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ABSTRACT 

The emergence of automated teller machines (ATMs) in Nigerian banking sector is increasingly 

creating a paradigm shift in the banking behaviour across socio-demographics. ATMs are steadily 

being noticed at different locations including banking and non-banking settings. Limited research 

has been conducted into the attitude of bank consumers towards its usage. This study seeks to 

assess the attitude of consumers towards automated teller machine usage in Nigeria. The study 

adopted the survey research design and was based on a statistically determined sample of 400 

retail banking customers seen at the various branches of the banking halls visited in the process of 

distributing the questionnaire. All the variables used in this study: reliability, convenience, 

responsiveness and security have a number of statements each and were measured using five 

point Likert scale: strongly agree; agree; undecided; disagree and strongly disagree. Data were 

collected on cross-sectional basis. Cross tabulation was used to show the variations and relations 

in the usage among the socio-demographic variables; while Categorical regression (CATREG), a 

non-parametric regression analysis was used to test the hypotheses. Analysis of the data shows 

that these four variables these four variables: reliability, convenience, responsiveness and security 

have strong positive relationships with customers’ attitude towards ATM usage. Four socio 
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demographics were used in this study: gender, marital status, and monthly income and education 

show variations with respect to attitudes towards ATM usage. It is recommended that to reduce 

the customers’ concerns banks should improve the quality of interaction with the customers to 

alleviate customer apprehensions with a view to improving the quality of ATM services. To further 

enhance attitude, ATM service should be able to provide enhanced interactivity, diversified 

offerings, and facilitate customers to participate in improving the service encounter with ATMs. 

The conclusions of the study relate to a specific time. Additional study should be done on 

longitudinal basis to address the interactive and technological dimensions of ATM service quality 

that bring about negative attitudes to customers. The socio demographics used in this study 

varies with respect to attitudes and ATM usage requires further investigation and on a consistent 

basis. 

KEY WORDS: Automated Teller Machine (ATM), banking, bank marketing, customer attitude, 

information, communication & technology (ICT).  

 

1. INTRODUCTION 

Automated Teller Machines (ATMs) is a relatively  new phenomenon in the Nigerian banking 

sector brought about by the advances in information, communication and technology (ICT) which 

in turn has led to the emergence of new methods of distributing goods and services. Rapid yet 

consistent advances in ICT have engendered a radical paradigm shift in the banking industry. 

Users’ expectations and control strongly influence attitude, and calls for research on new 

technology-based self-service options as technology-based self-service option can show the user 

in control. ATM is a cash point machine that allows the customer to perform some of the common 

teller transactions, such as cash withdrawals, deposits and   transfers. ATMs are generally 

accessible 24 hours a day, 7 days a week and 365 days a year. In spite of this obvious advantage 

customers’ attitudes towards its usage varies and requires investigation. However, the number of 

ATMs stood at 15,699 in the first half of 2015, representing a decrease of 1.5 per cent below the 

figure in the second half of 2014. ATM transactions (CBN, 2015) increased in volume and value by 

17.7 and 16.1 per cent to 206.6 million and 1,900.4 billion, respectively, in the first half of 2015, 

above the levels in the corresponding period of 2014. KPMG (2012) survey of bank customers’ 

satisfaction with banking services reports that though ATMs rank highest in usage among all 

alternate channels for banking services, those who use ATMs use it mostly for withdrawals.  

Within the last few years, ATM fraud assumed an alarming dimension. Nigeria Inter Bank 

Settlement System (NIBSS, 2015) reports that colossal amount of money is lost in Nigeria to ATM 

fraud through ATM card cloning, PIN theft among others. In spite of the challenging economy, 
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NIBSS, (2015) Electronic Fraud Report states though e-fraud rate (ATM inclusive) in terms of value 

reduced by 63% in 2015, the total fraud volume increased significantly by 683% in 2015 compared 

to 2014. 

