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Factors Influencing Contact Channel Selection Among Customers of Maltese Core Domestic Banks
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ABSTRACT
	Background: The Maltese banking sector is rapidly adopting multi-channel services, combining digital platforms with traditional branches to meet diverse customer needs. However, limited research on customer channel preferences creates a gap that may lead to misaligned strategies, reduced service quality, and exclusion of less digitally literate users.
Aims: This study aims to identify and analyse the key factors influencing customers’ selection of contact channels in Maltese core domestic banks, with a focus on cognitive, demographic, and affective variables.

Study design: A quantitative, deductive research design based on a post-positivist approach was adopted.

Place and Duration of Study: The study was conducted in Malta among customers of core domestic banks between late 2025 and early 2026.

Methodology: Data were collected through an online self-administered questionnaire distributed via social media. A total of 260 valid responses were obtained from individuals aged 18 years and above with an active bank account. The questionnaire consisted of 18 items that measured channel accessibility, query nature, technological proficiency, user experience, age, and gender. Data were analysed using SPSS (version 29). As normality assumptions were violated, non-parametric tests, including Spearman correlation and Chi-Square tests, were employed to examine relationships between variables.

Results: Findings indicate that all six independent variables significantly influence contact channel selection (p < 0.05). Online banking was the most preferred channel (mean = 4.44), followed by call centres (mean = 3.49), chatbots (mean = 2.77), and branches (mean = 2.53). Technological proficiency showed a strong positive correlation with online banking usage (ρ = 0.390, p < 0.001). Age was negatively correlated with digital channel usage (ρ = -0.255, p < 0.001), indicating higher adoption among younger users. Gender was significant only for call centres (p < 0.001), with males more likely to use them. Channel accessibility and user experience also demonstrated significant positive relationships with channel choice.
Social Implication: The findings highlight the risk of digital exclusion among less technologically proficient and older banking customers, emphasising the need for inclusive strategies that ensure equitable access to financial services. Additionally, promoting digital literacy and maintaining hybrid service models can enhance financial inclusion and improve overall customer well-being within the Maltese banking sector.
Conclusion: The study confirms that customer channel selection is shaped by a combination of accessibility, user characteristics, and prior experiences. Banks should adopt hybrid service strategies, enhance digital platforms, and promote digital literacy to improve customer engagement and service efficiency.
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1. INTRODUCTION
The Maltese banking industry, like other countries, is undergoing significant changes due to technological advancements (Attard, 2020). Recently, banking services have evolved with the introduction of multiple channels to serve customers, prompting banks in Malta to invest in digital banking (Sultana, 2021). Banks utilise diverse contact channels, allowing their customers to choose the communication channel in a multi-channel environment (Albesa, 2007). Maltese core domestic banks offer a range of financial services, with 86 branches, maintaining physical locations despite technological advancements such as call centres, online banking, and chatbots, which allow customers to contact the bank through different channels (APS Bank, 2025; BOV, 2025; BNF Bank, 2025; HSBC Malta, 2025; Lombard Bank, 2025; MeDirect, 2025). Customers utilise these channels when they need general, service, and product-related information, when encountering issues with transactions, cards, and technical systems (Jones and Farquhar, 2003; Okiro and Ndungu, 2013; Shammout and Haddad, 2014; Ahmed and Gomes, 2016; Ometov et al., 2018; Franck, 2020), when they require account maintenance, or need to report fraudulent activities and service failures (Shammout and Haddad, 2014; Kumar, 2018; Jamadar et al., 2024).
While local banks have expanded their range of contact channels, particularly online banking and chatbots, there remains limited understanding of whether these offerings align with the actual preferences and capabilities of different customer segments. This creates a managerial decision gap, whereby banks may prioritise investments in digital channels without adequately considering variations in technological proficiency, age, and user experience identified in this study. These misalignments may lead to inefficient resource allocation, reduced service quality, and the potential exclusion of less digitally literate customers, particularly those who rely on traditional channels.

Research on contact channel selection in Malta does not exist, as studies like Branca (2008) and Camilleri and Ellul (2017) focused on bank selection. Without understanding the factors influencing contact channel selection, banks risk implementing ineffective strategies (Malta Today, 2019). Practically, there are three research gaps evident, a contextual gap as there has been no study alike in Malta, a variable gap since a study that focuses specifically on the choice of variables adopted in this study was absent, and a practical gap since there is no empirical evidence that helps banks develop hybrid service strategies. In the absence of this study, banks may overlook challenges, creating difficulties for various customers, such as the elderly, who still struggle with online banking (Fenech Castaldi, 2021). This misunderstanding can lead to strategies that fail to balance technology with inclusivity, ultimately risking customer loyalty and trust, as well as harming service delivery and long-term retention in an evolving financial landscape (Calisir and Gumussoy, 2008). Based on the identified research problem, this research aimed at answering the following research question:

