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Abstract: -The analysis of the services offered by the InteRamking and the response of clients to these
services constitute a powerful tool for the sucdedhis market. In the case of elders, the poputat
heterogeneous and the understanding of differénaesponses and behaviours is the basis for ang go
strategic development driven to the personalizadifaihe service. The present study aims to anahesgender
gap in the use of Internet Baking and preferenagepdrsonal contact in the grey market as key bfggin the
explanation of the frequency of use of ten serviegsilarly offered by the Internet banking. A sl 415
individuals older than 55 years has been analyResllts show the existence of a gender gap inréagiéncy
of use, being women sporadic users compared to Imewldition, we found out how the level of autoryom
the preference for personal contact dilute genifarences for some services.
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INTRODUCTION

Electronic banking is one of the most successfalr®@ss-to-consumer applications in electronic
commerce [1]. Internet banking (IB) is a channek @ilows consumers to perform a wide range
of financial and non-financial services throughamlds website [2]. IB has emerged as one of
the most profitable e-commerce applications along kast decade [3, 4]. Moreover, IB
customers are the most interesting for banks [Bhwsng an increased satisfaction, more
positive word-of-mouth communications and the lawiatention to change to other financial
institutions [6]. However, although the growth fr@B08 to 2012 is noticeable (31% for Europe
and 60% for Spain) no everyone uses IB: a 38% eptipulation aged from 16 to 74 years in
Europe and only a 32% in Spain. But age is not dimgle socio demographic variable
explaining differences in UE countries; it is afsussible to capture these differences in the use
of IB across genders. (Figure 1) [7].

Figurel. Percentages of IB users in UE (27) arshbiain by gender (2005-2012).

45
40
35

30 /././. —o—EU (27) Males
25
"././ —B— Spain Males
20 -
n—' EU (27) Females

15 —

—l- Spain Females

10 -
5 -
0

2005200620072008200920102011

Several studies have documented the attractivaneb® financial status of the grey market.
Managing the grey market is one of the hot topicelectronic banking today. Retirement can
decrease household income, however, the incomemgeanber of the household does not
decrease that much since the children has usuedigdy moved away. Thus, mature consumers
have significant purchasing power but also a needdrefully managing their assets along their
lifespan, making the 55-plus segment extremelyaliime for the financial service providers.
Mature consumers are becoming familiar with tecbgplsuch as computers, Internet and
mobile phones.

Marketers too often stereotype older consumersigmate them in their marketing actions [8].

Elders present a high heterogeneity [9, 10] inrtipeirchase behaviour making necessary to
design strategies capturing this heterogeneityotoectly drive marketing actions to the grey
market. For these reasons, this work tries to @ealff gender and preferences for personal
contact with banks’ staff influences IB use. Firgliout these differences would allow banks to
identify prone clients to use IB and adapt theratsgies through the personalization of the
service.

INTERNET BANKING USE

Some authors [11, 12, 13] show demographic vaaaftecting 1B use, although most of the
findings point to variables such as gender, agmne, level of education, occupation or family
size affecting IB use [14, 15, 9] other factors Idobe helpful detecting existing segments
regarding IB use: geographical and psychologicéérta [16, 17], attitudes, expected benefits
[18] or the perception of the security and privaisks [19, 15]. In addition, the property of
financial products and perceptions and attitudegtds received services and Internet as a
financial distribution channel [13], banking traoans conducted by clients [20] or the number



of banks used by customer, acquired bank produmdsttze frequency of use [21] are criteria
that have been also analysed to explain IB use.

Regarding elderly and technology and although Hreynot a homogeneous segment to banking
market, a stereotyped profile of older personshees used [9]. For this reason, our work aims
to analyse the use of IB services in the elderyrsnt, analysing gender and the preference for
personal contact in banking.

Firstly, concerning gender and Internet use, it hasn suggested that technology adoption
differs between males and females. Men tend to loee ntask-orientated [22], systems-
orientated [23] and more willing to take risks thvaomen [24].