Several factors have been used to study customer perceptions of ATM service quality. But studies 

on consumer attitude toward ATM (Khan, 2010; Hussain & Leo, 2010) relied on impulsive service 

quality variables: reliability, convenience, responsiveness, security and commitment; and did not 

include socio-demographic variables, thereby necessitating the focus on these.  

2. LITERATURE REVIEW 

Today, self-service technology seems to be increasingly challenging the notion that provider-client 

interaction is an essential feature of services/bank marketing. ATMs are widely used by the 

customers rather than person-based banking services. In the early period, ATMs were used only 

for cash withdrawal purposes without concern of bank timings, but the scenario is changing 

rapidly as more banking operations like withdrawals, transfers and checking account balance can 

be carried out with ATMs. Customers’ are saving time and money with the use of ATMs. Even 

most of the financial organisations are using the ATMs to serve customers more effectively and in 

a timely manner in a way to cut down their service delivery costs, which will be beneficial to the 

organisations and customers. ATM is a cash dispenser that is designed to enable customers’ 

access banking services without coming into contact with bank tellers or cashiers. The machine 

performs the traditional functions reserved for cashiers, and other counter staff. It is 

electronically operated and as such responses to a request by a customer is supposed to be done 

instantly. It is the most immediately visible type of retail banking technology as well as the most 

important/dominant electronic payment system. 

Presently, the use of ATM cards has been widely promoted, especially with the restriction that 

small withdrawals must be through the machines or the customer gets pays a surcharge. Some 

banks have even resorted to penalizing the customer as it were, for not possessing an ATM card, 

by debiting the account of such a customer for withdrawing below a certain amount across the 

counter. Many customers are willing to bear the charge rather get an ATM card. CBN (2014) puts 

the actual number of ATMs at 15.2 per 100,000 inhabitants and forecasts that actual ATM at 

203.6 per 100,000 by year 2020.  

Since ICT is now a common phenomenon in banks positive outcomes such as improved customer 

services delivery, more accurate records, ensuring convenience in business, prompt and fair 

attention, and faster services among others are now parts of bank services delivery. Work has also 

been made easier, and more interesting, the competitive edge of banks relationship with 

customers, and the solution of basic operational and planning problems has been improved.  
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In order to encourage customers to embrace the technology and overcome their fears of putting 

their cheques into a machines slot rather than a teller’s hand, banks originally did not charge 

customers any fees for using ATMs in time, some banks started charging customers for not using 

ATMs through so-called “Human teller fees” – a charge for each time a customer uses a teller for 

a service that could be performed by an ATM. Retailers/Banks that embraced ATM seem to be 

growing and making fast profit. At first, a bank’s ATMs could only be used by customers who 

already had current or savings accounts with banks, through the banks proprietary ATM network 

(Ugwu, 2008). 

Khan (2010) identified five dimensions of service quality: convenience, efficient operation, 

security and privacy, reliability, and responsiveness. Gan, Clemes, Limsombunchai and Weng 

(2006) identified three service quality dimensions: reliability, assurance and responsiveness. Prior 

researches show that service dimensions are all significant in shaping customers attitude in the 

use of high technology based banking products (Khan 2010; Gan et. al 2006, 2005).  

Sathye (1999) found that the reliability dimension was an important determinant for consumers 

who used electronic banking. Furthermore, Sathye (1999), Liao and Cheung (2002) found that 

reliability was positively related to the use of electronic banking. They concluded that the more 

secure consumers perceived electronic banking to be; the more likely they were to use electronic 

banking. Hussain and Leo (2009) found that assurance, reliability and ease of operations influence 

customer perception of internet banking in Qatar. People have attitudes regarding religion, 

politics, clothes, music, food, services and almost everything else. Attitude describes a person’s 

relatively consistent evaluations, feelings, and tendencies toward an object or idea (Kotler & 

