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Summary

The purpose of this master's thesis is to analyse the influencing effects of different factors on
satisfaction level of university students' for Belgian banks. The reason of this research is to
explore students’ market and identifies factors which are important for students'. During the
study of literature about the subject | did not found any study on the subject which are in
particular focuses on student market. University students are major portion of youngsters
market which is a growing market and students can be potential profitable prospects for banks
in future, therefore it is important for banks to understand their needs and requirements.

Data were collected quantitatively by using questionnaires which were launched
electronically using Qualtrics. Multiple Linear Regression was used to analyze the data using
SPSS.

This thesis is composed of five chapters, each of which is dealing with different aspects of the
master thesis. Chapter One is introductory and defines research objectives and basic
terminologies used in the thesis.

Chapter Two examines Literature on the subject initially in the chapter it is explained that
why satisfaction is important (dependent variable in this master thesis), than Belgian banking
sector is discussed in general along with the banks included in the study, after that it is
discussed that why students are important for banks. After all this 7 factors (Reliability,
Security, Trust, Ease of use of modern banking services, Customer service, Convenience of
Location and Price) which are used as independent variables in this master thesis and which
influencing effects were measured on dependent factor of satisfaction were discussed in
detail.

Chapter Three is about research methodology used in this master thesis, it explain the type of
research undertaken in the master thesis, it also explain the type of data collection method
used to gather data and statistical tools used in analyzing the data.

Chapter Four is about the data analysis in which the results of the data collection are analyzed

using SPSS and results are shown in tabular and graphical form for better understanding.



Conclusions are drawn in Chapter Five along with recommendation and limitation for this
master thesis.

The main aim of this master's thesis is to analyze whether 7 factors used in this master thesis
have positive influencing effect on the satisfaction level of university students' for Belgian
banks or not. Based on the factors mentioned above 7 different hypotheses were developed.
This master thesis confirmed the significant effects of only two variables of Price and security
on satisfaction. The effects of other 5 variables on satisfaction were insignificant after data

analysis.
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Chapter 1

1.0 Introduction
Customer satisfaction is one of the most significant aims of firms (Cooi et al., 2007).

According to the European Institute of Public Administration (2008), satisfaction is a
subjective phenomenonand is therefore difficult to determine. Different authors explained the
phenomenon of customer satisfaction differently. According to Churchill and Surprenant
(1982), customer satisfaction is an output, resulting from the customer's pre-purchase
comparison of expected performance with perceived actual performance and incurred cost.
Customer satisfaction can be explained by the feelings one get by evaluating the expected and
actual obtained results (Fecikova, 2004). Kotler and Keller (2006, p.144), defined satisfaction
as "a person’s feeling of pleasure or disappointment which resulted from comparing

a product’s perceived performance or outcome against his/ her expectations.™

Satisfied customers are crucial for any successful organization because satisfaction affects
customer retention (Bolton, 1998). According to Webber (2008) (cited in Probstein 2009),
getting a new customer costs five times more to a company than actually retaining its current
customer. If a firm is able to reduce its customer defection rate by five percent it can increase
its profitability by 25-125 percent. In the current competitive business environment there is
not only an increase in the customer's demands but customers are also more aware of the
value they get from different products and services (Sweeney and Soutar 2001). Customer
satisfaction is thus the essence for any organization to be successful. Furthermore, the
importance of retaining existing customers and attracting new ones for organizations in their
strategy development, which is focused on "market orientation™ and "customer focus", cannot
be ignored (Kohli and Jaworski, 1990). Hence, there is a need to evaluate the level of

customer satisfaction since this ultimately affects customer loyalty and financial performance.

The focus of this dissertation is on customers’ satisfaction with their bank and the factors
which influence satisfaction. The competitive power of a bank depends on the satisfaction of
its customers. Therefore banks pay significant attention to customer satisfaction (Titko and

Lace, 2010; Khattak and Rehman, 2010). Banking is a highly interactive industry and banks



are aware that provision of high quality service to its customers is mandatory for their survival
and growth in a highly competitive global business environment (Wang, Han, & Wen, 2003).
According to Sivadas and Baker-Prewitt (2000), customer satisfaction positively affects the

customer intention to recommend the bank to others and to become loyal.

Banks needs to keep the importance of customer satisfaction in mind and have to establish
close and long lasting relationship with their customers by providing them with the best
products and services. In the last decade, the banking industry has changed a lot, which also
changed the needs and wants of customers. Products and services that were considered
exceptional a few years back are now becoming obsolete and are not enough to keep
customers satisfied (Richards and Jones, 2008). Customers become more demanding now a
days and want more and quicker services (Premalatha & Sundaram, 2012). They want more
services like mobile banking which improves the operational performance of the banks.
Mobile banking has benefits for both banks and customers. Customers can access their
accounts anytime anywhere and it also reduces the operational costs of the banks (Laukkanen
and Lauronen, 2005). According to Vijayaragayan (2014), technology affects all sectors of
the society and banking is no exception. He identifies such innovative banking services as a
key to success for banks and without providing these services to its customers a bank can no
longer stay in business. Other authors like Sultan Singh (2009), identify that modern banking
services help customers, because they can use the services of the banks without hesitation and
time constrains at their own ease. Although the information technology revolution helps
banks provide their customers with innovative and easy to use products and services, it also
creates challenges for them. One of the major challenges faced by the banks is investment in
IT infrastructure to continuously improve in order to stay competitive. According to a report
by Thibeault and Matthys (2013) on the Belgian banking industry, IT is one of the major
expenses along with human resources for the banks in Belgium and 71 percent of the banks

expect these expenses to rise even more in the coming years.

1.1  Definition of the Problem:
Extensive work has been done on customer satisfaction in the banking industry. Based on the

aforementioned changes and challenges in the banking industry, this master thesis focuses on



the factors leading to customer satisfaction for university students in the Belgian banking
industry. To the best of my knowledge no research has been done in the past on these factors.
Thibeault and Matthys (2013) studied the Belgian banking industry and identified important
factors which lead to customer satisfaction and the areas on which banks have to focus in the
future in order to keep their customers satisfied. There was also a report by Ernst and Young
(2010) on the European retail banking industry which identified factors leading to customer
satisfaction. Inthe report few of the factors which lead to customer satisfaction particularly in
the Belgian banking sector were highlighted, but almost all of these existing reports include

the general population and none of them is focused on university students.

One particular reason for choosing university students as a target population is that banks see
them as a profitable opportunity in the long run. According to Michaela (2014) university
students may not be profitable at the start but when they graduate they will have high incomes

and thus become a profitable segment for banks.

