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Abstract

Motivation: Banks tend to offer increasingly innovative, distinctive products, to introduce
new sales channels, as well as to search for new customers. A special group, more often
served by banks, are young people.

Aim: The main aim of this study is evaluating the types, preferences and patterns of us-
ing banking offers as well as to evaluate major channels of accessing banking products
and services by children, youths and young adults. The authors used studies of literature,
analysed bank products and services for young people as well as conducted survey re-
search on a group of people under 25 years.

Results: Young people represent a primarily multi-product approach and their level
of financial knowledge determines the use of modern solutions as well as a high diversity
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of products. Young people that use banking products and services rarely decide to use
offers of other financial institutions.

Keywords: young people; bank products and services; age; gender; education; residence
JEL: G2; G41

1. Introduction

When trying to achieve a competitive advantage in the financial services mar-
ket, banks try to offer increasingly innovative, distinctive products and services,
to introduce new communication and sales channels, as well as to search for
new customers. One of the groups of clients, which are becoming increasingly
the object of interest for banks, are young people, including those under the age
of 13 years old. Due to the lack of, or small incomes, these people are not the main
customer segment for banks but are treated as prospective clients who will use
the full range of banking products when they start their professional activity.
The motivation behind offering banking services for young people is, above all,
a willingness to familiarise and link such persons with the bank in the long term.
Such an approach tends to build customer loyalty based on relatively simple but
understandable products and services offered mostly through internet or mobile
channels. This way of offering is in line with the trend of broad usage of in-
ternet and mobile technologies by young people, for whom the permanent use
of internet or smartphones forms a specific lifestyle. Adoption of modern bank
products and services allows children and youths to become acquainted with
some part of professional finance before they reach maturity. Banks can also
teach desired social habits this way, for example financial planning and saving.
On the other hand, the ever-increasing digitalisation of the younger generations
means that they participate in an increasing number of initiatives related to mo-
bile or internet shopping and digital payments made through financial institu-
tions. Topping up mobile phones, shopping in online stores, booking tickets or
accommodation usually requires quick cashless payments. The use of banking
products or services becomes then a necessity and affects the reduction of fi-
nancial, environmental and, in extreme cases, social exclusion of young people.
Both, Generation Y, i.e. people born in the 1980s and 1990s, who cope very
well with novelties, new media and innovative telecommunication solutions,
and especially Generation Z (iGen), i.e. people born in the 21st century, who do
not know the world without mobile and internet technologies, are very suitable
to use digital financial solutions offered by banks.

Due to the increasing interest of banks in the development of offers for
young people and the widespread use of banking products and services among
people under 26 years, the authors of this work undertook the research with
the aim of evaluating the types, preferences and patterns of using banking offers
by children, youths and young adults. The authors also evaluated major channels
of accessing banking products and services as well as factors determining their
choice by the group under consideration. The investigation was also aimed at
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finding out if young people use financial products and services of financial insti-
tutions other than banks.

For the purposes of research conducted as a part of the work, the authors
adopted two research hypotheses:

— HI: Level of financial knowledge determines the diversity of banking prod-
ucts used by young people;

— H2: Young people that use banking products are common users of non-bank-
ing financial products and services.

Undertaking the research in the mentioned field is justified by a relatively
small number of publications related to the topic of banking services for chil-
dren and young people, as well as classifying this group of people outside
the mainstream of banking research despite its prospective nature. Knowledge
about conditions and preferences, as well as the effects of using bank products
and services, may support banks in offering products better adjusted to age,
and preferences, as well as the needs of young people.

