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Abstract 
The emergence of digital technology has significantly transformed the banking sector, leading 

to increased adoption of online banking services. Online banking offers customers 

convenience, accessibility, speed, and cost-effective financial transactions. However, the 

preference for online banking varies among different age groups due to differences in 

technological literacy, trust, perceived risk, and banking habits. This study examines consumer 

preference for online banking among different age groups and identifies the factors influencing 

their adoption and usage behavior. Primary data were collected from 200 respondents through 

a structured questionnaire. Statistical tools such as percentage analysis, mean score analysis, 

chi-square test, and correlation analysis were employed. The findings reveal that younger 

consumers demonstrate a higher preference for online banking due to greater familiarity with 

digital technologies, while older consumers exhibit concerns regarding security and 

complexity. The study concludes that age significantly influences online banking adoption and 

recommends targeted strategies to improve digital banking acceptance among all age groups. 
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1. Introduction 

Technological advancements have revolutionized the banking industry by introducing 

innovative digital services that enable customers to perform banking transactions remotely. 

Online banking has emerged as one of the most significant developments in the financial sector, 

allowing customers to access banking services anytime and anywhere through internet-enabled 

devices. 

The increasing penetration of smartphones, internet connectivity, and digital payment systems 

has encouraged consumers to adopt online banking services. However, customer preferences 

vary considerably across different age groups. Younger individuals are generally more 

comfortable using technology and tend to adopt online banking more readily than older 

consumers. Understanding these differences is essential for banks to develop age-specific 

strategies that enhance customer satisfaction and promote digital banking adoption. 

2. Review of Literature 

Davis (1989) developed the Technology Acceptance Model (TAM), which identified perceived 

usefulness and perceived ease of use as key determinants of technology adoption. The study 

demonstrated that individuals are more likely to use technology when they find it beneficial 

and easy to operate. 

Research on digital banking indicates that younger consumers exhibit greater acceptance of 

online banking due to higher technological competence and frequent internet usage. Studies 

also suggest that security concerns and lack of digital literacy remain significant barriers among 

older consumers. 

Reports from the Reserve Bank of India emphasize the rapid growth of digital banking services 

and highlight the importance of customer trust, cybersecurity, and awareness programs in 

encouraging online banking adoption. 

Existing literature suggests that demographic factors, particularly age, significantly influence 

customer attitudes and preferences toward online banking services. 
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Kotler, P., & Keller, K.L. (Marketing Management) emphasized the importance of 

understanding consumer behavior, customer satisfaction, and value creation in marketing. The 

authors explained that consumer preferences are influenced by cultural, social, personal, and 

psychological factors. They argued that organizations must identify customer needs and 

provide services that offer convenience, reliability, and satisfaction. In the context of online 

banking, the concepts presented by Kotler and Keller suggest that customers are more likely to 

adopt digital banking services when they perceive them as beneficial, secure, and capable of 

meeting their financial needs efficiently. Their work provides a valuable framework for 

analyzing consumer preferences and decision-making processes related to online banking 

services. 

3. Objectives of the Study 

1. To examine consumer preference for online banking among different age groups. 

2. To identify factors influencing online banking adoption. 

3. To analyze age-wise differences in online banking usage patterns. 

4. To evaluate consumer perceptions regarding security and convenience. 

5. To provide suggestions for improving online banking adoption across age groups. 

4. Research Methodology 

Research Design 

The study adopts a descriptive and analytical research design. 

Sources of Data 

Primary Data 

Data were collected through a structured questionnaire administered to banking customers. 

Secondary Data 

Information was collected from journals, books, RBI reports, websites, and research articles. 

Sample Size 

A total of 200 respondents were selected using convenience sampling. 

Classification of Age Groups 

• 18–30 Years 

• 31–45 Years 

• 46–60 Years 

• Above 60 Years 

Statistical Tools Used 

• Percentage Analysis 

• Mean Score Analysis 

• Chi-Square Test 

• Correlation Analysis 

5. Data Analysis and Interpretation 

Age-wise Distribution of Respondents 

Age Group Respondents Percentage 

18–30 Years 80 40% 

31–45 Years 60 30% 

46–60 Years 40 20% 

Above 60 Years 20 10% 

Total 200 100% 

The majority of respondents belong to the younger age category, indicating higher participation 

in digital banking activities. 

Preference for Online Banking 
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Age Group Prefer Online Banking 

18–30 Years 92% 

31–45 Years 85% 

46–60 Years 65% 

Above 60 Years 40% 

The results indicate that preference for online banking decreases with increasing age. 

Reasons for Using Online Banking 

Factor Mean Score 

Convenience 4.60 

Time Saving 4.45 

Accessibility 4.35 

Ease of Transactions 4.25 

Cost Effectiveness 4.10 

Convenience emerged as the most influential factor affecting online banking preference. 

Security Concerns Across Age Groups 

Age Group Security Concern (%) 

18–30 Years 30% 

31–45 Years 45% 

46–60 Years 65% 

Above 60 Years 80% 

Older consumers demonstrate greater concern regarding online banking security. 

Chi-Square Analysis 

The chi-square test revealed a significant association between age group and preference for 

online banking, indicating that age plays a crucial role in determining adoption behavior. 

6. Findings 

1. Younger consumers exhibit higher preference for online banking services. 

2. Convenience and time-saving benefits are the primary reasons for adoption. 

3. Security concerns increase with age. 

4. Older consumers prefer traditional banking methods due to trust and familiarity. 

5. Technological literacy significantly influences online banking usage. 

6. Mobile banking applications are particularly popular among younger respondents. 

7. Age has a statistically significant relationship with online banking preference. 

7. Suggestions 

1. Banks should provide digital literacy programs for senior citizens. 

2. Security awareness campaigns should be conducted regularly. 

3. User interfaces should be simplified for elderly customers. 

4. Banks should offer personalized assistance for online banking registration and usage. 

5. Strong cybersecurity measures should be communicated effectively to customers. 

6. Mobile banking applications should be designed to cater to diverse age groups. 

8. Conclusion 

Online banking has become an essential component of modern financial services. The study 

demonstrates that consumer preference for online banking varies significantly across different 

age groups. Younger consumers show a higher inclination toward digital banking due to their 

familiarity with technology and preference for convenience. In contrast, older consumers 
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remain cautious because of security concerns and limited technological expertise. Banks must 

adopt age-specific strategies, enhance customer education, and strengthen security measures to 

ensure wider acceptance of online banking services. By addressing the unique needs of 

different age groups, banks can promote inclusive digital transformation and improve customer 

satisfaction. 
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