1.2 Research Objectives:
A thorough review of the literature on customer satisfaction in the banking industry showed

that no particular studies have been conducted to identify factors which lead to customer

satisfaction involving university students in the Belgian banking industry.

The main objective of this study is to confirm whether the seven factors (reliability, security,
trust, modern products and services and their ease of use, customer service, convenient
location of bank branches and price) lead to customer satisfaction or not. Additionally, the
importance of these factors will be examined in more detail. This study focuses on 6 big
universal banks in Belgium as mentioned in Table 1.1 These banks cover most of the Belgian

market and all have presence in all the major parts of country.

Table 1.1 Belgian banks and their types (Thibeault and Matthys 2013)

Bank name Type of bank
Argenta Spaarbank -ASPA Retail Bank
AXA Bank Belgium Universal Bank
Bank Delen NV Private Bank




Bank J. Van Breda en Co NV Retail Bank

Banque CPH Retail Bank
Belfius Bank NV Universal Bank
BNP Paribas Fortis Universal Bank
BPost Bank Retail Bank
Deutsche Bank NV Universal Bank

F. Van Lanschot Bankiers Belgié | Private Bank

ING Belgium NV Universal Bank
KBC Bank NV Universal Bank
Optima Private Bank
Record Bank NV Retail Bank
VDK Spaarbank NV Retail Bank




Chapter 2

2.0 Literature Review

2.1 Customer Satisfaction:

Satisfaction is described and examined by different authors and thus various definitions exist

and are used in the literature. Some of these definitions can be found in Table 2.1 :

Table 2.1 Conceptual and operational definitions of customer satisfaction

Source

Conceptual Definitions

Oliver (1997,p.13)

"..Satisfaction is the consumer's fulfillment response. It
is a judgment that a product or service feature, or the
product or service itself, provided (or is providing) a
pleasurable level of consumption-related fulfillment,
including levels of under- or overfulfillment...”

Mano and Oliver (1993, p. 454)

(Product  satisfaction) is an attitude - like
postconsumption evaluative judgment (Hunt 1977)
varying along the hedonic continuum (Oliver 1989;
Westbrook and Oliver 1991) .

Forrell (1992, p.11).

An overall postpurchase evaluation

Jamaland Naser (2002, p.147)

Dissatisfied customers, on the other hand, are likely to
switch brands and engage in negative word of mouth
advertising.

Levesque and
(1996,p.17)

McDougall

The recommend to friend model was very similar to the
customer satisfaction model. The two main differences
were that relational performance was a stronger driver in
the recommend to friend model and, if a problem was
encountered, it had a greater negative impact on
willingness to recommend. This suggests that, while
there are similarities between the determinants of
customer satisfaction and recommend to friend, the
differences indicate that behavioural intentions (i.e.
recommend to friend) are driven more by specific
determinants.




Tse & Wilton (1988, p.204)

The consumer's response to the evaluation of the
perceived discrepancy between prior expectations (or
some norm of performance) and the actual performance
of the product as perceived after its consumption

Klaus (1985, p. 21)

The customer's subjective evaluation of a consumption
experience, based on some relationship between the
customer's perceptions and objective attributes of the
product

Westbrook (1987, p.260)

Global  evaluative  judgement about  product
usage/consumption. Also cited Hunt (1977).

Cadotte, Woodruff and Jenkins
(1987, p.305)

Conceptualized as a feeling dewveloped from an
evaluation of the use experience

Howard and Sheth (1969, p.145)

The buyer’s cognitive state of being adequately or
inadequately rewarded for the sacrifices he has
undergone

Churchill and Surprenant (1982,p.
493)

Conceptually, an outcome of purchase and use resulting
from the buyer’s comparison of the rewards and costs of

the purchase relative to anticipated consequences.
Operationally, similar to attitude in that it can be
assessed as a summation of satisfactions with various
attributes

Based on all the different definitions stated in Table 2, the following conclusions can be

drawn.

a. In order to create satisfied customers, products and services have to meet their

expectations and desires.

b. Ifcustomers feel satisfied with products and services it will lead to repurchases.

c. Customers satisfied with particular products and services recommend those products

and services to their friends and are involved in positive publicity through word of

mouth..




In additional to the definitions mentioned above, it is interesting to note that scholars like
Khattak and Rehman (2010) stated that the main objective of any organization is to satisfy its
customers because a satisfied customer is a source of earnings for the organization. According
to them customer satisfaction is important for retaining old customers and attracting new
ones. According to Mohsan et al. (2011), customer satisfaction is positively related to
customer loyalty and negatively related to switching products or services. Customer
satisfaction is even more important in the banking industry where customer satisfaction has a
direct effect on customer loyalty leading to the repetitive use of banking industry services
(Ravichandran et al., 2010).

2.2 Belgian Banking Sector:
This master's thesis examines the most important factors related to customer satisfaction in

the Belgian banking sector for university students. Financial institutions played a pivotal role
in the development of a country's overall economy. This becomes even more important in
countries like Belgium where most of the economy is backed by the finances from financial
institutions (Thibeault and Matthys, 2013). Banks work as a mediator between those who
have surplus money and those who lacks funds. The Belgian banking industry is struggling
and working hard to survive in the business environment which has low growth and low
interest rates. Banks are working and doing their best to survive by making their physical
branches more cost effective and by using more and more automation (Thibeault and Matthys,
2013). Belgian banks are also under pressure from new legislative changes and as they are in
direct competition with banks from foreign countries they really have to come up with
innovative products and services through which they can compete with foreign banks (Carlier,
Colmant, & Tondreau, 2014). In the same article about challenges faced by the Belgian
banking industry, Carlier, Colmant, & Tondreau (2014) identified that Belgian banks have to
be more creative in order to survive in the market and to maintain their profit levels, and in

order to do so they have to understand their customers better.

In order to determine which banks to focus on in this master's thesis, the report by Thibeault
and Matthys (2013) was used. They mention 15 banks in Belgium which according to the

authors cover almost 92% of the whole Belgian market. In this master thesis the focus will be



on 6 universal banks as mentioned in Table 1. These banks cover most of the country with
their physical branches and are coping really well with all the problems mentioned above

faced by the overall Belgian banking industry.

Little research has been done to identify the factors leading to customer satisfaction among
university students in the banking industry. With the introduction of modern day technologies
banks continuously have to come up with new products and services which create customer
satisfaction by providing, secure, reliable, quick and easy to use financial services
(Premalatha & Sundaram, 2012). A study by Khan (2010), pointed that the improvement in
the banking services is the only factor which leads to customer satisfaction in this competitive

environment.

