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Summary 
 

Background 
Today, the Swedish banking industry is facing aggressive competition as a consequence of 
many changes; increase of competitors in the marketplace, changes in the market structure, 
technological advancements and the use of Internet banking, and the increase of customer 
demands. Therefore, the pressure that each bank faces is high and banks need to upgrade their 
strategies and adjust their business approach to the quick changes. An understanding of 
customers’ expectations and perceptions of service quality is a prerequisite to make customers 
satisfied as well as prolong and strengthen the bank-customer-relationship. 
 
Purpose and Research Questions 
Investigate the service quality of Swedish banks and its influence on the nature of the 
relationship between the banks and their private customers in Umeå. 

 
1. What are the overall as well as the specific gaps between expected and perceived 

service quality of banks’ private customers? 
2. Is there a tendency towards loosening the relationship with the main bank? 

 
Theories and Models 
The theories and models we discuss in our study are related to the purpose and research 
questions. Therefore, we first discuss the general concept of marketing and services marketing 
and afterwards review related theories and models. The central concept of our research is the 
SERVQUAL and Gap Model being the most famous model used to measure service quality, 
also in retail banking. This model is used to investigate the existing gaps between the 
expected and perceived service quality which refers to our first research question. For 
answering the second research question, we propose a Bank-Customer-Relationship Model 
based on our assumptions and adjusted according to the findings. 
 
Methodology 
Our philosophy is positivistic as we collect and analyze quantitative data to draw conclusions, 
as well as realistic, as the survey is conducted in a social reality. This philosophical 
perspective shapes the way the whole research is designed. Reviewing and finding theories 
first, that are relevant to our purpose and then, analyzing the data collected in order to prove 
the theories, classifies our research approach as deductive. Our chosen strategy is, conducting 
a survey at only one point of time which defines our study as cross-sectional. Our data was 
collected by using non-random sampling. We distributed self administered questionnaires to 
200 respondents in Umeå city, being customers of any bank. 
 
Findings and Conclusions 
Referring to our first research question we conclude that an overall gap between expected and 
perceived service quality of banks’ private customers exists. But, there is a considerable 
difference between gaps of different bank services. Customers consider some of the services 
more important than others, therefore they expect more. Other services seem to be less 
important for them, so they expect less. Finally, there is also a neutral consideration for some 
other services. Referring to our second research question, the findings indicate that the bank-
customer-relationships might develop a tendency to weaken even though bank customers are 
still highly satisfied with their main banks. 
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Outline of the Thesis 
 
Chapter 1 – Introduction 
Chapter 1 starts with an introduction of the background which is then followed by the 
problem discussion, purpose, research questions and delimitations of this study. In the 
background, the developments in the Swedish banking sector during the last 80 years; the 
different crises and the consolidation process in this sector are described. Moreover, an 
introduction of the actual picture of this industry makes the link to the problem discussion. In 
this part, an extensive description of the current situation is presented; the changes in the 
financial market structure, the aggressive competition, the technological advances and its 
impact on the overall concept of banking, and the change of customers’ demands and 
behaviour towards banks, all creating challenges to be faced by the banks. The chapter closes 
with the purpose of the thesis, the research questions and delimitations. 
 
Chapter 2 – Theoretical Framework 
This chapter introduces the reader to the theories and concepts used for the purpose of this 
thesis after relevant academic literature has been reviewed. First the overall marketing 
concept is briefly stated, which makes a link then to the services and banking marketing, 
providing the appropriate research background. Then the theories and concepts regarding 
customer expectations, perceptions, satisfaction and loyalty are described. They are all related 
to the core idea of this research, the service quality and the bank-customer-relationship. 
Therefore, after the review of literature on service quality, the SERVQUAL and Gap Model 
and the integrated dimensions and variables, are presented as the most relevant for our study. 
Moreover, additional factors are added to complement the classical model, such as problem 
solving and price. Subsequently, the concept of relationship marketing is described and a 
bank-customer-relationship model is configured. 
 
Chapter 3 – Methodology 
In the methodology chapter, first a motivation for the choice of the topic is presented, 
followed by the philosophical perspective which shapes the way the research is designed, as 
well as the research approach, are introduced. The latest, states the way the research purpose 
and research questions are answered. Afterwards, the research strategy which is in compliance 
with the research philosophy and approach is specified and this is followed then by, stating 
the kind of research in terms of time horizon. Finally, the data collection method, including 
the decision of the sampling technique used, and the collection of secondary and primary data, 
is presented. 
 
Chapter 4 – Empirical Findings 
The empirical findings are presented in a three-fold manner. First basic findings are shown, 
giving an overall idea about the banks used most among Umeå inhabitants, duration of being 
customer at the main bank, the number of financial services used, complaint and satisfaction 
with their bank, respondents’ tendency to recommend as well as to switch banks, frequency of 
visiting the branch office versus using internet banking, the number of banks used and basic 
demographic data such as age and gender. Following, the results of service quality are 
presented and specifically, findings of the overall gap between customers expected and 
perceived service quality, as well as the specific gaps for each service provided by the banks. 
Finally correlation and regression analysis is made, measuring the connection between the 
relational variables proposed in the relationship model and the influence and strength of 
impact these variables have on each other. 
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Chapter 5 – Analysis 
In the analysis chapter the empirical findings of the service quality scale and the relationship 
variables are discussed. With regard to the service quality, the existence of the overall gap of 
service quality is discussed. This discussion becomes more specific, when the gaps between 
perceptions and expectations of each service is specifically analysed, and based on that three 
main groups are created; positive customer gaps, non-significant and negative customer gaps. 
Subsequently, the analysis of the relational variables is presented. Determinants of 
relationship strength are explained in general as well as specific, referring to a weak and 
strong relationship. Furthermore, a link is built to previous research in that field introduced in 
the literature review. The relationship model is adjusted according to the findings. Apart from 
the above, reliability and validity of the research are discussed in this chapter. 
 
Chapter 6 – Conclusions 
In chapter 6 a final conclusion about the whole research is discussed and answers to both 
research questions are stated. Furthermore, explanations about the limitations of the research 
and suggestions for further investigation are given. 
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1. Introduction 

1.1 Background 
Financial institutions play a vital role for the well-being of any society. Private persons as 
well as corporations basically use financial institutions to manage their savings, invest money 
and obtain loans. Since Sweden converted from an agricultural to a modern industrial society 
more than 100 years ago (Nyblaeus, 2009, p.1), the importance of such services has steadily 
increased. Today the country comprises different kinds of financial institutions, such as, 
banks, insurance companies, mortgage credit institutions and mutual fund companies. Out of 
these institutions, banks are the most dominant group with a share of 44 percent of the total 
market in 2007 (Swedish Banker’s Association, 2008a, p. 1). According to Encyclopaedia 
Britannica “banks are institutions that…accept deposits, make loans, and derive a profit from 
the difference in the interest paid to lenders…and charged to borrowers, respectively” 
(www.britannica.com). These deposits and loans are often long-term, bound by contracts that 
tie the customers and the banks together for months or even years. Due to the nature of these 
offerings, the challenges lie in the establishment of customer relationships rather than 
focusing only on single transactions. 
 
Sweden has been known abroad for its willingness to adopt new technologies. Internet 
penetration is, together with the other Nordic countries, among the highest in Europe 
(www.internetworldstats.com). This development is also reflected in the banking sector, 
where technologies, such as, Internet and telephone banking, shape the path of changes in 
customer service. Swedish banks have been the first to open Internet banks and the second to 
establish a telephone bank in Europe (Nyblaeus, 2009, p. 1). This technology-driven 
development is obvious and important in the bank-customer-relationship today and in 
designing customer service systems. Banks therefore have to form their customer service 
systems in a two-fold manner, emphasising on excellent personal service as well as 
convenient and user-friendly technology-based service. 
 
The Swedish banking sector has a long history and it has undergone many changes. About 80 
years ago the industry consisted of approximately 1000 banks. Over the years, namely three 
major financial crises in the 1920s, ‘30s and ‘90s contributed to the evolving of a 
consolidation process within the industry (Nyblaeus, 2009, p. 1). While the first two crises 
caused the starting point of the change process, the last crisis in the 1990s contributed most 
strongly. It resulted partly from a relief of government restriction on lending expansion, which 
increased banks’ risk taking behaviour. Furthermore, the economy was growing rapidly and 
consequently more capital was needed to facilitate the up-coming of new companies. Along 
with that, over the last forty years, more and more people moved from the country side to the 
cities and thereby increasing the importance of urban banks as opposed to rural banks, which 
in total led to the consolidation within the industry (Nyblaeus, 2009, p. 5). Finally only four 
major banks remained along with a number of small savings banks. The four big banks are 
Handelsbanken, Nordea, SEB and Swedbank. According to the rules of the European Union 
these banks are not allowed to consolidate more by merging together, putting an end to the 
consolidation process (Nyblaeus, 2009, p. 11). 
 
The consolidation left a highly concentrated market, which since the end of the crisis in 1993 
attracts foreign players to enter and gain market share (Sjöberg, 2007, p. 9). The most 
successful foreign entrant is the Danish Danske Bank, which has become the fifth largest bank 
in Sweden (Swedish Banker’s Association, 2008b, p. 3). But also smaller banks are entering 
and slowly taking market share away from “the big four”, either by physically opening branch 



 
 

10 

offices or by operating as Internet or telephone banks. As a result, the pressure on the 
traditional Swedish banks is increasing and they are forced to face this challenge and identify 
improvement strategies in order to maintain their competitive positions. 
 

1.2 Problem Discussion 
Staying competitive in the marketplace has become more challenging in today’s market 
environment where competition is aggressive and customers are more demanding. Companies 
try to upgrade their strategies in general and adjust their business approach to the quick 
changes in different industries. 
 

A competitive market position and a good reputation of a company can quickly translate into market 
share and profit, but that distinction is often earned only through a philosophical commitment to service, 
backed by diligent attention to what customers want and need. (Zineldin, 2005, p. 331) 

 
Making customers satisfied has become difficult and needs efforts form the company’s side. 
People become more educated and demanding (Kotler et al, 2005, p. 462-63), which increases 
their expectations towards a company’s performance and its products and services quality. 
This increases the pressure between different companies operating in the same market, which 
continuously try to improve their products and services. Some of them extend their offerings 
in order to keep their customers and, at the same time, attract new ones. As a result the 
changes on the customers’ and the company’s side are reciprocal and they reflect on the 
overall market structure, as in the case of the Swedish banking industry, on which we will 
focus. 
 
Today the Swedish banking industry is facing a considerably aggressive competition 
(Zineldin, 2005, p. 330). The market environment is experiencing a significant change in the 
market structure and specifically, the already established banks have become wider in their 
scope, while many new Swedish banks as well as foreign ones have entered into the financial 
services market. A number of major Swedish banks started to engage in the business of life 
insurance, while some of the insurance companies open their own banks. In addition, the 
advancement in technology provides customers with different ways to perform their banking 
transactions, e.g. they make transactions online, cash and debit card payments, cash 
withdrawals in supermarkets and more. These new ways have enabled the development of 
new services, while some existing services have changed (Swedish Bankers’ Association, 
2008a, p. 1). In 2008 Sweden had a total of 123 banks (Swedish Bankers‘ Association, 2008a, 
p. 2), which are all operating in a relatively small market of nine million inhabitants who have 
to be distributed over an increasing number of competitors. In these conditions the largest four 
banks (Swedbank, Handelsbanken, Nordea and SEB) make up more than 75 per cent of the 
whole market’s deposits. These banks have played an important role in the Swedish financial 
market (Swedish Bankers’ Association 2008a, p. 2), but now they are seriously threatened to 
lose their position and market share. 
 
There have been recent trends in Sweden towards a multiple banking approach, i.e. customers 
spread their financial matters over multiple banks rather than handling everything with one 
bank (Swedish Banker’s Association, 2007, p. 55). The range of services offered as well as 
the convenience provided by self-service technologies is increasing through the rising 
competition in the market. Even though Swedes are very satisfied with and loyal to their 
banks, 41 percent of Swedish bank customers are multiple bank users, according to the 
Swedish Banker’s Association in 2006 (www.bankforeningen.se). This trend increases the 
importance for the banks to strengthen the relationships with their customers in order to keep 
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them. According to Zineldin (2005, p. 331), the company must create a good quality service 
and continually improve it in order to keep customer relationships unharmed. This requires 
from the banks to have a good understanding of what their customers expect from the service. 
Even though the banks might invest immense efforts to provide best quality service, it might 
be possible that the customers will not perceive it as satisfactorily. Therefore it is not enough 
to simply assume which service level satisfies the customers best, but it is essential to get an 
insight into the service level that customers expect from a bank by tracking their expectations 
and perceptions. Only through a deep understanding of their customers, banks will be able to 
provide excellent quality service and the support required to attain maximum value from the 
services delivered (Bick et al, 2004, p. 302). 
 
The current literature about service quality can be considered as being extensive. There are 
many books and articles, old, updated, and new ones, which discuss service quality generally, 
as well as specifically. In many marketing books (for example Kotler’s different editions) 
service quality is generally discussed, while in the services marketing books (for example 
Zeithaml’s and Grönroos’ editions) it is considered and argued thoroughly. This subject has 
been treated and discussed in many different perspectives; set in different industries, 
countries, and related to different factors. Some scholars investigated and compared service 
quality in different industries (Bei, Chiao, 2006). Others have considered and focused on the 
private as well as corporate banking customers (Kangis, Voukelatos, 1997). Still others 
concentrated on the bank-internal side, studying managements’ (Bick et al, 2004) and 
customer service employees’ perspective on service quality (Hansemark, Albinsson, 2004). 
Even gender-related differences in perception of quality in banks have been studied before 
(Spathis et al, 2004). Qualitative and quantitative researches have been conducted as well, and 
different dimensions and determinants of service quality have been discussed in different 
ways by different authors. There have been studies also about service quality specifically for 
the banking sector in many different countries, but not so much in Sweden. There is only one 
article that we found to be more relevant to our study as it discusses quality and customer 
relationship management (CRM) as strategies for the Swedish commercial banks to 
successfully compete in the industry (Zineldin, 2005). Another study which focused on the 
banking sector in Scandinavian countries, including Sweden, discusses how internet banking 
affects the relationship between banks and their customers (Nielsen, 2002). Finally, service 
quality and the relationships between banks and their small business clients (Smith, 1989) in 
UK has been studied which comes closer to our research, but still it considers business clients 
and focuses in a different country and it was conducted 20 years ago. 
 
In the existing literature, we could not identify any research that considered service quality 
from the private customer perspective and measuring the gap between expectations and 
perceptions. We regard this as important, because it can imply important factors that 
contribute to the overall customer satisfaction. Our research concentrates on private banking 
customers in Umeå, where we try to investigate the customer gap, i.e. the expected minus 
perceived service quality, especially in the context of long-term bank-customer-relationships. 
By measuring this gap, this research aims to provide an understanding of long-term banking 
customers’ requirements regarding the service quality of banks. It is not related to one single 
bank and can thereby contribute to give an overall overview over customer satisfaction in a 
relationship perspective. Taking this as a basis, a further investigation on the relationship 
between banks and their clients is carried out for identifying trends in the nature of the 
relationship, which plays a vital role for banks, especially in today’s market environment. 
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1.3 Purpose 
The purpose of this thesis is to investigate the service quality in banks and its influence on the 
nature of the relationship between the banks and their private customers. 
 

1.4 Research Questions 
Based on the problem discussion and the purpose of the thesis the following research 
questions will be answered: 
 

1. What are the overall and specific gaps between expected and perceived service quality 
of banks’ private customers? 

2. Is there a tendency towards loosening the relationship with the main bank? 
 
The results of this study can be of interest to banks in Sweden, but specifically to those banks 
having branches in Umeå, the four big banks. It is worth for banks in general because they can 
realize what customers expect from the banking sector and what kind of services are most 
important to them. Moreover, they can understand what factors make the bank-customer-
relationship strong and what influences the weakening of this relationship. We believe that the 
fact that the survey is conducted only in one city, does not limit the reflection of customer 
attitudes also in other cities in Sweden. The majority of banks have a central strategy to 
provide a uniform service quality all over the country. Specifically, this study will benefit to 
the main banks which make up 90 percent of the market. These banks can see their strengths 
and weaknesses from the customer’s perspective. They can realize how customers perceive 
their services and what the gaps in quality are. This might help them improve where 
necessary. Moreover, they can find determinants of relationship strength that can help them to 
face general trends of multiple banking. Therefore, the findings of this research can be mainly 
assigned to the four main banks in Sweden. We cannot exclude the fact that the study can be 
of interest even for the banking industry in general even though it focuses geographically in a 
specific market. 
 

1.5 Delimitations 
The Swedish banking sector is grouped into the four categories: commercial banks, foreign 
banks, savings and co-operative banks according to the Swedish Bankers’ Association 2008 
(2008a, p. 2). In terms of sector, we focus on retail banking and therefore concentrate only on 
the private customers. We exclude business customers as their needs and consequently 
product and service offerings are different. 
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2. Literature Review 
________________________________________________________________ 
In this chapter an introduction to the key theoretical concepts and models used for this 
research is presented. First, a general marketing concept, which embraces all the concepts 
related to our research purpose, is stated. Then, the interrelated concepts of SERVQUAL, the 
most famous model used to measure service quality and which is applicable for the retail 
banking and used for this research, are defined. These concepts are customer expectations, 
customer perceptions, as well as customer satisfaction and loyalty. Definitions, explanations 
and arguments for the SERVQUAL and Gap Model, as well as SERVQUAL dimensions are 
discussed afterwards. Complementary aspects to these models such as complaint management 
and price are also considered and discussed, as a contribution to a more complete research. 
Finally, a bank-customer-relationship model is developed which functions as a theoretical 
framework for our research of the strength of bank-customer-relationships. 
___________________________________________________________________________ 
 

2.1 The Overall Marketing Concept 
The marketing concept has been continuously changing and transforming from the traditional 
sense of making a sale, into a new way to satisfying customer needs. According to Kotler et al 
(2005, p. 6), marketing is defined as “a social and managerial process by which individuals 
and groups obtain what they need and want through creating and exchanging products and 
value with others”. This is a very broad notion of marketing which embraces different 
markets, different customers and different needs and wants. As this research is focused on the 
banking market, a concept of marketing services should be considered. Many writers 
considered the differentiation between service marketing and goods marketing as essential, 
although, minor efforts were made to further extend the marketing theory and concepts for 
service companies (Donnelly, 1976, p. 57). Afterwards, the only progress was the division of 
the product concept into goods and services to show that they are different (Grönroos, 1978, 
p. 588). Researchers faced service marketing and goods marketing using the same theories, 
concepts and models (Grönroos, 1978, p. 588). Today, the service marketing has developed 
further as a consequence of many economic and technological factors. Firms as well as 
scholars have defined theories, approaches and models regarding this field. These concepts 
were a response to the significant increase of the service industry worldwide (Zeithaml et al, 
2006, p. 8). 
 
