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Abstract

Consumer attitude influence consumer purchase behagcordingly to
this theory behavior is determined by intentiondiiclv are also
influenced by attitudes subjective norms. The gdnabjective of this
study was to assess the attitude of Awash IntemmaltiBank customer
towards ATM service. It is assumed that the studlyprovide basic
data about customer attitude. Both primary and seleoy data were
collected so as to make to a complete study. Teaahple of 200
customers involved in the study as a responderd. SEtondary data
was gathered from the company records, WebPagesngts, and
books available in the library. The finding indieatATM users are not
flexible with the ATM language service being afrafdouching wrong
button and have secured issues regardless of sgndensitive
information. It's clearly visible that speed, fararity and security are
important concerns identified by the bank manageém&hM is more
match the customer need and want. From the majodirfgs the
researcher can understand that ATM is more suitabén the human
interaction by giving adequate service and conaisge The exactness of
working transaction by an automated system is npezise than a
traditional banking system.In addition, significant numbers of
respondentslidn’t face any failure during the process and tlsar that
the bank gives the right service at the first tithat satisfied their
customer as well as there is no gap between thepaoyn service
delivery and expectations of the customer.

Keywords: Customer attitude, ATM Bank machine and automated
banking system

1. Introduction

1.1Background of the Study

According to Khan (2006) an attitude provides aieseof cues to
marketers. They predict future purchase, redesigrkaeting effort and
make attitude more favorable. Attitudes indicatewledge, feelings
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and intended action for the given stimulus. Morepwaeccording to
(Solomon, 2006) an attitude is a lasting, genevaluation of people
(including oneself), objects, advertisements ouass Consumers have
attitudes towards every product-specific behavas,well as towards
more general consumption-related behaviors. Sotitadss are formed
as the result of a need for order, structure ormmga This need is often
presents when a person is in an ambiguous situatiemcomforted with
a new product. Nevertheless, (kotler, 2005) stateabtivated person is
ready to act. How the person act is influencedibyohher perception of
the situation. Perception is the process by whiebpfe select, organize
and interprets information to form a meaningfultpie of the world.
People can form different perceptions of the satimusus because of
three perceptual processes; selective attentidectse distortion and
selective retention.

Awash international bank S.C (AIB) is the pioneervate commercial
bank in Ethiopia. After the downfall of the milifarregime and
introduction of market economic policy in1991, 48®under
shareholders established the bank with a paid-uptataof birr
24.2millon. The bank licensed on novemberl0O, 198dd started
banking operation on February 13; 1995. It was rhafter the popular
river “Awash” which is the most utilized river in the countespecially
for irrigation and hydroelectric power.

Currently, the bank has 120 branches spread thoaagime country,

thus boosting the wider branch network, which mak#s the leading

privet bank in branch network. All city brancheslaaimost half of the
outlying branches are providing online service. Ais already started
card banking service and providing 24/7 serviceugh ATM installed

in various parts of Addis Ababa city. The serviseaccessible not only
from AIBs machines but also from machines instalgdUnited Bank

and Nib International Bank. This will give an edgethe customer as
they can access their account from any corneretdivn and outlying

branches where such service is available. Techiwalbgevelopments in
banking service sectors have added a lot of confidorthe people on
one hand and on the other hand demand more andimvesments by
the public and private companies to acquire these.
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Financial institutions especially the banks usedb& maintained on
manual entry registers and ledgers and customers sexved through
cheques and pay orders. One of the most imporfasiiah technology
has been the introduction of Automatic Teller Mags (ATMs) for

interacting with customers. Through ATMs outletanks are able to
provide a host of banking facilities and servicdsol otherwise could
not be made available to customers after usual wortks of a bank.
This paper provide an insight to investigate thetdis that affecting the
attitude of customer towards ATMs, to study thelleinges that face
from the using the system and to identify the pegegk value how it

influence customer attitude.

1.2 Statement of the Problem

Consumer attitude influence consumer purchase b@hascordingly to

this theory behavior is determined by intentionshiolh are also

influenced by attitudes subjective norms. The mfehip between
attitude and behavioral intention has been widekangned and

supported empirically (Kim and Hunter, 1993). Nekieless, Noel

described in his book (2009) marketers’ defineduaté as a general,
lasting evaluation of an attitude object. An atlégwbject is any person,
object and advertisement or issue to which you heveattitude. An

attitude endures over time and it must apply to yrdifferent situations

and not to a momentary event.

