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1. INTRODUCTION TC "1. INTRODUCTION" \f C \l "1" 
Since the summer of 2007 the world is suffering under a severe worldwide financial crisis. Unemployment is extremely high, pensions are evaporated and stock markets across the world crashed. As a result many insurance companies, banks and house owners are not able to pay their debts. Due the uncertainty and their own liquidity problems, banks do not provide money with the same ease anymore and central banks across the world have to intervene to keep the financial system alive
. The crisis has its effect on consumers as well. Consumers avoid big expenditures, have less money to spend and their confidence level in the economy dropped to one of the lowest points in history
. Due the crisis the assumed safety of a bank is not naturally anymore. Healthy banks were not that healthy as many people thought and the list of troubled banks has became bigger and bigger. Many banks appeared to be vulnerable and consumers are afraid of becoming a victim of bank failures. 

Regarding to this, it is likely that there is an influence of the current financial crisis on potential customers’ bank choice as well. The possible relationship between the crisis and bank choices has been detected because of huge differences in results of banks in this sector. While some banks have to work really hard to avoid bankruptcy others seems to gain from the crisis. It seems that Rabobank for example is doing well, despite the current crisis
. The results of a survey show that this bank is the most reliable, with the best reputation and the highest level of expertise
. With 41% of the Dutch savings accounts is Rabobank by far the biggest player on the market. Moreover, maybe the financial crisis is exactly the reason why the Rabobank is doing well. If this is the case, it is plausible there is a relationship between bank choice and the financial crisis. Revealing this possible relationship could be very important for the management activities in the banking sector.
Despite the high need for these insights, there has been done no comparable study to the influence of the financial crisis and bank selection in the Netherlands before. Although there have been many other studies on bank selection before in other countries, their findings can't be used in the Netherlands, due to differences in cultural, economic and legal environments (Almossawi, 2001). The purpose of this study is to reveal the expected influence of the financial crisis on people’s bank choice and to detect the underlying factors that cause this influence. With these results the study could be helpful for banks when developing appropriate marketing strategies in order to deal with the financial crisis. 
The thesis is arranged as follows. This chapter has introduced the topic of bank decisions as well as the motivation for this research. Chapter two discusses the previous literature and theories on bank decisions in general and decisions in sudden economic downturn. In this chapter the underlying bank selection criteria are discussed as well. Chapter three will proceed with the hypotheses, followed by the methodology of the research in chapter four. In chapter five the statistical results are presented. Chapter six elaborate on these results by answering the hypotheses and discusses the interpretation. The final chapter, chapter seven, continues with some managerial implications derived from the results of this study and gives some general conclusions. 

2. LITERARY REVIEW TC "2. LITERARY REVIEW" \f C \l "1" 
This chapter gives an overview of previous studies related to bank behavior in difficult economic times. The chapter begins with a brief outline of the current financial crisis and its consequences. Than an explanation of consumer behavior during uncertain times is provided. The chapter continues with an overview of the bank selection criteria that will be investigated, based on selection criteria used in previous studies, followed by a discussion of some external influences on bank selection. To give a better understanding of the many studies that are done on this subject, in the last part of this chapter a summarizing table is provided. This table gives a brief overview of each study and its main findings.
2.1 Financial crisis TC "2.1 Financial crisis" \f C \l "2" 
According to the National Bureau of Economic Research the global economic decline began in December 2007 in the U.S. due to high losses on subprime mortgages investments (Aubuchon 2009). Since then the recession has affected other countries all over the world. Although the subprime market is the riskiest segment of the mortgage market and losses were no exceptions, it was the trigger for the current severe liquidity crisis (Caballero 2009).

According to Caballero (2009) the heart of the recent crisis is a rise in uncertainty. That is, “a rise in unknown and immeasurable risk rather than the measurable risk that the financial sector specializes in managing”. There are two reasons for this increase. First, the complexity of financial instruments and deriatives structures in the credit markets. People are confused and are uncertain how to interpret the developments on these markets. The second reason is the lack of history. People cannot refer to a historical record in order to predict the behavior of these financial instruments in times of a crisis. 

At first this uncertainty was limited to subprime mortgages. However, market participants had become uncertain about their investments when AAA subprime tranches suffered losses as well. Investors than started to question the valuation of other credit products, which leaded to uncertainty across the entire credit market. Due this uncertainty market players began to make financial choices with low risks. Investors pulled their money back or did not invest anymore. Furthermore, banks were not borrowing money to each other anymore because it was not clear which institutions were healthy and which were not. However, in order to function financial markets need participants and their liquidity. The result was a failing financial system and intervention of almost all the central banks was needed. Because the previous interventions during this crisis failed to control the situation, the fear arises whether banks are capable enough to deal with the crisis. According to Caballero (2009) this introduces a second layer of uncertainty aversion which in turn reduces the effectiveness of central banks to deal with the panic caused by the first layer of uncertainty.

The crisis deepened as stock markets worldwide crashed and insurance companies, banks and house owners were not able to pay their debts anymore
. Although the stagnation of America’s house market is often seen as the source of the financial crisis, the financial system was vulnerable because of the non-transparent and risky financial constructs spread across banks all over the world. Therefore many people blame the financial institutions that provided these bad products in the market the most
.

As a consequence this leaded to a loss in confidence in the financial system and the financial institutions by the consumers. According to a study from Mishkin (1992), a dramatic increase in uncertainty in financial markets, due perhaps to the failure of a prominent financial or non – financial institution, a recession, or a stock market crash, makes it hard for lenders to screen good from bad credit risks. This decline of the confidence level in the current crisis is comparable with the Great Depression in the 1930s. This also was a period of strong economic decline, a volatile stock market and a loss of public confidence in the banking system (White, 1984). The confidence level in the economy of Dutch consumers during the current crisis was declining as well and dropped to one of the lowest points in history.
 
2.2 Consumer behavior TC "2.2 Consumer behavior" \f C \l "2" 
This increase in uncertainty influenced consumer behavior as well. Consumer behavior is not only influenced by external factors as financial benefits, but also by their attitudes and expectations. These attitudes and expectations are constantly changing in response to a continuous flow of events, information and personal experiences. There is no guarantee that consumers will respond in the same way in the same situation, since they are capable of applying their behavior to changed circumstances (Curtin, 1982). According to Curtin (1982) a financial crisis is such a circumstance. Katona (1980) stated that economic pessimism leads to a decline in willingness to make large expenditures and debt commitments. Moreover, according to the TNS Financial Crisis Study
 people are changing their financial behavior in response to the crisis. People are putting all their money in cash or buying crisis-proof products. Others spread their money between several banks or are changing their current bank. 
According to Nederstigt and Poiesz (2003) there are four strategies consumers use in order to deal with perceived risks in times of uncertainty. The first strategy is relying on reputation. In times of sudden economic downturn it is generally presumed that reputation can provide protection for the organization (Jones, 2000). Reputation can reduce consumer’s uncertainty associated with a competitive and potentially hostile environment like a financial crisis. The second strategy consumers’ use is gathering information. In times of uncertainty it is proven that information supply is more important for consumers. With more reliable information they can make better decisions that reduce risks as much as possible. The third strategy is relying on the expertise of the salesperson or in this case the expertise of the bank. The results from the TNS Financial Crisis Study make clear that consumers expect their banks to act and reach out to them in this uncertain environment. To help them make sense of the financial crisis they expect their banks to provide general information on the crisis and its implications. The fourth and final strategy consumers’ use is searching for guarantees that reduce risks. When buying a product these are usually “not-good-money-back-guarantees” but for the current crisis guarantee regulations on savings, provided by central banks, are a good example.

The way people deal with uncertainty differs from person to person. Some consumers have a risk seeking personality while others are more risk averse. Also the cultural environment is influencing people’s attitude towards risks and differs per culture (Hofstede, 1980). Because consumers are capable of applying their behavior to changed circumstances it is hard to predict the influence of the current financial crisis on their behavior. However, that there is an influence of the current financial crisis on consumer behavior seems to be certain.