2.3 Student Market for Banks:
Globally students are the major users of financial products and services offered by banks

(Dickler, 2008). According to Kubenka and Ptackova, (2011) because students are the major
users of a banks' products and services, banks are focusing more on young people as a market
with great potential by providing personal financial services aiming at long term profits. This
situation is beneficial for banks because most of the university students are reliant on loans,
grants and financial support from their parents for their study period. Banks see this as an
opportunity assuming that university students after graduation will have high income and
thus are a very attractive segment for banks (Michaela, 2014). The student market is of
particular interest for banks as it is a growing subgroup within the overall youth market which
is declining (Social Trends, 1991).

College and university students leave their homes first time in their life and because of this
they have to run their financial matters on their own, based on financial support from their

parents (Lewis et. al., 1994).

In this master thesis 7 factors (i.e., reliability, security, trust, modern products and services
and their ease of use, customer service, convenient location of bank branches and price) will
be discussed in detail. The objective is to see the relationship between these factors and their

effect on customer satisfaction as well as their relative importance.



24 Reliability:
Authors like Wolfinbarger and Gilly (2003), stated that the strongest and major predictor of

customer satisfaction is reliability. According to Khan (2010), reliability in the banking
industry means providing customers with promised products and services at all times. This
factor is even more important in electronic banking where customers always want the right
quality of services. They also expect their accounts to be billed accurately every time. The
issue of reliability is even more important with modern banking, ATM reliability is more
important for customers (Polatoglu and Ekin, 2001). Tan et al, (2003), found that reliability is
the main feature which definitely and significantly contributes to the customers’ perception of

service quality.

H1: Reliability has a positive effect on customer satisfaction.

2.5 Security:

Security is one of the most important factors in the banking industry which lead to customer
satisfaction (Lovelock, 2000). According to Khan (2010) having a bank at a convenient and
secure location is a factor which creates customer satisfaction. In a study by Ajay Bimbhit
(2008), it was stated that customers want different products and services from banks and that
the security and safety of their money and valuables is very important (Premalatha and
Sandaram, 2012). There is a strong relationship between security and customer satisfaction in
banking industry. Security is one of the important elements of service quality which can cause
both satisfaction and dissatisfaction for banking customers (Khan, 2010). Kambhar (2010);
Khan (2010); Patricio et al., (2003) and Aghdaie and Faghani (2012), in their studies
highlighted security as an important factor which creates customer satisfaction.

According to Khan (2010) security is very important. In his research on Bangladesh banking
industry he indicates that easily accessible, safe and secure bank location and 24 hours secure
ATM locations are important factors for customer satisfaction (Khan, 2010). These factors
were also highlighted by Joseph and Stone (2003), in their research, which indicates that lack
of privacy while executing their transactions, not feeling safe when actually executing the
transaction and problems faced by the technical issues in the machines are some of the major

causes of dissatisfaction for customers of financial institutions.



H2: Security has positive effect on customer satisfaction.

26 Trust:
According to Williamson (1993, p. 453) "..trust is a term with many meanings."” It is also

described as "Trust is itself a term for a clustering of perceptions.” (White, 1992, p.174).
According to Ganesan (1994) and Geyskens et al. (1998), trust is the belief one has about an
organization itself, or the accessories of the organization. " Trust is defined as a willingness to

rely on an exchange partner in whom one has confidence"” (Moorman et al. 1993, p.82).

Academic scholars as well as management gurus and practitioners highlighted the importance
of trust (Barlett & Ghoshal, 1995; Covey, 1989; Peters, 1992). Trust is the factor which
makes big corporations (Arrow, 1974; Deutsh, 1973; Gambetta, 1988). Gaborro (1978)
defines trust as a main and pivotal point for effective and profitable working relationships.
Trust has been studied in different fields like psychology, political science, economics and
marketing and indicated different types of relationships (Ben-Rechav, 2000; Mayer et al.
1995).

In the field of marketing trust has been studied to examine the relationship between buyer and
seller (Ganesan and Hess 1997), also in the areas of service industry where the buyer or user
of services does not get a chance to evaluate the outcome of the services prior to its use
(Moorman, Desphande and Zaltman, 1993; Morgan and Hunt, 1994; Dovaliene, Gadeikiene
and Piligrimieno, 2007). When we talk about trust in the banking industry there are also
factors tightly associated with trust, like perceived risk in adopting the products and services
of the bank.

Banks have to earn the trust of their customers in order to retain them, because only than
customers feel confident in using banks' products and services ( Kim et al., 2009). Customers
trust banks for safety of their money and personal information, hence it is an important factor
in the banking industry which plays a major role in customer satisfaction. Financial
institutions are doing their best to reduce the fear of customers to use their products and
services, to gain the trust of the customers and encourage them to use their services (Gefen,
2000, 2003; Gefenetal., 2003; Pavlou, 2003; Suh & Han, 2002; Wang & Benbasat, 2005).

10



H3: Trust has a positive effect on customer satisfaction.

2.7 Modern Banking Products and Services and their ease of use:
According to Vijayaragavan (2014) banking industry all over the world is going for the

technological up gradation,. He states that the presence of strong and reactive modern
banking services are the essential elements of the economy. Technology plays an important
role in enhancing the overall customer experience and increases the friendliness of the
services. Banking industry is rapidly growing in terms of products and services, with the use
of new technologies in the form of ATMs, on-line banking, mobile banking and telephone
banking. The ATM was one of the first modern banking instruments which improved the
overall banking experience of customers and provided them with the banking services even
after the usual banking hours (Sultan Singh, 2009).

Modern banking include ATMs, online banking and mobile banking (Khan, 2010). The same
was also discussed by Ankrah (2012), according to whom E-banking is the banking involving
automated communication system mostly internet. Online banking is the automated system
through which banking products and services are delivered to the customers (Ankit, 2012).
Daniel (1999) defines electronic banking as a process through which banks deliver

information and services through the use of computers and mobile phones.

Another major element of modern day banking is mobile banking. In mobile banking
customers uses modern day mobile devices for accessing their accounts, paying bills, giving
instructions to the banks for future payments. They can also check their account balance and

transfer funds anywhere any time (Ensor et al., 2012; ITU, 2012).

The Nielsen company conducted a survey in the US market in 2013, published in 2014 which
suggests that more and more customers are using modern banking channels for their day to
day banking needs. According to Premalatha and Sundaram (2012), modern banking because

of it's quick response, reliability and security is the only reason for customer satisfaction.