What factors influence customers' selection of contact channels in Maltese core domestic banks?
Multi-channel selection behaviour tries to understand how customers decide between multiple available channels (Patel and Brown, 2016). As customers encounter any queries, the subsequent decision is to choose the contact channel to resolve the issue promptly and efficiently. In alignment with the research question, three research objecives were developed:

1. To identify the primary reasons behind core domestic banking customers contacting their banks.

2. To infer customers' preferred contact channels to resolve banking queries.

3. To ascertain the factors affecting banking customers’ choice of contact channels.
1.1 Cognitive Variables.  
According to Laukkanen (2007), one of the factors that influences customer selection is accessibility. Patel and Brown (2016) stated that the availability of the channel affects channel selection, whereby the more available the channel, the more accessible it is. Patrício et al. (2003) note that customers tend to choose the channel they find easiest to use, as it facilitates interaction with the bank. This makes it easier for them to access the channel without unnecessary trouble (Patel and Brown, 2016). Although studies show that accessibility does affect channel selection, customers prefer to have multiple options to choose from, enabling them to select the channel they find most accessible at a specific point in time (Patel and Brown, 2016). Another cognitive variable that affects the channel chosen by banking clients is the nature of the query, referring to its complexity and urgency (Patel and Brown, 2016). Albesa (2007) demonstrates that the higher the complexity, the greater the preference for face-to-face interaction, resulting in customers contacting banking staff in branches. In contrast, Cortiñas et al. (2010) found that even for simpler queries, customers tend to use multiple channels, indicating that the complexity of the query does not significantly affect channel selection. Regarding the urgency of the query, Patel and Brown (2016) stated that customers tend to use online banking for urgent queries as it is quicker to interact with the bank. This is confirmed by Branca (2008), who found that channel selection is affected by the time pressure felt by the customer.
1.2 Demographic Variables.  
The age of the customer has been proven to influence channel selection, as customers tend to select the channel with which they are most accustomed to using for an extended period (Branca, 2008). For the older generation, this often means a preference for branches, whilst for the younger generation, this often means online banking (Patel and Brown, 2016). In fact, Branca (2008) uncovered that younger customers are more likely to use a new channel compared with older generations. According to Bouwmeester (2016), gender also significantly affects channel selection, with studies showing that women are more likely than men to adopt new banking channels, such as mobile and online banking. On the other hand, in the study conducted by Emeka Izogo et al. (2012), gender did not influence channel choice as men and women both make similar use of channels. However, Branca (2008) showed mixed results across different channels, noting that gender impacts preferences for call centres and online banking, but it does not significantly affect the choice to visit a physical branch.
1.3 Affective Variables.  
Another factor that affects channel selection is technological proficiency, which is the knowledge required to use technology (Patel and Brown, 2016). Customers who are not technologically proficient tend to prefer face-to-face channels, as they fear making mistakes (Branca, 2008). A study by Mavri and Ioannou (2006) found that customers are more willing to use technological channels if they are provided with information and guidance. In contrast, avoidance of using online channels could also be the result of a lack of confidence, leading customers to feel less in control of their financial activities (Albesa, 2007). Additionally, many banking customers prefer face-to-face interactions because they do not trust technology to handle highly sensitive banking information (Sandhu and Arora, 2020). Another variable that was proven significant by Patrício et al. (2003) was user experience. According to Patel and Brown (2016), this depends heavily on whether customers believe that the channel will provide a reliable and satisfying interaction. Patricio et al. (2003) state that the timeliness and accuracy of the information given further enhance user experience. Past experiences also play a role in whether a customer makes use of that channel again (Mavri and Ioannou, 2006), whereby a positive user experience encourages continued use of the channel, whilst a negative experience leads customers to seek alternative channels (Patel and Brown, 2016).
2. material and methods

The processes and techniques used to address the research question, objectives, and hypotheses followed Saunders et al.'s (2023) Research Onion, which involves describing the research design, data collection methods, questionnaire structure, and data analysis techniques.
2.1 Research Aim and Hypothesis.  
The rationale behind this study was to identify the factors influencing customers’ choice of contact channels. Specifically, it sought to understand how cognitive, affective, and demographic factors impact channel selection by examining customer preferences and usage patterns across branches, call centres, online banking, and chatbots offered by Maltese core domestic banks. The hypotheses being tested by this study are as follows:

,H0 : Cognitive, Demographic and Affective variables do not have a statistically significant impact on Contact Channel Selection
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1  : Cognitive, Demographic and Affective variables have a statistically significant impact on Contact Channel Selection
2.2 Research Design.  
The core interpretation sought by this research was whether these variables influence the selection of contact channels among customers of core domestic banks in Malta. Therefore, post-positivism was adopted to achieve an objective conclusion and scientifically test the hypotheses. Deductive reasoning, which involves hypothesis testing based on existing theories, was employed.
The definition of the population used for this study consisted of individuals residing in Malta, aged 18 years or older (to comply with ethical guidelines), with a bank account, and who engaged in banking services provided by Malta's six core domestic banks. Convenience sampling was employed, whereby participants were reached through an online self-completion questionnaire shared on social media, as this method enabled the collection of data quickly. This ensured that the data collection was representative since 93.3% of people aged 16 to 74 use the internet in Malta (National Statistics Office [NSO], 2025). According to the latest data from the NSO, the estimated population aged 18 years and above as of 31 December 2023 in Malta was 476,935. Hence, a sample size of 260 was collected at a 95% confidence level and a 6.08% margin of error. The questionnaire comprised 18 questions to address the variables identified in the literature by past authors that have been proven to impact contact channel selection (Table 1).

