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ABSTRACT

The Effects of Perceived Trustworthiness and
Customer-oriented Benefits of Bank Customers on Trust,

Competitive Advantage and Future Intention to Use

-Centering on Mongolian Case-

Munkhjargal Purevsukh
Advisor: Prof. Hyung-Shik Jung, Ph. D
Department of Business Administration

Graduate School of Chosun University

The aim of the study is to examine the effects of main factors influence
customers’ bank use and to develop and validate multi-dimensional model of
customers’ intention to use bank in Mongolian retail banking. We tested the
strength of our theoretical model using data collected from 270 completed
questionnaires of total 313 retail banking customers in Mongolia.

As shown as result, three main elements of trustworthiness, which are
perceived ability, perceived integrity, and perceived benevolence significantly
influence customers” trust in retail banking. Among the elements of perceived
trustworthiness, perceived benevolence is the most important predictor of trust,
indicating that customers expect more positive orientation of the bank toward

the customers. Likewise, customer-oriented benefits such as convenience,



customization, and interest rate/service charge except response time have
positive impact on competitive advantage in retail banks. Regarding the
elements of customer-oriented benefits, interest rate/service charge appears to be
the most influential factor affects competitive advantage of the bank.

The study identified trust and competitive advantage as significant predictors
of customers’ intention to wuse bank. Also our results showed that trust
significantly influences competitive advantage.

The main contribution of the study is that we discussed the issue of
competitive advantage in the banking sector, which was not empirically
investigated before. Besides, this thesis complements the scant research stream
dealing with customers’ intention to use bank in Mongolia.

This thesis serves as an insight for bank managers who are involved in retail
bank marketing and strategic decisions in Mongolia. We hope that the results of
the study can help Mongolian retail bankers to project a trustworthy image in
the minds of customers to rebuild trust and focus on customer-oriented benefits
to enhance the competitive advantage, which are the keys of bank success and

long-term relationships with customers.
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Chapter 1. Introduction

Rapidly changing competitive environments are forcing business marketing
firms to seek more creative and flexible means for meeting competition. Many
firms have responded to these challenges by building collaborative relationship
with customers and suppliers (Hawes et al., 1989). Such relationships rely on
obtaining a sustainable competitive advantage by providing customer-oriented
benefits to customers and maintaining customer trust for long periods of time.

The fundamental basis of long-run success of a firm is the achievement and
maintenance of a sustainable competitive advantage (Hoffman, 2000). Competitive
advantage enables bank to position and to perform superior than its
competitors. If there is no differentiation, no distinction, no unique way that a
bank can provide superior benefits to customers, then it is unlikely that the
bank has any competitive advantage, much less a sustainable one. In order to
be key members of management and make meaningful contributions to the
long-run strategic success of the bank, marketers must understand the essentials
of competitive advantage (Bennett, 1992).

Unquestionably, trust is also essential for bank. Trust has long been regarded
as a catalyst for buyer-seller transactions that can provide consumers with high
expectations of satisfying exchange relationships (Pavlou, 2003) and important
facilitator in establishing and maintaining a long-term relationship between
sellers and their customers (Moorman et al.,, 1993). Giving the emphasis placed
on trust in building long-term relationships, it is equally important to
understand as trust what makes a business a trustworthy (Roy et., 2011). Mayer
and his colleagues (1995) have identified and validated three main elements of

trustworthiness: ability, integrity, and benevolence. Although they are not trust
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per se, these variables help build the foundation for the development of trust.

It is now well established that trust and competitive advantage are key
elements of bank success and support long-term relationship between customers
and bank.

The main objective of the thesis is to examine the effects of main factors
influence customers” bank use and to develop and wvalidate multi-dimensional
model of customers’” intention to use bank in case of Mongolia.

Mongolia is landlocked country between Russia and China, an adverse
geographical condition for international trade, has an area of 1.6 million square
kilometers and population of about 2.9 million. The Mongolian firstling bank - a
joint Mongolian-Russian bank, called the "Trade and Industry Bank of Mongolia"
(Bank of Mongolia) was opened on June 2, 1924, with a single branch. Until
1991, Mongolia had a monobank financial system, as other centrally planned
economies.

Since the collapse of the former Soviet Union, Mongolia’s financial system has
undergone substantial change. The introduction of a two-tier banking system in
1991 was the first milestone in the modernization of the Mongolian financial
system. This financial transformation and economic development has had a
significant impact on the financial system, both negatively and positively. During
its evolution to a market-based financial system, the banking sector has
experienced recurring crises and failures, most notably in 1994, 1996 and
1998-1999. The failure of banks, without clear compensation for depositors and,
accordingly, inadequate protection of small depositors had meant that there was
a general mistrust of the banks among Mongolian public (Tumennast, 2008).
During the last twenty years, 18 banks were bankrupted but also merged show

that how difficult obstacles this sector has overcome until today. By the end of



2010, 14  commercial banks  were  operating in  the  country
(www.mongolbank.mn).

We view that Mongolian financial sector is still immature and Mongolian
banks lost its reputation and customer trust due to last two decades history.
But it is imperative for banks to obtain competitive advantage and to rebuild
customer trust unless there are, to be sure, numerous barriers.

There has been no research done in Mongolia regarding these issues up to
now. To conclude above mentioned statements, this thesis is so fresh and

valuable academically and practically.

We state here following specific objectives of the thesis, which are:

1. To determine relationship between customer trust and its antecedents

2. To determine relationship between customer-oriented benefits and
competitive advantage

3. To determine relationship between trust and competitive advantage

4. To determine relationship between customer trust and customers’
intention to use bank

5. To determine relationship between competitive advantage and

customers” intention to use bank

The thesis is organized in the following manner: Following this introduction,
chapter 2 will continue with literature review. This chapter will discuss the
previous academic findings in the research field and outline our research model
and hypotheses. In chapter 3, we develop the research method and research
design. Chapter 4 will discuss the research findings and concludes with the

limitations of the thesis and potential topics for future research.



Chapter 2. Theoretical Background

1. Perceived trustworthiness

Trust is not a stable condition; instead it is a dynamic construct. Trust will
move, or fail to move from different levels to another trust level based on
evidence regarding the trustworthiness of a trustee person, trustee group or
trustee organization (Recklies, 2009). Therefore, it is equally important to
understand as trust what makes a business a trustworthy from the consumer
point of view (Roy et.,, 2011).

Mayer and his colleagues (1995) indicated that perceived trustworthiness is the
trustor’s perception of how trustworthy the trustee is, while trust is the trustor’s
willingness to be vulnerable to the actions of the trustee. They have identified
and validated three main elements of trustworthiness: ability, integrity, and
benevolence by subsuming conceptually similar factors that leads to trust on
prior researches (see Table 1).

Ability is that group of skills, competencies, and characteristics that enable a
party to have influence within some specific domain.

Integrity is the trustor's perception that the trustee adheres to a set of
principles that the trustor finds acceptable.

Benevolence is the extent to which a trustee is believed to want to do good

to the trustor, aside from an egocentric profit motive.



<Table 1> Trust antecedents (adapted from Mayer et al., 1995)

Authors Trustworthiness attributes
. Past interactions, index of caution based on
Boyle & Bonacich (1970) . Do
prisoners' dilemma outcomes
Availability, competence, consistency, discreetness,
Butler (1991) fairness, integrity, loyalty, openness, promise

fulfillment, receptivity

Cook & Wall (1980)

Trustworthy intentions, ability

Dasgupta (1988)

Credible threat of
promises

punishment, credibility of

Deutsch (1960)

Ability, intention to produce

Fanis, Senner, & Butterfield Openness, ownership of feelings, experimentation
(1973) with new behavior, group norms
Frost. Stimpson, & Maughan .
Dependence on trustee, altruism
(1978)
Gabarro(1978) Openness, previous outcomes
Expertness. reliability as information  source,

Giffin (1967)

intentions, dynamism, personal attraction, reputation

Good (1988)

Ability, intention, trustees' claims about how (they)
will behave

Hart, Capps. Cangemi, &
Caillouet (1986)

Openness/congruity, shared values,

autonomy/feedback

Hovland, Janis, & Kelley
(1953)

Expertise, motivation to lie

Johnson-George & Swap
(1982)

Reliability

Jones, James, & Bruni (1975)

Ability, behavior is relevant to the individual's needs
and desires

Kee & Knox (1970)

Competence, integrity

Larzelere & Huston (1980)

Benevolence, honesty

Lieberman (1981)

Competence, integrity

Mishra (In press)

Competence, openness, caring, reliability

Ring & Van de Ven (1992)

Moral integrity, goodwill

Rosen & Jerdee (1977)

Judgment or competence, group goals

Sitkin & Roth (1993)

Ability, value congruence

Solomon (1980)

Benevolence

Strickland (1958)

Benevolence
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Mayer et al., (1995) noted that even though these factors are not trust per se,
these variables help build the foundation for the development of trust (p. 717).
They also suggested that these characteristics are unrelated to one another, but
separable and that together they explain a major portion of trustworthiness
while maintaining parsimony. If a trustee is perceived as high on all three
factors, the trustee will be perceived as quite trustworthy.