11



Figure 2.1. Top channel preference by banking channels (The Nielson Company, 2014)
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In the same survey they also asked respondents about the use of modern banking features in
the last 30 days, the results were as follows:

Figure 2.2 Consumer data on use of particular banking channel (The Nielson Company,
2014)
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Customer satisfaction is important in the service industry because it also keep customers loyal
or in this case it has direct relationship to repeat purchases of customers through the services

provided by modern banking (Ravichandran et al., 2010).

In the banking industry ease of use means the perception of the customer on how easy a

product or service is to recognize and manage. All of the features and services of modern day
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banking are rather easy to use and user friendly which make it a feature that creates customer

satisfaction and positive feeling toward the organization (Lin, 2011).

According to Radner and Rothschild (1975), perceived ease of use is the level to which a
customer believes that using a particular product or service would be free of effort. This
concept is one the oldest and "classical" concept in the field of information system research
(Davis, 1989; Sanders and Manrodt, 2003; Venkatesh and Davis, 2000).

Ease of use was also defined by Davis et al., (1989) and Al-Gahtani (2001), as the stage till
when the customer thinks and accepts using services for no additional cost. Research shows
that the processes and systems or technologies which seems easy to use and are also easy to
understand for the customers are considered as more useful by the customers (Ramayah and
Lo, 2007).

A research by Lin, (2011) identified that when a customer feels and experiences that a
particular product of modern banking like online banking or mobile banking is easy to use
they use those things more often. Banks have realized this and are working to design their
products and services accordingly to increase customer satisfaction. The results of the study
of the Dash, Mohanty, Pattnaik, Mohapatra, & Sohoo (2011), show that the use of internet

banking by customers is influenced by the ease of use of the service.

H4: The ease of use of modern banking products and services (ATM, Online banking &

Mobile banking) has a positive effect on customer satisfaction.

2.8 Customer Service:
Customer service can be defined as the process through which service is provided to

customers before, during and after the purchase of products and services (Avkiran, 1994).
According to Turban et al. (2002) customer service is a combination of chain of actions
intended to increase customers’ satisfaction level, to make them feel that a product or service

has met their intended expectation.

According to Lucas (2005) customer service can be defined as the ability of knowledgeable,

enthusiastic and capable employees of an organization to deliver firms’ products and services
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to both internal and external customers of the organization in order to meet the identified and
unidentified needs of the customers resulting in customer satisfaction and positive word of
mouth. Customer service is a combination of both service provided by individuals or through
technologies such as ATMs and the internet. It is an important and integral part of an

organization value proposition.

The main aim of good customer service is to create a long term and healthy relationship
between all the parties, not just to maintain the current relationship but to enhance this
relationship to increase business (Osuagwu, 2002). According to Davidow and Uttal (1989),
customer service is a combination of all features, information and actions that enhances the

core value of a product and service for customers.

Customer service is an important factor for every organization and depends on the response of
the employees of that organization to the customer questions. Studies like Bauer et al., (2006)
and Long and McMellon (2004), indicate that responsiveness is the major feature for an
organization in sustaining quality and building long term healthy relationships between
customers and service providers. This definition of customer service explaines that customer
service is not just a mean of listening to customer complaints and solving their problems
which is traditional approach, but to improve the customer experience by introducing new
technologies and features.

Customer service of banks is one of the important factors for retaining current customers.
Though customer service is a broad term and overall customer service can be improved with
all the factors that are discussed in this master thesis, customer service is defined in this thesis
as the overall experience of customers and the way they have been treated by the bank’s

employees.

H5: Customer service has a positive effect on customer satisfaction.

2.9 Convenience of location :
Various studies have shown the importance of factors like convenient location of banks'

branches and their effect on customer satisfaction. The most relevant ones are summarized in
table 2.2.
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Table 2.2 Studies on importance of convenience of bank location and customer

satisfaction

Date and Authors

Country and Findings

Kaufman (1967)

USA

Most important factor for consumers and organizations is the
convenient location of the bank.

Mason and Mayer (1974)

USA

Studied two groups of customers, low income and high income
and confirmed Kaufman (1967) finding that convenient
location is important for both groups.

Riggal (1980)

USA

Studied 250 newcomers to the USA and found that convenient
location is the most important factor for them.

Laroche et al. (1986)

Canada

Studied 140 households in Montreal, Canada and found that
convenience of location is one of the important factors for
customer satisfaction in banks.

Kaynak and Kucukemiroglu
(1992)

Hong KongConducted a study to determine the factors that
leads to customer satisfaction and found that extensive branch
network and convenience of location are important factors for
customers.

Yue and Tom (1995)

USA

Studied the factors for banks selection and factors that lead to
customer satisfaction in Chinese Americans living in
Sacramento, California and identified convenient location as
one of the important factors.

Mylonakis et al. (1998)

Greece

Studied 811 bank customers in Athens area and confirmed that
banks customers in developing countries behaved the same
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way as in developed economies as location convenience was
important for them as an important factor for satisfaction and
bank selection.

Driscoll (1999) Confirmed that convenience of location is the most important
factor for bank customers and leads to satisfaction.

Robbins (2006) USA

Found in a survey that despite the increase in use of electronic
banking products convenience of location is the most
important factor for customer satisfaction.

H6: Convenience of location has positive effect on customer satisfaction.

2.10 Price:
The dominant role of price as a purchasing determinant and its importance in post purchase

processes is well established. According to a qualitative study by Keaveney (1995), more than
half of customers switched their current organizations because of poor price perception
(compared to competitors). Varki and Colgate (2001) (cited in Matzler et al. 2006), also
arrived at the same conclusion in their study on banking industry and found that customers’
price perceptions directly influence their satisfaction, their likelihood of switching and the
likelihood of recommending to others. Pricing is an important factor for banks because of two
prominent reasons: its impact on the customer satisfaction and overall profitability of the
banks, therefore changing the price is a critical issue for banks in retaining their customers
(Wruuck 2013). In the banking industry, price involves charges on accounts, interest rates on
different products and services and charges for different banking facilities (Matzler et al.
2006).

A report by Ernst & Young (2010) on retail banking in Europe shows that when banking
customers of 6 European countries (Belgium, France, Germany, Italy, Spain and UK) were
asked about why have they changed their banks 26 percent blamed the price of products and
services of their banks. This percentage was even higher (43 percent) when asked about those
who were planning to change their banks in the future. According to Bingham (1989) (cited in

Lewis et al. 1994), students look for banks which offer free banking services and they are
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extremely price sensitive. Changes in prices of products and services affect customer
satisfaction (Matzler et al 2006).

H7:Price has positive effect on customer satisfaction.
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Chapter 3

3.0 Research Methodology
Researchers worldwide use various methods known in the literature to get answers for their

research problems. These methods range from questionnaires to in depth interviews, group

discussions, surveys and many more.