2. Literature review

Johnson & Sherraden (2007, pp. 119-145) emphasise that, it is crucial in mo-
dem society to have the ability to understand, assess, and act in the best financial
interest. Generally, people’s behaviour on the financial market as well as access
to the financial market offer can be dependent on their age, gender, education,
place of residence, social status (Walczak & Pienkowska-Kamieniecka, 2018,
p. 123), or their wealth (Dziawgo, 2006). Among the young clients of financial
institutions, students are the most often examined group. For example, Motlha-
bane (2017, pp. 98-104) assessed whether the banks’ strategies help to attract
and retain or deter tertiary students from their businesses. The author examined
the banks’ need to go beyond expectations in nurturing students as clientele.
In another study the aspects, which customers (students) consider when se-
lecting a particular bank or when switching to another one, were presented by
Camilleri & Ellul (2017, pp. S1-63). The study prepared by Foscht et al. (2010,
pp. 264-276) examines what determined the youth’s choice of banks. Determi-
nants of satisfaction, loyalty, and behavioural intention were primarily affected
by satisfaction with employees and services rendered. The results indicate that
as young people reach certain milestones, their needs become more multifac-
eted. Floh & Treiblmaier (2006, p. 105) in their paper investigated the impor-
tance of antecedents of online banking loyalty such as trust, quality of the web
site, quality of the service and overall satisfaction. The authors confirmed that
service quality has a stronger impact on satisfaction for younger people than for
the elderly.

The research area of servicing young people by banks can be considered as
important, as young people are a natural group for financial inclusion. The pro-
cess of financial inclusion has been an area of investigation of some international
institutions including The World Bank, which finds young people as the seg-
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ment of population with the lowest usage of financial services (Demirguc-Kunt
& Klapper, 2012). The benefits of the inclusion of children, youths and young
adults into using banking services, including an increasing capacity to find em-
ployment, undertake entrepreneurship, as well as becoming economically con-
scious and productive members of society, were presented by the Child & Youth
Finance International and MasterCard (2014). In the investigation of young
people, the group under consideration is often analysed as one of several age
segments of bank clients. There is also research conducted among students but
not directly on children and youths below 18 years old as well as young adults
not being students. The general attitude of Poles towards a non-cash economy
and the using of banking products among the various age groups including young
adults were systematically investigated in the years 2009, 2013, 2016 by Mai-
son (2017). The evaluation of the recognition and image of cooperative banks
among students from high school were examined by Perek & Pawlonka (2014,
pp. 71-83). The research showed that cooperative banks are seen by youths
as safe, trustworthy but conservative, old fashioned and not for young people.
Some other researches were conducted by financial market analysts and public
opinion research centres, e.g. according to such institutions young people are
relatively difficult to persuade to start using banking products and services, but
when they become clients of banks, they usually remain a loyal group (Newse-
ria, 2016). The offers of banks to young people are often characterised by spe-
cial conditions, e.g. complimentary character and more innovative or beneficial
features than standard products for retail clients (Totalmoney.pl, 2016). Also,
the using of bank offers (except loans) is not conditioned by creditworthiness
or the regular incomes of young people. This may confirm a relatively high po-
tential for the adoption of banking products and services by children, youths
and young adults accessed by the internet or smartphones.

3. Research methods

For the aims set in the paper, the authors elaborated and conducted a survey
with the CAWI technique on a sample of children, youths and young adults
(under the age of 26). The research was aimed at obtaining data to assess the rea-
sons, conditions and effects of use of banking products and services by young
people. The authors investigated also the types of bank products used and ser-
vices as well as opinions of the young people on bank servicing. The survey
was addressed to a group aged 25 years and below. Such an age was assumed as
the upper limit of being young from the perspective of financial institutions, i.e.
the age at which clients are able to obtain products or services specially designed
for children or youths or products, which are sold free of charge to this age level.
There was no lower age limit of respondents, however we assumed that most
important would be responses from the people at the age of 13 and more, as that
is the threshold of obtaining limited legal ability and hence ability to conduct
simple banking operations by children. In fact, a very limited banking offer is
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available for children below the age of 13 and it functions mostly as added func-
tionality of products or services used by their parents. The authors presented
aspects of the age of clients in the financial market and the availability of finan-
cial products for children, young people and young adults in the article entitled
Young people and banking products and services in Poland: fundamentul aspects.

