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ABSTRACT  

An ATM card is a payment card that helps facilitate a financial transaction by deducting 

money directly from a consumer’s account to make the payment.  Customers who use ATM 

cards frequently are more likely to spend more money than customers who use their cards 

rarely. This affects customers saving culture and this is a common problem for ATM card 

users. The main purpose of this thesis is to explore the effect of an ATM card on customers 

saving culture.  It also assessed whether there is a link between being an active ATM Card 

user and spending of money. It further explored the contribution banks make towards the 

saving culture of customers through the facilitation of how ATM Cards are being utilised by 

the customer. The setting for the research was the Bank of Abyssinia and its selected five 

branches; the branches are chosen as they are identified as having a significant amount of 

active ATM Cards users. The study has applied a quantitative approach to address the 

aforementioned points of research. The finding of the study is that indeed there is a strong 

relationship between the use of an ATM Card and spending of money. Plus, the result also 

showed us that an ATM card affects customers saving culture. And banks contribution has a 

paramount effect on saving culture of customers. Finally, the study recommended Bank of 

Abyssinia to send an Alert/SMS message for every ATM card transaction, implement 

immediate deduction of account to make the customer feel the pain of payment, separation 

of ATM account & saving account is recommened and at last bank of Abyssinia should have to 

enable customers to choose their withdrawal limit by themselves.  

Key Words: ATM card, spending, saving culture and banks contribution.   
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

Access to cash is an important aspect of the daily functionality of life; in recent years Bank 

cards have made it so that the customer can get access to their account and obtain cash at 

any moment by the use of their credit and debit cards. Banks in Ethiopia have implemented 

both Automated Teller Machines (ATMs) and Points of Sale (POS) system machines in 

various parts of the country. Most of the machines (ATMs & POSs) are located in branch 

premises of the bank; however, it is also common to find them in sites like Hotels, 

supermarkets, Malls, Cinemas, lounges, etc. 

An ATM card is a payment card that helps facilitate a financial transaction by deducting 

money directly from a consumer’s account to make the payment (Zhang, et al., 2020). ATM 

cards eliminate the need to carry cash or physical checks by allowing the customer to make 

purchases and have the money be deducted directly from their savings; they also allow the 

customer to use an ATM to withdraw cash as and when needed (Maksum, Muda & Azhar, 

2021). In addition, they can be used to carrying out a transaction by using a POS system or 

any other payment gateways whether in a physical shop or via e-commerce.  

A savings culture is the act of the consumer developing a habit of saving their money 

(Costa-Font, Giuliano & Ozcan, 2018). To build a savings culture one needs to first 

understand that saving is not done because one has enough money but because you are 

willing to forego your current needs for a greater calling or future goals (Njoki, 2019). 

Saving culture can be considered as a practice of always keeping some amount of income 

aside instead of spending it all. 

The term savings has been defined as the number of earnings that do not go into 

consumption (Narang, 2020). Saving is considered an important variable in the theory of 

economic growth determining both national and individual wellbeing (Ruppert, 2020). A 

nation’s productive capacity depends on a healthy capital formation. Saving constitutes the 

basis for capital formation, investment, macro-economic stability, and growth of a country 

(Nga, 2007) (Nwachukwu & Odigie, 2009). Saving is a set amount of money that is not 

consumed immediately for various reasons such as buying goods and services (Prinsloo, 

2000) (Mayama, 2007). It is a huge factor in the growth of a nation due to its ability to take 
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advantage of capital resources. It has the possibility to positively impact the economy of a 

country and the residents of that particular nation (De Jongh & Mncayi, 2019). 

Most of the time, an ATM card is used when the customer wants to obtain physical cash 

outside of a traditional bank or the customer would like to use it to directly pay for a 

particular transaction at the merchant's physical site. On the other hand, the idea of a saving 

culture demonstrates that whilst the spending of money will eventually happen, it is the act 

of accumulating capital for the planned consumption of goods and services for spending that 

will take place in the future. 

Several studies such as (Agarwal, Ghosh, et al., 2019), (Parker, et al., 2011)  have shown 

that people that frequently use debit or credit cards tend to underestimate their past expenses 

in a given month, whilst overestimating their available funds, and hence spend more. This 

suggests that frequent use of an ATM card has an impact on the customer’s saving culture. 

According to Runnemark & Hedman (2015), the willingness to pay is higher for debit cards 

than it is for cash. The effect is actually sizeable, and it can be noted that the average 

transactional amounts increase by 22–54% when paying with a debit card (Runnemark & 

Hedman, 2015). Cash payments make it easier to control spending, and this effect is not 

solely due to cash-on-hand constraints. This explains why some people prefer cash in 

comparison with that of ATM cards in order to control their spending. The implication for 

consumers, with the on-going digitization of payments, is that they lose some control over 

their spending and affect their culture of saving. It is therefore the intention of this study to 

understand whether ATM cards contribute towards a decline or an increase in savings.  

In this research paper, the researcher gives a prime attention to saving culture of the ATM card 

users. And this makes the paper very unique in nature since it assesses customers saving 

behavior. It also adds a paramount value to the bank in this case Bank of Abyssinia to review 

the banks policy, procedure and strategy of the card sales.  

1.2 Background of Company 

The Bank of Abyssinia is a private Ethiopian banking institution founded in 1996 in 

accordance with the 1960 Ethiopian Commercial Code and the Licensing and Supervision of 

Banking Business Proclamation No. 84/1994 by 131 shareholders (BOA, 2020). When the 

Bank officially commenced its operation, the total authorized and paid-up capitals are Birr 

50 million and Birr 17.8 million, respectively (BOA, 2020). By 2020 the Bank’s subscribed 
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and total expense has reached Birr 4.23 Billion and Birr 4.59 Billion, respectively; while the 

number of shareholders stood at more than 2,000. During the fiscal year of 2019/20, the 

total workforce of the Bank reached 6700. The Bank has continued to expand its branch 

networks and has opened more than 503 branches (BOA, 2020). 

For the past five years, BOA has been aggressively implementing digital banking solutions 

and products as part of its service offering. The Bank has now installed more than 600 

ATMs across various parts of the country and has reached more than 300 Point of Sale 

machines (BOA, 2020). To go along with its digital service of the BOA, the bank has now 

launched a new payment gateway service (E-commerce). 

The data found in (BOA, 2020) demonstrates that BOA increased its number of ATMs from 

50, in 2015 to 633, end of 2020, and the bank’s strategic goals as demonstrated in the 

annually published reports show that there are plans to continue increasing digital access to 

its customers (BOA, 2020); this shows that there is a high demand for ATM services from 

its customers which needs to continue to be met. 

1.3 Statement of Problem 

Customers who use an ATM cards frequently are more likely to spend more money than 

customers who use their cards rarely. (Lazim, Sulaiman, et al., 2020) This is mainly due to 

the reason that an ATM card means increased access to cash anywhere, at any time as well 

as the availability of a digital payment gateway – meaning it is easier to make a payment for 

a transaction; often time it leads to unplanned purchases and spending (Sabrina, & Kumar, 

2020). The implication of increased access is that there it has a great impact on the saving 

culture of customers. It is also clear that saving culture is directly related to well-planned 

cash management (Yaqub, Bello, et al., 2013). The long-term effect is that as the saving 

culture of customers becomes tedious and the amount decreases, it adversely affects the 

banks as it impact their operating capital and as a result the wider economy at macro level 

(Agarwal, Qian, et al., 2020).  

From the observation carried out (Setiawan, Effendi, et al., 2020) the researcher also 

understand that there are a lot of cardholders that said an ATM card has affected their habit 

of saving culture negatively. Due to this, some of them even permanently quit accessing 

their ATM cards. This also has its own impact on the card as well as the digital banking 

industry. 
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As far as the researcher is concerned, there is limited research on this topic which primarily 

focuses on the saving culture of ATM card user. Rather, most of the studies emphasize the 

overspending of cash having the fact of digital payment availability. For instance, Agarwal, 

Ghosh, et al. (2019), identified in their study that consumers can often choose to pay a small 

receipt with cash and switch to digital payments for a larger receipt which clearly shows the 

impact of digital payment in cash spending. They also claimed that Cash is a more salient 

payment method than digital alternatives. When consumers move from cash towards digital 

payments, they might overspend due to the passive salience of paying for purchases. 

Other studies such as Lapavistas and Dos Santos (2008) have shown that there is a huge 

decline in deposits made into bank accounts after the break-through of the digital payment 

system. This research supports the idea that indeed technological developments such as 

ATM cards have made it easy for the customer to easily access their money and therefore 

influencing a decline in saving deposits.   

In addition to the aforementioned studies, Soman (2003), as well as the study by Raghubir 

& Srivastava (2008), have shown that cash payment is perceived to be less favourable and, 

in some ways, creates anxiety for the customer due to the act of physically parting ways 

with their money. The studies highlight that there is high comfort when it comes to using an 

ATM card compared to cash because it is fast and there is no physical exchange of money 

involved.  