2.3 Bank selection criteria TC "2.3 Bank selection criteria" \f C \l "2" 
In the past decades the issue of bank selection criteria has been researched a lot. Mostly these studies analyzed the question of why people choose a specific bank. Among the first researchers who did a scientific study on this in the U.S. were Anderson et al. (1976) and Evans (1979). Later on more research followed in other countries, like Hong Kong (Denton and Chan, 1991), Poland (Kennington et. al, 1996) and Egypt (Hegazi, 1995). Over time the emphasis of the studies headed more in direction of other aspects of bank choice, like the investigation of customer choice criteria for multiple bank users (Devlin and Gerrard, 2005) and an analysis of trends in choice behavior (Devlin and Gerrard, 2004).

The differences in the results are confusing. In some studies the most important selection criteria are the banks reputation, availability of parking space near the bank, friendliness of bank personnel and availability and location of automated teller machines (ATM) (Almossawi, 2001). However, Kennington et. al (1996) found other results and showed that reputation, price and service are the most important variables. Furthermore, trends show that influences change over time; the importance of recommendations by others, the offering of incentives and the presence of a wide product range are increasing during the last years (Devlin and Gerrard, 2004).

Overall, people tend to stay with a bank for a long period (Beckett et al., 2000) and therefore the initial selection of an institution is very important for the banking sector. In a study by Lee and Marlowe (2003) it comes clear that consumers are switching banks for two reasons; poor personal service and perceived increases in fees. Because the costs for switching are perceived to be high, a consumer will not switch unless the benefits are more important than the transaction costs. However, with the current financial crisis and the heavy decline in confidence in the financial sector and the untransparant possibilities of bankruptcy of arbitrary banks, there could be other reasons as well. 

In most of the previous studies the investigators used a broad and in most cases different set of bank selection criteria. After a literary study on these different sets of criteria it is possible to distinguish six clusters of criteria which are coming back in most of the studies. These clusters are described below and form the base for the questions in the survey. The different clusters are convenience, service level, financial considerations, influence by family and friends, reputation of the bank and product assortment. Although it is not a selection criterion previous studies revealed an important influence of demographic characteristics as well. Therefore the influence of these characteristics will also be examined. Table 2.1 (next page) gives an overview of the selection criteria each of the authors used in their studies. Finally some country specific selection criteria will be discussed. Although these results are mainly based on other countries and therefore maybe not suitable for the Dutch market due to differences in cultural, economic and legal environments (Almossawi, 2001) it is most likely that the six subgroups are covering the Dutch market as well.

Table 2.1 Used choice criteria divided by author
	CHOICE CRITERIA

 MATRIX
	AUTHORS/ STUDIES
	Almossawi, M. (2001)
	Anderson, W. (1976)
	Boyd, W. (1994)
	Devlin, J. (2004)
	Denton, L. (1991)
	Edris, T. (1997)
	Haron, S., (1994)
	Hegazi, I.A. (1995)
	Kaynak, E. (1991)
	Kaynak, E. (1992)
	Kennington, C. (1996)
	Laroche, M. (1986)
	Martenson, R. (1985)
	Metawa, S. (1998)
	Tan, C. (1986)

	CHOICE CRITERIA
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Service
	
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	
	•

	Convenience                   
	
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•

	Reliability                         
	
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	
	
	

	Demographic
	
	
	•
	•
	
	•
	
	•
	
	•
	
	•
	•
	
	•
	•

	Recommendations
	
	•
	•
	
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	

	Past experiences
	
	•
	
	
	
	
	•
	
	•
	
	
	
	
	
	
	

	Financial considerations
	
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•
	•

	Commercials/advertising
	
	
	
	
	
	
	
	•
	•
	•
	
	
	
	
	
	

	Product assortment
	
	•
	•
	
	•
	•
	•
	•
	
	•
	•
	•
	•
	•
	
	

	Nationality
	
	
	
	
	
	
	•
	
	
	
	•
	
	
	
	
	


2.2.1 Convenience TC "2.2.1 Convenience" \f C \l "3" 
Although the bank selection criteria are different, the results of the studies suggest that convenience is the most important criterion (Martenson, 1985).  In a research of Anderson et al. (1976) respondents had to indicate the importance of fifteen bank selection criteria. After analysis the respondents were divided into two subgroups of respondents: convenience-oriented bank customers and service-oriented bank customers. Again, in case of bank selection decisions, convenience appears to be the main driver for customers to choose for a bank. These convenience-oriented customers give relatively low importance to any selection criteria and, with reference to Anderson: “apparently incorporate their bank visits into their regular pattern of frequent downtown shopping expeditions.” 

Therefore it seems that convenience related factors like the location of the bank and opening hours of the bank are important in the decision making process of the consumer. This is in line with two other studies as well. An American study by Stanley et al. (1979) reveals that 67 per cent of the respondents agreed/slightly agreed that location is the most important factor in the selection process and in a study by Unidex Reports (1982) respondents’ specified location as one of the most important criteria of convenience.

2.2.2 Financial considerations TC "2.2.2 Financial considerations" \f C \l "3" 
The second subgroup in the research of Anderson on the other hand, the so called service- oriented bank customers, are more aware of the differences in banks and their unique selling points. They rate the different selection criteria relatively high and are using these criteria in their decision making process. Important criteria for this group are financial considerations like the availability of credit and interest charges on loans. These financial considerations seem important in other studies as well. In a study by Unidex Reports (1982) customers were asked what they most disliked about their bank. Some of the most disliked factors were the fees, too high minimum balances and too low rates. In a study of the bank selection criteria in Sweden (Martenson, 1985) this image is confirmed; availability of credit and service charges were significant variables here.

2.2.3 Service level TC "2.2.3 Service level" \f C \l "3" 
In most of the previous research the service level of the personnel is an important criterion for consumers when considering becoming a member of a bank. Unidex Reports (1982) concluded that besides convenience, the personal service level of the bank is a significant criterion in the United States as well. Also in Hong Kong the amount of service provided is important. The Hong Kong people are aware that most banks perform certain services better than others and banks are differentiating themselves through improved customer service. Two relative strengths are the professionalism and friendliness of bank personnel and banks in general and are decisive in the decision making process (Denton and Chan, 1991).

2.2.4 Influence by family and friends TC "2.2.4 Influence by family and friends" \f C \l "3" 
The influence of friends and family in the bank decision process differs per country. In an article of Tan and Chua (1986) the authors analyze the factors influencing bank selection decisions in an oriental culture where family and social relationships are still relative strong. The results reveal that social factors in the oriental culture are a stronger influence than other variables. This is probably because the social and family ties are closer in oriental cultures and consumers are more influenced by advice from friends and other relatives. However, in Western countries these social factors are important as well. In a study to bank selection decisions in Poland (Kennington et al., 1996) respondents rated family/friends influence as one of the important variables. Anderson, Cox and Fulcher, (1976) found out that recommendations by friends have a strong influence in the US as well.
2.2.5 Reputation of the bank TC "2.2.5 Reputation of the bank" \f C \l "3" 
According to a study of Anderson et al. (1976), one of the highest-ranking determinant factors of selecting a bank in the US is the reputation of the bank. In a study by Boyd et al. (1994) reputation was even perceived to be the most important selection criterion in the US. A good reputation is important, especially in rough economic times. Reputation can serve as a reservoir of goodwill, which can help the organization to survive. During the crisis of 1987 results show no significant difference between companies with higher and low reputations when the market dropped over 20 per cent in one day. During this crisis a lot of the transactions were done by automated computer trading and there was a great deal of investor panic which probably leaded to irrational decision making. However, in 1989, when the decline of the market was less severe, the stock prices of companies with better reputations dropped significantly less than companies with low reputations (Jones and Little, 2000). This relationship is underlined by a study of Patterson (1993) who concluded that consumers will tend to give highly reputable firms the “benefit of the doubt” during difficult economic times. This reliance on previous experiences with banks is not surprising given the difficulties consumers face in evaluating services. Because of the heterogeneity and inseparability of services, consumers have problems in making rational bank choices. Therefore greater reliance is placed on past experiences and perceived reputation of the bank (McKechnie, 1992).