Perceived value might have an influence on custoat#ude, as the
literature widely reports (Swait and Sweensy, 208fijude refers to a
learned predisposition to respond consistently favly or unfavorably
to an object. Since attitudes are learned, thewntieeted by information
and experiences. On the other hand, the fact th@udes are

predispositions to respond leads to their relatignswith actual

consumer behavior.

As explained by Garedachew (2010), Ethiopian customiss to enjoy
with the technological advancement in banking geatisich has been
provided to customers elsewhere in Africa and &s¢ of the world. This
is due to lack of awareness or perception of custdowards the benefit
of advanced technological tools. The modern E-bapknethods like
automated teller machine (ATM), debit card, creditd, Mobil banking
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and internet banking are new to the Ethiopian baplsectors-banking
which refers to the use of modern technology thiatva customer to
access banking services electronically whethes itoi withdraw cash,
transfer funds, and pay bills, or to obtain comnarmformation and
advices are not well known.

Awash international bank started provision of Eliag service in
2011. The bank want to achieve a competitive pwsiin the domestic
as well as in a global market, through buildingrargy relationship with
customers by provision a new services with goodliguand high

security. So the bank try to invest and reldadnformation technology
to present services to get confidence and satisfadhat customer
aspires through ATM (automated teller machine)iserv

The problem regarding ATM use by customers is a afighallenges,
factor and perception. The challenges faced by Adddrs deals with
the mental effort required, the ability and thedioonsumed to learn the
use of ATM machines. Looking in to the factors thd#tuence ATM
covers the following points. In today’'s fast pacéwtustry and
commerce, time is very precious commodity. Havingwanty-four-
seven access as well as easily reach is effidegarding the subjective
aspect of ATM users; human teller performance,ttafstechnology
make up the factors. Even though ATM has a lot ehdjits in
delivering service to customers like saving costsvhich the customer
will not incur transportation cost or search cast lbranches, time cost
minimization meaning it saves time of the custonfbercause the
customer can get the quick service with a clickvémgre they are and
anytime they want.

Therefore, this study investigate the challenges ttustomer face in
using ATM. and their attitude influenced by thettas. Also deals with
the perceived value of customer towards ATM.

1.3 Basic Research Questions

This study attempted to assess the customer atitodards Awash
International Bank s.c on the following basic resbajuestions:-

» What are the challenges customers face from the Asistem of
Awash International Bank?
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* What are the factors that affecting the custometude in using the
ATM system of Awash International Bank?
* How does the perceived value influence custometuddt towards
ATM system of Awash International Bank?

1.4 Objective of the Study
1.4.1. General Objective

The general objective of this study was to asdessattitude of Awash
International Bank customer towards ATM service.

1.4.2 Specific Objective

The following are the specific objectives that #tedent researcher was
tried to achieve;

* To point out the challenges customers face fromAfhkl system of
awash international bank

* To investigate the factors that affecting the cogpattitude towards
ATM service

* To examine the perceived value influences custatitude towards
ATM system

2. Research Design and Methodology

This section presents an overview of the methodswere used in the
study. Areas covered include the research desigpulation, and
sample, sampling techniques, data collection aatyais.

2.1 Research Design

To accomplish the stated objective and to seek enswthe research
guestions, the student researcher used a deserigsearch method.
This helps to describe and explain briefly the méjudings in assessing
customer’s attitude towards ATM service.

2.2 Population and Sampling Techniques

As sources of data the branch manager of the coyngad customers
who are using ATM service were used are populatoinghe study.
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Since the number of customers is difficult to deliee the student
researcher has taken total sample of 200 custoinased on the
recommendation of (Malhotra, 2006) for this purposs probability
sampling technique specifically convenience is used as to get
respondents in there available time and place. ié&@ selected from
the head office; 60 were selected from bole (fredmg); and the other
40 were selected from meskel flower.