Armstrong, 2012). Attitudes put people into a frame of mind of liking or disliking things, of moving 

toward or away from them. ATM is a cash dispenser that is designed to enable customers’ access 

banking services without coming into contact with bank tellers or cashiers. The machine performs 

the traditional functions reserved for cashiers. It is electronically operated and as such responses 

to a request by a customer is done instantly. ATM is the most immediate visible type of retail 

banking technology as well as the most important electronic payment system (Ovia, 2005).That 

ATMs enable bank customers to access banking services 24/7adds to the attitudes customers may 

have about banks.  Attitudes are difficult to change. A person’s attitudes fit into a pattern; 

changing one attitude may require difficult adjustments in many others. Thus, a company should 

usually try to fit its products into existing attitudes rather than attempt to change attitudes (Kotler 

& Armstrong, 2012).  

Previous researches (Khan, 2010; Gan, et.al. 2005) have shown that security dimension of 

electronic banking is important to the consumers’ utilization of electronic banking (Khan, 2010). 
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ATM banking adoption is linked with user’s attitude towards security. Security factors that affect 

consumers’ adoption/usage of technology based banking services are: authorized access, 

confidentiality, restriction on high –value transactions and strong commitment to security 

measures (Liao & Cheung 2002). For Transactions conducted through an open network which may 

involve sizeable money values, security-especially with regard to proper authorization and 

confidentiality-would tend to be that aspect of reliability which matters the most (Roboff & 

Charles 1998). Empirical studies show that security factors/concerns are positively related to 

consumers’ adoption of high technology banking services (Liao & Cheung 2002; Khan 2010). Given 

the possibility of hacking, tampering and information leakage over public network, the above 

security dimensions and factors were introduced to attitude to reveal explore respondents 

attitude toward technology banking security measures. According to Olasanmi (2010) the increase 

in the use of the ICT facilities such as computers and internet in the perpetuation of criminal 

activities like spamming, credit card frauds, flashing, identity theft, denial-of-services, and many 

others have lend credence to the view that ICT is contributing to crime in the banking sector. 

Consumer behaviour literature is replete with demographic variables that effect consumer buying 

process/behaviour. Such demographic variables include income, education, occupation, gender 

and age. Empirical investigations have established the impact of these variables on consumer 

patronage of high technology banking products (Suganthi & Balachandran 2001; Gan et al 2006; 

and Safeena, Abdullah; & Date, 2010). For instance Gan et. al. (2006) shows that different 

dimensions of the demographic variables impact differently on the use of electronic banking. ATM 

banking in Nigeria is relatively new given that CBN issued guidelines for its operation in 2003 

while switching companies were established in 2004. Innovation is an individual process; and 

some individuals decide to adopt innovations before others do (Arnould, Price & Zinkhan 2004). 

Howcroft et al’s (2007) study show that younger consumers value the convenience or time saving 

potential of online services more than the older customers, and care less about the importance of 

face-to-face contact.   

Based on the literature review the following hypotheses are formulated for the study: 

H: There is a positive relationship between reliability and customers’ attitude towards ATM usage. 

H2: There is a positive relationship between convenience and customers’ attitude towards ATM 

usage. 

H3: There is a positive relationship between responsiveness and customers’ attitude towards ATM 

banking services 

H4: There is a positive relationship between security of operations and customers’ attitude 

towards ATM services. 



Journal of Marketing Strategy (JMS)                                              
Vol. 6 Issue 1, February 2018,  
ISSN: 2347-3770 | Impact Factor: 4.73 

 
Journal of Marketing Strategy (JMS) 

      Email: publicationjms@gmail.com, http://www.jmspublication.com 
  (An open access scholarly, peer-reviewed, interdisciplinary and fully refereed journals.) 

285 

H5: There is a positive relationship between socio-demographics and customers’ attitude towards 

ATM banking services. 

3. METHODOLOGY 

This study adopted survey research design and the type of survey adopted is the descriptive 

survey. The study utilised a quota sample of 400 respondents who use ATMs in Enugu metropolis. 