2.3 Data Analysis.  
The study examined the relationship between affective, cognitive, and demographic variables and the selection of contact channels among Maltese core domestic banks. Figure 1 illustrates the conceptual framework, illustrating how the independent variables are hypothesised to influence contact channel selection.
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Figure 1: Path Diagram
Following the cleaning and transformation of the raw dataset, statistical tests were conducted to address the research question. These included a normality test to assess data distribution. Since the data was not normally distributed, non-parametric tests (Spearman correlation and Chi-Squared test) were performed using the Statistical Package for Social Sciences (SPSS) software version 29.0.2.0, which was selected for its simplicity and effectiveness. The Shapiro-Wilk test confirmed that the data did not follow a normal distribution for all analyses by testing the following hypothesis:

,H0:Sample belongs to a data that is normally distributed
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:Sample belongs to a data that is not normally distributed
This study employed Cronbach’s alpha to assess the reliability of composite variables created by summing or averaging responses from relevant questionnaire items. This approach guarantees that each composite variable accurately reflects the underlying construct it aims to measure (Tavakol & Dennick, 2011). 

3. results and discussion

The collected data is summarised in Table 1, offering a statistical descriptive overview of the key factors that were identified in Figure 1. The produced results indicate that participants were very likely to choose online banking as their preferred contact channel with a mean of 4.44. This was then followed by call Centres, Chat Bots, and lastly Branches which had the lowest mean of 2.53.

Table 1.
Descriptive Statistical Table

	Variable
	Consists of
	Mean
	Standard Deviation
	Minimum
	Maximum

	Contact Channel Selection
	Branch
	2.53
	1.38
	1
	5

	
	Call Centre
	3.49
	1.34
	1
	5

	
	Online Banking
	4.44
	1.01
	1
	5

	
	Chat Bots
	2.77
	1.38
	1
	5

	Channel Accessibility
	Branch
	0.60
	1.07
	0
	4

	
	Call Centre
	1.59
	1.52
	1
	4

	
	Online Banking
	3
	1.4
	3
	4

	
	Chat Bots
	0.6
	1.16
	0
	4

	Nature of Query
	Branch
	0.12
	0.43
	0
	2

	
	Call Centre
	0.57
	0.72
	0
	2

	
	Online Banking
	1.21
	0.73
	0
	2

	
	Chat Bots
	0.34
	0.62
	0
	2

	User Experience
	Branch
	1.09
	1.2
	0
	3

	
	Call Centre
	1.65
	1.19
	0
	3

	
	Online Banking
	1.72
	1.20
	0
	3

	
	Chat Bots
	0.16
	0.43
	0
	2

	Technological Proficiency
	/
	4.52
	.89
	1
	5

	Age
	/
	2.38
	1.43
	1
	6

	Gender
	/
	0.59
	0.5
	0
	1


Source: Authors’ Calculations
Furthermore, Table 1 provides a synopsis of the study’s independent variables. The mean score for ‘CHANNEL ACCESSIBILITY’ was the highest for online banking, indicating that this channel is considered the most accessible. Regarding the ‘NATURE OF QUERY’, the mean values were low for all channels, meaning that participants rarely have a preferred channel based on query complexity or urgency. For ‘USER EXPERIENCE’, branches, call centres, and online banking were rated more favourably compared to chatbots, indicating that a positive experience can be held both through traditional and online tools. The ‘TECHNOLOGICAL PROFICIENCY’ variable had a high mean of 4.52, which indicates that the sample population was digitally literate. The data suggests that most participants were between 25 and 34 years old, with a slightly higher proportion of female respondents.
3.1 Preliminary Analysis.  
3.1.1 Contact Channel Usage versus Type of Banking Services

Participants who reported having an overdraft contacted their bank the most frequently, with a mean of eight times per month, followed by those with business loans, personal loans, and home loans. In contrast, participants who used more basic banking products, such as debit cards, credit cards, or those who transferred money, reported fewer interactions (Figure 2).
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Figure 2: Frequency of Contact Channel Usage According to the Type of Banking Service Held
Source: Authors’ Calculations
This observation is consistent with the findings of Celerier and Vallee (2013), which indicate that the complexity of financial products necessitates more frequent interactions to manage and understand these products effectively. In contrast, participants with more straightforward banking products, like debit cards or savings accounts, had fewer needs to interact with their banks.