2. 3 Types of Data Collected

Both primary and secondary data were collected ssdoamake to a
complete study. The primary data was collected & fgesh and
relatively genuine information form costumers anahiager of the bank.
The secondary data was gathered from the compaoyd® WebPages,
journals, and books available in the library in erdo assess past
working tradition of the company and compare itwitie primary data.

2. 4 Data Collection Methods

The primary data were collected by distributing siimnaires to
customers of AIB. In addition, interview was conthet with branch
manager. The instrument was chosen on the bekfttiey will elicit

primary information needed for the study. Whereasordary data
analysis was also be made based on such sourcemgmmy records,
web page, journal, and book available in the Iyarar

2.5 Data Analysis Techniques

The quantitative data that collected through closedied questions were
analyzed by descriptive data analysis techniquesifspally frequency
and percentage; and tabulated. Responses thatow&i@ed from open
ended questions and the interview response weratedrand are used
to support the analysis.

Generally, the data which was obtained using qoestires and
interview was descriptively analyzed, interpretiailly conclusion and
recommendation was forwarded based on the findings.

2.6 Limitation of the Study
While conducting the research study there were sdamotors that
hindered the study not to be carried out as it @qgeected from which;
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guestionnaires were not fully returned for analysismpany branch
manager were not easily accessible for interviewMevertheless the
student researcher finally collects the necessata do conduct the
research.

2.8 Significance of the Study

In the service sector like banking industry comparmeally need to be
more alert of their costumer need and want. In otdesustain their
competitive in the market place each bank needrtwigle excellent
service towards their entire customdtsis also in the assumption that
the study will provide basic data about custométudie. Beside, the
finding of this study will be used for other similstudies on the future.
Moreover, this research also helps to fulfill acagerequirement of BA
degree in marketing management.

2.9 Delimitation of the Study

In this study, the student researcher is focusadlynan the assessment
of customer attitude towards ATM service of Awasteinational Bank.

Since the customers are many in numbers, it wapossible to address
all; as a result the student researcher chosefgpaas for the study,
which includes; customers found at the head offjgarter at beherawi,
bole (frindiship), meskel flower branch. These ¢hrcations are

selected for the reason that customers in this aredelieved to have
relatively high transaction with the company’s ATdstem user data.
The researcher used data that are available bet&eptember2011-
May2015 since the organization started deliverirggervice in the year
2011.

3. Data Presentation, Analysis, and Interpretation

This chapter deals with the data presentationyaisaland interpretation
of the data gathered from both customers of Awasérmational Bank
S.C. the data were obtained through questionnalites.questionnaires
were distributed to customers of awash internatibaak.

The summarized data then analyzed by applying gser analysis
method using tables, following detail explanatioaislast interpretation
is made to demonstrate implications of major fiiggin
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3.1 Analysis of Respondents General Characteriss

Table 1: General Characteristics of Respondents

ltem | ltem Description NO. of Percentage
NO. Respondents| (%)
1. Male 91 47.2
Gender Female 102 52.8
Total 193 100
2. <20 - -
21to 35 121 62.7
Age 36 to 50 54 28.0
51to 65 18 9.3
>65 - -
Total 193 100
3. 10/12 grade - -
Certificate 18 9.3
Educational Diploma 45 233
background Degree holders| 130 67.4
Master and
above i i
Total 193 100
4, Student 9 4.7
Occupation Employee 148 76.7
Retired 9 4.7
Merchant 27 13.99
Total 193 100
5. Respondents <lyear - -
Period of Stay as 1-2years 74 38.3
Customers 3-4years 64 33.2
>4years 55 28.5
Total 193 100

As described in table 1, gender composition of sadpnts were found
to be 91(47.2%) male while the remaining 102(52.8%&ye female

respondents. With respect age of respondents pomdsnt were found
to be less than 20 years old, 121(62.7%) of theid H#ey are in

between the age of 21 and 35, 54(28%) of themtbai are in the age
range between 36 and 50 years, 18(9.3%) of theonelgmts said they
are in the age range between 5land 65 years. Theme respondent
who said he/she is more than 65 years old. Basdtieodata indicated
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above one can deduce that more than half of thmnrekents were found
to be young. It implies the respondents easily tstdad the questions.