All the variables used in this study have a number of statements each and were measured using 

five point Likert scale: strongly agree; agree; undecided; disagree and strongly disagree. 

Demographic variables gender, marital status, income, and education were also included in the 

questionnaire. Pearson correlation was used to check for discriminant validity. This study focused 

on internal consistency and the aim is to ensure that items fit into the variables they measure. It 

also aims to check whether any item need to be removed in the preliminary analysis. Factor 

loadings were used to check for reliability. The questionnaire used in this study was self-

administered by the researcher and two research assistants who were given orientation on the 

nature and import of the study. The questionnaire distribution concentrated on three major 

streets in Enugu urban and these are: Okpara Avenue/Garden Avenue; Ogui Road and Agbani 

Road; and concentrated on bank customers seen at the banking halls in the branches of the banks 

as well as other ATM locations like shopping malls. The reason for concentrating on these three 

axis is that banks in Enugu urban are concentrated on these three streets, which are in the centre 

of the business district. Copies of the questionnaire were distributed at the banking halls and the 

ATM points with knowledge of the banks’ officials. Categorical regression (CatReg), a non-

parametric regression was used to test the hypotheses to confirm their acceptability or otherwise. 

In light of these, the regression model is proposed thus: Usage = f(Rel., Conve., Resp., Security, 

Gender, Income, Education, and Marital status). This is translated thus: Usage = β0 + β1Rel + 

β2Conve + β3Resp + β4Security +β5Gender + β6Income + β7Education+ β8Marital Status +ei.  

Descriptive analysis of the data like mean and standard deviation, data entry and factor analysis 

as well as the categorical multiple regression analysis were done with the aid of the computer 

software, Statistical Package for Social Sciences (SPSS) 23.   

4. ANALYSIS 

Of the 400 copies of questionnaire distributed to retail bank customers across Enugu Metropolis, 

375 copies were returned and after editing and scrutiny 355(88.75%) copies were found usable. 

Some of the demographic variables: marital status and education were recoded and some of the 

options merged in the presentation. This was because of the nature of the responses as observed 

while going through the questionnaires and coding them. 
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Table 4.1: Gender * Frequency of Using ATMs Cross tabulation 

 

Frequency of Using ATMs 

Total Very often Often Occasionally Rarely Never 

gender male 29 73 56 8 7 173 

female 18 73 79 5 7 182 

Total 47 146 135 13 14 355 

Table 4.1 show gender ATM usage frequency cross tabulation. The table shows that males 

constitute 173 of the captive sample while females constitute 182 of the captive sample. The aim 

of the cross tabulation is to show the variations and relations in the usage among the socio-

demographic variables; and our table 4.1 show that active users (very often and often) are slightly 

more among males than females.  

Table 4.2: Marital status * Frequency of Using ATMs Cross-tabulation 

 

Frequency of Using ATMs 

Total Very often Often Occasionally Rarely Never 

Marital Status Single 20 64 63 5 8 160 

Married 12 46 43 5 0 106 

Separated/Divorced 4 2 4 0 0 10 

Widow/Widower 11 34 25 3 6 79 

Total 47 146 135 13 14 355 

Table 4.2 show that 160 of the captive sample are singles; 106 are married; 10 are 

separated/divorced; while 79 are widow/widower. The significance of this is that majority of the 

respondents are either single or married young people take risk trying a new phenomenon. In 

terms of usage the table shows that users (very often and often) are mostly among this group 

(singles and married).  