2.2.6 Product assortment TC "2.2.6 Product assortment" \f C \l "3" 
Although the broadness of the product assortment of the bank is not the most important selection criteria in most of the previous research, it definitely is a factor that influences people’s bank choice. In a study to the bank selection criteria in Bahrain the “variety of services offered” was the 8th most important criteria from a group of 30 measured variables (Almossawi, 2001) and in Turkey the availability of “a wide range of services” ended 5th out of fifteen variables (Kaynak et al., 1991). 

2.3 Other influencing variables TC "2.3 Other influencing variables" \f C \l "2" 
Besides the 6 clusters of choice criteria, there are some other (country specific) variables that could influence the bank choice of consumers. One of them is the guarantee arrangement on savings provided by the Dutch Central Bank. This arrangement contained that people get their savings back over the first 20.000 Euro when the bank cannot do so. During the credit crisis the Dutch Central Bank increased the maximum amount of savings from 20.000 Euro till 100.000 Euro. That means when the bank is not able of meeting payment obligations, people get their savings back from the Central Bank. This arrangement is only available for banks that have a license of the Dutch Central Bank. Banks incorporated in the European Union, Norway, Iceland or Liechtenstein, that operate a branch in the Netherlands fall into the scope of the Central Bank of their country of origin.
 Because the maximum return rate of savings differs per country and the maximum guarantee is not enough for every customer, an influence on people’s bank choice is expected.
Another possible influencing factor could be the confidence level of consumers in a country. Probably there is an influence of the financial crisis on people’s bank choice. However, the previous literature is more focusing on the underlying factors of people’s bank choice than on external influences like a financial crisis. Therefore it is hard to say anything about this possible relationship. However, results from previous research do show a relationship between the confidence level of consumers and economic decline. Friedman and Schwartz argue in their book “A Monetary History of the United States, 1867-1960“, that loss of public confidence in the banking system form the base for the economic decline during the Great Depression. This level of confidence and its related consumer behavior is depending on a combination of risk perceptions and risk attitudes and differs per country (Pennins et al., 2002). According to Hofstede (1980) and its cultural dimensions people can be risk averse and risk seeking. To examine a potential relationship between bank choices and risk aversity these perceptions and attitudes will be analyzed as well.
2.3.1 Demographic variables TC "2.3.1Demographic variables" \f C \l "3" 
Numerous attempts have been made to examine the relationship between bank choice and socio-demographic characteristics (e.g., Laroche et al., 1986; Denton and Chan, 1991; Jain et al., 1987; Metal and Almossawi, 1998). In these studies significant differences in attitudes and opinions between the sexes, language, age, income and level of education were revealed. This is in contrast to the results of Fitts (1975) who found that demographic variables were poor predictors of bank markets. However, it seems more logical when bank decisions are influenced by demographic variables. So are elder people (>46) enjoying senior citizen benefits more and are younger people (<46) more attached to speed of service (Laroche et al., 1986). Furthermore, consumers with a higher income level will choose a bank which provides a wider range of services than consumers with a relative low income (Denton and Chan, 1991). Therefore a relationship between bank choice and demographic characteristics is expected in the Netherlands as well.
2.3.2 Overview of previous studies TC "2.3.1Demographic variables" \f C \l "3" 
To give a better understanding of the previous studies and their main findings table 2.2 (next page) gives a brief overview of each study. In short the abstract of the study, the investigated demographic group(s) and the main findings of the study are mentioned. 
Table 2.2 Overview of selection criteria investigated in the different articles together with their main findings
	ARTICLE
	ABSTRACT
	WHO
	MAIN FINDINGS



	Almossawi, M. (2001) "Bank selection criteria employed by college students in Bahrain: An empirical analysis"
	The study focuses on examining the bank selection criteria being employed by college students in Bahrain.
	1000 students in Bahrain
	Most important factors:

· Reputation

· Availability and location of ATM

· Parking space near bank

· Friendliness of personnel

Other findings:

· Difference in selection process between male and female



	Anderson, W. (1976) "Bank selection decisions and market segmentation"
	The analysis assesses the principal decision factors used and their relative determinance in bank selection decisions. It also examines the usefulness of these factors as criteria for market segmentation.
	466 respondents in a medium sized south western city in the U.S.A.
	Most important factors

· Recommendations

· Service charges

· Reputation

· Availability of credit

· Friendliness

Other findings

· Determinant attribute analysis reveals convenience- and service- oriented bank customers



	Boyd, W. (1994) “Customer preferences for financial services: An analysis”
	Through a survey of households, the relative importance attached to the selection criteria used to choose a financial institution was evaluated.
	188 respondents in a medium sized south western city in the U.S.A
	Most important factors

· Interest charges on loans

· Reputation

· Interest on savings accounts

Other findings

· Selection process influenced by demographic characteristics


	Devlin, J. (2004)

 "Choice criteria in retail banking: an analysis of trends"
	This paper presents an analysis of trends in the relative importance of choice criteria in respect of selecting a retail bank.
	7033 respondents throughout Britain
	Increased  factor importance

· Influence of recommendations 

· Offering of incentives

· Wide product range

· Financial considerations

Decreased  factor importance

· Locational factors


	Denton, L. (1991) “Bank selection criteria of multiple bank users in Hong Kong”
	This study was designed to determine if multiple banking behaviour exists, and if it does, to explore the factors that influence its expression.
	120 multiple bank users in Hong Kong
	Most important factors

· Professionalism

· Friendliness of personnel

· Service level

· Convenience

Other findings

· Selection process influenced by demographic characteristics


	Edris, T. (1997) “Services considered important to business customers and determinants of bank selection in Kuwait: a segmentation analysis”
	This paper examines various segmentation analysis tools for bank marketing strategies. It aims to identify the relative importance of banking services to business customers' needs, and to find out the true determinants of bank selection decision.
	500 business firms in the commercial, industrial and services sectors in the state of Kuwait.
	Most important factors

· Efficiency of personnel 
· Help in financial emergencies
· Banking experience 
· Friendliness of staff
· Reputation
Other findings

· Three segments of business customers: Kuwaiti, non-Kuwaiti, and joint firms



	Haron, S., (1994) 

“Bank Patronage Factors of Muslim and Non-Muslim Customers”
	This study was undertaken to determine the factors considered important by customers in selecting their financial institution and to determine differences between Muslims and non-Muslims.
	301 Muslim and non-Muslim commercial bank

customers in Alor Setar, Sungai Petani, and Kangar towns in Malaysia
	Most important factors ( for Muslims and non- Muslims more or less the same)

· Fast and efficient service 
· Friendliness of bank personnel
· Reputation and image of bank
· Reception received at the bank 
Other findings

· Differences between Muslims and non- Muslims: interior comfort, offer service on financial counseling, internal appearance of bank, impression of manager, hours of operations, a wide range of service offered and fast and efficient service.


	Hegazi, I.A. (1995) 

“An empirical comparative study between Islamic and conventional banks selection criteria in Egypt”
	The purpose of this paper is to determine the number of selection criteria of Islamic and commercial banks in Egypt and to identify the relative influence that

each attribute may exert on the selection process.


	400 customers visiting two banking locations in Cairo (Egypt) over a two-month

period.


	Most important factors Islamic bank customers:

· The speed of banking services
· Friendliness of staff
· The bank vision of serving the community regardless of expected profitability
Most important factors commercial bank customers:

· The rate of return offered

· Knowledge of employees

· Availability of credit

Other findings

· Significant differences between Islamic and commercial bank customers


	Kaynak, E. (1991) “Commercial Bank Selection in Turkey”
	The objective of this research was to examine the factors used by bank customers in selecting and evaluating a commercial bank.
	250 respondents in a middle-class city

of Turkey
	Most important factors for customers who are planning to change their banks:

· Recommendations 
· Reasonable interest rates 
Most important factors for customers who do not plan  to change their banks:

· Reputation

· Financial counseling services provided

Other findings

· Selection process influenced by demographic characteristics


	Kaynak, E. (1992)

 “Bank and product selection: Hong Kong”
	The study was designed first to determine the importance of selected patronage factors used by Hong Kong consumers in choosing domestic (e.g. Hong Kong Bank, Hang Seng Bank, etc.) and foreign (Citibank, Chase Manhattan Bank, etc.) banks, and, second, to determine the perceived usefulness of the variety of services offered by domestic versus foreign banks in the Hong Kong market.