Similar to this, McKnight and his colleagues (1998) defined trusting beliefs as
the perceptions of the trustworthiness of the object of trust and the trustor
perception that the trustee possesses characteristics that would benefit the
trustor. Trusting beliefs are integrity (trustee honesty and promise keeping),
benevolence (trustee caring and motivation to act in the trustor’'s interest),
competence (ability of the trustee to do what the trustor needs) and
predictability (consistency of trustee behavior).

According to McKnight et al., (1998) a web vendor who is honest would
fulfill agreements with the customer. A benevolent web vendor would not
intentionally harm the consumer. A competent vendor would do a good job
filling consumer orders with fine products. A trustee who possesses these traits
is very desirable as an exchange partner, because consumer will perceive that
they will behave ethically and kindly, skillfully, and consistently in the exchange
(Mayer et al., 1995). Thus, having high trusting beliefs should lead consumer to
be willing to depend on the vendor. For the purpose of the thesis, perceived
trustworthiness is defined as the customers’ perception of confidence in the

bank’s ability, integrity, and benevolence to provide the banking services.



2. Trust

Trust is very important matter for retail banking. Before customers are willing
to risk their capital in a financial transaction, they want to have appropriate
assurance that they will receive the product what they closed the deal for; i.e.
when customers deposit their money in a bank, they trust the bank not to fail
and to pay back the money. Customers have to trust the bank as whole, and
not just to focus on a single product.

The importance of establishing trust in promoting adaptive organizational
forms, coping with complexity and uncertainty (Luhmann, 1979; Lane, 1998),
reducing costs of ftransaction (Colemann, 1994; Uzzi, 1997), enhancing
competitive advantages (Barney and Hansen, 1994), offering true economic value
(Grudzewski et al, 2008), and characterizing and sustaining truly effective
personal and organizational performance (Lee, 2009) has been broadly recognized
as benefits of trust (Recklies, 2009).

Trust is a cross-disciplinary construct that has been used in i.e. psychology,
sociology, economics, and marketing to study different types of relationships. In
the discipline of marketing, it has been an important component in a significant
research stream focusing on buyer-seller relationships (Ganesan and Hess, 1997)
as well as in social discipline, research argues that trust can be held by
individuals, social relationships, and social systems. Furthermore it is stated that
modern society would not be possible without trust (Lumsden and MacKay,
2006). The psychological trust research puts an emphasis on individual
personality and inter-personal relationships (e.g. Rotter, 1967).

There are probably as many definitions of trust in the literature, but we

summarized here frequently cited ones in Table 2.
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<Table 2> Definitions of trust

Study

Definitions of trust

Rotter (1967)

Trust is "an expectancy held by an individual (---) that the
word, promise, verbal or written statement of another
individual (---) can be relied upon".

Moorman et
al., (1993)

Trust is "a willingness to rely on an exchange partner in
whom have confidence".

Doney and
Canon (1997)

Trust is "the perceived credibility and benevolence of a target
of trust”.

Rousseau et
al., (1998)

Trust is "a psychological state comprising the intention to
accept vulnerability based upon positive expectation of the
intentions or behavior of another".

McKnight et
al., (1998)

Trust is "a multi-dimensional construct with two-related
components-trusting beliefs (perceptions of the competence,
benevolence, and integrity of the vendor) and trusting
intentions-willingness to depend (that is, a decision to make
oneself vulnerable to the vendor)".

Ennew and
Sekhon (2007)

Trust is "an individual’'s willingness to accept vulnerability on
the grounds of positive expectations about the intentions or
behavior of another in a situation characterised by
interdependence and risk".

Yousafzai et
al., (2009)

Trust is "willingness to perform banking transactions on the
internet, expecting that the bank will fulfill this obligations,
irrespective of the customer’s ability to monitor or control the
bank’s actions on the Internet”.

Although there is no-agreed upon definition of trust in the literature, Wang

and Emurian (2005) proposed 4 characteristics of trust are generally observed

and accepted by researchers studying trust:

Trustor and Trustee. There must exist two specific parties in any trusting

relationship: a trusting party (trustor) and a party to be trusted (trustee).

Vulnerability. Trust involves vulnerability. Trust is only needed, and actually

flourishes, in an environment that is uncertain and risky. In online commercial

transactions, consumers are vulnerable to specific trust violations: loss of money

and loss of privacy (Friedman et al., 2000).

Produced actions. Trust leads to actions, mostly risk-taking behaviors. The form
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of the action depends on the situation, and the action may concern something
tangible or intangible. For instance, customers deposit their money in a bank
because the bank is trusted to pay back the money.

Subjective matter. Trust is subjective matter. It is directly related to and affected
by individual differences and situational factors. People also hold different
attitudes toward machines and technology.

Mayer and his colleagues (1995) provided one of the best and most used
definitions of trust, which builds on previous definitions and incorporates the
nonrational aspects of trust. They stated that trust is "the willingness of a party
to be vulnerable to the actions of another party based on the expectations that
the other will perform a particular action important to the trustor, irrespective
of the ability to monitor or control that other party".

This definition of trust is applicable to a relationship with another identifiable
party who is perceived to act and react with volition toward the trustor. Being
vulnerable (Boss, 1978; Zand, 1972) implies that there is something of
importance to be lost. Making oneself vulnerable is taking risk. Trust is not

taking risk per se, but rather it is a willingness to take risk (Mayer et al., 1995).

3. Customer-oriented benefits

To survive and prosper in today’s competitive markets a business needs to
have superior sources of competitive advantage. Any business with a
competitive advantage is able to attract more customers than its competitors by
having some special factors that no one else possesses. The key to capturing
competitive advantage is to know what your customers want and finding a way

to give it to them. Very few sources of competitive advantage last very long
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however, so businesses are engaged in a never ending search to find new
angles to beat their competitors.

For the purpose of the thesis a model by Schierenbeck is employed.
Shierenbeck (2003) argues that a competitive advantage exists when customers
value a company higher in their perception in comparison to other companies.
(Recklies, 2009). It means that banks can offer their services better and/or faster
and/or cheaper in comparison to their competitors (see Figure 1). Customers
could obtain benefits by receiving better customized and convenience service,
faster response, and cheaper interest rate/service charge and these

customer-oriented benefits are superior sources of competitive advantage.

<Figure 1> Shierenbeck model

Systemic creation and Comparative competitive in comparison to the
protection advantages target segments
and & @ arld g @

The three C's Time for Price
-Customized -Responses -Presentation
-Convenience -Decision -Changes
-Competence -Process -Appearance

T fi
Bank management
support/enable/enhance
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3.1 Convenience

Service convenience is consumers’ time and effort perceptions related to
buying or using a service (Berry et al., 2002). Berry and his colleagues proposed
five types of convenience: decision convenience, access convenience, transaction
convenience, benefit convenience, and post benefit convenience. They argued that
the relative importance of these convenience types varies across situations,
services, and consumers.

As similar to this, Joseph C. Ciampa, senior vice president of National city
bank of Pennsylvania cited that bank should consider that customers have
varying perception of convenience - what is convenient for one person isn't
necessarily  convenient for another (tellervision, 2001). She also said:
"Convenience banking means giving your customers what they want it, at a
reasonable cost”. She stressed two types of convenient: nonautomated and
automated convenient. Nonautomated convenience options are: branches inside
supermarkets, drive-up windows that stay open longer than the lobby, a
24-hour-a-day, 7-day-a-week customer service center, and extended hours of
bank branches. Automated convenience options are: ATMs, debit cards, direct
deposit, automatic bill payments, electronic funds transfer, online banking and

overdraft protection .

3.2 Customization

One of the best ways for bank to be successful and stand out in the
increasingly competitive finance industry is to offer customized services.
Customized service usually means that it has been customized to the consumers’

needs. From the consumers’ perspective, the real benefit of customization is the
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ability to find and design products and services that meet their need (Wind and
Rangaswamy, 2001).