This implies that an ATM card payment has impacted the saving culture of customers as 

they have become less committed to their saving habits. Plus, it also shows us that 

accessibility & availability of card banking products like ATM, POS and e-commerce, are 

making customer to not keep their saving promise. In another word, the above statements 

lead us that an ATM card users are more exposed for spending which align with poor saving 

practice.   

The researcher also observed that there is a contradictory finding form researches to 

researches to mention some of them, the study finding by Parker (2011) and Soman (2003) 

has an opposed result. Plus, most of the studies are experimental which took insufficient 

sample size. Rather, on this research paper, the researcher took a much more sample size to 

get a better finding or outputs.  
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Moreover, the existing researches still lacks the concentration of ATM cards and their 

impact on the saving culture of customers, especially in the context of developing countries 

such as Ethiopia.  It is possible that these countries have only recently started utilizing this 

development in banking technology; and as such research should be done to reflect this.  

1.4 Research Questions 

The major questions guiding this study are listed below:  

1. What is the relationship between ATM cards and spending of money? 

2. Is there a relationship between ATM card and poor culture of saving?  

3. What can Bank of Abyssinia offer to minimize spending and improve the saving 

culture of ATM card users? 

1.5 Objective of the Study 

1.5.1 General Objective 

The general objective of this research is exploring the effect of ATM Card on the Saving 

Culture of Customers.  

1.5.2 Specific Objectives 

Some of the specific objectives are listed below: 

1. To assess the relationship between ATM card and spending of money.  

2. To explore if there is an association between usage of ATM card and saving culture.  

3. To identify ways in which Bank of Abyssinia could better serve their customers to 

manage their overspending and encourage saving;  

 

1.6 Significance of Study 

The research allows for a clearer understanding of the behaviour of customers who actively 

use their ATM cards and the attitude demonstrated towards saving. This will be by looking 

at the final fining of the research and mechanisms that could better improve the card 

holder’s attitude towards saving. In addition, the result of this study will be utilized to alert 

the card users by providing the effects of ATM cards on customers saving culture.  
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The study also gives an insight to the Bank of Abyssinia by allowing them to dig deeper into 

the various strategies the bank could apply to increase the deposit of customers into saving 

accounts.   

Moreover, this study add its own contribution to the literature and studies that have been 

done so far by analysing the relationship between ATM cards and the saving culture of 

customers. In addition, this study will be a great input for future related researches that can 

eventually solve an important problem in related topics. The results of this study will be 

utilized to develop an improved approach from the Bank of Abyssinia and also other Banks 

in Ethiopia. 

The significance of this study is also paramount to providing valuable insight for customers, 

the Bank of Abyssinia, and also the overall digital banking industry. The study help the 

Bank of Abyssinia to revise its strategy on its digital channel products and also craft a better 

method for expanding card usage by looking at the findings of the study in detail. 

 

1.7 Scope of the Study 

1.7.1 Concept 

The study only focused on card banking products and services, by analysing card-related 

payments and the impact this imparts on the customers’ saving culture. It is not concerned 

with any other digital banking products like Mobile banking, Internet banking, etc. Plus, it 

gives major emphasis on the saving culture of customers who actively uses their ATM card. 

1.7.2 Methodology 

This research paper follows a quantitative research approach to help answer the research 

question by distributing questionaries’ among the Bank of Abyssinia active card users. It 

involves a preliminary descriptive examination of the perceptions and experiences of ATM 

card users on their culture of saving. It is limited to between 150 to 170 customers who 

actively use their cards because of the time constraints involved in subsequent data analysis.  

1.7.3 Geographical Limitation 

The study focus on the Bank of Abyssinia and the effect an ATM card has on the saving 

culture of customers particularly at BOA Branches giving service in Addis Ababa in the 
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capital city of Ethiopia, these branches are selected by the number of active ATM 

cardholders. This help the researcher to get a clear understanding of the study is being done. 

1.8 Limitation of the Study 

The primary focus of this research is to assess the effect of ATM CARD on the saving 

culture of customers; in the case of the Bank of Abyssinia. Some of the limitations that 

could be experienced in this research are listed below: 

▪ Information collected from ATM card users could vary because of the variation of 

perception. 

▪ Data’s are collected from selected branches located in Addis Ababa; the results 

might not generalize to the whole Bank of Abyssinia ATM card users. 

▪ A well-organized data & information might not be available at the Bank of 

Abyssinia. 

▪ Shortage of pieces of literature, articles, and book & published sources. 

▪ The impact of covid-19 might be a challenge in distributing & collecting 

questionaries’ as they might be a great contamination risk.   

1.9 Organization of the Study 

This research was organized into five chapters. The first chapter introduce the research topic 

and the concept behind it. The second chapter gives insight and reviews the various existing 

works of literature that are related to the topic. Chapter three give details of the research 

methodology that are applied in the research. Chapter four is the collection of data as well as 

carrying out an analysis on data and the interpretation as well as the insight that arises from 

it. The final chapter that is chapter five is a conclusion, recommendation and a summary of 

the final findings. 
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CHAPTER TWO  

LITERATURE REVIEW 

To recap, the key objectives of this paper are to identify if there is a relationship between 

ATM Card and spending, to identify in which way the customers’ saving culture is affected 

due to ATM cards and at last, identifying what Bank of Abyssinia can do to minimize 

spending and improve the saving culture of ATM card users. 

The research is not going beyond the concerns of the objectives identified above. It is 

exploring the link between ATM cards and the saving culture of its users, specifically in the 

context of Ethiopia.    

2.1 Theoretical Literature 

2.2.1 ATM Card Payment and Its relationship with spending 

Overspending is the act of participating in a monetary outgoing transaction that will result in 

the consumer spending more money than he/she can afford (Sui, Sun, & Geyfman, 2020). 

The number of pieces of literature that have researched deeper into the connection of ATM 

cards and their impact on the consumer’s levels of spending is very few.  

The literature by Agarwal et al., (2019) states that one of the primary reasons why digital 

payments play an active role in overspending is because the user finds that money is not 

visible when an ATM card is being used for purchase. Moreover, according to his study an 

ATM card user is most likely to go for an extended period of time without checking and 

accounting for how much they have spent. This is an indication that the user has become 

less conscious of the amount of spending or over-spending and therefore is complacent to 

saving as a result. 

Most works of literature such as (Michael & Becker, 1973), (Carter, 2014), and 

(Zellermayer, 1996) assume the standard economic theory of consumer behaviour. This is 

the idea that if there is more worry on the decision process of actually spending money, then 

the buyer will give more thought to the validity of the purchase and if it's worth it in 

comparison with the amount of money he/she has. This is a demonstration of the role of the 

decision point plays to influence the consumer to think about their expenses; thus, 

explaining that ATM cards will become triggers as the ease of use contributes towards 

removing the decision point from the buying process.  
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Another essential point is that the customer tends to underestimate the amount they have 

spent and also could not recall how much money they have left in their account (Sharma A, 

2017). Decision-making is important because as Dutta, et al. (2003) highlight, that process 

is more emotionally hurtful if the consumer is having to part ways with their money 

physically. A similar statement is also expressed in Stavins (2017) in which it states that 

Cash payment is perceived to be painful because the consumer has to physically endure the 

act of parting with their hard-earned money. However, card payments are less emotionally 

painful to make because no cash exchanges hands (Zellermayer, 1996) (Boden et al., 2020), 

the act of paying for a purchase is a shorter process, meaning there is less time to deliberate 

on the decisions (Prelec & LoeInstein, 1998). In the study by Prelec and LoeInstein (1998), 

it is explained that ATM cards allow the consumer to distance from the pain of payment and 

enjoy the instant satisfaction of shopping with an ATM card; this is because the 

transparency of the financial amount is much less when compared with cash payments. 

Similarly, Soman (2001) also reiterates that if consumers do not see physical money going 

away, then they feel less pain, hence the comfort of cards leading to overspending.  

2.2.2 How ATM Cards Affect Saving Culture? 

Some consumers utilize ATM cards by withdrawing cash for the day or week or a certain 

span of time to spend on their purchasing activities (Mella, 1997). This is so that they have a 

mechanism of controlling their outgoings and have not spent more than they have to and 

affect their savings. However, it is important to note that ATM cards and the overall 

digitization of payments create access to their spending history as every use of the card is 

tracked (Orttung et al., 2009). This allows the consumer to examine their outgoings and 

make the necessary adjustments to their spending (Hernandez, R. 2010). Equally important 

to note is that this ability that the consumer has to track its spending happens after the 

money actually being spent; however, the cash payment methodology allows for an instant 

audit of spending: the accuracy of this is a matter for discussion, but it is far more accurate 

than that of what the customer assumes to have spent in comparison with card payments 

(Agarwal et al., 2019).  

2.2.3 What Can Bank of Abyssinia Contribute?  

Recently, banks have shown great improvements in the budget control mechanisms of 

digital payments. Jonker (2016) in his study suggested that for ATM card transactions, 

consumers would be preferred to set a predefined budget to minimize over-spending on a 
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different point of sales. Furthermore, Jonker (2016) also added that a continuous reminder 

and alert mechanism would protect consumers from overspending.  