	106 Hong Kong residents
	Most important factors

· Fast and efficient service

· Friendliness of bank personnel
Other findings

· The success of foreign banks in Hong Kong is credited to a strategy of providing high-quality service to niche areas of the Hong Kong banking market.

	Kennington, C. (1996) ) “Consumer selection criteria for banks in Poland”
	This paper reports on a study of consumer banking habits in Poland compared with findings in other countries to determine whether bankers need to adopt different strategies in the relatively new free-market economies.
	204 respondents in a medium-sized city in south eastern Poland
	Most important factors

· Reputation 
· Price 
· Service
Other findings

· Poles are still relatively conservative in adopting new financial products but are showing that they accept the reallocation of financial responsibility from the State to themselves as individuals.


	Laroche, M. (1986) “Services Used and Factors Considered Important in Selecting a Bank: An Investigation across Diverse Demographic Segments”
	In this study the authors examine the major factors and services considered most important in the process of selecting a commercial bank.


	142 respondents in the city Montreal, Canada
	Most important factors

· Location convenience 
· Speed of service 
· Competence and friendliness of bank personnel 
Other findings

· Selection process influenced by demographic characteristics


	Martenson, R. (1985) “Consumer Choice Criteria in Retail Bank Selection”
	In this study the author considers consumer choice of bank and the evaluative criteria used in retail banking. 
	558 Swedish bank customers and 53 branch managers of a Swedish bank
	Most important factors

· Location convenience 
· Availability of loans 
· Payment of salary 
· Parental influence
Other findings

· Bank decisions are more random than one would expect.


	Metawa, S. (1998) “Banking behavior of Islamic bank customers: perspectives and implications”
	A study designed to investigate the banking behavior of Islamic bank customers in the state of Bahrain is described.
	300 customers in Bahrain
	Most important factors

· Adherence to Islamic principles 
· Rate of return 
· Recommendations 
· Convenience of bank location 
Other findings
· Selection process influenced by demographic characteristics
· Commercial banks are interest based, while Islamic banks are profit and loss sharing institutions.



	Tan, C. (1986) “Intention, Attitude and Social Influence in Bank Selection: A Study in an Oriental Culture”
	The authors discuss the factors influencing bank selection decisions in

an oriental culture where family and social relationships are still highly valued.
	87 respondents in Singapore
	Most important factors

· Adherence to Islamic principles 
· Rate of return 
· Recommendations 
· Convenience of bank location 
Other findings
· Results indicated that the social factors were a stronger influence than the other criteria in bank selection.



3. HYPOTHESES TC "3. HYPOTHESES" \f C \l "1"  

This chapter gives an overview of the hypotheses investigated in this research. The hypotheses are in line with the expected influences based on the literature review. Not for every variable a significant influence is expected. Therefore only for the variables that have the highest potential of being significant, based on earlier research, a hypotheses is formulated. However, because there are hardly any previous studies on the influence of a financial crisis and people’s bank choice available, some of the chosen hypotheses are based on perceptions of the author.

3.1 The main research question TC "3.1 The main research question" \f C \l "2" 
The purpose of this study is to determine the influence of the financial crisis on the bank choices of consumers in the Netherlands. Therefore the main research question is:

· What is the effect of the financial crisis on the bank choice of consumers in the Netherlands?

It is possible that results do not reveal a significant difference in people’s bank choice before and after the financial crisis. In that case it seems there is no influence of the financial crisis on the bank choice of consumers. However, when the results are significant, it is certain that the movements in people’s preferences for a specific bank are influenced by the financial crisis.

3.2 The hypotheses TC "3.2 The hypotheses" \f C \l "2" 
It seems plausible that as a consequence of the financial crisis people are more aware of the services the bank provides. In difficult economic times reliable and fast information supply is more important for consumers than in economic prosperity (Nederstigt and Poiesz, 2003) Therefore the first hypothesis is:

H 1: 
The service level of the banks, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.

The level of convenience enhances variables as the availability of ATM and the possibility of using internet banking. It seems logic that when economic times are difficult and the uncertainty among people is high, the level of convenience will become less important after the crisis. This is probably because other choice criteria are become more important. Therefore the second hypothesis is:

H 2: 
The level of convenience, when considering becoming a member of a bank, has become less important for consumers after/during the crisis than it was before the start of the crisis. 

Because of the increase in uncertainty in financial markets it is difficult for consumers to screen good from bad risks (Mishkin, 1992). Therefore it seems plausible that people are more relying on the reputation and past experiences of a bank. This is underlined by a study of Patterson (1993) who concluded that consumers will tend to give highly reputable firms the “benefit of the doubt” during difficult economic times. Therefore the third hypothesis is:

H 3:
The reputation of a bank, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.
The fourth hypothesis is about the investments banks do. One of the reasons for the start of the financial crisis are the untransparant and riskful financial investments, for example the mortgages, provided by banks all over the world
. It seems that banks with those investments are more vulnerable and therefore a negative relation between the amount of risky investments and choice behavior is expected:

H 4:
The amount of risky investments, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.
The fifth hypothesis examines how much time consumers need when considering becoming a member of a bank. It seems plausible that people are evaluating their bank options better after the crisis to make economic risks small as possible. According to Nederstigt and Poiesz (2003) in uncertain times the need for information is high for consumers. In order to get enough information the decision process probably takes more time. Therefore the fifth hypothesis is:

H 5:
The decision making time, when considering to become a member of a bank, has become longer after/during the crisis than it was before the start of the crisis.
The sixth hypothesis is about the influence of demographic variables. Economic fluctuations seem highly connected with demographic backgrounds. In previous studies significant differences in bank choices in attitudes and opinions between the sexes, language, age, income and level of education were revealed. (e.g., Laroche et al., 1986; Denton and Chan, 1991; Jain et al., 1987; Metal and Almossawi, 1998). In economic decline for example, getting a mortgage is more difficult. Especially for younger people, who have a higher demand for mortgages
. The level of income could influence choice behavior as well. Banks with low chances of going bankrupt will probably attract more people with a higher income. The risk for wealthy consumers of not getting their money back when exceeding the limit of the guarantee arrangement is than relatively low. Also a difference between the sexes seems not unlikely. Maybe woman are more sensitive for economic decline than man do which could influence their bank behavior. Another potential demographic influence on bank behavior in difficult economic times could be the level of education. Maybe highly educated people have more financial knowledge and have a better perception of the current financial crisis than less educated people. In that case it could be that there is a relationship between the level of education and bank choice as well. Because the influence of demographic characteristics exists out of multiple variables this hypothesis is divided into sub-hypotheses, each based on a different demographic characteristic. These sub-hypotheses are:
H 6a:
Significant differences exist between the demographic variable “age” relating to the factors that influence people’s bank choice, before and after the start of the financial crisis.

H 6b:  Significant differences exist between the demographic variable “sex” relating to the factors that influence people’s bank choice, before and after the start of the financial crisis.

H 6c: Significant differences exist between the demographic variable “income” relating to the factors that influence people’s bank choice, before and after the start of the financial crisis.

H 6d: Significant differences exist between the demographic variable “level of education” relating to the factors that influence people’s bank choice, before and after the start of the financial crisis.
The seventh and final hypothesis examines the influence of the guarantee arrangement of the Dutch government on people’s bank choice. This arrangement contained that people get their savings back over the first 100.000 Euro when the bank cannot do so. This arrangement is only available for banks that have a license of the Dutch Central Bank
. According to Nederstigt and Poiesz (2003) in uncertain times consumers are searching for guarantees that reduce risks. Probably consumers are more aware of this arrangement now the risk of bank failures, because of the financial crisis, is relative high. Because the maximum return rate of savings differs per country and the maximum guarantee is not enough for every customer, an influence on people’s bank choice is expected. Therefore the seventh hypothesis is:

H 7: 
The guarantee arrangement of the government, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.

