0.18134 -0.11220
HOMEOWNER 0.091025 - 0.15302
INTERNETCON 0.088302 0.17929
BRANCHDISS - 0.021176 0.0067557
HIGHBRANCHFEES 1.0000 0.0067557
ATMusers 0.0067557 1.0000

correlations
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