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ABSTRACT 

The objective of the present study is to find out the demographic factors affecting adoption of 

electronic banking in general and Internet banking in particular in India. The data for this 

study is based upon a survey of bank customers using a convenience sampling technique with 

the aid of a structured self-administered questionnaire.  The survey was conducted during the 

period of April 2012. The results of this study indicate that age, education, income, and 

profession are the most influential demographic variables affecting Internet banking usage. 

Using a mailed questionnaire with a response rate of 38.9 per cent, it was found that 40 per 

cent of the Indian consumers who responded to this survey were already using Internet 

banking services. The results of this study provide interesting additions to knowledge of 

electronic banking and contribute to our understanding of Internet banking users as well as 

nonusers. 
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1. INTRODUCTION 
The emergence of Internet technology, particularly the World Wide Web has introduced new 

ways for doing business. Banking is not  an exception to i t. Internet is increasingly used by 

banks a s a  channel f or receiving instructions and de livering t heir pr oducts a nd s ervices to 

their customers. This form of banking is generally referred to as Internet Banking, although 

the range o f pr oducts and s ervices of fered b y di fferent banks va ry widely bo th i n their 

content and sophistication. Internet banking allows customers to interact more with the front 

office ope rations and at t he same t ime, it al lows t he ba nk to concentrate the ba ck office 

operations by increasing their e fficiency (Corrocher, 2002) . According to such pe rspective, 

Internet b anking c onstitutes a n i nnovation bo th i n t he pr ocesses of  production and i n the 

distribution of financial services. However, Internet banking constitutes a complex innovation 

that doe s not f all i nto t he s imple c ategorization of  pr oduct/process i nnovations, but  

encompasses both, as a part of a continuum. As banking technology has focused on reducing 

cost of  di stribution and i mproving t he op erational p rocedures, Internet ba nking i s 

characterized as a process innovation by making customers handle their own banking without 

going t o ba nk t ellers. However, i t c an be  c onceived a lso as a  pr oduct i nnovation, s ince it 

embodies t he c reation of  ne w pr oducts as such a nd t he de velopment of  i nnovative 

combinations of  t he e xisting pr oducts. B anks m ay of fer c omprehensive pe rsonal f inancial 

management pa ckages on t he I nternet. The c urrent t rend worldwide is the movement f rom 

traditional branch banking to e lectronic banking, which provides many benefits, challenges 

and also opportunities for the whole banking sector. The year 1995 marked the beginning of 

the Internet banking e ra, when Wells Fargo began of fering account s tatements on t he Web 

and Security First Network Bank became the first Internet-only bank (Gandy, 1995; Sullivan, 

2001). A t pr esent m ore t han 5000 o nline s ites of  t he ba nks f rom a ll ove r t he w orld a re 

available. I n U S a nd t he E uropean U nion c ountries, ba nks a re qui ckly i ntroducing onl ine 

banking as an essential component of their business portfolio. More recently in India too, a 

wider array of financial products and services have become available over the Internet, which 

has thus become an important distribution channel for a number of banks.  

The motivation for this study arose out of the rapid development of Internet banking in India. 

Since 1997, after the launch of the first Internet based banking service, the number of Internet 

bankers ha s gr own a t a n e normous pa ce. A n i nhibiting f actor i s c oncern w hether t here i s 

demand for such services, based on c oncerns about l evels of  computer ownership, Internet 

usage and consumer acceptance. Although the number of users of the Internet has increased 
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significantly ove r t he pa st de cade, only a s mall f raction of t hose us ers ha ve made act ual 

purchases o ver the  Internet. The f ailure of  the  Int ernet a s a re tail d istribution c hannel ha s 

been attributed to the lack of trust consumers have in the electronic channel and in the Web 

merchants. 

In broad terms, the present study aims, as the title “demographic factors affecting adoption of 

Internet banking in India” indicates, to explore the world of  e lectronic banking through the 

eyes of  t he c onsumer, a nd by s o doing s eeks t o i ncrease t he unde rstanding of  c onsumer 

attitude formation and behaviour. The identification of personal characteristics related to the 

adoption of  i nternet ba nking i s c ritical f or market t argeting a nd c an h elp ba nks i n pr oduct 

design a nd in f ormulating c ampaigns t hat w ill e ncourage the a doption of  t he s ervice. The 

objective of  t his study is t o de scribe de mographic di fferences a mongst t he us ers a nd non -

users of Internet banking, which is an integral part of consumer behavior strategies.  