4. RESEARCH METHODOLOGY TC "4. RESEARCH METHODOLOGY" \f C \l "1" 
This chapter gives an outline of the used research methodology. After an overview of the framework of the study, a description of the method of data collection will be given. In the last part of this chapter the statistical method, that is used to analyze the data, will be discussed.
4.1 Framework TC "4.1 Framework" \f C \l "2" 
Figure 1.1 gives the framework of the research. The content "underlying factors" could be defined as the motivation that drives people to choose for a specific bank. Those factors can be influenced by external influences like demographic characteristics and the financial knowledge consumers have. The underlying factors will be analyzed for two groups of people. One part of the survey will focus on people that opened a bank account before the crisis and one part will focus on people that opened a bank account after the start of the crisis. When the underlying factors from before and after the crisis are known, potential differences will be analyzed. To test whether demographic influences have a different influence on the factor rating of people before and after the crisis, an interaction effect is included as well (indicated by the dotted line).

Figure 4.1 Framework of the study
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4.2 Survey TC "4.2 Survey" \f C \l "2" 
In order to examine consumer evaluation and choice behavior in banking a survey has been used. While choice behavior is sometimes guided by very simple decision rules such as ”buy the cheapest brand”, the choice of high involvement products and services, such as banking, is multi-faceted (Babakus et al. 2004). Therefore the survey needs to have a strong focus on a broad set of different factors that can influence choice behavior. Data will be gathered in response of the main question: "What are the main reasons for consumers when they consider becoming a member of a bank?" 

The survey exists of hand and internet distributed questionnaires and forms a reflection of the Dutch inhabitants. Respondents needed to have a bank account, opened before or after the crisis, to qualify for the survey. This account had to be open at most 5 years before the start of the crisis; otherwise the results could be too sensitive for memory loss. The survey consists out of three parts. First questions are asked about people’s actual bank choice. In the second part the respondents are asked to rate the relative importance of a set of possible influences on their bank choice. In the last part demographic questions are gathered. Because gathering the data is difficult, especially the data for the group that opened an account after the start of the crisis, the data is collected in co-operation with two other students. The questionnaire was originally written in Dutch and is for this study translated into English. The translated version is included in the Appendix.

After data cleaning, 224 responses were used from which 125 respondents opened an account before the start of the financial crisis and 99 respondents opened an account after the start of the financial crisis. From these 224 respondents the male/ female rate was almost equally distributed; 128 (57.1%) were male and 96 (42.9%) were female. The average age of the respondents is 33 years.
4.2.1 Cut-off point TC "4.2.1 Cut-off point" \f C \l "3" 
Because the financial crisis is an ongoing process it is hardly possible to give just one date for the start of the influence of the financial crisis on people’s bank choice in the Netherlands. Furthermore, the start of the crisis differs from person to person and depends on individual perceptions. Therefore the people in the survey are asked, based on their own point of view, whether or not they think they opened a savings account before or after the crisis. This way it is not necessary to determine a general cut-off point; people determine this point on their own perception, based on their own situation.

4.3 Method TC "4.3 Method" \f C \l "2" 
With the output a list of bank choice criteria is prepared and the data is analyzed. An exploratory factor analysis is used than to determine the underlying dimensions of bank choice behavior. When these underlying factors are known, a t-test is used to compare the means of importance for the different factors and to determine if the differences of the variables in both groups are significant. A t-test is used as well to compare the means of the external influences. In order to test if there are significant differences in attitudes and opinions between the sexes, age, income and level of education a Univariate Generalized Liniar Model will be used. To test whether there is a difference of a demographic variable on the way people rate the variables before and after the crisis, an interaction effect in this model was included as well. Finally, with the results of the data and the literature, the research questions will be answered. 

5. STATISTICAL RESULTS TC "5. STATISTICAL RESULTS" \f C \l "1" 
This chapter gives an overview of the results from the different tests. First the outcomes of the factor analysis are given. The next part gives an overview of the independent t-test on these factors, followed by an overview of the independent t-test on the single variables. After this the influences of the demographic characteristics and in the last part the influences of other, external variables, are given. Each analysis in this chapter was confronted with missing data from the questionnaire. To make the consequences of this loss small as possible these missing values were replaced by the mean values derived from the answers of the other respondents.
5.1 Factor analysis TC "5.1 Factor analysis" \f C \l "2" 
In order to reduce the amount of choice criteria into useful pieces, a factor analysis has been used. With the factor analysis seven different factors were extracted from the 38 statements using principle components analysis with a Varimax rotation. For interpretation purposes factor loadings below 0.4 were removed. These factors are corresponding for an important part with the 7 clusters of choice criteria mentioned in the literature review. From the 38 variables 7 were removed. Three of them, “past experiences”, “limit of standing in the red numbers” and “special condition for active users” were removed because they did not correlate enough with any of the factors. The others, “commercials on tv etc.”, “level of interest rate”, “the bank is my employer” and “get an attractive incentive offered by the bank” were excluded because the factors were only correlating with themselves or the factors did not make sense and were only based on coincidence. For a total overview of the factor scores, see Exhibit 1.
5.1.2 The factors TC "5.1.2 The factors" \f C \l "3" 
Statements concerning the service level of the banks load on Factor I. This factor includes variables that refer to customer friendliness of the personnel as well as the opening hours and the number of branches. Factor II concerns the reliability dimension and exists out of variables as the reliability, stability, integrity and reputation of the bank. Although the variable “Reputation” is a single variable in the hypothesis, it is correlating with these other variables. Because the name “Reliability” is covering the factor in a better way from now on the hypothesis about the reputation will be analyzed under the factor name “Reliability”.

Whether a bank is government owned or international oriented are the correlating factors in Factor III, named as “Nationality”. The importance of the product assortment is captured in Factor IV. Width choice and diversity of product services offered by the bank are important here. Factor V is about investments and includes not only variables about investments in green and durable investments but is about the investments in risk, sensitive projects as well. Factor VI is a cluster of statements about the influence by family and friends on people’s bank choice. Finally, factor VII includes those statements having to do with the convenience level provided by the banks. Convenience of opening an account and the possibility of using internet banking form the base here.

Table 5.1 Factor scores from the factor analysis
	
	Rotated Component Matrixa

	
	Component

	Factor
	I
	II
	III
	IV
	V
	VI
	VII

	Customer friendliness of the personnel
	,800
	
	
	
	
	
	

	Expertise of the personnel                   
	,774
	
	
	
	
	
	

	Opening hours                         
	,714
	
	
	
	
	
	

	Getting a personal account manager
	,706
	
	
	
	
	
	

	Location of the bank’s branch is near my home
	,607
	
	
	
	
	
	

	Speed of getting contact / advice / decisions
	,565
	
	
	
	
	
	

	Presence of parking places
	,510
	
	
	
	
	
	

	Location of the bank’s branch is near my work
	,498
	
	
	
	
	
	

	Number of branches
	,461
	
	
	
	
	
	

	Availability of Automatic Teller Machines (ATM)
	,427
	
	
	
	
	
	

	Reliability of the bank
	
	,881
	
	
	
	
	

	Stability of the bank
	
	,843
	
	
	
	
	

	Image or reputation of the bank
	
	,794
	
	
	
	
	

	Integrity of the bank
	
	,657
	
	
	
	
	

	Nationality of bank
	
	,494
	
	
	
	
	

	Bank is subsidiary of a big international bank 
	
	
	,701
	
	
	
	

	Bank is international oriented 
	
	
	,681
	
	
	
	

	Bank is government owned
	
	
	,559
	
	
	
	

	Width choice of possibilities within product groups like savings, mortgages etc.
	