The investigation was conducted in the period January—February 2017 with
a questionnaire created in the internet application Interankiety.pl. The re-
spondents were asked about filling the application in, through a social media
network and internet blog. The applicants were also asked to invite their rela-
tives or friends (under 26) to participate in the research.

The questions in the survey were grouped into three parts, i.e. a general part
for all the participants, a part for users of bank products and services and a part
for people not experienced in banking. The majority of questions were close-
ended except the question about the brand of the servicing banks. During
the three-week period, in total, 224 questionnaires were collected of which 15
were removed due to lack of answers. Three questionnaires were filled in by
children with the help of their parents or other older persons to present the sur-
vey in a more accessible way.

For the scientific purposes of the paper the authors used the statistical Chi
square test, coefficient of contingency, Spearman’s Rho correlation as well
as a muldvariate backward stepwise logistic regression. The evaluation was
performed with IBM SPSS Statistics (ver. 25). The young people being users
of banking offers were profiled according to independent variables such as:
age (<18, 18-21, 22-25), gender, education level (primary/gymnasium, sec-
ondary/vocational, higher, higher economic'), place of residence (countryside,
city <100k, city 100-500k, city >500), level of financial knowledge (lack/
poor, general, average, good, very good), source of financial knowledge (par-
ents/friends, TV/books/press, internet, school/college), main access chan-
nel (branch, internet, mobile), frequency of using of banking offers (less than
monthly, once per month, several times per month, once per week, several
times per week, daily), age of starting of using banking products (<13, 13-17,
18-21, 22-25), bank PKO BP? client (yes, no), user of other than banking fi-
nancial products (yes, no).

! The detailed characteristics of the system of education in Poland are provided by
Smoczynska (2014, p. 7).

2 The biggest commercial bank in Poland commonly chosen by young people.

151



BB =xoNOMIA I PRAWO. ECONOMICS AND LAW, 18(2): 147164

4. Results

4.1. Analysis of products and services currently used by young
people

Young people participating in the survey were asked to indicate the type of bank-
ing products and services they currently use. The respondents could select more
than one product or service. The obtained results in general confirmed the com-
mon use of the bank’s internet service, payment cards, ATMs and current ac-
counts (chart1).

The obtained structure of indications may confirm rather a multi-product
approach of the usage of banking offers by young people based on ‘typical’ prod-
ucts such as accounts, cards and internet servicing (money transfers, checking
balance of the account, managing personal finance)?. Less common were mobile
applications and savings accounts or term deposits. None of the respondents
indicated the use of loans, including student credits, which may confirm that
the major focus of the mentioned group is on safe and simple products.

Due to a relatively high number of products indicated by respondents,
the authors decided to distinguish three generic groups to analyse the profile
of their users. The products were classified into: (1) traditional banking (TB)
including: current accounts, savings accounts, term deposits; (2) card banking
(CB) including: payment cards, ATMs and terminal banking; (3) modern bank-
ing (MB) including: internet banking, mobile applications, BLIK payments
and email/mobile payments®.

Table 1 presents the statistically significant parameters of multivariate back-
ward stepwise logistic regression models describing the use of TB, CB, MB. The
testing proved that the use of traditional products depends firstly on the age. The
<18 age group represents approx. 5.84 times higher chances to be users of TB
products than the older group (18—-21). Furthermore, clients of other banks than
PKO BP present approx. 2 times higher chances of being traditional banking
products users. Such results may confirm the innovative character of the big-
gest Polish commercial bank. Considering the profile of CB users, the logistic
regression model shows that women and persons in the age 22-25 are about
4.6 and 311 times more likely to use card banking than men and people under
the age of 18. Moreover, the persons with higher and higher economic educa-
tion level were representing significantly less chances to use card banking than
persons with primary and vocational education. Such a phenomenon can be jus-
tified not necessarily by the lack of interest in using payment cards or ATMs by

3 The interesting phenomenon is that young people significantly less often indicated
the use of a current account than internet banking, payment cards or ATMs, which as
arule, require opening a current account.