1.1 Internet Banking in India 

According to Internet World Stats, Internet penetration is rising appreciably in India today. 

According to a release in 2009 by the Internet and Mobile Association of India (IAMAI) and 

IMRB I nternational, I nternet us ers i n I ndia ha ve r eached 71 million i n t he month of  

September 2009, up f rom 63 million in March 2009. During the same period the number of 

active users (i.e. ones who logon to Internet atleast once a month) has risen from 46 Million 

in March 2009 to 52 M illion in September 2009.  This indicates that the use of  technology, 

especially t he I nternet t echnology is ge tting more a nd more i mportance i n a t ypical I ndian 

life. However, there is lack of users for internet as a medium for banking purpose, while only 

1% of these Internet users utilized the Internet banking services in 1998, the Internet banking 

user ba se increased to 20% by mid- 2008, w hile i t ha s de clined t o 12 % i n t he m onth of  

September 2009.  

On the basis of survey conducted by IAMAI in 2006 it was found that 43% of online banking 

user ha ven’t st arted online f inancial t ransaction be cause of  s ecurity reasons, 39%  ha ven’t 

started because they prefer face to face, 22% haven’t started because they don’t know how to 

use, f or 10%  s ites a re not us er f riendly a nd for 2%  ba nks a re not  p roviding t he f acility of  

internet banking. According to research, 68% of the customers cannot say that when they will 

be starting the financial transactions through internet. Maximum numbers of online banking 

users are male and maximum of them are in age the group of 25-35. Numbers of female users 

are very less i.e. 17% only. More than 60% of the people are having accounts in 3-4 banks. 

Only 37% of Indian Internet users come from Top 10 c ities i .e. Mumbai, Bangalore, Delhi, 

Calcutta, Chennai, Pune, Hyderabad, Ahmedabad, Surat and Nagpur.  
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The Government of India enacted the IT Act, 2000 (Information Technology Act). This act 

came i nto e ffect f rom t he 17t h of  October 20 00. T he pur pose of  t his a ct, i n c ontext of  

banking, w as t o pr ovide l egal r ecognition to electronic t ransactions a nd ot her m eans of  

Electronic Commerce. The working group set by Reserve bank of India, has been working as 

a watchdog on the different aspect of the Internet banking. ICICI bank was the pioneer bank 

to use Internet banking for some of its services, in India. ICICI bank and a lot of other Indian 

banks us e the I nternet banking s ystem t o pr ovide onl ine b anking s olution. I n the current 

scenario Indian customers are moving towards Internet banking, slowly but steadily. Most of 

the bi g I ndian ba nks l ike SBI, BOB, a nd BOI e tc. ha ve s tarted providing I nternet banking 

services. The banking systems are upgrading and bringing many electronic banking medium 

for customers so that banking can be made more convenient. There is a potential growth of 

Internet banking in India. Thus the main objective of this research is to identify demographic 

factors influencing the adoption and use of on-line banking. 

1.2 Consumer beliefs about Internet banking 

The adoption of electronic banking has been a burning issue for financial institutions recently 

and the object of various academic studies. According to Athanassopuolos et al., while price, 

speed and the bank’s reputation seemed to be important criteria for the adoption of electronic 

banking, s ome w eight w as a lso pl aced on  kn owledge of  ba nking p ersonnel a nd t heir 

willingness to serve cu stomers. Customers t end to value co nvenience, increased choice of 

access t o t he ba nk, and i mproved c ontrol o ver the ba nking activities and finances i n 

electronic banking. She says that banks have recognised that electronic banking could reduce 

banking c osts a nd of fer f urther c ompetitive a dvantage. F urthermore, c onsumers r egarded 

accessibility, functionality a nd service a t l ow price a s i mportant in Int ernet b anking. 

Jayawardhena a nd F oley maintain t hat t ime, pr ivacy, c ontrol a nd economy a re a mong 

important aspects with which customers are concerned. Consumers are becoming busier and 

hence are seeking to carry out transactions at a time of their convenience. Negative attitude 

towards the security of Internet banking remains the most important issue for banks. Security 

concerns a rise f rom t he us e of  an open network: cus tomers ar e af raid that t heir financial 

information might be come an ope n book t o ot her pe ople via t he I nternet. K arjaluoto a nd 

Mattila, however, argue that security concerns are not among the greatest obstacles. Lack of 

awareness of t he se rvice and benefits, usage prob lems, secur ity c oncerns, high costs, 

resistance to change and lack of computer access were found to be the main barriers for the 

adoption of  e lectronic banking by  A ustralian c onsumers. T he de velopment of  e lectronic 

banking will fundamentally depend on how many people acquire and retain Internet access. 
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The most important reason for adopting Internet based services is actually each individual’s 

attitude towards technology itself. In general, it is  more likely that people who are familiar 

with computers and the Internet will adopt Internet banking services before people who are 

not familiar with computers. 

