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Abstract 
 

In this research we tried to find out which role plays training in the success or failure of 
sales in retail banking and how vary it is around the world. This research should be 
interesting for readers because we made a deep investigation about training of sales 
team in retail banking in an international context, comparing two different branches 
around the world.  With a consistent result, we can extrapolate our findings to other 
branches of Citibank or other banks across the earth. 

In order to get knowledge about this topic, we have done a case study of Citibank, 
focusing in two branches, Spain and Pakistan. With this purpose we have done ten 
interviews, five in each country, with Training Heads and Sales Managers. To choose 
those respondents we used a snowball sampling.  

Our study shows that training plays an important role in sales and satisfaction of clients, 
but it is necessary to consider another factor like genetic, experience and motivation 
between others. It aims to develop and improve skills of employees, and then if they 
receive the best programs and provide it in the right moment for the employee, it has a 
direct and positive impact in a sales person’s work and therefore it contributes to the 
generation of profits. 
 
To know how Training vary around the world, our study shows that it vary between 
different cultures. Citibank aims to have a homogeneous line in Training, without to 
forget each local situation. This is because Citibank aims to solve the differences of 
budgets, needs, laws, products, processes, cultures, religions and ways to approach to 
the client, etc, adapting its training policy to the local situation. 
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Chapter 1: Introduction 
 

During this chapter we explain the background and the problem which we faced when 

we started to work in this field, the questions that we aim to answer with this research, 

the limitations of our study, some definitions of our key words, concluding with the 

explanation of our disposition of the thesis. 

 

 

1.1. Background 
Nowadays, banks are facing with a difficult context. The actual economical crisis, 
probably the worst in modern history (Fleming, 2008), has a notable impact on all 
sectors in the economy. It causes that many companies are encountering with a difficult 
situation in which they can’t refund loans contracted before. It entails that banks have a 
real problem of liquidity. 
 
Sectors that are historically profitable for commercial banks like construction, real-
estate, transportation, automotive industry or media are "fighting" already with this 
problem. But there are more aspects. Actually, when millions of people loose their jobs 
and the people who still work don't have the confidence to continue in their jobs at short 
term, it is not the best moment to make an inversion like buying a house, a car, etc. For 
example, in the beginning of 2010 the unemployment in Spain was 20,05 % of the 
active population (National Institute of Statistics of Spain, 2010). Spain was one of the 
European countries that suffer more the effects of economical crisis (Day, 2009).  
 
Pakistan also suffers these effects because it is one of the main producers for companies 
around the world who outsource their production. Then, as the production decrease, the 
unemployment increases. Only the telecommunication and banking sectors grew during 
the last years (Accountancy, 2008). According to the data from the State Bank of 
Pakistan (2010), all the private banks earned revenues in this difficult age, due to 
introduction of the credit facilities and providing a range of new products or services to 
the consumers.  
 
Moreover, the interest rates are lower than in other years (Euribor-rates.eu, 2010) which 
causes that they are not attractive for customers who loan their money to banks. As we 
remember, several banks disappear or were acquired by others during the last year, for 
example Northern Rock (BBC News, 2008), Roskilde Bank (McLaughlin & Levring, 
2008), Merrill Lynch (Stickler, 2008) or Cajasur (Bjork, 2010). In this context, the sales 
for the commercial banks are more difficult than in other periods. 
 
Every bank aims to increase the revenues in every period. But in a market with a strong 
competence where the market size is always almost similar, the one way to get this, is 
“stole” the clients to competitors (Jamail, 2009). 
 
According to this point, sales persons or company’s ‘front-line’ employees have two 
goals: get new customers and retain those who are already clients. These purposes are 
difficult to get without Training because when the margins are tight, only two things 
differences between banks: training of sales staff and the quality of the products offered 
(Faine & Tornabell, 1992). As we can observe, in both points Training is important 
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because it was defined as one of the main key factors that affected service purchase 
encounters (Julian & Ramaseshan, 1994, p. 29 – 34) and basic in banking quality 
service (Vermeulen & Crous, 2000; p. 61 – 67), having a critical impact on a excellent 
service (Sulaiman, 2010).  

 

“It’s an Investment rather than a cost to the organization” (Karthikeyan, Karthi &  Graf 
,2010; p. 77-83) but not only economical terms, because the inversions in training get in 
short-term positions more difficult to imitate to the competence (Jones and Wright, 
1992; p. 271-299). 
 
As the main effects of the training we found: it increases productivity (Jacobs, Jones & 
Neil, 1992; p. 271-443), it increases quality (Shamsuddoha, 2009; p. 1-7), it decrease  
complaints (Yavas, Bilgin & Shemwell, 1997; p. 217 – 223), it increases the motivation 
of the workers (Mathauer & Imhoff, 2006; p. 24), it enhances the employees skills 
(Hawke & Heffernan, 2006; p. 140-157), it improves self-confidence (Berry & 
Parasuraman, 1992; p. 5-15), it reduces costs (Blas & Niles, 2010; p. 3), it reduce staff 
turnover (Umiker, 1989, p. 61-67) and others. We investigate in our study if all these 
benefits are fulfilled or not. 
 
We focused on Citibank. It is the consumer banking division of CitiGroup. The 
company works with specific products and services like basic banking accounts, 
investment services, life insurance, Phone banking and solutions for business 
(Citigroup, 2009). According with Citigroup annual report (2009) in total, Citibank has 
more than 1,400 branches, 3,800 ATMs and 265,300 full-time employees and 3,700 
part-time employees in different 46 countries, which have retail banking presence in all 
the continents.  
 
We focused in two different branches (Spain and Pakistan), where Citibank has an 
important presence. In Spain, it has a big net of branches, financial agents and an 
Inversion Centre where attend more than 1,300,000 clients of retail banking and where 
3,200 persons work (Citibank Spain, 2010). In Pakistan, it offers as well Consumer 
Banking, Global Corporate and Investment Bank.  With 23 branches distributed in ten 
cities, it has more than 1,100 employees who work for more than 200,000 consumers 
and corporate clients (Citibank Pakistan, 2010). 
 
Focusing in completely different branches, we can investigate as well how training 
differs across countries and if culture is the main reason to adapt training in every 
country where a multinational bank works. Although both countries are inside the same 
regional consumer banking area (EMEA), they differ in different aspects for example 
culture. These differences include ideas, values and ethics, religion, likes, etc. 
(Solomon, Bamossy, Askegaard & Hogg, 2006, p. 524-554). This cultural differences in 
the business world where studied by some authors as Terpstra and Sarathy (2000; p. 66-
67), Hofstede (1994; p. 260) or Wills, Samli and Jacobs (1991; 1-10).  
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1.2. Problem 
The goal of any corporation, excluding the non-profits corporation, is to maximize the 
profits. Inside profits, the three main variables are relevant: revenues, cost and taxes. 
Then, like taxes are aliens to a company (because the government decides about it) the 
one way to maximize earnings, is to increase the sales (revenues) or to reduce the costs 
(BusinessDictionary.com, 2010). During this study, we consider other variables that 
remain constant. Then, with this context, we tried to investigate the main effects of 
training of sales persons.  
 
Actually it is considered as one tool to be successful in sales. In 1994, Companies like 
Ericsson, Nestle and Glaxo spent between 5 to 10 % of the sale force cost on training, 
and this raised the sales person’s productivity by 20 % (Doyle, 1994; p. 149-157). Ten 
years later, in 2004, American companies´ average expenditure on training is $955 and 
32 hours per employee (Brum, 2007).  
 
But if look to the United States or Canada banking, the average days of training per 
employee in 2008, were 6.09 and 3.86, respectively, that shows the importance to 
provide  trainings (Bank Financial Group, Canada; 2009). 
 
In Spain the expenses in 2006 were 919 millions of Euros, with an average of 33 hours 
per worker/year. On the other hand, the banking sector with an amount up to an average 
of 750 Euros in the banking sector per worker and year and telecommunications, are the 
sectors that spend the more money (Recol Networks, 2007). About Pakistan, it was 
impossible to get similar data available. 
 
The problem which this industry faces is that in some banks, the sales teams have a lot 
of formalities or paper work that leaves training in a second place. Maybe in some 
banks, they don’t give a real importance and think in the budget of training for the sales 
teams as a cost without return.  
 
  

1.3. Purpose and research questions 
This study aims to analyse, in an international context, the importance of the training of 
sales teams in the success of commercial banks. Based on the main purpose, our sub-
questions are the following: 
 

• What effect has the training of sales teams in the success of consumer 

banking? 

• Does training vary between different cultures? 
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1.4. Key words 
• Consumer bank: “An institution which accepts deposits, makes business loans, 

and offers related services. Commercial banks also allow for a variety of deposit 

accounts, such as checking, savings and time deposit. These institutions are run 

to make a profit and owned by a group of individuals”. 
(Investorwords.com, 2010) 

 

• Sales force: “Persons responsible for selling products or services via direct 

contact with the customer. Sales force members may be paid a fixed salary 

regardless of sales volume or may receive a small base salary plus commissions 

calculated as a percentage of revenue sold. Members of the sales force are 

assigned a sales territory that may be segmented by exclusive or nonexclusive 

geographic or market segments, product or product lines, or by specific 

customers or prospects” (Allbussiness.com, 2010). 

 

• Training: “Organized activity aimed at imparting information and/or 

instructions to improve the recipient's performance or to help him or her attain 

a required level of knowledge or skill.” (BusinessDictionary.com, 2010) 
 

• Selling: “Last step in the chain of commerce where a buyer exchanges cash for 
a seller's good or service." (BusinessDictionary.com, 2010) 

 

• Success: “Achievement of an action within a specified period of time or within a 
specified parameter. Success can be expanded to encompass an entire project or 

be restricted to a single component of a project or task.” 
      (BusinessDictionary.com, 2010) 
 

• Culture: “It is a pattern of responses discovered, developed, or invented during 
the group's history of handling problems which arise from interactions among 

its members, and between them and their environment. These responses are 

considered the correct way to perceive, feel, think, and act, and are passed on to 

the new members through immersion and teaching” (BusinessDictionary.com, 
2010). 
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1.5. Disposition 
In this section we present a layout about what was covered in the rest of the chapters, 
starting from chapter number two until the end.  
 
Chapter two: This chapter is about our Theoretical framework that we used for our 
study. In this chapter we present or previous theories related to our area of study. It is 
divided in three main parts: Sales, Training and Culture. 
 
Chapter three: This chapter it is about Methodology, practical and theoretical. Inside 
the theoretical part, we describe our background, the reasons why we chose this topic, 
our research design, our research strategy, what methods we were using to collect the 
data and the reasons to choose it, etc. Inside the Practical part, we explain carefully our 
interviews structure, conception, etc. and our respondents´ backgrounds.  
 
Chapter four: This chapter refers to our Empirical findings, where we present briefly 
our results from data collection, divided in research questions. It is a summary of the 
interviews that we conducted in Spain and Pakistan. As well, we include an explanation 
about the international context, Spanish and Pakistani banking systems and an 
introduction of Citibank, focusing in Spain and Pakistan branches.  
 
Chapter five: This chapter speaks about the analysis of our finding and discussion on it 
and we relate to this our theories that we already discussed in chapter three. The 
disposition in this chapter was a combination of the order in the theory chapter and the 
order in the empirical findings chapter. As the previous chapter, we divide it in two 
sections, in order to answer our research questions. 
 
Chapter six: This chapter includes our final conclusions in order to answer our two 
research questions of our case study of Citibank. It is presented and compared our 
theoretical and practical conclusions, drawing it the insights or new knowledge discover 
by this research. The first part is divided in three sections, according to our research 
questions and to answer another interesting question: How should be the perfect 
training? To conclude our thesis, we test the reliability and validity of our research and 
explain some advices for the researchers who are interested to continue to investigate in 
this field.  
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Chapter 2: Literature review 

 
During this chapter we present the theoretical framework that we needed to construct 

this research. It is divided in three main parts: Sales, Training and Culture.  

 

2.1. Sales 
Nowadays, sales, selling and the sales force, is an inherently part inside the Marketing 
field. It means that the efforts of a sales team have to be coordinated and managed from 
the marketing department (Forsyth, 2002; p.2). 
 
All companies need to sell to accurate benefits that help the company to grow and 
survive and banks are not an exception. If we search in any dictionary for a definition of 
sale, we can find something like: “the exchange of goods or services for an amount of 
money or its equivalent” (Dictionary.com, 2010), but the sale is more than this. It is 
considered like an art for several experts.  
 
At the moment, many multinational companies use the team selling approach to sell 
their products and services which lead to a market orientation strategy like a way to be 
more aggressive in the selling (Rajagopal, 2008; p. 70-85). 
 
In a banking sector, a sales team definition depends on the different concepts of a bank.   
Maybe all the members of a branch (from manager to teller) cover all the products in the 
bank or maybe, on the other hand, the bank has different departments, with a bigger area 
to work, only focusing in a specific product or family of products.  
 
It is important to specify that banking is not like other sectors, like a normal shop or 
company that sells products and after the purchase act, the consumer goes home with 
the product. They sell intangible products like mortgages, insurances, loans, cards, etc. 
which causes that the selling is more difficult because some individuals don’t have the 
awareness of those needs yet. 
 
Regrettably, the literature about sales is not extensive and the only information available 
is done by “gurus of sales”. In this situation, we have to highlight Gschwandtner (2007; 
p. 1-80) who defined knowledge, skills and motivation as the main essential success 
factors in sales. In a similar line, Denny (2006; p. 16-17) defined six important points 
that a professional salesperson has to care about. He called them as “the six cylinders of 
a professional salesperson”. These cylinders are: business, industry, company, product 
and selling knowledge and attitude. 
 
 

2.1.1. Role of sales persons in banking sector 

In the competitive industry of banking, banks need to enter in new markets and win new 
customers. But even more important is the need of increase the loyalty of the current 
customers (Berger & Berger, 2000; p. 497). According to this point, the sales persons 
do not only need to sell, they have to retain those who are already clients. Then, they are 
also a company’s ‘front-line’ employees, which means, that they are the employees who 
are in direct contact with the clients, so they are the connection between the bank and 
the customer (Jobber & Lancaster, 2009; p. 4-5).   
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The bigger inversion in advertisement, publicity, marketing, etc. may fail because the 
sales force is ineffective. The behaviour of only one sales person, for example being 
rude, bad dressing, etc. affects the image that clients have of the bank and it would 
create a negative perception of all the company’s services (Jobber et al., 2009; p. 4-5). 
 
For this reasons, is considered as one of the main key factor that affected service 
purchase encounters (Julian et al., 1994, p. 29 – 34) to be front line staff to the 
employees who needs more training because their impact on a excellent service is 
critical (Sulaiman, 2010). 
 
If sales persons are able to deal with the variety of customers needs and satisfy the 
customer’s complaints, they provide a good service quality. If the sales team does not 
have technical skills, knowledge and interactive skills, the team members are not able to 
provide a good service and probably do not understand the customer (Boshoff & Janine, 
2000; p. 63-90).  
 
 

2.1.2. Sales Factors 

Training is not the one element needed to have success in the work place. Experience 
and genetic plays an important role in the satisfaction of the customer (Levy-Leboyer, 
1997; p. 27). 
 
Experience is related with the logical consequence of increasing the repetition of a task 
and the quality of the performance will increase as well (Levy-Leboyer, 1997; p. 27). 
Sen (1966; p. 3-21) was the first who found a direct relation between age and 
productivity. 
 