Reports show that service companies were less marketing-orientated than firms which trade 
physical goods, while the main difference between goods and services was found to be the 
intangibility of services and the connected difficulty of creating and promoting a “real” or 
physical service offering (Grönroos, 1978, p. 588). Regarding the banking sector, marketing 
has been different from any other industry due to the way banks were organized and due to 
the traditional nature of this business. Thus, the marketing role in banks was spread all over 
the company (Laird and Donnelly, 1983, p. 4-5), while it was not difficult for the banks to 
store deposits and give loans (1983, p. 7). Apparently, the evolution in the marketing of 
financial services has not been easy. Although, most bankers in the past have admitted the 
importance of marketing and changing the old way of approaching customers, it seems that 
the difficulty for them according to Landon and Donnelly (1983, p. 11) has been 
psychological in nature, as they had the belief that customers would go to the bank if they 
would need service. This is not the case anymore and bankers are not at ease (Landon and 
Donnelly, 1983, p. 11) when dealing with today’s customers, who display a more complex 
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behaviour. They have more offerings and competitor alternatives to perform banking issues, 
which makes it more difficult for the bank to keep its customers. 
 
In the financial service firms, like in other industries, marketing has shifted its focus from 
individual transactions towards building relationships with customers (Kotler et al, 2005, p. 
476), which is an important aspect of marketing as well as a crucial factor for the company to 
keep customers satisfied and as a result be successful in the marketplace. 
 

2.2 Customer Expectations 
Customer expectations are defined as “beliefs about service delivery that serve as standards 
or reference points against which performance is judged” (Wilson et al, 2008, p. 55). 
Parasuraman et al. defines it as the “... desires and wants of consumers, i.e. what they feel a 
service provider should offer rather than would offer” (Philip, Hazlett, 1997, p. 263). 
Whatever the different definitions, the importance of customer expectations lays in the 
relationship it has with customer perceptions about the delivered service quality. Whether 
customers’ expectations about service quality are met or not, will affect customer satisfaction 
towards the company’s service and customer loyalty as a consequence. Therefore, it is 
significantly important to understand the role of expectations and how they are created. 
According to Philip and Hazlett (1997, p. 263) consumer expectations of service quality are 
rising, and consumers are more experienced and critical about service quality. When they 
want to make a purchase, they prepare ahead and get ready for that (Philip, Hazlett, 1997, p. 
263). 
 
Moreover, service providers have to face the reality of customer expectations changing over 
time (Karten, 2009). This can be explained by the fact that customers’ expectations “... is a 
function of a number of factors, namely, market communication, word of mouth 
communication, corporate/local image and customers needs” (Grönroos, 1990, p. 41) and 
also past buying experiences (Kotler et al, 2005, p. 642) and competitors‘ services. Through 
advertising, firms apart from promoting their services also make promises to their customers 
and customers in return create expectations about the promised service. According to Kotler 
et al. (2005, p. 466) the different levels of expectations are created by the company itself 
which makes different promises to its customers through advertising. Successful companies 
are those that promise less than delivered as they know well that customers create their 
expectations based on these promises (Kotler et al. 2005, p. 466). Word of mouth also 
influences customers’ expectations as when consumers hear from their friends and 
acquaintances about a banks’ performance, they create some expectations about the bank’s 
services. Customers’ past experience is created gradually, transaction after transaction and is 
based on previous firm’s performance. Every firm creates its own image in the market which 
has a unique meaning for their customers and influences their expectations and perceptions. 
 
On the other hand, customers’ expectations are dynamic and increase over time, because the 
customers “learn from the new level of quality” offered in the market, so they expect higher 
standards and more value next time (Kotler et al, 2005, p. 466). According to Zeithaml et al 
(2006, p. 82-5) there are many levels of expectations among customers and hopefully, there is 
a zone of tolerance between the lower (the adequate service) and the higher (the desired 
service) level of service expectations, which represents the range of service quality that 
customer would consider satisfactory. The desired service quality is shaped mainly from 
personal needs and customers’ demanding attitude, while the adequate service is a set of many 
“intensifiers” among which the perceived service alternatives, which is of interest to our 
research (Zeithaml et al, 2006, p. 88). In a highly competitive market where firms struggle to 
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promise and provide better quality service, customers’ expectations rise accordingly. 
Therefore, firms should continually track customers’ expectations (Zeithaml et al, 2006, p. 
101). 
 

2.3 Customer Perceptions 
According to Kotler et al (2005, p. 273) “perception is the process by which people select, 
organize and interpret meaningful information to form a meaningful picture of the world“. 
Although this is a very general definition, it is important to refer to in order to understand 
customer perception. Perceptions and their development are formed in the same way in 
different individuals. The difference exists on the fact that they may perceive the same stimuli 
in different ways because of the different perceptual processes influencing customers’ 
perceptions (Kotler et al, 2005, p. 273). First, consumers have the tendency to select among 
the loads of information they are exposed to, such as, different advertisements from different 
media every day. The reason is simple; it is unlikely to pay attention to all of them. Studies 
show that only three or four of the 1,500 ads per day is the number of exposures that a person 
can remember. Second, consumers interpret the received information according to their own 
personal meanings to them and in a way that supports what they already believe. Third, 
people easily forget about the knowledge they have attained, but it is hard for them to forget 
information which is in line with their attitudes and beliefs (Kotler et al, 2005, p. 273). 
 
Customers can learn through experience (Kotler et al, 2005, p. 274) and the more 
knowledgeable and experienced they become, the easier it is for them to distinguish between 
different quality service levels. Consequently, their expectations raise, and whether these 
expectations meet their perceived service quality affects the overall perception of the 
company’s performance. Perceived service quality can therefore be defined as the difference 
between what the customer expects and their perceptions of what the service company 
actually offers (Philip, Hazlett, 1997, p. 263). The company may perceive its performance as 
being good and this may be different from how customers perceive it. Peters, in Lewis 
suggests that “the consumer perceives service in his/her own unique, idiosyncratic, end-of-
the-day, emotional, irrational and totally human terms…there is no such thing as fact or 
reality. There is only what the customer thinks is reality” (Philip, Hazlett, 1997, p. 263). For 
example, if customers perceive the service quality not as expected, then the service is not 
good and the company is considered indifferent by its customers. But, if the company is 
unresponsive and does not offer acceptable service quality, while the customers perceive that 
the company delivers superior service, then this perception is their reality. Therefore, what the 
company thinks about its performance is not important for customers. Their satisfaction is a 
matter of customers’ perceptions (Karten, 2009). 
 
Because of the relational nature of banking, customers create perceptions based on individual 
experiences, for example, with the banks’ personnel. But, customers create also an overall 
perception of the banks’ performance which is based on past accumulated experiences which 
include; customers’ encounters in the branches, their experience of using online banking, 
ATM (automated teller machine), being called from the customer service centre about a 
problem, and so on. Therefore, it is of high importance to understand customers’ perceptions 
at a transactional level which might turn out to be a barrier and could influence negatively the 
total quality experience in case of a problem (Zeithaml et al, 2006, p. 108-9). Customers’ 
perceptions and expectations are always relative and they shape the perceived service quality 
and influence customer satisfaction. 
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2.4 Customer Satisfaction 
“Satisfaction is the customer’s evaluation of a product or service in terms of whether that 
product or service has met the customer’s needs and expectations” (Wilson et al, 2008, p. 
80). If the products or services do not accomplish what customers expect, they become 
dissatisfied and in turn search for better offerings from competitors. If customers’ perceptions 
match or go beyond expectations, customers will feel contended or delighted respectively 
(Kotler et al, 2005, p. 10). It happens that customers who only are satisfied can switch easily 
to competitors when they are offered a better product or service and a competitive price. It is 
not easy for those customers who are highly satisfied to easily switch, while customers who 
are delighted about the offering become loyal (Kotler et al, 2005, p. 466). Some companies 
recognize the importance of keeping customers satisfied and they even “go out of their way” 
and do more for their customers to achieve this. When customers are highly satisfied they 
discuss in favour of their company and its products and services to others and they are not 
much influenced by competitors (Hansemark, Albinsson, 2004, p. 41), they are not so much 
price-sensitive, they make purchases more often and buy additional products over time 
(Kotler et al, 2005, p. 466). Those companies who can achieve to delight their customers are 
the best. A key success factor for them is make no promises to their customers which are 
difficult to keep, but then possibly offer more (Kotler et al, 2005, p. 10). 
 
Customer satisfaction is an outcome of customer expectations and perceived service quality. 
According to Karten (2009), the level of customers’ satisfaction is determined by what 
customer’s expect and company’s performance. Even though satisfaction is influenced by 
many interrelated factors, the author illustrates it through a simple formula which shows that 
customers' level of satisfaction can be affected by changes in either their expectations or 
company’s performance (Karten, 2009), which is actually what customers perceive in terms 
of products and services delivered. 
 

Customer Satisfaction =     Company Performance (Customer Perceptions)    
Customer Expectations  

 
This is a good reference for our research as we want to find out the difference between 
customer’s expectations and perceptions about service quality. When we talk about 
company’s performance the attitude of customer service employees is very important. 
Customers will most probably not come back if the treatment is not friendly and caring. 
Moreover, complaint handling is another determinant in customers’ satisfaction, especially in 
banks (Hansemark, Albinsson, 2004, p. 40). 
 
A closely related concept to customer satisfaction is service quality (Zeithaml et al, 2006, p. 
106). There has been a continual argument among scholars about the distinction and the 
relation between service quality and customer satisfaction. Researchers have the same opinion 
about the two concepts being different (Lassar et al, 2000, p. 183). The concept of satisfaction 
is quite extended as opposed to service quality which is a more specific term and can be 
measured by some dimensions (Zeithaml et al, 2006, p. 106). According to Parasuraman 
(1985, 1988; Lassar et al, 2000, p. 183) service quality is a “partial determinant of 
satisfaction”. Despite these arguments, research shows that the perceived service quality is an 
essential component which leads to customer satisfaction (Lassar et al, 2000, p. 244). Service 
quality and customer satisfaction has a positive relation in the banking sector context 
(Leverin, Liljander, 2006, p. 234), which is important for our study. In long-term relationships 
customers have a cumulative feeling about satisfaction which has been created form each 
individual quality perception (Leverin, Liljander, 2006, p. 234-35). 
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2.5 Customer Loyalty 
Customer loyalty is defined as “. . . a deeply held commitment to rebuy or repatronize a 
preferred product/service consistently in the future, thereby causing repetitive same-brand or 
same brand-set purchasing, despite situational influences and marketing efforts having the 
potential to cause switching behaviour” (Leverin, Liljander, 2006, p. 234). According to 
researchers, loyalty has two aspects; the customer’s behaviour element and a feeling aspect 
that the customer has about the brand which is called the attitudinal dimension (Leverin, 
Liljander, 2006, p. 235). The correlation between customer satisfaction and loyalty is high 
(Leverin, Liljander, 2006, p. 235) and what is more important for our research, is the claim 
that customer satisfaction with a bank is a good basis for loyalty, although even satisfied 
customers switch banks (Leverin, Liljander, 2006, p. 235). Service fees are considered to be 
the main reason for customers to switch banks. Therefore, apart from the perceived service 
quality, the perceived price fairness has an influence on satisfaction and consequently on 
loyalty. 
 
Customer satisfaction can lead to loyalty. Loyalty is influenced either directly or indirectly by 
service quality. Satisfaction is the node between both of them, when the effect is direct (Bei, 
Chiao, 2006, p. 164). Few academics have discussed the importance of customer satisfaction 
being a requirement for loyalty in the banking sector (Bick et al, 2004, p. 300). Banks create 
loyalty programs in order to influence customer satisfaction and retain them longer. These 
programs can make up for the better prices offered by competitors and work as financial 
incentive. Research has shown that customer retention and service usage are positively 
influenced by this kind of commitment to the bank, although the success of these programs is 
not certain (Leverin, Liljander, 2006, p. 234-35). Moreover, investigations in the field of bank 
marketing from researchers (Hennig-Thurau et al., 2002) support that customer loyalty can be 
achieved also through creating relationships with customers (Ehigie, 2006, p. 494) which is 
also part of our research focus. 
 

2.6 Service Quality 
Since the aim of this thesis is to investigate how private bank customers perceive banks’ 
service quality and what they expect from it, specific measures of service quality are needed. 
Measuring the quality of a service differs from measuring the quality of a product. Services 
are mostly intangible, heterogeneous and inseparable (Parasuraman et al, 1985, p. 42). 
Tangible measures can only be identified in the materials used to support the service and the 
physical facilities of the provider. The service itself is intangible and production of the service 
often takes place at the same time as consumption. Consequently, it becomes essential to 
identify other factors than for measuring the service quality of goods. 
 
Researchers have been working on the development of comprehensive systems to measure 
service quality since the 1980s. Parasuraman et al (1985, 1988, 1991, and 1994) developed 
and further examined the SERVQUAL model, which originally identified ten determinants of 
service quality (1985, p. 47): reliability, responsiveness, competence, access, courtesy, 
communication, credibility, security, understanding and tangibility. Those determinants were 
later broken down to five dimensions: tangibles, reliability, responsiveness, assurance and 
empathy (1991, p. 422). Service quality is measured according to these five dimensions on a 
22-item scale (1994, p. 207). Parasuraman et al (1985, p. 44) furthermore developed a gap 
model which assists SERVQUAL in order to identify discrepancies in the perception of 
service quality. The five dimension model has since then received much attention by 
researchers. Many researchers used it as a basis for their own works, but it has also been 
criticized extensively. Debates were carried out about the dimensionality of the SERVQUAL 
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determinants, its validity and it has been argued that the model lacks to address other 
reasonable measures (Arasli et al, 2005, p. 514). Moreover it is argued that it is not a useful 
measure for all service industries (Sureshchandar et al, 2002, p. 12). Despite such 
shortcomings, many authors still agree on the usefulness of the model as a basis of research 
that should be developed further. 
 
As the applicability of SERVQUAL for different industries has been questioned continuously, 
Avkiran (1994, p. 15) developed a more specific measurement model called BANKSERV, 
which is designed for measuring service quality in retail banking and was specifically created 
for the Australian banking industry. Furthermore, Cronin and Taylor (1992, 1994) created the 
SERVPERF model which is a performance-based model that regards quality as a customer 
attitude. Teas (1993) introduced the so-called PE model to measure service quality according 
to evaluated performance and normated quality. Sureshchandar et al (2002, p. 15) examined 
factors that have been overlooked before and identified five factors that determine service 
quality. These factors are: core service or service product, human element of service delivery, 
systematization of service delivery (non-human), tangibles of service (servicescapes) and 
social responsibility. They criticize the SERVQUAL dimensions in regard of their 
completeness, because the sole focus of this model lies on the human factors and the tangibles 
of the service (Sureshchandar et al, 2002, p. 13). In their own research about bank customers 
in India, they could prove reliability, validity and unidimensionality of their selected factors 
(2002, p. 24). Furthermore, Grönroos (1984, p. 40) developed a service quality model by 
dividing quality into a technical and a functional dimension. He defined perceived service 
quality as a result of expected service and perceived service, with perceived service being 
built by technical and functional quality, where the technical component refers to the 
outcome, the “what” is received, and the functional component describes the process, “how” 
it is received. 
 
Both, the SERVQUAL and the Grönroos model, point out that it is not only the outcome, but 
also the process that determines total service quality. Moreover, they regard service quality as 
the difference between perceived and expected quality. Trying to integrate the Grönroos 
model into the SERVQUAL model, the reliability dimension refers to the technical quality, 
whereas tangibles, assurance, responsiveness and empathy refer to the functional side of 
quality (Kangis, Voukelatos, 1997, p. 281). 
 
Reviewing the service quality literature and closely considering the different measurement 
techniques and their pitfalls, we concluded to base our research on the five dimensions of 
SERVQUAL to derive practical measures of service quality. The corresponding gap model is 
used to identify the gaps between private customers’ expectations and perception of service 
quality. Despite all criticism, we consider it to be most comprehensive and sufficient for the 
purpose of our study. Moreover, it has been proven to be an applicable model for the banking 
industry (Kangis, Voukelatos, 1997, p. 281). 
 
However, we regard it as essential to consider additional dimensions in order to correspond to 
contemporary business practices. Recent research (Tronvoll, 2008, p. 23) has stressed the 
increasing importance of customer complaint handling systems for surviving and maintaining 
a sustainable company. According to Kotler et al (2005, p. 467) one out of every four 
customers feels dissatisfied after buying a product or service, but not more than five percent 
of them complain. This is the reason why it has become vital for successful businesses to 
encourage customers to complain and use the information to continuously improve the 
customer service in order to satisfy customers and make them loyal to the company. 
Complaint behaviour can be defined as “a post-purchase process that may or may not occur 
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when customers are disappointed” (Stephens, 2000, p. 295). Levesque and McDougall (1996, 
p. 13) claim the existence of a relation between customer satisfaction, retention and handling 
customer problems in an appropriate manner. While some authors argue that there is a 
positive relation between customer satisfaction and complaint management (Nyer, 2000, p. 
15), which means that handling customer complaints in a satisfactory way leads to higher 
overall satisfaction with the service. Other authors claim that a good complaint management 
helps only to keep the level of customer satisfaction. Even though complaint management 
might be embedded into the SERVQUAL dimensions, we would like to treat it separately and 
use it as a further dimension in our research, due to its importance for satisfying customers. 
 