4 Due to a lack of usage of student loans the authors omit this item in dependence
analysis.
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highly educated people but rather by using products from the MB group. Such
conclusions can be confirmed by the parameters of modelling of MB products
where people with high or secondary education are respectively 32 and 12 times
more likely to use the offers of banks against people with primary and gymna-
sium education. The usage of modern banking products is also associated with
people declaring their level of financial knowledge as general or good, which
represent respectively 20 and 40 times higher chances of using against people
with a lack of or poor knowledge. Furthermore, the usage of modern banking is
also characteristic for those young people who use primarily internet and mobile
access channels in contact with banks (41 and 156 times higher chances than
people using a bank branch as the major channel). The analysis of using at least
one product from three distinguished groups indicates that the use of traditional
and payment card products is dependent in general on the age. In contrary
the use of modern banking solutions is determined by formal education level,
subjective level of financial knowledge and the access channel.

To investigate the profile of young people using banking products and ser-
vices, the authors classified respondents into two groups, i.e. focused users (FU)
if they were using products only from one group (TB, CB or MB) or multi-prod-
ucts users (MU) if they were using products from all three groups®. The results
of modelling are presented in table 2.

The logistic regression indicates that among young people the focused us-
ers are primarily the children and youths (<18 years), people with a lack of or
poor financial knowledge and those using traditional channels of contact with
bank, e.g. People in the age 22-25 are approx. 16 times less prone to be fo-
cused users than people under 18. People with a subjective good level of financial
knowledge have approx. 83 times lower chance to be focused users than people
with a lack of or poor knowledge. Those clients who use mobile access chan-
nels present more than 6 times lower chances to be focused users (i.e. users
of products just from a single product group) than branch users. Against this
background multi-products users are primarily young adults in the age 22-25,
people evaluating their own knowledge as higher than a lack of or poor knowl-
edge and the clients of other banks than the biggest Polish commercial bank
PKO BP. In case of focused and multi-product users, the highest impact is rep-
resented by the level of knowledge and then by the age. Except of the variable
CB, the type and the scope of using of banking products is not determined by
gender, which may confirm that women and men use bank offers in a simi-
lar way. This may also verify that the differences between the genders in using
banking products and services among youths and young adults are less signif-
icant than the differences in the whole of society confirmed by the research
conducted by Walczak & Pienkowska-Kamieniecka (2018, pp. 123-132) as well
as Polasik & Wisniewski (2009, pp. 32-35). The place of residence, source

5 The number of multi-products users was 90 and the focused-users 21. The authors
omitted analysis of users of products from two groups.
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of financial knowledge, the age of first adoption of banking offers as well as
the usage of other than banking financial products are not determining the use.

4.2. Analysis of products most frequently used by young people

Young people that use banking products and services were also asked about
the most frequently used (preferred) product or service (chart 2). The most of-
ten indicated option was payment card (53%). The second option was internet
banking including money transfers (14%) and the third, current account (10%).
As the respondents could give just one answer, one could find a vital dispar-
ity between payment card and other products and services including internet
banking and current accounts. The dominance of payment cards may confirm
that young people primarily use bank offers for day-to-day cashless payment
operations. Less important is checking account balance, wire money transfers,
making operations on bank account or taking cash from ATMs.

The authors used Chi square test, contingency coefficient and Spearman’s
Rho correlation coefficient to find statistical dependence between the most fre-
quently used products and variables depicted in paragraph 3. The results are
presented in table 3.

The statistical analysis results confirm dependence and positive corre-
lation between payment cards as the most frequently used banking products
and access channel, frequency of using banking products and services as well as
the age of starting usage of banking offers. Frequency and age of starting using
bank products were also statistically significant factors for internet banking.
Three completely different factors (education level, subjective level of financial
knowledge and place of residence) influenced the indication of current account
as the most frequently used banking product.

4.3. Analysis of main access channels used by young people

The authors of the paper analysed also channels of access to banking offers pre-
ferred by young people (chart 3). The highest number of indications in the sur-
vey (76%) were the Internet, which was more than four times frequently used
than mobile phones (18%) and the stationary branches (6%). Such structure
of answers can be considered as surprising as banks are intensively promoting
mobile services as the solutions adjusted to the style of life of young people.