Lévy-Leboyer (1997; p. 27), refers that “the experiences obtained from action, from the 
real responsibility and facing with concrete problems, give competences which even the 

best training is never able to proportionate”. Calvo (2002; p.116) refers to the 
experience of the banking workers as a vital element in the relationship with the 
customers.  
 
In the same line, Levy-Leboyer (1996; p. 7-27) studied the performance of tasks, 
designing an equation which explains the quality of resolving some tasks, related with 
genetic and experience.  Personal competence was defined as: “an underlying personal 
characteristic of an individual that facilitates superior performance in a given 

situation” (Spencer & Spencer, 1993; p. 9). 
 

Equation: Aptitude and Personality + Experience= Personal competence. 
(Levy-Leboyer, 1996; p. 7-27) 
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Levy-Leboyer (1996; p. 7-27) postuled that individual competences be established by 
experience, but the existence of aptitude and personality is necessary. Following the 
studies of Levy-Leboyer (1996; p. 7-27), the other factor which affects work life is the 
personality. In Shane’s (2010) point of view, people have different attitudes, skills and 
abilities, which are difficult to change, because it depends of genetic factors.  
 
Although people want to change their beliefs and abilities, innate tendencies produces 
resistance to this modification, pushing attitudes and skills to be consistent with genetic 
predispositions (Shane, 2010). A good example is sports. Some people are born with the 
skills to be stars and some people are not, even if they have the same physical training 
provided by the same professionals (James, 2009). Despite the fact that last studies 
show that the environment has an importance to mold people’s personality (James, 
2010). 
 
 

2.2. Training 
During the last years, training is taking an important place in the business world because 
talented employees are a source of competitive advantage for an organization (Siegler 
(1999, p.1), especially when they are aligned with a firm's competitive strategy (Singh 
& Mishra, 2008; p. 99-111). A proof for this is the fact that companies like Sprint, 
Xerox, General Electric or General Motors have opted to establish Corporate 
Universities (Reh, 2010).  
 
Training was defined by Cohen (1991; p. 30-35) as “the process that proportionate to 
employees specific skills o help them to solve these deficient in their work”. Another 
definition could be “it is a learning process that involves the acquisition of knowledge, 
sharpening of skills, concepts, rules, or changing of attitudes and behaviours to 

enhance the performance of employees” (Naukrihub.com, 2010). In a different line, 
Scullion and Linehan (2005; p. 72) focused on the idea that training should concentrate 
on individual deficiencies of workers, being a tool to close the gap between customers´ 
expectations and customers´ perception of a service.   
 
If companies aim to survive in today’s competitive marketplace, they must pay great 
interest to the training of their sales staff (Jobber & Lancaster, 2009; p.419). Training is 
considered as an important part for the initial and ongoing development of the sales 
people (Christiansen, Evans, Schlacter & Wolfe, 1996; p. 47-70) because it improves 
the sales force performance (Dubinsky, 1996; p. 67-76). Nowadays, to learn about the 
management of new products, new tasks, and new skills, in the actual environment is a 
need, never an election (Fainé et al., 1992; p. 13-46). 
 
 

2.2.1. Importance of training 

The importance of training has increased during the last years, caused mainly because it 
is considered as one of the key factors to create business success (Hallier & Butts, 1999; 
p. 80-95) and one of the main differential elements of financial products (Martin, 2003; 
p. 205) because when the margins are tight, only two aspects differences between 
banks: training of the staff and the quality of the products offered (Fainé et al.,1992; p. 
13-46). 
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“It’s an Investment rather than a cost to the organization” (Karthikeyan et al., 2010; p. 
77-83) but the importance is not only to translate into economical terms because 
inversions in training get positions more difficult to imitate to the competence in short 
term (Jones & Wright, 1992; p. 271-299).   
 
Although technology gained relative importance in the banking sector, the human factor 
is still the main value because in a company that sells intangibles products, employee 
behaviour and knowledge is a part of the product (Grant, 1996; p. 301-333) being 
mandatory maintain a viable and knowledgeable workforce (Karthikeyan et al., 2010; p. 
80). 
 
 

2.2.2. Prior literature about Training 

Unluckily, the research in training area is drop behind, if we compare with other areas 
related with business (Noe & Ford, 1992; p.345-384). The main studies focus on the 
impact on productivity. 
 
According to Swanson (1998; p. 286) during the 1960s and 1970s the prior studies 
focused in the idea of Training as an investment, reporting financial analysis methods 
and studies of the costs and benefits of programs (Meissner, 1964; p.230-236) (Cullen, 
Sawzin, Sisson & Swanson, 1976; p. 12-20) (Gilbert, 1978; p. 29-88). In the next 
decade continued the same financial analysis trend, focusing on costs and training 
perspective versus performance improvement (Flamholtz, 1985; p. 44-61) (Kearsley, 
1982; p.207-212) (Cascio, 1991; p. 2-10). 
 
Next is presented a compilation of the most important studies about training in the 
banking sector: 
 

AUTHOR DESCRIPTION 

Glaveli and Kufidu 
(2005; p. 441-459) 

In this research about the Greek banking industry, composed 
by four case studies it is investigate the impact of training in 
banking employees.  
 
They conclude that the studied beneficial effects were in 
terms of skills, cultural and role changes, homogenisation 
and decrease of tensions and insecurities, motivation, 
commitment, customer satisfaction, reduction of conflict in 
the workplace and finally quality improvement. 
 

Martin (2003, p.209-
238) 

In this case study of one bank Martin found a direct, 
positive and bigger relationship between inversions in 
training and economical benefits, concluding that training 
has a positive and important impact in sales.  
 

Karthikeyan,  Karthi 
and  Graf  (2010; p. 77-
83) 

The authors evaluated the effectiveness of training in six 
banks. They conclude that training is an important element 
for the growth and the results of the banks studied, finding  
positive and direct influence on the effectiveness of training 
and revenues.   
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Rainaye (2004; p. 49-
67) 

In this study, the authors examined empirically the training 
policy in two commercial banks. They focus on various 
aspects of training including Management’s attitude towards 
training, training inputs, quality of training programmes and 
transfer of training to the job. Concluding with a positive 
willingness in the banking sector.  (Karthikeyan et al., 2010; 
p. 77-83) 

 
 

2.2.3. Benefits of Training 

Training produces intangible benefits for long period for both, the organization and 
employees who receive it (Ansar, 2010).  Next is presented the main effects of an 
adequate training: 
 

Increase Productivity 

In this area where prior literature focuses mainly. Following is presented a summary of 
the main theories which studied the impact of training in the productivity in economical 
terms: 
 

AUTHORS DESCRIPTION 

Dearden, Reed and Van 
Reenen (2000; p. 52-
54)  
 

They studied the significant effect of training on value 
added per person in England, in statistically and 
economically terms. The conclusions of the study were that 
an increment of five percentage points in the proportion of 
employees trained is associated with a four percent increase 
in productivity. 

Bartel (1989; p. 3026)  In 1989, using a sample of companies with facilities and big 
training inversion, the author conclude that  productivity 
rose around 16%, thanks to training.  

Smith (2001; p. 5-15)  According to him, the productivity of these workers who 
receive formal training can be 230% more productive than 
untrained colleagues who are working in the same role.  

Jacobs, Jones and Neil 
(1992, p.133-139) 

It is a case study of three production job tasks in a truck-
assembly plant where the forecasted financial benefits of 
unstructured and structured from of on the job training are 
compared. From ROI´s perspective, the company gets a 
63:1 ROI for the training investment.  

Badhu and Saxena 
(1999; p. 56-57.)  

The authors concluded in this study that training programs 
are useful to improve the productivity, efficiency and 
effectiveness of managers. 

Cascio (1991; p. 2-10) 
and Flamholtz (1985; p. 
44-61).  

In their research, it is demonstrated that investments in 
training improve financial returns (Swanson, 1998; p. 286) 

 
 
 
 
 
 



11 

 

 

Increase Quality 

In a competitive world, it is always tough to satisfy and sustain loyal customers, which 
normally, are the most profitable (Shamsuddoha, 2009; p. 1-7). The total satisfaction of 
customers is probably the main effect that is searched in the banking sector and it is 
gained via quality because it is the one way to differentiate services (Martin, 2003; p. 
158). Rodriguez Parada (1993; p. 36-60) defined quality in the banking service as “the 
style of working that, with economical efficiency, offers a financial service getting, at 

least, the expectations of the customer”.  
 
Training is important in order to get Total Quality Management (Ansar, 2010) because 
then, the employees to do their job better (Vermeulen et al., 2000; p. 61 – 67). As 
banking sells intangible products, the sales person occupies a relevant place in the 
pursuit of quality financial service. Hence the importance of pursuing further 
satisfaction, as this will lead to excellence in providing the service (Sasser, Olsen & 
Wyckoff, 1978; p. 398-404). The professionalism and kindness of treatment are 
essential to provide a differentiated service which, in turn, provides support for a higher 
unit cost than the competition. Thus, the quality of service of an entity can be written as 
a differentiation strategy in itself (Calvo, 2002; p.118). 
 
 

Fewer complaints 

It is highly related with the prior benefit. Prior studies, which focused in the relationship 
between service quality and customer satisfaction, complain behaviour and commitment 
(Yavas et al., 1997; p.217– 223). According to them, employees are trained to fulfil the 
client’s needs and provide facilities to current clients. Then, the number of customer 
complaints is reduced because employees received training to cater all the quires and 
problems that clients have (Jobber et al., 2009, p.420). 
 
 

Enhance employee skills 

Training helps to expand the horizons of human intellect and an overall personality of 
the employees (Lab, 2010). It provides benefits through presentation, demonstration, 
relationship management, negotiation with clients, objection and handing of clients 
complains (Jobber et al., 2009; p.420), even developing interpersonal liking skills 
(Hawke et al., 2006; p.140-157). 
 
In this industry, price and product differentiation is limited. Then, customer service is 
the principal determinant of competitive advantage. Social skills training should 
theoretically be crucial to gain competitive advantage (Sappey & Sappey, 1999; p. 577-
589). 
 
Avkiran (2000; p. 654-675) conduces a study about this topic where the results show the 
importance that human resource managers provides to interpersonal skills, the 
emotional maturity of new recruits and, in develop, the interpersonal skills of these 
persons who are already workers.  
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Lower staff turnover 

Training increases the loyalty among the employees (Jobber et al., 2009; p.420) and 
enhances the retention of quality workers (Jones et al., 1992; p. 271-299), so it reduces 
the turnover rate (Krishnamoorthy, Misra, Prasad, 2005; p. 427–440). 
 
Studies of training across the developed nations reveal that organisations with lower 
staff turnover are as well, these who spend more revenues in training (McNamara, 
2010). Training increases staff retention, which leads to a significant cost saving, as the 
loss of one competent person can be the equivalent of one year's pay and benefits 
(Umiker, 1989; p. 61-67). In some companies, training programs have reduced staff 
turnover by 70 per cent and led to a ROI of 7,000:1 (McNamara, 2010). 
 
Rosentreter (1979; p. 164-182) analyzed this phenomenon, when the turnover of the 
company reduced, there was a financial consequence of 9:1 in ROI. 
 
 

Increase Motivation in workers 

To improve the motivation of the employees, beliefs play a vital role. It helps sales 
persons to utilize their performance and experience. Training provides the employees 
strength to increase their efforts in attracting new clients and retaining the old clients 
(Jobber et al., 2009, p.420). 
 
According to Mathauer and Imhoff (2006; p. 24), training plays an important role with 
respect to increase the motivation of professionals because in the banking sector, 
workers believe that there exists quite an important link between promotion and training 
(Diego, Diego & Olivar, 2001; p. 629-635). Being able to plan the career path of the 
employees is an efficient retention and motivational tool (KPMG, 2009).  
 

Improve self-confidence 

This is important because when a sales person is trained, he/she has a complete 
knowledge about the product which builds a confidence in employees (Berry et al., 
1992; p. 5-15). As well, the self-confidence helps employees to reply and attract the 
clients according to their behaviour (Jobber et al., 2009, p.420). Micali (1981; p. 5-37) 
concluded that a bank employee develops experience, personality and other success 
attributes with training.  

 

Reduce costs 

Training has incidence as well in costs because training increases the banks efficiency 
which reduces costs and consequently either bearing no net effect on or actually 
reducing the average interest rate for borrowers (Blas et al., 2010; p. 3). This happens 
because, for example, less time and materials are wasted; the maintenance costs of 
machinery and equipment, workplace accidents and absenteeism are reduced 
(McNamara, 2010). 
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In a similar line, Charney and Conway (2005; p. 48) postulate that the savings come 
from: fewer errors, reduced customer turnover, less equipment downtime, increased 
revenue collection, faster equipment start up time, proper implementation of new 
customer strategies, higher workplace morale through more effective management 
practices, less time lost to grievance hearings and work stoppages because of ineffective 
supervision, reduced recruitment costs, etc.  
 
 

Higher job satisfaction 

Prior studies indicated that worker development (Georgellis & Lange, 2007; p. 969-985) 
and job security (Kuckulenz & Mannheim, 2006; p. 27) affects positively the level of 
job satisfaction. The worker feels both situations when he is trained.  
 
Investing time and money in the employees’ skills makes them feel valued and 
appreciated and it challenges them to learn more and get more involved in their jobs 
which lead to a higher productivity (Jobber et al., 2009, p.420). Schneider and Bowen 
(1985; p.423-433) suggest that when a worker feels as an important resource for the 
organization, the final customer will be treated as something worth as well.  
 
 

Increase workforce flexibility 

Training increases the skill set of a sales team and gives them the ability to engage in 
big range of tasks and responsibilities (Jobber et al, 2009; p.420).  Hardt (1997, p. 36-
39) highlights the importance of a staff flexibility which is necessary for a fast 
adaptation to changes in environmental demands. While Berg (1994, p. 77-108) focused 
in the importance of a flexible team in emergency situations, for example the increasing 
of productivity or sickness.  

 

 

Reduced management support 

Training teaches employees how to do their jobs better but it also helps them to work 
more independently and develop a can-do attitude. It provides employees the 
managerial help and guide to solve every problem (Dun & Bradstreet, 2010). A well 
trained employee required less help from the management to solve problems, reducing 
the questions and increasing the efficiency (Jobber et al., 2009, p.420). 
 
 

Others 

Moreover than the benefits explained above, we found in the literature more effects as: 
reducing discrimination (Leard, 2010), reducing shirking (Jones et al., 1992; p. 271-
299), increasing happiness at work and work/life balance (Results Coaching Systems, 
2006; p.13). Training help as well to the employees in attaining personal growth and in 
inculcating the sense of team work, team spirit and inter-team collaborations and also in 
creating the learning culture within the organization, building the positive perception 
and feeling about the organization, improving the morale of the work force, creating a 
better corporate image, etc. (Naukrihub.com, 2010). 
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2.2.4. Methods of training 

There exist various methods of training which can be divided into cognitive and 
behavioral methods (Alipour, 2009; p. 2).  Cognitive methods are related with theory. 
It provides verbal or written information, demonstrate relationships among concepts or 
provide the rules how to do a task (Alipour, 2009; p. 2). As well, they are associated 
with changes in knowledge and attitude by stimulating learning (Hasan, 2009). It is 
considered as the best for knowledge development (Blanchard and Thacker, 1998; p. 
277).  Inside this methods are included:  lectures, demonstrations (Alipour, 2009; p. 3), 
discussions, tutorials, virtual reality (Stiehl, 1985, p. 101), E-learning, films (Jobber et 
al., 2009, p. 424-426), lecture of books and newspapers, utilization of an organization 
memory which includes data based on knowledge about customers and intern 
benchmarking (Martin, 2003; p. 135). 
 
