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Abstract: 
Indian banking sector is witnessing a drastic change in terms of adopting and utilization of the technology by 

the users. The demonetization and stress of the government for using digital channel of doing financial 

transactions has placed a challenge before the banking industry to handle the issues. India’s financial sector is 

moving towards a scenario, where it can have new instruments along with liquidity and safety. Arrival of card, 

introduction of Electronic Clearing Service (ECS) in late 1990’s , introduction of Electronic Funds Transfer, 

Real Time Gross Settlement (RTGS), introduction of NEFT (National Electronic Funds Transfer), mobile 

banking, online banking are the various innovations in banking. Banks are investing heavily in adoption of these 

innovations. This paper highlights the acceptance of the above banking services by the consumers and to study 

the effect of demonetarization on the usages of these services. 

 
Keywords: Indian Banking, demonetarization, mobile banking, Mobile Commerce, Technological innovations, 
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Introduction  

 
After liberalization banking industry have witnessed lot of changes. In terms of policies and 

adoption of technology for delivery effective efficient and hassle free services to the customer. 

Internet banking and mobile banking have become the vehicle of change into the banking 

services better quality of services at greater speed. Internet banking and mobile banking made it 

convenient for customers to do their banking from geographically diverse places. 

 

Today all banks have adopted the concept of multi-channels i.e. ATMs, credit cards, debit cards, 

telephone/mobile banking, internet banking, call centers, etc. the role of banks have shifted from 

financial intermediary to full fledge financial service provider  of  almost all financial services 

under one roof. Now banks are engaged more into attracting new customers and retaking them 

through offering competitive edge over their rivals. Mobile banking and mobile wallet have gain 

more attention after demonetization.  
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2. Objective of the Study  
 

1. To study the adoption level of various channels of banks by the consumers.  

2. To study the challenges faced by the customer in adoption of mobile banking and mobile 

wallet services. 

 

 

 

 

Table No. 1   Important events in the evolution of new age payment systems in 

India 

 
S.NO Years New age payment systems 
1 late 1980 ’s 

and early 1990’s 

 

Arrival of card 

- based payments 

- debit card, credit card 

2 Introduction of in late 1990’s 

 

Electronic Clearing Service (ECS) 

3 In the early 2000’s 

 

Introduction of Electronic Funds  Transfer/ Special EFT 

4 March 2004  

 

Real Time Gross Settlement (RTGS) 

5 2005/06  

 

NEFT (National Electronic Funds Transfer) 

 2002 Mobile Banking was started in India by way of SMS Banking. 

 November 22, 2010 Immediate Payment Service (IMPS) 

Source: 

 

3. Literature Review 

 

Mobile banking has emerged as new alternative way of banking which is more convenient and 

user-friendly than traditional form of banking. It is covering the concept of any- time, anywhere 

banking into reality (Kaur & Madan, 2013). Mobile banking is one of the alternative channels 

available to customer for quick and efficient service or anytime and anywhere. It also studies the 

various incentives and gain by the customers with the usage of mobile banking (Mishra &  

Sahoo, 2013). This paper analyzes the security issues and challenges in mobile banking among 

Indian banking users (Devadevan, 2013).   

This paper explores the various challenges in the mobile banking and finds that there is a need of 

awareness among the mobile banking users so that more and more users will be connected 

(Chauhan, 2012).  Mobile banking needs understanding of mobile functions properly for 

successful transaction in banking (Son-Yu Chian, 2012).  
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In today’s business, technology has been on the prime indicators of growth and competitiveness. 

The banking industry today is in the industry of its revolution (Sharma Archana, 2011).  