Table 4.3: Monthly income * Frequency of Using ATMs Cross-tabulation 

 

Frequency of Using ATMs 

Total Very often Often Occasionally Rarely Never 

Monthly Income below N30,000 26 51 49 4 10 140 

N30,000-N150,000 21 94 78 9 4 206 

Above N150,000 0 1 8 0 0 9 

Total 47 146 135 13 14 355 

From table 4.3, 140 respondents earn below ₦30,000 a month, 206 earn between ₦30,000 to 

₦150,000 a month; while 9 only earn above ₦150,000 a month. In terms of usage, majority of the 

respondent users (very often, often) fall within the low to middle that are best served according 

to the banking tradition with the ATM phenomenon. The next is education. 
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Table 4.4: Education * Frequency of Using ATMs Cross-tabulation 

 

Frequency of Using ATMs 

Total Very often Often Occasionally Rarely Never 

Education O'level 9 18 30 5 5 67 

HND/Bsc 36 107 99 8 9 259 

Postgraduate 2 21 6 0 0 29 

Total 47 146 135 13 14 355 

The education variable had 4 options in the questionnaire but was recorded before the analysis 

because of the nature of response observed while examining the returned questionnaires. From 

table 4.4, 67 respondents have O’level certificates, 259 hold HND/BSc; while 29 have post 

graduate educational. The implication is that majority have the requisite qualification to 

understand the import of the study. In terms of usage, majority of the respondent users (very 

often, often) fall within the O’level to HND/BSc education qualification. Descriptive statistics were 

employed to examine the data. 

Table 4.5: Descriptive Statistics 

 N Range Minimum Maximum Mean Std. Deviation 

Frequency of Using ATMs 355 4 1 5 2.44 .907 

Reliability 1 355 4 1 5 3.74 .892 

Reliability 2 355 4 1 5 3.70 .975 

Convenience 1 355 4 1 5 3.84 .891 

Convenience 2 355 4 1 5 3.69 .977 

Convenience 3 355 4 1 5 3.46 1.025 

Responsiveness 1 355 4 1 5 4.37 .842 

Responsiveness 2 355 4 1 5 4.29 .855 

Responsiveness 3 355 4 1 5 3.83 .819 

security 1 355 4 1 5 3.86 .885 

security 2 355 4 1 5 3.69 .901 

security 3 355 4 1 5 3.37 1.187 

usage 1 355 4 1 5 3.83 .969 

usage 2 355 4 1 5 3.33 .942 

usage 3 355 4 1 5 3.54 1.028 

Valid N (listwise) 355      

The descriptive statistics used in this study are: mean, standard deviation, minimum, and 

maximum. Here minimum is 1 and maximum is 5. This is a confirmation that the items were 
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measured on five-point Likert scale. Mean ( ̅) and Standard deviation (SD) are the descriptive 

statistics used for preliminary analysis. From the result of the analysis, all the items have mean 

response above 2. Except for 3 items, all the items have standard deviations below one and this 

means that the respondents are in agreement with the dimensions of the research model.   

RELIABILITY AND VALIDITY ANALYSIS 

Table 4.6: Cross-Correlations 

 Reliability Convenience Responsiveness security usage 

reliability Pearson Correlation      

Sig. (2-tailed)      

N 355     

convenience Pearson Correlation .496**     

Sig. (2-tailed) .000     

N 355 355    

responsiveness Pearson Correlation .382** .379**    

Sig. (2-tailed) .000 .000    

N 355 355 355   

security Pearson Correlation .297** .196** .218**   

Sig. (2-tailed) .000 .000 .000   

N 355 355 355 355  

usage Pearson Correlation .274** .263** .124* .201**  

Sig. (2-tailed) .000 .000 .020 .000  

N 355 355 355 355 355 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

Pearson correlations was used to check discriminant validity and co-linearity among the variables 

and the results show there is no problem of co-linearity as no correlation is up to the .7 threshold, 

thus all the variables merit further analysis.  
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Table 4.7: Factor Analysis list of Communalities 

 Initial Extraction 

Reliability 1 1.000 .574 

Reliability 2 1.000 .706 

Convenience 1 1.000 .692 

Convenience 2 1.000 .635 

Convenience 3 1.000 .408 

Responsiveness 1 1.000 .747 

Responsiveness 2 1.000 .528 

Responsiveness 3 1.000 .387 

security 1 1.000 .654 

security 2 1.000 .388 

security 3 1.000 .818 

usage 1 1.000 .501 

usage 2 1.000 .709 

usage 3 1.000 .612 

Extraction Method: Principal Component Analysis. 