On the other hand, Behavioral methods allow the trainee to practice behaviour in real 
or simulated situations. It stimulates learning through behaviour which is best for skill 
development and attitude change (Alipour, 2009; p. 2). The various methods under this 
approach are: games and simulations, behaviour-modelling, business games, case 
studies, equipment stimulators, in-basket techniques, role plays (Stiehl, 1985, p. 101), 
shadowing, observations (Martin, 2003; p. 135), coaching and mentoring (Clutterbuck 
& Megginson, 2004, p. 87). 
 
The election of a specific method should depend of several factors as the specificity and 
complexity of the knowledge and skills needed, training budget, time available for 
training and the motivation of the learner (Alipour, 2009; p. 2). 
 
 

2.2.5. Induction Course 

In the recent years, Companies in highly competitive industries as the banking sector 
provide an important value to New Employee Orientation courses. It requires several 
weeks or even months of training to familiarize every new employee with the company, 
its products, its culture and policies, even its competition (Reh, 2010). The induction 
course should refer to six areas: the company – objectives, policies and organization-, 
its products, its competitors and their products, selling procedures and techniques, work 
organization and report preparation, relationship management (Jobber et al., 2009; p. 
422). 
 
Clements and Josiam (1995, p. 10-15) studied the induction course in a franchise of 
small hotels. The change from an unstructured buddy system training to a structured 
self-tutorial package represented a forecasted 8,7 : 1 ROI in three months. The reasons 
are that new employees who didn’t receive corporate training waste the company’s and 
other employee’s time by asking for assistance and slowing the overall productivity 
time. As well, they make mistakes because they don’t know how to handle certain 
situations (O'Tools, 2009). 
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2.2.6. Measure 

In order to know if a training program is well designed and profitable to an 
organization, it should be measure. Kirkpatrick (1996; p. 54-59) was the first in analyze 
the evaluation process. The author emphasized in the idea of evaluating four different 
levels of training: reaction, learning, behaviour and results, instead of just studying the 
reactions of the trainees.  
 
In the same year, Kaplan and Norton (1996, p. 75-85) define the theory of balanced 
scorecard. It measures the performance of a framework and adds strategic non-financial 
performance measures to traditional financial metrics to give managers and executives a 
more 'balanced' view of organizational performance. It suggests the view of an 
organization from four perspectives: learning and growth, business process, customer 
and financial perspective. Thanks to this feedback around both the internal business 
processes and external outcomes it is possible improve strategic performance and 
results. 
 
 

2.2.7. How it will be a perfect training? 

The perfect training should be imparted by experienced instructors with high knowledge 
in the matter who posses communication skills. On the other hand, trainees must be 
carefully chosen, so that they can absorb, retain, and use the new information for their 
jobs (Leard, 2010). The training method should be so arranged that it will stimulate 
learning, and maintain interest throughout, and relevant to the jobs to be done, being 
evaluated periodically, to determine if the frequencies are effective and whether they 
have been positively impacting on the overall productivity of the organization, so that 
adjustments can be made to ensure progress and continuity (Leard, 2010). 
 
As well, it should be constantly reviewed and adapted to take account of changing 
personal circumstances and market situations (Neske, 2010) and adapt when a new 
product is launched because it should be considered as a key part of the new product 
introduction (Moorhead, 2008).  
 
 

2.3. Culture 
Different authors studied the effects of international Training. The most important 
studies which developed explanations or guidelines for the Training function in the 
multinational corporation are made by Adler and Ghadar (1991, p.235-259); Milliman, 
Von Glinow and Nathan (1991; p. 318-339); Wunderer (1992, p. 161-181); Adler and 
Bartholomew (1992, p. 52-65.); Kumar (1992, p. 305-337); Schuler, Dowling and De 
Cieri (1993; p. 419-459), and Taylor, Beechler and Napier (1996, p. 959-986) (Festing, 
2007; p. 43-63). 
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Sadly, most of the studies with cultural content, concentrate on the consumer behaviour 
field (Youngdahl, Kellogg, Nie & Bowen, 2003, p. 109–120). In the era where all 
scenarios are changing (Ferdows, 1997; p. 102–109), as an organization start their 
business overseas, there is a drastic need of multicultural and study in operation 
managements (Prasad & Babbar, 2000; p. 209–247). Prior researches show that the 
culture of a nation can play a vital role in multinational businesses (Flynn & Saladin, 
2006, p. 583-603) but also demonstrates that own company’s culture affects as well 
(Bates, Amundson, Schroeder & Morris, 1995; p.1565–1580). Jones (2007; p. 48 – 62) 
studied the impact of culture in a multinational training. He concludes that in the task of 
trying to achieve corporate needs to increase efficiency, productivity and profitability, 
culture poses an important barrier. 
 
Culture is defined as “the accumulation of shared meanings, rituals, norms and 
traditions among the members of an organization or society.” It includes the both 
abstract ideas, values and ethics, and the material objects and services, which are 
produced or valued by a group of people (Solomon et al., 2006; p. 524-554). 
 
 

2.3.1. Adaptation or Standardization of training across cultures 

With the development of international business, companies face with a critical choice of 
strategic solutions when they try to enter into foreign markets and operate there: 
adaptation or standardization of training policies.   
 
Although the paradigm of standardization or adaptation has been analysed for more than 
four decades during the recent years, the discussion about this problem is weak (Ryans, 
Griffith &White, 2003; p.55-75). Next is presented the main theories about it.  
 
Medina and Duffy (1998; p.223-243) defined adaptation as “independent/self-
propelled modification of standards -tangible and/or intangible attributes- or products 

intended for the country’s inner target market with the aim to make the products 

economically and culturally suitable for consumers of foreign markets” (Alimien & 
Kuvykait, 2008; p. 40). Logically, all this modifications in products, services, etc. are 
translated to training policy. 
 
 

AUTHOR DESCRIPTION 

Levitt (1960; p. 56)  

 

“It is clear that a company should take actions that 

stimulate the demand. It should adapt itself according to 

market requirements, and this should be done sooner or 

later.” (Alimien & Kuvykait, 2008;  p. 42) 

Onkvisit and Shaw 
(1990, p. 97-11); 
 Rosen  
(1990; p. 57-71); 
Whitelock and Pimblett 
(1997, p.1-10);   

They postulated that the first objective of a company is the 
long-term profitability, not minimisation of costs through 
standardization. As with adaptation, consumer’s needs in 
different countries are satisfied better, so the sales increase.  
(Alimien & Kuvykait, 2008;  p. 43) 
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Wills, Samli and Jacobs 
(1991, p.1-10.). 

They indicate that only several markets are objectively 
similar. Then, best way to attract customers and to maximise 
sales, is to adapt every country. (Alimien & Kuvykait, 2008;  
p. 43) 

Solomon, Bamossy, 
Askegaard and Hogg 
(2006, p. 524-554) 

Their approach assumes that each culture is unique, with its 
own value system, conventions and regulations. This 
perspective argues that each country has a national 
character, a set of behaviour and personality characteristics 
that distinguee from other nations (Solomon & Anand, 
1985; p. 315–318.).  
 
An effective strategy must be tailored to the sensibilities and 
needs of each specific culture.  

Daft (2000, p.20)  Believes that “business is not made in markets, business is 
created and implemented in societies, therefore it is 

necessary to understand the needs of all those societies and 

to take them into consideration when making and executing 

business decisions.” (Alimien & Kuvykait, 2008;  p. 42) 

Svensson 
(2001; p. 6-18)  

He postulated that theoretically it is possible to create a 
unified strategy for the global market, but in practice it is 
necessary to do changes in operational and tactical solutions 
in order to adjust for market needs, seeking to pursue global 
business successfully (Alimien & Kuvykait, 2008;  p. 43). 

 
On the other hand, Medina and Duffy (1998, p.223-243) defined standardization as 
“the process of development of standards (tangible and/or intangible attributes) of 

products intended for the country’s inner target market abroad the country and their 

effective adaptability in foreign markets” (Alimien & Kuvykait, 2008; p. 40). 
 

AUTHOR DESCRIPTION 

Keegan and Green 
(2000; p.441-445)  

In their point of view, this strategy has the ability to 
combine activities and strategies that help to achieve global 
activities with success (Alimien & Kuvykait, 2008; p. 41). 

Levitt (1983; p.92-
102); Ohmae (1989, 
p.152-161); Douglas 
and Craig (1989; p.47-
59); Yip, Loewe and 
Yoshino (1988, p.37-
48). 

They believe that for the companies that use advantages 
provided by the global market, it is easier, maybe, to satisfy 
similar consumer needs across different countries, using a 
global sales networks, move solutions from one country to 
another and use the advantages acquired globally by the 
company (Alimien & Kuvykait, 2008; p. 41). 

Prahalad and Bettis 
(1986; p.485-501) 

Concludes that standardization provided advantages for 
companies which seek to operate globally, transcending 
national barriers and expanding activity operations in 
different countries (Alimien & Kuvykait, 2008; p. 41). 

Segal-Horn (1996; 
p.12-17) 

Postulates that global companies acquire a competitive 
advantage that is difficult to copy,  may decreasing general 
and logistics expenditure or with the standardization of 
some activities, as marketing, training or creation and use of 
technologies, etc (Alimien & Kuvykait, 2008;  p. 41). 
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2.3.2. Kinds of cultures 

Although every culture is different, prior literature aimed to reduce these differences 
into simpler principles. The most used method of differentiation between cultures 
focused on the emphasis on individualism or collectivism (Solomon et al. 2006; p. 524-
554). 
 
According with Hofstede (1994, p. 260) collectivism is “stands for a society in which 
people from birth onwards are integrated into strong cohesive in groups, which 

throughout people’s lifetime continue to protect them in exchange for unquestioning 

loyalty.” In collectivist cultures, people subordinate their personal goals to those of a 
stable in-group (Solomon et al. 2006; p. 524-554). Most Latin, Asian, and African 
countries are collectivist (Weech, 2001). 
 
By contrast, consumers in individualist cultures attach more importance to personal 
goals, and people are more likely to change memberships when the demands of the 
group become too costly (Solomon et al., 2006; p. 524-554). In these countries people 
value autonomy and seek self actualization (Weech, 2001). 
 
Individualism was defined as: “the stands for a society in which the ties between 
individuals are loose: everyone is expected to look after himself or herself and his or 

her immediate family only” (Hofstede, 1994; p. 260). It is mainly composed by 
Northern European and English-speaking countries, being United States the most 
individualist country in the world (Weech, 2001). 
 
 

2.3.3. Cultural Frameworks 

In prior literature, we found some models and frameworks that are important to 
understand the differences between cultures in the business world (Terpstra et al., 2000, 
p.66-67) (Hofstede, 1994; p.260) (Wills et al., 1991; p.1-10) (Sherry, 1986; p. 573–
575). 
 
According to MarketingTeacher.com (2010) the Terpstra and Sarathy Cultural 
Framework (2000) “helps marketing managers to evaluate the cultural nature of an 
international market”. They postulate that differences between countries could be 
divided in eight categories: language, religion, values and attitudes, education, social 
organizations, technology and material culture, law, politics and aesthetics (Terpstra et 
al., 2000, p.66-67). 
 
Another point of view was proposed by Hofstede (2001; p. 225). He defined and 
differentiated between cultures on various dimensions: collectivism vs. individualism, 
power distance, uncertainty avoidance, masculinity vs. feminism and long vs. short term 
orientation.  
 
As well, in his studies, the author scores dozen of countries according to these 
parameters (Tavares, 2010). According to the 5D Model of Geert Hofstede, Spain has 
similar scores to Pakistan in the Power Distance Index, Masculinity and Long-Term 
Orientation have been only differentiated in Individualism and Uncertainty Avoidance 
Index (Geert-Hofstede.com). 
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In the same line, Sherry (1986; p. 573-575) defines three functional areas of a cultural 
system: ecology, social structure and ideology. On the other hand, Wills, Samli and 
Jacobs (1991; p.1-10) include learning in their model of culture. This dimensions of 
learning are used in a cross-cultural model propose a direct relationship between a high 
or low culture context and the probability of the success in the adaptation of a new 
product (Wills et al. 1991; p.1-10). 
 
 

2.3.4. Religion 

Religion is one of the most important components of a culture (Terpstra et al., 2000, p. 
66-67), having a deep impact on consumer variables as personality, attitudes towards 
sexuality, birth rates and household formation, income and political attitudes (Solomon 
et al., 2006; p.590). As well, it is considered as a potential valuable of consumer 
behaviour (Elliot, 1994; p. 159–179). It was defined by Barrett (2001; p. 25) as “a 
social construct encompassing beliefs and practices which enable people, individually 

and collectively, to make some sense of the Great Questions of life and death”. 
 
Another point related with religion is the differences between genders. In some 
countries, the women’s role is limited only to work in the households. For example, in 
these cultures it is not possible for women to be trainers to undergo training programs 
because people will not be receptive (Naukrihub.com, 2010). In other countries, the 
women’s role is equal to a men’s role.  
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Chapter 3: Methodology 
 

In this chapter we discuss about methodology. It is divided in the theoretical and the 

practical part. The Theoretical includes our background, why we choose this topic, 

what methods we use to collect the data and the reasons to choose it, etc.  Inside the 

Practical part, we explain carefully our interviews and our respondents´ backgrounds.  

 

 

3.1. Theoretical Methodology  
 

3.1.1. Choice of subject  

Actually, banking sector is the most discussed topic in news, newspapers, internet or 
journals of economy around the world. The reasons why we choose to investigate this 
field, is related with our personal surroundings, that we explain it later.  With banking 
background, we are aware of the importance of training but according to our experience, 
we are not sure that every employee in banking sector is aware of this importance. The 
sales force plays a very vital role in the success of any business, especially with those 
that are related with to consumer level. To provide information to the consumer about 
the product and services, the companies hire skilled sales force to deliver the message in 
a better way. As a result, sale occurs and banks earn profit, it all due to the training of 
the sales force.   

 

When we are looking to consumer banking, its purpose is to provide the best services in 
order to satisfy their needs according to the regulations. Every consumer has its own 
demands or problems that are need to be fulfilled to maintain the satisfaction level with 
them. In order to satisfy the consumer, every sales person gets a set of training.         
 
Moreover, we thought it is an interesting and current topic to analyze. With the global 
economical crisis as context deliver quality service to customers is an obligation for 
survival in today’s competitive banking environment (Samli & Frohlich, 1992, p. 15-
22). Actually, the training becomes a compulsory part of consumer banking due to 
competition among different banks and to attract more consumers. In the current 
situation, consumers want the best services and information about new products to 
satisfy their needs and get more returns as demand. The team that increase and build 
satisfaction in the mind of consumer is only sales force.             