3.1.2 Reasons for Contacting the Bank

The data in Table 2 shows that the most common banking queries among the participants were related to transactions, online banking, and payment-related issues. Since transaction queries are the most common, it implies that users most regularly require assistance with transfers, deposits, or withdrawals. These findings align with previous research by Shammout and Haddad (2014), who noted that customers frequently contact banks due to incorrect, failed, or delayed transfers.
Table 2: Descriptive Statistics for Reasons for Contacting the Bank

	Variable
	Mean
	Median
	Standard Deviation
	Minimum
	Maximum

	Transaction Queries
	3.20
	3
	1.09
	1
	5

	Online Banking Queries
	2.70
	3
	1.04
	1
	5

	Payment Queries
	2.51
	3
	0.98
	1
	5

	Account Queries
	2.46
	2
	1.00
	1
	5

	Card Queries
	2.41
	2
	1.01
	1
	5

	General Information
	2.36
	2
	1.06
	1
	5

	Loan Queries
	2.19
	2
	1.22
	1
	5

	Reporting Poor Service Quality
	2.06
	2
	1.06
	1
	5

	Reporting Fraudulent Activities
	2.02
	2
	1.03
	1
	5


Source: Authors’ Calculations
Roy et al. (2017) also highlighted that transaction errors, such as wrong account details or delayed processing, can lead to significant customer concern, especially when large sums are involved. On the other hand, reporting of fraudulent activities, poor service quality, and loan-related queries were the least frequent. This is because they are more specific and exceptional.

3.1.3 Frequency of Query and Preferred Contact Channel

To thoroughly examine the data, a correlation test was performed to assess whether the frequency of different banking queries affects the preferred contact channel. A normality test was first conducted and as the data was not normally distributed, the Chi-Square test of independence was selected since both variables were of an ordinal categorical nature. The hypothesis being tested by this test was as follows:
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: ‘Frequency of query’ and ‘Preferred contact channel’ are independent of each other
,H1: Frequency of query’ and ‘Preferred contact channel’ are dependent on each other
Chi-Square tests results (Table 3) show that only one relationship was statistically significant, that between the frequency of reporting fraudulent activities and the contact channel used. The most common channel chosen for such a query was call centres, followed by online banking and then bank branches. In contrast, all other p-values exceeded the critical threshold of 0.05, indicating that no significant association was found between the two variables. Such findings were also reported by Patel and Brown (2016), who found that in time-sensitive situations, such as fraud, customers prefer channels that offer immediate feedback and real-time interaction, like call centres or branch visits, due to their perceived reliability and responsiveness.
Table 3: Chi-Square results for ‘Frequency of Queries’ and ‘Contact Channel’

	
	
	Never
	Rarely
	Sometimes
	Often
	Always
	Total
	Asymptotic Significance (2-sided)

	Channel used for General Queries
	Branch
	7
	13
	3
	3
	0
	26
	.555

	
	Call Centre
	8
	39
	13
	5
	2
	67
	

	
	Online Banking
	30
	71
	19
	5
	1
	126
	

	
	Chat Bots
	10
	22
	6
	3
	0
	41
	

	Channel used for Transaction Queries
	Branch
	0
	9
	5
	3
	0
	17
	.736

	
	Call Centre
	3
	19
	16
	11
	1
	50
	

	
	Online Banking
	12
	79
	51
	31
	16
	189
	

	
	Chat Bots
	0
	1
	2
	1
	0
	4
	

	Channel used for Payment Queries
	Branch
	3
	15
	6
	1
	0
	25
	.553

	
	Call Centre
	13
	57
	26
	4
	2
	102
	

	
	Online Banking
	22
	67
	25
	8
	0
	122
	

	
	Chat Bots
	3
	8
	0
	0
	0
	11
	

	Channel used for Loan Queries
	Branch
	50
	46
	13
	6
	0
	115
	.414

	
	Call Centre
	24
	21
	11
	5
	2
	63
	

	
	Online Banking
	26
	30
	10
	8
	4
	78
	

	
	Chat Bots
	1
	2
	0
	1
	0
	4
	

	Channel used for Card Queries
	Branch
	10
	29
	5
	1
	0
	45
	.111

	
	Call Centre
	16
	70
	29
	6
	0
	121
	

	
	Online Banking
	18
	52
	9
	7
	3
	89
	

	
	Chat Bots
	1
	3
	1
	0
	0
	5
	

	Channel used for Online Banking Queries
	Branch
	4
	16
	5
	1
	0
	26
	.313

	
	Call Centre
	7
	71
	28
	13
	3
	122
	

	
	Online Banking
	17
	55
	23
	6
	2
	103
	

	
	Chat Bots
	3
	3
	2
	1
	0
	9
	

	Channel used for Account Queries
	Branch
	5
	23
	8
	0
	0
	36
	.569

	
	Call Centre
	15
	43
	20
	6
	0
	84
	

	
	Online Banking
	20
	81
	21
	8
	1
	131
	

	
	Chat Bots
	1
	3
	4
	1
	0
	9
	

	Channel used for the reporting of fraudulent transactions
	Branch
	25
	12
	5
	5
	0
	47
	.004