Price is another noteworthy factor we consider in our research, even though it is not included 
in the service quality study. According to Grönroos (1992, p. 48), certain dimensions of 
SERVQUAL can be more important than others depending on the industry and, other 
determinants of service quality are not included in the five dimensions, such as the case of 
price. The role of price in good quality service is confusing and not been discussed much in 
the literature (Grönroos, 1992, p. 48). Nevertheless, price has an impact on customers’ 
expectation and perception when it comes to their decision to buy products and services. They 
always evaluate the benefits they get from using products and services and judge if the price 
is fair enough to justify the perceived product or service quality (Kotler et al. 2005, p. 674). 
Whether customers perceive price as fair can play a crucial role in their satisfaction and 
retention (Bei, Chiao, 2006, p. 162). Customers have always considered price as an indicator 
of service value/quality, apart from the situations, when they had no reference to price (Bei, 
Chiao, 2006, p. 162). 
 
When the service is highly intangible, customers can easily relate high price with high quality 
(Grönroos, 1992, p. 48), but according to some findings this is more an object of customers’ 
perceptions as not all products and services which offer quality justify the higher price and 
vice versa (Chen et al. 1994, p. 26). When it comes to banking, competitive interest rates 
impact customers in choosing where to go (Levesque and McDougall, 1996, p. 13). Although 
the difference in interest rates, when getting a loan or depositing money, is not significant 
between the different rival banks, customers want to get the best rate because this can help 
their economical situation. In this case the perceived advantages of the bank’s rates will 
probably influence customer satisfaction. Moreover, pricing strategies of a firm influence to 
build and keep long term relationships with customers. As research shows, customers who 
look after price reductions can easily be attracted by competitors. Companies use to make 
cluster offerings for their customers and charge lower price for the whole package. This way, 
customers use more products and services from the same company and the relationship will 
possibly get closer, both sides will get to know each other better and as a result the customer 
will find it more difficult to switch companies (Lovelock, 2001, p. 271). 
 

2.7 The SERVQUAL Model 
The theoretical framework for the service quality part of this thesis builds on the five 
SERVQUAL dimensions (Parasuraman, et al, 1991, p. 422): 
 

• Reliability (accurate and dependable service performance) 
• Responsiveness (promptness and willingness to help) 
• Assurance (employees’ knowledge, courtesy, ability to build trust) 
• Empathy (care and individual attention) 
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• Tangibles (physical appearance, the equipment and materials offered) (Sachdev, 
Verma, 2004, p. 102) 

 
A further dimension called “problem solving ability” is added. 
 
The inventors of SERVQUAL consider this instrument “to serve as a diagnostic methodology 
for uncovering broad areas of a company’s service quality shortfalls and strengths” 
(Parasuraman et al, 1991, p. 445). As this purpose strongly corresponds to the purpose of this 
thesis, it is regarded to be a useful measuring instrument for our research. Following, a 
complete list of all 22 measurement items is presented (Parasuraman et al, 1994, p. 207): 
 
Reliability 

1. providing services as promised 
2. dependability in handling customers’ service problems 
3. performing services right the first time 
4. providing services at the promised time 
5. maintaining error-free records 

 
Responsiveness 

6. keeping customers informed about when services will be performed 
7. prompt service to customers 
8. willingness to help customers 
9. readiness to respond to customers’ requests 

 
Assurance 

10. employees who instil confidence in customers 
11. making customers feel safe in their transactions 
12. employees who are consistently courteous 
13. employees who have the knowledge to answer customer questions 

 
Empathy 

14. giving customers individual attention 
15. employees who deal with customers in a caring fashion 
16. having the customer’s best interest at heart 
17. employees who understand the needs of their customers 
18. convenient business hours 

 
Tangibles 

19. modern equipment 
20. visually appealing facilities 
21. employees who have a neat, professional appearance 
22. visually appealing materials associated with the service 

 
These 22 items are measured according to two sections. First, customers’ expectations of the 
service quality of a specific company are measured. After that customer perceptions of the 
service are measured (Parasuraman et al, 1991, p. 421). The results enable the researcher to 
identify discrepancies and the location of these discrepancies. 
 
In the following a number of items for the sixth dimension are suggested: 
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Problem solving ability 
• existence of complaint and suggestion systems 
• encouraging customers to complain 
• satisfaction about complaint handling 

 
Taking the scope and time limit of this research into consideration, we only select a 
reasonable number of variables out of the total of 22 presented in SERVQUAL and add useful 
variables to measure complaint handling, relational and demographic variables. Furthermore, 
a variable related to price fairness is added. A list and explanation of the variables used for 
this research is presented in the primary data section in the methodology chapter. 
 

2.8 The Gap Model 
The gap model, illustrated in figure 1, is an assisting tool of SERVQUAL, which was 
developed to identify the specific gaps between perceptions and expectations of service 
quality. 
 
 

 
 

Figure 1 The Gap Model  
(Parasuraman et al, 1985) 
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The model distinguishes between the consumer’s and the marketer’s side. The level of 
service, which the customer expects, consists of several components. First of all, past 
experience with the service provider, as well as with other providers, is vital. This component 
is important, especially in a relationship perspective. It implies that the service quality needs 
to be consistent. Moreover, personal needs of consumers contribute to building expectations. 
Communication, information and experience exchange with other consumers, covered under 
the term word of mouth, helps consumers to create an expectation. Finally, the service 
provider’s communication to the market, through advertisement, promotional and image 
building campaigns influences customer expectations. At the time when customers use the 
service, they perceive numerous aspects of service quality and compare their perceptions with 
their expectations in order to derive the level of satisfaction of what has been received. On the 
marketer’s side management perceptions of consumer expectations, the translation of these 
perceptions into particular service quality specifications, the service delivery itself and the 
external communications to consumers have to be taken into account. 
 
According to the model five distinct gaps can occur: 
 
Gap 1 demonstrates a discrepancy between what consumers expect and what management 
thinks consumers expect. This gap occurs if the service provider does not sufficiently know 
what the customers want. It can be overcome by carrying out consumer research surveys and 
thereby asking customers directly or consulting external research firms. 
 
Gap 2 represents a failure to translate management perceptions of service quality into 
adequate quality specifications. 
 
Gap 3 refers to the discrepancy between the service quality specifications designed by the 
company and the actual service delivery to the customer. Even though adequate specifications 
might be given, it is still possible that the service personnel lack the ability to comply with 
these specifications. Possible reasons can be that they might not be aware of them or do not 
have sufficient training. Appropriate actions to close this gap include extensive 
communication of quality specifications inside the company, employee training and 
motivation. 
 
Gap 4 illustrates the difference between the promises the company makes in its external 
communications, such as advertisement, and the actual service delivery. If a gap occurs, the 
company has to reconsider its communication contents and ensure that only service 
characteristics are communicated that the company is able to deliver. 
 
Gap 5 deals with the difference between customers’ expected and perceived service quality. It 
is a subjective, personal gap that is different for every customer due to the components that 
constitute the customer’s expectations and perceptions. The company has an influence by 
designing its external communications appropriately, knowing customers expectations and 
delivering excellent quality. 
 
In the scope of this thesis we concentrate our research on gap 5, the difference between 
customer expectations and perceptions of service quality, which also means that we examine 
only the customer side. 
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2.9 Relationship Marketing 
The fact that it is more cost-effective to maintain existing customers than acquiring new ones 
has widely been recognized by scholars and practitioners alike (Bowen, Chen, 2001, p. 213). 
This has led to the transition from a transactional to a more customer-focused and 
relationship-oriented marketing approach. Numerous attempts have been made to define 
relationship marketing (Kandampully, Duddy, 1999, p. 317) since this concept emerged in the 
1980s (Sheth, 2002, p. 591). For the purpose of this thesis the idea of relationship marketing 
can be understood as “first and foremost to create customer loyalty so that a stable, mutually 
profitable and long-term relationship is enhanced” (Ravald, Grönroos, 1996, p. 19). The 
major goal of relationship marketing is ”to build and maintain a base of committed customers 
who are profitable for the organization” (Wilson et al, 2008, p. 156). However, the adoption 
of such an approach is not reasonable in every industry. Industries which require high 
customer involvement, typically accompanied by personal interaction, such as banking, are 
more suitable for a relationship marketing strategy than others (Leverin, Liljander, 2006, p. 
232). 
 
Good customer service is a prerequisite for maintaining customer relationships. Customer 
service covers all sequences of service provision, i.e. service actions that take place “before, 
during and after a purchase” (wikipedia.org). Turban (2002) defines customer service as “a 
series of activities designed to enhance the level of customer satisfaction – that is, the feeling 
that a product or service has met the customer expectation.” In addition, the channels through 
which a service is provided play a vital role in reaching high service standards. In a banking 
context such channels include the personal service in the branch office, but also online 
banking, telephone banking and ATM service (Al-Hawari, Ward, 2006, p. 129). These self-
service technologies contribute to shaping the bank-customer relationship in new ways and it 
has been argued that through these means the relationships have been loosened (Leverin, 
Liljander, 2006, p. 234). However, the banks have to make the channels available, which the 
customers demand, in order to maintain a relationship to their customers (Al-Hawari, Ward, 
2006, p. 130). Even though the new technology channels offered by banks enjoy an increasing 
importance, especially in Sweden, where the acceptance of such services is high, we do not 
consider this topic extensively in this thesis, because it covers a broad area and would be 
suitable to be researched on its own. Nevertheless, we regard it as a critical factor in 
evaluating the overall service quality of a bank and we assume that differences exist in 
perceived service quality between those customers who often use self-service technologies, 
compared to those customers who mainly approach the bank office. 
 
Leverin and Liljander (2006, p. 234) argue that not all customers value a relationship and 
close relationships in banks are rare due to an increasing use of self-service technologies. 
Even though these new technologies make bank transactions more convenient and decrease 
the necessity to go to the branch office, other banking services still require high involvement, 
personal service and are more long-term oriented. It is often the wealthy and more profitable 
segments that engage in such kinds of services and consequently banks’ relationship 
marketing initiatives are predominantly directed towards these customers (Leverin, Liljander, 
2006, p. 233). But relationship building initiatives are also evident for other customer 
segments, which often do not expect as much excellence service as the high-end segments 
(Leverin, Liljander, 2006, p. 242). A relationship perspective provides benefits for both, 
banks and their customers. For the bank such benefits include, for instance, cost reductions, 
because of decreased marketing costs. The customers gain confidence and trust in the bank 
and they can benefit from a special treatment (Wilson et al, 2008, p. 157-60). In this thesis we 
consider relationship marketing as a basis for maintaining customers, which is considered to 
be the ultimate goal of a bank. 
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According to Christopher et al (2002, p. 8) a customer service strategy is oriented towards 
retaining customers and building relationships. The authors claim that organisations must link 
marketing, customer service and quality more closely together, as illustrated in figure 2. In a 
relationship perspective companies have, e.g. a high customer service emphasis, high 
customer contact and a concern for relationship quality (Christopher et al, 2002, p. 19). 
Therefore, we measure perceived service quality as a basis for our further investigation of the 
nature of bank-customer-relationships. 
 

 
Figure 2: The Relationship Marketing Orientation  

 (Christopher et al, 2002, p. 9) 
 
While relationship marketing is a wide-spread concept, little research has been conducted to 
understand the nature of this concept and its underlying assumptions (Ward, Dagger, 2007, p. 
281). Ward and Dagger (2007) conducted a research in five service industries in Australia: 
doctors, hair dressers, electricity providers, cinemas and banks (p. 284). They measured the 
influence of customer relationship importance, duration, frequency, age and gender, and the 
type of the service product on relationship strength (p. 282). The results indicate that a 
difference exists between the industries. The results for banks show that there is only a weak 
relation between duration and relationship strength and no relation for frequency of usage (p. 
285). Furthermore, gender and age were not significant (p. 286). The relationship importance 
was measured through friendliness and considerations, where friendliness was found to play a 
role for bank customers (p. 286). Furthermore, Netzer et al (2008, p. 185) propose a 
relationship model to segment the customer base and change long-term buying behaviour. 
Bolton (1998) investigated customer relationships with cellular phone providers and found 
that customers with longer experience with the service provider have higher cumulative 
satisfaction and lower perceived losses (p. 63). 
 
Our research is designed to measure the strength of bank-customer-relationships taking 
customer perceived service quality as basis for satisfaction. Moreover, we assume that 
satisfaction alone does not create a strong relationship. For the purpose of this research, we 
created a relationship model that we test through an empirical study of bank customers. The 
model is shown in figure 3. The proposed variables for this model are selected according to 
the research of Ward and Dagger (2007), as well as to our own judgement, as only few 
research could have been identified that examines the components of such a relationship. 
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Figure 3: Proposed Bank-Customer-Relationship Model 

 
On the one hand, the duration, the number of services used at the bank and customer 
satisfaction is examined to receive a basic understanding of the nature of the relationship. 
Satisfaction is measured directly and it is indirectly derived from perceived service quality. 
Besides, the likeliness to recommend the bank to a friend and likeliness to switch banks, as 
well as the number of banks used, should function as further indicators for a strong or weak 
relationship. 

Bank-Customer-
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3. Methodology 
___________________________________________________________________________ 
In the methodology chapter, first the choice of topic is motivated. Thereafter the research 
philosophy, approaches and strategies are introduced as well as time horizons and data 
collection methods, which are all parts of the research process “onion” illustrated in figure 
4. They shape and give meaning to the way we want to conduct our research. They build a 
good theoretical base that is very important in guiding the whole research process and create 
a focused structure, which makes the practical research easier. 
___________________________________________________________________________ 
 

3.1 Choice of Topic 
Our first idea when thinking about the topic of our master thesis was in the field of Marketing 
because this is our study programme as well as our field of interest. Because marketing is a 
very broad field, we had to focus on a more specific aspect. We are both facing a new 
environment in Sweden; being from Germany and Albania. We have been discussing 
sometimes during our courses about customer service in our countries and compare it to 
Sweden. To be more specific, both of us tried in the beginning of our stay to open a bank 
account to perform our banking transactions throughout our study period here in Umeå. By 
doing so, we both realized that customer service in Sweden is different. Therefore we were 
curious about the Swedish philosophy and approach towards this concept. We were interested 
in the beginning to focus on customer relationship management (CRM) and decided to 
investigate the banking sector as we think that CRM is an important strategy for the banks to 
apply in order to manage the different relationships banks create with various target 
customers. We read different literature of CRM and realized that also this sector of marketing 
was very broad. Thus we had to concentrate in one of the many perspective of CRM. We 
decided to investigate customer service in banks. 
 

3.2 The Research Process Onion 
The explanation of the methodology applied to this research follows the research onion 
introduced by Saunders et al (2000, p. 85). 
 

 
Figure 4: The Research Process Onion 
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3.2.1 The Research Philosophy 
In the literature the research philosophy, or paradigm, is most often divided into three 
philosophical perspectives: positivism, interpretivism and realism. According to Saunder et al 
(2003, p. 83) “they are different, if not mutually exclusive, views about the way in which 
knowledge is developed and judged as being acceptable.”  We embed our research according 
to these three philosophical stances. However, other approaches, such as, postpositivism and 
critical theory have been mentioned by other authors (Creswell, 2003, p. 4). For a researcher it 
is important to be aware of the philosophy to follow right from the beginning, because the 
philosophy shapes the way in which the whole research is designed and knowledge is gained. 
 
While positivism is often connected to quantitative research, interpretivism is commonly 
referred to qualitative research. However, one research study does not necessarily need to take 
on only one of these approaches. Positivism assumes “an observable social reality” 
(Remenyi et al, 2005, p. 32) that is examined by means of quantifiable measures. The aim is 
to draw conclusions that can be generalized. The researcher takes a position as an outsider, 
who is not affected by and does not affect the subjects under study (Remenyi et al, 2005, p. 
33). Interpretivism, on the other hand, places less emphasis on generalizability (Saunders et 
al, 2003, p. 84). It tries to describe, understand and make interpretations. The researcher is not 
regarded as independent from the research subjects (Remenyi et al, 2005, p. 34). The third 
approach, realism, claims “that a reality exists that is independent of human thoughts and 
beliefs” (Saunders et al, 2003, p. 84). It shares common thoughts of positivism, but also 
recognizes social forces that affect people (Saunders et al, 2003, p. 85). 
 
We consider our research study to have a two-sided approach. First we collect data by 
conducting a customer survey. We thereby, gather quantitative data that is analyzed 
statistically. In that respect our research can be considered as positivistic, as we reduce our 
research field into a distinct set of variables that we measure. We aim to describe and analyze 
phenomena that we receive from these quantitative data in order to draw conclusions. On the 
other hand, this survey is conducted in a social reality, in which people possibly share 
common behaviours and we, therefore, try to understand “people’s socially constructed 
interpretations and meanings” (Saunders et al, 2003, p. 85), which places our research 
philosophy into the field of realism. 
 

3.2.2 Research Approaches 
From the beginning of this research our approach was first, finding out theories and concepts 
through exploring existing literature. We identified models in other researches (conducted 
also in the retail banking industry), which among others constitute of a set of variables. Their 
relationship with the models is explained in the theoretical framework and we would like to 
test this theory and find out only the “what is happening” and not the “why it is happening”, 
following a deductive research approach. The collection of quantitative data, but also the need 
for selecting an adequate sample size in order to be able to generalize conclusions, is part of 
our research approach. Apart from the above, our approach will be a “highly structured 
methodology“ (Saunders, 2000, p. 87-8), due to the nature of the quantitative method and the 
use of models. We want to verify the questions derived from the theory and these questions 
contain variables which we want to collect data about. Concluding, all of the above are 
characteristics of a deductive research approach according to Saunders, in which the 
researcher develops a theory and hypothesis and afterwards he plans the strategy to test the 
hypothesis. As we do not want to find out why things are happening, but more what is 
happening this makes it deductive (Saunders, 2000, p. 87-8). Also this complies with our 
positivistic, realistic philosophy, as our deductive approach is a drive of a positivistic 
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philosophy. While the deductive approach is first finding theories and then testing through 
data collection and analysis if they prove to be true or not, the inductive approach is the 
opposite, gathering and analyzing the data first and as a consequence create a theory 
(Saunders, 2000, p. 87-9), which will not be our approach in this research. 
 