 

 

3.1.2. Authors background 

As we explained before, the selection of this field to investigate is highly related with 
the personal background of the authors: 
 

• Jesús Carlos Morales Gajete, was born 25 years ago in Spain. Nowadays, he is 
studying at Umeå School of Business and Economics (Umeå, Sweden) his 
Master in Marketing. Before this, he finished his Bachelor in Business 
Administration and Management in ETEA School of Business (Cordoba, Spain, 
in 2003–2008). Without regard to jobs of less importance, Jesus worked in “La 
Caixa” (July 2009) like a Teller, “Caja España” (from April to June 2009) as a 
sales person and in “Bankinter” (from June to December 2008) as a sales person. 
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• Tahir Bashir is studying as well, his Master in Marketing at Umeå School of 
Business and Economics (Umeå, Sweden). Before that, he made a degree of 
MBA, specialization in Banking and Finance, in Pakistan (2004-2006). He also 
acquired experience of retail banking and employed as a customer relationship 
executive (2006-2009). He had interest in marketing and sales and attended 
different workshops related to sales and selling management.  

 

 

3.1.3. Choice of methodology 

Selection of methods it is very important in order to conduct research. The methodology 
provides guidelines and useful information how to conduct research and what research 
approach is followed to fulfill the objectives. We conduct a research design with an 
interpretivism which examines different training aspects of sales teams. These different 
aspects measure the effects of training and role of culture to influence training policies.  
We used a case study approach of a multinational bank under the comparison to related 
theory. Our analysis explained which benefits has the training of sales force, in 
connection with the theory and results (Eisenhardt, 1989, p. 532-550). The theories 
about the training help us to compare the components and effect that differentiate the 
training among different cultures. 
 
For our research question, we choose an analysis of two different sale forces across 
countries with different cultures. The abductive approach is used to analyze the effects 
of training in the light of theories and interviews. The analysis should be attractive for 
the reader because in our investigation, we analyze in an international context the 
important differences inside the same international company, Citibank. Moreover, we 
thought it is especially interesting to choose a sales team because it is the backbone of 
all types of financial institutions (Sales Training Techniques, 2009). 
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3.1.4. Research process 

Our research process was prepared according to figure 1, presented below. It illustrates 
the range of possible choices, paradigms, strategies and steps. 
 

Figure 1: The research process 
 

 
Source: Saunders Lewis and Thornhill (2000 ; p.102)  

 

 

3.1.5. Research philosophy 

According to Saunders, Lewis and Thornhill (2000; p. 101) it is related to the 
development of knowledge and its nature. Inside the business research exist three key 
philosophies: positivism, interpretivism and realism.  Positivism is derived from natural 
science and is characterised by the testing of hypothesis developed from existing theory 
through measurement of observable social realities. The emphasis is on structured 
methodology that helps to replication, while the end product should be law-like 
generalisations similar to those produced by the physical and natural scientists 
(Saunders et al., 2000; p.103).  
 
Interpretivism requires that the researcher seeks to understand the subjective reality 
and meanings of participants. In the social world it is argued that individuals and groups 
make sense of situations based upon their individual experience, memories and 
expectations (Saunders et al., 2000; p.106). Meaning therefore is constructed and 
constantly re-constructed through experience resulting in many differing interpretations. 
They are these multiple interpretations that create a social reality in which people act 
(Hatch & Cunliffe, 2006; p. 42-43). Realism believes in, and seeks to understand, the 
existence of an external and objective reality that influences people’s social 
interpretations and behaviours but which may not be perceptible to them. It recognises 
that people themselves are not objects to be studied in the style of natural science 
(Saunders et al., 2000; p.104-105).  
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As we aim with our research question to interpret the reality, we choose an 
interpretivism approach.  While using the advantages of this method it is possible for us 
to interview people because it is related with qualitative methods. As well, with the 
individual experience or opinions of our relevant interviewees, it is possible to make 
sense of our analysis of Citibank’s sales team and their branches.  

 

 

3.1.6. Research approaches 

According to Easterby-Smith, Thorpe, Jackson and Lowe (1991) there exists three 
approaches to identify the research that helps in defining the roadmap of the research 
(cited by Saunders et al., 2000, p. 89). The selection of the research approach support us 
with the selecting of the research strategies and data collection methods.  First, it guides 
decision about our research design. It is the overall design or relationship of a piece of 
research: what kind of evidence and data is collected and from which source, and how 
such evidence and data is explicate in order to provide good answers to the basic 
research questions (Saunders et al., 2000, p. 89). The research approach is guideline in 
which the data is collected through primary and secondary sources and related to 
theories in order to explore the results.   
 
Second, it leads to those research strategies that are related to the research work, 
importantly, those that are not linked with research questions. Third, the knowledge of 
the different research traditions enables the researcher to adapt research design to 
provide for constraints. It may happen from a lack of understanding the topic (Saunders 
et al, 2000, p. 89). 
 
In an investigation exists different research approaches, then, researchers have to select 
one or more to complete their studies.  There exist three types of approaches: inductive, 
deductive and abductive approach (Bryman & Bell, 2007, p. 11-15). 
 
When we use a deductive approach, it means that we start from the theory and move to 
the reality.  In other words, we develop a theory first and that theory guides to the 
research strategy, observations and findings. Theories guide to the empirical study 
(Bryman et al., 2007; p. 11-15), involving the development of a theory that is subjected 
to a precise test (Saunders et al, 2000, p. 87). Deductive approach allows the researcher 
to be free of what is being observed and the generalization (Saunders et al., 2000, p. 88). 
Deductive approaches usually use highly structured methodologies to assist duplication 
(Gill & Johnson, 1997; p.32). Bryman and Bell (2007; p. 11-15) suggested the process 
as: 
 

Theory → Observation/findings 
 
The opposite of deductive is inductive. It means that with the help of empirical study it 
is possible to generate a new theory and the results can be generalized (Bryman et al, 
2007, p. 11-15). The inductive approach stresses more on the background or context on 
which events are taking place and in the understanding of the significance awarded by 
humans to the events themselves (Campos & Antunes, 2001, p. 11). Bryman and Bell 
(2007; p. 11-15) advocate for a process as:   
 

Observation/ findings →  Theory 
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Deductive approach owes more to the positivist research philosophy and the Inductive 
approach is related more to the phenomenological philosophy (Saunders et al, 2000, p. 
87-88).  The combination of both, inductive and deductive approach is called 
Abductive. This approach is characterized by a loosely coupled relationship between 
theories and research (Bryman et al, 2007, p. 11-15). Researchers see it as the research 
to develop “new” knowledge (Andreewsky & Bourcier, 2000; p. 836-845). Abduction 
uses creativity to break out with the limitations of both methods, because both have 
problems to establish relations in the knowledge constructed already (Kirkeby, 1994; p. 
122– 152). As well, Bryman and Bell (2007; p. 11-15) suggested the process as: 
 

Observation/ findings →  Theory → Observation/ findings   
or 

Theory → Observation/findings →  Theory 
 
In order to answer our research questions, we use an abductive approach. With this 
action, we solve the deficiencies of both methods and is possible develop new 
knowledge. First, and in order to get knowledge about the training impact and its 
cultural differences we search for the theories that are necessary to answer our research 
questions (Theory). Thanks to these theories, we design our interviews, which lead to 
empirical conclusions (Observation/ findings). This empirical conclusions compared 
with the previous theories create a new knowledge or theory (Theory). 
 
 

3.1.7. Types of research 

Our Thesis is based on a case study of two different branches of the same bank, 
Citibank Spain and Citibank Pakistan. So we combine the results of two case studies 
with a literature review.  
 
There are three types of case studies: Exploratory, Descriptive and Explanatory research 
(Yin, 2009; p.1-14). Exploratory research is used when there is just little or no 
previous research or data available that we could have used for the research problem 
(Bryman et al, 2007).  
 
According to Robson (2002; p.59), Exploratory studies are valuable to find out what is 
happening, to seek new insights, to ask questions and to assess phenomena in a new 
light. There are three principal ways of conducting exploratory research: (Saunders et 
al., 2000, p. 97) 
 

• A search of the literature 

• Talking to experts in the subject 

• Conducting focus group interviews. 
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According to Robson (2002; p.59) the descriptive research is used to portray an 
accurate profile of persons, events or situations. This may be an addition or a piece of or 
a part of exploratory research. Descriptive research is used when any theory is available 
and you describe the series of problems. In descriptive research it is necessary to have a 
clear picture of the phenomena on which the researchers wish to collect data (Saunders 
et al., 2000, p. 97). The descriptive research mostly uses the quantitative method to 
collect the data. 
 
According to Bryman and Bell (2007, p. 98), explanatory research is used to analyze 
and explain the phenomena. The cause and effect relationship developed in this 
research. The emphasis of explanatory studies is that it is possible to study a situation or 
a problem in order to explain the relationships between variables. The type of research 
shows the relationship between the variables, such as in this research where the 
variables are training and sales force. In this research type, the data is mostly collected 
through the qualitative method.  

 

We selected an explanatory approach because with our case study of the Citibank’s 
sales team and our research objective, we aim to explain the phenomenon of training 
across cultures and its impact on sales force performance.  Another reason considered to 
choose this approach, was that it is composed by a cause and effect relationship. This 
fact helps us to analyze the relationship between Training investments (cause) and 
Training benefits (effect).  
 
 

3.1.8. Case study research 

Before selecting the case study we analysed other types of research design as 
experimental design, cross-sectional design, social survey, longitudinal design or 
comparative design (Bryman et al., 2007; p. 38-72). But finally, we selected to do a 
Case Study.  
 
The case study refers to a deep peruse of a specific case. This kind of research refers to 
a specific way to collect and present data. It is always related to a qualitative research, 
because it looks intensely to the subject drawing relevant conclusions. It aims to 
understand the characteristics that define a particular bounded system, and perhaps to 
describe an event or process occurring within that system (VanderStoep & Johnson, 
2009, p.209-210). It is possible to do a case study of organizations, individuals, 
institutions, programs, neighbourhoods, processes and even events (Yin, 2009; p.1-14).  
 
According to Gall, Borg and Gall (1996; p.545) the four characteristics of case study 
research are:  

1. Phenomena are studied through focusing on specific cases. 
2. Each case is studied in depth. 
3. Phenomena are studied in their natural context. 
4. Case study research takes the perspective of those within the case, rather than 

the researcher’s perspective. 
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We selected a case study approach because it was the one which fulfils all our 
requirements. As we collected the data by semi-structured interviews, we need a 
qualitative method. As well, it could be used within Citibank, studying this deeply and 
in their natural context and from our own perspective. As we mentioned above, this 
research aims to analyze carefully training effects and differences between countries 
inside a multinational bank.  
 
 

3.1.9. Data analysis 

After every interview, we transcript and translate it. The next step of this process was 
study the information, analyze, separate and to group it according different factor of our 
literature review. This fact, allow us connect our theoretical framework with our 
empirical findings, which lead us to our final conclusions about Training benefits and 
its cultural differences.    
 
 

3.1.10. Quantitative and Qualitative approach  

Quantitative research refers to a set of numerical data, which could be analysed to 
determine if there exists a relationship between them. Moreover, variables are directly 
measurable as they are easy to convert into a numerical form, to be statically analysed 
(Gratton & Jones, 2010; p. 21-24). 
 
This research has as the main goals: measurement, causality, generalization and 
replication (Bryman et al, 2007; p.168-172). Moreover, this research allows to the 
researcher to be familiar with the problem or the concept that is analyzed and to test the 
hypotheses (Gratton et al., 2010; p. 21-22). 
 
A quantitative research attempts to divide and define concrete measurable phenomena 
or common categories that can be extrapolated to all situations and similar subjects 
(Winter, 2000). It is closely aligned to the positivist approach (Gratton et al., 2010; p. 
21-22). 
 
Methods which are more used in Quantitative approach are: interviews, questionnaires, 
social surveys, structured observation and content analysis (Bryman et al., 2007; p.143-
178). 
 
On the other hand, Qualitative research uses a non-numerical data and analysis of this 
to understand and describe concepts. Its purpose refers to “capture meanings or qualities 
that are not quantifiable, such as feelings, thoughts, and experiences”, concepts that 
were always associated to interpretative approaches (Gratton et al., 2010; p.22-23). 
A qualitative researcher has to interpret the form of words and convert it into numbers. 
Unlike quantitative research, the issue of “how many” is not relevant (Gratton et al., 
2010; p.22-23).  Moreover, it uses a naturalistic approach that seeks to understand 
phenomena in context-specific settings (Golafshani, 2003, p. 597-607). 
 
Qualitative Methods which are more used: ethnography and participant observation, 
interviews, focus groups, documents, conversational and discourse analysis (Bryman et 
al., 2007; p. 401-438). 
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According to our research design and research approach we selected a qualitative 
research. With the advantages offered by this method, it is possible for us to get a rich 
quality data which helps us to answer our research questions about the training’s 
benefits and its differences across cultures.  Moreover, it helps us to analyze prior 
theory related with training and culture and to compare both cases of study of Citibank. 
 
In our opinion a quantitative method is not able to capture the type of knowledge that 
we need.  As well, as we ask for opinions and own experiences of the interviewees, it is 
really difficult for us to predict all the possible answers to ask it on a quantitative 
method. Also, these possible answers could lead the final response of the interviewees. 
This fact could decrease the objectivity of the research.  
 
 

3.1.11. Methods for data collection 

As we described above (2.1.10.), we chose a qualitative research. Between all methods 
to collect the data that we mentioned above, we decided to use only interviews.  
Generally, an interview collects data of concepts that are difficult or inappropriate to 
measure and allows respondents to answer free. Interviews are adequate for gaining rich 
data from smaller sample groups. Moreover, it is often associated from the respondent 
point of view, why and how it is a phenomenon (Gratton et al, 2010; p. 145-152). 
 
According to Veal (2006; p. 198), there exist three situations where interviews should 
be used:  

1. When there is only a low population, it makes the quantitative approach of the 
questionnaire inappropriate. 

2. When the information is expected to vary considerably amounts responds, and 
such information is likely to be complex and thus difficult to measure using 
other methods. 

3. When the research is exploratory, and interviews may be used to identity 
information that could be used to refine. 

 
Our research could be register inside a second situation, so it is the main reason to 
choose interviews. Between all the types of interviews that already exists: structured 
interviews, semi-structured interviews, unstructured interviews, narrative interviews and 
focus groups, the one which adapts the best to our purpose is the semi-structured 
interview (Gratton et al., 2010; p. 139-144).  
 
This approach uses a schedule or set of questions. The main difference with the 
structured interview is that the researcher adopts a flexible approach to data collection, 
altering the sequence of questions, even including new questions or remove, depending 
of the individual (Bryman et al, 2007; p.474).  Thanks to this approach we can modify 
the interview schedule and adapt to every respondent. This fact helps us to get more rich 
data than the other types. This is the reason why we choose it.  
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3.1.12. Primary and secondary data 

Primary research refers to an investigation that includes original data collected 
specific to that particular research project (Gratton et al., 2010; p. 20). It means that our 
data is constructed specifically for this research, collected by ourselves. Generally it is 
collected by asking experts or individuals of the population object of study, using 
research methods such as questionnaires or interviews (Kent, 2006; p.68-79). 
 
Secondary data refers to the information that was originally collected for other 
purposes than the current research. This data was collected previously and it is available 
in different sources, like internet, books, national governments or archive data (Kent, 
2006; p.68-79). 
 
In order to answer our research questions, we used a combination of primary data and 
secondary data. Primary data is collected through interviews with the Training Head 
Department and sales managers because it was necessary to answer our research 
question. Our primary data provide us new knowledge that is not available on secondary 
data.  
 
The using of secondary data as well was motivated because our theoretical framework is 
based on it. It was collected from the Umea University database, which includes the 
books and articles related to our topic. We also found data by searching keywords such 
as sales, training, commercial bank, benefits of training or culture, etc. The secondary 
data provided us the base to form the theories related to the sales team. The secondary 
source consists on emerald full text and EBSCO data base.  
 