According to item 3 of table 1 which indicates eatimnal qualification
of respondents 18(9.3%) certificate holders, 43().8iploma holders,
130(67.4%) have first degree. Based on the dataatet! above one can
deduce that majority of the respondents can uralaighe questions.

According to item 4 of table 1 which indicates qgation of

respondents 9(4.7%) of them said they are studéd®®, (76.7%) of
them said they are employees, 9(4.7%) of themtbaig are retired, the
remaining 27(13.99%) of them said they are merchdntline with the

above data one can deduce that majority of theorslmts are
independents on themselves.

Item 5 of tablelindicates number of years respotsddmecame
customers of the case company 74(38.3%) of them % years,
64(33.2%) of the respondents said 3-4 years, amd rdmaining
55(28.5%) of said they are customers of the casgaay for more than
4 years. Based on the data indicated above ondexduce that majority
of the respondents are customers of the compang-foiyears in turn
indicates this customers have adopt ATM service.

Table 2: Customers Usage and Benefits of Using ATMs

Item | Item Scale NO. of Percentage
No. Respondents | (%)
1 How frequently do Daily 30 15.5
you use ATM?
Weekly 51 26.4
Twice a 65 33.6
week
Occasionally | 47 24.4
Total 193 100
Online 19 9.8
payment
Checking 37 19.3
balance
Withdrawal |74 38.3
Total 193 100
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3 Which one of the Convenience | 19 9.8
following is the time
benefits/s for you to
use ATM service of Saves time 82 425
the AIB?
24/7 services| 65 33.7
Improve 27 14
customer
service

Item 1 of table 2 indicates how frequently the oostr use ATM

30(15.5%) of the respondents said they use ATMyd&il (26.4%) of

them said they use weekly, 65(33.6%) of them daeg tise ATM twice

a week, the remaining 47(24.4%) of them said they occasionally.
Based on the data indicated above one can dedateubktomers have
different frequent interval for using ATM services.

Item 2 of the same table indicates the reasonsndetsing ATM.
Accordingly, 19(9.8%) of the respondents said thesge ATM for
convenience of time, 82(42.5%) of them said theg ASM for to
saving time, 37(33.7%) of them use ATM for the oeaef 24/7 service;
and the remaining 27(14.0%) of them use for thesaeaof improve
customer service. Based on the data indicated ame¥ean deduce that
customers have different reason for using ATM m@aehBased on the
data indicated above one can deduce that the reagon for customers
to use ATM service of AIB is its convenience inngsithe service any
time.

Table 3: The Ability and Ease of Using ATM Servie

Item | Iltem Scale NO of Percentage
no. respondents| (%)
1 | think that interaction Strongly | 72 37.3
with ATM service require | Agree
a lot of mental effort. Agree 84 43.5
Neutral | 19 9.8
Disagree | 9 4.7
strongly | g 4.7
Disagree
Total 193 100
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| have the ability to use Strongly
2 ATM service. Agree 92 4.1
Agree 65 33.7
Neutral |9 4.7
Disagree | 9 4.7
strongly |4 9.3
Disagree
Total 193 100
It would take me lots of Strongly
. 37 19.1
3 time to learn how to use Agree
ATM service. Agree 91 47.2
Neutral |9 4.7
Disagree | 46 23.8
strongly |, 5.2
Disagree
Total 193 100

Item1 of table 3 indicates whether interaction WAhiM service require
a lot of mental effort or not. Respondents replyesd that 72 (37.3%) of
them said strongly agree, 84(43.5%) of the respaisdimdicated that
they agree, 19(9.8%) of them said they are ne(dl7%) of them said
they disagree; and the remaining 9(4.7%) of therd #aey strongly
disagree. Based on the data indicated above, andethuce that almost
half of the respondents said either strongly agseeagree for the
guestion which asked whether the interaction wigtteonic banking
service require a lot of mental effort. It impligst if ATM takes a lot of
mental effort for user it happens to be more cocapéid and hard for
new comers’ user or for old peoples. This meanisthigatendency to use
ATM cards will be low which probably increase thestomers contact
with banks which might increase the service fagure

Table3 indicates whether the respondents havehtiy af using ATM
service or not and 92(47.7%) of them said strorgjsee, 65(33.7%) of
the respondents indicated that they agree, 9(40f%)em said they are
neutral, 9(4.7%) of them said they disagree, apd¢maining 18(9.3%)
of them said they strongly disagree. Based on finiding one can
deduce that almost half of the respondents sdmtregtrongly agree or
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agree to indicate that they have the ability to A3@ service. This
show as majority of them has the ability of using ATM service, they
know-how to use the service.