Bitner et al, (2000) stated some forms of customization. Successful
customization has largely reflected in a contact employee’s ability to recognize a
situation and adapt the delivery or the service accordingly. Also firms in all
industries can customize their offerings by providing contact employees with
cutting-edge technology tools. This front-office automation includes various tools
such as powerful databases, sales force automation, call-center management,
help-desk applications, product and price configuration tools, and many other
applications. Another form of customization occurs when customers use
technology to create services for themselves. For example, customers can view
their account information, pay bills, transfer money, apply for new accounts,
and invest in the stock market through online banking. Also customers are
enabled to access any combination of banking services they need, 24 hours a

day, thus creating their own package of customized product.

3.3 Response time

Zeithmal et al.,, (1985) stated that responsiveness is the willingness or readiness
of employees to provide service. It involves timeliness of service: mailing a
transaction slip immediately, calling the customer back quickly and giving
prompt service (e.g., setting up appointments quickly). So we pose that response
time of banking service is "willingness or readiness of bank to provide service
promptly”.

Indeed time is a limited and scarce resource. Customers seek banking services

which have quick response and minimize the expenditure of time. Therefore,
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bank often attempts to increase speed of service has become one of crucial
elements in achieving a competitive advantage in the marketplace.  This
particular desire for speed of service can be attributed to factors such as more
intense competition due to the emergence of the single global economy and the
increasing value or criticality of time to people, especially in highly developed
countries (Davis and Heineke, 1994).

Over the past decades, bank got ability to deliver service promptly and
effectively by virtue of profound technological development changes. For
instance, ATMs, online banking, and mobile banking enabled customers serve
banking service in fast and convenient way. Stalk (1988) emphasized that time is
the equivalent of money, productivity, quality, even innovation as a strategic

weapon and most powerful new source of competitive advantage.

3.4 Interest rate and service charge

Bank pays out at a lower interest rate on deposits and receives a higher
interest rate on loans. The difference between these rates represents the bank’s
net income. Besides bank charges fees, commissions, and brokerage for its direct
services such as bank guarantees, ATM debit card business, and credit card
business etc. We consider here interest rate on loans not deposits as interest
rate and bank’s interest rate (loans) and service charges generally as price. Price
is defined what is given up or sacrificed to obtain a product or service from
the consumer’s perspective (Zeithaml, 1988).

Harvard’s Michael Porter suggests that, in basic terms, only two strategic
thrusts will result in a sustainable competitive advantage: low cost leadership or

differentiation/ premium price leadership (Bennett, 1992). Low cost leadership
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means it providing average competitive quality at a lower price than the
average competitive price, but not a price so low as to offset the lower cost
advantage. The competitive advantage for the customer is average or nearly
average quality at lower prices, and for the bank the competitive advantage is
increased market share and higher profit margin per customer. A differentiation
strategy inherently conflicts with a low cost leadership strategy. Providing
exceptional service, performance and features will negatively affect a bank’s
profitability unless the customer is willing to pay for them. This premium price
must more than offset the higher costs if the bank is to have a competitive
advantage. The advantage for the customer is better satisfaction of needs, and
the advantage for the bank is distinctiveness from competitors and higher profit
margins per customer. In addition to competitive thrust, a bank must decide on

its competitive scope.

4. Competitive advantage

The banking industry is in flux, turmoil and perhaps even disarray. The
seemingly endless numbers of mergers and acquisitions, consolidation, "right
sizing," and declining or even negative profitability have many questioning the
future of the industry, their banks and their own careers. Under such
conditions, is it possible for a bank not only to survive, but to prosper? The
answer is an emphatic yes - if, and perhaps only if, the bank understands the
concept of competitive advantage and how to achieve and sustain it (Bennett,
1992).

Competitive advantage can be derived from numerous sources and almost any

and every article written on the subject of conducting business better or running
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an organization more efficiently could be construed to be concerned with
creating competitive advantage (Lado et al, 1992). As such, the literature
concerning competitive advantage is extensive and certainly too large to review
in a single article (Walley and Thwaites, 1996).

Hoffman (2000) summarized that prior researchers’ contribution (either directly
or indirectly) to the literature pertaining to sustainable competitive advantage.
According to him, early literature on the subject of competition serves as a
precursor to the development of the sustainable competitive advantage construct.
For example, Alderson (1937) hinted at a basic tenet of sustainable competitive
advantage, that a fundamental aspect of competitive adaptation is the
specialization of suppliers to meet variations in buyer demand. Later, Alderson
(1965) was one of the first to recognize that firms should strive for unique
characteristics in order to distinguish themselves from competitors in the eyes of
the consumer. He stated that differential advantage might be achieved through
lowering prices, selective advertising appeals, and/or product improvements and
innovations. In following decades, authors such as Hamel and Prahalad (1989)
and Dickson (1992) discussed the need for firms to be willing to learn how to
create new advantages that will keep them one step ahead of competitors. All
of these concepts involve differentiation, uniqueness and the ability and
willingness to deliver service at levels that not only meet but exceed customer
expectations. Differentiation and uniqueness on factors important to the customer
are the keys to competitive advantage (Bennett, 1992).

One of the oldest and applicable definitions of competitive advantage is
"positional and performance superiority being a consequence of relative
superiority in the skills and resources a business deploys" (Day and Wensley,

1988). Day and Wensley (1988) stated that these skills and resources reflect the
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pattern of past investments to enhance competitive position. The sustainability of
this positional advantage requires that the business set up barriers that make
imitation difficult. Because these barriers to imitation are continually eroding, the
firm must continue investing to sustain or improve the advantage. Thus, the
creation and sustenance of a competitive advantage are the outcome of a

long-run feedback or cyclical process.

5. Research model and hypothesis

5.1. Research model

We drew upon two primary research streams, trust and competitive advantage
which are widely recognized as an important facilitator of successful long-term
relationship between customers and bank, to develop the thesis’s research
model.

There are 10 constructs in our model, which includes perceived ability,
perceived integrity, perceived benevolence, convenience, customization, response
time, interest rate/service charge, trust, competitive advantage, and intention to
use bank.

We will test the strength of the hypothesized relationships embedded in the
theoretical model and the robustness of the model in predicting customers’
intention to use bank in the Mongolian banking sector. The theoretical model is

graphically presented in Figure 2.
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<Figure 2> The proposed research model
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5.2 Hypothesis development

5.2.1 Hypothesis regarding perceived trustworthiness

Trustworthiness refers to the extent to which a bank is perceived as being
worthy of trust (Ennew and Sekhon, 2007). Mayer and his colleagues (1995)
have identified three elements of perceived trustworthiness as perceived ability,
perceived integrity, and perceived benevolence. Accordingly, previous researches

have shown that perceived trustworthiness directly or indirectly influences the
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customers’ level of trust in offline and online banking contexts (Yousafzai et al.,
2009, Roy et al, 2011). In this thesis, it is proposed that perceived
trustworthiness will have a direct effect on the customers’ trust and it will
assure the customers that bank is both competent (able) and willing to (integrity
and benevolence) to deliver services in accordance with their expectations.

Therefore it follows that:

H 1-1: Perceived ability positively influences trust.
H 1-2: Perceived integrity positively influences trust.

H 1-3: Perceived benevolence positively influences trust.

5.2.2 Hypotheses regarding customer-oriented benefits

According to Shierenbeck model (2003), a competitive advantage exists when
customers value a company higher in their perception in comparison to other
companies (Recklies, 2009). Customers could obtain benefits by receiving better
customized and convenience service, faster response, and cheaper interest
rate/service charge and these customer-oriented benefits are superior sources of
a competitive advantage.

Day and Wensley (1988) focused on two categorical sources involved in
creating a competitive advantage: superior skills and superior resources. Superior
skills and resources, taken together, represent the ability of a business to do
more or do better (or both) than its competitors. Therefore, no matter what
types of business, firms may succeed in establishing a sustainable competitive
advantage by combining skills and resources in unique and enduring ways

(Hoffman, 2000). Bharadwaj and his colleagues (1993) state that a firm’s skills
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and resources can be considered sources only if they offer benefits desired by
customers. Based on these studies, it is reasonable to expect that bank could
gain a competitive advantage by providing customer-oriented benefits to the
customers through combination of customized and convenience service, effective

price policy and quick response. Thus, it follows that:

H 2-1: Convenience positively influences competitive advantage.