	
	Call Centre
	44
	88
	13
	6
	1
	152
	

	
	Online Banking
	25
	23
	4
	3
	1
	56
	

	
	Chat Bots
	1
	1
	2
	1
	0
	5
	

	Channel used to Report Poor Service Quality
	Branch
	0
	12
	3
	3
	0
	40
	.553

	
	Call Centre
	42
	53
	14
	7
	1
	117
	

	
	Online Banking
	33
	47
	10
	2
	1
	93
	

	
	Chat Bots
	3
	6
	1
	0
	0
	10
	


Source: Authors’ Calculations
3.2 Main findings 
The rationale behind this study was to examine whether cognitive, affective and demographic variables influence contact channel selection. Following a normality check through the Shapiro-Wilk test, the significance values were less than 0.05 and therefore the null hypotheses were rejected, meaning that the data was not normally distributed. 

3.2.1 Cognitive Variables and Contact Channel Selection

Given the distribution of the data, the Spearman correlation test (Table 4) was performed to test the following hypotheses:

H₀: There is no relationship between the ‘Accessibility of channel’ and ‘Contact channel selection’
H₁: There is a relationship between the ‘Accessibility of channel’ and ‘Contact channel selection’
The results confirm the rejection of the null hypothesis, indicating a statistically significant relationship between channel accessibility and contact channel selection. The Spearman correlation test demonstrates strong positive correlations between the accessibility of physical branches and call centres with their respective usage rates. This suggests that customers are more likely to choose these channels when they are perceived as easily accessible. These findings support the work of Patel and Brown (2016), which argued that customers tend to favour more accessible channels, particularly when dealing with urgent financial matters.
Table 4: Spearman Test Results Examining ‘Channel Accessibility’ and ‘Contact Channel Selection’

	
	Likelihood of selecting Branches
	Likelihood of selecting Call centres
	Likelihood of selecting Online Banking
	Likelihood of selecting Chat Bots

	Spearman’s rho
	Accessibility of Branches
	Correlation Coefficient
	.264**
	.007
	-.270**
	-.147*

	
	
	Sig. (2-tailed)
	<.001
	.916
	<.001
	.017

	
	
	N
	260
	260
	260
	260

	
	Accessibility of Call Centres
	Correlation Coefficient
	.182**
	.378**
	-.094
	-.112

	
	
	Sig. (2-tailed)
	.003
	<.001
	.131
	.073

	
	
	N
	260
	260
	260
	260

	
	Accessibility of Online Banking
	Correlation Coefficient
	-.289**
	-.109
	.344**
	.127*

	
	
	Sig. (2-tailed)
	<.001
	.078
	<.001
	.041

	
	
	N
	260
	260
	260
	260

	
	Accessibility of Chat Bots
	Correlation Coefficient
	.055
	.133*
	.136*
	.296**

	
	
	Sig. (2-tailed)
	.381
	.032
	.028
	<.001

	
	
	N
	260
	260
	260
	260

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Source: Authors’ Calculations
Online banking accessibility also shows a positive correlation with selection, further emphasising the importance of perceived availability for digital channel adoption. Among all options, online banking was rated as the most accessible. Although chatbot accessibility is also positively correlated with usage, the relationship is weaker, indicating that other factors may influence its selection. A noteworthy negative correlation was found between branch accessibility and online banking usage, implying that when physical branches are more accessible, customers may be less inclined to use digital channels. This supports the substitution effect highlighted by Zhou et al. (2020), where limited access to physical options leads customers to rely more heavily on online services.
Another cognitive factor that has been proven in the literature to affect contact channel selection is the nature of the query. Since the variables were scale and ordinal categorical, the Spearman test was selected. The hypotheses being tested by this test was follows:

H₀: There is no linear relationship between the ‘Nature of Query’ and ‘Contact Channel Selection’
H₁: There is a linear relationship between the ‘Nature of Query’ and ‘Contact Channel Selection’
The results presented in Table 5 support the rejection of the null hypothesis, indicating that the nature of the query influences contact channel selection. The Spearman correlation test reveals a weak negative relationship between branch use for basic queries and the use of online banking and chatbots. This suggests that respondents who prefer resolving basic matters in person are less likely to use digital channels. A similar pattern is observed for call centres, where reliance for basic queries is associated with reduced use of online services.
Table 5: Spearman Test Results Examining ‘Nature of Query’ and ‘Contact Channel Selection’

	Correlations

	
	
	
	Use of Branches for basic queries
	Use of Call Centres for basic queries
	Use of Online Banking for basic queries
	Use of Chat Bots for basic queries

	Spearman's rho
	Likelihood of using Branches
	Correlation Coefficient
	.263**
	.189**
	-.277**
	.064

	
	
	Sig. (2-tailed)
	<.001
	.002
	<.001
	.300

	
	