The position of banking industry is not excellent in India. In 2011, sixty-five percent of India’s 

population did not have access to a bank account (Global Findex 2011). The lots of Indian 

population till date have not their personal bank ac-counts. Reserve Bank of India also requested 

to the mem-bers of the country, each person has minimum one saving account in any bank of 

India. But still there is a lack of awareness in the people. So, mobile banking is a good option for 

the banking industry to increase their customers. With the help of mobile telecommunication 

technology, the customers make numerous transactions in the bank at any time. There are many 

researches which show that India is moving fast to-wards mobile users as well as mobile internet 

users which is also a bigger strength to the banking industry to promote the mobile banking. This 

paper shows that there is a big need of adoption of new technology especially in banking 

industry which promotes the bank account holders in our country 

Banzal (2010) found that another major issue is the revenue sharing agreements between mobile 

service providers, banks, content providers, aggregators and other service providers like utilities, 

travel agencies, hotel industry, retailers etc. 

Sharma and Singh (2009) found that Indian mobile banking users are specially concern with 

security issues like financial frauds, account misuse and user friendliness issue - difficulty in 

remembering the different codes for different types of transaction, application software 

installation & updation due to lack of standardization. Hayat (2009) suggests that for a banking 

regulator it is important to provide adequate protection for consumers, ensure economic stability, 

provide interoperability of electronic systems and guarantee security of transactions and Anti-

Money Laundering and Know-Your-Customer principles must also be applied to mobile 

payments. Vyas (2009) Banks will target non-online banking users who may lack regular access 

to desktop Internet but are very likely to own a mobile device. . Vyas (2009); Rao et al. (2003) 

suggest banks will need to expand their thinking about mobile banking beyond online banking 

and should start to view mobility as its own powerful and compelling delivery channel that can 

help them deliver to end users new value such as immediate access and additional control of 

personal finances.  

Comninos et al. (2008) suggest that unbanked will only transact electronically (online/mobile 

banking) if there is convenience and security. Clark (2008) suggests that as a Channel the mobile 

phone can augment the number of channels available to consumers, thereby giving consumers 

more low-cost self-service options by which to access funds, banking information and make 

payments. Mobile as a channel delivers convenience, immediacy and choice to consumers. Mas 

(2008); Lyman et al. (2008) found that there are a large number of different mobile phone 

devices and it is a big challenge for banks to offer mobile banking solution on any type of 

device. Some of these devices support J2ME and others support WAP browser or only SMS; 

presetting a serious challenge.  

 

Mobile Banking builds a cornerstone for mobile commerce (Tiwari et al., 2006). This paper 

studies the concept of mobile banking and mobile payment which helps the country to develop 

(Donner Jonathan, 2007). 
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Barnes and Corbitt (2003); Scornavacca and Barnes (2004) suggest that recent innovations in 

telecommunications have enabled the launch of new access methods for banking services, one of 

these is mobile banking; whereby a customer interacts with a bank via a mobile device such as a 

mobile phone or personal digital assistant. Karjaluoto et al. (2002); Rugimbana (1995) found that 

there is vast market potential for mobile banking due to its always-on functionality and the 

option to do banking virtually any time and anywhere. Unnithan and Swatman (2001) studied the 

drivers for change in the evolution of the banking sector, and the move towards electronic 

banking including mobile banking by focusing on two economies, Australia & India 

and suggested strong growth potential of new banking channel in India 

 (1999); Pegu (2000); Dasgupta (2002) also affirms future of mobile banking in India in their 

studies. Suoranta (2003) found that the average mobile banking user is married, 25 to 34 years 

old, has intermediate education and average income in clerical work. She found that age and 

education have a major influence on the use of the mobile phone in banking services. The 

adoption theories assume that use of Internet banking precedes the adoption of the mobile phone 

in banking. However, Suoranta (2003) found that some 

mobile banking customers omit Internet banking adoption when adopting the mobile phone for 

banking actions.  

Polatoglu et al. (2001); Al-Ashban and Burney (2001); Karjaluoto et al. (2002); Black et al. 

(2002) supports findings of Suoranat in their respective studies.  