H 2-2: Customization positively influences competitive advantage.
H 2-3: Response time positively influences competitive advantage.
H 2-4: Interest rate/service charge positively influences competitive

advantage.

5.2.3. Hypotheses regarding trust and competitive advantage

Trust is being defined as the willingness of a party to be vulnerable to the
actions of another party based on the expectations that the other will perform a
particular action important to the trustor, irrespective of the ability to monitor
or control that other party (Mayer et al., 1995). Trust, which induces a more
open exchange of ideas, fosters the creativity that is necessary to produce a
unique value-added strategy. Therefore, trust leads to sustainable competitive
advantage (Hoffman, 2000). Also strong forms of trust as defined by Barney and
Hansen (1994) are based on shared values, principles, and standards. Of
importance here, strong forms of trust can create a competitive advantage
relative to firms that base their relationship on weak or semi-strong forms of
trust (Barney et., 1994). The competitive advantage gained through strong forms

of trust is usually immune from imitation and rapid diffusion by competitors.
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In addition, Gefen (2002) and Pavlou (2003) indicated that trust has a positive
impact on customers’ intention to use bank. Therefore, it is reasonable to infer
that trust positively influences competitive advantage and customers’ intention to

use bank, and we hypothesized that:

H 3: Trust positively influences competitive advantage.

H 4: Trust positively influences intentions to use bank.

A bank has got competitive advantage means that the bank offers services
better and/or faster and/or cheaper than its competitors to the customers
(Shierenbeck model, 2003) in differentiated, uniqueness, and enduring ways
(Bennett, 1992) in consequence of positional and performance superiority by
combining superior skills and resources (Day and Wensley, 1988). Thus, it is
evident that competitive advantage is an important factor affects customers’

evaluation of services and intent to use bank. Therefore, we hypothesized that:

H 5: A competitive advantage positively influences customers’ intention to

use bank.
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Chapter 3. Research Method

1. Sample and data collection

The data were collected through a questionnaire sent to 313 Mongolian retail
bank customers in Ulaanbaatar city via mail. Two hundred and seventy
completed questionnaires were received, giving a response rate of 86.26%. The
survey was conducted for two weeks.

Table 3 summarizes the profile of 270 customers, who filled in valid
questionnaires. Respondents varied in gender (male, 34.8%; female, 65.2%), age
(younger than 18 years, 0.4%; 18-25 years, 36.3%,; 26-35 years, 36.3%; 36-45 years,
14.1%; 46-55 years, 11.5%; older than 56 years, 1.5%), education level (graduate
or similar, 21.1%; undergraduate or similar, 55.9%; high school, 20.0%; middle
school, 3.0%), occupation (student, 24.8%; self-employed, 3.7%; full-time public,
42.6%; private sector employee, 23.7%; other, 52%), monthly income (less than
500,000 tug, 59.3%; 500,001 tug- 1,000,000 tug, 32.6%; 1,000,001 tug-1,500,000 tug,
5.2%; more than 1,500,000 tug, 3%).

Expect from demographics, data related to numbers of the serving banks, the
relationship length with their main bank, and services receiving from the main
bank are included in order to present indirect measures of customers’ use of
bank.

Through the survey, 21.95% of the respondents use only 1 bank, 722% of the
respondents use 2-3 banks, 4.8% of the respondents use 4-5 banks and 1.1% of
the respondents use more than 5 banks. The results show that 7% of the

respondents were users less than 1 year, 14.1% of the respondents were users
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for 1-2 years, 26.7% of the respondents were users for 2-4 years, 23.0% of the
respondents were users for 4-6 years and 29.3% of the respondents were users
more than 5 years.

Finally, 604% of the respondents use current accounts, 615% of the
respondents use savings accounts, 81.5% of the respondents use card service,
35.6% of the respondents use loan service, 16.7 % of the respondents use
e-banking, 5.2% of the respondents use personal banking, 1.5% of the
respondents use asset management consulting and 5.9% of the respondents use
other services.

To summarize, most of the respondents (72.2%) have relationship with 2-3
banks and are cooperating with their main bank for longer than 6 years (29.3%)

and use card service (81.5%).

<Table 3> Respondents’ profile

Measure Item Frequency Perce(f)}(t);ige
Male 9 34.8
Gender Female 176 65.2
younger than 18 years 1 0.4
18-25 years 98 36.3
Age 26-35 years 98 36.3
36-45 years 38 14.1
46-55 years 31 115
older than 56 years 4 1.5
Graduate or similar 57 21.1
Undergraduate or similar 151 55.9
Education level High school 54 20.0
Middle school 8 3.0
Elementary school - -
Student 67 24.8
Self-employed 10 3.7
Occupation Full-time public 115 42.6
Private sector employee 64 23.7
Other 14 5.2
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Measure Item Frequency Perce(f)}(t)z)ige

less than 500,000 tug 160 59.3

. 500,001 tug- 1,000,000 tu 88 32.6

Monthly income =501 o6 tig—1,500,000 tugg 14 52
more than 1,500,000 tug 8 3.0

1 59 219

Numbers of the | 2-3 195 722
serving banks 45 13 4.8
more than 5 3 1.1

less than 1 year 19 7.0

Relationship length | 1-2 years 38 14.1
with  the main | 24 years 72 26.7
bank 4-6 years 62 23.0
longer than 6 years 79 293

Current accounts 163 60.4

Savings accounts 166 61.5

Card service 220 81.5

?forr\gces thereceir‘lfgilﬁ Loan service 9 35.6
bank E-banking 45 16.7
Personal banking 14 5.2

Asset management consulting 4 1.5

Other 16 5.9

2. Measure development and validation

An initial pool of items was created from a review of the existing literature
on customer trust and competitive advantage. Some items were taken from the
previous literature with little modifications to fit the purpose of the thesis. The
remaining items were developed through proposed definitions of the constructs.

As to perceived trustworthiness, we described 15 measurement variables
adapted from Ennew and Sekhon (2007). This led to three-factor dimension of
trustworthiness, consisting of, perceived ability, perceived integrity and perceived
benevolence. Measures of trust were also adapted from Ennew and Sekhon

(2007), containing five variables. Convenience was measured by adapting scale
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items from Berry et al., (2002), containing five variables. Customization was
measured by adapting scale items from Kwon Dul Hee (2008), containing four
variables. Interest rate/service charge was measured by adapting scale items
from Matzler et al., (2006), containing five variables. Intention to use bank was
measured by three scale items. Two of them are adapted from Sajeev and
Colgate (2001).

All constructs are measured using multiple indicators. A 5-point Likert-type
scale was applied to measure the different constructs anchored from strongly

disagree to strongly agree.

3. Data analysis

The data analysis was carried out in accordance with a two-step methodology
(Anderson and Gerbing, 1988). Accordingly, the first we examined the
measurement model to measure convergent and discriminant validity. Then we
examined the structural model to investigate the strength and direction of the

relationships among the theoretical constructs.

3.1 Analysis of the measurement model

The measurement model includes 22 indicators of seven exogenous and three
endogenous constructs after elimination of some items by conducting a
confirmatory factor analysis on items from subsets of theoretically related
measures to assess the extent to which they reflected a single dimension (see
Table 4).

Cronbach’s alpha scores shown in Table 5 indicated each construct exhibited
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strong internal reliability. Usually Cronbach’s alpha .6 and .7 or above is
considered to be criteria for demonstrating internal consistency of new scales

and established scales respectively (Nunnally, 1998).