	
	
	,798
	
	
	

	Diversity of product services offered by the bank
	
	
	
	,664
	
	
	

	Easiness of getting mortgage or loan
	
	
	
	,475
	
	
	

	Size of the bank
	
	
	
	,449
	
	
	

	Rating bank by agencies 
	
	
	
	
	,447
	
	

	Investment in risk sensitive projects like mortgages that will never be paid back
	
	
	
	
	,773
	
	

	Overall spreading of risks e.g. good balance in pattern in spending
	
	
	
	
	,716
	
	

	The bank is in green and/or durable investments or fair trade
	
	
	
	
	,587
	
	

	Recommended by friends
	
	
	
	
	
	,852
	

	Recommended by family
	
	
	
	
	
	,803
	

	Convenience of opening an account 
	
	
	
	
	
	
	,752

	Possibility of using internet banking
	
	
	
	
	
	
	,680

	Commission costs for using the bank account
	
	
	
	
	
	
	,613


5.2 Independent t-test - Factors TC "5.2 Independent t-test - Factors" \f C \l "2" 
In order to test differences between means an independent t-test is used. This test is used when there are two experimental conditions (in this case before and after the start of the crisis) and different participants were assigned to each condition (Field, 2005). In this research the seven factors from the factor analysis form the test variables. The grouping variables are for group 1 the people that opened an account before the start of the crisis and for group 2 people that opened an account during, or after the start of the crisis. Table 5.2 (next page) gives the results.

Table 5.2 Results independent t-test on factors
	
	Group Statistics

	Factor


	Before/ after crisis
	N
	Mean
	Std. Error Mean
	Sig. (2 tailed)

	Factor I - Service
	Before
	109
	,0059929
	,10343378
	,926

	
	After
	88
	-,0074230
	,09565260
	

	Factor II - Reliability
	Before
	109
	-,1161773
	,10466625
	,063

	
	After
	88
	,1439014
	,09124702
	

	Factor III - Nationality

	Before
	109
	-,1063655
	,09716785
	,095

	
	After
	88
	,1317482
	,10355044
	

	Factor IV - Product assortment
	Before
	109
	,2190157
	,09138815
	,001

	
	After
	88
	-,2712808
	,10597237
	

	Factor V - Investments
	Before
	109
	-,1551237
	,09741088
	,014

	
	After
	88
	,1921418
	,10121079
	

	Factor VI - Recommendation
	Before
	109
	,0516698
	,09734301
	,419

	
	After
	88
	-,0640000
	,10462218
	

	Factor VII - Convenience
	Before
	109
	,0429298
	,09836280
	,501

	
	After
	88
	-,0531744
	,10327284
	


Table 5.2 gives the results with a two-tailed significance. However, because the hypotheses all mention a specific direction of the effect only one-tailed significance is needed. Therefore the values of significance are divided by two. After that, the mean values from before and after the crisis are subtracted to see whether there is a positive or negative relationship. According to Table 5.3 there are now 4 significant factors.

Table 5.3 Results independent t-test on factors

	
	Group Statistics

	Factor
	Sig. (one-tailed)
	Mean difference
	Relationship   

	Factor I - Service
	0.463
	-0.0014301
	Negative

	Factor II - Reliability
	0.0315
	0.0277241
	Positive

	Factor III - Nationality
	0.0475
	0.0253827
	Positive

	Factor IV - Product assortment
	0.0005
	-0.0522651
	Negative

	Factor V - Investments
	0.007
	0.0370181
	Positive

	Factor VI - Recommendations
	0.2095
	-0.0123302
	Negative

	Factor VII - Convenience
	0.2505
	-0.0102446
	Negative


5.3 Independent t-test – Single variables TC "5.3 Independent t-test – Single variables" \f C \l "2" 
Some of the variables are not included in the different factors because they don’t correlate enough with one of the factors. However, some of these single variables are important by themselves and are likely to have an influence on people’s choice behavior. That is why besides a t-test for the factors, a t-test for the single variables was done as well. According to Table 5.4 there are two variables, which are not included in one of the factors, with a significant difference before and after the crisis.

Table 5.4 Results independent t-test on single variables
	
	Group Statistics

	Statement
	Before/ after crisis
	N
	Mean
	Std. Error Mean
	Sig. (2 tailed)

	Limit of standing in the red numbers
	Before
	125
	2,8400
	,20927
	,023

	
	After
	98
	2,1633
	,21004
	

	Past experiences
	Before
	125
	4,0160
	,24283
	,034

	
	After
	99
	4,7071
	,21356
	


5.4 Demographic influences TC "5.4 Demographic influences" \f C \l "2" 
In order to test if there are significant differences in attitudes and opinions between the sexes, age, income and level of education a Univariate Generalized Liniar Model has been used. The seven factors from the factor analysis were used as the dependent variables and the demographic variables, together with the question whether people opened account before or after the crisis, were used as the fixed factors. To test whether there is a difference of a demographic variable on the way people rate the variables before and after the crisis, an interaction effect was included as well. This resulted in four tests with the following results.

5.4.1 The influence of Gender TC "5.4.1 The influence of Gender" \f C \l "3" 
Results (Table 5.5) show three significant main effects on the start of the crisis. Respondents rate the factors reliability, product assortment and investments as more important after the start of the crisis than before. No statistically significant influence of gender on choice behavior, before or after the crisis, was found (interaction effect). Whether a respondent is female or male has therefore no significant influence on the evaluation of the factors. It is possible that some of the main effects disappear once other variables and interaction effects are included. In this case the inclusion of gender and the interaction was the cause of a change in the significance of the factor nationality. Now the factor is not significant anymore (see also Table 5.3) so the inclusion of gender and the interaction effect in the model has an influence on the factor rating of nationality as well. 
Table 5.5 Results influence of demographic variables – Gender
	
	Tests of Between-Subjects Effects

	Source
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Factor I - Service
	
	
	
	
	

	   Bef_aft_crisis
	,002
	1
	,002
	,002
	,968

	   Gender
	,071
	1
	,071
	,070
	,792

	   Bef_aft_crisis * Gender
	,122
	1
	,122
	,121
	,729

	Factor II - Reliability
	
	
	
	
	

	   Bef_aft_crisis
	3,992
	1
	3,992
	4,075
	,045

	   Gender
	2,771
	1
	2,771
	2,828
	,094

	   Bef_aft_crisis * Gender
	1,250
	1
	1,250
	1,276
	,260

	Factor III - Nationality
	
	
	
	
	

	   Bef_aft_crisis
	3,375
	1
	3,375
	3,436
	,065

	   Gender
	,311
	1
	,311
	,317
	,574

	   Bef_aft_crisis * Gender
	3,058
	1
	3,058
	3,113
	,079

	Factor IV - Product assortment
	
	
	
	
	

	   Bef_aft_crisis
	11,939
	1
	11,939
	12,618
	,000

	   Gender
	,830
	1
	,830
	,877
	,350

	   Bef_aft_crisis * Gender
	,662
	1
	,662
	,700
	,404

	Factor V - Investments
	
	
	
	
	

	   Bef_aft_crisis
	6,218
	1
	6,218
	6,414
	,012

	   Gender
	1,391
	1
	1,391
	1,435
	,232

	   Bef_aft_crisis * Gender
	1,276
	1
	1,276
	1,316
	,253

	Factor VI - Recommendation
	
	
	
	
	

	   Bef_aft_crisis
	,642
	1
	,642
	,635
	,426

	   Gender
	,339
	1
	,339
	,336
	,563

	   Bef_aft_crisis * Gender
	,036
	1
	,036
	,036
	,850

	Factor VII - Convenience
	
	
	
	
	

	  Bef_aft_crisis
	,376
	1
	,376
	,372
	,543

	   Gender
	,636
	1
	,636
	,630
	,428

	   Bef_aft_crisis * Gender
	,031
	1
	,031
	,031
	,860


5.4.2 The influence of Age TC "5.4.2 The influence of Age" \f C \l "3" 
For this test the answers of the respondents were divided into two groups. The first group exists out of people between 18 and 35 years old and the second group exists out of people of 36 years and older. This was done in order to test if there is a difference in factor rating between older and younger people. Three significant main effects on the start of the crisis were found (Table 5.6). Respondents rate the factors nationality, product assortment and investments as more important after the start of the crisis than before. As a result of the inclusion of the demographic variable “age” and the interaction effect, the factor reliability is not significant anymore (see also Table 5.3). The use of age and the interaction effect in the model therefore have an influence on the factor rating of reliability as well.
Table 5.6 Results influence of demographic variables – Age
	
	Tests of Between-Subjects Effects

	Source
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Factor I - Service
	
	
	
	
	