3.2.3 Research Strategies 
We use surveys as a strategy for our research, as this is related to the deductive approach 
discussed previously. 
 

The survey is defined as cross sectional and longitudinal research which uses either or both 
questionnaires or structured interviews in order to collect data from a sample of the population, analyze 
the data, and then generalize the findings for the whole population. (Creswell, 2003, p. 14) 

 
Moreover, the most important characteristics of this strategy reflect also the way we want to 
conduct the research. We decided to collect a considerable amount of data from a predefined 
population to whom we hand out the questionnaires. We designed a questionnaire and we are 
aware of the fact that the data collected from questionnaires would be of not as much variety 
as in other methods (interviews, observations) because of the limited questions. We took into 
consideration the surveyed people’s unwillingness to spend time and commit to answering to 
too many questions, which might turn out to affect the responses (Saunders, 2000, p. 93-4). 
 

3.2.4 The Time Horizon 
Regarding the time horizon, a distinction is made between two kinds of research: longitudinal 
and cross-sectional. While longitudinal research is concerned with the identification of 
changes over time (Remenyi et al, 2005, p. 47), cross-sectional research “is one that produces 
a ‘snapshot’ of a population at a particular point in time” (Cohen et al, 2007, p. 213). The 
underlying intention is to examine differences between members of the population under 
study (Remenyi et al, 2005, p. 47). As we intend to identify and analyze differences in 
perception and expectations of banks’ customer service among individual, private bank 
customers at only one point of time, our research is defined as a cross-sectional research. 
 

3.2.5 Data Collection Methods 

3.2.5.1 Sampling 

Our population is Umeå inhabitants, being customers of any Swedish bank. The number of 
inhabitants in Umeå is around 112,700 according to the Demographic Database of Umeå. As 
it was impossible for us to make the survey with all Umeå inhabitants who are banks’ 
customers, we decided to choose a sample which would represent this population best 
(Remenyi, 2005, p. 192). Moreover, it was very important that the sample is as unbiased as 
possible (Remenyi, 2005, p. 79), so as not to affect our findings in terms of reliability and 
validity. Of high significance for our research was also the possibility to generalize the 
findings for the whole population after our data analysis through statistical techniques 
(Remenyi, 2005, p. 192-93). Our sample size is 200 respondents. 
 
Language: We approached our respondents in different ways depending on the place 
respondents were asked as well as on their age. Both languages were used to approach them; 
Swedish and English. For respondents who were younger we used English while for the 
elderly, Swedish language was used as means of communication. When respondents were 
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asked at the University, our approach was a bit different than those asked in the city centre. 
Students and employees at the University are generally used to the concept of researches and 
master thesis; therefore they had no need for further reasons to fill in the questionnaires. 
Sometimes, they needed explanations only on the questionnaire itself. We mainly used 
English as means of communication for the above groups of respondents. In the city centre 
our approach was a bit different. In the beginning we introduced ourselves as students of 
Umeå University writing a master thesis and conducting a research for that purpose, and then 
asking for their possibility to fill in the questionnaire. The majority of the respondents reacted 
very positively to that, and the English language had no impact on them to refuse to fill in the 
questionnaire. Moreover, our approach was different when younger and older individuals 
were asked. We were conscious that older people could only be approached by using Swedish 
language as means of communication. Therefore, Swedish was used in these cases by one of 
the authors of this thesis who has some basic knowledge in the language. In the beginning an 
introduction and the reason for asking were explained to them. They were very positive to 
filling in the questionnaires and those respondents who had a reason for not doing that, replied 
in a constructive way. In general, we had a very positive reaction during our data collection. 
There were very few the cases when people said “no” and some other individuals had 
expressed the good willing to do that but they had different reasons; had to catch the bus, had 
to leave the place soon, or they were doing something of more importance at the time. 
 
Place: We decided to approach customers in public areas where people sit and have some 
time at their disposal, such as, the library in the centre, bus and train stations, restaurants and 
cafés, the university and university library, and other areas (hotel employees, shops). From the 
above areas, the bus stations were excluded, as people could leave the questionnaires 
uncompleted at the time the bus would come. The train station was empty. People eating 
lunch in restaurants were unapproachable. Hotels and shops personnel were busy with their 
customers, so we could not approach them either. Finally, only people in cafés and libraries 
were the ones to fill in the questionnaires. Therefore, our data collection process was mainly 
carried out in the cafés in the centre, especially the library café, university library and 
university cafeterias and restaurants. Another option which would complement the above was 
to approach customers inside some of the banks’ branches in the city, but we were not 
allowed to do that. 
 
Time and duration: We distributed our questionnaires in different hours of the day beginning 
from 10 a.m. to around 5 to 6 p.m. in the evening, as we wanted to reach different categories 
of people; pensioners, professionals and students whose availability varied based on their 
occupation. We collected the data during four days including the testing day. Monday, 4th of 
May the questionnaire was tested and changes and corrections were made and around 30 
questionnaires were distributed at Umeå University Library. Tuesday 5th of May was the 
second day of the questionnaire distribution and data collection which was done at the city 
centre from 10:00 a.m. followed by a break between 15:00 and 17:00 when the city was 
almost empty, and then continued to collect a few more questionnaires within one hour. 
Wednesday 6th of May was our third day of collecting data and it was partly conducted in the 
city centre the first part of the day and after that at the University. Until that day we had 
collected around 130 questionnaires. Our intended sample size was 200. Although it seemed 
to be difficult to reach this number and we had a time pressure, we continued one more day, 
Thursday 7th of May. We collected our data at the University library, cafeteria at USBE 
building, the restaurants near the University (Corona and Universum) and we almost reached 
the number. We excluded all the questionnaires which were partly filled in, and after that tried 
to collect some additional questionnaires which contributed to completing our wished sample 
size of 200 respondents. Each questionnaire took in average around 15 to 20 minutes to fill in. 
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Even though it was a rather long questionnaire regarding the time it takes to fill it in, the 
respondents did not complaint about that. On the contrary, the majority took their time to fill 
in and they seemed to answer responsibly. We are aware of the fact that there were also 
exceptions to that. We just observed them, but not getting into their minds. It was nice that, 
they were concerned about the questions which were stated negatively and asked for 
clarifications instead of giving an answer for the sake of the commitment to answer. For this 
also, there exceptions as maybe some just kept silent and did not ask. 
 
Approaching the customers and asking them in the above mentioned places and time, was 
based mainly on their convenience and availability to fill in our questionnaires (Creswell, 
2003, p. 156). This categorizes our sample as a convenience sampling (Saunders, 2000, p. 
176). Moreover, as we asked some of the approached people (especially young ones) if they 
are customers of any bank ahead of giving them the questionnaires, this was intentional from 
our side. According to Saunders (2000, p. 174) this is a purposive or judgmental sampling 
through which the researcher chooses those cases that will facilitate the answering of the 
research questions. Therefore, even though our purpose was to use a random sampling in 
order to achieve our objective, and answer the research questions which follow our research 
strategy (implying the use of random techniques of sampling), it was difficult for us to 
indicate our sampling as probability sample. According to Saunders (2000, p. 170), “… the 
inability to specify a sampling frame may indicate the use of one or a number of non-
probability sampling techniques”, which was the case in our research. 
 
The use of non-probability sampling has an affect on our findings and our results could be 
biased (Remeyi, 2005, p. 193). In order to smooth this problem, we decided to use a greater 
number for our sample size. Thus, we increased our sample size from 100 decided in the 
beginning to 200, which could make up to a certain extend for our sampling techniques. Still, 
we think that a greater sample size would be even better, but we had the pressure of time 
limitation as well as the difficulty in finding people who would be more appropriate for the 
representativeness of the targeted population. Moreover, we found a database of Umeå 
inhabitants, which helped to make our sample selection more representative. This database 
includes only age and gender of Umeå inhabitants. The database reveals that the distribution 
of males and females is 49.9 percent and 50.1 percent respectively for both genders. 
Therefore, we tried to approach both males and females likewise and controlling the data 
constantly. Moreover, from the database it was obvious that the young population between 21 
to 25 years old had the highest percentage in distribution. We recorded the data collected 
constantly so that we could see to what extent the respondents were shared between males and 
females and their ages. 
 

3.2.5.2 Secondary Sources  

Even though for the purpose of our research we conduct a survey from which we collect 
primary data, also secondary data is examined because it provides us with needed information 
to answer the research questions (Saunders, 2000, p. 188). When it comes to the secondary 
data, the possibilities of gathering information are enormous. Despite the efforts to get in 
contact with the banks, it was impossible for us to get information, neither as written material 
(secondary data) nor in the form of face to face or e-mail interviews (primary data), while the 
banks’ websites had no information about our topic. However, we based our research on 
books, scientific articles as well as encyclopedias, publications and statistics about banks in 
Sweden and reliable websites. We used books and articles to a larger extent compared to the 
other sources, which provided us with the theories and concepts for the theoretical framework. 
The scientific articles were chosen cautiously, always being clearly related to our topic. 
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Publications and statistics about banks gave us overall updated information about the Swedish 
banking market. Finally, another useful source is the demographic database of Umeå city 
(DDB), which was used to identify age and gender distribution of inhabitants of Umeå and 
thereby supporting us in defining our sample as a representative as possible sample. An 
additional source, which we used as a base for comparison in our analysis, was the research 
carried out by Svenskt Kvalitetsindex 2008, which measured customers’ satisfaction with 
their bank. 
 
The article search was carried out by using the databases available at the Umeå University 
library. We used a number of keywords, such as: service quality in banks, relationship 
marketing, bank-customer-relationship, relationship strength, SERVQUAL in banks, customer 
expectations and perceptions, customer satisfaction and loyalty, multiple bank users, Swedish 
banks and customer satisfaction, determinants of satisfaction, and more combinations of the 
above concepts. We identified international scientific journal articles, mainly in the databases 
of Emerald and Business Source Premier. The results were numerous. We selected the most 
relevant articles for our research, both recent and older articles. Furthermore, reliable internet 
sources complete the secondary data. The internet sources were chosen cautiously. We used 
only official websites of banker’s associations and encyclopedias in order to ensure the 
reliability of the information. We searched also for books at the University library, and chose 
Kotler as being very comprehensive and wide ranging in his marketing books. We found 
almost any concept we needed to consider for our research. Also, we identified the 
SERVQUAL and Gap Model in the works of many authors and searched for their books 
where these concepts were treated extensively. We searched for Grönroos, Parasuraman and 
Zeithaml, and other authors, treating the same topics. 
 

3.2.5.3 Primary Data – Questionnaire 

We chose to use a self-administered questionnaire to collect the data for our survey study. In 
such kinds of questionnaires respondents give answers to the given questions by themselves 
with the help of written instructions (Graziano, Raulin, 2007, p. 322). We regard this tool to 
be most suitable for collecting quantitative data from bank customers, because it is not 
intended to achieve a deep insight into the mindset of respondents, as can be done with 
interviews, rather we want to measure specific variables that are then analyzed and compared. 
The questionnaire, moreover, provides the possibility to obtain the data anonymously and 
thereby reduce the interviewer’s bias (Gorard, 2003, p. 93). Respondents are not influenced 
by the interviewer, which increases the likeliness that the questions are answered more 
truthfully (Gorard, 2003, p. 93). 
 
The questionnaire (see appendix 2 and 3) consists of a total of 45 questions, each of them 
measuring one variable. All scale variables are presented on ten-point Likert scales in order to 
achieve diversified results. Furthermore, the ten-point scale does not provide an “opt-out” 
possibility by choosing the middle point. The questionnaire is composed in English and 
translated to Swedish before it is presented to the Swedish respondents, because we aim to 
avoid content misunderstandings and increase accurateness in the answers. 
 
The introductory question classifies the respondents according to the bank they use most. This 
classification is necessary, as we intend to measure expectations and perceptions of service 
quality, which would be difficult to measure in a multiple banking context. In case the 
respondents are customers of several banks, they are asked to choose only their main bank, 
because we intend to receive clear and distinct results for one bank at a time. The second 
question asks for the number of years the respondents are customers of this bank. The 
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alternatives are presented on an ordinal scale. We chose this scale, because we regard it as 
easier to give an answer if alternatives are given. Question 3 is related to the specific kinds of 
financial services used at the bank. This variable is measured on a nominal scale with the 
option to choose several answers. The intention is to identify the strength of the relationship 
with the bank. The next set of variables (question 4 to 19) refers to customer expectations. 
The respondents are asked to indicate to which degree the stated aspects of a bank’s service 
quality should be present in a bank. A ten-point Likert scale is used from 1- strongly disagree 
to 10- strongly agree in order to identify what customers expect from a banking service. After 
that, customer perceptions of the service quality of their particular bank are measured on the 
same Likert scales (questions 20 to 35). Question 36 stands on its own. It measures whether 
the respondent has ever complained or not as a binary variable. Based on that the next 
question again uses a Likert scale to find out how satisfactory the complaint (if the answer to 
the before mentioned question was positive) has been treated. Following are three relational 
variables, asking for the overall satisfaction with the bank, the likeliness of recommending the 
bank to someone else and the likeliness to switch banks. These variables are used to describe 
the relationship between the bank and the customers. Question 41 and 42 examine the 
frequency of visiting the bank and the frequency of using internet banking respectively. 
Question 43 is included in order to find out whether respondents use multiple banks. The 
concluding set of variables contains the demographic variables gender and age. While gender 
is measured on a binary scale, age is measured on a metric scale, which can later be 
transformed to an ordinal scale in order to categorize respondents into reasonable age groups. 
 
The SERVQUAL variables, demonstrated in the literature chapter, are integrated into the two 
variable sets that measure expectations and perceptions. According to a study conducted by 
Sachdev and Verma (2004, p. 110) in a banking context the responsiveness dimension is most 
important for customers, followed by reliability, assurance, empathy and tangibles. Referring 
to the list of items belonging to the five SERVQUAL dimensions, we selected the following 
items as variables for the questionnaire. From the reliability dimension, it is asked for 
“providing services as promised”.  This variable appears to be important, because it refers to 
whether customers expect the bank to fulfil its promises made through, e.g. advertisement, 
and whether they perceive to receive what is promised. Additionally, a statement called “the 
provided service is professional” refers to this dimension. Even though reliability is stated to 
be important, we do not regard more variables of this dimension. Handling service problems 
is asked for in another way in the complaint handling questions and the other variables were 
excluded due to volume restrictions and our intention to measure a broad variety of variables. 
In the frame of responsiveness, which is considered the most important dimension for 
customers in the banking sector, “prompt service” and “willingness to help customers” are 
included in the questionnaire. We chose to measure them reversely, by phrasing the 
statements negatively. This method assures more realistic results and it has been suggested by 
researchers before, who phrased half of the questions negatively (Bearden, Netemeyer, 1999, 
p. 327). However, we measure a total of four variables in such a way, expectations and 
perceptions respectively. Only statements which appeared most suitable were chosen. 
Furthermore, two variables measure assurance. Those are “making customers feel safe in their 
transactions” and “employees who are consistently courteous”. These variables strike us to be 
important, because feeling safe with transactions is critical in banking and courtesy of 
employees is closely connected to the service received inside the branch office, which is the 
focus of our attention in this research. The empathy dimension is represented with 
“employees who are competent”, which is also connected to customer-employee-interactions 
in the branch office and “convenient business hours”. We extend this variable by calling it “it 
is easy to get in contact with my bank” in order to refer to accessibility, including internet 
banking, and e-mail and telephone. Furthermore, the statement “employees should listen to 
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customer concerns” represents this dimension. The last dimension, tangibles, consists of four 
variables out of which we chose two, namely, “attractive facilities” and “visually appealing 
materials associated with the service”. Even though the tangibles dimension has been shown 
to be least important for customers, we selected those variables for our research, as we want 
to measure a variety of different aspects that contribute to the overall perceived quality in the 
bank. Moreover, the expected and perceived price fairness is measured, because price appears 
to play an important role for customers. 
 
The results of this questionnaire survey are presented in the empirical findings chapter and 
further discussed in the analysis section. 
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4. Empirical Findings 
________________________________________________________________ 
In this chapter the empirical findings of our survey are presented in three main groups: (1) 
Basic Results which give an overview of our survey, (2) Service Quality and Gap Model 
Results which answer our first research question, (3) Relationship Strength which show 
results related to our second research question. As we have mentioned in the methodology, we 
designed and distributed questionnaires in order to collect the primary data. The results are 
based on 200 respondents in Umeå who were asked for the purpose of this research. 
___________________________________________________________________________ 
 

4.1 Basic Findings 

4.1.1 The Bank Used Most 
Respondents were first asked about the bank they use most. 90 percent of the respondents 
were customers in one of the four big banks in Sweden; Swedbank, Nordea, SEB and 
Handelsbanken. The other banks seem to be used by few individuals. Swedbank seems to be 
the most popular bank in Umeå as 45.5 percent of the respondents were Swedbank’s 
customers, followed by Nordea, making up for 21.5 percent. SEB making up 10.5 percent 
while Handelsbanken making up for 12.5 percent. Around 10 percent of the total surveyed 
people were customers of other smaller banks such as Länsförsäkringar Bank (3 percent), ICA 
Banken (2.5 percent), SkandiaBanken (2 percent), Sparbanken Nord (1 percent) and Leksand 
Sparbanken, Sparbanken Finn and Föreningssparbanken (0.5 percent each). 
 