<Table 4> Eliminated items

Construct ;{gglsl 11%1111:1% Eliminated items
My main bank can be relied upon to give
' B honest advice
Perceived ability 5 9 My main bank has the information it
(ABID needs to conduct its business
My main bank is consistent in what it
provides service
' ' ' My main bank is honest
Perceived integrity 5 2 My main bank shows high integrity
(TER) My main bank acts in the best interests
of its customers
. My main bank is responsive when
bPercellved contacted
enevoience 5 2 My main bank treats its customers fairly
(BEN) ; -
My main bank communicates clearly
It was easy to_get the information 1
' needed to decide which bank to use
Convenience 5 9 It doesn't take much time to reach my
(CON) bank
Bank made it easy for me to resolve my
problem
Customization 4 3 If T want, my bank will provide service
(CUS) what 1 want even though not now.
. Response time of bank on my request is
Resp(cl)%nﬁg )tlme 4 2 fast
Bank resolve my problem quickly
I do not believe that another bank would
have the same or even a better service for
Interest rate/service 5 2 the price -
charge Service fee and quality meet my needs
I get better terms and conditions than
others for the same service
My bank is very reliable
Trust 5 2 My bank has a reputation for having its
(TRU) customers interests at heart
I feel my bank is trustworthy
e My bank offers its service better, faster
%%rggggé\ée 5 3 and cheaper in compare to other banks
(ADV) My bank provides its service in
differentiated and unique ways
In%%rgllio Uthlgse 3 2 I will recommend my bank to other people
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<Table 5> Construct reliability and convergent validity

Exploratory factor analysis

Confirmatory factor analysis

(SPSS 16.0) (LISREL 8.51)
Composits Average
Construct/ Item Factor Cronbach’s tvalue velia il?tye Variancs1
indi loading alpha i extracte
indicator (CR) (AVE)
Perceived Abil 0.665 11.82
ability 0.739 0.742 0.591
(ABI) Abi3 0.748 13.54
Perceived Int3 0.748 13.06
integrity 0.777 0.777 0.635
(TER) Int4 0.732 14.61
Perceived Benl 0.695 13.99
benevolence 0.784 0.752 0.603
(BEN) Ben2 0.727 15.01
Convenience Con3 0.750 1534
0.828 0.832 0.713
(CON) Cond 0.781 17.11
Cusl 0.748 14.89
Customization
(CUS) Cus2 0.745 0.844 14.42 0.847 0.650
Cusd 0.790 16.83
. Resl 0.81 17.81
Response time €s 0 0.893 d 0.893 0.802
(RES) Res3 0.830 18.68
Interest Intl 0.687 15.45
rate/ service 0.869 0.875 0.778
charge (INT) Int2 0.767 19.10
Trust Trul 0.676 13.16
0.713 0.695 0.532
(TRU) Tru3 0.699 12.80
Coml1 0.789 14.54
Competitive
advantage Com3 0.842 0.845 17.01 0.846 0.646
(ADV)
Comb 0.808 15.35
Intention to Intentl 0.831 17.48
use bank 0.864 0.867 0.766
(USE) Intent3 0.846 17.54

*** Significant at p<.001
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Composite reliabilities of constructs are above 0.7, except trust (Bagozzi and
Yi, 1988). Variance-extracted estimates are above 0.5, which indicates that there
is more "signal" than "noise" in the data (Fornell et al., 1996). The fact that all
the indicators load on the proposed constructs significantly (the t values range
from 11.82 to 19.10), coupled with average variance-extracted estimates greater
than 0.5 for each of the constructs, indicates convergent validity among items
measuring the construct (Fornell and Larcker, 1981; Bagozzi and Yi, 1988). Also
we employed confirmatory factor analysis (CFA) to refine the measurement
model. The CFA revealed a relatively good fit to the data (chi-square=261.806,
df=164 (p=0.000), GFI=0.921, AGFI=0.879, CFI=0.974, NFI=0.935, RMR=0.0203),
thus confirming the efficacy of our measurement model.

Discriminant validity of the constructs, on the other hand, was checked by
determining whether twice the standard errors of the correlations between the
latent constructs (®) included the value of 1. If a value of 1 were to be
included, this would suggest that there is no difference between the correlated
constructs (Anderson and Gerbing, 1988). This was not found to be case for
either data set, thereby indicating the discriminant validity of the constructs

employed (see Table 6).
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<Table 6> Discriminant validity

Construct | ABI TER BEN | CON | CUS | RES INT | TRU | ADV | USE
ABI 1.000

TER 0.628 | 1.000

BEN 0.561 | 0.589 | 1.000

CON 0.523 | 0503 | 0.718 | 1.000

Ccus 0565 | 0.644 | 0.752 | 0.749 | 1.000

RES 0.514 | 0.488 | 0.686 | 0.781 | 0.716 | 1.000

INT 0.438 | 0.501 | 0.600 | 0.554 | 0.646 | 0.698 | 1.000

TRU 0.648 | 0.715 | 0.756 | 0.748 | 0.831 | 0.663 | 0.589 | 1.000

ADV 0.659 | 0.574 704 0.736 | 0.785 | 0.69 | 0.765 | 0.752 | 1.000

USE 0.616 | 0.627 | 0.672 | 0.743 | 0.771 | 0.729 | 0.668 | 0.733 | 0.861 | 1.000

**significant at p<.001

3.2 Analysis of the structural model and hypothesis testing

The proposed model was tested on the basis of a structural equation model

using LISREL 8.51. The results of the structural model are reported in Table 7.

We assessed the overall goodness-of-fit using the chi-square test. The results of

structural equation modeling obtained for the proposed conceptual model

revealed a ratio of chi-square to the degree of freedom (x2/df) of 1.73 (p=0.000),

goodness-of-fit index (GFI) of 0909, adjusted goodness-of-fit index (AGFI) of

0.871, comparative fit index (CFI) of 0966, normed fit index (NFI) of 0.924,

relative fit index (RFI) of 0.901, and root mean square error of approximation

(RMSEA) of 0.0496 (see Figure 2). Generally, fit statistics greater than or equal
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to 0.9 for GFI, NFI, RFI, and CFI indicate a good model fit (Bagozzi and Yi,
1991; Hair and et al, 1998). Furthermore, RMSEA values ranging from 0.05 to
0.08 are acceptable (Hair and et al., 1998); therefore, the RMSEA suggested that
our model fit was acceptable. Other fit indices indicated that our proposed

model obtained an adequate model fit.

<Table 7> Construct structural model

Hypothesis Linkage in the model Coefficient t-value Support
H1-1 Perceived ability —Trust 0.19 2.04* @)
H1-2 Perceived integrity —Trust 0.30 3.16 @)
H1-3 Perceived benevolence — Trust 0.56 6.32%** @)
H2-1 Convenience — Competitive advantage 0.29 2.94%% O
H2-2 Customization — Competitive advantage 0.22 2.28* O
H2-3 Response time — Competitive advantage -0.06 -0.63 X
Hos | e re/seric dharge 0w | sew | o
H3 Trust — Competitive advantage 0.18 2.02* @)
H4 Trust — Intention to use bank 0.22 2.58%* @)
H5 S;)em]g)aertlilzive advantage — Intention to 0.71 7 Tk o

*p<.05, **p<.01, **p<.001

Table 7 indicates that all relationships (H1 to H5), with the exception of H2-3,
are supported as Thypothesized. The findings indicate that perceived
trustworthiness is positively associated with trust (respectively t=2.04, p<.05;
t=3.16, p<0.01; t=6.32, p<.001). Thus, H1-1, H1-2, and H1-3 are supported. The
implication is clear: the higher the perceived trustworthiness, the deeper is the

trust. The relationship between customer-oriented benefits and competitive
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advantage is also significant and positive (respectively t=294, p<.01, t=2.28,
p<.05; t=5.42, p<.001). However, there is no statistical significance that response
time will affect competitive advantage. Therefore, H2-3 is not supported. This
may imply that bank with fast response time is not sufficient enough to result
in competitive advantage. Thus, H2 is supported partially. It means that
convenience, customization, and interest rate/service charge are positively
associated with competitive advantage in support H2-1, H2-2 and H2-4. As
expected, our findings support H3 and H4 that trust positively influences
competitive advantage (t=2.02, p<.05) and intention to use bank (t=2.58, p<.01).
Also our results show that competitive advantage has positive impact on
intention to use bank (t=7.74, p<.001) in support H5. Our hypothesis results are
shown in Figure 3.

<Figure 3> Results of structural modeling analysis

Perceived Trustworthiness

Perceived

Ability .19 (2.04)

Perceived
Integrity

Perceived
Benevolence

Customer-Oriented Benefits

.56 (6.32) .22 (2.58)

Intention to
Use Bank

71(7.74)

.18 (2.02)

Convenience

.29 (2.94)

Competitive

Customization
Advantage

Response
Time

Interest
rate/service
charge

*GFI=0.909, AGFI=0.871, CFI=0.966, NFI=0.924, RFI=0.901, RMSEA= 0.0496

_30_



Chapter 4. Conclusion and Implications

This study aimed to examine the effects of main factors influence customers’
bank use and to develop and validate multi-dimensional model of customers’
intention to use bank in case of Mongolia. The results show that trust and
competitive advantage as key determinant factors positively influence customers’
intention to wuse bank. Also our results approved that trust significantly
influences competitive advantage. It means that trust leads to create and
maintain the competitive advantage.