Grinnel 1993 cited in Kumar (2005) defined research as a formal investigation that uses
generally acceptable scientific methodology to get answers that should be publically
acceptable as well. Lundberg 1942 cited in Kumar (2005) stated that research is a “scientific

method consists of systematic observation, classification and interpretation of data”.

This chapter of research methodology will explain in detail how the overall research is
conducted for this master thesis. Furthermore, this chapter will explain the research
framework and the hypotheses, the used research methodology , the factors and scales that

were used in order to analyze the data.

3.1 Research Framework and Hypotheses
The factors that influence university student's satisfaction with Belgian banks such as

reliability, security, trust, modern products and services, ease of use, customer service,

convenient location of bank branches and price are discussed in the previous chapter.

Figure 3.1 Research Framework

| Reliabilitv iH1)

| Security (H2)

| Trust (H3)
Modern products

and services and
their ease of use

Customer Satisfaction

towards Belgian banks

Customer service
Convenience of

banks location (HE)

| Price (H7)
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The hypotheses of this master thesis were as follows:

H1: Reliability has a positive effect on customer satisfaction.

H2: Security has a positive effect on customer satisfaction.
H3: Trust has a positive effect on customer satisfaction.

H4: The ease of use of modern banking products and services (ATM, Online banking &
Mobile banking) has a positive effect on customer satisfaction.

H5: Customer service has a positive effect on customer satisfaction.
H6: Convenience of location has a positive effect on customer satisfaction.

H7:Price has a positive effect on customer satisfaction.

3.2 Research Strategy
Defining the right research approach is an important factor for developing the investigative

design of any study. According to Sunders et al (2007) the researchers have to adopt either a
deductive approach where a research strategy is selected to test the hypotheses or the
researchers could opt for an inductive approach where they have to collect the data first then

test and analyzes it to develop their own conclusions.

Social scientists such as Mark Saunders linked these two research approaches to two different

research philosophies.

According to Yin 2003 cited by Saunders et al (2007) that each research strategy can be used
for exploratory, descriptive and explanatory research. Selecting a research strategy is a very
important phase in the process of research design. The choice of the researcher to choose a
particular research strategy was always guided by the type of questions that a researc her had,
objectives of the study and to the extent of literature and existing knowledge on that particular

topic along with the time and resources of the researcher.

Researchers can use the strategy which was most appropriate for their research as these
strategies are not mutually exclusive and could be used in combination with each
other(Saunders et al 2007).
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3.3 Quantitative Approach
In this master thesis a quantitative approach was used. In a quantitative approach researchers

uses either positivist or post positivist claims for developing and determining knowledge. In
this approach cause and effect thinking, reduction to specific variables as well as hypotheses
and questions, use of instruments and observations and the test of theories are tested.
Furthermore, quantitative research approach uses surveys to collect data for refined analysis

on predetermined instruments that give statistical data to make decision (Creswell, 2003).

Quantitative research is also called hypotheses testing research, where certain hypotheses are
drawn and tested to check the effect of independent variables on dependent variables. At the
end either hypotheses are accepted or rejected based on the test. The sample for the research is

selected randomly so it best represents the population (Newman & Benz 1998).

Moreover, quantitative research is deductive in nature as it is aimed at testing some existing
theory. It is the approach which usually starts with a hypotheses where mostly the emphasis is
on the causality. At the end statistical analysis helps in determining the relationship and the
extent to which the relationship exists between independent and dependent variables
(Newman & Benz 1998). The sequence in which deductive approach is followed is shown in

figure 3.2.

Figure 3.2 Deductive approach. Source: Sociology inquiry principles: Quantitative and
Qualitative Methods (2012)

Theorize/Hypothesize ___ Analyze Data ____ Hypotheses Supported or Not

General level of focus Analysis Specific level of focus

3.5 Data Collection
In this master thesis survey approach was used which is associated with quantitative research

and deductive approach. With the survey strategy data can be collected in an economical way
from a sizeable population. Data was collected for this study using questionnaires.

Questionnaires fall into this strategy as mentioned by Thornhill et al. (2003).
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3.6 Sampling technique
Non probability sampling technique was used in this master thesis. According to Saunders et

al. (2003) non probability sampling provides technique where researchers uses their own
judgment. Convenience sampling technique was used in this survey because of lack of
financial and manpower resources. Convenience sampling enabled researchers to gather large
amount of data cost effectively in limited time period (Hair et al. 2003). Data were collected
between July and August of 2015 in Belgium. University students who were enrolled in the
Belgian universities either in a graduate or a master’s program were asked to fill out these
questionnaire. We used Qualtrics to launch / transmit the questionnaire . The link of the
guestionnaire was then posted on different university social networking pages and groups and
also on different other online forums. Students were also approached personally at KU

Leuvenand VU Brussels to fill in the questionnaire.

Atotal of 143 questionnaires were received, out of which 23 were excluded from the analysis
as 15 of the respondents answered no in one of the first two filtering questions, 7 of them left
the survey incomplete while 1 was rejected because of invalid entries. Total of 120 responses

were used for the data analysis.

3.7 Questionnaire design
The design of the questionnaire began with in-depth analysis of the secondary data present on

the subject. Seven different factors were than selected to measure their influence on students'
satisfaction towards their banks. All seven factors were subdivided in the questionnaire by
scales adopted from different authors to measure the overall impact on main factor. Two
filtering questions were added at the start of the questionnaire (i.e. whether respondent is a
student at a Belgian university or not and if so do they have an account in any of the six banks
mentioned in the questionnaire) to get an accurate response from the target population. If the
answers to both these questions were yes than they could proceed to the next questions. The
main section of the questionnaire measured the respondents opinions about different questions
related to seven independent variables and were asked to answer on 7 point Likert scale. At
the end of questionnaire basic demographic data was collected about the gender, age and

nationality of the respondents. A copy of questionnaire is attached as Appendix A.
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Please note that all data submitted was collected with the consent of the respondents and is
anonymized before publishing the results in this master thesis.

3.8 Data Analysis
The process of data analysis begins after data acquisition. In order to analyze the data and it

first has to go through various stages of data entry and coding (Zikmund 2000). In this master
thesis SPSS wversion 22 was used for data analysis. Descriptive statistics and regression
analysis were used to analyze the data which was then presented in the form of charts and

graphs with detail explanations.

3.9 Research Measurements
In this master thesis 7 influencing factors were measured discussed further in the sub-sections.

Each factor was measured by its key elements in different questions.