	N
	260
	260
	260
	260

	
	Likelihood of Using Call Centres
	Correlation Coefficient
	.060
	.198**
	-.180**
	.095

	
	
	Sig. (2-tailed)
	.337
	.001
	.003
	.126

	
	
	N
	260
	260
	260
	260

	
	Likelihood of using Online Banking
	Correlation Coefficient
	-.233**
	-.183**
	.177**
	.154*

	
	
	Sig. (2-tailed)
	<.001
	.003
	.004
	.013

	
	
	N
	260
	260
	260
	260

	
	Likelihood of using Chat Bots
	Correlation Coefficient
	-.143*
	-.206**
	.033
	.332**

	
	
	Sig. (2-tailed)
	.021
	<.001
	.596
	<.001

	
	
	N
	260
	260
	260
	260

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Source: Authors’ Calculations
Conversely, those using online banking for basic queries are less likely to rely on branches or call centres, reflecting a preference for independent, self-service interactions. Chatbot use for basic queries is positively correlated only with online banking, indicating that both appeal to digitally confident users who prefer quick, autonomous support. These findings align with Mahmud (2025) and Venkatesh et al. (2012), who highlight the role of personal preferences and digital comfort in shaping channel use. Overall, the evidence confirms that query type plays a role in channel choice, supporting H₁.

3.2.2 Demographic Variables and Contact Channel Selection

To identify the demographic factors that affect the choice of the contact channel, the Spearman test was selected since they were ordinal variables. The hypothesis being tested by this test is as follows:

H₀: There is no linear relationship between ‘Age’ and ‘Contact Channel Selection’

H₁: There is a linear relationship between the ‘Age’ and ‘Contact Channel Selection’

The results in Table 6 support the rejection of the null hypothesis, indicating that age influences contact channel selection. A moderate negative correlation exists between the age of the participants and their likelihood of utilising electronic banking, being online, and chatbots. This suggests that younger individuals are more likely to engage with online platforms, while older individuals tend to be less inclined to do so. According to Venkatesh et al. (2012), this is because younger users tend to be more open to digital channels due to their early familiarity with technology.  This trend aligns with existing research, including Branca (2008), who reported that younger customers are generally more receptive to new channels, and Patel and Brown (2016), who pointed out that older generations usually favour familiar methods.

Table 6: Spearman Test Results Examining Age and Contact Channel Selection

	
	Likelihood of choosing Branches
	Likelihood of choosing Call Centres
	Likelihood of choosing Online Banking
	Likelihood of choosing Chat Bots

	Spearman's rho
	Age of Participants
	Correlation Coefficient
	-.036
	-.061
	-.255**
	-.158*

	
	
	Sig. (2-tailed)
	.564
	.324
	<.001
	.011

	
	
	N
	260
	260
	260
	260

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Source: Authors’ Calculations
Moreover, gender was also tested as part of the demographic variables. Since the variables were of a nominal and ordinal categorical nature, the Chi-Square test of independence was selected. The hypothesis being tested by this test was as follows:

H₀: ‘Gender’ and ‘Contact Channel Selection’ are independent on each other

H₁: ‘Gender’ and ‘Contact Channel Selection’ are dependent of each other

The results in Table 7 support the rejection of the null hypothesis, indicating that gender and choice of call centres, while all other channels were proven to be insignificant. Males are significantly more likely than females to use call centres. Typically, males are viewed as selective processors, opting not to thoroughly analyse all available information before reaching a decision, and they often prefer call centres due to their task-oriented approach, aiming for direct and immediate solutions to specific problems (Friedmann & Lowengart, 2016).

Table 7: Chi-Squared Test Results Examining ‘Gender’ and ‘Contact Channel Selection’

	
	
	Very Unlikely
	Unlikely
	Neither Unlikely nor Likely
	Likely
	Very Likely
	Total
	Asymptotic Significance

(2-sided)

	Likelihood of Choosing Branches
	Male
	27
	28
	14
	26
	11
	106
	.144

	
	Females
	59
	27
	25
	30
	13
	154
	

	Likelihood of Choosing Call Centres
	Male
	3
	16
	12
	45
	30
	106
	<.001

	
	Females
	29
	18
	26
	43
	38
	154
	

	Likelihood of Choosing Online Banking
	Male
	3
	4
	6
	17
	76
	106
	.365

	
	Female
	7
	2
	16
	28
	101
	154
	

	Likelihood of Choosing Chat Bots
	Male
	27
	13
	35
	22
	9
	106
	.170

	
	Female
	48
	15
	32
	39
	20
	154
	


Source: Authors’ Calculations
3.2.3 Affective Variables and Contact Channel Selection

To identify the preferred channel according to participants’ technological proficiency a Spearman test was selected. The hypothesis being tested by this test is as follows:

H₀: There is no linear relationship between ‘Technological Proficiency’ and ‘Channel Selection’

H₁: There is a linear relationship between ‘Technological Proficiency’ and ‘Contact Channel Selection’

The results in Table 8 support the rejection of the null hypothesis since a positive correlation was found between technological proficiency and the likelihood of using online banking and chatbots. Conversely, those who are more technologically proficient rely less on bank branches and call centres. This implies that ease with digital tools promotes the adoption of online banking for both routine and complex transactions. According to Albesa (2007), individuals with lower technological proficiency may avoid digital channels due to a lack of confidence, which can lead customers to feel less in control of their financial activities and fear making a mistake. Moreover, tech-savvy individuals prefer automated digital solutions, possibly due to their familiarity with such interfaces and how they work (Mavri and Ioannou, 2006).