 
Figure 5: Banks Used Most 

 

4.1.2 Duration with the Main Bank 
Respondents were also asked how long they have been a customer of their main bank. In 
general, most of them had a long relationship with their main bank, from eleven to twenty 
years and more. 30.5 percent of the respondents have been customers with their main bank 
from eleven to twenty years, while 29 percent of them have been customers with their bank 
longer than 20 years. 22 percent of the respondents have been customers from six to ten years 
and fewer respondents (14 percent) had a relationship with their bank from one to five years. 
Very few respondents, making up for 4 percent, had a relationship with their bank for less 
than one year. It was surprising that the results showed that also very young people aging 
from 18 to 26 years old were customers of their bank from eleven to twenty years and even 
longer. We asked few young people in order to understand the reason behind that and prevent 
any misconception. The reason was that Swedish parents open accounts or deposits for their 
children. This finding cannot help us in concluding about our assumption that duration of 
being a customer might strengthen customer relationship with the bank, because the young 
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respondents are not expected to have been aware of the bank’s service quality and the 
relationship when they were children. 
 

 
Figure 6: Duration with the Main Bank 

 

4.1.3 Financial Services Used 
Respondents were asked about the kinds of financial services they use at their main bank. 
First let us have a look at the number of services customers use from their main bank, as we 
assumed that those customers who use many services might have a different relationship with 
their bank than those who use one or few services. Most of the respondents use three or four 
services; 28.5 of them use three and 35.5 of them use four services. There are very few 
respondents using one, six and seven services (5.5, 4 and 0.5 percent respectively), while 
those using two or five services account for 13 percent each. 
 

 
Figure 7: Number of Services Used 

 
All respondents have an account with their bank. 73 percent of the respondents were also 
using deposits with their bank, while 28 percent had also taken a loan(s). There are also a 
huge number of respondents, 83 percent, who perform payments with their bank, while 11 
percent of them use insurance as well. There are a considerable number of respondents (52 
percent) using funds and only few (8 percent) use some other additional services, such as, 
shares, retirement savings and advice. 
 

 
Figure 8: Services Used 
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4.1.4 Complaining and Complaint Treatment 
Respondents were asked if they had ever complained or not about their bank’s services. 
Surprisingly enough, only 32 respondents (16 percent) out of two hundred have complained. 
During our data collection, respondents had difficulty in perceiving the concept of 
complaining and we assumed two reasons for that. First the negative stated complaint 
encouragement caused confusion, and second the complaint concept itself is not a common 
phenomenon in Sweden, as some respondents claimed. 
 

 
Figure 9: Complaining 

 
From those customers who had complained about the bank’s services, the complaint treatment 
was perceived broad ranged; from being very dissatisfied to being very satisfied. Most of the 
customers who complained, were mainly very satisfied (rank 8 to 10 respectively) with their 
compaint treatment. 5 percent of the respondents (rank 5, 6 and 7) were satisfied with their 
complaint treatement while few (around 2 percent; rank 1, 2 and 3) of those customers were 
very dissatisfied. 
 

 
Figure 10: Complaint Treatment 

 
Complaint management was included into the research because of its increasing importance in 
business. Respondents were asked to indicate whether they ever complained at their bank and 
if yes, how satisfactorily this complaint was treated by the bank. Furthermore, a variable was 
added to the service quality expectations and perceptions that aimed to identify whether 
respondents want their bank to encourage them to complain. However, only 16 percent of the 
respondents stated that they had complained and out of those a mean of 7.06 was found for 
the satisfaction with the complaint treatment. These results indicate that complaining does not 
play an important role for Swedish bank customers. Moreover, the two questions about 
complaint encouragement occasionally caused confusion among respondents. Partly this can 
be explained by the negative wording of the question and partly by the unimportance of 
complaining. Only 186 respondents filled in their expectations and 185 their perceptions of 
complained encouragement by the bank. The mean values are reported to be 5.61 for 
expectations and 5.72 for perceptions. Those means represent the middle point of the scale 
indicating respondents’ indifference. Therefore, the complaint management variables are 
excluded from further analysis. 
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Following are three relational variables asking for the overall satisfaction with the bank, 
likeliness to recommend the own bank to others as well as likeliness to switch. 
 

4.1.5 Satisfaction with own Bank 
Most of the surveyed bank customers seem be satisfied and very satisfied with their own 
bank, mainly ranking satisfaction from 8 to 10, respectively with 20 percent and 15.5 percent 
of the total respondents, while 27 percent show satisfaction with their bank (ranks 7, 6, and 5). 
Also, according to the Swedish Banker’s Association 2006 and Svenskt Kvalitetsindex 2008, 
Swedes are very satisfied with and loyal to their banks. Very few respondents (3.5 percent) 
were very dissatisfied. 18 percent missing data was recorded. Some respondents may have 
avoided answering this direct question if they were not satisfied, while others might simply 
have neglected to answer. 
 

 
Figure 11: Satisfaction with the Bank 

 

4.1.6 Likeliness to Recommend own Bank 
When the respondents were asked to recommend their bank to others, they gave a range of 
responses beginning from not being likely at all to being very likely to recommend. It is 
obvious that the highest percentage of respondents (48 percent representing ranks 8, 9 and 10) 
were very likely to recommend their bank to others. This was followed by a number of 
respondents (28.5 percent – ranks 7, 6, 5) that were likely to recommend, while few (11 
percent of the them) were not likely at all (ranks 1, 2, 3). 
 

 
Figure 12: Recommendation to a Friend 

 

4.1.7 Likeliness to Switch Banks 
 When respondents were asked if they were likely to switch banks, most of them (46 percent; 
ranks 1, 2, 3) were not likely at all to switch banks. The distribution of the responses from 
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being not at all likely to very likely is constantly decreasing; around 23 percent (ranks 4, 5, 6) 
of respondents were likely to switch, while 18.5 percent (ranks 8, 9, 10) were very likely to 
switch banks. 
 

 
Figure 13: Likeliness to Switch Banks 

 

4.1.8 Frequency of Visiting the Bank 
When respondents were asked about how frequently they visit their bank’s branches, very few 
(6 percent) respondents visit their bank several times per month. 6.5 percent visit the bank 
once per month. 15 percent of the customers patronize the bank every second month, while 
the majority (71.5 percent) answered that they visit their bank less often. Therefore, visiting 
the bank office does not seem to play an important role for these customers, possibly due to 
the increasing use of self-technology services. 

 

 
Figure 14: Frequency of Visiting the Bank 

 

4.1.9 Frequnecy of Using Online Banking 
Different to bank visit frequency were the answers of respondents asked about the frequency 
of online banking. Most of them (36 percent of the total) use it several times per month. 34 
percent of them use it several times per week, while 19 percent once per week. Only 10 
percent use it less often. This number is not surprising, as according to the Swedish Banker’s 
Association 2008, internet banking in Sweden is highly developed and a common mean for 
bank customers to perform banking transactions. 
 

 
Figure 15: Internet Usage 
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4.1.10 Multiple Bank Users 
When respondents were asked whether they use more than one bank, 62 percent of them use 
only one bank, while 38 percent use more than one bank, reaching to a maximum of 6 banks. 
These findings support the trend of multiple bank users, as according to the Swedish Banker’s 
Association, 2007, there have been recent trends in Sweden towards a multiple banking usage. 
41 percent of Swedish bank customers are multiple bank users, which is almost similar to the 
figures of our survey. 
 
Most of the respondents (22 and 11.5 percent) use two or three banks to fulfil their needs. 
Only few (4.5 percent) respondents use four, five and six banks simultaneously. 
 

 
Figure 16: Number of Banks Used 

 

4.1.11 Gender 
In terms of gender, the 200 respondents are almost equally distributed among males 
comprising around 45.5 percent and females making up 54.5 percent of the total. 
 

Gender Distribution 
  Men Women 

Umeå population 49.9% 50.1% 

Sample 45.5% 54.5% 
Table 1: Gender Distribution 

 
From the Demographic Database of Umeå, we calculated the distribution of males and 
females, as shown on the following table. The population of Umeå is compounded of 49.9 
percent of males and 50.1 percent of females. In that respect the sample almost reached the 
distribution of Umeå. 
 

4.1.12 Age 
Our respondents’ ages range from 17 years old to the oldest one being 76 years old with a 
mean of 31.67. We considered ages when individuals can be eligible to perform different 
transactions with the bank as well as be conscious about their relationship with a bank.  The 
majority of our respondents range from 21 to 25, followed by a lower number of more mature 
respondents ranging from 27 to 37, and a constantly decreasing number of respondents 
between 42 to 55, and finally the older group of respondents who are very few in number. The 
sample is over-representative in the age range from 21 to 27. The following chart is a 
comparison of the distribution of the Umeå population and our sample. 
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Figure 17: Comparison of Age Distribution 

 

4.2 SERVQUAL and Gap Model 

4.2.1 Customers’ Expectations and Perceptions of Service Quality 
Respondents were asked about their expectations towards banks’ services in general from 
question four to nineteen. They were also asked about their perceptions about their main 
bank’s service quality from question twenty to thirty five. Variables in these two sets of 
statements were similar, meaning that expectation variables had their respective perception 
variables. Apart from the standard variables of SERVQUAL, also fair price and complaint 
encouragement was considered. Since complaint encouragement did not appear to be 
important for respondents and the negative wording of the question caused a certain degree of 
confusion, it is excluded for this analysis, i.e. only 15 questions are used to create a total score 
for expectations and perceptions. The scale used ranges from 1 to 10, which translates into a 
minimum score of 15 and a maximum of 150. The scales of the negatively worded questions 
have been transformed to positive before the analysis in order to ensure a valid total score. 
Furthermore, incomplete data sets have been excluded. An overall gap between expectations 
and perceptions was found. Even though the total gap appeared to be small, it is still 
statistically significant. 

Total Score – Expectations 
Total Score - Expectations  

 N Minimum Maximum Mean Std. Deviation 

Total Expectation 167 75,00 150,00 123,1796 12,87348 

Valid N (listwise) 167     
Table 2: Total Score for Expectations 

 
 

Total Score – Perceptions 
Total Score - Perceptions  

 N Minimum Maximum Mean Std. Deviation 

Toal Perception 147 76,00 150,00 114,6531 15,42709 

Valid N (listwise) 147     
Table 3: Total Score for Perceptions 

 
Therefore, we considered every single pair of variables separately in order to investigate the 
difference in importance they have in customers’ expectations and perceptions. For this 
purpose paired sample t-tests were conducted to identify the differences between the means of 
expectations and perceptions for each of the 15 variables. The null hypothesis in all cases is: 
 

Ho: The mean of expectations equals the mean of perceptions for each variable. 
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Paired Samples T-Test for Expectations and Perceptions of the Service Quality Variables 

Paired Differences 

95% Confidence Interval of the 
Difference 

 

Mean Std. Deviation Std. Error Mean 
Lower Upper 

t df Sig. (2-tailed) 

Pair 1 Exp - Services as 
promised 
Per - Services as 
promised 

,470 1,473 ,104 ,265 ,675 4,512 199 ,000 

Pair 2 Exp - Promptness 
Per - Promptness 

,621 1,761 ,126 ,372 ,869 4,919 194 ,000 

Pair 3 Exp - Willingness 
to help 
Per - Willingness to 
help 

,959 1,543 ,111 ,740 1,177 8,653 193 ,000 

Pair 4 Exp - Feeling safe 
Per - Feeling safe 

-,449 2,670 ,191 -,825 -,073 -2,354 195 ,020 

Pair 5 Exp - Courteousy 
Per - Courtesy 

,251 1,679 ,120 ,014 ,488 2,090 194 ,038 

Pair 6 Exp - Competence  
Per - Competence 

,056 2,145 ,154 -,247 ,359 ,367 194 ,714 

Pair 7 Exp - Telephone 
contact 
Per - Telephone 
contact 
 

,049 2,345 ,173 -,292 ,390 ,283 183 ,778 

Pair 8 Exp - Email contact 
Per  - Email contact 

-,120 2,008 ,156 -,428 ,187 -,773 165 ,441 

Pair 9 Exp - Internet 
banking 
Per - Internet 
banking 
 

,260 1,312 ,095 ,074 ,447 2,749 191 ,007 

Pair 10 Exp - Personal 
contact 
Per - Personal 
contact 
 

,099 2,403 ,174 -,243 ,442 ,572 190 ,568 

Pair 11 Exp - Listen to 
concerns 
Per - Listen to 
concerns 

1,106 2,056 ,146 ,818 1,394 7,570 197 ,000 

Pair 12 Exp - Professional 
service 
Per - Professional 
service 

1,251 1,711 ,121 1,012 1,490 10,318 198 ,000 

Pair 13 Exp - Branch 
attractiveness 
Per - Branch 
attractiveness  

-,135 2,699 ,194 -,518 ,248 -,693 192 ,489 

Pair 14 Exp - Appealing 
materials 
Per - Appealing 
materials 

-,083 2,632 ,190 -,458 ,291 -,439 191 ,661 

Pair 15 Exp - Fair fees 
Per - Fair fees 

3,490 2,826 ,202 3,092 3,888 17,290 195 ,000 

Table 4: T-Tests for Expectations and Perceptions 
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The results are significant at a level of .05. According to the findings illustrated in the above 
table the hypothesis can be rejected for the following variables: providing services as 
promised, promptness, willingness to help, feeling safe, courtesy of employees, internet 
banking, listening to customer concerns, professional service, and fair fees. These are the 
variables which show significant gaps between expectations and perceptions. 
 

4.2.2 Positive, Non-Significant and Negative Gaps Findings 
The following findings are more detailed. We identified three main categories according to 
the above paired samples statistics as well as excel spreadsheet calculations: (1) significant 
positive gaps, i.e. expectations being higher than perceptions, (2) non-significant gaps 
(expectations equal perceptions) as well as (3) significant negative gaps, where perceptions 
are higher than expectations. 
 

4.2.2.1 Positive Gaps between Expectations and Perceptions  

When respondents were asked about their expectations and perceptions, significant positive 
gaps were found on the following variables; bank providing services as promised and 
professional service (reliability dimensions), prompt service delivery and employees’ 
willingness to help (responsiveness), employees listen to customer concerns (accessibility), 
internet banking and employees’ consistent courtesy (assurance). Moreover, fair price as a 
variable showed a significant gap. 
 

Positive Gaps - Paired Samples Statistics 

  Mean N Std. Deviation Std. Error Mean 

Exp - Fair fees 9,55 196 1,024 ,073 Pair 1 

Per - Fair fees 6,06 196 2,639 ,189 

Exp - Professional service 9,26 199 1,326 ,094 Pair 2 

Per - Professional service 8,01 199 1,581 ,112 

Exp - Willingness to help 9,33 194 1,015 ,073 Pair 3 

Per - Willingness to help 8,37 194 1,353 ,097 

Exp - Listen to customers’ 
concerns 

8,89 198 1,667 ,118 
Pair 4 

Per - Listen to customers’ 
concerns 

7,78 198 1,667 ,118 

Exp - Prompt services 8,69 195 1,303 ,093 Pair 5 

Per - Prompt services 8,07 195 1,459 ,104 

Exp - Services as 
promised 

8,92 200 1,439 ,102 
Pair 6 

Per - Services as promised 8,46 200 1,435 ,101 

Exp - Internet banking 9,08 192 1,631 ,118 Pair 7 

Per - Internet Banking 8,82 192 1,638 ,118 

Exp - Courtesy 8,38 195 1,331 ,095 Pair 8 

Per - Courtesy 8,13 195 1,381 ,099 

Table 5: T-Tests for Positive Gaps 
 
Fair fees: When considering the fair fees, we see that the difference between means is the 
greatest between expectations and perceptions; 9.55 and 6.06 respectively. A significantly 
high number of respondents, 85.7 percent, perceive a high difference in the fair fees expected 
from their bank and what they actually perceive. Only 4.6 percent customers perceive price 
lower than they expect while 9.7 percent perceive no difference between expected and 
perceived fair fees. This variable shows the greatest gap compared to all other SERVQUAL 
variables. This means that a fair price is a very important factor for consumers and they seem 
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to be conscious about service in terms of value. Moreover, they can be price sensitive, so they 
expect that their bank should offer fair prices for the services delivered. Price was not part of 
the SERVQUAL dimensions; still it seems that it is very important in the banking sector. 
 
Professional service: There was a significantly high difference between 9.26 and 8.01 means 
of expectations and perceptions when respondents were asked about banks providing 
professional service. 96 percent of the respondents perceived a gap between the expected and 
perceived service provision as being professional. Only very few respondents (3 percent) 
perceive no gap in the service quality while 1 percent have lower expectations. This is the 
second most significant gap after fair fees, which is very important for customers as their 
expectations are high enough. They expect more in this service. 
 
Willingness to help: There is a significant difference between expected and perceived 
employees’ willingness to help customers when referring to both means; 9.33 and 8.37 
respectively. Respondents consider this service as very important because of high 
expectations. Therefore, the presence of the gap here indicates that customers expect that 
employees’ willingness to help be higher than they actually perceive. Most of the respondents, 
68 percent, perceive a gap in this service. 
 
Listen to customers concern: When it comes to whether the employees should listen to 
customer concerns, the expectation among respondents seem to be higher than perceptions. 
There is a high level of expectations as well as a significant difference in means of expected 
and perceived service (8.89 and 7.78 respectively) in terms of listening to customers concerns. 
60 percent of respondents perceive a gap in this term. 
 
Prompt services: There is a difference in means (8.69 and 8.09) of both expectations and 
perceptions when it comes to bank providing prompt services. Expectations about this service 
are lower compared to other variables of this category but still the gap is significant. There 
were more than half of the respondents (52.6 percent) that perceive prompt services in their 
bank lower than what they actually expect. Providing prompt services seems to be important 
for banks customer. 
 
Services as promised: When respondents were asked about their expectations and perceptions 
of banks providing services as promised, we found a difference in means between what 
customers expect and how they actually perceive the bank provides services as promised 
(8.92 and 8.46 respectively). Expectations are very high, but the gap shows the smallest 
among the same variables of the positive gaps category. 
 