The present study aims to describe the adoption of electronic banking by consumers in India. 

By studying the beliefs of different types of consumers, new valuable information concerning 

electronic ba nking can be  obt ained. I n a ddition, s tudying t he r elationship be tween 

demographic va riables and I nternet ba nking be haviour, p rovides a  c larification of  f actors 

affecting, for instance, the intention to recommend Internet banking to other people. 

2. METHODOLOGY 
The da ta w ere c ollected by means of  a  que stionnaire t hat w as mailed t o 3,000 i ndividual 

consumers in India. The data were first divided into three different groups labelled old users, 

new us ers a nd non -users on t he ba sis of  t heir electronic ba nking e xperience. A  t housand 

questionnaires w ere m ailed to each group. Old us ers were us ers us ing i nternet b anking 

service since 1997 or  b efore 2010 . T he second gr oup — new us ers — began us ing Solo-

service af ter 2010. The last group — non-users — was not  us ing Solo-service in 1997 and 

does not  us e i t now . The r espondents were cu stomers of  ICICI ba nk a nd H DFC ba nk. 

Questionnaires were first posted at the beginning of January 2012, and then remailed in April 

2012.  

The quantitative sample was targeted to match the demographics of ICICI and HDFC bank 

customers i n India along di mensions such as ge nder, a ge, e ducation l evel, income and  

profession. Scales to measure each of the beliefs were developed based on previous literature 

and existing scales. Measures of beliefs were based on the suggestions of Fishbein and Ajzen. 

Three t ypes of  que stionnaires w ere prepared a nd s ent. H owever, m ost of  t he questions 

addressed were the same, but questions varied little in terms of  experience about using the 

banking service, expectations about the service, etc. All questionnaires consisted of questions 

about consumers’ demographic characteristics, environmental questions about their banking 

in ge neral (eg t he distance f rom h ome t o ba nk br anch), bill payment que stions, a nd bi ll 

payment mode (mobile phone, PC, ATM) etc. 

Respondents were also asked detailed questions about the use of the Internet in banking, the 

factors af fecting the ch oice of  banking mode, a nd t heir a ttitudes t owards technology, t he 

Internet a nd Int ernet banking. E very que stion on t he questionnaire focused directly or 

indirectly on a specific issue and it was ensured that questions were brief and clear. However, 
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some of the questions were found hard to answer by study participants. While designing the 

survey i nstrument, i t w as ensured that i nstrumentation bi as w as avoided. M ultiple c hoice 

questions were used. Details of the questionnaire are given in the next section. 

Questions c oncerning c onsumer be liefs were i mplemented on a seve n-point L ikert scale. 

Respondents were asked to complete the seven-point scale on each question or  proposition 

indicating its importance in defining their beliefs, attitudes and intentions towards electronic 

banking (eg –3=not at all important, to 3=very important). Results will be presented in simple 

terms, which look at t he ef fects of  the i ndividual dif ference f actors on  be liefs. At t he end 

statistical t ests w ere co nducted to determine if  the re is  a  significant relationship between 

intention to recommend Internet banking to others and demographics. 

3. RESULTS 
After a follow-up, overall responses received were 1,193, bu t 26 of  these were discarded as 

they were e ither bl ank, f illed out wrongly, or  a nswered only one  o r two que stions. T he 

authors were satisfied with the response rate, which was finally 38.9 per cent. This was far 

beyond their expectations and also a l ittle above the acceptable response r ate by economic 

science standards, which suggest a rate between 20 and 30 to be normal and acceptable. The 

remaining 1,167 questionnaires were used for data analysis. Demographics of the participants 

are shown in Table 3.1 to 3.3. As explained earlier in this study, questionnaires were sent to 

three different target groups that differed in terms of Internet banking knowledge and usage 

rate. The f irst group was called non-users; they were not  using electronic banking services. 