 

Evolution of Mobile Commerce 

 

Mobile Commerce in India is increasing at a very fast pace. According to TRAI (2016), 

subscribers who access the internet through wireless phones are 1,035.12 Million. Mobile 

commerce has emerged after the introduction of electronic commerce. A simple definition of E-

Commerce describes it as: “the buying and selling of products and services over the Web” 

(Kalakota and Robinson, 2001). E-Commerce has gained importance in the last few years. E-

Commerce applications developed so far, assume basically fixed users with wired infrastructure 

such as PC Connected with internet using a LAN (Local Area Network). Many new E-

Commerce applications are possible using wireless and mobile networks. These applications are 

termed as ‘Wireless E-commerce’ or ‘Mobile Commerce’. With the increase in the number of 

wireless internet subscribers and advancement in the operating systems of mobile phones, mobile 

commerce has reached to every nook and corner of the world. 

 

M-Commerce is an area which is rapidly changing the way people conduct their financial 

transactions. 

Tiwari, Buse and Herstatt (2006) discussed the features of mobile Commerce. According to the 

author M- commerce is characterized by many unique features as compared to the conventional 

form of commercial transactions like:  Ubiquity, Immediacy, Localization, Instant Connectivity, 

Proactive Functionality and Simple Authentication Procedure. 

 

Ubiquity: It means users can avail the services and carry out transactions independent of the 

geographical location (‘anywhere’ feature). 
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Immediacy: This feature is attractive in the way users can buy the goods anytime, i.e. without a 

wait (‘anytime’ feature). 

 

Localization: Positioning technologies i.e. GPS (Global Positioning Services) allows companies 

to offer goods and services to the user as per his/her current location. 

 

Instant Connectivity: With the introduction of the GPRS (General Packet Radio Service) 

mobile users are constantly online. This feature brings convenience to the users. 

 

Pro-Active Functionality: M-commerce brings opportunities for the companies like push 

marketing, where users can opt for ‘Opt-in advertising’ so that they are informed about new 

products and services in the form of SMS. 

 

Simple Authentication Procedure: With the help of Subscriber Identity Module (SIM) and 

Personal Identification Number (PIN) the authentication process has become very simple. 

 

 
Source: Tiwari, Buse and Herstatt, 2006 

 
Fig-1 M-Commerce Applications and Services 
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Fig-2 Benefits of Mobile Banking  Services 

 

 

Benefits of customers 

 

Benefits to Bank 

 

Benefits to Financial 

Institutions 

 

Beneficial gains to 

mobile operators 

 

Anywhere, anytime 

payment experience 

which is the essence of 

immediacy & ubiquity. 

 

Additional income stream 

through innovative user-

friendly services. 

 

Ensuring enhanced 

customer’s satisfaction 

&their retention together 

with direct marketing 

promos for tailored 

offerings to specific 

clients. 

• Expanded service 

portfolio & increased 

brand promotion to create 

a differentiating factor to 

generate more new leads. 

 

 No dial-up, no 

configuration or booting 

requirement to ensure 

instant connectivity 

through wireless route. 

 

Enhanced brand image 

through alternate sales 

channel in mobile payment 

space and thus leading to 

loyalty development. 

 

Generating new business 

leads by one to one bank 

client relationship. 

 

Lucrative route to 

strengthen client loyalty 

base visa- vis lessen 

„churn‟ & „attrition‟ 

rates. 

 

Substituting voice 

communication through 

texts & images for deaf or 

mute users. 

 

Extending value-added 

services through 24x7 

branchless banking 

experience. 

 

Enables FIs to keep 

constant connection with 

clients through 24x7 

formats to serve their 

diverse needs 

everywhere, all the time. 

 

FIs gain increased 

revenue by high mobile 

traffic build up. 

 

State of the art security 

platform. 

 

 Increased reach to more 

customers, specially the 

unbanked segment due to 

increasing mobile usage 

rate and thereby reduced 

operating costs out of 

fewer direct teller 

interactions happened 

physical branches. 