Easiness to use Internet banking: When respondents were asked about the easiness to use 
internet banking, a significant positive gap was found between what customers expect and 
what they actually perceive when using online banking. The means are 9.08 and 8.82 
respectively for expectations and perceptions. Customers have very high expectations about 
easiness to use internet banking. Although, internet banking in Sweden is very developed and 
highly used by customers, the gap between expected and perceived easiness to use this service 
indicate that there is a significant difference in the service provided by the banks. The missing 
data from 8 respondents mainly arose because these people do not use internet banking. 
 
Employees’ consistent courtesy: The gap of the expected employees’ consistency in being 
courteous is significant, as the difference in means is 8.38 and 8.13 respectively. Customers 
have high expectations about employees being consistently courteous but they perceive this 
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service not sufficiently consistent. 38 percent of respondents perceive a difference in 
consistency of employees’ courtesy towards customers. 
 
4.2.2.2 Non-Significant Gaps between Expectations and Perceptions 
Non-significant gaps were found on the following variables; employees’ competence, easiness 
to get in contact with the bank through telephone, e-mail and personal contact, branch 
attractiveness and appealing materials. 
 

Non-Significant Gaps - Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Exp- Competence 7,94 195 1,978 ,142 Pair 1 

Per-Competence 7,88 195 1,730 ,124 

Exp- Telephone contact 7,46 184 2,337 ,172 Pair 2 

Per-Telephone contact 7,41 184 2,375 ,175 

Exp- Email contact 7,24 166 2,433 ,189 Pair 3 

Per-Email contact 7,36 166 2,161 ,168 

Exp- Personal contact 7,69 191 2,136 ,155 Pair 4 

Per-Personal contact 7,59 191 2,093 ,151 

Exp- Branch 
attractiveness 

7,13 193 2,344 ,169 Pair 5 

Per- Branch 
attractiveness  

7,27 193 1,918 ,138 

Exp- Appealing 
materials 

6,92 192 2,347 ,169 Pair 6 

Per- Appealing 
materials 

7,01 192 2,020 ,146 

Table 6: T-Tests for Non-Significant Gaps 
 
Competent employees: When respondents were asked about employees being competent, the 
means between expectations and perceptions was not significant; 7.94 and 7.88 respectively. 
It seems from the means achieved that customers perceive to receive what they expect in 
terms of employees being competent. 67 percent of all respondents perceive a slight 
difference between services expected and perceived (32 percent perceive a gap and 35 percent 
do not see a difference). 
 
Easiness to get in contact with the banks by telephone: When asked about the easiness to get 
in contact with the bank through telephone, insignificant differences in means between 
expected and perceived service were shown from the t-test; 7.46 and 7.41 respectively. Also 
expectations are not high. Around 69 percent of respondents perceive a small gap or no gap at 
all in this service between the expected and perceived easiness to get in contact with the 
personnel (31.5 percent perceive a small difference, while 37.5 percent no difference at all). 
The existing missing data from 16 respondents for this variable can be explained by the fact 
that some respondents do not use to call their bank. 
 
Easiness to contact the bank through e-mail: Also, when customers were asked about the 
easiness to get in contact with the bank by e-mail, the difference in means between service 
expected and perceived was insignificant; 7.24 and 7.36 respectively. From respondents who 
answered, 62.4 percent perceive a negative gap or no gap at all regarding this service (39.5 
percent perceive it easier than expected and 32.9 percent see no difference). Also customers 
do not expect much of this service. Only 27.5 percent of respondents perceive a gap. The 
missing data (34 respondents) arouse mainly because those respondents do not have or do not 
use computers/internet, or they have never contacted their bank through e-mail. 
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Easiness to get in contact with the bank’s personnel: When asked about easiness to get in 
contact with the bank’s personnel, the difference between expectations and perceptions of 
respondents was insignificant; 7.69 and 7.59 respectively. Around 66.5 percent of the 
respondents perceive a small gap or no gap at all about easiness to get in contact with the 
bank (35.6 percent respondents perceive a small gap, while 30.9 percent see no difference). 
The expectations level and the insignificant gap show that customers do not consider it an 
important factor. 
 
Branch attractiveness: Another variable which displays a negative, but insignificant gap is 
branch attractiveness. There is a negative difference in expectations and perceptions 
according to their means; 7.13 and 7.27 respectively. Branch attractiveness is not considered 
important for customers as they do not have high expectations about it and they perceive the 
service as appropriate. 
 
Visually appealing materials: Visually appealing materials and branch attractiveness is part 
of the branch interior surroundings and thereby refers to the tangibility dimension of 
SERVQUAL. Also here the difference in means is negative and insignificant; 6.92 for 
expectations and 7.01 for perceptions. Most of the respondents perceive the materials to be 
more appealing than they expect and seem not to place great importance on the materials 
offered. 37.5 percent of them perceive their bank’s materials as more appealing than they 
expect. 24 percent see no difference. 
 

4.2.2.3 Negative Gaps between Expectations and Perceptions  

Negative significant gaps were found only for the variable customers feeling safe in their 
transactions (assurance). 
 

Negative Gaps - Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Exp- Feeling safe 6,72 196 2,342 ,167 Pair 1 

Per- Feeling safe 7,17 196 2,141 ,153 

Table 7: T-Tests for Negative Gaps 
 
Feeling safe in their transactions: It is surprising that when asked about the importance of 
making customers feel safe in their transactions, there is a negative customer gap. Most of the 
respondents, as the two means of 6.72 and 7.17 respectively for expectations and perceptions 
show, have a negative difference. This means that respondents in general do not expect much 
from banks regarding safety in transactions, but they still feel safer than they expect. 72 
percent of respondents perceive their bank’s service safer than they expect (48 percent expect 
less transaction safety and 24 percent of respondents they perceive no difference at all). These 
customers seem to take this fact for granted and they see no reason to expect so much. Safety 
is a prerequisite for people to become customers of a bank. When they rely on a bank they 
trust that their transactions are treated in a safe way. 
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4.3 Findings for Relationship Strength 
Apart from service quality the aim of this research is to investigate the nature of the 
relationship between the banks and their private customers. For this purpose we created a 
model which was presented and explained in the literature review chapter. The model 
includes the following variables: duration of being a customer, number of services used at the 
bank, customer satisfaction, and likeliness to recommend the bank to a friend, likeliness to 
switch banks and number of banks used. The duration did not give any useful results when 
related to the other variables. Therefore, it was excluded from further analysis. The remaining 
variables are described and related to each other in the following paragraphs. We conducted 
correlation analysis in order to identify whether an association between the variables exists 
and to identify the strength of this association and its direction. Subsequently, regression 
analysis was carried out to receive a closer understanding of how they are related. For the 
purpose of this analysis a linear relationship between the variables is assumed. 
 

4.3.1 Correlations of the Relationship Variables 
Correlations were recorded in order to identify whether the variables covary at all, i.e. they 
are associated with each other. An identified covariation of two variables forms the basis for 
further examination. The Pearson correlation coefficient r is commonly used to measure such 
covariation. It can take on values ranging from -1 to 1. The minus indicates a negative 
correlation, whereas the plus refers to a positive correlation. Different rules of thumb have 
been suggested by researchers for interpreting Pearson correlations. Our rules are taken from 
Hair et al (2003, p. 282) and they assume that the correlation is statistically significant. The 
following distinctions can be made: 
 
r= .91 to 1.00  very strong 
r= .71 to .90  high 
r= .41 to .70  moderate 
r= .21 to .41  small but definite relationship 
r= .01 to .20  slight, almost negligible 
 
The same categories are valid for negative correlations. 
 
Table 8 illustrates the recorded correlations for the relationship variables according to our 
sample. The table shows that satisfaction with the bank is moderately positive related to 
recommendation to a friend and total perceived service quality with an r of .682 and .614 
respectively. Both correlations are significant at the level of .000. Satisfaction is furthermore 
moderately negative correlated to likeliness to switch banks. R equals -.523 at a significance 
level of .000. The number of services used and number of banks used do not show any 
significant correlation to satisfaction with the main bank. 
 
Recommendation to a friend is, apart from satisfaction, moderately positive correlated to total 
perceived service quality with r= .433 and a significance of .000. It has furthermore a negative 
correlation to likeliness to switch of r= -.415. Number of services used and number of banks 
used was not significant for recommendation to a friend. 
Likeliness to switch banks is correlated to satisfaction with the bank and recommendation to a 
friend, as stated above. It furthermore has a small negative correlation of r= -.244 at a 
significance level of .004 with total perceived service quality. Moreover, switching likeliness 
displays a slight correlation with number of services used and a small correlation with total 
number of banks. The recorded values are r= -.189 and sig. .010 and r= .221 and sig. .003 
respectively. 
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Correlations of the Relationship Variables  

 Satisfaction with your 
bank Recommendation Likeliness to switch 

Number of services 
used 

Total number of 
banks Total perception 

Pearson Correlation 1 ,682** -,523** ,046 -,135 ,614** 

Sig. (2-tailed)  ,000 ,000 ,555 ,086 ,000 

Satisfaction with your 
bank 

N 164 161 160 164 164 118 

Pearson Correlation ,682** 1 -,415** ,006 -,001 ,433** 

Sig. (2-tailed) ,000  ,000 ,939 ,989 ,000 

Recommendation 

N 161 186 184 186 186 137 

Pearson Correlation -,523** -,415** 1 -,189* ,221** -,244** 

Sig. (2-tailed) ,000 ,000  ,010 ,003 ,004 

Likeliness to switch 

N 160 184 184 184 184 137 

Pearson Correlation ,046 ,006 -,189* 1 ,078 ,094 

Sig. (2-tailed) ,555 ,939 ,010  ,270 ,260 

Number of services used 

N 164 186 184 200 200 147 

Pearson Correlation -,135 -,001 ,221** ,078 1 -,213** 

Sig. (2-tailed) ,086 ,989 ,003 ,270  ,010 

Total number of banks 

N 164 186 184 200 200 147 

Pearson Correlation ,614** ,433** -,244** ,094 -,213** 1 

Sig. (2-tailed) ,000 ,000 ,004 ,260 ,010  

Total perception 

N 118 137 137 147 147 147 

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

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

Table 8: Correlations between the Relationship Variables 
 
Number of services used was only correlated to switching likeliness, and total number of 
banks shows a correlation to switching likeliness and total perceived service quality, where 
the correlation is small and negative with r= -.213 at a level of .010. 
 
Surprisingly, total perceived service quality was found to be correlated with all other 
variables, except number of services used. The table shows that a positive relation was 
recorded for satisfaction with the bank and recommendation and a negative relation for 
likeliness to switch and total number of banks. Concluding, it can be assumed that total 
perceived service quality seems to have a considerable impact on the other variables in our 
model, and consequently on the bank-customer-relationship. 
 
Correlation analysis has demonstrated that a relationship exists between most of the selected 
relationship variables. Therefore, they appear to be reasonable to establish a relationship 
model. However, the following regression analysis has to show how large the variables 
impact each other. 
 

4.3.2 Regression Analysis for the Correlated Variables 
Regression analyses are conducted choosing satisfaction with the bank, recommendation to a 
friend, likeliness to switch and total perceived service quality as dependent variables and 
assess the influence of their respective correlated variables. The remaining two variables, 
number of banks used and number of services used, have been neglected, as they are only 
related to switching likeliness. 
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4.3.2.1 Customer Satisfaction 

Assuming that customer satisfaction is an important prerequisite for loyalty and maintaining a 
strong relationship with a bank, a regression analysis was conducted in order to identify which 
of the other variables have the greatest impact on satisfaction. Therefore, satisfaction is used 
as dependent variable and related to the significantly correlated variables likeliness to switch, 
recommendation to a friend and total perceived service quality. The recorded r square equals 
.586, i.e. 58.6 percent of the variance in satisfaction can be explained by recommendation to a 
friend, likeliness to switch and total perceived service quality. The adjusted r square of .575 
indicates only slight overestimation of the model. All variables display significant results at a 
level of .000. Recommendation to a friend has a standardized beta coefficient of .364, 
likeliness to switch of -.249 and total perceived service quality of .375. 
 

Customer Satisfaction - Model Summary  

 R R Square Adjusted R Square 
Std. Error of the 

Estimate 

 ,765a ,586 ,575 ,997 

a. Predictors: (Constant), total perception, Likeliness to switch, 
Recommendation 

 
Customer Satisfaction -  Coefficients a  

Unstandardized Coefficients 
Standardized 
Coefficients 

 
B Std. Error Beta 

t Sig. 

(Constant) 2,947 ,750  3,927 ,000 

Recommendation ,212 ,042 ,364 5,080 ,000 

Likeliness to switch -,143 ,038 -,249 -3,722 ,000 

 

Total perception ,036 ,007 ,375 5,464 ,000 

a. Dependent Variable: Satisfaction with your bank 

Table 9: Regression Analysis for Customer Satisfaction 
 
Total perceived service quality is most closely related to satisfaction, followed by 
recommendation to a friend. The beta coefficient for switching likeliness is negative, 
indicating that more satisfied customers are less likely to switch. However, the impact on 
satisfaction is weaker than for the other two variables. 
 

4.3.2.2 Recommendation to a Friend 

This variable is correlated to satisfaction with the bank, likeliness to switch and total 
perceived service quality. The regression analysis indicates that only satisfaction with the 
bank is statistically significant at a level of .000 and a beta coefficient of .511. We can 
conclude that increased satisfaction causes respondents to recommend their bank to others. 
 
 
 

Recommendation to a Friend -  Model Summary  

 R R Square Adjusted R Square 
Std. Error of the 

Estimate 

 ,647a ,419 ,403 2,028 

a. Predictors: (Constant), total perception, Likeliness to switch, Satisfaction 
with your bank 

 
Recommendation to a Friend -  Coefficients a 

 
Unstandardized Coefficients 

Standardized 
Coefficients 

t Sig. 
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 B Std. Error Beta   

(Constant) -1,421 1,622  -,876 ,383 

Satisfaction with your 
bank 

,877 ,173 ,511 5,080 ,000 

Likeliness to switch -,113 ,082 -,115 -1,379 ,171 

 

Total perception ,018 ,015 ,107 1,179 ,241 

a. Dependent Variable: Recommendation 

Table 10: Regression Analysis for Recommendation to a Friend 
 

4.3.2.3 Likeliness to Switch 

Regression analysis for likeliness to switch as dependent variable and the correlated variables 
satisfaction with the bank, recommendation to a friend, number of services used, total number 
of banks and total perceived service quality is illustrated in the tables below. The r square 
equals .357. Satisfaction reached a beta value of -.444 and it is significant at the level of .000, 
indicating that increased satisfaction with the bank reduces the switching likeliness 
considerably. Furthermore, the number of services used is shown to have a beta coefficient of 
-.242, also being statistically significant at .002. This result indicates that respondents who use 
more services from their main bank are less likely to switch. The total number of banks used 
is significant at a level of .013 and reached a beta of .202, i.e. respondents who already use 
several banks are more likely to switch their main bank. 
 

Switching Likeliness - Model Summary  

 R R Square Adjusted R Square 
Std. Error of the 

Estimate 

 ,597a ,357 ,328 2,180 

a. Predictors: (Constant), total perception, Number of services used, Total 
number of banks, Recommendation, Satisfaction with your bank 

 

 
Switching Likeliness  - Coefficients a 

Unstandardized Coefficients 
Standardized 
Coefficients 

 
B Std. Error Beta 

t Sig. 

(Constant) 9,730 1,693  5,748 ,000 

Satisfaction with your 
bank 

-,772 ,195 -,444 -3,948 ,000 

Recommendation -,192 ,101 -,190 -1,903 ,060 

Number of services used -,568 ,181 -,242 -3,133 ,002 

Total number of banks ,576 ,228 ,202 2,523 ,013 

 

Total perception ,024 ,017 ,147 1,443 ,152 

a. Dependent Variable: Likeliness to switch 

Table 11: Regression Analysis for Switching Likeliness 
 
The remaining variables, recommendation to a friend and total perceived service quality do 
not influence the switching behaviour significantly. 
 

4.3.2.4 Total Perceived Service Quality 

Total perceived service quality was related to satisfaction with the bank, recommendation to a 
friend, total number of banks and switching likeliness. The recorded r square equals .443, 
with an adjusted r square of .423, which indicates only a slight overestimation. In this model 
satisfaction with the bank and total number of banks have a significant impact on total 
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perceived service quality. Satisfaction shows a beta coefficient of .563, while total number of 
banks displays a beta of -.250. These results have to be considered carefully, as they state that 
a one-unit change in satisfaction would change the total perceived service quality by .563 and 
the total number of banks by -.250. However, it can logically be assumed that it should be the 
opposite direction, namely total perceived service quality increases or decreases satisfaction 
with the bank and possibly also the number of banks used. Nevertheless, the model will be 
kept for completeness. 
 

Total Perceived Service Quality - Model Summary  

 R R Square Adjusted R Square 
Std. Error of the 

Estimate 

 ,665a ,443 ,423 12,18496 

a. Predictors: (Constant), Likeliness to switch, Total number of banks, 
Recommendation, Satisfaction with your bank 

 
Total Perceived Service Quality - Coefficients a 

Unstandardized Coefficients 
Standardized 
Coefficients 

 
B Std. Error Beta 

t Sig. 

(Constant) 65,276 8,128  8,031 ,000 

Satisfaction with your 
bank 

5,910 1,023 ,563 5,777 ,000 

Recommendation ,876 ,564 ,143 1,552 ,124 

Total number of banks -4,298 1,237 -,250 -3,474 ,001 

 

Likeliness to switch ,543 ,506 ,090 1,073 ,286 

a. Dependent Variable: total perception 

Table 12: Regression Analysis for Total Perceived Service Quality 
 
The findings for correlation and regression analyses are evaluated and discussed in the 
following analysis chapter in order to relate them to the proposed relationship model and 
adapt the model if necessary. 
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5. Analysis 
___________________________________________________________________________ 
In this chapter the presented findings are analysed. The chapter first discusses the findings of 
perceived service quality and gives implications for improvement to bank managers. 
Subsequently, an analysis of the results for the bank-customer-relationship is presented. The 
proposed relationship model is adapted to the findings of the research and it is tried to 
distinguish between the determinants of a strong and a weak bank-customer-relationship. The 
chapter concludes with an assessment of the reliability and validity of this research. 
___________________________________________________________________________ 
 

5.1 Service Quality 
Referring to our problem discussion, purpose and research questions, one part of this study is 
concerned with the importance of service quality in the banking sector. Providing service 
quality to customers was regarded a key success factor for this business. The changes in the 
Swedish banking industry and the increase in competition raise the importance that banks 
adjust strategies according to market changes and actual trends. We considered that keeping 
track of customers’ expectations and perceptions about services offered is very important for 
banks. They can understand how services offered are evaluated from the customers’ side and 
where those gaps are which need improvement. These are fundamental in making customers 
satisfied and loyal, and create a good relationship. In order to measure customers’ attitudes 
(expectation and perceptions), and the difference between them, specific measures of service 
quality were used for this research: the SERVQUAL and Gap model. We considered in our 
research the most comprehensive and sufficient determinants for the banking sector out of the 
22-items of the original model. We also considered two more factors which are also 
important; complaint and price. Complaint management was excluded from the analysis 
afterwards. 
 