Responses were r eceived from 349 pa rticipants ( response r ate 34.9 p er cent). T he second  

group consisted of new users who had had the user ID and password for less than three years; 

a major pr oportion of  t he r espondents of  this gr oup w as c urrently not us ing electronic 

banking services. A total of 344 responses were received from this group (response rate 34.4 

per cent). The third group consisted of long-standing users, and as expected, this group was 

the m ost eager t o pa rticipate i n t he s tudy. Responses w ere r eceived from a t otal of  474 

participants (response rate 47.4 per cent). 
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Table 3.1 Sex and age distribution (n=1167) 
 

Sex (s.d.0.50)   566 female (48.5%); 601 male (51.5%); s.d. 0.4998 

 

Age (s.d. 0.93)    Under 18   1   0.09 % 

Between 18-24   9    0.7 % 

Between 25-34   118   10.1 % 

Between 35-49   459   39.3 % 

Between 50-64   369  31.6 % 

Over 65-   211   18.1 % 

 

Table 3.1 shows t hat 4 8.5 pe rcent of t he s tudy pa rticipants w ere f emale a nd 5 1.5 pe rcent 

male. The largest age group consisted of those aged 35-49 (39.3%). A total of 31.6 percent of 

the respondents were aged between 50-64, and 18.1 percent were over 65. Approximately 11 

percent w ere 34 or  younge r. T hus, t he de mographic a ge profile of t he s tudy pa rticipants 

shows the middle-aged to be the dominant group. 

Figure 5.1 Age distribution between target groups 

 
Figure 5.1 de picts t he age di stribution be tween t he t hree di fferent gr oups. As c an be  s een, 

nonusers were relatively old, (77% aged fifty or more). New users were a little bit younger: 

near by  40 percent of  t he r espondents w as aged 35 -49. O ld I nternet b anking us ers w ere 

relatively y oung, a s ha s be en suggested in Internet r esearch ( e.g. J ayawardhena and F oley 

2000; Mattila 2001). However, we would argue that a typical Internet banking user is not as 
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young as the l iterature suggests. The age group 50-64 accounted for 24 % of the old users, 

which is relatively high proportion. To sum up, the present data analysis suggests that age has 

an i mpact o n t he us e o f I nternet b anking. A dditionally, t he r esults i mply t hat the t ypical 

Internet banking user is middle-aged. 

 

Table 3.2 Marital Status and Education 

         Non Users    New Users  Old Users          Total 

Marital 

Status       

No %     No %     No %     No %     

Married 170 49.4 190 55.2 320 67.7 680 58.3 

Cohabitation 23 7.0 52 15.4 63 13.3 139 11.9 

Single  52 15.1 40 11.6 44 9.3 136 11.7 

Widow 42 12.2 22 6.4 6 1.3 70 6.0 

divorcee 57 16.6 40 11.6 40 8.5 137 11.7 

No answer 3. 5 0.9 0 0 2 0.4 5 0.4 

s.d. 1.48  1.40  1.22  1.42  

Education         

Secondary 163 

 
47.4 82 23.8 30 6.4 275 23.6 

Technical 17 

 
4.9 27 7.8 65 13.8 109 9.3 

Business 

school 
35 

 
10.2 56 16.3 87 18.4 178 15.3 

Vocational 61 

 
17.7 71 20.6 38 8.1 170 14.6 

Student 15 

 
4.4 26 7.6 35 7.4 76 6.5 

University 

degree 
29 

 
8.4 63 18.3 192 40.7 284 24.3 

Other 24 

 
7.0 19 5.5 25 5.3 75 6.4 

No answer 3 

 
0.9 0 0 2 0.4 5 0.4 

s.d.  2.14  2.00  1.68  2.09  
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Other central issues in tracing the demographic characteristics of nonusers and current users 

are m arital st atus and educ ational l evel. T able 3.2  sho ws t hat bot h marital st atus and 

education l evel va ried between t he groups. I n total, most of  t he r espondents ( 58.3%) w ere 

married. A  t otal of  11.9 pe rcent l ived i n c ohabitation, a nd 11.7 pe rcent w ere single. M ore 

specifically, a total of 49.4 percent of the nonusers were married, whereas 55.2 percent of the 

new users and 67.7 pe rcent of  the old users were married. The proportion of  divorced and 

widowed persons was the highest among nonusers (29.1%), while of the old users only 1.3 

percent w ere w idows a nd 8.5 pe rcent w ere di vorced. T his i s pa rtly explained b y t he a ge 

factor: nonusers were older than users. The frequency results given in table 3.2 suggest that 

marital status and education influence the use of Internet banking. 