	   Bef_aft_crisis
	,187
	1
	,187
	,191
	,662

	   Age
	4,103
	1
	4,103
	4,201
	,042

	   Age * Bef_aft_crisis
	1,061
	1
	1,061
	1,086
	,299

	Factor II - Reliability
	
	
	
	
	

	   Bef_aft_crisis
	2,839
	1
	2,839
	2,830
	,094

	   Age
	,873
	1
	,873
	,871
	,352

	   Bef_aft_crisis * Age
	,007
	1
	,007
	,007
	,934

	Factor III - Nationality
	
	
	
	
	

	   Bef_aft_crisis
	4,538
	1
	4,538
	4,636
	,033

	   Age
	,469
	1
	,469
	,479
	,490

	   Bef_aft_crisis * Age
	2,290
	1
	2,290
	2,340
	,128

	Factor IV - Product assortment
	
	
	
	
	

	   Bef_aft_crisis
	5,306
	1
	5,306
	5,905
	,016

	   Age
	6,933
	1
	6,933
	7,715
	,006

	   Bef_aft_crisis * Age
	2,789
	1
	2,789
	3,104
	,080

	Factor V - Investments
	
	
	
	
	

	   Bef_aft_crisis
	4,315
	1
	4,315
	4,726
	,031

	   Age
	12,967
	1
	12,967
	14,201
	,000

	   Bef_aft_crisis * Age
	,225
	1
	,225
	,247
	,620

	Factor VI - Recommendation
	
	
	
	
	

	   Bef_aft_crisis
	2,414E-5
	1
	2,414E-5
	,000
	,996

	   Age
	5,243
	1
	5,243
	5,404
	,021

	   Bef_aft_crisis * Age
	1,472
	1
	1,472
	1,518
	,219

	Factor VII - Convenience
	
	
	
	
	

	   Bef_aft_crisis
	,033
	1
	,033
	,033
	,856

	   Age
	2,039
	1
	2,039
	2,024
	,156

	   Bef_aft_crisis * Age
	,851
	1
	,851
	,845
	,359


Besides the main effects on the start of the crisis, four significant main effects on age were revealed. On average older respondents report that they are influenced to a greater degree of service and investments. The younger people, however, are more influenced by recommendation by family and friends and the product assortment. No statistically significant influence of age on choice behavior, before or after the crisis, was found (interaction effect).

5.4.3 The influence of Income scale TC "5.4.3 The influence of Income scale" \f C \l "3" 
To test the influence of income scale the answers of the respondents were divided into two groups. The first group exists out of people with an income (much) below the average national income and the second group exists out of people with an income (much) above the average national income. Respondents with an average income were excluded. Three significant main effects and one interaction effect were found. On average respondents with an income above the average national income report that they are influenced to a greater degree of service and investments than people with an income below the national average. Moreover, respondents rate the factor product assortment as more important after the start of the crisis than before. Results are presented in Table 5.7 (next page). The inclusion of level of income and the interaction effect in the model has an influence on how respondents rate the factors reliability, nationality and investments as well. These factors are not significant anymore compared to a situation without the inclusion of level of income and the interaction effect (see also Table 5.3).
Table 5.7 Results influence of demographic variables – Income scale
	
	Tests of Between-Subjects Effects

	Source
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Factor I - Service
	
	
	
	
	

	   Bef_aft_crisis
	,031
	1
	,031
	,032
	,858

	   Income_scale
	4,243
	1
	4,243
	4,366
	,038

	   Bef_aft_crisis * Income_scale
	1,441
	1
	1,441
	1,482
	,225

	Factor II - Reliability
	
	
	
	
	

	   Bef_aft_crisis
	,407
	1
	,407
	,490
	,485

	   Income_scale
	,034
	1
	,034
	,041
	,841

	   Bef_aft_crisis * Income_scale
	,712
	1
	,712
	,857
	,356

	Factor III - Nationality
	
	
	
	
	

	   Bef_aft_crisis
	,616
	1
	,616
	,632
	,428

	   Income_scale
	1,901
	1
	1,901
	1,950
	,165

	   Bef_aft_crisis * Income_scale
	6,339
	1
	6,339
	6,502
	,012

	Factor IV - Product assortment
	
	
	
	
	

	   Bef_aft_crisis
	9,536
	1
	9,536
	10,144
	,002

	   Income_scale
	1,500
	1
	1,500
	1,596
	,209

	   Bef_aft_crisis * Income_scale
	,588
	1
	,588
	,626
	,430

	Factor V - Investments
	
	
	
	
	

	   Bef_aft_crisis
	1,916
	1
	1,916
	2,078
	,152

	   Income_scale
	12,073
	1
	12,073
	13,099
	,000

	   Bef_aft_crisis * Income_scale
	1,964
	1
	1,964
	2,131
	,147

	Factor VI - Recommendation
	
	
	
	
	

	   Bef_aft_crisis
	2,757
	1
	2,757
	2,581
	,110

	   Income_scale
	1,221
	1
	1,221
	1,144
	,287

	   Bef_aft_crisis * Income_scale
	,021
	1
	,021
	,019
	,889

	Factor VII - Convenience
	
	
	
	
	

	   Bef_aft_crisis
	1,803
	1
	1,803
	2,080
	,151

	   Income_scale
	1,697
	1
	1,697
	1,959
	,164

	   Bef_aft_crisis * Income_scale
	,094
	1
	,094
	,108
	,743


5.4.4 Interaction effect TC "5.4.4 Interaction effect" \f C \l "3" 
Besides the main effects Table 1.9 reveals a significant interaction effect as well. An interaction effect is best shown with a graph like Figure 1.2. Non-parallel lines usually indicate a significant interaction effect. In this particular graph the lines actually cross, which indicates a fairly large interaction between independent variables (Field, 2005). Figure 1.2 therefore clearly shows that people with an income above the national average are influenced to a higher degree by the financial crisis when rating factor “Nationality”, than people with an income below the average. Moreover, respondents with a lower income are rating “Nationality” even lower after the crisis than before, which is causing the interaction effect.

Figure 1.2 Graph of the interaction of income scale and before/after crisis in evaluation of “Nationality”
[image: image2.emf]
5.4.5 The influence of Education TC "5.4.5 The influence of Education" \f C \l "3" 
Because the majority of the people is highly educated (85%) no significant conclusions can be made and therefore analyzing of a potential relationship between factor rating and level of education is impossible.
5.5 Other external influences TC "5.5 Other external influences" \f C \l "2" 
Besides the factors of choice criteria, there are some other (country specific) variables that could influence the bank choice of consumers, like the guarantee arrangement of the government and the level of risk aversity. These potential influences are worked out below.
5.5.1 Guarantee arrangement TC "5.5.1 Guarantee arrangement" \f C \l "3" 
According to Table 5.8 no significant difference of the influence of the Dutch guarantee regulation on people’s factor rating before or after the crisis is found.

Table 5.8 Results influence of Guarantee arrangement
	
	Group Statistics

	Statement
	Before/ after crisis
	N
	Mean
	Std. Error Mean
	Sig. (2 tailed)

	The guarantee regulation influenced my bank choice
	Before
	37
	3,2432
	,25821
	,800

	
	After
	81
	3,3210
	,16276
	


5.5.2 Decision making time TC "5.5.2 Decision making time" \f C \l "3" 
There is a significant difference between the decision time for selecting a bank before and after the crisis. After the beginning of the crisis people needed more time to make the decision than before the start of the financial crisis (Table 5.9).

Table 5.9 Results influence of crisis on decision time

	
	Group Statistics

	Statement
	Before/ after crisis
	N
	Mean
	Std. Error Mean
	Sig. (1 tailed)

	How long did it take to make the decision for the particular bank
	Before
	125
	2,1520
	,14190
	0.029

	
	After
	99
	2,5556
	,15677
	


5.5.3 Influence of attitude towards risks TC "5.5.3 Influence of attitude towards risks" \f C \l "3" 
For two factors significant influences are found. Respondents were asked in which way they are willing to take financial risks. The more people agree with this statement, the lower their risk aversity. Results show that people with low risk aversity are rating the factor “Reliability” significant lower than people who are avoiding financial risks. The factor “Nationality” is significantly rated as more important by financial risk seekers, than by risk averse respondents (Table 5.10).