Therefore, from our findings, we determined a total gap between expectations and perceptions 
among all respondents. But considering the fact that customers’ perceptions and expectations 
vary among different customers, we investigated also deeper than that. We identified three 
main groups of gaps, based on the gaps between perceptions and expectations of service 
quality: positive customer gap, non-significant and negative gap. 
 

5.1.1 Positive Gaps between Expectations and Perceptions 
According to the findings, an important factor for customers is the fair fees charged for the 
service, where expectations were the highest among all other variables. Also the gap between 
fees expected and perceived was highly significant, meaning that customers are very sensitive 
towards prices charged and they can assess value to services delivered. They expect fair fees 
from their main bank and they always evaluate the benefits they get from using products and 
services and judge if the price is fair enough to justify the service quality. Whether customers 
perceive price as fair can play a crucial role in their satisfaction with the bank. Customers 
have always considered price as an indicator of service quality. Price is a good reason for 
customers to easily switch banks in case they get a better offer from competitor banks. Banks 
should consider this sensitive factor in their strategies carefully and increase their service 
quality if not adjusting their fees. This way there will be a balance of value and a smaller 
perception gap about fair fees. 
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Apart from price, also other service quality variables showed a significant positive gap, such 
as, bank providing services as promised and professional services, which are reliability 
dimensions. Customers seem to expect more from banks in terms of keeping their promises 
and providing professional service. Through promising quality services, banks are influencing 
customers’ expectations. Therefore, keeping promises is very important for the customers 
because this way the trust factor is influenced positively, otherwise if promises are not kept, 
the trust can be negatively influenced. This means that, when the bank does not offer the 
quality services promised through different communication channels, customers become 
dissatisfied. Consequently, dissatisfied customers can easily switch to other banks and they 
can spread bad word of mouth about the performance of their bank. Moreover, this could 
affect the image of the respective bank. 
 
In a similar way can be discussed also about the professional service. Customers expect from 
bank’s personnel to be knowledgeable and confident about their responsibilities. This way 
they can better serve customers and explain the services offered. It is very important for the 
customers to understand the banking services which sometimes seem to be complex. For 
example, customers often cannot easily perceive how the interest rates for a loan are 
calculated. In this case, a professional and knowledgeable employee can confidently explain 
how this service works and make the invisibility of the service more “concrete”. Professional 
employees can influence customer reliability towards the bank performance and add more 
value to the service offered. As a consequence, customers will feel satisfied and talk 
positively about bank’s personnel and be more likely to recommend their bank to relative and 
friends. Therefore it is important that the banks consider training their employees and try to 
achieve the service level customers expect in terms of professionalism. 
 
Prompt service delivery, employees’ willingness to help, and listening to customers concerns 
was considered significantly important for customers, even though the gap was smaller than 
that of the previously mentioned variables. Customers want the banks to respond to their 
needs in time, and be more ready to help in these terms. They should consider the importance 
customers assign to these factors and adjust their service quality respectively. If services are 
not promptly delivered can cause customer dissatisfaction but that does not influence the 
customers to switch banks. Moreover, willingness to help and listening to customers’ concern 
are responsiveness variables and they seem to be also important for the customers. From 
previous researches, especially employees’ willingness to help was very important for 
customers. This becomes even more important when customers face a problem in their 
banking transactions and need that employees listen to their concern. If they perceive that 
bank’s personnel is not willing to help, this can turn the customers to become dissatisfied and 
consequently they can either complain or simply switch to another bank. Banks should pay a 
lot of attention to this factor and make it a focus in their objectives to request from customer 
service personnel to build this attitude towards customers. 
 
Internet banking service expectations were very high, showing that internet banking is very 
important for customers, while their perception about this service were not as high as 
expected. This means that, even though the internet banking here in Sweden is very advanced, 
still customers expect easier usage of this service. As they mainly use internet to perform their 
banking transactions instead of visiting the branch, the requirements for a user friendly online 
banking services are quite high. However, the difference between expectations and 
perceptions was lower if compared to the above discussed service gaps. Banks have worked 
more in this term and adjusted to the market and technology changes and they are advanced in 
providing online bank services. Still, they have to improve more in making internet banking 
easier to use. This way they can make and keep their customers satisfied. 
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Finally, employees being consistently courteous (assurance dimension) is considered also an 
important factor for customers when assessing service quality. The difference found between 
customers’ expectations and perceptions regarding this service, means that, banks’ employees 
are not consistently courteous when serving and dealing with customers’ concerns. Courtesy 
can make the customers’ banking experience nicer. Customers are quite sensitive when 
treated and served in an impolite way and this can affect tremendously their overall 
satisfaction with the bank. Therefore, banks have to work with their employees in this context 
and make courtesy an important requirement as well as a consistent behaviour among 
employees, while serving customers. 
 

5.1.2 Non-Significant Gaps between Expectations and Perceptions 
On the other hand, for some factors, not significant gaps were found, thus there is no 
difference between customers’ expectations and perceptions. These variables are: employees’ 
competence, easiness to get in contact with the bank by telephone, e-mail, personal contact, 
branch attractiveness and appealing materials. Differences regarding these factors were not 
significant. Customers seem to be satisfied with the service offered because the gaps among 
these variables are insignificant.  
 

5.1.3 Negative Gaps between Expectations and Perceptions 
Finally, a negative gap was found for customers feeling safe in their transactions. 
Surprisingly, this factor has a low weight in customers’ requirements when assessing value to 
the service offered. The expectations are low among customers, but still banks seem to offer 
more than customers expect. 
 
Even though for us it was surprising to find out that customers do have relatively low 
expectations about feeling safe in their transactions, it seems that they take this fact for 
granted and maybe consider safety a prerequisite to become a customer of a bank. Therefore 
from the moment they commit themselves to a certain bank they are assured in a way that the 
bank is reliable and they trust that their transactions are treated in a safe way. 
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5.2 Relationship Strength 
According to our empirical findings it appears reasonable to adapt the proposed relationship 
model. The revised model is illustrated in figure 18 and explained thereafter. 
 

                           
Figure 18: Adapted Relationship Model 

 

5.2.1 Determinants of Bank-Customer-Relationship Strength 
Referring to the proposed relationship model, the core concepts of customer satisfaction with 
the banks, recommendation to a friend and likeliness to switch are the most important 
determinants of relationship strength. According to this research, customer satisfaction lies at 
the centre of building and maintaining a strong relationship with the bank. Total perceived 
service quality is thereby an important indicator for satisfaction. Banks must consequently 
deliver a high service quality to keep their customers satisfied. Satisfied customers are more 
willing to recommend their bank to others, which causes positive word of mouth and good 
promotion for the bank. Recommendation can therefore as well be regarded as an indicator of 
a strong relationship. Furthermore, a high satisfaction with the bank decreases the switching 
likeliness. A small switching likeliness, on the other hand, contributes to building a strong 
relationship. 
 
Recommendation to a friend, even though correlated to satisfaction, switching likeliness as 
well as total perceived service quality, was only impacted by satisfaction with the bank. These 
findings imply that it is of paramount importance for the banks to understand customers and 
know how to satisfy them, because only satisfied customers recommend their banks to others 
and increase the positive image of the bank. 
 
Switching likeliness was correlated to all other variables, but regression analysis revealed a 
strong impact by satisfaction and moderate impacts by the number of services and the number 
of banks used. It was proven that increased customer satisfaction leads to a less strong 

Total perceived 
service quality 

Customer 
satisfaction 

Recommendation Switching 
likeliness 

Number of 
services used 

Number of 
banks used 

Bank-customer 
relationship 

weak strong 
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switching behaviour. Here again, the importance of customer satisfaction is underlined. If 
banks succeed to satisfy their customers, they are less likely to switch and therefore, more 
likely to strengthen the relationship with the bank. The weak negative correlation for number 
of services used indicates that those respondents who use several services at their main bank 
are less likely to switch. This result seems logical, because a switching would include huge 
efforts for the customer to shift all the services to another bank. The number of banks used 
was also only correlated to the switching likeliness. A weak positive correlation was 
observed. The result indicates that the respondents who use several banks are more likely to 
switch their main bank. This might be explained by their bank usage experience. Since they 
already use several banks, they have shown switching behaviour and might be more aware of 
advantages of using several banks and the efforts it takes to switch. Even though the two 
variables number of services used and number of banks are related to the switching likeliness, 
they are not considered very significant for explaining relationship strength. However, the 
higher the number of services used, the lower the likeliness to switch. This finding implies for 
the banks to encourage customers to use as many services as possible at the bank in order to 
strengthen the relationship and make a switching more difficult. Recommendation to a friend 
and total perceived service quality are correlated to switching likeliness, but do not show 
significant influences from the regression analysis. Therefore, they are not considered 
important for predicting switching likeliness. 
 

5.2.2 Determinants of a Strong Relationship 
The variable “satisfaction with the bank” turned out to be the central variable that is strongly 
related to total perceived service quality, recommend to a friend and switching likeliness. 
Those respondents, who perceived the service quality of their bank to be higher, were also 
more satisfied with their bank. This indicates the importance of service quality for satisfying 
bank customers. On the other hand, the results indicate that satisfied customers are less likely 
to switch banks and more likely to recommend their bank to a friend. A bank-customer-
relationship can therefore be considered as strong if the customer is satisfied, shows high 
likeliness to recommend the bank to a friend and a low likeliness to switch. Furthermore, the 
higher the number of services used, the lower the switching likeliness, resulting in a stronger 
relationship. 
 

5.2.3 Determinants of a Weak Relationship 
The relationship can become weak if customer satisfaction is low. A low satisfaction 
decreases the likeliness to recommend the bank and increases the likeliness to switch banks, 
resulting in a weaker relationship and in extreme cases even relationship termination. 
Concluding, keeping customers satisfied can strengthen the bank-customer-relationship. The 
banks should, moreover, try to encourage customers to use as many services as possible at the 
bank, because that can reduce switching likeliness. The respondents who use several banks 
can be assumed to have a weaker relationship with their main bank, as they showed a higher 
switching likeliness. 
 

5.2.4 Comparison with Previous Research 
Comparing our results with the results of previous research, such as the study conducted by 
Ward and Dagger (2007) introduced in the literature review, a basic assumption was that 
relationship duration positively influences relationship strength (Ward, Dagger, 2007, p. 282). 
For the banking industry the authors identified a weak relationship between duration and 
relationship strength (Ward, Dagger, 2007, p. 285). This assumption could not be supported 
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by our research, mainly because of the huge number of young respondents, who indicated to 
have a long relationship with their bank. As we assume that those young respondents cannot 
be aware of the relationship for more than twenty years, even though they have had accounts 
during all those years, we excluded the variable from the analysis, as we regard the findings 
not to be suitable for assessment. Ward and Dagger, furthermore, investigated the frequency 
of purchase and its impact on relationship strength. They found no relation between the two 
concepts in the banking sector (Ward, Dagger, 2007, p. 285). However, our findings revealed 
a positive effect on relationship strength for number of services used, which can be related to 
frequency of purchase. We conclude that the more services used at the bank, the stronger the 
relationship. Sex and age have not been considered in our research, as they have been shown 
to be insignificant by Ward and Dagger (2007, p. 286). 
 
In the literature review the argument was raised that self-service technologies, such as internet 
banking, might change or even loosen the bank-customer-relationship. This argument does 
not hold according to our findings. Even though, respondents showed to use internet banking 
to a high degree compared to approaching the bank, the relationship with the bank was still 
found to be strong in most cases. We regard the use of multiple banks to be the driving force 
for loosening the relationship with the bank. A reason for customers to decide to spread their 
financial issues over several banks, can according to our findings, be the perception of prices, 
as customers appeared to be price-sensitive. 
 
The importance of customer service and service quality for building a relationship, as argued 
by Christopher et al (2002, p. 19) was confirmed in our findings. The quality of the service 
has considerable effects on customer satisfaction. In line with the explanations of the concepts 
of customer satisfaction and loyalty given in the literature review, satisfaction appears to be a 
good basis for loyalty, as very satisfied respondents were less likely to switch their banks and 
more likely to recommend the bank to others. 
 

5.3 Criteria for Assessing the Measurement Scales 
In this section we discuss the accuracy and consistency of this research from a critical point of 
view. Accuracy and consistency are important concepts in any kind of research. While 
accuracy is related to validity, consistency is addressed by the term reliability (Hair et al, 
2003, p. 169). A study “is considered reliable if its repeated application results in consistent 
scores” (Hair et al, 2003, p. 170). Validity, on the other hand, “is the extent to which a 
construct measures what it is supposed to measure” (Hair et al, 2003, p. 174). 
  
Reliability can be tested by several techniques, such as, test-retest reliability, where the 
measurement is repeated for the same respondents (Hair et al, 2003, p. 170). This technique 
cannot be used in our research. The chosen sampling technique makes a retest impossible. 
Furthermore, measures of internal consistency are used to assess reliability for multi-item 
scales (Hair et al, 2003, p. 170), which is commonly measured with Cronbach’s Alpha. 
 
The concept of validity consists of two broad distinctions, internal and external validity 
(Saunders et al, 2007, p. 137). Internal validity has several sub-concepts, such as, content 
validity, construct validity and criterion validity (Hair et al, 2003, p. 174). While content 
validity refers to a rather subjective assessment of the selected scale, construct validity is 
related to the correlation of the construct with other measures of the same construct (Hair, 
2003, p. 174). Criterion validity “assesses whether a construct performs as expected relative 
to other variables identified as meaningful criteria” (Hair, et al, 2003, p. 175). External 
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validity, on the other hand, refers to the generalizability of the results (Saunders et al, 2007, p. 
151). 
 
The concepts of reliability and validity have to be considered closely in order to reduce 
measurement error. Those errors can have different sources, such as, interviewer bias, data 
input errors, respondent’s misunderstanding or misrepresentation (Hair et al, 2003, p. 170). In 
the following our research is assessed according to reliability and validity. 
 

5.3.1 Reliability 
The choice to use a convenience sample for this research erases the possibility to assess test-
retest reliability. As the respondents were selected by the authors of this thesis at different 
places and different times in Umeå, we can claim that re-testing the same respondents is not 
possible. Therefore, a repetition of the same study would lead to different results, decreasing 
the research reliability. We still tried to compensate for the weaknesses of the selected 
methods and to provide measures of reliability where it was possible. Therefore, internal 
consistency was obtained for the service quality scale. This scale consists of a total of 30 
variables, measuring both, customers’ expectations and perceptions. The variables measuring 
the perceptions of service quality have a Cronbach’s Alpha of .834. The variables measuring 
the expectations of service quality reached a result of .738. Cronbach’s Alpha for all service 
quality measures equals .859. This result is in line with the total scale estimates of 
Parasuraman et al (1986, 1988) which ranged from .87 to .90. The internal consistency of the 
total service quality scale of our research can therefore be regarded as reasonable. The 
negatively worded items have been reversed for the analysis in order to ensure accuracy in the 
analysis. It has not been proven reasonable to obtain the alpha values for the items selected for 
measuring the relationship between the banks and their customers, because those variables do 
not intend to measure the same construct. They were chosen to allow the researcher to derive 
the relationship strength according to how they impact each other. Furthermore, we are aware 
of the shortcomings of the selected sampling technique – convenience sample. In order to 
reduce bias and be as representative as possible for the population of Umeå, we tried to select 
our respondents according to the age and gender distribution presented in the Demographic 
Database of Umeå. Even though we were not able to achieve total congruence, the sample 
represents the population to the best degree possible. 
 
Reliability in a deductive approach as in our case raises the question whether the same results 
could be determined in different situations (Saunders et al. 2000, p. 100). One of the risks we 
assume that could have affected to a certain degree the reliability of our research is the fact 
that some respondents filled in the questionnaire under certain time restraint (for example 
lunch time). Moreover we knew that some people could be influenced and afraid of giving 
their real opinion about banks, especially when they are not satisfied with their bank. 
Therefore, we explained to them that the questionnaires were anonymous and no delicate data 
would be requested. The above mentioned issues are considered subject error and subject bias 
respectively according to Robson (1993; Saunders et al., 2000, p. 101). 
 
Concluding, the reliability of this study is low due to the shortcomings of the sampling 
technique. However, the multi-item scales measuring service quality showed a high internal 
consistency and can therefore be regarded as reliable. 
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5.3.2 Validity 
The questionnaire was translated to Swedish in order to reduce language misunderstandings 
that could lead to content misunderstandings. It was then pre-tested on selected respondents 
who were asked to judge on the understandability of the language and the clarity of the 
questions. Furthermore, a number of respondents with knowledge in the field, were asked to 
judge whether they believe the items measure what they intend to measure. The SERVQUAL 
as well as the relationship measures were judged to be reasonable and understandable. 
However, after the pre-test was successfully finished, a misconception for the complaint 
encouragement variables was identified. In general the negative worded statements were not 
easily perceived by respondents which might influence their selection. Due to the relative 
unimportance of complaining in Sweden, these items were excluded from the analysis and did 
therefore not have a negative impact on validity. Furthermore, the SERVQUAL items were 
selected according to the original study of Parasuraman et al (1986, 1988) and correspond to 
the scales used in this study for which validity was proven. 
 