It must be noted that in the past five to ten years the increase in the level of internet access 

and the number of mobile users has meant that the Bank of Abyssinia can offer the 

consumer increased insight into their spending activities as mobile banking is now available 

(Fisher & Guha 2015). However, equally important to note is that that there is still much of 

the world that does not fully benefit from internet technologies. So, there is a literature gap 

that takes into account a rapidly developing ATM card culture without the visibility of 

internet banking to keep constant track of spending.  

2.2  Empirical Literature 

The empirical literature by Bertaut et al. (2008) Klee (2008), as well as Borzekowski et al. 

(2008), argues that the desire for budget and spending control drives consumers away from 

ATM cards. To further analyse their findings the researcher has observed relevant empirical 

literature in the scope of the research question at hand.  

2.3.1 Relationship Between ATM Card and Overspending 

The study by Wiggins (2008) identifies that ATM cards have made access to money and the 

spending of money so convenient that it has become easy to overspend. The issue is 

complex and is not straightforward; the study by Liu & Dewitte (2021) identified that there 

are several reasons for which this is a complicated issue, primarily the psychological 

elements that invite further investigation into the topic, for instance through the scope of the 

pain of paying. However, there are limited numbers of experimental researches that explore 

the topic in such depth.   

In the study carried out by Runnermark & Xiao (2015), in which they studied if consumers 

are more likely to pay more via cash or cards, the study has investigated that the amount 

paid increases by 22-54% when paying by card. It is indicative of how the mode of payment 

is a primary factor in how much a consumer spends; the further implication being a 

multiplier impact on the amount of money they have left to save. Similarly, Ovetta (2008) 

also suggests that the lack of physical transparency of card payments makes it difficult to 

control spending and therefore saving; thus, explaining why consumers prefer to have cash 

payments as a way of tracking their outgoings to avoid over-spending impacting their 

savings efforts.    
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2.3.2    Does ATM card affect customer saving habits? 

Various works of literature demonstrate that consumers are constantly having to address 

overspending and trying to restrain themselves and thus for having an impact on the type of 

payment method they choose to utilize. Studies such as Bertaut et al. (2008) as well as 

Fusaro (2008) argue that the essential need for saving and budgeting is what is driving away 

consumers from card payment methodologies. These are empirical studies that are into 

depth about the relationship between card instruments and savings. The literature by 

Ameriks et al. (2004) as well as Raghubir & Srivastava, (2008), whilst being theoretical also 

echoes the same message that there is a direct link of influence between the need to save and 

the choice of the payment instrument of the consumer. It must be noted however that whilst 

these the aforementioned pieces of literature do indeed identify a link, they have also 

highlighted that there should be more study conducted because the causal link is not 

explicitly evident but implied. A conflict also arises in the philosophy, as one of the means 

of saving money is to keep track of spending to the smallest detail; using a card allows for 

all spend to be tracked, and the studies by Arango (2011) and Schu & Stavins (2011) 

demonstrate this contradiction.   

According to Runnemark & Hedman (2015), the willingness to pay is higher for debit cards 

than it is for cash. The effect is actually sizeable, and it can be noted that the average 

transactional amounts increase by 22–54% when paying with a debit card (Runnemark & 

Hedman, 2015). From the observation carried out in (Setiawan, Effendi, et al., 2020) I can 

also understand that there are a lot of cardholders that said that an ATM card has affected 

their habit of saving negatively. Due to this, some of them even permanently quit accessing 

their ATM card. This also has its own impact on the card banking industry.  

In an Ethiopian context, Worarko (2018) studied the impact of an ATM service on 

customers’ saving rate, and he found that more than 54% of customers confirmed that an 

ATM service affected their saving rate. On the contrary, 42% of the respondents answered 

that ATM card service does not have any influence on their saving rate, rather they found 

the card more time-saving and reliable. These respondents are explicitly interested in using 

ATM card services because they can access the required amount of money they need when 

they need it from an ATM card-enabled machine. The research by Worarko (2018) has a 

gap that falls short in fully explaining the causal link between ATM cards and saving 

culture. This type of research gap is what the researcher of this paper trying to address 
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through the collection of data and customers’ feedback to recommend what Bank of 

Abyssinia can offer to minimize overspending or improve ATM card users saving culture.  

2.3.3 What Can Bank of Abyssinia Contribute?  

There are several studies and innovations which are aimed at providing consumers with 

immediate insight into the amount of money they have left to spend when making ATM 

card payments. These encourage consumers to use electronic payment instruments more 

frequently instead of using cash. Banks, payment service providers, and telecom companies 

have recently responded to this surge in need by introducing several innovations (Jonker, 

2016). For instance, banks provide apps for smartphones that enable consumers to check 

their bank balances whenever they want. In addition, consumers can now use their 

smartphones to make point-of-sale payments from a prepaid balance (Barnes & Corbitt, 

2003). This keeps them from spending more than the amount that is left to them, similarly to 

cash in their wallets does (Olivia, 1997). 

2.3 Conceptual Literature  

The elementary step in this literature review is to address the basic definitions that the 

research question brings forth.  

2.1.1 ATM Cards 

ATM or Debit cards are first introduced to consumers in the 1980s to be utilized via 

Automated Teller Machine (ATM) cards. These cards are made to be accessible 24/7, which 

enabled increased convenience for customers. An “ATM card” is a plastic payment card that 

resembles a credit card but it is linked to the card owner’s deposit account at a bank (Parker, 

et al., 2011). Parker (2011) also added that the customer is also not limited to one financial 

institution only, this is as banks have agreed to form networks that allow the customer to 

withdraw cash from any ATM; further increasing the convenience to customers. 

ATM machines and merchant Point of Sale (POS) systems operate by way of 

communicating the transaction request electronically to the concerned authorizing entity: 

such as a bank or financial institution that is linked to the particular card. The entity then 

processes the authorization request to ensure that it is indeed a valid request by safeguarding 

against transactions via an expired card, stolen card as well as checking the availability of 

sufficient funds to cover the amount required for the transaction. Moreover, the security 

process of validating the pin code entered for the card also takes place. The authorizing 
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entity then transmits the approval or the denial for the transaction request back to the 

requesting network to send the message to the POS or ATM (Parker, et al., 2011).  

ATM cards are authorized for use by Bank of Abyssinia such as banks and micro-financing 

organizations. Merchants that allow the use of POS systems in their organization need to be 

registered with the authorizing financial institution to be able to accept and process sales by 

use of ATM cards (Mthethwa, Barbour, 2016).  

The Commercial Bank of Ethiopia (CBE), introduced an Automated Teller Machine (ATM) 

card service for local users in 2001 with its fleet of eight ATMs located in Addis Ababa, 

Ethiopia. CBE also has had a Visa Membership since Nov 14, 2005 (Fekadu, 2009). 

Although, it was Dashen Bank that issued the first visa card in 2005 (Worku 2009). 

Recently, the Bank of Abyssinia (BOA) became the first Ethiopian Bank to implement a 

payment gateway (BOA 2020), which is transaction transfer software, with Visa 

CyberSource. This is expected to support e-commerce businesses by allowing them to 

process online payments. The new service helps upcoming e-commerce businesses to accept 

payments through ATM cards, thereby expanding e-commerce acceptance in Ethiopia. It 

may also increase the way in which customers are able to utilize their bank accounts by now 

participating in e-commerce. 

2.1.2 Cash and Deposits  

Scheft (2006) identifies cash as a paper currency and metallic coins that are an actual 

physical transaction or payment means, which allow the purchase of goods and services. 

Scheft also explained the use of cash helps consumers to complete the purchase by handing 

over the cash to the merchant.  

Deposit is referred to as the wealth that the consumer has which equates to a certain 

monetary value, either on the financial books of banks or funds, and can be converted into 

cash as and when needed (Irner, 2014). The consumer can make a purchase by use of 

cheques or ATM cards; this mechanism enables the buyer to still have the ability to use the 

funds from the deposit account as needed without the need for a physical form of cash to be 

exchanged; which is when a card payment instrument is useful (CroIll, et al 2009). 
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2.1.3 Saving Culture 

The definition for the term ‘saving’ differs depending on the literature that is being 

observed, it is expansive and broad-based (Furnham, 1985). This research has decided to 

highlight the meanings that fit into an economic context and give an insight for the purpose 

of comparing and contrasting the existing meanings and definitions; it also refers to the 

psychological meaning of saving. In the economic context, saving is a residual income that 

remains after spending over time has been deducted (Lunt, & Livingstone, 1991). When 

looking at saving in the latter context of psychology, then it is defined as the act of 

withholding money for the current period for the purpose of using that disposable income at 

a future date (Wärneryd, 1989).  

2.1.4 The Decision to Save  

The study by Katona (1975) takes on the psychological approach to understanding the 

customers’ saving culture and highlights that the average saver should be judged through 

two lenses: discretionary and residual saving. This is because once key habits are 

understood it will allow for the identification of the main influencing factor. Katona (1975) 

has presented three key habits for framing his theory:        

I. Contractual Saving: in which instalment payments are made routinely to 

contribute towards a large purchase such as property through the attainment of a 

mortgage, thus, having to make obligatory savings.                  