3.9.1 Reliability
Reliability was measured by using five elements as mentioned by Kumar et al. (2009) in their

research. Scale which was used to measure reliability is mentioned in table 3.1.

Table 3.1 Scale used to measure reliability.

Factor Scale used to measure | Author Question Number

Reliability 1. The bank staff | Kumar etal (2009) Question 4
keeps their promises

2. The banks shows
sincere  interest in
solving customers'
problems

3. This bank staff
performs service right
the first time

4. This bank provides
service at the time it
promises to do so

5. This bank insists on
error free records
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3.9.2 Security
Security for the banks was measured by using the scale mentioned in the table 3.2.

Table 3.2 Scale used to measure security.

Factor Scale used to measure | Author Question Number

Security 1. ...Security in | Flavianetal. (2004) | Question5
transactions

2. ...Security of
deposits

3. ...security of data

3.9.3 Trust
Trust was measured by three elements used by Morgen en Hunt in their study. The three items

used in this master thesis are mentioned in table 3.3.

Table 3.3 Scale used to measure trust.

Factor Scale used to measure | Author Question Number
Trust 1. This bank cannotbe | Morgen en  Hunt | Question 6
trusted at times (1994)

2. This bank can be
counted on to do what
is right

3. This bank has high
integrity

3.9.4 Use of Modern banking services and their Ease of use
Ease of use of Modern banking products and services and their usefulness was measured by

adopting the scale of Ozdemir and Trott (2009). The same scale was used to measure the ease
of use and usefulness of ATM (Automated Teller Machine), Online banking and mobile
banking. Ozdemir and Trott (2009) used four different items to measure the ease of use and
usefulness of modern banking products and services. Scale used to measure the ease of use of

modern banking services is mentioned in table 3.4.
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Table 3.4 Scale used to measure ease of use of modern banking services.

Factor Scale used to measure | Author Question Number
Ease of Use and | 1. Learning to operate | Ozdemir and Trott | Questions 7,8,9,10
Usefulness of ATM, | (ATM, Online | (2009)

Online banking and
Mobile banking

banking and Mobile
banking) is easy

2. This bank's (ATM,
Online banking and
Mobile banking) is
easy to use

3. Using the bank's
(ATM, Online
banking and Mobile
banking) is useful for
conducting my
banking activities

4. Using the bank's

(ATM, Online
banking and Mobile
banking) makes it

easier to conduct my
banking activities

3.9.5 Customer Service
In order to measure customer service 11 point scale was adopted from the work of Brady and

Cronin (2001). They used these eleven points to comprehensively measure all the aspects of

the customer service. Elements used in this master thesis, adopted from the work of Brady

and Cronin (2001) are mentioned below in table 3.5.

Table 3.5 Scale used to measure customer service.

Factor

Scale used to measure

Author

Question Number

Customer Service

1. Quality of my
interaction with my
banks' employees is
high

2. The attitude of

Brady and Cronin
(2001)

Question11
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employees
demonstrates their
willingness to help me
3. Employees respond
quickly to my needs

4. Employees are able
to answer my questions
quickly

5. My bank has nice
physical environment
(layout, desks,
paintings,...)

6. The bank's layout
Serves my purpose

7. |1 always have an
excellent  experience
when | visit my bank

8. The bank's staff tries
to keep my waiting
time to a minimum

9. 1 like this bank
because it has products
and services that | want
10. | believe my bank
tries to give me good
experience

11. | believe my bank
offers excellent service

3.9.6 Convenience of Location
The 4 elements used to measure the independent variable of convenience of location were

adopted from the work of Almoussawi (2001). Almoussawi in his research on students in
Bahrain used these four elements to measure the convenience of location. These elements are

mentioned intable 3.6.
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Table 3.6 Scale used to mesure the convenience of location.

Factor

Scale used to measure

Author

Question Number

Convenience
Location

of

1. ..has convenient
ATM locations

2. ..has convenient
branch locations

3. ..has parking
spaces nearby

4, ..has  several
branches

Almossawi (2001)

Question 12

3.9.7 Price

Price is an important element for students for satisfaction towards their banks. Two elements

adopted from the work of Verhoef et al. (2001) were used to see the impact of price

perception on overall satisfaction on the students' satisfaction towards the Belgian banks. Two

elements used in this master thesis are mentioned in table 3.7.

Table 3.7 Scale used to measure Price.

Factor

Scale used to measure

Author

Question Number

Price

1. How satisfied are
you about the price
charges of this bank

2. Do you think the
price/charges of your
bank are

Verhoef et al. (2001)

Question 13 & 14
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Chapter 4

40 Data Analysis
In this chapter of data analysis the results of the analyzed data are presented. Regression

analysis was used to analyze the outcomes of the data. Regression analysis explains and
evaluates the relationship between independent and dependent variables. Research by Peng
and Luo (2000) and Musteen et al. (2010) also found comprehensive and significant results
using the regression analysis. Based on the work of earlier researchers one can assume that

regression analysis is the appropriate statistical tool to test the hypotheses.

4.1 Total Number of Respondents
Total of 120 questionnaires were considered for the final analysis out of 143 of the surveys

initially started. The summary of the questionnaires and the reasons for rejecting 23

guestionnaires are mentioned in the table. 4.1.

Table. 4.1 Summary of the Questionnaires

Questionnaires Started 143
Questionnaires Completed 136
Rejected because of No answer in question 1 or 2 15
Incomplete Questionnaires 7
Rejected because of Invalid entry 1
Questionnaires considered for Analysis 120

4.2 Descriptive Analysis
The final sample of 120 were selected for final analysis. The demographics of the sample

population is as under.
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Table 4.2. Gender distribution of respondents

Gender Frequency Percentage (%)
Male 90 75%

Female 30 25%

Total 120 100%

Gender distribution

75%

Male

M Female

Figure 4.1 Graphical representation of gender distribution.

Table 4.3 Nationality distribution of respondents

Nationality Frequency Percentage
Belgian 54 45
Pakistani 12 10
Chinese 11 9.2
Indian 7 5.8
Italian 6 5
Romanian 5 4.2
Spanish 4 3.3
Dutch 4 3.3
Jordanian 3 2.5
Turkish 2 1.7
Croatian 2 1.7
Tunisian 1 .8
Slovakian 1 .8
Polish 1 .8
Mexican 1 .8
Iraqi 1 .8
Hungarian 1 .8
Greek 1 .8
German 1 .8
Bangladeshi 1 .8
American 1 .8
Total 120 100
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Figure 4.2. Graphical representation of nationality distribution of the respondents.

The summary of 120 valid responses in term of customers at different banks are as follows:.