Men’s decisions to use a computer system could diesidered more influenced by the
perceived usefulness while women’s decisions waédnfluenced by the ease of use of the
system [25] and there may be gender differencdsimotivation, duration and enjoyment as e-
consumers [26]. Given that females have traditignakpressed more negative attitudes and
greater levels of anxiety toward computers tharem@7], less self-perceived competence and
a lower ease of use with respect to the Interrid{ [2seems reasonable to consider that Internet
banking use may be depend on gender. Thereforeexywect that older women use Internet
banking less than men.

Secondly, some people prefer technology-enabledcssr be provided precisely because it
eliminates the need for personal contact and ictiera with service personnel and other
customers and even they find it enjoyable [29, 83hers, however, prefer to deal or interact
with people rather than machines, which are ofteught to be impersonal and incapable of
providing a personalized service [31, 32]. For,thigs reasonable to expect that customers who
desire personal interaction with the bank may Bectant to adopt and use technologically
facilitated means of service provision, simply fbeir preference toward the personal element
and the opportunity of social interaction [33, 3agsire for personal contact does have negative
impact on usage of internet banking [29], whilelf‘safficient” financial customers, preferring
to make their financial decisions on their own, heitt need of advice from their financial
entities, are more likely to use the Internet fanking transactions [35]. Therefore, we expect
that elderly with high preferences for personaltaotuse IB less than self-sufficient ones.

METHODOLOGY

Data were collected through a survey during the thowf November and December 2012
using students over 55 years hold enrolled in tBgpérienced Classroominitiative in a
University in the South of Europe. The number didvaurveys was 415 with a proportion of
women of 62.5%. The average age was 63.6. Modiarvhthad secondary studies 54.2%, and
university studies 36.1% and socioeconomic classmastly middle class 80.2%.

We employed scales tested in previous researchetwsune preferences for personal contact
[29] and IB use [36]. These items were anchoredaornpoint Likert scale (1 = strongly
disagree; 7 = strongly agree). The Internet bankienyices’ concept was measured using an
existing scale [33]: S1- Check the balance of mgoants; S2- Transfer funds between
accounts; S3- Make payments (credit card, teleplaolyelectricity bills, other payments); S4-
Transfer funds from my account to other person’soant; S5- Get information on my
investment portfolio (shares, mutual funds); S@ade shares and check the status of my order;
S7- Get information on different types of loans- &t an update on my existing financing
loan(s); S9- Apply for a financial service; S10srtact my bank to answer a question. Use
frequency for each service described was anchgreddouse, under 5 times a year, between 6
and 11 times a year, once a month, several tinmasrdh, several times a week, once or more
times a day. To eliminate possible ambiguitieshia questionnaire, it was piloted using seven
older adult volunteers.



To assess the constructs, we conducted a confinpmédotor analysis (CFA) using PLS with
SmartPLS 2.0.M3 [37]. Based on the CFA results, amalyzed convergent validity,
discriminant validity, and the reliability of allhé multiple-item scales [38] (Table 1).
Composite factor scores were calculated to perfarther analysis.

Table 1. Reliability and Validity

Construct Items Loadings

Personal contact AVE: 0.761
Composite reliability: 0.927
Cronbach’s Alpha:0.896
| prefer to deal face-to-face with customer seryeeple 0.869
| am more reassured by dealing face-to-face wisttazner 0.904
service people
| like to communicate with people when servicestmimg 0.817
provided
| feel like I'm more in control when dealing witlustomer  0.897
service people than with automated systems

Use AVE: 0.848
Composite reliability: 0.943
Cronbach’s Alpha: 0.911

| use the Internet banking frequently 0.915
| expend a lot of time using Internet banking 0.918
| am very involved with the Internet banking 0.931

RESULTS

The use of contingency tables is the basic tecleniguexamining the dependence between two
categorical variables. We analyse if IB use, inegah and if the frequency of use of online
bank services are independent from gender. Iniaddive examine if there are differences in
the preferences for dealing with bank staff corméidegender.