II. Discretionary/optional saving: where the decision to save is deliberate and 

intentional.   

III. Residual savings: in which the saving is occurring due to the person not 

spending all of their income, so saving by default.  

This research paper explore the effects that ATM cards have on discretionary and residual 

savings as both streams are not binding to a particular saving mechanism theory.   

There is also an element of self-control that must be noted when exploring savings culture 

and ATM cards; self-control is characterized by the will one has for self-discipline as well 

as the delaying of enjoyment (Baumeister, 2002). It has been empirically proven by 

Esenvalde (2011) that self-control is directly correlated with the savings behaviour of an 

individual and claims that it is a valid concept of explaining savings behaviour. The research 
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involved the collection of data from 272 individuals, and when the data was analysed, it 

showed that there was indeed a positive correlation between self-control and savings. 

Similarly, Sharma (2017), repeats the study of Esenvalde (2011) by demonstrating that 

indeed there is a link between spending and self-control as is shown not knowing how much 

to spend is actually the symptom of lack of self-control.  

2.1.5 Savings in Sub-Sharan Africa  

During the 1970s and 1980s, many countries in the African continent are going through 

short-term adjustments macro economically as well as the formation and passing of policies; 

consequently, the idea of saving was not of prime focus and was essentially neglected 

(Suher & Hoyer, 2020). The identification of the low rate of savings in sub-Saharan 

countries was deemed as the primary reason for the slow economic growth of the region 

(Aryeetey and Udry, 1999) (Schmidt-Hebbel et al., 1996). It was then in the 1990s when 

key policies began to shift to allow savings the economy seemed to have improved; this 

relation and sentiment are highlighted again in the study of Dovi (2008) as well in MIga 

(1997). These Researches have contributed towards peaking interests to understand what 

influences the saving culture in these countries.   

2.4  Knowledge gap into Understanding ATM Cards and Saving 

The study by Schreft (2006) gives credibility as to why this research paper is needed and 

why it fills the existing information gap and provide an insight into the effects that ATM 

cards have on consumer savings and within the Ethiopian context. In the same research, 

Schreft (2006) writes that based on the study conducted, that it was discovered 

Macroeconomists have not put their full focus on the impact that payment methods have on 

the decision-making process and how that translates into savings. The main focus on the 

majority of the studies seems far away from the aggregated impacts of the flow of payment 

decisions. The study also makes the point that the method of payment and how that affects 

savings as well as wider macroeconomic implications has not been studied enough. Whilst 

Schreft (2006), makes valid points, it lacks a particular understanding of the payment 

methods that exist and their impacts. Rather this research paper fill the gap by specifically 

studying ATM cards and their effect on customer consumption and saving.  

In the paper by Incekara-Hafalir & LoeInstein (2009) in which the study analysed how 

ATM cards impact spending, it states that whilst an increase was observed, it was not 

significant enough. However, the context of the study is limiting as the analysis was done by 
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observing the daily lunchtime purchases of users in the setting of a developed world – the 

United States of America.  There needs to be a case within the African context.  

Parker (1999) has also highlighted that if the ATM card accumulates over-spending, the 

consumer will have income taken to cover the money the consumer. This further affecting 

the level of saving that the consumer can afford. 

In this research paper, the researcher wants to give a major emphasis on Customers' daily 

expenses, just to make sure that they are not able to spend more than they can afford. 

However, with the widespread use of ATM cards, as well as the almost universal access to 

digital banking technologies, consumers can now also use their payment cards to examine 

their expenditures and to make sure they do not outspend their budget.  
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CHAPTER THREE  

RESEARCH DESIGN AND METHDOLOGY  

3.1 Introduction 

The primary goal of this study is to test the research questions that relate to the effect of an 

ATM card on the saving culture of customers and to tackle the major statement of the 

problem which has been stated in Chapter I. Separate instruments to measure variables were 

utilized to this end. In this chapter, the methodology applied to test the research questions 

has been presented. The chapter has been organized into four sections: (3.2) Research 

approach (3.3) Population and sample design, (3.4) data collection & instrumentation (3.5) 

data analysis, and (3.6) Date validity & reliability.  

3.2 Research Approach  

The research problem along with the philosophy of research methodology would guide the 

choice of the appropriate research method.  Susman and Evered (1978). The selection of the 

particular research method and data collection comes from the basis of knowledge claims 

such as positivist, social constructivism, advocacy or participatory and pragmatic pathways.  

O’Gorman & MacIntosh (2015). The analysis of the research data collected is then can be 

grouped into qualitative, quantitative, and mixed research approaches (Basias, 2018). The 

approaches are explained in the below sections:   

3.2.1 Quantitative Approach 

According to Goertzen (2017), a quantitative study is defined as a research process that 

deals with numbers and statistics which are collected to help systematically investigate a 

phenomenon and analyse the data that has been collected. Information or data is collected 

from existing pre-determined groups of subjects by using sampling methods and can be 

done through questionnaires and other survey methods like online surveys and polls. All of 

which gives numerical responses and are analysed through a mathematical lens (Apuke, 

2017).  

3.2.2 Qualitative Approach 

A Qualitative approach is one in which the researcher often makes knowledge claims based 

primarily on the multiple meanings of individual experiences, socially and historically 
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constructed meanings, participation in issues, collaboration, or change-oriented with an 

intent of developing a theory or pattern.  Qualitative research methodology is based on 

constructivist or advocacy and at times includes both perspectives (Leppink, 2017). 

Qualitative research is not intended to test a predetermined theory or hypothesis; instead, it 

is exploratory in nature and through induction, it builds theories or hypotheses (Bansal, 

Smith, & Vaara, 2018). The strength of qualitative research is what helps to generate a 

theory, however, it is often criticized for bias because of the researcher‘s interference 

(Mohajan, 2018).  

3.2.3 Mixed Approach 

According to Johnson and Onwuegbuzie (2018), mixed methods research is “the class of 

research where the researcher mixes or combines quantitative and qualitative research 

techniques, methods, approaches, concepts, or language into a single study”. The mixed-

methods approach, which is believed to mitigate the biases of quantitative and qualitative 

approaches, is one in which a researcher tends to base knowledge claims on pragmatic 

grounds employing strategies of inquiry that involve collecting both quantitative and 

qualitative data either concurrently or sequentially to best understand research problems 

(Mayiams & Moser, 2019).  

3.2.4 Research Design Applied  

Having taken the aforementioned approaches in mind, this research paper has applied a 

quantitative research method to address the research questions at hand as well as the major 

and specific objectives of the study. The goal of quantitative description is not a deep 

understanding of personal or individual perspectives of a phenomenon, but a more general 

understanding of patterns across a population of interest (Alase, 2017). In this case, the 

researcher distributes a questionnaire to collect data which are an input for data analysis.  

When applying a quantitative method to research there are various research designs that can 

be taken, this research has decided to follow descriptive, explanatory and correlational 

research designs to conduct the study. Descriptive research design emphasizes determining 

the frequency with which something occurs at that specific moment (Alase, 2017). 

Descriptive research is designed to answer descriptive questions like: how many? What is 

the incidence of x? In addition, Descriptive surveys are used to develop a snapshot of 

particular phenomena of interest as it involves large samples (Störrle, H., 2017). 
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Whereas, correlational research design studies the extent to which two variables correlate or 

the relationship between two or more variables (Apouke, 2017). In this type of research 

design, the degree to which the variables are related is important as well as the direction of 

the relationship. Thus, looking at the research questions of this study descriptive, 

explanatory and correlational research designs are more suitable to examine the effect of 

ATM cards on customers’ saving culture.  

3.3  Population and Sample Design 

3.3.1 Population 

Birch-Chapman, et al., (2017) defines population as the entire group of individuals, events, 

or objects having common observable characteristics. The target population of this study 

was all the bank of Abyssinia active cardholders. As Husadha et al., (2019) clearly defined 

active card users are users which pass transactions using their debit/credit card at least for 

more than one transaction since receiving their ATM card. According to the BOA 

management information data, the target population size of the active card users is stated at 

280,000. 

3.3.2 Sampling Design 

Out of the 590 branches under the Bank of Abyssinia 280 number of branches are based in 

Addis Ababa. With considerations given to the relative size, year of operation of the 

branches, the number of Active ATM card users, cost and availability of time, the researcher 

concentrated on five branches from Addis Ababa using purposive sampling method, 

namely: Ras Branch, Bole Branch, Lafto Branch, Arada Branch, and Tele Medhanialem 

branch. These branches are believed to be very large compared to the other BOA branches. 

Plus, there are a lot of active ATM card users on their ATMs as well as POS machines 

according to the MIS data that has been provided by the bank.  

Based on the recommendation of (Eihgie, 2006); to make a more specific study, from all 

ATM Cardholders of the branches only active users were purposively selected. As they are 

believed to be regular customers and supposed to better understand the uses of an ATM 

card. Hence, the target population in this study was active card users who are frequently 

using their BOA ATM card. 
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In order to make generalizations with confidence about the construct under investigation, 

the appropriate sample size has to be considered. In this regard, the researcher used 

Convenience sampling technique. 