Table 8: Spearman Test Results Examining ‘Technological Proficiency’ and ‘Contact Channel Selection’

	Correlations

	
	
	
	Likelihood of making use of Branches
	Likelihood of making use of Call Centres
	Likelihood of making use of Online Banking
	Likelihood of making use of Chat Bot

	Spearman's rho
	Technological Proficiency
	Correlation Coefficient
	-.267**
	-.122*
	.390**
	.139*

	
	
	Sig. (2-tailed)
	<.001
	.050
	<.001
	.025

	
	
	N
	260
	260
	260
	260

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Source: Authors’ Calculations
To assess whether user experience, affects contact channel selection, a Spearman test was performed. The hypothesis being tested by this test is as follows: 

H₀: There is no linear relationship between ‘User Experience’ and ‘Contact Channel Selection’

H₁: There is a linear relationship between ‘User Experience’ and ‘Contact Channel 

The results in Table 9 support the rejection of the null hypothesis since experiencing positive interactions with branches, call centres, and chatbots correlates positively with continued use. This highlights the importance of quality service in encouraging repeat use. The data also reveals a negative correlation between positive experiences at branches and the likelihood of using chatbots. This suggests that customers who are highly satisfied with in-person services may be less inclined to adopt new automated digital tools like chatbots. Interestingly, having a positive experience with online banking not only encourages customers to use it more frequently, but it also makes them less likely to visit branches. This substitution highlights how a positive digital experience can reshape future channel selection, making customers less reliant on branches. These results align with Mavri and Ioannou (2006), who found that a positive user experience encourages continued use, as customers anticipate a similar experience and expect a reliable and satisfying interaction. In addition to a study by Patel and Brown (2016), which found that customers may seek alternative channels depending on their experience with a particular channel.

Table 9: Spearman Test Results Examining ‘User Experience’ and ‘Contact Channel Selection’

	Correlations

	
	
	
	The likelihood of making use of Branches
	The likelihood of making use of Call Centres
	The likelihood of making use of Online Banking
	The likelihood of making use of Chat Bots

	Spearman's rho
	Positive Experience when using Branches
	Correlation Coefficient
	.124*
	.028
	-.083
	-.145*

	
	
	Sig. (2-tailed)
	.045
	.651
	.184
	.019

	
	
	N
	260
	260
	260
	260

	
	Positive Experience when using Call Centres
	Correlation Coefficient
	.087
	.391**
	.005
	-.061

	
	
	Sig. (2-tailed)
	.162
	<.001
	.937
	.327

	
	
	N
	260
	260
	260
	260

	
	Positive Experience when using Online Banking
	Correlation Coefficient
	-.190**
	-.036
	.157*
	.069

	
	
	Sig. (2-tailed)
	.002
	.560
	.011
	.265

	
	
	N
	260
	260
	260
	260

	
	Positive Experience when using Chat Bots
	Correlation Coefficient
	.087
	-.004
	.044
	.286**

	
	
	Sig. (2-tailed)
	.160
	.949
	.482
	<.001

	
	
	N
	260
	260
	260
	260

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Source: Authors’ Calculations
4. Conclusion
Results showed that transaction-related inquiries, such as balance checks, are the most common interactions among all customers. Additionally, graphical analysis indicated that loan holders contact banks more frequently, averaging eight interactions monthly. While transactions drive bank contact, loan holders tend to use channels more, likely needing ongoing information on repayments, interest, and loan management. Research Objective 2 assessed customers’ preferred contact channels for banking queries, with online banking being the most favoured, particularly among young and tech-savvy users. This preference is likely due to banks’ significant investments in enhancing online platforms for reliability and accessibility.