The education level of the participants varied heavily. A total of 23.6 percent had secondary 

education, 9.3 percent had technical education, 15.3 percent had business school education, 

14.6 percent had vocational school education, 6.5 percent of the respondents were students, 

24.3 percent had a university degree, and 6.4 percent had other education. Education seems to 

impinge on Internet banking usage; 40.7 percent of the old users had university degree while 

only 8.4 pe rcent of  the nonusers had i t. Moreover, c lose to 50 pe rcent of the nonusers had 

only ba sic s econdary e ducation. N ew us ers w ere a lso hi gher e ducated t han nonus ers; 18.3 

percent had a university degree. S tandard deviation for education was relatively high in a ll 

three groups. Table 3.3 di splays the household income, profession, and field of employment 

of the respondents.  
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Table 3.3 Household income, profession and field of employment  
Household Income per    Non users   New Users   Old users     Total 
year    No  %  No  %  No  %  No  % 
Less than Rs 50,000  54  15.5  26  7.6  2  0.4  82  7.0 
50,001 – 75,000   54 15.5  20  5.8  4  0.8  79  6.8 
75,001 – 100,000  29  8.3  14  4.1  3  0.6  46  3.9 
100,001 – 125,000  52  14.9  46  13.3  12  2.5  110  9.4 
125,001-150,000  31  8.9  36  10.5  24  5.1  91  7.8 
150,001 – 175,000  20  5.7  13  3.8  19  4.0  52  4.5 
175,001 – 225,000  45  12.9  65  18.9  69  14.6  179  15.3 
225,001 – 275,000  21  6.0  40  11.6  92  19.4  153  13.1 
More than 275,001  22  6.3  71  20.6  245  51.7  338  30.0 
No answer   21  6.0  13  3.8  4  0.8  37  3.2 
s.d.    2.59   2.61   2.28   2.81 
Profession 
Executive   8  2.3  20  5.8  98  20.7  126  10.8 
Entrepreneur   15  4.3  41  11.9  48  10.1  104  8.9 
Pensioner   182  52.1  74  21.5  29  6.1  285  24.4 
Official    29  8.3  57  16.6  198  41.8  284  24.3 
Worker    58  16.6  97  28.2  38  8.0  193  16.5 
Not in work   35  10.0  28  8.1  13  2.7  76  6.5 
Farmer    3  0.9  2  0.6  0  0  3 
Undergraduate   3  0.9  4  1.2  12  2.5  18  1.5 
Public servant   10  2.9  15  4.4  26  5.5  51  4.3 
Other    4  1.1  5  1.5  11  2.3  24  1.7 
No answer   2  0.6  1  0.3  1  0.2  4  0.3 
s.d.    1.55   1.49   2.26   2.01 
Field of employment 
Industry   31  8.9  52  15.1  85  17.9  168  14.4 
Trade    10  2.9  29  8.4  38  8.0  77  6.6 
Information technology  2  0.6  9  2.6  78  16.5  89  7.6 
Logistics   10  2.9  13  3.8  16  3.4  39  3.3 
Administration   17  4.9  34  9.9  70  14.8  121  10.4 
Primary production  8  2.3  3  0.9  2  0.4  13  1.1 
Banking / Assurance  1  0.3  2  0.6  13  2.7  16  1.4 
Services   27  7.7  53  15.4  67  14.1  147  12.6 
Other    31  8.9  45  13.1  56  11.8  132  11.3 
No answer   212  60.8  104  30.2  49  10.3  365  31.2 
s.d.    3.42   3.15   2.97   3.01 
 

Table 3.3 shows t hat h ousehold income see ms t o be a m ajor f actor affecting the us e of  

Internet banking. Most of the respondents were quite wealthy, 30.0 percent of the respondents 

earned more than Rs 275,001 pe r year, and 13.1 percent earned Rs 225,001 – 275,000. The 

income categories below Rs 175,000 accounted for 31.6 percent of the total respondents. It is 

also worth noting that the household size affects overall household income per year. As can 

be s een, a t otal of  51.7  pe rcent of  the ol d us ers ha d a  hou sehold income o f more t han R s 

275,000 per year. Another interesting implication of the table is that over 40 pe rcent of the 

nonusers had a household income of less than Rs 100,000.  