More specifically, the main elements of trustworthiness which are perceived
ability, perceived integrity, and perceived benevolence significantly affect trust in
retail banking. Among the elements of perceived trustworthiness, perceived
benevolence is the most important predictor of trust, indicating that customers
expect more positive orientation of the bank toward the customers. It shows
that Mongolians prefer employee-customer interaction than self-service
technologies. It might be related to extensive use of technology has not been
sticked to customers” use of bank in Mongolia. Thus, banks should find ways to
initiate and foster electronic relationships with customers. If perceived ability,
perceived integrity, and perceived benevolence were all perceived to be high,
the trustee would be deemed quite trustworthy (Mayer et al., 1995). Therefore, it
is recommended that Mongolian retail bankers consider all dimensions of
trustworthiness identified in the thesis in building the overall customers’ trust in
the service provider. This is particularly important during the current economic
slowdown because trust acts as a determinant of the relationship processes
(Moorman et al, 1993) and helps in creating and maintaining competitive

advantage (Barney and Hansen, 1994; Hoffman, 2000). We conclude that the
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result showed the significance of the proposed conceptualization of trust. If
banks better understand the true nature of trust, they have better chances to
build up trust more systematically and maintain for long periods of time.

Although there are a number of papers related to the literature of
competitive advantage, few studies discussed the issue of competitive advantage
in the specific context. This thesis seeks to fill this gap by considering
competitive advantage in the banking sector using survey collected from
completed 270 questionnaires of total 313 bank customers in Mongolia. We
construct propositions relating to a wide-scale investigation of competitive
advantage, with reference to consumer-oriented benefits and customers’ intention
to use bank. Indeed, other researchers have noted the need for further research
(Walley and Thwaites, 1996, Hoffman, 2000). Walley and Thwaites (1996) argue
that further investigation is required into competitive advantage in a
non-manufacturing context, mentioning financial services in particular.

As shown as result, customer-oriented benefits such as convenience,
customization, and interest rate/service charge except response time significantly
affect competitive advantage. Moreover, the results show that competitive
advantage strongly relates to customers’ intention to use bank. Regarding the
elements of customer-oriented benefits, interest rate/service charge appears to be
the most influential factor affects competitive advantage of the bank. This may
be associated with interest rate/service charge of Mongolian retail banks is
relatively high in compare to other developed countries. Tumennast (2008) stated
that the two-tier banking system in Mongolia has functioned as one of the
highest interest rate regimes in the world. Thus, we suggest that bank need to
focus other factors such as convenience and customization to enhance its

competitive advantage. As such, banks should use cross-selling opportunities to
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provide convenience and customer data base information to deliver highly
personalized and customized products. For instance, banks can combine
over-the-counter services from stock-brokers and insurers at its large branches.
Accordingly, there are agents, brokers, and insurance salespeople working
together with bank salespeople in one branch. This multi-functional layout can
increase the service convenience. Also bundled products, such as a mortgage
and property insurance connected to a checking account or credit card, can be
developed to provide service convenience. Furthermore, banks can leverage
credit card holder usage data to cross-sell products by including customized
promotions with credit card bills. This is an extremely cost-effective method of
reaching the untapped market of credit card customers who meet the
qualifications for certain products. Generally, we conclude that customer-oriented
benefits enable banks to obtain and sustain more competitive advantage than its
competitors and customers are likely to intent to use the bank that has got such
competitive advantage.

This thesis complements the scant research stream dealing with customers’
intention to use bank in Mongolia. Also this thesis serves as an insight for bank
managers who are involved in retail bank marketing and strategic decisions in
Mongolia. Bank managers could pursue all or any of the constructs as
benchmarks in their current and/or future marketing deliberations.

The thesis is limited to represent the general public. It is only based on
Mongolian case. The specific characteristics of current Mongolian financial
services market, which can not be considered as a mature financial services
market compared to other developed countries e.g. South Korea, generate
concern. Thus, additional research is needed on another country’s data to

generalize the findings.
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Future research is needed to in order to explore moderators of the links
between trustworthiness and trust. This thesis has identified the linear
relationship between the overall trustworthiness of a service provider and
customers’ overall trust in the service provider. It would be interesting to
examine whether there exist a non-linear relationship between the two
constructs. In addition, further research can extend this thesis by examining the
effects of main factors influence customers’ intention to use bank in the context

of online banking.
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{Appendix: Survey>

Dear Respondents,

My name is Munkhjargal Purevsukh and I am conducting a survey for my
research towards completing my Master of Business Administration thesis. The
research field of my thesis is trust, competitive advantage and customers’

intention to use bank.

Your answers will be treated with utmost confidentially and utilized for

academic purposes only. I sincerely hope you will answer with utmost honesty.
Thank you for your cooperation.

Conducted by
Munkhjargal Purevsukh
Department of Business Administarion at Chosun University, Republic of Korea

e-mail: mugii0910@yahoo.com

mobile: +82-10-3066-9279

Academic advisor: Hyung-Shik Jung, Ph.D.
Department of Business Administarion at Chosun University, Republic of Korea
e-mail: hsjung@chosun.ac.kr

phone: +82-62-230-6543

-= 2ot ul

CHOSUN UNIVERSITY
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Please answer following questions.

1. How many banks do you serve?
(11 [J23 [145 [] more than 5

2. Please name your main bank that presently you are serving ..................
3. How many years do you cooperate with your main bank?
[ ] less than 1 year [] 1-2 years [] 2-4 years

[] 4-6 years [ ] longer than 6 years

4. What kind of services do you receive from your main bank? (multiple
answers possible)

[ ] Current accounts [ ] Savings accounts [ ] Card service
[ ] Loan service [ | E-banking [ | Personal banking
[ ] Asset management consulting [ ] Other

Listed below are series of statements that represent main factors influence on
customers’ intention to use bank. With the respect to your own experience
with your main bank, please answer the following statements by circling one
of the number in the scale which best reflects the strength of your
agreement or disagreement in relation to that statement.

Regarding the bank’s perceived ability, | prace | Disisee | Neumal | Agree sz:zy
1 | My main bank is knowledgeable 1 2 3 4 5
’ My main bank can be relied upon 1 ’ 3 4 5

to give honest advice
3 | My main bank is efficient 1 2 3 4 5

My main bank has the information
it needs to conduct its business

My main bank is consistent in what
it provides service
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Listed below are series of statements that represent main factors influence on
customers’ intention to use bank. With the respect to your own experience
with your main bank, please answer the following statements by circling one
of the number in the scale which best reflects the strength of your
agreement or disagreement in relation to that statement.

.Regarc.iing the  bank’s  perceived swongly | Do | Newnat | agee | Y

integrity, = Agree

1 | My main bank is honest 1 2 3 4 5

2 | My main bank shows high integrity 1 2 3 4 5

3 My main bank conducts transactions 1 ’ 3 4 5
fairly

4 | My main bank keeps its word 1 2 3 4 5

5 My main bank acts in the best 1 ’ 3 4 5
interests of its customers

{){eer%::‘;(i)ilr;ﬁce the bank’s  perceived Sy | e | Newnal | Agre si:f:y

1 My main bank shows respect for 1 ’ 3 4 5
the customer

’ My main bank competently handles 1 ’ 3 4 5
all my requests

3 My main bank is responsive when 1 ’ 3 4 5
contacted

4 My main bank treats its customers 1 ’ 3 4 5
fairly

5 | My main bank communicates clearly 1 2 3 4 5

Regarding the bank’s trust, ,?,?s";;ﬂﬁ Disagree | Neutral | Agree sz:egely

1 | I trust my bank to do what it says 1 2 3 4 5
it will do

2 | My bank is very reliable 1 2 3 4 5

3 | Overall I feel I can trust my bank 1 2 3 4 5
My bank has a reputation for

4 | having its customers interests at| 1 2 3 4 5
heart

5 | I feel my bank is trustworthy 1 2 3 4 5
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Listed below are series of statements that represent main factors influence on
customers’ intention to use bank. With the respect to your own experience
with your main bank, please answer the following statements by circling one
of the number in the scale which best reflects the strength of your

agreement or disagreement in relation to that statement.

Regarding the bank’s convenience, Dissgres | Dissgree | Newral | Agree sz:f:y

1 It was easy to get the information I 1 2 3 4 5
needed to decide which bank to use

2 It doesn’t take much time to reach 1 2 3 4 5
my bank

3 Bank mgde it easy for me to take 1 ’ 3 4 5
the service

4 | The service is easy to use 1 2 3 4 5

5 Bank made it easy for me to 1 2 3 4 5
resolve my problem

Regarding the bank’s customization, Dl | Disagree | Neuwal | Agree sz:zy

1 My bank provides service suits my 1 ’ 3 4 5
demand
My bank provides proper service to

2 |suit my needs in comparison to 1 2 3 4 5
other banks
If T want, my bank will provide

3 |service what I want even though 1 2 3 4 5
not now.