The main empirical findings confirmed significant relationships between the independent variables (channel accessibility, nature of query, age, gender, technological proficiency, and user experience) and the dependent variable, contact channel selection. Due to the significant correlations, all null hypotheses were rejected. This outcome addressed the research question and the third research objective, demonstrating that each factor influences how customers of Maltese core domestic banks select their preferred contact channels.
The findings provide important insight into how customers in Malta operate in a multi-channel banking environment, revealing that channel selection is shaped by underlying behavioural patterns. The strong influence of technological proficiency and age suggests a clear segmentation in customer behaviour, where younger and more digitally confident users favour autonomous, technology-driven channels. Conversely, older and less proficient individuals continue to rely on traditional forms of interaction. In the Maltese context, this reflects a structural duality within the banking system, where rapid digitalisation coexists with a segment of customers that may struggle to adapt. This highlights a critical challenge for banks, as the shift towards digital channels may unintentionally marginalise certain user groups if not managed inclusively. Furthermore, the significance of accessibility and user experience indicates that channel choice is largely driven by convenience and prior satisfaction, reinforcing the idea that customers optimise their interactions based on perceived efficiency rather than channel type alone. While these findings are consistent with past studies, they extend existing literature by demonstrating how these relationships manifest within a small, highly interconnected banking system like Malta. Notably, the limited role of gender suggests that behavioural and experiential factors may now outweigh traditional demographic influences in shaping channel preferences.
4.1 Participants’ Recommendations  
Since the questionnaire allowed participants to express their views on areas they believe require improvement within Maltese core domestic banks through open-ended responses, several themes emerged (Table 10).

Table 10: Summary of Policy Recommendations Based on Participants’ Feedback

	Recommendations
	Percentage

	Strengthening Call Centre Efficiency
	31.03%

	Enhancing Online and Mobile Banking Services
	22.41%

	Enhancing Customer Support Experience
	18.97%

	Strengthening Branch Support
	10.34%

	Improve Operational Performance
	10.34%

	Improving Service Access
	5.17%

	Improving Chatbot Accessibility and Functionality
	1.72%

	Total
	100%


Source: Authors’ Calculations
Many respondents expressed dissatisfaction with call centre operations, citing long waiting times, difficulty reaching agents, and inconsistent service. Suggestions included increasing staff, extending hours, and upgrading systems for faster support. There was also an emphasis on the need for more personalised and empathetic service, with customers frustrated by scripted responses and preferring knowledgeable staff. Digital banking services were another concern. Respondents compared local platforms unfavourably with international fintech solutions and called for improvements such as more straightforward navigation. Many also advocated for faster loan approvals, improved ATM functionality, and more automation for efficiency. Participants also recommended clearer Frequently Asked Questions (FAQ) and direct access to frequently used services. Concerns were raised about chatbot systems, which were described as unreliable or difficult to access.

4.2 Researchers’ Recommendations  
The first recommendation involves enhancing in-person access with virtual video appointments. Maltese core domestic banks should consider adopting a virtual video call appointment system to improve both physical and remote access. Virtual meetings with identity verification would enable clients who prefer human interaction to consult with bank employees from the comfort of their own homes, increasing accessibility. Another recommendation is to introduce priority routing for urgent queries, as implementing urgency routing systems helps to detect and prioritise urgent queries. The following recommendation is the launch of a "Digital Banking for All" campaign due to the digital divide between older and younger users. To reduce this gap, the Ministry for Social Policy and Children’s Rights, in collaboration with the Central Bank of Malta, should launch an educational campaign targeting elderly and digitally excluded users.
This study may had been subject to several methodological limitations. The use of non-probability sampling and self-reported questionnaire data may introduced sampling bias and response bias, potentially limiting the generalisability of the findings. Furthermore, the reliance on cross-sectional data and bivariate statistical techniques restricted the ability to establish causal relationships and fully capture the combined effects of multiple variables on contact channel selection.

This study examined the factors influencing the selection of contact channels among customers of Maltese core domestic banks. It began by introducing the Maltese banking industry and outlining the research question. Chapter 2 reviewed the existing literature, identifying key variables that affect channel selection. Chapter 3 detailed the methodology, using questionnaire data collected from banking customers and SPSS for data analysis. In Chapter 4, the results confirmed that factors, including accessibility, query nature, age, gender, technological proficiency, and user experience, all significantly influenced contact channel selection, which led to several recommendations being drawn.
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APPENDIX: 

Table A1: Description and measurement of variables used in the contact channel selection model 

	Variable
	Role in model
	Description
	Quantification of Variable

	Likelihood of selecting Contact Channel
	Dependent

Variable
	How likely are participants to select the contact channel
	1 - Very Unlikely

2 - Unlikely

3 - Neither Unlikely nor Likely

4 - Likely

5 - Very Likely

	Channel Accessibility
	Independent Variables
	Which channel/s do participants find accessible
	0 – Channel not Chosen

1 – Channel Chosen

	Nature of Query
	
	Which channel/s do participants choose to handle a simple query
	0 – Channel not Chosen

1 – Channel Chosen

	User Experience
	
	Which channel/s participants had a positive user experience with  
	0 – Channel not Chosen

1 – Channel Chosen

	Age
	
	The age of the participants
	1 – 18 to 24

2 – 25 to 34

3 – 35 to 44

4 – 45 to 54

5 – 55 to 64

6 – 65+

	Gender
	
	The gender of the participants
	0 – Male

1 – Female

	Technological Proficiency
	
	How much participants find online banking easy to use 
	1 – Strongly Disagree

2 – Disagree

3 – Neither Disagree nor Agree

4 – Agree 

5 – Strongly Agree