To investigate in more details the use of particular access channels, the au-
thors performed statistical analysis of the dependence between internet banking,
mobile applications, stationary branches and the variables depicted in paragraph
3. The authors used Chi square test, coefficient of contingency and Spearman’s
Rho correlation coefficient. The results are presented in table 4.

The Chi square test and coefficients confirmed the dependence between in-
ternet banking channel users and the age, as well as education level. In both
cases an increase of the variable has influenced positively, the use of the Inter-
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net as a major access channel. The usage of traditional branches is statistically
dependent on gender, age, education level and the frequency of using banking
products. Contrary to internet channels an increase of the age and education
level as well as being a woman reduces the usage of stationary branches. The
strongest negative influence is represented by the frequency of usage of banking
offers. The use of mobile applications as the major access channel turned out
to have another pattern of dependence. In this case, just the level and source
of knowledge got statistical significance®. Gender, age, place of residence, fre-
quency of usage of banking products, age of starting bank products adoption,
being a PKO BP client as well as using products of other financial institutions
were not influencing the use of the mobile channel.

4.4. Analysis of other than banking financial products and services
used by young people

The authors intended also to investigate if young people that use bank prod-
ucts and services are users of offers of financial institutions other than banks.
The research revealed that the majority of young people (82%) uses exclusively
the products of banks, which may confirm their financial inclusion primarily
throughout the banking sector. Just 15% of respondents declared using products
and services of insurance companies and 2% declared using products of insur-
ance companies and investment funds companies. Just 1% declared using just
offers of investment funds companies. None of the respondents indicated other
types of financial products or services used. Chart 4 presents the structure
of the responses.

The insurance products were used exclusively by people having secondary
(23%), high (27%) or high economic education (S0%). Also, such products were
primarily used by the oldest group of young people, i.e. 22-25 years (85%).
The investment fund companies’ products were purchased exclusively by peo-
ple of 22-25 years with high and high economic education level. The analysis
of the structure of answers was confirmed statistically by Chi square test, coeffi-
cient of contingency and Spearman’s Rho correlation coefficient (table S5).

The statistical analysis confirmed that the age, education level, subjective
level of financial knowledge as well as the source of financial knowledge (or-
dered by the level of advancement) are statistically confirmed as influencing
the use of other than banking financial products. Similar results are obtained
during the analysis of the usage of insurance. Such an effect can be explained
by the age requirement to conclude the insurance contract as well as the con-
sciousness of the need and the level of knowledge required to use such (e.g.
more complex) financial products. The strongest influence is noted in the case

¢ The low negative correlation between the use of mobile banking and source of knowl-
edge (ordered according to the level of accuracy of knowledge passed) is a result of a rel-
atively high number of young adults obtaining knowledge from internet or college/school
who do not use mobile banking at all.
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of subjective level of knowledge and then for education level. This may con-
firm that the usage of non-banking financial products such as insurance must
be supported by education, which effectively increases the financial knowledge
of young people.

5. Conclusion

Young people commonly decide to start using bank products and services, which
is confirmed by the share of users of bank offers in the group of persons up to 25
years (74% of the investigated group). In general, children, youths and young
adults use many standard products such as payment cards, internet banking,
ATMs and current accounts. The statistical analysis of banking products, fre-
quency of their use, access channels as well as other than banking products used,
allows one to draw several vital conclusions. Traditional products (accounts) are
used primarily by children and youths, while card banking is used primarily by
young adults in the age of 22-25. Use of modern and innovative products such
as internet banking, mobile applications and mobile payments is determined
primarily by the education level, subjective level of financial knowledge as well
as the type of main access channels. The level of financial knowledge turned out
to have the strongest impact on the diversity of used bank products and services.
Such results positively verifies hypothesis HI.