Convenience sampling technique defines a process of data collection from population that is 

close at hand and easily accessible to researcher (J.F. Hair, 2003).This is done with the help 

of each selected branch managers. The plan was to select 50 customers from each 5 

branches which give us a total of 250 active ATM card users.  

And the required sample size is calculated using the below formula by (Bartlett et al., 

2001).formula; 

 

N= Population of study=250 

E=degree of error expected=0.05 

n= sample size 

Which give us a calculation of  

n= 250/1+250(0.05)2 

=143 

 

This number tells us that a sample size of 143 and above is sufficient to present good 

concise research findings when the overall total population contains a large number of units. 

The questionnaire has been distributed to all five BOA branches considering their number of 

active cardholders. 

 

3.4 Data Collection & instrument  

3.4.1 Primary Data Collection Methods  

The researcher has used a primary data collection method in the study. The primary data 

was collected by the use of structured questionnaires; the researcher used a closed question 

format to collect precise data. A simple random technique was used to avoid bias when 
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collecting data from the sample population. The prerequisite for a random sample is that 

each and every item of the population has to be identified. 

The researcher distributed the questionnaires to the target respondents at selected five BOA 

branches, which had a lot of active card-holders, and then collect them at a later agreed date. 

The respondents' reply was not influenced by the researcher and the answer they gave is of 

their own free will. This was one of the ways to avoid biases and in particular the 

interviewer bias. The data collected using the questionnaires were then tested for 

completeness. 

According to Lietz (2010), structured questioners are an important method for collecting 

primary data, and that it further allows the researcher to be well focused on the specific 

research topic. The questionnaire was used because the researcher considered it to be more 

appropriate as respondents could answer at their convenience. The questionnaire was 

developed by the researcher based on the research objectives and benchmarking different 

literatures like Parker (2011), (Worku 2009), Agarwal et al., (2019), Soman (2001)(2003). 

The questionnaire began with an introductory statement, which specified the purpose of the 

research as purely academic. Respondents were encouraged to be objective in their 

responses since they are assured of confidentiality.  

To determine the probable usefulness of the questionnaire and whether a further revision is 

needed prior to conducting the survey. The researcher circulated the prototype questionnaire 

for an academic expert for revision & modification. In addition, the pilot study was 

conducted to ensure the validity, sequence, and relevance of the questionnaire to this study.   

As stated above, five purposely sampled Bank of Abyssinia branches are included in the 

survey. The target respondents are ATM cardholders who are using their card for various 

purposes. A questionnaire was distributed to 170 active ATM card users in 5 different BOA 

branches. The respondents have been chosen as they are deemed to be well knowledgeable 

in accessing their cards and could provide valuable inputs for the study at hand. These 

customers have been wisely selected by the branch managers by considering their habits of 

using card banking products as well as the relationship with the bank.   

The survey is to be used through distributing self-administered questionnaires. A random 

sampling technique is employed to select respondents from each of the five branches. 

Questions are presented in the form of affirmative statements, which related to the 

relationship between ATM cards on over-spending and to identify their intention on the 
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challenge and opportunities for saving culture and to identify ways in which Bank of 

Abyssinia tackle overspending as well as maximize saving culture. In such a way, it enables 

the measurement of the respondent’s opinions as genuine as possible.  

The respondents were asked to indicate their level of agreement on a five-point Likert scale 

with the following ratings. Strongly agree (SA; or 5), agree (A; or 4), neutral (N; or 3), 

disagree (DA; or 2), and strongly disagree (SD; or 1). The numbers are indicated in the 

questionnaires to provide a feel of ordinal scale measurement and to generate data suitable 

for quantitative analysis. The questionnaire was a close-ended questionnaire to elicit guided 

responses and for easy analysis. To obtain additional information, the respondents are 

requested to provide open-ended responses if they have opinions that they feel the 

researcher would find useful. 

3.4.2 Secondary Data Collection Methods  

Secondary data is second-hand data that is readily available from other sources (Hox & 

Boeije, 2005). The researcher of this paper has decided to utilize secondary data because of 

the advantage it presents such as being less expensive and at the same time being easily and 

readily available. Through the literature review in chapter 2, the researcher has applied an 

appraisal and analysis of the findings. Data sources such as journals, books, and figures 

from existing pieces of literature have been utilized in the statement of the problem and 

background of the study as well as the aforementioned review of the literature. In addition to 

the above method, the researcher has also studied BOA Management Information System 

(MIS) data to collect some important numerical data such as the number of active 

cardholders, trends of customer’s transactional analysis before & after acquiring of ATM 

cards. 

For data analysis, SPSS (statistical package for social science) version 20 software was used 

to code all the required variables. Accordingly, the questionnaire items are coded and the 

data imported to the SPSS tool. To summarize the collected data Descriptive statistics 

methods such as frequency distribution, mean and median, and table’s representation 

methods are used. For examining relationship, association, and generalization correlation 

analysis are used depending on the data type and SPSS association rule.  
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3.5 Data Reliability and Validity 

3.5.1 Validity 

Validity refers to the extent to which a particular test measures what the research actually 

wishes to measure. In order to improve the validity of the questionnaire, it is necessary that 

the questionnaire is reviewed and modified through experts (Hopkins, 2017). The 

questionnaire of this study has been developed based on reviewing research literatures and 

then is reviewed and modified by experts for improving its validity.   

3.5.2 Reliability 

Reliability refers to the consistency of measurement; it is frequently assessed by using the 

test-retest reliability method (Mohajan, 2017). Test-retest reliability is the degree to which 

scores on the same instrument are consistent over time. Reliability is increased by including 

many similar items on a measurement scale. It was enhanced through a pilot study that was 

done on 5 random respondents to ensure the data collected was reliable. It was edited for 

any mistakes in the question then the final questionnaire was prepared to use to collect data 

for analysis. 

 

3.5.3     Ethical consideration  

 

The researcher used the data from customers which has been collected through 

questionnaire; permission was obtained from the customers first. To maintain the 

confidentiality of the information provided by the respondents, the respondents was 

instructed not to write their names on the questionnaire and assured of that the responses 

was used only for academic purpose and kept confidential. Brief description of the central 

objectives, purpose of the study was given to respondents to participate in the study and 

provide pertinent information about the company under study. Finally, respondents were 

included in the study based on their free will. 
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CHAPTER FOUR 

DATA PROCESSING, ANALYSIS AND INTERPRETATION 

4.1 Introduction 

This chapter analyses and presents the data that was collected for the purpose of studying 

the effects of an ATM card on customers’ saving culture. The analysis has been conducted 

through descriptive, explanatory and correlation methods. The descriptive analysis focuses 

on the detailed explanation of each statement from the questionnaire. All questions are 

briefly described by breaking down the participant responses using different statistical 

description methods. The data analysis was undertaken by utilizing the computer statistics 

package known as SPSS version 20. 

4.2 Descriptive Statistics 

Descriptive statistics is the term given to the analysis of data that helps to describe, show or 

summarize data in a meaningful way (Amrhein, Trafimow & Greenland, 2019). Descriptive 

statistics are very important because if data is simply presented as it is then that data would 

be hard to visualize and fully grasp what it is trying to show; especially in cases in which the 

amount of data is a lot (Healy, 2018). Descriptive statistics, therefore, enable researchers to 

demonstrate findings in a meaningful way and allow for a simpler interpretation of the data 

(Fritz & Morris, 2012). 

All respondents who participated in this study have an ATM card and are active users at the 

Bank of Abyssinia Ras, Arada, Bole, Lafto, and Telemedhanalem Branches. A questionnaire 

of 170 was distributed among active card users of the bank, out of this 150 people 

responded to the questionnaire, which is 88.23% of the total amount distributed.  

4.3 General Characteristics of Respondents 

Part I and Part II of the survey questionnaires are designed to identify the customer’s 

demographic characteristics and customer experience of active ATM card users at the Bank 

of Abyssinia. The Results of the demographic variables of the respondents are presented in 

the below tables. 
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The demographic statistics of the research are given in the table below (Table 1). Out of the 

total population of respondents, 40.0% are female and 60.0% are male. Hence the majority 

of the respondents are male. This shows that most of the participants were male. 

Table1: Number of respondents by gender 

 

Gender 

 Frequency Percent 

Male 90 60 

Female 60 40 

Total 150 100 

Source: Researcher’s Own Questionnaire Survey, 2021  

The table below (Table 2) shows the respondents’ age proportion in four age categories. The 

majority of customers are between the ages of 23-30 which consists about 60.7% of the 

population of the Study and following this the second prominent age group is between 31-

40, which is 21.3% of the population and the third-largest group is made up of ages 18-23 

which is 14.0% of the population. The remaining population is above the age of 41, which is 

4.0%. The below table (Table 2) tells us that most of the participants in this study are under 

the age of twenty to forty or labelled as young participants.  