Item3 of table 3 indicates whether it takes timéetrn how to use ATM
service or not; and 10(5.2%) of them said that tbegngly disagree,
46(23.8%) disagree, 9(4.7%) neutral, 91(47.2%) eagrand the
remaining 37(19.1%) of them said they strongly agBased on the data
indicated above one can deduce that almost abovVe dfathe
respondents said agree as they taking time to leamnto use ATM. If
this is the case the customers might not tendecAIdu’s.

Table 4: Challenges Users Faced in Using ATM

Iltem | Item Scale NO of| Percentage
no. Respondents| (%)
1 I have confidence in| Strongly Agree | 37 9.2
using ATM system Agree 18 9.3
Neutral 37 19.2
Disagree 55 28.5
Strongly 46 23.8
Disagree
Total 193 100
2 There is no danger of| Strongly Agree | 27 14
my card getting stuck | Agree 55 28.4
in the machine Neutral 93 48.2
Disagree 9 4.7
strongly 9 47
Disagree
Total 193 100
3 The speed of login to| Strongly Agree | 63 33.6
my account is fast| Agree 85 44.0
when | use ATMs Neutral 9 4.7
Disagree 27 14.0
strongly 9 4.7
Disagree
Total 193 100

As indicated on item 1 of table 4 respondents askethhey have
confidence in using ATM system or not, 37(19.2%) tbém said
strongly agree, 18(9.3%) agree, 37(19.2%) of theit they are neutral,
55(28.5%) of them disagree, and the remaining 48(3a8 strongly
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disagree. Based on the data indicated above, andethuce that almost
half of the respondents said that either strongdagtee or disagree on
having confidence in using ATM system. It showd tha users of ATM
don’t feel confidence with the service.

Item 2 of table 4 indicates respondents asked veheliere is no danger
if the card getting stuck in the machine. Among mbpondents,
27(14%) of them said strongly agree, 55(28.4%) &g83(48.2%) of
them are neutral, 9(4.7%) of them disagree, anddhmining 9(4.7%)
of them said they strongly disagree. Based on #ta ohdicated above
one can deduce that almost half of the respondandiseither neutral or
disagree for the question which asked respondenitwdicate that there
is no danger if the card getting stuck in the maehlt indicates that the
bank’s ATM machines are working properly so thetooer not going
to get in this kind of trouble. As the branch manggted that the bank
has established task force which is dedicates IvirgpATM problem
issues.

Item 3 of table 4 indicates whether the speed gihlto their account is
fast or not. Of all respondents, 63(33.6%) of theaid strongly agree,
85(44%) of the respondents indicated that theyead®ét.7%) of them
said they are neutral, 27(14%) of them said thesagtee, and the
remaining 9(4.7%) of them said they strongly disagrBased on the
data indicated above one can deduce that almdsoftie respondents
said either strongly agree or agree for the questihich asked
respondents to indicate that the speed of logiéo account is fast. It
shows that the customers are enabling their agtipitckly
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Table 5: Availability of the Service

Iltem | Item Scale No of Percentage
NO. Respondents | (%)
1 ATM is convenience Strongly 37 19.2
at any time Agree
Agree 73 37.8
Neutral 65 33.7
Disagree 9 4.7
strongly | g 4.7
Disagree
Total 193 100
2 ATM is convenient | Strongly 37 19.2
any where Agree
Agree 64 33.2
Neutral 65 33.7
Disagree 18 9.3
S’Frongly 9 4.7
Disagree
Total 193 100

Item1 of table 5 indicates whether ATM is conveniagnany time or not
37(19.2%) of them said strongly agree, 73(37.8)th&f respondents
indicated that they agree, 65(33.7%) of them samly tare neutral,
9(4.7%) of them said they disagree, and the rem@ifi{(4.7%) of them
said they strongly disagree. Based on the datazatell above one can
deduce that almost half of the respondents saierefteutral or agree for
the question which asked respondents to indicateutatATM’s
convenience at any time. It shows that users cachrthe service at any
time they want.