 

3.1.13. Trustworthiness 

One of our main objectives is produced knowledge accepted by the scientific 
community. In order to get it, we used, to test the trustworthiness of our research, the 
four criteria to evaluate research work proposed by Lincoln and Guba (1985, p. 301): 
credibility, transferability, dependability, and confirmability. These criteria are adapted 
to evaluate quality of a qualitative research, which is the method used by us to answer 
our research questions (Bryman et al., 2007, p.411). 
 
Bradley (1993, p. 436) defines credibility as the “adequate representation of the 
constructions of the social world under study”.  This concept helps researchers to 
establish confidence in the ‘truth’ of their findings (Zhang & Wildemuth, 2008, p. 6) 
and replaces the quantitative idea of internal validity (Bryman et al., 2007, p. 411).  
 
Transferability replaces the concept of external validity (Bryman et al, 2007, p. 411) 
and refers to the extent to which the researcher’s conclusions can be applied in another 
context. This criteria are related to provide a detailed portrait of the setting in which the 
research is conducted (Zhang et al., 2008, p. 6) 
 
Dependability takes the quantitative idea of reliability (Bryman et al, 2007, p. 411). It 
was defined as: “the coherence of the internal process and the way the researcher 
accounts for changing conditions in the phenomena” (Bradley, 1993, p.437).  
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Confirmability replaces the objectivity concept (Bryman et al, 2007, p. 411).  It refers 
to “the extent to which the characteristics of the data, as posited by the researcher, can 
be confirmed by others who read or review the research results” (Bradley, 1993, 
p.437). 

 

 

3.2. Practical Methodology  
 

3.2.1. Conception of the interview 

In order to answer the research questions, we decided to use a semi-structured interview 
inside the qualitative approach. Then, we prepared two different kinds of interviews to 
answer our different research questions.  
 
To answer the first research question: “What effect has the training of sales teams in the 
success of consumer banking?” we prepared a type of interview which was answered by 
eight sales persons, four of every branch. To answer our second research question: 
“Does training vary between different cultures?” we prepared a different interview 
answered by Training Department’s Head.  
 
To prepare the interview design we have always in mind the “specific rules when 
designing questions” of Bryman and Bell (2007; p.267) about language, formulation of 
questions, etc. 
 
To ask the respondents, we used a communication by Skype or telephone. The duration 
of the interviews was between 30 and 45 minutes, in the case of sales managers, and 
one hour in the Training Head’s case. In which we asked some general questions and 
discussed questions based on the research question. The interviews were collected in the 
evening time, when the respondents feel less busy with their diary works, after arrange 
an appointment with the respondents.  
 
Aiming to get the richest data possible, we mailed the interview structure some days 
before the appointment. With this action, the respondents could prepare and think about 
the questions before and respond deeper answers.  
 
 

3.2.2. Interview structure 

Before we describe both kinds of interviews, we want to explain that both have a mutual 
area. It is linked with personal questions, in order to get knowledge about our 
respondents, about their background, etc. Questions were similar in every case: name, 
age, studies, years of experience and years in Citibank. 
 

What effect has the training of sales teams in the success of consumer banking? 

These interviews were conducted in order to get opinions of persons that are “in the 
fighting field”. This interview is divided in two main areas: training questions and 
opinions questions. In the first area, training questions, we want to know about specific 
knowledge concerning training, asking: 
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• How many hours do you spend in Training per week? 

• Did Citibank do a special Training when they hired you? Do you think that you 
needed this? 

• How do you think did the training affect your work? Did the sales increase? Did 
the satisfaction of clients increase?  

 
In the second area, we want to know by the point of view from the respondent what he 
thinks about training and sales: 
 

• Do you think that sales skills are innate or can be acquired with the practice? 

• Do you think that training is important to get more customers or retain whose 
are clients already? 

• After some years working, your sales skills are improved. Do you think that is 
caused by the training? 

• Does Citibank do a special training when new workers are hired? 
 
As well, we used some questions from the Training Head’s interview to answer this 
research question. The used questions are:  
 

• Do you think that a good training policy is profitable? Is it possible to measure it 
in Euro? 

• Do you think that sales skills are innate or can they be acquired with practice? 

• Does Citibank do a special training when new workers are hired? 
 

 

Does training vary between different cultures? 

This interview was prepared to get a better understanding of Citibank’s training policy 
and to test how it varies across different branches. With this goal, we interviewed to 
Spanish and Pakistani Training Department Heads, focusing in every interview in their 
own branch. This interview is divided in three areas: training questions, department 
questions and personal opinions.  
 
While aiming to get a better understanding of the Training System of Citibank we ask:  
 

• Can you describe us Citibank’s training policy? 

• What methods and tools does Citibank use? 

• Which knowledge areas are included in the Citibank training? 
 
To know the grade of autonomy of the department, we asked:  
 

• Do you think that the same trainings are used across Citibank or are there varies 
depending on different countries, cultures, etc.? 

• Were decisions for the branch taken by the department or did you follow 
instructions for every superior department? 

• Can you tell us the budget of the department? 
 
 

 



31 

 

3.2.3. Language of the interviews 

We chose two different languages for our interviews: Spanish and Urdu, depending on 
the mother tongue of the respondents. The main reason for this decision was that the 
interviewer and interviewee feel comfortable and can express and understand each other 
more easily. Of course, after those interviews, we transcript and translate everything in 
English. 
 
Moreover, the language was clear, adapted to our respondents, persons with a high level 
of education and culture, and without technicalities, understandable for persons with no 
relationally of banking and the training field.  
 
 

3.2.4. Ethical considerations 

During the process of the interviews, we followed the ethical principles described by 
Diener and Crandall (1978; p.19) in their book “Ethics in social and behavioural 
research”. Those principles are divided in four main areas:  
 

• Whether there is harm to participants. 

• Whether there is a lack of informed consent. 

• Whether there is an invasion of privacy. 

• Whether deception is involved. 
 
Moreover, we followed other ethical principles like: data protection, reciprocity and 
trust, and affiliation and avoid conflicts of interest (Bryman et al, 2007; p. 132).   
 

 

3.2.5. Population and sample 

As we explained above, we made two different kinds of interviews in order to answer 
our two different research questions. In the first kind of selection, we didn’t use a 
sample because it was with Citibank’s Training Head of Spain and Pakistan.  

 

The main reason why we choose those branches is because they are the nature countries 
of the authors of this thesis. In Spain, the data of workers is around 3,200 persons 
(Citibank Spain, 2010) and in Pakistan, Citibank has over 1,100 employees (Citibank 
Pakistan, 2010). 
 
The method we used to sample was by Snowball sampling. This method is included 
inside Non Probability samples, defined as a sample that has not been selected by using 
a random selection method (Bryman et al., 2007; p.732). Snowball sampling is when 
“the researcher makes an initial contact with a small group of people who are relevant 
to the research topic and then uses those to establish contacts with others” (Bryman et 
al., 2007; p.732). 
 
In Spanish Citibank, we had only an initial contact with a Communication Head. 
Thanks to his help, we had contact with sales managers and the Training department. 
On the other hand, in Citibank Pakistan, we had contact with the head of the training 
department and he helped us to do interviews with the sales managers of different 
regions. For that purpose, we selected snowball sampling.  
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As well, we want to specify that we don’t use a probability sample, because we search 
for rich quality of data and with this method, we get it. Our contact persons on Citibank 
provided us the telephone number of those sales people considered as an eminence in 
this field. In the case of Training Heads, it was different because it was impossible to 
make a sample as it is only one person per country in this position.  
 
The final number of respondents was ten, five from every branch. The reason was that 
we got a theoretical saturation. It was defined as “the point when there are no more 
new insights are being generated during the investigation” (Bryman et al, 2007; p. 
733). 
 
 

3.2.6. Presentation of the respondents  

In this section is described briefly the background of our respondents. Our interviewees 
for the Spanish branch were: 
 

• Fernando Perez is the Citibank Spain Training Head, who has a degree in 
Computer Science. He has a long trajectory during several companies, since he 
started twenty years ago in the field of Training. Before Citibank, where he 
started to work four years ago, Perez worked as an external consultant for other 
banks.  

 

• Jaime Muedra, who has a degree in Law, is the Sales Department Head in 
Citibank Spain. With an experience of twenty-five years in banking, twenty-
three of those in Citibank, he started in the Billing department. After some years, 
he was a sales person, a branch manager, the Director of the northern and central 
area until nowadays. At the moment he is the Sales Department Head. 

 

• José María Vicente is the Director of the South Area. He organizes sales, 
training and other fields in Andalusia, Canary Islands, Balearic Islands, Valencia 
and Extremadura. With more of thirty-five years of experience in the field of 
sales, he works during these years in diverse positions, always in Citibank.  

 

• Jesús Villalba-González is nowadays an Assistant of the South Area Director, 
José María Vicente. After his Degree in Economics, he started at Citibank 
eleven years ago. After he was a sales person in different offices, he raised until 
he became a branch manager. After seven years with success in this position, he 
amounted until his actual work. 

 

• Mónica Alfaro Escobar, who has a degree in Business, has a long experience in 
sales. She started in Citibank thirteen years ago and after several positions in the 
sales departments, she amounted until her actual job: Citigold senior office. 
Between others obligations, this position, where she is the financial advisor of 
clients, has more than € 75,000 balance in their checking accounts. 
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The different respondents from the Pakistan branch are: 
 

• Waleed Bin Ahmad is the Manager of the MBU training and collection with a 
degree in Human Resource Management. He starts his professional career eight 
years ago in a commercial bank. He joined a commercial bank which is (MCB) 
Muslim Commercial Bank and served there for three years. After three years, he 
joined Citibank as a Manager MBU (Mortgage Business Unit). Now he is 
serving as a Manager in MBU training and collection. He got certification on 
various training and selling courses.  

 

• Muhammad Faveed Jan joined Autos department as a Sales Executive ten 
years ago and got promotion due to his extra ordinary skills and knowledge. He 
was awarded as the best sales executives in 2005 and now he is serving as a 
sales manager since eight years but after six years, he shifted to the collection 
department. He has a degree in Commerce.  

 

• Muhammad Shahbaz has his degree in Mass communication and four years 
experience in total as an employee in Citibank. He started to work in Citibank 
without any prior experience in the banking sector. He joined the Auto sales 
department two years ago and then transfers to retails sales department.  

 

• Suffyain Younas is working in a liability sales department. After two years 
working in the banking sector, he switches to Citigroup. He started at the credit 
card department as a sales manager but nowadays he performed their duties in 
liability sales department as a regional manager. He is specialist in Marketing 
(MBA). 

 

• Kashif Salahuddin joined the Citibank Auto sales department seven years ago 
as a team leader and after six month, he was raised to the sales manager position. 
Currently, he provides his services for a collection department. He is specialist 
in banking and finance (MBA).  

 

 

3.2.7. Criticism of the sources 

The sources of data collection were according to the research design. The problem 
might rise in collecting the information from the respondents. The respondents are 
selected according to their position in the organization. The sources provided us 
information but the information is their personal experience and thoughts, so only 
according to their thought, we conducted the observation and analysis.   
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3.2.8. Limitations of the Methodology 

During our work we found five mainly limitations: 
 

• Confidentiality: which aims "ensuring that information is accessible only to 
those authorized to have access” (International Organization for 
Standardization, 2005). Although Citibank collaboration was near to 99%, it 
didn’t provide us some specific information, like Training department’s budget, 
etc. 

 
Low population: as we focus our study in sales persons of Citibank, with 
experience in the industry, the number of possible respondents was low. As well, 
we didn’t have access to the names of these persons who fulfil the requirements. 
Then, with this premise, it was impossible to use a Probabilistic sample or 
another method inside Non-probabilistic, leaving as unique option, the Snowball 
sample. About our second research question, it was impossible to use any 
sample method, because there is only Training department Head for each branch, 
so there were not more possibilities to interview this person.  
 

• Lack of secondary data: In some points of our research, it was difficult to find 
some specific data and statistics about training.  
 

• Using of the telephone for interviews: As we conduct our interviews outside of 
Sweden, we needed the using of the telephone to collect data. The main 
consequence of this was that important nuances were lost: faces, body language, 
etc.   
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Chapter 4: Empirical studies 
 

During this chapter we presented the results of our investigation. It means that it is a 

summary of the interviews that we conducted in Spain and Pakistan, five in both 

countries. As well, we include an explanation about the international context of the 

banking system, Spanish and Pakistani banking systems and an introduction of 

Citibank, focusing in both branches.  

 

We divide the final part of this chapter in two sections, according to our research 

questions. In the first part, we summarize the most important points from the eight 

interviews realised to sales managers. In the second, we include two interviews 

collected from both Training Heads.  

 

4.1. Presentation of banking system 

 
4.1.1. International context 

The world economy is facing nowadays with the most severe financial crisis since the 
Great Depression. It starts in 2007 with subprime mortgage debacle in the United States 
which developed to a global financial crisis. Large retail banking and financial 
institutions across the United States and Europe found it difficult to obtain credit. As 
banks have become reluctant to lend, even to long-time customers which lead to the fail 
of this organizations and to emergency plans from Governments that taking partial or 
full ownership of this institutions. This situation does that most developed economies 
entries in recession in 2008 (United Nations, 2009).  
 
In the banking context, the financial institutions lose money in the financial crisis rose 
in 2007, and it affected the entire economical situation in the world (World Economic 
Outlook, January 2009; p.1-6). The banking sector had been affected the most because 
the interest rates changes more rapidly and different banking institutes even got 
bankrupt. The retail banking sector had affected in various ways, such as people with 
draw their money. The reserves go down and people felt insecurity to invest in the 
banking sector. 
 
The financial crisis has made changes in the people’s lifestyles and now the banks are 
again building their trust on people be providing those different services and allowing 
them to get higher interest rates (Tang, 2008).  
 

 

4.1.2. Definition of banking 

Banking Regulation Act (1949) defines banking as those entities which activity is 
“accepting for the purpose of lending or investment, of deposits of money from the 

public, repayable on demand or otherwise and withdrawable by cheque, draft, order 

otherwise” (Machiraju, 2008, p. 69). 
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4.1.3. Functions of commercial banks  

According to Machiraju (2008, p. 69), Commercial banks are the most important 
financial intermediaries that have an accounting about 66% of the total assets of the 
financial system. They are institutions which combine various types of transactions 
services with financial intermediation. Apart from those explained in the definition 
above, the main functions of a commercial bank are: 
 

• To change cash for bank deposits and bank deposits for cash.  

• To transfer bank deposits between individuals and/or companies.  

• To exchange deposits for bills of exchange, government bonds, the secured and 
unsecured promises of trade and industrial units.  

• To underwrite capital issues. They are also allowed to invest 5% of their 
incremental deposit liabilities in shares and debentures in the primary and 
secondary markets. The commercial banks have set up subsidiaries to provide 
advice on portfolio management or investment counseling. They also offer their 
constituents services to pay insurance, advice on tax problems and undertake 
executive and trustee services.  

 

 

4.1.4. Spanish banking system  

The banking sector in Spain is characterized by a conservative oversight of the Bank of 
Spain and as a closed system. It has several and complex rules and regulations. It is one 
of the most specialized, technical and complex in Europe and it is led by two big banks, 
who also own a big part of the industry. The rules and regulations put different hurdles 
and difficulties on different organizations, private commercial banks and saving banks 
(Galy, Pastor & Pujol, 1993; p. 13-47). 
 