Table 2: Age of the Participant 

Age 

 Frequency Percent 

18-23 21 14 

23-30 91 60.7 

31-40 32 21.3 

Above 41 6 4 

Total 150 100 

Source: Researcher’s Own Questionnaire Survey, 2021  

The table below (Table 3) shows the respondents' education levels in four categories. When 

the education level of the respondents was analyzed, the majority had a First Degree, which 

is 66.0% of the population; the second-highest group was those who had a Master’s degree 

and above, which is 28.0% of the population. The third group was those that had a diploma, 

which is 4.0% of the population, and the last group are respondents that have high school 

level education, which is 2.0% of the population.  
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Table 3: Respondent Level of Education 

Educational level 

 Frequency Percent 

High school 3 2 

Diploma 6 4 

BSC 99 66 

MSC and above 42 28 

Total 150 100 
Source: Researcher’s Own Questionnaire Survey, 2021  

The table below (Table 4) shows the income level of participants. It shows that the majority 

of the participants had an income of above 10,000 Birr, which is 73.3% of the participants. 

The table also shows that 16.7% of respondents earn between 5,000 to 10,000 Birr.  It can 

also be noted that 8.0% of respondents have an income of 2,000 to 5,000 Birr, with the 

remaining 2.0% earning below 2,000 Birr per month.  

Table 4: Income level of respondent 

Income Level 

 Frequency Percent 

Below 2000 3 2 

2000-5000 12 8 

5000-10000 25 16.7 

Above 10000 110 73.3 

Total 150 100 

Source: Researcher’s Own Questionnaire Survey, 2021  

 

4.3.1 Testing the Research Questions 

 

4.3.1.1 Relationship between ATM cards and spending of money 

In the below descriptive statistics table, the relationship between an ATM card and 

overspending has been displayed. On each of the 10 questions, the participants are asked to 

respond to a choice item to indicate what they thought about the relationship between an 

ATM card and overspending. Each of these questions are scaled with a value of between 1 

to 5, where 1 = Strongly Disagree, 2=Agree 3= Neutral 4= Agree, and 5= Strongly Agree.  
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Table 5: Relationship of ATM card and overspending  

Source: Researcher’s Own Questionnaire Survey, 2021. 

Statement 

SD D N A SA Mean SD 

F P F P F P F P F P Statistic Statistic 

1. I believe an ATM card 

contribute to over-spending 

of money. 

6 4.0 31 20.7 29 19.3 48 32.0 36 24.0 3.51 1.180 

2. I spent a lot while using my 

ATM card. 

5 3.3 31 20.7 25 16.7 62 41.3 27 18.0 3.5 1.110 

3. My spending pattern 

increased after using an ATM 

card. 

4 2.7 36 24.0 25 16.7 51 34.0 31 20.7 3.47 1.155 

4. I spent a lot while holding an 

ATM card than not holding it.  

2 1.3 36 24.0 16 10.7 62 41.3 32 21.3 3.58 1.119 

5. I spent a lot using an ATM 

card while compared to cash.  

14 9.3 40 26.7 20 13.3 48 32.0 27 18.0 3.23 1.285 

6. Availability & Accessibility 

of ATMs & POS machines 

maximize my spending 

pattern. 

7 4.7 34 22.7 33 22.0 48 32.0 28 18.7 3.37 1.162 

7. While using an ATM card, I 

do not feel the pain of over-

spending. 

11 7.3 45 30.0 27 18.0 48 32.0 12 8.0 3.03 1.141 

8. Small spending of cash is not 

recognized or remembered 

while using an ATM card, 

which leads to overspending.  

4 2.7 42 28.0 23 15.3 49 32.7 30 20.0 3.40 1.177 

9. Sometimes, I prefer not to 

hold my ATM card with me 

to control my spending.  

17 11.3 36 24.0 16 10.7 40 26.7 40 26.7 3.34 1.393 

10. I have spent too much 

money using my ATM card 

and then felt guilty about it 

afterwards. 

11 7.3 47 31.3 22 14.7 42 28.0 28 18.7 3.19 1.268 

 
Overall Average Mean = 3.35 & Standard deviation of 0.898   
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The above table (table 05) shows that a reasonable number of ATM card users agreed that 

possessing an ATM card does indeed contribute to the over-spending of money; for this, the 

mean score & standard deviation are found at 3.51 and 1.180 respectively. This also aligns 

with Soman's (2001) study in which he emphasised that consumers spend more using an 

ATM card as ATM card holders do not see actual physical money being spent, hence this 

feature of an ATM card creating comfort which leads to customers over-spending money. 

The respondents also agreed that they spend a lot while using an ATM card rather than cash, 

which took the mean average result in Likert scale as 3.5. This is supported by 18.0% of 

‘strongly agree’, 41.3% ‘Agreed’ respondents, whereas 5 & 20.7% of respondents ‘strongly 

disagree’ and ‘disagree’, respectively. Similarly, most of the respondent feels that their 

spending frequency increased after using an ATM card, while compared to their experience 

in the past before an ATM card with a mean average value of 3.41. This is also in line with 

the study of Agarwal et al., (2019) which states that customer spending highly increases 

after the introduction of digital products. The respondent also spends an increased amount of 

money while holding an ATM card than not holding it with a mean average of 3.58. 

Likewise, the assessment also shows that customers spent more money using an ATM card 

while compared to using cash, this finding is also supported by the study of Prelec & 

LoeInstein (1998). 

The mean average of 3.37 also tells us that customers are affected by the easy availability 

and high accessibility of ATM and POS machines. From this, it can be noted that a small 

majority of respondents agreed that the availability and accessibility of ATM & POS 

machines maximize their spending patterns. This is in line with the research finding of 

Wiggins (2008) in which the study identified that ATM cards have made access to money 

and the spending of money so convenient that it has become easy to overspend. 

On another variable, customers also do not feel the pain of spending money while paying 

with an ATM card with a mean and mode, 3.19 & 4, respectively. In the same way, 

customers do not recognize small spending of cash using an ATM card which leads to over-

spending of money. With this statement 20.0% respondents ‘strongly agreed’, 32.7% 

‘agreed’, 15.3% ‘neutral’, 28.0% ‘disagreed’ and the rest 4% ‘strongly disagree’ on the 

issue that small spending of cash is not recognized while the payment is done through ATM 

card. This is in line with the study of Liu & Dewitte (2021) focused that due to less pain of 

payment customers spent a lot of money using their ATM card.  
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The participants also agreed that they prefer to leave their ATM cards at home, so as not to 

spend a lot of money or to control their spending. This shows a mean average and standard 

deviation, 3.34 & 1.393, respectively. At last, customers are assessed if they spent a lot of 

money with an ATM card and felt regret afterward, and the customers' response was 

(strongly disagree 7.3 %, disagree 31.3 %, neutral 14.7 %, 28% agree and 18.7% strongly 

agree) with a mean average of 3.19.  

Having analysed the above table in regards to the relationship between ATM cards and 

overspending, the researcher also statically describe the second and most important research 

question, which is related to the saving culture of customers who have active ATM cards.  

 

4.3.1.2 Relation Between an ATM Card and Poor Saving Culture 

In chapter two, which is the literature review section, various outlooks on the relationship of 

an ATM card and the customers’ saving practice are presented. In this section, the 

researcher has presented the outcomes for the assessment and findings of Bank of 

Abyssinia’s ATM card customers and the impact it has had on their saving culture.  

Table 6: ATM card and its relationship on poor saving culture  

  Statement 

SD D N A SA Mean SD 

F P F P F P F P F P Statistic Statistic 

1. I believe an ATM card 

affects saving culture.  

16 10.7 26 17.3 25 16.7 54 36.0 28 18.7 3.35 1.268 

2. My culture of saving is 

more affected after using 

an ATM card.  

13 8.7 36 24.0 20 13.3 50 33.3 31 20.7 3.33 1.283 

3. I believe an ATM card 

contribute a lot for poor 

saving practice. 

11 7.3 35 23.3 25 16.7 51 34.0 26 17.3 3.31 1.223 

4. I believe using cash is 

more helpful to improve 

saving habit than using an 

ATM card.  

14 9.3 44 29.3 25 16.7 55 36.7 12 8.0 3.05 1.166 

5. Most of my ATM cash 

withdrawal is out of my 

7 4.7 46 30.7 23 15.3 54 36.0 19 12.7 3.21 1.154 
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Source: Researcher’s Own Questionnaire Survey, 2021. 

 

The participants of the study have highlighted that an ATM indeed does impede their saving 

activities. This is highlighted in Table (06) as it demonstrates that the participants held the 

belief of an ATM card being an adversary to their saving activities with a mean and std. 

deviation of 3.35 and 1.268 respectively. Participant’s response are (strongly disagree 10.7 

%, disagree 17.3 %, neutral 16.7 %, 36% agree and 18.7% strongly agree). This is aligned 

with the findings of other researchers such as Runnemark & Hedman (2015) as it confirms 

the view that having an ATM card increases the willingness-to-pay of customers. It is the 

cumulative effect of spending that is causing the noticeable impact of reduced savings.  