Item 2 of table 5 which indicates whether ATM isngenience at any
time or not; and 37(19.2%) of them said they stlpagree, 64(33.2%)
of the respondents agree, 65(33.7%) of them ar&raled8(9.3%) of

them said they disagree; and the remaining 9(4.G%hem said they
strongly disagree. Based on the data indicated gbawe can deduce
that almost half of the respondents said eithetrakor agree for the
guestion which asked respondents to indicate adlt convenience at

anywhere. This response implies that the bank’s Afflsichines are
reach out many areas that can customer get theseamywhere they
are, which in return there is no need to costrangportation and it can
even saves their time.
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Table 6: Users Dealing with Service and the Effeateness of the Service

Iltem | Item Scale NO. of Percentage
NO. Respondents | (%)
1 | rather prefer dealing Strongly 19 98
with the human teller Agree '
Agree 46 23.8
Neutral 9 4.7
Disagree | 55 28.5
Strongly | ¢, 33.2
Disagree
Total 193 100
2 Using ATM enables me to | Strongly
accomplish banking Agree 36 18.7
activities more easily Agree 74 38.7
Neutral 36 18.7
Disagree | 19 9.8
Strongly | »g 145
Disagree
Total 193 100

Respondents asked, item 1 of table 6, to indicdtether they rather
prefer deal with the human teller or not resporat:th9(9.8%) of them
said strongly agree, 46(23.3%) agree, 9(4.7%) emtlsaid they are
neutral, 55(28.3%) disagree, and the remaining 32¢8) of them said
they strongly disagree. Based on the data indicafeave one can
deduce that almost half of the respondents saidereitlisagree or
strongly disagree for the question asked to indidhft service with
ATM is more interesting than interaction with huntaher.

As indicated on item 2 of table 6, respondents dskbether ATM
enables to accomplish banking activites more wagr not.
Accordingly, 36(18.7%) of them said strongly agré4(38.7%) of them
agree, 36(18.7%) of them said they are neutral9.8%§) of them
disagree, and the remaining 28(14.5%) of them s¢hey strongly
disagree. Based on such fact one can deduce tmast@ahalf of the
respondents said agree on that ATM make the barkitigity easier.
That means ATM saves more time and energy compatesttraditional
service.
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Table 7: Customers Encounter in Using ATM Services

Item | Item Scale NO. of Percentage
no. Respondents| (%)
1 When transaction errors Strongly
, 18 9.3
occurs | worry that | can’t Agree
get compensation from the | Agree 45 23.3
bank Neutral | 56 29.0
Disagree | 65 33.7
strongly | g 4.7
Disagree
Total 193 100
2 ATM is available in the Strongly
37 19.2
language | can understand | Agree
Agree 28 14.5
Neutral | 54 28.0
Disagree | 56 29.0
strongly | g 9.3
Disagree
Total 193 100

Item 1 of table 7 indicates what if transactionoesroccur, do they
worry that they can’t get compensation from thekbannot. Among all
respondents 18(9.3%) of them strongly agree, 43¢2Bof them agree,
56(29.0%) of them said they are neutral, 65(33.0%them said they
disagree, and the remaining 9(4.7%) of them saayg sitrongly disagree.
Based on the data indicated above, one can detlatalinost half of
the respondents said either neutral or disagreehrquestion which
asked respondents to indicate that they can geigbnocompensation
from the bank..