4 Overall. my bank  has  got 1 2 3 4 5
customized service

Regarding the bank’s response time, ,%21‘;‘;%12 Disagree | Neural | Agree sz:egely

1 Service process time of my bank is 1 ’ 3 4 5
quick

’ Responge time of bank on my 1 ’ 3 4 5
request is fast

3 | My bank has got prompt service 1 2 3 4 5

4 | Bank resolve my problem quickly 1 2 3 4 5
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Listed below are series of statements that represent main factors influence on
customers’ intention to use bank. With the respect to your own experience
with your main bank, please answer the following statements by circling one
of the number in the scale which best reflects the strength of your

agreement or disagreement in relation to that statement.

Regarding the bank’s interest rate/ | swongy | ... Newwal | Asree | STOREY
service charge, Disagree ¥ & Agree
1 Interest changes are communicated 1 2 3 4 5
properly
All service charge components are
2 | clear, comprehensive and 1 2 3 4 5
understandable
I do not believe that another bank
3 | would have the same or even a 1 2 3 4 5
better service for the price
4 Service fee and quality meet my 1 ’ 3 4 5
needs
I get better terms and conditions
5 than others for the same service 1 2 3 4 5
Regarding the bank’s competitive SHOMEIY | e | Newnsl | Agree Strongly
advantage, & Agree
1 My bank has got strong competitive 1 ’ 3 4 5
advantage than other banks
My bank offers its service better,
2 | faster and cheaper in compare to 1 2 3 4 5
other banks
My bank has got superior skills and
3 . . 1 2 3 4 5
resources than its competitors
My bank provides its service in
4 differentiated and unique ways 1 2 3 4 >
5 My. bank provides superior benefits 1 2 3 4 5
to 1ts customers
{){aer%lifdmg my intention to wuse the ]s;irs(:;z Dieee | e Agece SZ:ily
1 I will do more business with my 1 2 3 4 5
bank
’ I will recommend my bank to other 1 ’ 3 4 5
people
3 I will continue to use my bank for 1 ’ 3 4 5
future bank service
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Please answer following demographic questions.

Gender: [ ] Male [ ] Female

Age:
[ ] younger than 18 years [ ] 18-25 years
[ ] 26-35 years [ ] 36-45 years
[ ] 46-55 years [ ] older than 56 years

Level of education:
[ | Graduate or similar [ ] Undergraduate or similar
[ ] High school [ ] Middle school

[ ] Elementary school

Occupation:
[ ] Student [] Self-employed
[ ] Full-time public [ ] Private sector employee
[ ] Other

Your monthly income:
[ ] less than 500,000 tug [ 1 500,001 tug- 1,000,000 tug
[ ] 1,000,001 tug-1,500,000 tug [ ] more than 1,500,000 tug

Thank you!
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OpXSM XYHAST CaHaJI acyyJIral OpOJIIIONY TaHaa

Munantt 6ume IlypoBcyX oBOorTOoM MeHXXKapraj Hb busHecutt H YAWpPAJIarbIH
MarucTpbIH 329poT I'OPHUJIOH DHOXYY CaHAJ acyyJIrbIl SIBYYJIX 6Oaif raa OMJIDD.
MuHUY cygaJjiraadbl axXJbIH Xypod O0J1 XapUJIIarugblH OaHKWHZ HTIDX
UTr2J, OaHKHBI epCeJIgeeHHUII OaByy TaJl OOJIOH XapHJIMardablH OaHKHBI
XBPITJID3 IOM.

Tagbl XapuyJIT Malll eHZep HYYILJIAJZ 30BXeH CyHaJilaaHbl 30DPHJII00D
amurJargax 6oJiHo. TaHBID DHOHXYY CaHaJI acyyJraZ YHSOH 3B XaphyJiHa

20T T Ha¥l max 6ail Ha.

XaMTpaH axuJijiacaHz TaJapxax 6ait Ha.

CymaJjraa aBcal:

I1.MexzxapraJi
Uycon Ux Cypryyautt H busHecn#f H yaoupaJjarbid ToHXUM, BHCY

maxuM myyzgax: mugiil910@yahoo.com

yTac: +82-10-3066-9279

Yaoupmaru 6ari:

Your Xéur Iur, Ph.D.
Uycon Ux Cypryyautt H busHecn#f H yaoupaJarbid ToHXUM, BHCY
maxuM Iryyzas: hsjung@chosun.ac.kr

yTac: +82-62-230-6543

'__ Mol

Z1] CHOSUN UNIVERSITY
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Ta moopx acyyJaTyyhad XapHyJiHa Yy.
1. Ta xomgoH 6aHKTall XapHJIgar B2?
L1 1 L[] 23 []4-5 [ ] 5-aac pmoormm
2. Ta eeputt H YU JIUJIYYJIOST TOJI XapuJrard 6aHkKaa HOPJIDHD YY ...
3. Ta pHoxYYy OaHKTalf X5HO5H XHJI XapuJIlax Oaitt raa Bo?
[ ] 1-p5Cc moomr XHJI (] 1-2 xuia [ ] 2-4 xnuia
[] 4-6 xui [] 6-aac OPBII XUJI

4, Ta eepui#f H TroJI XapuJjiiaru OaHKHaacaa sMap TepJui H YH JIUMJITDD
aBHar Bd? (OJIOH COHI'OJIT GOJIOMXKTOH )

[ ] Xapmimax madc [ | XaaraJiaMx [ ] Kapt
[ ] 3ooa [ ] UaTepHsT 6agk [ | XyBUM H 6OaHKHBI YU JIUMJITDD

[ ] XepeHrutf H yaupOJiarbId 3eBJleTee | | Bycax

Jloopx eryyJibopyyd HB XapUJIlarugblH OaHKHBI XJPOTJIDOHA, HeJeeJleX T0JI XYUHH
3YH JIYYAUI T WJISpXHUH JICoH 6o0JiHO. Ta eepuit H T0JI XapuJmaru OaHKTaM raa
XapUJIIgar TYPILJIara O99pa2 TYJATYYDPJaH HOOOpX er'YYJIOSpYYATHSM caHaJl HUM JIX Oy
9CBOJI HUM JIDXTYU 6aiff raa 5CoxXnd XOM O TaJbIH TaBaH COHI'OJITOOC HOTHHU I OAyTLyH
JIaH HJIDDXHUU JIHD YY.

Munni TOoJI XapHJard 6aHK | Caman orr Cama OyEA Cagan e
YaaBapblH XYBbZ... HEM JISXCYR | HEH JBXTYH i i mme | ot
1 MbagasrTait 1 2 3 4 5

2 | YaoH 36B 3eBJIeT'ee ermer 1 2 3 4 5

3 | HagBapJar 1 2 3 4 5

Oepuii H YH JI axuJraraaraa
4 aByyJiaxaz, maapaJiararan 1 2 3 4 5
MDBIPAJIJIZOD XaHTar ZAcaH

Y? J1 axXuWJJlaraaHgaa HUNA IICOH
YA JIUKJITDD Y3YYJIOOT
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MHHHHA TO0JI XapHJIIard 6aHK YHSHU