This is also a very important point that has been highlighted in the table above as the 

research has confirmed the customers believe that their culture of saving is more affected 

after the use of an ATM card, with a mean average of 3.33. This shows a correlation with 

the study of Setiawan, Effendi, et al.(2020) as their research found that an ATM had a 

negative impact on their culture of saving after actively using an ATM card.  

plan, which affects my 

culture of saving. 

6. Since ATM card gave me 

the accessibility to 

transact anytime 

anywhere, it affects my 

saving commitment or 

culture.  

10 6.7 37 24.7 20 13.3 48 32.0 35 23.3 3.41 1.270 

7. As there is no pain 

(spending feeling) while 

withdrawing cash through 

ATM card, I abuse my 

saving account.   

9 6.0 49 32.7 28 18.7 44 29.3 19 12.7 3.10 1.173 

8. I sometimes do not hold 

my ATM card not to 

disturb my saving 

practice. 

13 8.7 45 30.0 14 9.3 49 32.7 29 19.3 3.24 1.304 

 
Overall Average mean = 3.24 & Standard deviation of 0.994 
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The researcher also assessed customers' belief in the contribution of an ATM card to poor 

saving practice, and many of the respondents agree in this regard with a mean value of 3.31. 

This result is also aligned with the research of Raghubir & Srivastava, (2008) that there is a 

direct link of influence between the need to save and the choice of the payment instrument 

of the consumer. 

On the other question, the researcher assessed whether cash transaction is more helpful to 

improving saving habits than ATM card, and the result shows that much of the respondents 

are neither agree nor disagree on this regard, rather they fall in the middle mean average. 

The result shows a mean average of 3.05 with (‘strongly disagree’ 9.3 %, ‘disagree’ 29.3 %, 

‘neutral’ 16.7 %, 36.7% ‘agree’ and 8.0% ‘strongly agree’). 

The research also assessed participants' thoughts on whether their cash withdrawal is out of 

their plan, which also affects their culture of saving. In this regard, a very little majority of 

the participants agreed in with a mean value of 3.21.   

The ease of accessibility is another factor that the participants have determined as an 

extremely important component that affects their habit of spending and saving as evident by 

the high mean score of 3.41 and std. deviation of 1.270. This enlarges the critical and 

consequential aspect of having an ease of access to spend cash. This is also in line with the 

study of Liu & Dewitte (2021) as stated above.  

Researches like Liu & Dewitte (2021) showed that an ATM card does not have a pain of 

payment due to the nature of its unnoticeable cash usage. The study at hand also confirmed 

the result of other studies by assessing customer’s thoughts. From the above table, I can see 

that a mean average of 3.10 respondents agreed that their culture of saving is affected due to 

no/less spending feeling while using an ATM card. From this result, I can understand that 

there is not a lot of correlation between the pain of payment and saving culture.  

Customers also assessed whether they leave/ put away their ATM card not to disturb their 

saving practice. The result showed that a small majority of the respondents agreed with this 

statement. To overlook each participant response (‘strongly disagree’ 8.7%, ‘disagree’ 30.0 

%, ‘neutral’ 9.3 %, ‘agree’ 32.7% and 19.3% ‘strongly agree’).  

4.3.1.3 Banks and their contribution to saving culture of ATM card users 

This section shows what the results on the saving culture of the customers are when they 

utilized mechanisms that enabled them to have visibility on their spending such as text alerts 



32 
 

and spends statements. In this part, the researcher analysed five major close-ended questions 

and one open-ended question to get a clear picture. The table below presents possible 

considerations the bank could make to satisfy customers’ needs.  

 

Table 7: Banks and their contribution to saving culture of ATM card users  

Source: Researcher’s Own Questionnaire Survey,2021 

  Statement 

SD D N A SA Mean SD 

F P F P F P F P F P Statistic Statistic 

1. Alert message while 

using ATM withdrawal is 

very mandatory 

3 2.0 5 3.3 10 6.7 55 36.7 76 50.7 4.32 0.894 

2. Daily cash withdrawal 

limit need to be reduced 

to protect overspending. 

19 12.7 41 27.3 18 12.0 36 24.0 36 24.0 3.19 1.398 

3. Daily withdrawal limit 

need to be set by the card 

holders.  

Meaning: customers can 

maximize or minimize 

their withdrawal limit 

according to their budget 

plan.  

5 3.3 17 11.3 19 12.7 56 37.3 53 35.3 3.9 1.110 

4. Saving account and ATM 

card account need to be 

separated.  

22 14.7 28 18.7 20 13.3 52 34.7 28 18.7 3.24 1.350 

5. Immediate deduction 

need to be implemented 

on the bank system to feel 

pain of payment. 

11 7.3 15 10.0 28 18.7 46 30.7 50 33.3 3.73 1.231 

 
Overall Average mean = 3.67 & standard deviation of 0.740 
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The table above demonstrates that Banks need to implement alert messaging for their 

customers to utilize when using an ATM card has been used. In this regard, 50.7 participants 

strongly agree, 36.7 agreed, and below 10% of the respondent thought that an alert message 

is not mandatory. This takes a mean value of 3.35. From this statement, I can easily 

understand that alert message/SMS is highly mandatory to control spending patterns as well 

as saving activity. This statement is also supported by Junker (2016) in his study in which 

he emphasises that a continuous reminder and alert mechanism would protect consumers 

from overspending.  

On another statement, a small majority of respondents agreed that daily cash withdrawal 

limits need to be reduced to protect the over-spending of money; this is with a mean value 

of 3.19. 12.7 % ‘strongly disagree’, 27.3% ‘disagree’, 12% ‘neutral’, and 24% each ‘agreed’ 

and ‘strongly agreed’.  

Besides this, a mean average of 3.9 shows that most of the customers want to set their cash 

withdrawal limit by themselves. To breakdown, 35.3 & 37.3 of respondents ‘strongly agree’ 

and ‘agree’ respectively. Whereas 3.3 respondents ‘strongly disagreed’ and 11.3 ‘disagreed’ 

in this regard. The rest which is 12.7 are neutral on this statement. This result is in line with 

the study of Jonker (2016) as he suggested that for ATM card transactions, consumers 

would be preferred to set a predefined budget to minimize over-spending on a different 

point of sales. 

On the other statement, participants are assessed whether their saving account and ATM 

card account need to be separated. A small majority of the respondents agreed on this 

question with a mean average of 3.24, which tells us that separation of saving account from 

ATM account will contribute a little for customers saving culture. This is also aligned with 

the research of Barnes & Corbitt (2003), using a different account or a different type of card 

as a prepaid card can give customers a better way of controlling their spending.  

At last, on the statement, immediate deduction needs to be implemented on the bank system 

to feel the pain of payment, the participants are also asked whether an immediate deduction 

is mandatory to felt pain of payment or not. More than half of the respondents are agreed as 

seen in the above table. (Table 7).  
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4.4 Correlation Analysis 

This research utilized the software known as Statistical Package for Social Science (SPSS) 

to analyse the relationship between an ATM card and Saving Culture. The table below 

shows the correlation between and among different variables by using the Pearson 

Correlation Coefficient (Hauke & Kossowski, 2011).  

 

Table 8: Correlation of ATM card and saving culture 

 ATMCard_n_Ove

rspending 

ATMCard_n_Poo

rSaving 

ATMCard_n_Overspending 

Pearson Correlation 1 .833** 

Sig. (2-tailed) 
 

.000 

N 150 150 

ATMCard_n_PoorSaving 

Pearson Correlation .833** 1 

Sig. (2-tailed) .000 
 

N 150 150 

Banks_contribution 

Pearson Correlation .505** .501** 

Sig. (2-tailed) .000 .000 

N 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 
Source: Researcher’s Own Questionnaire Survey, 2021  

The above correlation matrix shows the highest coefficient of correlation between over-

spending and poor saving. There is a significant positive relationship between overspending 

of money and poor saving practice (r = 0.833, n = 150, p ≤ 0.05). The other is that there is 

also a significant positive relationship between poor saving practice and bank’s contribution 

(r = 0.501, n = 150, p ≤ 0.05). From the above figure, it can be clearly understood that there 

is a strong relationship between overspending of money and poor saving culture; whereas it 

can also be understood that there is a relation between saving and banks contribution on 

some level.  
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATION 

5.1 Summary 

In the preceding chapter, the presentation and analysis of the data gathered have been 

reported. Chapter five consists of discussions on the major summery, conclusion, 

recommendation and finally recommendations for further research.  

The study was conducted at the Bank of Abyssinia's five branches namely Ras Branch, Bole 

Branch, Lafto Branch, Arada Branch, and Tele Medhanialem branch. These branches are 

wisely selected because they have a lot of active ATM card users compared to other BOA 

branches.  

The major objective of this study is to examine whether an ATM card affects customer 

saving culture or not. In addition, the study also assessed if there is a relationship between 

an ATM card and the over-spending of money. And also if an ATM card contributes to poor 

saving practice. Furthermore, it also analysed the banks' contribution for a better saving 

practice among ATM cardholders.  