According to item 2 of same table which indicatelsether ATM is

available in the language they can understand pr37¢19.2%) of them
responded strongly agree, 28(14.5%) of them inddcdhat they agree,
54(28%) of them said they are neutral, 56(29%) hent said they
disagree, and the remaining 18(9.3%) of them shily tstrongly

disagree. Based on the data indicated above ondezhrce that almost
half of the respondents said either neutral or egfiehat means the
customers are not comfortable in the language #reyusing in the
ATM machine.
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Table 8: Security and Trust issues of the Service

Iltem | Item Scale NO. of Percentage
no. Respondents| (%)
1 | trust the ATM Strongly 18 93
technology provided by Agree |
the bank Agree 46 23.8
Neutral | 18 9.3
Disagree| 56 29.0
strongly | g 28.5
Disagree
Total 193 100
2 I don_t feel se(?gred in Strongly 37 19.2
sending sensitive Agree
information during ATM | Agree 55 285
transaction Neutral | 46 23.8
Disagree| 27 14.0
strongly | g 145
Disagree
Total 193 100

A described on item 1 of table 8, respondents askegther user don't
trust ATM service or not; and replied that 18(9.3%) them said
strongly agree, 46(23.8%) agree, 18(9.3%) neub®(29%) disagree;
and the remaining 55(28.5%) of them said they giisodisagree. Based
on the data indicated above one can deduce thaistlimalf of the
respondents said either strongly disagree or deeafpr the question
asked. Accordingly, this situation indicate thastcumer have no or less
trust in ATM; and the technology might frustraten and might not
feel confident enough in utilizing the technology.

Item 2 of table 8 indicates respondents asked wheatbers don't feel
secured in sending sensitive information throughMA3ervice or not.
Accordingly, 28(14.5%) of them said strongly dissgyr55(28.5%) of
the respondents indicated that they agree, 46(238%em said they
are neutral, 27(14%) of them said they disagreet @we remaining
37(19.2%) of them said they strongly agree. Basethe data indicated
above one can deduce that almost half of the relgmis agreed for the
asked question. From this, one can understandhbatustomers don’t
feel secure in sending information using ATMs. Thaght create a
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negative image about the bank’s ATM in protectingnsstive
information’s of its customers which will discoumaghem (customers)
to utilize the ATMs service much often.

Table 9: ATM Compares’ To the Bank Branch

Iltem | Item Scale No. of Percentage
no. Respondents | (%)
23 | ATM could Strongly 18 93
replace the bank | Agree
branch Agree 36 18.7
Neutral | 64 33.2
Disagree | 47 24.4
strongly | g 145
Disagree
Total 193 100

According to item 23 of table 9 which indicates wWee ATM could
replace the bank branch or not 18(9.3%) of therd s&iongly agree,
36(18.7%) of the respondents indicated that thegeadb4(33.2) of them
said they are neutral, 47(24.4) of them said thesagtee, and the
remaining 28(14.5%) of them said they strongly glisa. Based on the
data indicated above one can deduce that mosihdife respondents
said either neutral or disagree for the questioichvasked respondents
to indicate that ATM could not replace the banknota

3.2 Interview Analysis

To gather more information about companies ATMaysof Awash
International Bank, interview questions were forsat to the branch
manager of the bank. Accordingly, the interviewspanses to the
guestions are explained briefly as follow.

1. How efficient is banking in terms of availingetinfrastructures and
their services to meet customers’ needs or reqenes?

* We are preceding infrastructure network with highdsga network
power that facilitates European standard levesingiATM.

2. How do you solve problems that customer miglebenter in using
ATM

* We have established task force which is dedicatestliving ATM
problem issues.
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3. What kind of attitude and level of knowledge slgeur customer
have for ATM system effectiveness?
* We give them enough orientation and how to use ACEYH

properly.

4. What are some of challenges your company fapeawiding ATM
service?
* Infrastructures of the country.

5. How do you see your bank coping up with theskatechnology and
standards for ATM banking system?

* We are using the latest banking version of techmotmpied
currently European banks are using.

4. Summary, Conclusions, and Recommendations

This part of the research paper incorporates sugnneenclusions and
recommendations of what has been studied so far.

4.1  Summary of the Major Findings

» The response of ATMs customers reveal that theye Hdifferent
usage and reasons to use include: 116(60%) of tlesATM weekly
and twice a week; and 147(76.2%) of them use ATMHe reason that
it saves time and gives 24/7 service.

» 156(80.8%) of the respondents strongly agreed werealgthat ATM
take a lot of mental effort. Most of 128 (66.3%¢ ttespondents have
said it takes a lot of time to learn how to use ATM

» The majority 101 (52.3%) of the respondents saiongly disagree
or disagree about their confidence in the servidkost of the
respondants111 (57.5%) didn’t have trust in ATM $tilt using it.