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy is .677, above the .5 thresh hold 

while the Bartlett’s Test of Sphericity show approximate Chi-Square value of 946.804 with a ῥ(par 

value) of .000 well below the .05 level of significance. This shows that the factor analysis is reliable 

and dependable; hence we proceed to interpret the individual items used to measure the 

variables. Fourteen items were used to measure the four independent variables and the one 

dependent variable used in the study and from the list of communalities/extraction, all the items 

except security 2 and responsiveness 3 loads very well above the .4 bench mark. Thus security 2 

and responsiveness 3 is an item for elimination and was removed in subsequent analysis. 

4.1 TESTING OF HYPOTHESES 

Five hypotheses were formulated for the study and were analysed using Categorical Regression 

(CATREG) which is a non-parametric regression that extends standard approach of linear 

regression by simultaneously scaling nominal, ordinal, and numerical variables (IBM-SPSS, 2011). 

The procedure quantifies categorical variables so that the quantifications reflect characteristics of 

the original categories (IBM-SPSS, 2011). The procedure treats quantified categorical variables in 

the same way as numerical variables. Using nonlinear transformations allow variables to be 

analysed at a variety of levels to find the best-fitting model (IBM-SPSS, 2011). CATREG was used in 

this study to combine the numerical variables and the nominal socio demographics in one 

regression model so as to obtain a better fit for the data. The data were transformed using Log10 
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after summation since the variables were measured with multiple items. All these were done with 

the aid of SPSS version 23, and the results of the analysis are shown below. 

Model Summary 

Multiple R R Square Adjusted R Square 

Apparent Prediction 

Error 

.537 .288 .259 .712 

Dependent Variable: usage 

Predictors: gender marital status monthly income education reliability 

convenience responsiveness security 

The first output/information from the CATREG is Model Summary and from this we see that 

Multiple R that is coefficient of multiple correlations is .527 which moderate. The coefficient of 

determination (R Square) is .288 while the Adjusted R Square is .259. This means that between 

25.9% to 28.8% of variations in attitudes towards ATM usage are accounted for by the 7 

independent variables. The next information is the ANOVA. 

ANOVA 

 Sum of Squares Df Mean Square F Sig. 

Regression 102.294 14 7.307 9.831 .000 

Residual 252.706 340 .743   

Total 355.000 354    

Dependent Variable: usage 

Predictors: gender marital status monthly income education reliability convenience 

responsiveness security 

ANOVA as part regression output provides the statistical test for the overall model fit in terms of 

the F ratio (Hair, Black, Babin & Anderson, 2010). Tabachinick and Fidell (2013) state that the 

overall inferential test in multiple regressions is whether the sample of scores is drawn from a 

population in which multiple R is zero. This is equivalent to the null hypothesis that all correlations 

between dependent variable (DV) and independent variables (IVs) are zero. For this analysis our F 

ratio is 9.831 which is significant at .000 hence the null hypothesis that Multiple R and the 

coefficients are zero is rejected. Based on this we proceed to interpret the coefficients and use 

them to validate the hypotheses.  
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Coefficients 

 

Standardized Coefficients 

df F Sig. Beta 

Bootstrap (1000) 

Estimate of Std. 

Error 

Gender .105 .049 2 4.559 .011 

Marital status .129 .062 1 4.304 .039 

Monthly income .042 .101 1 .169 .682 

Education .195 .056 2 12.118 .000 

Reliability .226 .093 2 5.957 .003 

convenience .222 .064 3 11.965 .000 

responsiveness .103 .053 2 3.886 .004 

Security .216 .114 2 3.615 .028 

Dependent Variable: usage 

The reliability variable has a positive coefficient of .226 and ‘F’ value of 5.957 which is statistically 

significant at .003 below the .05 margin of error hence the hypothesis one is accepted that there 

is a positive relationship between reliability and customers’ attitude towards ATM usage. 