Accordingly, the finding showed that an ATM card has an effect on customer saving culture 

as an ATM card plays a great role in the overspending of money. As such, this study has 

highlighted the various factors which could lead to the overspending of money for ATM 

cardholders. Moreover, the low contribution of Bank of Abyssinia to minimize the 

overspending of ATM card users also has an impact on the poor saving culture of 

customers.  

The research also tries to correlate different variables, the correlation result shows that the 

overspending variables are significantly and positively correlated with poor saving culture. 

The most correlated dimension is over-spending (r=.833) followed by bank contribution 

(r=.505).  

5.2 Conclusions 

The study analysed the effects of an ATM card on customers’ saving culture by taking the 

Bank of Abyssinia as a case study. The researcher used a quantitative approach to analyse 

customer saving practices at five main branches of the bank. 
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In this section, the researcher discusses the major findings by aligning them with the three 

research questions which have been covered in previous chapters. It also compares and 

contrasts its results with the findings of other researchers.   

What is the relationship between an ATM card and spending of money? 

The main finding from research question one is that there is an indication that an ATM card 

contributes to the over-spending of money.  This finding is consistent with previous 

researches carried out by Astin (1991) (1993, Pascarella & Terenzini (2005), Tinto (1999) 

as well Wiggins (2008); Liu & Dewitte (2021), Runnermark & Xiao (2015); Ovetta (2008); 

these researches indicate that an ATM card plays a great role in overspending of money. 

Is there a relationship between an ATM card and poor saving culture? 

On this research question, the findings show that an ATM card has little effect on 

customers’ saving practice, meaning customers who use an ATM card have a poor culture 

of saving. From the finding showes that there is little relation between an ATM card and 

poor saving culture, which is supported by other researchers such as Raghubir & Srivastava, 

(2008), Arango (2011), and Bertaut et al. (2008).  

What can Bank of Abyssinia offer to minimize overspending and improve the saving 

culture of ATM card users? 

On the third research question, the finding shows us that the bank’s contribution is a 

necessary part of minimizing the overspending of money and increasing the saving practices 

of an active ATM card user. This is also supported by several researchers like Jonker 

(2016), Barnes & Corbitt (2003), and Olivia (1997).   

 

5.3 Recommendations 

The study recommends to Banks and Bank of Abyssinia review and overhauls their services 

in the card banking industry.  

Some of the recommendations for Bank of Abyssinia are listed below; 

1. Alert/SMS messages to be sent to customers every time customers carry out a 

transaction on their ATM cards. 
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2. It is also highly advisable to implement immediate deduction of account to make the 

customer feel the pain of payment on the system. 

3. Banks need to separate an ATM card account and a saving account so that customers 

are unable to abuse their saving practice. However, this only works for willing 

customers.  

4. It’s also highly suggested that the bank enables the customers to set daily withdrawal 

limits. It is also depend on customer’s willingness.  

 

5.4 Recommendations for Further Research 

The research recommends further study should be carried out on the effects of an ATM card 

on customers’ saving culture, this is since the research at hand mainly focused on customers 

of Bank of Abyssinia, and additional research should therefore be carried out in a similar 

manner on other banks. The results should then be compared to establish whether there is 

consistency among ATM card users in various banks.  

This paper study also used quantitative methods to analyse customers saving culture; it did 

not apply qualitative or mixed methods which can be observation and interview data 

gathering to further benefit from having a clearer outlook on the study area. In addition, it is 

also recommended that researchers should take a large sample size to better investigate the 

issue.  

Therefore, the researcher recommends further studies using varied methods of data 

gathering and analysis. 
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Appendices  

Appendix 01: Customers Survey Questionnaire 

 

                    Customers Survey Questionnaire 

St’ Mary University College 

Department of Project Management 

(To Be Filled by Bank of Abyssinia customers) 

Dear Participant,  

I would like to thank you in advance for taking your time to fill out this questionnaire.  

The questionnaire has been prepared to assess the ‘Effect of an ATM Card on Customers’ 

Saving Culture’ for partial fulfillment of a Post-graduate program in Project Management at 

St’ Mary University College. The main objective of this research question is to study the 

saving culture of customers who are actively using their ATM card for various purposes. It 

also tries to identify new ways that can help the card banking skim support their customers 

in their saving efforts.   

The questionnaire has been sectioned in to three parts: the demography of participant, the 

customer experience, and customers’ perception of the effect an ATM card is having on 

saving culture.     

Your genuine answer  to the questions has an immense value to the completion of this study. 

Therefore, kindly please indicate your response by following the direction provided below.  

All the information that you provide will be kept strictly confidential and anonymity of your 

identity is guaranteed. Thus, it is not necessary to write your name or any related personal 

data. 

If you have any question regarding on this survey, please contact the owner of this research 

paper with the following address:       

 

Name of Researcher:      Ledetu Tekle 

Mobile Phone Number:  0913723764 
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Email address:lidetutekle@gmail.com  

Part One: Demography of Participants   

Direction: Please select the appropriate response category by ticking the box against each 

question.  

 

1. Gender:                         Male                                 Female 

 

2. Age:  

               18-23                                               23-30 Years                 

 

               31-40 Years                     Above 41      

 

3. Educational Level:  
 
   Elementary                                      High School                         Diploma 

    

   Bachelor’s Degree                          MSC and Above   

 

4. Level of Income 
  

   Below 2000                                      5000- 10,000 Birr 

 

   2000 - 5000 Birr                       Above10,000 Birr 

 

 

 

Part Two: - Customer Experience  

 

Direction: Please select the appropriate response category by ticking the box against each 

question.  

 

 Yes No 

1. Do you agree that an ATM card ease of life? .................    

2. Do you feel comfortable while using an ATM card? .................    

3. Do you recommend an ATM card to your close friends 

or families? ..............................................................................    
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4. How long have you been using Bank of Abyssinia ATM card? 

 

                        Less than 1 year 

      1-2 year 

      More than 2 years  

5. How often do you use Bank of Abyssinia ATM card? 

 
   Very often 

   Often 

   Not that much  

6. How satisfied are you with Bank of Abyssinia ATM card service?  
 

   Very satisfied 

   Satisfied 

   Not satisfied 

Part Three: - Customer perception on ATM card and Saving culture   

Direction: Please indicate your degree of agreement/disagreement with the following 

statements by putting checkmark (√) on the point that best suits your agreement level from the 

adjacent choices. 

i. Relationship between an ATM Card and 

Over- spending.  

Statement 
Strongly 
Disagree 

Disagree 
Neutr
al 

Agree 
Strongly 
Agree 

11. I believe an ATM card contribute to over-

spending of money. 
     

12. I spent a lot while using my ATM card.      

13. My spending pattern increased after using an 

ATM card. 
     

14. I spent a lot while holding an ATM card than 

not holding it.  
     

15. I spent a lot using an ATM card while compared 

to cash.  
     

16. Availability & Accessibility of ATMs & POS 

machines maximize my spending pattern. 
     



49 
 

17. While using an ATM card, I do not feel the pain 

of over-spending. 
     

18. Small spending of cash is not recognized or 

remembered while using an ATM card, which 

leads to overspending.  

     

19. Late deduction or late SMS response makes me 

to think that I am not spending. 
     

20. Sometimes, I prefer not to hold my ATM card 

with me to control my spending.  
     

21. I have spent too much money using my ATM 

card and then felt guilty about it afterwards. 
     

ii. Experience of  an ATM card user and 

their Saving Culture 

Statement 
Strongly 
Disagree 

Disagree 
Neutr
al 

Agree 
Strongly 
Agree 

9. I believe an ATM card affects saving culture.       

10. My culture of saving is more affected after 

using an ATM card.  
     

11. I believe my ATM card do not have to be linked 

with my saving account.  
     

12. I believe an ATM card contribute a lot for poor 

saving practice. 
     

13. I believe using cash is more helpful to improve 

saving habit than using an ATM card.  
     

14. Most of my ATM cash withdrawal is out of my 

plan, which affects my culture of saving. 
     

15. Since ATM card gave me the accessibility to 

transact anytime anywhere, it affects my saving 

commitment or culture.  

     

16. As there is no pain (spending feeling) while 

withdrawing cash through ATM card, I abuse 

my saving account.   

     

17. I sometimes do not hold my ATM card not to 

disturb my saving practice. 
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iii. Banks Contribution to minimize 

overspending or maximize saving culture 

Statement 
Strongly 
Disagree 

Disagree 
Neutr
al 

Agree 
Strongly 
Agree 

1. Alert message while using ATM withdrawal is 

very mandatory 
     

2. Daily cash withdrawal limit need to be reduced 

to protect overspending. 
     

3. Daily withdrawal limit need to be set by the card 

holders.  

Meaning: customers can maximize or minimize 

their withdrawal limit according to their budget 

plan.  

     

4. Saving account and ATM card account need to 

be separated.  
     

5. Immediate deduction need to be implemented 

on the bank system to feel pain of payment. 
     

Additional Comments on banks offer to minimize over spending and improve saving 

culture: 

 
 

 

 

 

Thank you for your time! 

 