The banking system of Spain is composed by a large number of entities that increase the 
competence between banks. As a result, customers are less loyal to a particular bank. 
The performance of any financial institutes depends on its revenue and sales, so the 
competition is tough in the Spanish banking market (Galy et al., 1993; p. 13-47). 
 
Moreover, in Spain exists a special kind of bank called “Caja de Ahorros”. It has the 
same goals and functions as the normal banks but the main difference is that “Cajas de 
Ahorros” inverts an important percentage of profits to Social Charity. In 2008, the 
amount donate was 2,031 millions of Euro (Spanish Confederation of Cajas de Ahorros, 
CECA; 2009). 
 
 

4.1.5. Pakistani banking system  

The financial Sector in Pakistan acquires a wide range of financial institutions which 
include commercial banks, specialized banks, national saving schemes, insurance 
companies, development finance institutions, investment banks, stock exchanges, 
corporate brokerage houses, leasing companies, discount houses, micro-finance 
institutions and Islamic banks. Two types of banking system work in Pakistan: the 
private and government banking system. The privatization of the commercial banks 
shows the high involvement to boost up the credit activities and also raise the mutual 
funds in private sectors that help to increase the share in the private sector to 56.6% at 
the end of 2004.  
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When you compare the private sector with the government sector, the share in the 
financial institution of the government is 43.4% (Pakistan financial sector assessment, 
2004). The profitability and growth of banks and the stable position of economy and 
progress of Pakistan are directly related to each other (Husain, 2005; p. 1-7). 
 
The Pakistani banking system is comprised of 53 banks (Pakistan Economist, 2010). 
Banks of Pakistan have been involved basically in catering to the needs of the 
government organizations, subsidizing the fiscal deficit, engaging in trade financing, 
and serving a few large corporations. Small and medium enterprises, the housing sector 
and the agricultural sectors which create most of the growth and employment in 
Pakistan were deprived of lending. Moreover, the financial system of Pakistan was also 
under political influence in that there was utmost political intervention in lending 
decisions and in the appointment of managers (Husain, 2005; p. 1-7). 
 
 

4.2. Presentation of Citibank 
Citibank is the consumer banking division of CitiGroup. Citigroup is a holding that 
focuses in global financial services with more of 200 million of customer accounts and 
with presence in more than 140 countries (Citibank, 2009), which provides  consumers, 
corporations, governments and institutions with a broad range of financial products and 
services, including consumer banking and credit, corporate and investment banking, 
securities brokerage, and wealth management (Eleconomista.com, 2010). 
 
According with this, the core mission is “to be the global bank for institutions and 
individuals, and to serve our clients with distinction. We bring them unique value 

through our global reach and innovative solutions” (Citibank, 2009). 
 
Citigroup currently operates in three different business segments: (Citibank Annual 
Report, 2010) 

• Citicorp, that includes Regional Consumer Banking and Institutional Clients 
Group.   

• CitiHoldings, where Brokerage and Asset Management, Local Consumer 
Lending, and Special Asset Pool are included.  

• Corporate/Other divide mainly in Treasury and corporate expenses.  
 
The Citibank history started in 1812 with the name of City Bank of 5ew York 
(Citigroup, 2010) in United States. Almost 200 years later, Citigroup is the third largest 
bank holding company in the United States by domestic deposits, $1,856,646,000 
(National Information Center, United States; 2010).  
 
Citibank works with specific products and services including basic banking accounts, 
investment services, life insurance, Phone banking, and solutions for business 
(Citigroup, 2010). 
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Moreover, its Financial Center Network is composed by local offices and 
complemented by electronic delivery systems, including ATMs and Internet (Pandit, 
2010). In total, Citibank, has 1,400 branches, 3,800 ATMs (Citibank, 2010) and 
265,300 full-time employees and 3,700 part-time employees (Citibank, 2009) in 
different 46 countries, having a retail banking presence in all the continents (Citigroup, 
2010). All this numbers show that it is one of the strongest banks in the world. 
 
Although Citibank started in United States, nowadays 68% of the total revenues in retail 
banking were outside this country. This shows the global importance of the company in 
other areas like Asia, Central and Eastern Europe or Latin America. Citibank had $213 
billion of assets and $290 billion of deposits (Citigroup Annual Report, 2010). 
 
For a better understanding of the meaning of Citibank in the banking system, we explain 
the fundamentals of City’s Strategy: (Citigroup Annual Report, 2010) 
 

• Client Focus: everything that Citibank did, do or will do, is for the customers 
serving interests first.  

 

• Global Strength: global positioning and network provide to Citibank a 
distinctive trait that competitors do not have.  

 

• Constant Innovation: in an industry where technology changes banking every 
year, there should be a priority that gives a special attention to innovation. 

 

• The Future: Citigroup has a big long-term obsession and you can not see this 
business like a short-term inversion. The main reason why they focus as well in 
short-term is not economical but environmental: the costs of credit and job 
creation. 

 

With operational purposes, Citibank divides it Regional Consumer Banking in four 
areas: North America, EMEA (Europe, Middle East, and Africa), Latin America and 
Asia (Citibank, 2009). 
 
 

4.2.1. Citibank Spain  

According to Citibank Spain (2010), it has a big net of branches, financial agents and an 
inversion centre with an attendance of more than 1,300,000 clients of retail banking 
(customers with Citicards). It is one of the biggest financial institutions in the country.  
 
In regard to the history of Citibank in Spain, three dates are relevant:  

• In 1917, when opened its first office. 

• In 1979, when opened its first branch bank. 

• In 1983, when it purchased a Spanish bank “Banco de Levante” and it was 
renamed Citibank. 

 

It has a strong and extensive local presence with 112 retail banking branches of 
Citibank or Citifinancial across the Spanish territory where over 3,200 persons work. 
Moreover, it has a European Services Centre in Barcelona with more than 1,000 
employees (Citibank Spain, 2010). 



39 

 

4.2.2. Citibank Pakistan 

The other branch of Citibank that we analyse is Citibank Pakistan. According to 
Citibank Pakistan (2010), in this country Consumer Banking, Global Corporate and 
Investment Bank are also offered.  Citibank started to operate in Pakistan in 1961 and 
29 years later, they established its first retail office. 
 
Nowadays, is a highly respected franchise as it the fact shows that in 1997 it won over 
35 awards in “Euromoney Excellence Awards” including "Best Bank" and "Best 
Emerging Market Bank”. Moreover, it was the first bank in launch several products for 
example, MasterCard or personal loans in the Pakistani banking market (Citibank 
Pakistan, 2010). 
 
During the nineties, Citibank was a reference in the Pakistani marketplace with over 
1,100 employees in 23 branches and 39 customers contact points across 10 cities. 
Actually, it has more than 200,000 consumers and corporate clients in this country 
(Citibank Pakistan, 2010). 
 
 

4.3. Description of interviews  
In this part of the research we describe briefly those parts of the interview that are 
interesting in order to answer our research questions. We divide this part according to 
our two research questions. 
 

4.3.1. What effect has training of sales team in the success of consumer banking?  

In this part we describe the main points of the interviews conducted, mainly with 
Spanish and Pakistani sales managers, necessaries to analyze this research question, in 
order to answer it. All the interviews were semi-structured, so we interpret them and 
made a comparison between all the interviews conducted. The answers are explained 
below:   
 
 

How do you think did the training affect your work?  

Muedra (2010) The training has a positive effect in the quality which is offered 
to customers because behind a sale there is a sales person with a 
product, fiscal and market knowledge. This knowledge provides 
to a sales person a high security in him/her self that helps close 
the sale. 
 
From his point of view, in the new trends of economy, the 
customers will demand products more easy to understand and 
then if the workers are not good trained about a product to do it, 
the customer will not buy the product.  

Villalba-Gonzalez 
(2010) 

He believes that a well trained sales person is essential, it causes 
that the customer feels more comfortable in a banking office 
than in one where the workers are worse trained.  

Vicente (2010) In his impression it is crucial, because the products, the customer 
profile, the needs, etc, changes very fast. Then, the main tools 
for sales persons are a fast, active and adapted training  
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Alfaro (2010) In her opinion Training affects to increase the sales, because 
nowadays the customers have more knowledge, and if they 
perceive that the sales person have not a good knowledge they 
lose the confidence in the bank.   

Perez (2010) He focuses in two main effects. First, it helps the employees to 
“have resources and knowledge to do their job with excellence”. 
Second, he spoke about a motivational effect because when a 
worker sees that the company invests in him/her personal 
development, motivation increases. 

Salahuddin (2010) He mulls that training is useful to increase and build confidence 
level in sales team from customers. It is because when a 
customer perceives a sales person as fully confident their 
convincing power is increased. Also, he considerer that it makes 
capable to a sales person to answer every question from the 
customer, essential for sale a product. 

Younas (2010) He postulates that the main effect is to polish the hidden skills. 
Moreover, he conceives that it builds confidence to answer the 
questions of the client.  

Shahbaz (2010) He focuses in his answer in the administrative side of it, because 
in helps to make a case or to fill the documentation. 

Yan (2010) He is convinced about it increase the loyalty of the workers, 
because when a worker sees that the bank invest high quantities 
of money in their development he/she feel more united to the 
organization.  

 
 

Do you think that sales skills are innate or can be acquired with experience and 

training? 

Muedra (2010) He argues that training and experience is an important part of the 
sale, but without the genetic part it is impossible: “There is no 
course that teaches you how to sell, there are courses that teach 

skills, how to polish yours skills, but if your genetics is not for 

that it is more difficult, almost impossible”. In addition, he 
thinks that everything can be improved with experience and 
training. 
 

Villalba-Gonzalez 
(2010) 

He believes that sales skills are innate. Training also helps those 
skilled persons to get knowledge about the products or how to 
advise customers.  
 
As well, he deems that it is possible be a good sales person 
without this genetic thanks to training, because it gives a 
methodology and guidelines to sell. 
 

Vicente (2010) He clarifies that the difference between persons with the genetic 
part or without the genetic part is the level of the effort or 
training which is necessary to be a good sales person. 
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Alfaro (2010) From her opinion of view it is a relation of 50-50%. It is 
necessary to have the gift, because for her some people are not 
capable of be a good sales persons. “Your natural qualities and 
a good training to polish your natural qualities are strongly 

interrelated to each other, and both play the vital role for good 

business and successful sales team”. 

Perez (2010) He discloses that genetic affects in the easiness to develop in the 
skills. As well, he thinks that training helps greatly to develop 
these skills, but after the level is reached it depends on the 
individual genetic. 

Salahuddin (2010) He believes that a good sales persons needs was born with some 
skills and it is when training should begin in order to polish 
these natural skills.  

Younas (2010) He says that every person has different natural skills, and then 
not every person is able to be a good sales person. Moreover, he 
focuses in the importance of training to polish these skills.  

 
 

After some years working, your sales skills are improved. Do you think that is 

caused by the training or by experience? 

Muedra (2010) In his opinion both are necessary, scoring 60% to training and 
40% to experience. Experience is also important because it 
provides maturity, which is very important to making decisions. 

Villalba-Gonzalez 
(2010) 

He expounds that in the banking sector, experience is essential, 
because it increase maturity to deal with any client, to public 
speaking, etc. It helps you to face with greater confidence in 
more complicated circumstances. 

Vicente (2010) In his explanation experience is very important, but that does not 
cause that you sell more, but of course, it has a positive impact. 
“With the years in the market you get more experience, you can 

meet every day lot of people of different kind and attitude, 

increasing and developing your skills”. 

Alfaro (2010) She have in mind that training is very useful, but experience is 
even more important, because helps to get maturity, security and 
tranquillity. As well, she expresses the idea that without training 
it is impossible to present a product as attractive to a customer.  

Salahuddin (2010) From his point of view training and experience are both 
important. Because although being an experienced sales person, 
without training in banking sector your chances to sell decrease 
because in this sector education and training is crucial.  

Younas (2010) He explains that skills improve due to training and experience 
and both are necessary. Moreover, he narrates that it is useful go 
to market and talk with customers, because every customer has 
different demands and how you can handle it that is told in the 
training sessions. 

Shahbaz (2010) In his opinion training and experience are both important. Due to 
experienced it is possible to learn more and quicker. 
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Yan (2010) In his point of view, training is more important than experience 
because without training you are not able to go in the market and 
sell a product. 

 
 

How many hours do you spend in Training per week? 

Muedra (2010) He explains that he spent a couple of days for training courses. 
Refresher courses are necessaries for being in the market. 

Villalba-Gonzalez 
(2010) 

In his opinion, training should be daily because a good sales 
person should always keep the market trends and the economic 
situation in mind. 

Vicente (2010) He clarifies that it is impossible measure per month the number 
of hours of training. In Citibank a course is organized when 
Training department feel that the sales team needs training. 

Alfaro (2010) She expresses that in her office, once per week, they refresh 
concepts and training issues. Regarding to e-learning courses her 
average is around two per month. 

Salahuddin (2010) He discloses that training duration depends upon the 
performance of the sales team and it is adapted to when 
managers launches or modifies a product. 

Younas (2010) In his branch training is daily before the office opens. There are 
discussed different points of view, problems and the market 
situation. As well, every three month they receive training in the 
regional office. 

Yan (2010) He receives refresher trainings and general meetings once a 
week but everyday he answers the questions from the 
inexperienced sales person and gives some training tips or 
techniques. 

 

 

Do you think that training is important to get more customers or retain whose are 

clients already? 

Muedra (2010) He expounds that training is necessary for both, to search new 
and potential customers and after getting them, to provide a 
quality service to retain them, if not, they will switch of entity.    

Vicente (2010) In his opinion it is very important but as well affects another 
factors as prices, distance to the office, etc. 

Alfaro (2010) In her point of view the impact is essential, but although being a 
skilled sales person, without a good training, it is not possible 
sell in this sector. “Training is essential for finding the new 
customers. The trainer explains the selling techniques that help 

to the sales persons to convince the customer and retain him as 

well”. 

Salahuddin (2010) He gives an explanation about training, which do capable to 
sales persons to satisfy customers needs. It provides tools about 
the possibilities to approach to existing clients and how detect if 
a potential client is good for the banks future. 
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Younas (2010) He conceives that training helps to handle with every kind of 
situation and customer and it qualifies the sales person to be 
capable to satisfy all of them. 

Shahbaz (2010) In his opinion, training is the only tool which helps a sales team 
to retain and get new clients. It provides understand the people 
and the market situation and it is helpful to analyze the needs of 
the customers. 

Yan (2010) He narrates that training is necessary to develop the relation with 
customers for a long time and it gives competence to every 
member of the team to satisfy the needs of the customer.  

 
 

Did Citibank do a special Training when they hired you? Do you think that you 

needed this? 

Muedra (2010) He explains that nowadays, it is mandatory to do an introductory 
course. It focuses on the company's knowledge, values and 
ethics, and more knowledge adapted to the position. Without this 
training, Citibank Spain doesn’t allow the sales person to go to 
the market without passing a national certification process. 
 
In his opinion, without this training, selling is possible but only 
for a short term, because untrained persons are not able to retain 
those customers. They are properly not able to understand the 
needs of the customer and could not advise them in the right 
way. 

Villalba-Gonzalez 
(2010) 

He expresses that training should be the company’s 
responsibility but when the bank hires someone new he supposes 
that they have some basic knowledge because a new worker 
should know about the market and how he can get a customer. 