Even though this research could be useful for further research in other settings, it appears to 
be difficult to clearly argue for external validity. First of all, the sample is a non-random 
sample and this makes it difficult to generalize. Only respondents in Umeå have been 
approached to participate in the survey. Therefore, the results cannot be generalized for the 
whole country of Sweden. Only, the fact that our focus was on customers of any bank, could 
enable us to generalize to a certain extent, even though from 123 banks in Sweden our 
respondents were mainly customers of eleven banks. Therefore, it is not possible to generalize 
even in this term. 
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6. Conclusions 
___________________________________________________________________________ 
In the conclusion first, the research questions will be answered. Besides that, limitations of 
the research are stated and afterwards the chapter closes with suggestions for further 
research. 
___________________________________________________________________________ 

 

6.1 Final Discussion 
 
The conduction of this research and the analysis of the results enabled us to try to provide an 
answer to the two questions, which were raised at the beginning of this thesis and which are 
the reason for conducting the research. In the following paragraphs these two questions are 
answered: 
 
Research Question One: What are the overall and specific gaps between expected and 
perceived service quality of banks’ private customers? 
 
Referring to our first research question we conclude that an overall gap between expected and 
perceived service quality of banks’ private customers exists. Further investigation of this 
overall gap between customers’ expectations and perceptions shows that there is a 
considerable difference between gaps of different variables. Respondents consider some of 
the services more important than others, therefore they expect more. This is the case of fair 
fees charged for the services, delivering services as promised, prompt and professional 
service, willingness to help, listen to customers’ concern, performing easily internet banking, 
and consistent courteous employees. While for some other services customers perceive the 
same level of service as expected, such as, in the case of easiness to get in contact with banks’ 
personnel, personnel competence, as well as getting easily in contact with the bank by 
telephone and e-mail, branch attractiveness and appealing materials. Finally, there we 
identified one variable for which the perception was higher than expectations. This variable is 
concerned about customers feeling safe in their transactions. 
 
Therefore, based on our findings, banks should concentrate their efforts on providing better 
quality and adding value to those services which are considered very important for the 
customers and from which customers expect more. They might keep the existing level for 
those services which customers do not consider important. 
 
Research Question Two: Is there a tendency towards loosening the relationship with the main 
bank? 
 
To answer the second research question whether there is a tendency towards loosening the 
relationship with the bank, the results of this research, in combination with the reported trends 
in Sweden of an increasing use of multiple banks, indicate that the bank-customer-
relationships might develop a tendency to weaken. Generally, bank customers are still highly 
satisfied with their respective banks. However, this research has revealed that multiple bank 
users exhibit a higher switching likeliness, putting pressure on the banks to maintain the 
relationship. Furthermore, the price factor can influence the relationship. If customers are 
unsatisfied with the fees charged by the bank and they can find a better deal at another bank, 
they become more likely to switch and loosen the relationship with their main bank. 
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Influences from technology in weakening the relationship were not found. According to our 
findings, banks should try to convince customers to use as many services as possible from the 
bank, emphasize on offering superior service quality and be aware of competitive pricing in 
order to prevent customers to switch and strengthen the relationship. 
 

6.2 Limitations 
This research displays a number of limitations. First, the respondents are only persons who 
were present in Umeå at the time when the research was conducted. We assume there might 
be differences between different regions of Sweden and our sample might therefore not be 
representative for the whole population of Sweden. For measuring service quality a total of 15 
items was selected by the researchers to be measured for expectations and perceptions 
respectively. The reason for choosing only 15 items was the length of the questionnaire. We 
aimed to have a reasonable number of questions for the convenience of the respondents and 
for obtaining an analyzable amount of data for the scope of this thesis. However, service 
quality consists of more than the chosen items. Our scale can therefore be regarded as a part 
of banks’ service quality items. A more complete research on service quality could therefore 
be conducted as a suggestion for further research. Furthermore, we related service quality to 
customer satisfaction and additionally measured satisfaction directly. Customer satisfaction is 
a highly complex concept that probably comprises of a number of additional factors. 
However, we consider our measurements to be suitable for our purpose to receive an 
overview of the nature of the bank-customer-relationship. The proposed relationship model 
comprises a number of reasonable variables. However, we are aware of the fact that further 
aspects, such as, technological means for carrying out banking transactions, might impact the 
relationship as well. We therefore consider this research a starting point on which further, 
more detailed, research can build. 
 

6.3 Suggestions for Further Research 
By scanning through the existing literature on service quality and bank-customer-relationship 
we became aware that especially the field of service quality has received much attention in 
past researches. Nonetheless, the banking sector in Sweden is facing changes, which have 
been described in the introductory part of this work. Therefore, further research can help 
banks to more understand their customers’ needs. We suggest a research using a random-
sample, possibly for the whole population of Sweden, to get more detailed and representative 
results. For such a research, it would also be appropriate to increase the sample size in order 
to reach more reliable results. Several other variables could be investigated in order to get a 
more complete picture of customer expectations and perceptions. For banks it would, 
moreover, be interesting to investigate the perceived service quality of business customers, 
because they usually use financial services extensively and represent a considerable share of 
the banks’ turnover. Additionally, we suggest considering service quality and customer 
relationship with the bank separately. More research would be necessary to identify further 
determinants of such as relationship to be able to fully understand the nature of the 
relationships customers have with their banks. Moreover, it would be interesting to examine 
the role of technology in shaping and changing the bank-customer-relationship. While an 
investigation of service quality would be most useful for the banks themselves, further 
research into the field of relationships could provide a positive contribution to the scientific 
literature, which has not regarded that topic extensively. 
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Appendix 1: Comparison of Age Distribution 

Comparison of distribution in % 
Age  Umeå population  Sample  
17 1,4% 0,5% 

18 1,3% 0,5% 
19 1,5% 1,5% 
20 1,7% 2,0% 
21 2,0% 5,6% 
22 2,2% 7,6% 
23 2,2% 8,1% 
24 2,2% 10,7% 
25 2,1% 11,2% 
26 1,9% 8,6% 
27 1,8% 3,0% 
28 1,7% 1,0% 
29 1,6% 1,5% 
30 1,5% 3,0% 
31 1,5% 1,0% 
32 1,4% 0,5% 
33 1,5% 1,5% 
34 1,4% 2,0% 
35 1,3% 4,6% 
36 1,4% 1,0% 
37 1,3% 2,0% 
38 1,3% 1,5% 
39 1,3% 1,0% 
41 1,4% 0,5% 
42 1,4% 1,5% 
43 1,4% 0,5% 
44 1,3% 2,0% 
45 1,2% 1,5% 
46 1,1% 0,5% 
47 1,1% 1,5% 
48 1,1% 0,5% 
51 1,2% 0,5% 
52 1,2% 0,5% 
54 1,1% 1,5% 
55 1,2% 1,0% 
56 1,1% 0,5% 
57 1,1% 0,5% 
59 1,3% 0,5% 
60 1,2% 1,0% 
61 1,2% 0,5% 
63 1,2% 1,0% 
64 1,1% 1,0% 
67 0,7% 0,5% 
71 0,7% 0,5% 
74 0,6% 0,5% 
75 0,5% 0,5% 
76 0,6% 0,5% 
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Appendix 2: Questionnaire – Customer Service of Banks 
 
1. Please indicate the bank which you use most ________________________________ 
 
 
2. How long have you been a customer of this bank?    
 

 less than one year   6 to 10 years 
 1 to 5 years    11 to 20 years   longer than 20 years 

 
 
3. What kinds of financial services do you use from this bank? (select as many options as you use) 
 

 accounts   loans   insurance  other_________________________ 
 deposits   payments   funds  

  
 
Expectations 
 
Please indicate the extent to which you think a bank’s services should possess the features described by each 
statement: 

                         (from 1 = strongly disagree to 10 = strongly agree) 
4. the bank provides services as promised 
 

1   2   3   4   5   6   7   8   9   10 

5. it is ok if  the service delivery is not always prompt 
 

1   2   3   4   5   6   7   8   9   10 

6. employees do not always have to be willing to help 
 

1   2   3   4   5   6   7   8   9   10 

7. employees make me feel safe in my transactions 
 

1   2   3   4   5   6   7   8   9   10 

8. it is unrealistic that employees are consistently courteous 
 

1   2   3   4   5   6   7   8   9   10 

9. employees are competent 
 

1   2   3   4   5   6   7   8   9   10 

10. it is easy to get in contact with the bank by telephone  
 

1   2   3   4   5   6   7   8   9   10 
 

11. it is easy to get in contact with the bank by e-mail 
 

1   2   3   4   5   6   7   8   9   10 

12. it is easy to use internet banking 
 

1   2   3   4   5   6   7   8   9   10 

13. it is easy to get in contact with service personnel at the bank 
 

1   2   3   4   5   6   7   8   9   10 

14. employees should listen to customers’ concerns 
 

1   2   3   4   5   6   7   8   9   10 

15. the provided service should be professional 
 

1   2   3   4   5   6   7   8   9   10 

16. the branch appearance should be attractive 
 

1   2   3   4   5   6   7   8   9   10 

17. materials (brochures, leaflets etc) should be visually appealing 
 

1   2   3   4   5   6   7   8   9   10 

18. the fees charged for the service must be fair 
 

1   2   3   4   5   6   7   8   9   10 

19. it is not necessary that the bank encourages me to complain 
 

1   2   3   4   5   6   7   8   9   10 

 
 
Perceptions 
 
Please indicate to which degree your bank fulfils these criteria: 

                                     (from 1 = not at all to 10 = totally fulfilled )   
20. the bank provides services as promised 
 

1   2   3   4   5   6   7   8   9   10 

21. the service delivery is not always prompt 
 

1   2   3   4   5   6   7   8   9   10 

22. employees are not always willing to help 1   2   3   4   5   6   7   8   9   10 
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23. employees make me feel safe in my transactions 
 

1   2   3   4   5   6   7   8   9   10 

24. employees are not consistently courteous 
 

1   2   3   4   5   6   7   8   9   10 

25. employees are competent 
 

1   2   3   4   5   6   7   8   9   10 

26. it is easy to get in contact with the bank by telephone  
 

1   2   3   4   5   6   7   8   9   10 
 

27. it is easy to get in contact with the bank by e-mail 
 

1   2   3   4   5   6   7   8   9   10 

28. it is easy to use internet banking 
 

1   2   3   4   5   6   7   8   9   10 

29. it is easy to get in contact with service personnel at the bank 
 

1   2   3   4   5   6   7   8   9   10 

30. employees listen to customers’ concerns 
 

1   2   3   4   5   6   7   8   9   10 

31. the provided service is professional 
 

1   2   3   4   5   6   7   8   9   10 

32. the branch appearance is attractive 
 

1   2   3   4   5   6   7   8   9   10 

33. materials (brochures, leaflets etc) are visually appealing 
 

1   2   3   4   5   6   7   8   9   10 

34. the fees charged for the service are fair 
 

1   2   3   4   5   6   7   8   9   10 

35. the bank does not encourages me to complain 
 

1   2   3   4   5   6   7   8   9   10 

 
 
36. Have you ever complained?   yes   no 
(if “no”, continue with question 38) 
 

            (from 1 = very dissatisfied to 10 = very satisfied) 
37. How satisfactorily has your complaint been treated and solved? 1   2   3   4   5   6   7   8   9   10 

38. How satisfied are you with your bank? 
 

1   2   3   4   5   6   7   8   9   10 

 
                   (from 1 = not likely at all to 10 = very likely) 

39. How likely are you to recommend your bank to a friend? 
 

1   2   3   4   5   6   7   8   9   10 

40. How likely are you to switch banks? 
 

1   2   3   4   5   6   7   8   9   10 

 
 
41. How often do you patronize a bank? 

 
 several times per month  every second month 
 once per month   less often 

 
42. How often do you use Internet banking? 
   

 several times per week  several times per month 
 once per week   less often 

 
 
43. Do you use more than this one bank?    yes     if yes, how many?:__________      no 
 
 
44. Please indicate your gender     male   female 
 
 
45. Please indicate your age ___________years    
 

Thank you for your participation! 
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Appendix 3: Frågeformulär – Bankers kundtjänst 
 
 
1. Ange vilken bank du använder mest ________________________________ 
 
 
2. Hur länge har du varit kund i denna bank?   
 

 Mindre än ett år   6 till 10 år 
 1 till 5 år   11 till 20 år   Längre än 20 år 

 
 
3. Vilka finansiella tjänster utnyttjar du från den na bank? (ange så många du utnyttjar) 
 

 Konton   Lån   Försäkringar  Annat_________________________ 
 Insättningar   Betalningar  Fonder 

  
 
Förväntningar 
 
Ange till vilken utsträckning du tycker att en banks tjänster ska uppfylla de egenskaper som beskrivs av följande 
påståenden. 

                           (från 1 = håller inte alls med till 10 = instämmer helt) 
4. Banken tillhandahåller tjänsten som utlovat 
 

1   2   3   4   5   6   7   8   9   10 

5. Det är ok om tjänsten ej alltid tillhandahålls på utsatt tid 
 

1   2   3   4   5   6   7   8   9   10 

6. Anställda behöver ej alltid vara villiga att hjälpa 
 

1   2   3   4   5   6   7   8   9   10 

7. Antällda får mig att känna mig säker i mina finansiella affärer 
 

1   2   3   4   5   6   7   8   9   10 

8. Det är orealistiskt att anställda alltid är artiga 
 

1   2   3   4   5   6   7   8   9   10 

9. Antällda är kompetenta 
 

1   2   3   4   5   6   7   8   9   10 

10. Det är lätt att komma i kontakt med banken via telefon 
 

1   2   3   4   5   6   7   8   9   10 
 

11. Det är lätt att komma i kontakt med banken via e-mail 
 

1   2   3   4   5   6   7   8   9   10 

12. Det är lätt att använda bankens internettjänster 
 

1   2   3   4   5   6   7   8   9   10 

13. Det är lätt att komma i kontakt med bankens servicepersonal 
 

1   2   3   4   5   6   7   8   9   10 

14. Antällda ska lyssna till kundens angelägenheter 
 

1   2   3   4   5   6   7   8   9   10 

15. Den tillhandahållna tjänsten ska vara professionelt utförd 
 

1   2   3   4   5   6   7   8   9   10 

16. Bankens lokaler ska se tilltalande ut 
 

1   2   3   4   5   6   7   8   9   10 

17. Material (broschyrer, reklamblad etc) ska vara visuellt tilltalande 
 

1   2   3   4   5   6   7   8   9   10 

18. Avgifterna måste vara skäliga 
 

1   2   3   4   5   6   7   8   9   10 

19. Det är ej nödvändigt att banken uppmuntrar mig att klaga 
 

1   2   3   4   5   6   7   8   9   10 

 
Uppfattningar  
 
Ange till vilken utsträckning du anser att din bank uppfyller dessa kriterier:  

                                            (från 1 = inte alls till 10 = helt uppfyllt)   
20. Banken tillhandahåller tjänster som utlovat 
 

1   2   3   4   5   6   7   8   9   10 

21. Tjänsten tillhandahålls ej alltid på utsatt tid 
 

1   2   3   4   5   6   7   8   9   10 

22. Anställda är inte alltid villiga att hjälpa 
 

1   2   3   4   5   6   7   8   9   10 
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23. Anställda får mig att känna mig säker i mina finansiella uppgörelser 
 

1   2   3   4   5   6   7   8   9   10 

24. Anställda är ej alltid artiga 
 

1   2   3   4   5   6   7   8   9   10 

25. Antällda är kompetenta 
 

1   2   3   4   5   6   7   8   9   10 

26. Det är lätt att komma i kontakt med banken via telefon  
 

1   2   3   4   5   6   7   8   9   10 
 

27. Det är lätt att komma i kontakt med banken via e-mail 
 

1   2   3   4   5   6   7   8   9   10 

28. Det är lätt att utnyttja bankens internettjänster 
 

1   2   3   4   5   6   7   8   9   10 

29. Det är lätt att komma i kontakt med peronal på banken 
 

1   2   3   4   5   6   7   8   9   10 

30. Anställda lyssnar till kundens angelägenheter 
 

1   2   3   4   5   6   7   8   9   10 

31. Den tillhandahållna tjänsten är professionellt utförd 
 

1   2   3   4   5   6   7   8   9   10 

32. Banklokalen utseende är tilltalande 
 

1   2   3   4   5   6   7   8   9   10 

33. Material (broschyrer, reklamblad etc.) är visuellt tilltalande 
 

1   2   3   4   5   6   7   8   9   10 

34. Avgifterna för tjänsterna är skäliga 
 

1   2   3   4   5   6   7   8   9   10 

35. Banken uppmuntrar mig ej att klaga 
 

1   2   3   4   5   6   7   8   9   10 

 
 
36. Har du någonsin klagat?   Ja   Nej 
(om “nej” fortsätt till fråga 38) 
 

              (från 1 = väldigt missnöjd till 10 = väldigt nöjd) 
37. Hur nöjd är du över hur ditt klagomål behandlats och lösts? 1   2   3   4   5   6   7   8   9   10 

38. Hur nöjd är du med din bank? 1   2   3   4   5   6   7   8   9   10 

 
                    (från 1 = inte alls till 10 = väldigt troligt) 

39. Hur troligt är det att du rekommenderar din bank till en vän? 
 

1   2   3   4   5   6   7   8   9   10 

40. Hur troligt är det att du byter bank? 
 

1   2   3   4   5   6   7   8   9   10 

 
 
41. Hur ofta besöker du en bank? 

 
 Flera gånger i månaden   Varannan månad 
 En gång i månaden  Mindre ofta 

 
 
42. Hur ofta utnyttjar du bankens internettjänster? 
   

 Flera gånger i veckan   Flera gånger i månaden 
 En gång i veckan   Mindre ofta 

 
 
43. Har du fler banker än denna?   Ja     Om ja, hur många?:__________      Nej 
 
 
44. Kön     Man   Kvinna 
 
 
45. Ålder ___________år   
 
  

Tack för ditt deltagande! 