Table 4.4 Banks

Bank Name Frequency Percentage
AXA Bank Belgium 2 1.7
Belfius Bank NV 8 6.7
BNP Paribas Fortis 18 15
ING Belgium NV 60 50
KBC Bank NV 32 26.7
Total 120 100
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Figure 4.3. Graphical representation of the banks included in the study.

Table 4.5 Users of Modern Banking Services

Modern Banking Services Frequency | Percentage
All three services (ATM, Online banking & Mobile 95 79.2
banking)

ATM & Online banking 21 175
ATM & Mobile banking 1 8
Online & Mobile banking 1 .8
ATM 1 .8
Online banking 1 .8
Total 120 100
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Figure 4.4. Use of Modern banking services.

Table 4.6 Descriptive Statistics

N Minimum | Maximum | Mean

Reliability 120 4 7 5.9650
Security 120 3.33 7 6.5639
Trust 120 1 7 4.3528
Ease of Use of Modern banking | 120 5 7 6.2729
Services

Customer Service 120 4 6.73 5.6462
Convenience of Location 120 3 7 5.8437
Price 120 3.50 7 5.1292
Satisfaction 120 6 10 9.0333

4.3 Interpretation of Data

4.3.1 Statistical Model

Statistical model was developed to analyze the effect of independent variables on satisfaction.
A statistical model is used to show the relationship between independent variables and
dependent variables in mathematical equation form. One dependent variable and seven

independent variables were used for the equation.
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The equation can be written as:

Y =B, + BIXL + f2X2 + B3X3 + BAXA+ B5X5 + POX6+ B7XT + £

Where:

Y = Students Satisfaction with their Belgian bank
Bo = Constant

X1 = Reliability

X2 = Security

X3 = Trust

X4 = Ease of use of Modern banking services
X5 = Customer Service

X6 = Convenience of Location

X7 = Price

& = Error term
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Table 4.7 Regression coefficients.

Variables Coefficients | t-value p-value

(Constant) 2.834 2.210 029
(1.282)

Reliability 281 1.601 112
(.175)

Security .305 2.425%* 017**
(.126)

Trust -.127 -1.527 130
(.083)

Ease of use of modern banking services -.333 -1.679 .096
(.198)

Customer service 409 1.882 .062
(.217)

Convenience of Location 072 .605 546
(.119)

Price 475 3.676*** .000***
(.129)

R Square .338

F-statistics 8.163***

Note: The table represents the coefficients of regression of various influencing factors on
satisfaction for Belgian university students for their banks. The values in parenthesis "()"
represents standard error. Asterisks denote the significance at the 1% (***), 5% (**), or 10%

(*)-

Table 4.7 shows the regression results with the coefficients of different variables. Reliability
has no impact on the satisfaction level of students and increases satisfaction by
0.281 but this impact was statistically not significant. It means reliability has no effect on the

satisfaction for this sample therefore hypothesis H1 is rejected.

Security has a positive effect on customer satisfaction. A unitary change in security increases
satisfaction by 0.305. The effect of security was found to be statistically significant (p < 0.05).
It means the more the security of banks increases the more satisfaction increases with it

therefore hypothesis H2 is accepted.

Trust has no effect on customer satisfaction. The effect was not statistically significant

therefore hypothesis H3 is rejected.

Ease of use of modern banking services also has no effect on customer satisfaction and the

effect was also statistically insignificant therefore hypothesis H4 is rejected.

35



Customer service has a no effect on customer satisfaction and the effect was also statistically

insignificant therefore hypothesis H5 is rejected.

Convenience of location has a no effect on customer satisfaction and the effect was also

insignificant therefore hypothesis H6 is rejected.

Price has a positive effect on customer satisfaction. A unitary change in price will increase
customer satisfaction by 0.475. This effect was also significant statistically as p < 0.01.

Therefore based on that hypothesis H7 is accepted.

Overall the value of coefficient "R-Square" is 0.338. F-statistics for this model is 8.163 and
this value is highly significant at 1 % level. This figure indicate that on the whole all
independent variables have significant impact on customer satisfaction of university students
for the Belgian banks. F-statistics is significant at p < 0.01.
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Chapter 5

50 Conclusion
In this master's thesis it was investigated whether seven of the independent variables

(Reliability, Security, Trust, Ease of Use of modern banking services, Convenience of
Location, Customer service and price) had positive effect on university students' satisfaction

towards the Belgian banks. This was tested by taking university students as target population.

Only two of the hypotheses were confirmed. The finding conclude that all of the independent
variables had an effect on satisfaction. The value of R-square was 0.338, the analysis also
revealed that only two independent variables (i.e price and security) have a significant effect

on satisfaction.

This master thesis will help banks in understanding the important factors for students in
relation to their satisfaction so they can focus their attention to the areas which are of more
importance to university students. This research confirmed that price and security are the two
most significant factors for university students in terms of satisfaction for banks in Belgium
and by focusing on them banks can not only gain new customers but can also increase the

satisfaction level of their current customers which will help them in future.

5.1 Recommendations
This research will be helpful to anyone who is interested in finding out the key influential

factors affecting customer satisfaction in university students. This master thesis will provide a
framework, a platform for students, professionals and banks who will be interested in carrying

out further research on the topic.

As there is hardly any research on the factors affecting customer satisfaction in the university
students in Belgian banks, students and researchers can use this as a starting point to do in-
depth analysis with bigger target population so as to gain better understanding of the
relationship between all independent variables on the dependent variable of satisfaction. It is

still questionable if the findings can be generalized or not as the sample size was very small so
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for future research it is recommended to use bigger sample size so that the result can be

generalized.

Based on the results of the analysis banks should introduce different products and services for
university students by keeping in mind that price was the most important factor for students,
they were also worried about the security so banks should improve these two factors to

increase their customer satisfaction.

52 Research Limitation
Every research has its own limitations and constraints. As this was an master thesis research

so | had financial, time and knowledge constraints that can have an impact on this overall
study. The important limitations were time constraints, monetary constraints and limited
number of respondents. The most important of all the limitations during this research was
regarding the respondents. As data collection was done during the holiday season and due to

limited time it was difficult to find students.

Time was also an important issue, since data collection time was limited. This limitation also
affects the generalizability of the results of this master thesis because if there were more
respondents it was easy to generalize the results. Also as there was time constraints there is a

chance that not all the target population was givena chance to respond.