As it is shown in table 2, the two-sided asymptasignificance of the chi-square statistic was
lower than 0.01 for all the bank services analys&howing evidence for the existence of
dependence between gender and IB use and gendeharficequency of each bank services.
Men have, on average, higher frequency of use tinamen. Regarding the preferences for
contact with bank staff, women have higher averagjaes than men (5.395 vs. 4.752) (see
Table 2).

Table 2. Chi-square statistics, differences acgesslers

Chi-Square Mean of
(Asymp Sig.) frequencies
Men - Women

S1- Check the balance of my accounts 38.081 (.000) 456 - 3.38

S2- Transfer funds between accounts 34.356 (.000) 3.12-2.22

S3- Make payments (credit card, telephony andretégt | 23.381 (.001) 2.78-2.01
bills, other payments)

S4- Transfer funds from my account to other person’ 29.460 (.000) 2.77-2.12
account

S5- Get information on my investment portfolio (s 24.866 (.000) 289-221
mutual funds)

S6- Trade shares and check the status of my order 32.298 (.000) 2.27 -1.65
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S7- Get information on different types of loans 27.043 (.000) 2.3-1.66
S8- Get an update on my existing financing loan(s) 23.186 (.000) 1.74-1.37
S9- Apply for a financial service 26.289 (.000) 1.83-1.45
S10- Contact my bank to answer a question 18.841(.004) 2.37-2.28
USE_MED 51.372 (.000)| 3.376-2.488
PC_MED (Personal Contact) 69.524 (.000)| 4.752 -5.395

With respect to the symmetric measures (phi, Craanéiand contingency coefficient), the
statistics indicated a statistically significartet@nship and the values of all three measures
reached values from 0.243 to 0.417, showing strelagionships among the constructs under
analysis.

We analyse the dependence among preference fana¢rsontact and the frequency of use of
online banking services, both ordinal variables. wesult of the Gamma analysis, the
dependence between preference for personal camddhe frequency of use of online banking
services is shown being the parameters statigtisahificant but negative indicating that the
greater is the preference to deal with bank staé,lower frequency of online banking and 1B

use are (Table 3).

Table 3. Symmetric measures

Gamma Kendall's
(Asymp Sig.) Tauc

(Asymp Sig.)
S1- Check the balance of my accounts -.261 (.000) -.222 (.000)
S2- Transfer funds between accounts -.368 (.000) -.269 (.000)
S3- Make payments (credit card, telephony and ritégt -.287 (.000) -.179 (.000)
bills, other payments)
S4- Transfer funds from my account to other person’ -.358 (.000) -.245 (.000)
account
S5- Get information on my investment portfolio (s -.234 (.000) -.149 (.000)
mutual funds)
S6- Trade shares and check the status of my order -.285 (.000) -.146 (.000)
S7- Get information on different types of loans -.227 (.000) -.125 (.000)
S8- Get an update on my existing financing loan(s) -.292 (.000) -.117 (.000)
S9- Apply for a financial service -.285 (.000) -.127 (.000)
S10- Contact my bank to answer a question -.166 (.001) -.113 (.001)
USE_MED -.410 (.000) | -.321 (.000)

Other question analysed is the possible existefaependence between the preferences for
personalized attention and gender of the resporadehthe variables of IB use and frequency of
use of services online. For this reason, we usedhable personal contact to divide the sample
into two parts: those who prefer to be self-suéfitior autonomous (personal contact values 1
to 4) and those who prefer to deal directly wite #taff of the bank (values 5 to 7). The chi-

square test was performed separately for both group

Results indicate that for six of the online bankvees gender and frequency of use are related,
independently from if the person prefers or nadie¢al with staff bank. However, for four of the
services: SERV5- Get information on my investmeortfplio; SERV8- Get an update on my
existing financing loan(s); SERV9- Apply for a fimdal service and SERV10- Contact my
bank to answer a question), elders who enfoldirggitoup of self-sufficient in their financial
decisions, presented no differences among men ardew. In addition, differences in the



frequency of use of online banking services dependin gender for elders preferring to deal
with bank employees were statistical significant.