» Regardless of the card stack in the machine andspleed of the
login to their account, 148(77.6%) they are satsfivith the system,
101 (52.3%). They are able to get the service wivhare and anytime
so that it can make their life easily and interestiNo need to wait a
long line to withdraw money. They can get the senby anywhere with
a click

» Most of the respondents 119 (61.7%) do not wanthtmaan teller
interaction. The system is good enough to for theegd of self-service.
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For that matter they are willing to serve by thelvee to the system
more quickly.

> Yet if the transaction error can occur most of tlespondents
121(62.7%) agreed that the bank gives a fit congtears for the flirty
of the process but the bank maintain the automatachine well.

» Most 110(57%) of the customer considers that dgaliith the
language with the system is hard. They have neattiiide in that the
ATM could replace the bank branch however they dt@€l secured in
sending sensitive information through ATM.

4.2. Conclusions

» ATM users are not flexible with the ATM languagesee being
afraid of touching wrong button and have secursedas regardless of
sending sensitive information. The data revealemt the customers
don’t have trust and full confidence in using thEM

» It's clearly visible that speed, familiarity andcseity are important
concerns identified by the bank management. Usees head to
understand that the management dealt with secanty availability
concerns. The management acknowledges the impertanaser liking
the technology, more importantly familiarity, speaad efficiency are
more demanding in the service;

» ATM is more match the customer need and want. Rtoenmajor
findings the researcher can understand that ATkhase suitable than
the human interaction by giving adequate servicd aansistency.
Because humans are depending on their mood thegetdired of work
they are more attached with emotion but machinesfr@e from this
kind of issues. They didn’t get tired they can se?4/7 all the customer
by the same level and capacity. So this are theorsausers choose
automated machine instead of human interactiothi®improvement of
service delivery;

» The exactness of working transaction by an automnatestem is
more precise than a traditional banking system. kBaperational
efficiency does not rely on whether the bank usesaaual system or
automated banking system. The main difficulty iattkthe traditional
banking system consumes more time than an autorbatddng system
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with precision. Therefore, users prefer choosea@tbhome than to go
to the bank and a save their precious time rdttear waiting a long line
to their credits or money requirements; and

» In addition, significant numbers of respondenlisin't face any

failure during the process and it's clear that bamk gives the right
service at the first time that satisfied their oasér as well as there is no
gap between the company service delivery and eapecs of the

customer.

4.3 Recommendations

Based on the major research findings that have Bisenssed so far the
following points are recommended by the studerdaeshers.

» The bank should engage in assigning security guardrder to

present a higher excellence of security. In futtine, banks have to fix
hidden cameras whenever ATMs are installed. Perlies to this

benefits, the bank expand over its branches inbidweking line for

service providing outlet and also try to win mored anore accounts,
businesses and customers in the market. The basdsre strive for

supreme on these issues as well as share themtades.

» The bank should motivate the intensive use of ATMnmtion
introduced to the market and improve the excellevicéhe service in
order to add the usage of customer by way of iimsgaimore ATM
centers at different places it can attract mordarusrs. So in order to
expand its ATM facility it can take a course ofiantto install ATM
centers in the areas other than the bank.

» The bank should teach customers on how to use AT¥s. bank

should establish customer acknowledgment of ATMinpmut the

benefits of ATM services. l.e. time saving, easdgcessible and
information provider of their financial status toeettraditional users is
able to access to the services, so they do not Haubts to use the
services. This empowers the bank to sustain a g@sdciation with
users and to conduct efficiently the banking senand being able to
cop up with the current environment of banking v

» The bank needs to build customer confidence by igmy the
security employed in both technical and non-techinierms. And how
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to timely engage with the problems as they happed present
introducing on how to use ATM service within thexgmage they can
understand by adding two or three common Ethiof@aguage. It helps
the customer to be more friendly and flexible wilie ATM service and
develop good customer attitude to the bank service.

» The government is the major player in building iteastructure of
the nation. The student researcher further recordmdéimat Ethiopian
telecommunication and the bank should have a coatell task force to
provide supreme service, as well as establishingisdence regarding
system and security issues.
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