 

It enable users to check 

bank account status & 

recharge prepaid mobile 

account instantly using 

mobile payment gateway 

(IMPS). 

 

Source: Primary  
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Research Methodology 

 

Data was obtained by using structured questionnaire. Data was screened for missing values 

(available case method was adopted to handle missing values) and outliers. Data was further 

subject to normality- data was found  to be normally distributed as skew  index ranged from -.29 

to .46 (reference absolute value 3) and  kurtosis  index from -.1.91 to 2.05 (reference absolute 

value 10).  This questionnaire was analyzed for scale reliability analysis which suggests that 

items makeup the scale measured the same underlying constructs, as Cronbach’s alpha 

coefficient was found to be 0.884 . At last  analysis of the variance was used at (sig .05)  to 

analyzed and interpret the information 
 

Data Analysis 

 
 

 
 

On the basis of above analysis, it is concluded that there  is no significance difference among the 
respondents in  their frequencies of using various banking services on the basis of education standard 
respondents, because the significance level of all the statements is more the .05 

 

 

 

 

 ANOVA, on the basis of education of the respondents     

                                           F Sig. 

How frequently do you use the Branch Banking services per month? 0.253 0.859 

How frequently do you use the ATM services per month? 0.256 0.857 

 How frequently do you use the Internet Banking services per month?  0.363 0.78 

How frequently do you use the Telephone banking services per month?  0.615 0.607 

How frequently do you use the Mobile banking services per month? 0.964 0.412 
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 It has been observes on the basis that profession of the respondents variation has been observed in their 

frequency of use of ATM and telephone banking services where the significance level  is .034 and .047 

respectively which is below .05 significance level. 

 

ANOVA on the basis of monthly income of the respondents 

  

 

ANOVA on the basis of profession of the respondents     

  F Sig. 

 How frequently do you use the Branch Banking services per month? 2.104 0.07 

 How frequently do you use the ATM services per month? 2.507 0.034 

 How frequently do you use the Internet Banking services per month?  0.728 0.604 

How frequently do you use the Telephone banking services per month?  2.329 0.047 

How frequently do you use the  Mobile banking services per month? 0.499 0.776 

ANOVA on the basis of monthly income of the respondents 

    F Sig. 

 How frequently do you use the Branch Banking services per month? 2.831 0.005 

 How frequently do you use the ATM services per month? 2.422 0.015 

 How frequently do you use the Internet Banking services per month?  0.814 0.604 

How frequently do you use the Telephone banking services per month?  3.776 0 

How frequently do you use the  Mobile banking services per month? 1.713 0.095 
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There is a significance difference in the branch banking, ATM  service and Telephone banking services on the 

basis of income of the respondents. However, there is no significance in usages of internet banking, and mobile 

banking usages of respondents. The significance value for this variable is above specified .05% significance 

level. 

       

 

It has been observed that there is significance difference in the usage of Telephonic banking services on the 

basis of status of usage the significance level for this services usage on the basis of usages of services is .031. in 

reset of the services there is no significance difference their significance level is more then the desired limit of 

.05. 

 

Conclusion: 
 
 
It is concluded on the basis of the study that consumers have adopted the digital channels of doing financial 

transactions the usage of consumes was not influenced by their level of education. Difference was observed in 

the usages patterns of in the usages of ATM services and telephonic banking services. Income level of the users 

has also explained the variation in the usages of various digital channels of doing financial transaction. 

 

 

 

 

ANOVA on the basis of status of usage of banking services. 

  F Sig. 

 How frequently do you use the Branch Banking services per month? 0.913 0.459 

 How frequently do you use the ATM services per month? 0.872 0.483 

 How frequently do you use the Internet Banking services per month?  0.69 0.601 

6. How frequently do you use the Telephone banking services per month?  2.766 0.031 

6. How frequently do you use the Mobile banking services per month? 0.529 0.715 
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