Camax ort

Camax

AyEn

Cagax

Camax

IOyZaprbIH XyBbA... HAYX JISXTYH HAYX JISXTYH 35par HHAHX JHD :;;J;z

1 YHoHU 1 2 3 4 5

2 Mam 1myzgapra 1 2 3 4 5
YHO9HU I T u

3 5 yAapraap AKUJIT 1 » 3 4 5
TYY JI9D  gByyJigar

4 XBJICOH YI'DHODD XYDPOST 1 2 3 4 5
XapuimmargblHXaa  9pxX  alllulT

5 HUT IICOH YH JI axuJijaraa 1 2 3 4 5
AByyJIgar

Munani TOJI XapuJmmarga 6aHK | Camax orr Camax OyEn Cagan Cazax

Mam HX

HeXepcoeI' XapbllaaHbl XYBBbA... HO JIOXTYR | HEH JIOXTYH 38par e

1 XapuJiimaruuzggaa XYHODTTDJI 1 2 3 4 5
YBYYJIAAT
B .

2 YX  XYCOJUTHH I'  XYJI9H — aBy 1 2 3 4 5
UM ABOPJIDAST

3 Xo0J1600 Hapuxaz ypuaJaraxad 1 2 3 4 5
X .

4 apuJImaruggTai raa YHOHU 1 2 3 4 5
nrygapra xapbIligar

5 XapuJrarungTail raa TOOOP-XOH |, 1 ) 5 . s
OH JICOMXKTONU XapbIlgar

MuHH#fi r0J XapuJimard OaHKWHZAA | Camax orr Camax Oymzx Caman »faﬁaix

HUTCSX HTTOJHH H XYBb... HEM JIXCYR | EHEH JISXTYH 3aper b ——

1 XUt H5 TI'DXK  XDJICDH  3YH JI99 1 5 3 4 5
XOPOTKYYJIOASD I'DASTT HUTTIOST

2 Mam Hait gABapTait 1 2 3 4 5
Epenxutt o6u OaHKHWH,

3 pe ee aHKHWHIaa 1 2 3 4 5
UTTOO9T
Oepuit H  XapUJIIlaTAbIH  alllul

4 COHUDPXOJIBIT O9DODJICOH HID 1 2 3 4 5
XYHOTOU 6aHK

5 WTroaJ gaaxyit 1 6aHK 1 2 3 4 5
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MHHHHA TI0JI XapHJIIard 6aHKHBI

Camax ort

Camax

AyEn

Cagax

Camax

anm
Y JIYUJITB5HUY asd TYXbIH XYBBZ... HEM JISXCYR | HEH JBXTYH 3aper mmtome | oAt
Hapgazg asp 6Gankaap Y# JIUJIyy-
JIDXDD COHI'OXOZ, IMaapAJiaraTait
1 1 2 3 4 5
MDBORDJIDJI 0JIOXO, Xs1J16ap
H6att can
OepHuil H  XapUJIlaru OaHKHBI
2 cajibapT OUMXO, mar nx 1 2 3 4 5
OpOOrTYH
MuHuin 6aHK eepUU H
3 YU JIUMJITDST  XYJID9H  aBaxbIl 1 2 3 4 5
MXDDOXDH XsJI6APUUJIK eT'CeH
4 Y1 JIUJIYyYJI9XS4 amap, XsJibap 1 2 3 4 5
MuHuin 6aHK acyyaJyymaa
5 MU OBOPJISXUN I' MUHD HXDDXDH 1 2 3 4 5
XSJI6APUNJIK eIr'CeoH
Munani TOJI XapuJimard OGaHKHBI Caman
XapHJIIaruablHXaa XODPOTIEOHL, Hiffj; =~ HK;;‘;"” 2 Eegﬁ Eeyp*;‘;‘ i
HUHA IICSH YU JIYUJITSSHUNA XYBBI... e
1 MuHHIH DPIJIT XOPOTILODH/I 1 2 3 4 5
HHAHN IOCOH YU JIUMJITDD Y3YYJIOAD
Bycag 6amkTail  xapbIlyyJiaxaz
2 MUHUHN XOPOTIPOHA, HHUH ICOH 1 5 3 4 5
TOXUDPOMKON YA JIUHJIT2D
YBYYJIOAT
XopaB 6M  XYCBOJI 0Z00 OHUIIT U
3 T'DCoH MHUHUN XYCCOH 1 2 3 4 5
YA JIUUJITD9T Y3YYJIK uUagHa
Epenxuit mee MUHHNN 6aHK
4 XapUJIlarubIlHxaa XOPATIBIH/I 1 2 3 4 5
HHAHN IOCOH YU JIUMJITDD Y3YYJIOAD
Munani TOJI XapuJimard OGaHKHBI c c c Caman
XapHUaraEan  YoYYoX  xapuy | Semem | Sema o Lmn | Cmn o
Y# JOoJmmit H XypaOHBI XyBb... JIHD
Y1 JIUnJIras 3 9X Xy
1 JIUNJL Y3YYJL yrarraa 1 ’ 5 1 5
XypHAaH
2 MUHUN XYCRJITIO Xapuy ermer 1 2 3 4 5
Typrom o Xatt T JIUMJITD2
3 | JYP YYDXafl - YH T 1 2 3 4 5
YBYYJIOAT
4 MuHUN acyyaJIbIl 1 2 3 4 5
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MHHHA TCOJ XapHJIImard GaHKHBI

Caraxa
YH JIUMUICOSHHM XYy IIMMTCOJMH H | 370 | semar | [oma | oo e
XYBBI...
Y JIUNJITO9HUAN XYYTUHA H
1 JTHIITOOT Yy 1 2 3 4 5
06pUJIeJIT call H MOADDJIST AT
Y1 JIUNJITO9HUAN 6Yx XYY
MUMTITJINHA H Hex
2 | M S OXTOJIY YA 1 2 3 4 5
OH JITOMXKTOMH , TOZODPXOM ,
O2JITODOHTYH
Bycag 6aHKyyZd —HXWUJ BCBAJI
3 UJIYY call H XYY IIHMTI9JUNA H 1 5 3 4 5
HOXIIeJITOU  I'dOS2IT HUTIIXTYH
6ait Ha
Y JIUNJIT92HUN  TeJibep 60JI0H
4 uaHap MHUHUN XDPOITIRDHL, 1 2 3 4 5
HHUHN IICOH
Bycag 6aHKHBI WXKHJI TepJHUH H
YA JIUHJITDDTIU XapbOyyJaxamg
5 . M 1 2 3 4 5
MJIYY calt H HeXIleJl, 60JI30JITOH
YA JIUKJITDD Y3YYJIOOT
Musn#fi r0J XapuJmard O6aHKHBI | Camax orr Crmam Ilyen Caman nfaﬁaix
epCeJIIeoHUN MaByy TaJIbIH XYBBZ... HEM JIXCYR | HEH JBXTYH 3aper b P —
Bycag, 6aHKTal
1 XapbIlyyJaxaz XyuTatn 1 2 3 4 5
epceJIIeeHUN HaByy TaJiTau
Bycag 6amkTail  xapbIlyyJiaxaz
2 nJIYyy caffi H, XypHdaH, XM 1 2 3 4 5
YA JIUKJITDD Y3YYJIOOT
3 OpceJsigerunzeecee UJYY HaByy 1 5 3 4 5
Yp uazgBap, HeelIl 60JIOJIITOOTOM
OepHuil H YU JIUMJITDOIDD HJIIYY
4 sJIrapcas, eBepMeII, OHIITOI 1 2 3 4 5
apraap y3syyJigor
5 OepHif H XapuJnaruuzggaa Marl 1 2 3 4 5
WX AUl TYChII ermjer
MuHUH TO0J XapuJiard 6aHKTal raa Caman
XapUINaX — XYColl — OpPMOJIBJIDJIMH H | 570 | e . Caman Ma ax
XYBbZ... S
aalmu 4 DOHD® OaHKTad HJI
1 | Maammz Yy 1 2 3 4 5
XaMpaH axwuJijiax O0JIHO
2 Bycag xymyycT eepmit H 6GaHKaap 1 2 3 4 5
YH JIUJIYYJISXUM T' caHaJl O0JITOHO
Vposayht o 6aHKHBI YU JIUWJITDD
3 aBaxzaa DHOXYY 6aHKaapaa 1 2 3 4 5

YPIaXJIIYYJIOH YU JIUJIYYJIHD
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Ta moopxX XYH aM 3yH H XOJIGODMOJITOM acyyJITYyyOmand XapHyJiHa VY.

1. Xyt c: [ ] Oporroit [ ] OMarTott

2. Hac:

[ ] 18-aac moorm Hac [ ] 18-25 mac [ ] 26-35 Hac
[ ] 36-45 Hac [ ] 46-55 Hac [ ] B6-aac mpam Hac

3. BoJoBcpoJr:
[ ] HoxTop, MarucTp [ ] BakaJsaBp [ ] BypoH OyHA

[ ] BypoH 6yc OyHA [ ] Bara anoruif H 60JI0BCPOJITOHN

4, OpxXoJadsr aXWJI:
[ ] OmoyTan [ ] XyBuapaa XedeJIMep 2pXJISrU
[ ] Teput H 6aff TyyJJIarblH axWJITaH [ | XyBUM H caJji6bapblH aXHWJITaH

[ ] Bycan

5. TaHbpI capbIH OpPJIOLO:
[ ] 500,000 Terper XypTaJI [ ] 500,001 Ter- 1,000,000 Ter
[ ] 1,000,001 Ter-1,500,000 Ter [ ] 1,500,000 Terpereec moamI

Tamg manr mx 6asgpJiiajiaal
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