Vicente (2010) From his point of view the sales person who not takes the initial 
training faces a lot of problems when he/she goes to the market. 

Alfaro (2010) In her opinion, thanks to this initial training, she was able to 
understand her job and functions, the policies, products, etc. 
faster. 

Salahuddin (2010) In his personal case, this course was really important, because he 
had no prior knowledge in sales and the training helped him to 
get knowledge about the products, laws, regulations, selling 
techniques, etc.  

Younas (2010) He didn’t receive any special training, he only received a manual 
about the bank history, products characterises and criteria. So, he 
clarifies that because the lack of this course, he felt lost during 
the first days and he didn’t understand completely the functions 
of his position.  

Shahbaz (2010) For him it was really useful because it helps him in the transition 
between the university and the job. He learned about the job 
responsibilities, got knowledge about the bank, its product and 
selling techniques. 
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Yan (2010) He believes that all new employees need this course, because he 
learned important things before to start to work. In addition, he 
describes training pattern is same through out the branches of 
Citibank in the world because that training pattern comes from 
the head office. 

Perez (2010) He narrates that when Citibank hires a new sales person, the 
training policy in Citibank Spain obligate to do a series of 
courses with the new workers. Those courses depend on the 
specific job, for example, “a person who sells insurances, has to 
be certified to sell insurances, or selling investments must have 

an adequate training to sell investment products”.  
 
Furthermore, for every individual, training is personalized 
depending on where they have a lack. But globally, all new 
employees go through a training that is pre-established.  

Ahmad (2010) He specified that in Pakistan’s branch the emphasis is more on 
the selection of the sales person and less on training. In this 
country, the switching rate of workers is relatively high in 
banking, then, normally when any new person joins a bank, the 
sales manager gives basic training.  
 
It refers to explain the policy, introduction of the products, etc.  
First, they receive training in the office, with a special 
workshops for them, and after this, they join a team and receive 
assistance from the team leader. Citibank does not allow to the 
new worker to go to the market and start doing the sales without 
the permission of sales managers. 

 
 

Is the training profitable? 

Perez (2010) In his opinion, a training program has a critical impact in sales. 
“Training aims to develop and improve skills of employees, then 

from that point of view, if from the department we are able to 

identify the best programs and teach them at the right moment to 

people, it has a direct impact on the development in the people’s 

work, and therefore contributes to the generation of profits.” 

Ahmad (2010) He has in mind that training is profitable, because it increases 
the sales and clients to the bank. He believes, although every 
worker is benefited from training, in sales jobs, training is more 
important because they are representative in the market, and they 
have direct contact with customers.  
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4.3.2. Does training vary between different cultures?  

In this part of empirical findings, we will describe the main points of the interviews 
with Fernando Perez, Head of Training Department in Citibank Spain, and Waleed Bin 
Ahmad, Manager of MBU Training in Citibank Pakistan.  
 

Which areas of knowledge are included in the Citibank training? 

Perez (2010) He specified that Citibank divides training into three main areas:  

• Complaisance: related with laws, regulations or 
compliance for the bank.   

• Technical Skills: that includes everything that is linked 
with processes, products of the company, etc.   

• Soft skills, which are related to personal and professional 
development, with the goal to complete their professional 
profiles. Some fields are leadership, effective 
communication, negotiation and management, etc.  

 
Inside these areas of knowledge, training is divided into 
curriculum levels, related with the experience in a position.   
 

Ahmad (2010) He discloses that Citibank Pakistan divide its training in three 
areas:  

• About the regulation and banking laws, provided by the 
central bank of Pakistan and the law from the Head 
office, to learn about the different regulations of every 
region.  

• About products categories and description of each. In 
Pakistan, products are divided in categories according to 
their sales. Further, they instruct them about the mark up 
or IRR, loan tenor, documentation charges, loan to value 
(LTV), penalties and late payment charges. 

• To analyze the performance and develop a confidence in 
the sales persons with the goal to increase the motivation 
and improvement of sales persons they conduct some 
meetings but in an informal way. 
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What methods and tools does Citibank use? 

Perez (2010) He specified that Citibank Spain uses four methods:  

• E-learning, which is a big support in a person’s training, 
because the time will not be wasted while learning 
theoretical concepts. It is possible to focus only in the 
practical parts. The courses are designed globally by 
Harvard Management Mentors.  

• In person courses, with simulations, roll plays, etc.  

• E-line, tools that allows do a classroom course at a 
distance, by videoconference. 

• A mixture of e-learning and classroom courses. When the 
employees do an e-learning course and get a basic 
knowledge about the topic before they do a classroom 
course, it is possible to focus more on the practical part 
during the classroom course.  

Ahmad (2010) He expound what method is used in the Pakistan branch: 

• Lectures, which include mostly descriptions of products 
that are already in the market and future products which 
the bank wants to launch soon. As well, once per week in 
every office there are also conducted lectures for 
motivation of the sales team and to answer the doubts 
they found in the market.       

• Software, which includes different cases and 
applications. These different cases are used to train sales 
persons because it includes prior knowledge given by 
sales persons with a long experience.  

• E-learning and videoconference, to conduct meetings and 
briefings. 
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Do you think that the same trainings are used across Citibank or are there varies 

depending on different countries, cultures, etc? 

Perez (2010) About the grade of dependence of every branch, he describes 
that in general, the decisions in training are common to every  
country, but within this, there are also programs or courses 
designed globally in Dubai, (for EMEA countries) but as in all 
the countries don’t  exist the same needs or the same laws, each 
country can adapt or modify.  This allows everyone to have a 
uniform training, without losing the sight of the local training 
needs. 
 
Citibank aims to have a homogeneous line in Training, 
considering each local situation, because “needs, culture, 
business, way to approach the client are not the same in a 

developed country than in a developing country”, then following 
the decisions from a Dubai Training Center, Citibank Spain 
makes some modifications to get the best results possible.  

Ahmad (2010) In his opinion training about organization background and 
product knowledge is almost the same, it differs in the selling 
procedure or tips in different countries, because a lot of things 
matters on the culture and the behaviour of the people and the 
education and the demand of the market. 
 
As well, he mulls that training policy in Pakistan is quite similar 
as the international policy. But due to the culture which includes 
the background of the sales force and the behaviour of the 
people, there are differences in some aspects.  
 
Some peculiarities of the Pakistan branch about training are that 
females are used to find the clients through telecommunication 
and the male’s sales persons find clients by visiting them or 
search them in the market. This difference is due to the culture 
and norms that are followed by the banking sector in Pakistan. 
Moreover, since the last three years, with the economical crisis; 
they only hire sales persons with experience, aiming to save 
some money in training.  
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Chapter 5: Analysis 
 
During this chapter we present our analysis of the empirical findings based on the data 

gathered from interviews. This data are linked during the analysis with theories that we 

presented in the Theoretical chapter. The disposition in this chapter is a combination of 

our previous theories and our empirical findings chapter. As the previous chapter, we 

divide it in two sections, in order to answer our research questions.  

 

 

5.1. What effect has the training of a sales team in the success of 

consumer banking?  
 

5.1.1. Effects 

According to our literature review, training gets intangible benefits for organization and 
employees for a long period (Ansar, 2010). As the main effects of the training we 
considered: increase productivity (Jacobs, Jones & Neil, 1992; p. 271-443), increase 
quality of the services offered (Shamsuddoha, 2009; p.1-7), decrease the number of 
complaints (Yavas, Bilgin & Shemwell, 1997; p.217 – 223), increase motivation of 
workers (Mathauer & Imhoff, 2006; p. 24), enhance employees skills (Hawke & 
Heffernan, 2006; p. 140-157), improve the self-confidence of the workers (Berry and 
Parasuraman, 1992; p. 5-15), reduce costs (Blas & Niles, 2010; p. 3), lower staff 
turnover (Umiker, 1989, p. 61-67) and others.  

For Spanish respondents, Training is really important because with a good training 
policy, sales persons provide to the consumer a comfortable feeling of security. This 
feeling is related with confidence in an employee’s work and it is perceived as quality in 
a service. Also, it motivates the workers because they see the company is inverting in 
their personal development. Moreover, it helps to salesperson to increase their 
confidence. And all these factors united help to increase the sales. 
 
On the other hand, if the sales person doesn’t have a good training, the effect will be 
negative because if customers are not satisfied with the service, they switch to another 
entity and the sales decrease. It is caused due to the salesperson, if he/she doesn’t have 
knowledge about a product because in this case, the customer feels that they are lending 
their money to someone that has no idea about their job. 
 
As we show in the empirical findings, Pakistani managers believed that training is 
useful to build a confident level in the sales team. Training improves the 
communication skills and the productivity. Thanks to training the sales persons improve 
their working style and it convinces power because they have a good knowledge to 
provide to customers. The training qualifies sales executive capable to answer every 
question that clients ask when they are attracted to the product. As well, it is useful to 
learn about banking regulations, rules and policies of the bank. 
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5.1.2. Genetic 

According to Levy-Leboyer (1996; p. 7-27), personality affects the work life because 
people have different attitudes, skills and abilities. There are different requirements for 
every work (Shane, 2010).  

For Spanish interviewees sales it related with something innate in every person, such as 
personal qualities or the character of each individual. As well, they believe that 
everything can be improved with practice and training. According to this point, the last 
studies show that the environment is important to mould people’s personality (James, 
2010).  The difference between those who were born with these qualities and not, is that 
the ones who were born with right skills improve fast, and who was not born with this 
special genetic, needs a methodology, training and a guideline to sell. Finally, they get 
this goal as well but require more time.   
 
In the same line, Pakistani respondents believe that skills are natural and it is a gift from 
God. Moreover, they considered training as something necessary to polish hidden skills 
and shine personalities, qualifying a salesperson capable to get their goals.  
 
 

5.1.3. Experience 

In the banking sector, experience is considered as a vital element in the relationship 
with the customers because it qualifies the sales staff to handle with difficult situations 
(Calvo, 2002; p.116).  

During her researches, Levy-Leboyer (1996; p. 7-27) concludes that individual 
competences improve with experience. Sen (1966; p. 3-21) was the first who found a 
direct relation between age and productivity. 

Sales executives from both branches are agreeing with this affirmation. In Pakistan, 
office sales persons believe that training and experience are strongly linked. They 
consider theoretical and practical knowledge as something with the same importance 
because, although being an experienced sales person, without training in the banking 
sector, the chances to sell decrease. It is caused by the importance provide in this sector 
to education and training.   
 
For Spanish respondents, experience is also necessary to be successful in sales. It 
purveys maturity. Maturity provides tranquillity, security, confidence, good knowledge 
in making decisions, how speak in public, etc., elements important for success in sales.  
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5.1.4. Time 

According to our literature review, training should be constantly reviewed and adapted 
to take account of changing personal circumstances and market situations (Neske, 
2010).  As well, it should be adapted to every change in regulations, laws or when a 
new product is launched etc (Moorhead, 2008). 
 
For Spanish interviewees, Training is linked with the needs of the workers and it should 
be provided in specific moments: when a new product is launched, when the regulations 
are changed, to provide knowledge about a new field, or to polish specific skills. This 
kind of training should be done when it is needed and not to fulfil the requirements of 
the government.  
 
Also, training is needed to provide information about selling and products, aiming 
refresh concepts and to get knowledge about what happens in the economic and political 
world, etc.  
 
Pakistani respondents concrete that at least one day of the week, before opening the 
office to the customers, they have a meeting where they speak about tips, advices, 
refresh new products, etc. As well, when a new product is launched they receive a two 
or three day course about it.  This policy is also followed in Spanish subsidiary, aspects 
which show that Citibank has a homogeneous line in this topic.  
 
 

5.1.5. Quality 

According to our theoretical chapter, training is important in order to get quality in the 
service provided (Ansar, 2010) and satisfaction of the customers (Sachdev & Verma, 
2004; p. 93-116) because it helps the employees to do their job better (Vermeulen & 
Crous, 2000; p. 61 – 67). 

As we explained before, in a sector that sells intangible products, sales persons and their 
knowledge occupies a relevant place in the quality of a financial service and in the final 
satisfaction of the customer (Sasser, Olsen & Wyckoff, 1978; p. 398-404). As well, the 
professionalism and kindness of treatment are essential to provide a differentiated 
service (Calvo, 2002; p.118). 

For Spanish respondents, quality in the service that is offered is the most important 
factor to keep or gain customers. Training is one of the most important elements to get 
this goal. When new clients are not satisfied after using a new service, they switch to 
other banks.  
 
Satisfaction depends of several causes as behaviour, knowledge, education or training of 
the sales person with who the customer is on contact. As well, it helps to find new 
customers because during a training session, employees learn how to approach to new 
clients, the best selling techniques or the best techniques to retain customers.  
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In the same line, Pakistani respondents believe in the importance of training to get new 
customers and retain the existing ones because training teaches about the market 
situation and selling techniques. Training helps to make employees capable to find 
potential and profitable customers for the bank. As well, it is considered by the sales 
managers that the main tool to get a good and long time relationship with customers 
because it qualifies the employees to handle with difficult customers. 
 
 

5.1.6. Profitability 

For both Training Heads, it has a critical impact in the satisfaction of customers, which 
leads to increase sales. The main reason is that it aims to improve the employees’ skills, 
knowledge and motivation, necessary factors to be successful in sales (Gschwandtner, 
2007; p. 1-80). Then, if the Training Department designs the best programs and provide 
it in right moment to the customers, it has a direct impact on the development of the 
working people, and therefore contributes to the generation of profits. But it is not 
automatic, because it is affected by more factors. 
 

According with previous theories, Training has a positive impact in productivity 
(Dearden, Reed & Van Reenen, 2000; p. 52-54). This increment of the productivity is 
related with the quality of programs designed, the communication skills of trainer or the 
attitude of the trainees (Leard, 2010). 

 

5.2. Does training vary between different cultures?  
 

5.2.1. Areas 

Several authors studied this field inside training. From Gschwandtners (2007; p. 1-80) 

perspective, training should focus in three factors: knowledge, skills and Motivation, 

factors defined by himself as necessary for the success in sales. In Denny’s (2006; p. 

16-17) approach, training should focus in six areas of knowledge: business, industry, 

company, product and selling knowledge and attitude. Another perspective (Jobber et 

al., 2009, p. 422) which refers that training a course should affect six areas: The 

company-objectives, policies and organization, its products, its competitors and their 

products, selling procedures and techniques, work organization, report preparation and 

relationship management. 

Citibank training absorbs all this fields, but divides it in three different areas of 
knowledge across the world: 

• Complaisance, related with laws, regulations or compliance.   

• Technical Skills, which includes description of products, processes, etc.  

• Soft skills include training for personal and professional development, with the 
goal to complete their professional profiles.  

 
Although, the fields are the same, knowledge is not the same because each branch 
focuses in its own laws, local regulations, own products, processes, etc. 
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5.2.2. Methods 

As we studied in the literature review, there exist different methods to training sales 
persons, which can be divided into cognitive and behavioural methods (Alipour, 2009; 
p. 2).  Inside the cognitive methods are included:  lectures, demonstrations (Alipour, 
2009; p. 3), discussions, tutorials, virtual reality, (Stiehl, 1985, p. 101), E-learning, films 
(Jobber et al., 2009, p. 424-426), lecture of books and newspapers, utilization of an 
organization memory which includes data based on knowledge about customers and 
intern benchmarking (Martin, 2003; p. 135). 