An analysis of the types and diversity of banking products used by young
people indicates that approximately the same number uses modern banking
products and payment card products and less users are interested in traditional
accounts (current, savings and term deposits). Young people are characterised
also by the multi products approach to the adoption of banking offers, i.e. si-
multaneous usage of modern banking products, payment cards and traditional
banking. This group was represented by the highest number of respondents.
The lowest number depicted the focused banking product users, i.e. persons us-
ing products belonging exclusively to one product group. One should note that
despite the common use of various products from various groups, young people
rather do not adopt risky products such as loans.

Another important conclusion from the research is that young people as
a rule do not use financial products other than banking. Some minor share was
gained by insurance companies’ products. Such results negatively verify hy-
pothesis H2.
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Table 1.

Appendix

Multivariate backward stepwise logistic regression models of using traditional
banking, card banking and modern banking

Specification efr[(')r P-value E()g)g) gISZ’L 95% CI UL
TB, 1=113, 0=41
age<18 - - 0.004 - - -
age 18-21 - - 0.036 0.171  0.033 0.0888
PKO BP user -0.719 0.401 0.073 0.487 0.222 1.069
constant 2.146 0.801  0.007 8.548 - -
Nagelkerkeg R? 0.120
Cox Snell R? 0.082
Hosmer Lemeshow test p-value 0.991
CB, 1=133, 0=21
gender: female 1.529 0.874  0.080 4.613  0.831 25.599
age<18 - - 0.050 - - -
age 22-25 5.741 2.458 0.020 311.282  2.517 38,503.088
education level: primary/gymnasium - - 0.098 - - -
education level: higher -6.268 2.685  0.020 0.002  0.000 0.366
education level: higher economic -5.053 2.718  0.063 0.006  0.000 1.316
level of financial knowledge: lack/poor - - 0.047 - - -
frequency of using of banking offers: less than monthly - - 0.041 - - -
Nagelkerkeg R? 0.537
Cox Snell R? 0.295
Hosmer Lemeshow test p-value 0.445
MB, 1=131, 0=41
education level: primary/gymnasium - - 0.019 - - -
education level: secondary 3.107 1.041 0.003  22.359 2.907 171.953
education level: higher 2812 1l6  0.012 16.638 1.867 148.272
education level: higher economic 3.544 1.373  0.010  34.599 2.347 510.072
level of financial knowledge: lack/poor - - 0.010 - - -
level of financial knowledge: general 2.415 0.973 0.013 11191 1.661 75.408
level of financial knowledge: average 1.883 0.845  0.026 6.575  1.254 34.473
level of financial knowledge: good 4.976  1.638  0.002 144.889 5.850  3,588.373
main access channel: branch - - 0.005 - - -
main access channel: internet 3.718 1.286  0.004 41.168  3.310 512.072
main access channel: mobile 5.047 1.623 0.002 155.556 6.467 3,742.0.15
constant -6.268 1.691 <0.001 0.002 - -
Nagelkerkeg R? 0.510
Cox Snell R? 0.291
Hosmer Lemeshow test p-value 0.763

Notes:

Models present only statistically significant variables except constant at a=0.1, N=154.

Source: Own study based on a survey.
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Table 2.
Multivariate backward stepwise logistic regression models of focused and multi-
product users

Specification B St. Error  P-value Exp(B) (OR) 95% CILL 95% CI UL

FU, 1=21, 0=133

age <18 - - 0.013 - - -
age 22-25 -2.803 1.030 0.006 0.061 0.008 0.458
level of financial knowledge: lack/poor - - 0.11 - - -
level of financial knowledge: general -2.067  1.001 0.039 0.127 0.018 0.899
level of financial knowledge: average -2.292  0.902 0.011 0.101 0.017 0.591
level of financial knowledge: good -4.413  1.554 0.005 0.012 0.001 0.255
main access channel: branch - - 0.011 - - -
main access channel: internet -3.791 1.315  0.004 0.23 0.002 0.297
main access channel: mobile -4.161 1.482 0.005 0.16 0.001 0.285
constant 5.052  1.555  0.001 156.343 - -
Nagelkerkeg R2 0.501

