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Understanding multi-channel banking customers
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5. Conclusions and implications

One of the most dramatic market changes arising from the advent
of the new technologies is the increase in the number of product
information and distribution channels through which customers are
able to interact with firms. In this context of multiple forms of
interaction between firms and their customers, success depends
closely on an understanding of how to handle customers who use or
demand several different channels in their relationship with a given
firm, that is, so-called multi-channel shoppers, whose behavior needs
to be closely studied if the firm wants to achieve customer satisfaction
and loyalty.

The main aim of this study is to analyze the role played by the
number and range of products purchased and services used by
consumers to explain multi-channel behavior.

The results show that practically all the bank’s customers (97%)
display some form of multi-channel behavior. 52% of the customers
use physical banks and ATMs and approximately one third more use
the online channel in addition to the two mentioned above. The
entropy value is low, nevertheless. In other words, despite using
different channels to do their banking, customers tend to use one
channel, usually the ATM, more than any other. This is verified by the
usage percentages of the various channels.
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