The occupational distribution of the respondents varied widely. The largest proportion of the 

respondents w as pe nsioners ( 24.4%). T he s econd l argest g roup w as t he of ficial e mployees 
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(24.3%) followed by bl ue-collar workers (16.5%) and managers (10.8%). It is worth noting 

that only 1.5 percent were undergraduates. This is in line with the age of the respondents, as 

the t otal sample cons isted mainly of olde r pe ople. As w e ha ve discu ssed earlier, nonus ers 

were the oldest group, and contained 52.1 percent pensioners. Bluecollar workers formed the 

second largest occupational group (16.6 %), followed by the unemployed (10.0 %). Only 2.3 

percent of  t he nonus ers w ere in l eading pos ition. A s c an be s een, 28.2  pe rcent of  the ne w 

users w ere blue -collar w orkers, 21.5 pe rcent pe nsioners, a nd 16. 6 pe rcent officials. 

Executives a ccounted f or 5.8 pe rcent. T able 3.3 a lso i llustrates t hat t he most c ommon 

occupation for old users was that of officials (41.8 %), followed by executives (20.7%), and 

entrepreneurs (10.1%). To sum up, occupation seems to have an impact on Internet banking. 

Current users are more educated and have higher occupations than nonusers. This finding is 

in line with the past literature (see e.g. Jayawardhena and Foley 2000). 

Most of  t he r espondents w orked i n i ndustry ( 14.4%) f ollowed by s ervices (12.6%) a nd 

administration (10.4%). The largest proportion of nonusers worked in manufacturing industry 

(8.9%), whereas the most common category for new users was services (15.4%) and for old 

users industry ( 17.9%), f ollowed b y i nformation t echnology ( 16.5%). In t otal, r espondents 

appeared reluctant to answer this question concerning their economic sector they worked in 

(no answer 31.2%).  

4. SUMMARY AND CONCLUSIONS  
This pa per i nvestigated individual d ifferences i n e lectronic ba nking by a nalyzing different 

aspects of  c ustomers’ de mographics. The st udy i s ba sed o n s urvey of  1167 r espondents 

divided into three different groups labelled old users, new users and non-users on the basis of 

their el ectronic ba nking expe rience. T he r espondents w ere cus tomers of  I CICI ba nk and 

HDFC ba nk. Questionnaires w ere f irst pos ted a t t he be ginning of  J anuary 2012, a nd t hen 

remailed in April 2012.  

The r esults of t he s tudy f ound t hat nonus ers di ffer i n de mographic terms r elatively much 

from current electronic banking users. Table 4.1 summarizes the demographic differences on 

the basis of the overview of the survey results between nonusers, new users, and old users: 
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Table 4.1 Summary of the demographic differences in electronic banking 
Group    Characteristics 

 

Nonusers    Relatively old (77% older than 50 years) 

Not high educated (47% had only basic school education) 

Low household income per annum (39% less than FIM100,000) 

Pensioners (52%) 

New users    Mixture of nonusers and old users 

Secondary education 

Relatively wealthy (32% had a household income more than 

FIM225,001) 

Blue-collar workers (28%) 

Old users    40 percent belonged to age group 35-49 

Men dominated (almost 60% were men) 

Married (58%) 

University degree (41%) 

Wealthy (52% had a household income more than FIM275,000) 

White-collar workers (42%) 

We ha ve now  de scribed t he de mographics of  t he s urvey participants, w hich s howed t hat 

demographics ha ve a n i mpact on t he us e of  I nternet ba nking. F irst, we s aw t hat a  t ypical 

Internet banking user i s aged 35-49, which i s relatively high compared to previous studies. 

We also found that marital status seems to have an impact on the use of Internet banking. Our 

results imply that a large proportion of Internet banking users was married. Further, we saw 

that education is one of the key driving force toward the adoption of Internet banking: 40.7 

percent of the old users had university degree against only 8.4 percent of nonusers. Next we 

discussed respondents’ household income, profession, and field of employment. We saw that 

household income has a major effect in the adoption of Internet banking. Old users had much 

higher hou sehold i ncome pe r ye ar t han nonu sers d id. T his pa rtly e xplains t he fact t hat 

profession had a g reat impact. We saw  t hat no nusers w ere m ainly blue-collar w orkers o r 

pensioners while users worked mostly as executives, officials, or entrepreneurs. Finally, we 

saw that the field of employment also had an impact. To sum up, demographic factors seem 

to have relatively high impact on the use of Internet banking. In conclusion, age, education, 

income, a nd pr ofession a re t he most i nfluential de mographic va riables affecting I nternet 

banking usage. These results contribute to our understanding of Internet banking users as well 

as nonusers. 
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