Convenience variable has a positive coefficient of .222 and ‘F’ value of 11.965 which is statistically 

significant at .000 well below the .05 margin of error hence the hypothesis two is 

accepted/validated with the conclusion there is a positive relationship between reliability and 

customers’ attitude towards ATM usage. Responsiveness variable has a positive coefficient of .103 

and ‘F’ value of 3.886 which is statistically significant at .004 well below the .05 margin of error 

hence the hypothesis three is accepted/validated and the conclusion there is a positive 

relationship between responsiveness and customers’ attitude towards ATM usage. Security has a 

positive coefficient of .216 and ‘F’ value of 3.615 which is statistically significant at .028 well 

below the .05 margin of error hence the hypothesis four is validated with the conclusion there is a 

positive relationship between security and customers’ attitude towards ATM usage. Four socio 

demographics were used in this study: gender, marital status, income and education. Gender has 

a positive coefficient of .105 and ‘F’ value of 4.559 which is significant at .011 below the .05 

margin of error; marital status has a positive coefficient of .129 and ‘F’ value of 4.304 which is 

significant at .039 below the .05 margin of error; monthly income has a positive coefficient of .042 

and ‘F’ value of .169 which is significant at .682 above the .05 margin of error; while education has 

a positive coefficient of .195 and ‘F’ value of 12.118 which is significant at .000 below the .05 

margin of error. Of the four socio demographics, three are significant while one is not. Based on 

this hypothesis five which states that there is a positive relationship between socio demographics 

and customers’ attitude towards ATM usage is partially validated. 
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Correlations and Tolerance 

 

Correlations 

Importance 

Tolerance 

Zero-Order Partial Part 

After 

Transformation 

Before 

Transformatio

n 

Gender .095 .122 .104 .035 .985 .985 

marital status .183 .148 .127 .082 .966 .965 

monthly income .048 .047 .040 .007 .931 .866 

education .213 .221 .191 .143 .965 .931 

reliability .359 .229 .198 .281 .769 .673 

convenience .326 .223 .193 .252 .751 .732 

responsiveness .308 .159 .150 .107 .891 .698 

Security .276 .241 .210 .207 .942 .856 

Dependent Variable: usage 

The last information from the CATREG is the correlations and Tolerance matrix which show the 

importance of the variables in predicting as well as informing attitudes towards ATMs. From the 

table on the column of importance, reliability is the highest contributor to attitudes towards ATM 

usage followed by convenience, security, and responsiveness. For the socio demographics, 

education is highest followed by marital status, gender and lastly monthly income. 

4.2 DISCUSSION 

The main objective of this study is to empirically investigate customers’ attitudes towards ATM 

banking services usage among bank customers in Enugu metropolis; while the specific objectives 

of the study were to ascertain whether positive relationships exist between the attitudes towards 

ATM usage and reliability, convenience, responsiveness, security and socio demographics. 

Analysis of the data with CATREG shows that these four variables have strong positive 

relationships with customers’ attitude towards ATM usage. This agrees with Khan (2010), Agboola 

(2006), and others earlier cited in the literature review. The last objective of this study is to 

ascertain how demographic variables influence perception and use of ATM. Four socio 

demographics were used in this study: gender, marital status, income and education. These socio 

demographics show variations with res to attitudes towards ATM usage. 

5.   CONCLUSIONS AND IMPLICATIONS 

The rapid diffusion of ICT in the Nigerian banking sector provides a platform to use innovative 

technologies to enhance operational efficiency and quality of service to attract and retain 

customers. The rapid growth in use of ATMs in Nigeria offers opportunities to banks to use 

customers’ passion for this innovative service for strategic advantage. This study has shown that 

the attitude of the Enugu banking public is positive as it relates to the use of ATM as greater 
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percentage of the respondents indicated using it regularly. The study has also shown that 

variables like reliability of the ATM machines, convenience of use using them, the responsiveness 

of the bank staff, bring about positive attitude toward ATM usage. The study has also 

demonstrated that demographic variables like gender, education, and marital status influence 

positive attitude and use of the ATM machines. The banks should proactively monitor customers’ 

preferences with regard to use of this delivery channel for effective response.  