Cox Snell R2 0.275

Hosmer Lemeshow test p-value 0.765

MU, 1=90, 0=64

age <18 - - 0.008 - - -
age 22-25 1.368  0.669  0.041 3.929 1.058 14.587
level of financial knowledge: lack/poor - - 0.0l6 - - -
level of financial knowledge: general 3.110 1.119  0.005 22.424 2.503  200.922
level of financial knowledge: average 3.378 1.104  0.002 29.304 3.370  254.827
level of financial knowledge: good 3.692 1.106  0.001 40.134 4.589 351.022
level of financial knowledge: very good 2.717 1192 0.023 15.141 1.464 156.642
PKO BP user -0.762  0.396  0.054 0.467 0.215 1.013
constant -3.381 1.213  0.005 0.034 - -
Nagelkerkeg R2 0.295

Cox Snell R2 0.219

Hosmer Lemeshow test p-value 0.823

Notes:

Models present only statistically significant variables except constant at a=0.1, N=154.

Source: Own study based on a survey.
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Table 3.
Variables influencing using of payment cards, internet banking and current accounts
Variables Payment card Internet banking ~ Current account
) p-value - - 0.040
education level
C/Rho - - 0.226/0.213
. . p-value - - 0.021
level of financial knowledge
C/Rho - - 0.264/0.207
) p-value - - 0.041
place of residence
C/Rho - - 0.226/0.130
) p-value 0.033 - -
main access channel
C/Rho 0.206/0.125 - -
) ) p-value 0.004 0.004 -
frequency of using of banking offers
C/Rho 0.319/0.187 0.318/-0.087 -
p-value 0.009 0.011 -

age of starting of using banking products
C/Rho 0.264/0.251 0.260/-0.264 -

Notes:
The table presents only variables which are statistically significant at a=0.05, N=154.

Source: Own study based on a survey.

Table 4.
Variables influencing using of internet, mobile phones and branches
Variables Internet Mobile phone Branch
p-value - - 0.010
gender
C/Rho - - 0.202/-0.206
p-value 0.008 - <0.001
age
¢ C/Rho 0.242/0.180 - 0.376/-0.277
. p-value 0.025 - 0.002
education level
C/Rho 0.239/0.131 - 0.296/-0.200
. . p-value - 0.038 -
level of financial knowledge
C/Rho - 0.249/0.060 -
. . p-value - 0.033 -
source of financial knowledge
C/Rho - 0.231/-0.002 -
_val - _ .
frequency of using of banking offers prvaiue <0.001
C/Rho - - 0.431/-0.316

Notes:
N=154.

Source: Own study based on a survey.
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Table 5.
Variables influencing using of other than banking financial products and services
Variables Other Insurance
p-value 0.027 0.036
age
. C/Rho 0.212/0.215 0.203/0.206
) p-value 0.005 0.012
education level
C/Rho 0.277/0.285 0.259/0.266
-val
level of financial knowledge prvaiue <0.001 <0001
C/Rho 0.347/0.317 0.342/0.306
§ X p-value 0.035 -
source of financial knowledge
C/Rho 0.230/0.197 -
Notes:
N=154.

Source: Own study based on a survey.

Chart1.
Bank products and services used currently by young people (in %)
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Notes:
N=154, multiple choice.

Source: Own study based on a survey.
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Chart 2.
Bank products and services most frequently used by young people (in %)

BLIK payments
email/mobile transfers
term deposit

mobile banking
savings account

ATM

current account

internet banking

payment card

Notes:
N=154, single choice.

Source: Own study based on a survey.

Chart 3.
Preferred access channels to bank products and services (in %)

6

= internet banking = mobile application branch

Notes:
N=154, single choice.

Source: Own study based on a survey.
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Chart 4.
Products and services of other financial institutions used by young people (in %)

R | 1

15/

82

= not used = insurance companies
= insurance and investment funds companies investment funds companies
Notes:

N=154, single choice.

Source: Own study based on a survey.
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