There might be few other limitations to this master's thesis other than the one's mentioned
above which can influence the results. In this master's thesis only 7 influencing factors were
studied but if additional factors were added the results could have been different. Influencing
effects of independent variables on satisfaction were measured for six larger universal banks
in Belgium, if smaller banks were added the results could have been different. By doing so |
might have also missed students who have their accounts in smaller banks. There is also a
chance that result may be different if the difference between nationalities were measured with
reference to satisfaction. In this master's thesis overall satisfaction for all the six banks were
observed but the results could have been different if satisfaction was observed for individual

banks.
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Appendix(A)

Customer Satisfaction in Belgian banks
Dear respondent,

This survey is about "factors influencing university students' satisfaction with Belgian banks". It is designed by a
Master of Management student at Hasselt University for his master's thesis. Your answers will be kept
anonymous and will only be used for statistical purposes. | am interested in your personal opinion so there are no
right or wrong answers. Filling in this survey will only take 10 minutes of your time. Please take your time to fill
in the questionnaire as complete and honest as possible. Thank you in advance.

Kind regards,

Ahsan Junaid Akhtar
Master of Management (International Marketing Strategy)
ahsanjunaid.akhtar@student.uhasselt.be

Q1 Are you a university student in Belgium currently enrolled in either a Graduate or Master's program ?

O Yes
O No
If No Is Selected, Then Skip To End of Survey

Q2 Are you a customer at one of the following banks? If you are a customer at multiple banks, please indicate
the bank you are most involved with.

(@)

AXA Bank Belgium
O Belfius Bank NV
O BNP Paribas Fortis
O Deutsche Bank NV
QO ING Belgium NV
O KBC Bank NV

O No

If No Is Selected, Then Skip To End of Survey
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Q3 For how long (in years) are you a customer at this bank?

The rest of this survey includes questions about this specific bank. Please keep this in mind when answering the

questions.

Q4 Please indicate your agreement with the following statements.

Strongly

Disagree

Disagree

Somewh
at

Neither

Agree nor

Strongly
Agree

This bank's staff keeps
their promises

This bank shows sincere
interest in  solving
customers' problems

This bank's staff
performes service right
the first time

This  bank provides
service at the time it
promises to do so

This bank insists on
error free records

Disagree

Disagree

Q5 This bank assures...

Strongly

Disagree

Disagree

Somewh
at
Disagree

Neither

Agree nor

Disagree

Strongly
Agree

...security in transactions
...security of deposits

...security of data
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Q6 This bank ...

Strongly

Disagree

Disagree

Somewh
at

Neither
Agree nor

Agree

Strongly
Agree

Disagree

Disagree

...cannot be trusted at
times O] @] Q Q Q Q Q

...can be counted on to
do what is right o o o @] o Q Q

...has high integrity o o)

Q7 Which of the following services fromthis bank have you already used?

O ATM (Automated Teller Machines)
O Online banking

O Mobile banking

O Idon't use theseservices

Answer If Which of the following services from this bank have you already used? ATM (Automated Teller
Machines) Is Selected

Q8 Please indicate your agreement with the following statements about this bank's ATMs (Automated Teller
Machines):
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Learning to operate this
bank's ATM is easy

This bank's ATM is easy
to use

Using this bank's ATM
is useful for conducting
my banking activities

Using this bank's ATM
makes it easier to
conduct my banking
activities

Learning to operate this
bank's ATM is easy

This bank's ATM is easy
to use

Using this bank's ATM
is useful for conducting
my banking activities

Using this bank's ATM
makes it easier to
conduct my banking
activities

Strongly
Disagree

Disagree

Somewhat
Disagree

Neither
Agree
nor
Disagree

Somewhat
Agree

Strongly
Agree

Answer If Which of the following services from this bank have you already used? Online banking Is Selected

Q9 Please indicate your agreement with the following statements about this bank's online banking:

Learning to operate this
bank's online banking is
easy

This  bank's  online
banking is easy to use

Using this bank's online
banking is useful for

Strongly
Disagree

Disagr
ee

Somewhat
Disagree

Neither
Agree
nor
Disagree

Somewh
at Agree

Strongly
Agree
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conducting my banking
activities

Using this bank's online
banking makes it easier
to conduct my banking
activities

Answer If Which of the following services from this bank have you already used? Mobile banking Is Selected
Q10 Please indicate your agreement with the following statements about this bank's mobile banking:

Learning to operate this
bank's mobile banking is
easy

This  bank's  mobile
banking is easy to use

Using this bank's mobile
banking is useful for
conducting my banking
activities

Using this bank's mobile
banking makes it easier
to conduct my banking
activities

Strongly
Disagree

Disagr
ee

Somewh | Neither | Somewhat | Agree | Strongly
at Agree Agree Agree
Disagree | nor
Disagree
o o o o o
o o o o o
o o o o o
o o o o o
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Q11 Please indicate your agreement with the following statements about your bank.

The quality of my
interaction  with  my
banks' employees is
high.

The attitude of
employees demonstrates
their willingness to help
me

Employees respond
quickly to my needs

Employees are able to
answer my questions
quickly

My banks has a nice
physical  environment
(layout, desks, paintings,

)

The bank's layout serves
my purpose

I always have an
excellent experience
when | visit my bank

The bank's staff tries to
keep my waiting time to
aminimum

| like this bank because
it has products and
services that | want

I believe my bank tries
to give me good
experience

I believe my bank offers
excellent service

Strongly
Disagree

Disagree

Somewhat
Disagree

Neither Somewh
Agree at Agree
nor

Disagree

Q o
o o
Q o
Q Q
Q o
o) o
Q o
Q o
Q o
Q Q
Q o

Agree | Strongly

Agree
o o
o o
o o
o o
o o
O o
o o
o o
O o
o o
o o
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Q12 My bank

Strongly | Disagree | Somewhat | Neither | Somewh | Agree | Strongly
Disagree Disagree Agree at Agree Agree

nor
Disagree

..has convenient ATM
locations @) Q @) @] Q Q O

..has convenient branch
locations O O O Q o O O

..has parking spaces
nearby o o o o o o @]

...has several branches o o o o o o o

Q13 How satisfied are you about the price/charges of this bank?

Very Dissatisfied
Dissatisfied

Somewhat Dissatisfied
Neutral

Somewhat Satisfied
Satisfied

Very Satisfied

C00000O0

Q14 Do you think the price/charges of your bank are

Too High

High
Somewhat High
About Right
Somewhat Low
Low

Too Low

000000
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Q15 On a scale of 0 to 10 how satisfied are you with your bank? (Where 10 is Extremely satisfied and O is
extremely dissatisfied)

(OGN ONONCNONONCONONONGC)
© 0o NOoO OO b W NNBEFE O

=
o

Q16 Gender

QO Male
QO Female

Q17 What is your age? (in years)

Q18 What is your Nationality?
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