On the other hand, the most important behavioural methods are: games and simulations, 
behaviour-modelling, business games, case studies, equipment stimulators, in-basket 
techniques, role plays (Stiehl, 1985, p. 101), shadowing, observations, (Martin, 2003; p. 
135) coaching and mentoring (Clutterbuck & Megginson, 2004, p. 87). 

Although inside Citibank, methods changes across countries, both branches focus in 
cognitive methods, which are related with theory and provide rules how to do a task 
(Alipour, 2009; p. 2). E-learning courses are designed globally by Harvard Management 
Mentors. It means that all employees receive the same training about skills, whether the 
country they work in. So, that the company wants to have a similar policy in training, 
but the lack of the economical resources causes that the kinds of the used methods are 
adapted to every reality.  
 
Inside the Spanish branch technology, the used methods focus in: lectures, e-learning, in 
person courses, e-line, or mixes between both. In all this cases, the use of a computer is 
necessary.  
 
In Pakistan, computers are not used as a tool for training yet. As well across this branch, 
they use methods like e-learning and software with cases, etc., but the most used 
methods are the lectures with about the company’s policy and product knowledge, 
prepared by different professionals and HRM national managers. 
 

5.2.3. Adaptation 

With the development of international business, companies face with a critical choice of 
strategic solutions when they try to enter into foreign markets and operate there: 
adaptation or standardization of training policies.   

Adaptation supporters as Solomon, Bamossy, Askegaard and Hogg (2006, p. 524-554) 
assumes that each culture is unique, with its own value system, conventions and 
regulations. These characteristics make a national character that distinguee it from other 
nations (Solomon & Anand, 1985; p. 315–318). 

As only several markets are objectively similar (Wills, Samli & Jacobs (1991, p.1-10) 
with the adaptation to every national country, consumer’s needs in different countries 
are satisfied better with the consequence of increment of sales (Onkvisit & Shaw, 1990; 
p. 97-11). 

On the other hand, Levitt (1983; p.92-102); believes that for standardized companies it 
is more easy to satisfy similar consumers needs across different countries, using a 
global sales network, move solutions from one country to another and use the 
advantages acquired globally by the company. In the same line, Prahalads and Bettis’ 
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(1986; p.485-501) postulated that standardization provided advantages for companies 
which seek to operate globally difficult to imitate (Segal-Horn, 1996; p.12-17). 
 
Between both positions, Svensson (2001; p. 6-18) believes in the idea of a unified 
strategy for the global market with necessary changes in operational and tactical 
solutions in order to adjust to market needs. 
 
In the same line of this author, Citibank’s main decisions in training are common in all 
countries, being designed in New York’s or Dubai’s Training Head. This decision helps 
to have a homogeneous line in this field, without to forget each local situation because 
the situation which Citibank faces in every country is not the same: different needs, 
laws, products, regulations, the ways to approach to the client vary across countries, 
cultures and religions, etc. Each country can adapt or modify to its local situation. It 
causes that there exists a uniform training without loosing the sight of the local country.  
 

 

5.2.4. Induction 

During the last years, banking companies provide an important value to the New 
Employee Orientation course because prior studies show that a well defined induction 
course could raise the productivity 8,7 : 1 ROI  (Clements & Josiam, 1995; p. 10-15). 
For this reason, it requires several weeks or even months of training (Reh, 2010).  
 
In Citibank Spain, it is mandatory that new workers do series of specific courses when 
they are just hired, independently of their background and experience. This branch 
searches for the “talent” in the new workers, and provide them a training to get the best 
results. In Pakistan it is different, because they search for an experimented sales person 
to safe economical resources in training.  
 
Actually, when Citibank Spain hires workers, they have two weeks course with 
constantly training, in special classes outside the normal offices. This training is pre-
established for all new employees. According to Jobber and Lancaster (2009; p. 422) it 
should focus in six areas: the company – objectives, policies and organization-, its 
products, its competitors and their products, selling procedures and techniques, work 
organization, report preparation  and relationship management.  
 
In Citibank, knowledge is divided between general and personal training. General 
includes knowledge about the company, values and ethics, sales techniques and 
procedures, etc. For personal skills, these courses provide as well guidelines to improve 
personal lacks, in fields like leadership, negotiation and other areas and knowledge 
adapted to specific departments and works. 
 
In the Pakistan branch, it is completely different. This training is made inside the office 
by a team leader. He provides initial basic training, telling the policy of the bank and 
some brief introduction of the products. A new worker can’t go to market until he gets 
the permission of sales managers. 
 
The main reasons for those differences are probably: high switching rate across banking 
workers in Pakistan, fewer budgets for the training department than in Spain and a 
different economic situation in both countries.  



54 

 

5.2.5. Religion 

In the Pakistan banking system, females are not allowed go to the sales market. They 
use the telephone communication as one way to find new clients. For men it is different, 
because male sales persons can find clients by visiting them or searching for them in the 
sales market. 
 
On the other hand, in the Spanish banking, the presence of a female in the sales market 
is normal because in Spain all genders are allowed do every work in every field. Even, 
studying the last data of Spanish banks, trends shows that more women than men were 
hired as sales workers. In this aspect, the difference of culture and religion is a relevant 
factor.  The women’s role was defined by Hofstede (2001; p. 225) as one dimension 
which differences between cultures.  

Terpstra and Sarathy Cultural Framework (2000, p.66-67) divided cultures in eight 
different categories: language, religion, values and attitudes, education, social 
organizations, technology and material culture, law, politics and aesthetics. 

Religion is the main cause of these differences because both countries have different 
religions. This difference, lead to different values, attitudes, education or laws. As we 
studied before, religion has a deep impact on consumer variables as personality, 
attitudes towards sexuality, birth rates and household formation, income and political 
attitudes (Solomon et al., 2006; p.590). This fact causes differences about the women’s 
role in both countries. Sometimes their role is limited only to households 
(Naukrihub.com, 2010). In the same line, Hofstede differentiates both countries in only 
two parameters, Individualism and Uncertainty Avoidance Index (Geert-Hofstede.com). 
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Chapter 6: Conclusions 
 

During this chapter we present our final conclusions in order to answer our two 

research questions of our case study of Citibank. The first part is divided in two 

sections, according to our research questions. In the second part, we answer another 

interesting question: How should be the perfect training? As well, we look back to the 

methodological chapter and we test how trustful is our research. As a conclusion, we 

explain some advices for the researchers who are interested in continue to investigate 

how affect training in the banking sector or how it varies across different countries.  

 
 

6.1. Conclusions 
Right from the beginning of this thesis, our purpose was analyzing, in an international 
context, the importance of a sales team’s training in the success of retail banking. We 
aim also to compare the two different training policies across the same multinational 
bank, Citibank. We wanted to find out if culture is the main reason of the variation in 
training or not. Branches were selected from Spain and Pakistan, which are really 
different in culture, religion, etc.  
 
In order to answer our research questions which we established in the beginning of the 
process, we organize this part in two sections: 
 

What effect has training of sales team in the success of consumer banking? 

 

As we explained in our theoretical chapter, training gets intangible benefits when the 
number of complaints decreases (Yavas et al., 1997; p.217 – 223), motivation of the 
workers increases (Mathauer et al., 2006; p. 24), employees skills enhance (Hawke et 
al., 2006; p. 140-157), self-confidence of workers improve(Berry et al., 1992; p. 5-15), 
costs reduce(Blas et al., 2010; p. 3), there is a lower staff turnover (Umiker, 1989, p. 61-
67) and others.  
 
This benefits lead to two main effects: increment of productivity (Jacobs et al., 1992; p. 
271-443) and the quality of the offered services (Shamsuddoha, 2009; p.1-7) to get a 
loyal, satisfied and profitable customer.  
 
As well, in our investigation we faced with two factors which help training to get these 
effects. In the competitive banking world, without experience in this sector, the right 
personality, skills and abilities; training is less effective.  
 
Our empirical study shows that Training plays an important role in sales and 
satisfaction of clients. Training is important because it aims to develop and improve 
skills of employees. Then if the Training Department designs the best programs and 
provide it in the right moment to the employees; it has a direct and positive impact in 
work development of a sales team, and therefore contributes to the generation of profits.  
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From the customer point of view, our research shows that a well trained sales person 
provides a comfortable feeling of security. But if the client feels uncomfortable with 
their sales person, the effect will be the opposite, decreasing the client’s satisfaction 
with a high probability that this customer switch of entity, and as consequence, the sales 
decrease.   
 
According to our study, Training provides to the worker motivation, confidence and it 
improves communication skills, productivity, knowledge about products, techniques, 
etc., factors that always help to increase sales. 
 
As well, during our investigation we found two factors that affect the success of a 
consumer banking sales team. Those factors are genetic and experience. Sales are 
always related with something innate in every person, these personal qualities or 
characters of each individual that differ between persons who receive the same training, 
education, etc.  As well, experience is also necessary because it purveys maturity. 
Maturity provides tranquillity, security, confidence and the knowledge how to make 
decisions or how to speak in the public, etc. to a person. Those elements are also 
important for the success in sales.  
 
After our practical and theoretical analysis, we conclude that increment of productivity 
and the costumer’s satisfaction are the main effects of training in the banking sector. As 
well, it helps to increase motivation, enhance employee’s skills, improve self-
confidence, increase knowledge about products, laws or techniques and decrease costs, 
complaints and staff turnover rate. Then, if training is well designed and it is received 
by experienced and skilled sales persons, it has a positive and direct impact in sales.  
 

Does training vary between different cultures? 

In compliance with our theoretical analysis, every culture has its own value system, 
conventions, regulations (Solomon et al., 2006, p. 524-554), personality, attitudes 
towards sexuality, political attitudes (Solomon et al., 2006; p.590). This fact makes 
every market different. Then if a company aims to satisfy better the consumer’s needs in 
different countries, the one possible solution is the adaptation to every national reality 
(Onkvisit et al., 1990; p. 97-11). 

But as standardization offers advantages to global companies in terms of global sales 
networks, costs savings, etc. Then, a unified strategy for the global market with 
necessary changes in operational and tactical solutions in order to adjust to market 
needs is the best option (Svensson, 2001; p. 6-18). 

According to our empirical study, Citibank aims to have a homogeneous line in 
Training, without to forget each local situation. With this goal, the main decisions in 
this field are designed in New York’ or Dubai’s Training Head, while e-learning courses 
are designed globally. It means that all employees receive a similar training, whether 
branch they work.  
 
But of course, the offered banking products are not the same in Spain or in Pakistan. 
While aiming to solve those differences, Citibank adapts in every branch its training 
policy according to the local situation.  
Some differences between both countries that we found are, for example, when an 
employee is hired, they receive a different kind of introduction course, one in special 
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classes and another in the office. Another difference is that in Pakistan females are not 
allowed to visit clients, realizing all work by telephone. In Spain all genders are allowed 
do every work in every field. 
 
For this reason of adapt training policy for every country, culture has tremendous 
importance because culture affects to local needs, products, business, laws, regulations 
and the way to approach to the client vary across countries, etc.  
 
But we should not forget another cause like the different economic situation of the 
countries: a fewer budget for training department in Pakistan, probably caused by a 
different  importance that Citibank gives to both branches, the different economical 
situation  and a high switching rate across the banking workers in Pakistan, caused by 
different Workers Laws.  
 

According to both studies, we conclude that training varies across cultures and 
countries. It is caused for the deep impact of culture in a society’s normal life. It causes 
that people around the world have a different value system, conventions, personality, 
attitudes towards sexuality, political attitudes, etc. This cultural differences effects that 
an international bank has to adapt the products and training to different needs, business, 
laws, regulations and way to approach to the client vary across countries, etc.  Also, in 
order to be profitable it should standardize as many aspects as possible.  
 
Although culture is a key factor between this adaptation, there exist more causes to this 
differences: a fewer budget for training department in Pakistan, probably caused by a 
different importance that Citibank gives to both branches, the different economical 
situation and a high switching rate across the banking workers in Pakistan, caused by 
different Workers Laws. 
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6.2. Implications for managers 
We want to answer another question, that was not in our primary research but it might 
be interesting for the reader. This question refers to how should be the perfect training?  
 
In accordance with our literature review, training should be constantly reviewed and 
adapted to take account of changing personal circumstances and market situations 
(Neske, 2010).  As well, it should be adapted to every change in regulations, laws or 
when a new product is launched, etc. (Moorhead, 2008). 
 
In relation with our empirical research, it should be linked with the needs of workers 
and provide it in specific moments: when a new product is launched, when the 
regulations are changed, to provide knowledge about a new field or to polish specific 
lacks of skills detected. Also, it should be diary, reading newspaper to know what 
happens in the economic and political world, refreshing concepts and products.  
 
According with both studies, we conclude that perfect training should be divided in 
three types. The first should be adapted to personal circumstances of workers, market 
situations, regulations and law changes or when a new product is launched. The second 
should be diary, reading newspapers or books, aiming to refresh products or concepts. 
And the third type of training should be used when a lack in the skills of a specific 
worker is detected.  
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6.3. Quality criteria 
If you look to our methodological chapter to test how “truthful” our findings are, we 
should attend to four criteria: credibility, transferability, dependability, and 
confirmability (Lincoln et al., 1985, p. 301). 
 

Credibility 

During our research process we followed all the requirement of a good practice 
explained by Bryman and Bell (2007; p.127-150) and the ethical considerations of a 
semi-structured interview and the use of data according to Diener and Crandall (1978; 
p.19). Moreover, we believe that we make a good explanation of our “procedures” 
(Bryman et al., 2007, p. 41), which makes it possible for other researches to replicate 
our findings. 
 
In order to get credibility, we asked to a reasonable number of experts in the field, 
explaining their background to show this fact. As well, after transcript the conversation, 
we sent it to the respondents with the purpose of get confirmation that we perceived 
their answers right.  
 

 

Transferability 

One of our goals during this research was to provide to the readers deep and descriptive 
information to help them to interpret if it is possible to transfer the results to another 
situations.  
 
Although generalization of results outside of Citibank was not our goal in the 
beginning, due our final conclusions it could be generalized to another entities which 
sells financial products, not only to banks.  
 
 

Dependability  

In order to get dependability, we keep the complete record of used material. It includes 
the record and the transcription in natural language and its translation in English, how 
we choose our interviewees and other fieldwork notes. As we mentioned above, we kept 
all this documents and it can be shared by request.  
 

 

Confirmability 

Another of our main goals at the beginning of the research was to be objective. We tried 
that our preconceptions and previous ideas about the topic do not guide our research. As 
well, we designed an open-question interview in order to not influence the answer of 
our interviewees.  

 

Finally, as we fulfil the four criteria tested, we can conclude as well, that our findings 
are “truthful” and relevant for a scientific audience.  
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6.4. Recommendations for future researchers 
We would like to end our thesis with presenting some recommendations to the future 
researchers who aim to continue with getting knowledge about effects of training in 
success or failure inside consumer banking.  
 
A future researcher should use two different ways to continue. First option, it should be 
an analysis of the economic impact of the inversion in training in Euro. An analysis 
with which it is possible to know an approximately return of investment, ROI, the bank 
will receive. We thought about including this part in our analysis, but after speaking 
with some experts in this field, we reject this possibility because of a lack of resources 
and primary data.  
 
Another direction, it may be an analysis from the customer’s point of view, is to know 
how they grade a good trained sales person and if it is important in the decision of 
switching between entities.  
 
To conclude this analysis of banking in international context, it should be interesting to 
continue with interviews in other countries around the world, like for example Sweden, 
China, South Africa, United States, and Brazil or in other Banks.  
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