DISCUSSION, LIMITATIONS AND FURTHER RESEARCH

The Internet banking offers advantages for eld24shours access, versatility, independence
and the possibility to overcome the physical besrief the age in the access to services.
However, the grey market presents a lack of adaptand still remains in the call for a
personal attention. The Internet banking has chdintige type of relationship between clients
and banks. Traditionally, this relationship wasdahsn the physical presence of both, client and
staff. Today, in contrast, it is possible to manageounts and all of the services online having
the opportunity to compare different providers glyiand easily. In this market, banks need to
better understand the new type of relationship thatuse of Internet generates and how to
operate. The future of the Internet bank is intipe of services offered and in the way they
interact with clients satisfying their needs. listhine, it seems reasonable to consider that the
success could be in the personalization of sertasiractive segments.

The elderly constitute a growing segment today mesgents different characteristics from the
rest of the population (more free time, greateredmm in their economic and financial
decisions, and less use of Internet and other ICHgwever, they do not constitute a
homogeneous segment [39]. In fact, the present wiookvs the existing gender gap described
in the real dependence among the Internet Banldagand gender. Specifically all the Internet
Banking services analysed presented significarierdiices among genders, being used in a
higher extent by men than women. An explanationthete differences could arise from the
preference of women for personal contact. In thepéa analysed woman presented higher
mean values for this preference and, as it is shiovenr results, preference for personal contact
seems to be negatively related to the use of latdBanking services. Women prefer a personal
contact in the IB showing a preference for persepatces of information and lower risks.

A deeper analysis, differentiating between autongsrend dependent clients -who present low
and high levels of personal contact preferencepertively- show how autonomous get
information, interact and apply for a service inelegently from gender. Maintaining the gender
differences observed in the complete sample forakeof the services.

How to personalize services for elders? Regardiegésults presented in this paper, a first idea
comes from the gender gap, it seems appropridereiitiate the offer among genders. Females
prefer higher levels of security and personal aththen companies interested in this segment
must prepare their Web to the interaction to th&vebs constitute the only communication
channel in this case and designs must fit the poesef autonomous and dependent elder
people. Autonomous must feel a similar experienddé personal contact and the security and
assistance provided by the absence of staff mustobgpensated by design, functionality,
available information and ease of use. Women slinsvrteed for attention in a highextent.
Banks must analyse all the current data they hbavetaelationships with elders from different
genders to personalize the offer to them chandirgservice from the concept of segmentation
to personalization. Through the personalizatioretiae data analysis, banks can reinforce the
interaction with clients in manners not achievedh®sy personal contact because services can be
offered in a cheaper, faster and better mannerk8#mying to attract the attention of elders
toward the Internet banking must consider to dithadr offer specifically to them, trait them as
people more than a segment and personalize thieséivough the Internet.

This work must be considered as a first step inutingerstanding of the grey Internet banking.
Further research could persecute more ambitiowectigs to compensate the limitations of this
research. First, the difficulty to collect datarnfroelders drove us to those members of the
population that were at our disposal, being ourgdaroollected without consider a probabilistic
approach. Although the sample is diverse and tbpgstion of socio demographics present in
the population is consistent with the distributiminthe sample used, convenience sample must
be understood as a first approach calling for geeanalysis of this group. Secondly, the
concepts analysed in this paper are only a narisionsof the complex phenomena of Internet
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banking for elders. Many other variables could ledptul in the understanding of the grey

market behaviours, for instance psychological \dgis as those appearing in TAM2 [40] or

TAMS3 [41] or concepts such as self-confidence, reolee to risk and so on. Further research
could deeply analyse the psychological profit diees using Internet
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