The rapid increase in number of ATMs and customers’ preference to use them because of 

multifaceted attributes are placing pressure on banks to respond aggressively to meet the 

customers’ needs. This study provides necessary input to the bank management to increase 

customers’ satisfaction through improving ATM service quality variables like reliability of the 

machines, and responsiveness. The focus should not be on ATM service quality dimensions only. 

This aspect should be augmented and integrated with other aspects of the service quality of banks 

for satisfaction of customers. Despite extensive use of ATMs, the absence of direct interaction 

with bank staff has increased customers’ apprehensions about security of transactions. To reduce 

the customers concerns the bank should improve the quality of interaction with the customers to 

alleviate these apprehensions with a view to improve ATM service quality. To further enhance 

attitude, ATM service should be able to provide enhanced interactivity, diversified offerings, and 

facilitate customers to participate in improving the service encounter with ATM and make it a 

memorable and pleasant experience. Banks should therefore focus not only on the satisfaction of 

ATM users, but also aim at delighting them to ensure their retention. Banks should develop 

strategies to motivate non- users through awareness, education, extending personalized services, 

and demonstrating the functions of ATMs.  

It is evident that convenience, reliability, and responsiveness are not the only characteristics that 

influence customers’ satisfaction. The other factors that contribute to customer satisfaction 

include trust, value, and image of the bank. Bank management should monitor the environment 

and identify the trends through marketing intelligence. They need to constantly up-date and 

differentiate their ATM service quality dimensions to ensure continuous satisfaction and retention 

of customers, and optimise their limited resources. Quick response to customers’ needs and 

queries about the ATM related services are important to improve the service standards of ATM. 

This would facilitate customers to participate in improvement, learn and perform, and have a 

pleasant experience through two-way communication.  

RECOMMENDATIONS  

Based on the findings, this study makes the following recommendations.   
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 Banks should improve the reliability of ATM machines by making sure that the machines are 

up to date and that they dispense cash. This is important as some of the ATM machines report 

out of service which customers go to transact banking on it. 

 Convenience is also one of the service quality variables studied in this work. The analysis show 

that the convenience variable is significant at .01 hence banks should ensure that ATMs are 

located at convenient places. 

Bank customers should also be responsive to customers’ requests and complaints about ATM 

especially when they hold customers cards without dispensing cash. Quick response to customer 

complaints will enhance customers’ positive attitude toward the machine.  

 Quick response to customers’ needs and queries about the ATM related services are 

important to improve the service standards of ATM. This would facilitate customers to 

participate in improvement, learn and perform, and have a pleasant experience through two-

way communication.  

 Despite extensive use of ATMs, the absence of direct interaction with bank staff has increased 

customers’ apprehensions about security of transactions. To reduce the customers concerns 

the bank should improve the quality of interaction with the customers to alleviate these 

apprehensions with a view to improve ATM service quality. To further enhance attitude, ATM 

service should be able to provide enhanced interactivity, diversified offerings, and facilitate 

customers to participate in improving the service encounter with ATM and make it a 

memorable and pleasant experience. 

LIMITATIONS AND FURTHER RESEARCH 

The limitations of the study are infrastructural inadequacies affecting the entire nation. Nigeria 

like many other developing countries has inadequate power and inefficient telecommunication 

services as well as poor satellite communications that limit the use of internet for extensive study 

of this nature. The conclusions of the study relates to a specific time in present. Additional study 

should be done on longitudinal basis to address the interactive and technological dimensions of 

ATM service quality that bring about negative attitudes to customers. The socio demographics 

used in this study variations over time with respect to attitudes and ATM usage. This requires 

further investigation and on a consistent basis. 
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