Table 5.10 Results influence of attitude towards risks
	
	Group Statistics

	Statement
	Not agree/agree
	N
	Mean
	Std. Error Mean
	Sig. (1 tailed)

	Factor II - Reliability


	Not agree
	135
	,0619232
	,07694405
	0.0355

	
	Agree
	28
	-,2976644
	,22659508
	

	Factor III - Nationality
	Not agree
	135
	-,0706991
	,08607852
	0.0325

	
	Agree
	28
	,2890760
	,16889278
	


5.5.4 Knowledge about the financial crisis TC "5.5.4 Knowledge about the financial crisis" \f C \l "3" 
On average people seems to have enough knowledge about the crisis to fill in the survey rationally (Table 5.11). 53% of the respondents claim to have enough financial knowledge against 19% who do not know what the financial crisis is about.
Table 5.11 Knowledge about crisis
	
	“I have enough knowledge about the financial crisis”

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Fully agree
	29
	12,9
	12,9
	12,9

	Agree
	91
	40,6
	40,6
	53,6

	Neither agree or disagree
	61
	27,2
	27,2
	80,8

	Not agree
	36
	16,1
	16,1
	96,9

	Fully not agree
	7
	3,1
	3,1
	100,0

	Total
	224
	100,0
	100,0
	


5.5.5 Influence on bank selection TC "5.5.5 Influence on bank selection" \f C \l "3" 
A cross tab was created in order to see if there are banks that loose consumers in favor of other banks. It seems people are leaving ING 38 (old) and 29 (new) in favor of the Rabobank 29 (old) and  35 (new) (Table 5.12).
Table 5.12 Results influence of crisis on bank selection
	At which bank * From which bank is the respondent coming from Crosstabulation

	
	
	From which bank is the respondent coming from
	Total

	
	
	Rabo-bank
	ABN-AMRO
	Fortis Bank
	ING/

Post.
	SNS

Bank
	Van Lands.
	None
	Other
	

	To which bank did the resp-  ondent go?
	Rabo.
	14
	7
	1
	5
	1
	3
	2
	2
	35

	
	ABN
	5
	13
	1
	6
	0
	0
	4
	1
	30

	
	Fortis 
	2
	2
	4
	4
	0
	0
	0
	0
	12

	
	ING 
	6
	4
	4
	11
	1
	0
	3
	0
	29

	
	SNS 
	1
	2
	1
	2
	1
	0
	0
	0
	7

	
	Other
	1
	1
	0
	10
	1
	0
	0
	1
	14

	Total
	
	29
	29
	11
	38
	4
	3
	9
	4
	127


6. INTERPRETATION AND DISCUSSION TC "6. INTERPRETATION AND DISCUSSION" \f C \l "1" 
This chapter discusses and examines the results from chapter 4 by answering the hypotheses. First the hypotheses from the independent t-test on the factors will be discussed. After that the other significant factors, where no hypothesis was set up for, will be explained followed by the hypothesis about the demographic variables. The chapter continues with the remaining significant variables as the influence of the guarantee arrangement and the single variables. In the last section table 6.1 presents an overview of the hypotheses and the main conclusions.
6.1 Hypotheses from t-test on factors TC "6.1 Hypotheses from t-test on factors" \f C \l "2" 
Hypothesis I:

H: 
The service level of the banks, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.

The factor that measures the overall service level of the banks reveals no significant difference between the selection criteria before and after the start of the crisis. Therefore this hypothesis has to be rejected: The service level of the banks, when considering becoming a member of a bank, has not become more important for consumers after/during the crisis (M = -0.0074230, SE = 0.09565260) than it was before the start of the crisis (M = 0.0059929, SE = 0.10343378). A possible explanation could be that the service level always has the same importance for consumers, whether it is before or after the crisis. When looking at the mean values of the different variables from the cluster “service” before and after the crisis, none of the variables show a huge difference. Whether it was rated with a low importance or high importance in the survey, the values of the variables are consistent and so the financial crisis has no influence on the perception of the service level by consumers. Probably consumers assign more value in these economic uncertain times to characteristics as the reputation and the confidence level of the bank, whereby the level of service is not the decisive selection criteria.

Hypothesis II:

H: 
The level of convenience, when considering becoming a member of a bank, has become less important for consumers after/during the crisis than it was before the start of the crisis. 

Because there is no significant evidence of a relationship between the level of convenience and the financial crisis this hypothesis has to be rejected as well. The level of convenience, when considering to become a member of a bank, has not become less important for consumers after/during the crisis (M -,0531744, SE = ,10327284) than it was before the start of the crisis (M = ,0429298, SE = ,09836280). This is probably for the same reasons as for the rejection of the first hypotheses about the service level. The level of convenience seems to keep the same importance for consumers, whether there is a crisis or not. 

Hypothesis III:

H:
The reliability of a bank, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.
According to the statistical results this hypothesis has to be accepted. On average respondents think that the reliability of a bank is significantly more important after the start of the crisis (M = ,1439014, SE = ,09124702), than before the start of the crisis (M = -,1161773, SE = ,10466625, t (194,838) = -1,873, p < .05). Due the crisis the risk of bankruptcy of banks is strongly increased and all around the world banks have problems to maintain their financial status. Therefore the risks for consumers that do business with these banks are increased as well. When a bank goes bankrupt it is not certain if people get their savings or investments back. A good example is the bankruptcy of the bank IceSave from Iceland were consumers from this bank did not get their money back. In many countries the sufferers received financial help from their government
. To keep this risk small as possible consumers will choose the bank with the highest reliability and thus the lowest chance of bankruptcy. Therefore it seems logical that people are more relying on reliability after the start of the crisis than before.

Hypothesis IV:

H:
The amount of risky investments, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.
This hypothesis has to be accepted as well. On average respondents think that investments in risk sensitive projects of the bank, like riskful mortgages, are significantly more important after the start of the crisis (M = ,1921418, SE = 0.10121079), than before the start of the crisis (M = -0.1551237, SE = 0.09741088, t (190.887) = -2.472, p < .05). One of the main reasons for the start of the financial crisis are the risky investments by some banks in the US. Those risky investments leads to huge financial problems, or even bankruptcy, for a lot of institutions that where (indirectly) connected to these investments
. Therefore it is logical to accept that consumers try to avoid these banks after the crisis more than before. 

Hypothesis V:
H:
The decision making time, when considering to become a member of a bank, has become longer after/during the crisis than it was before the start of the crisis.

On average respondents needed significantly more decision making time after the start of the crisis (M = 2,5556, SE = ,15677), than before the start of the crisis (M = 2,1520, SE = ,14190, t (211,935) = 
-1,908, p < .05). Probably because people need time to evaluate which bank is the most safest to do business with. Because the risk for the consumers are higher after the crisis the urge of a thorough research before making the bank choice has become more important.
6.2 Other significant factors from t-test, with no hypothesis TC "6.2 Other significant factors from t-test, with no hypothesis" \f C \l "2" 
Besides the significant hypotheses, some other factors with a significant influence on people’s bank choice were revealed as well. This section discusses and examines these factors.
· Factor 3: On average respondents think that the nationality of a bank is significantly more important after the start of the crisis (M = ,1317482, SE = ,10355044), than before the start of the crisis (M = -,1063655, SE = ,09716785, t (189,382) = -1,677, p < .05).
The factor “Nationality” exists out of the variable in which way the bank is “government owned” and the variable “international oriented”. Probably people have more confidence in banks which are related with the Dutch authorities because they have the financial power to avoid a potential bankruptcy. Since the start of the crisis governments all over the world has to intervene to keep banks out of bankruptcy. Well known examples are Merrill Lynch in the United States
 and ING in the Netherlands
. Because of the interventions of local authorities highly international oriented banks are probably more associated with risks than national banks. Maybe people expect the government to help them in times of trouble and therefore Dutch banks with less difficult, international connections are seen as save and will be chosen more often. It comes clear that some banks simply cannot survive without the support of the government. Probably people have more confidence in a bank owned by, or strongly related with, the government, who has in theory always enough financial strength to keep the bank alive.

· Factor 4: On average respondents think that the product assortment of a bank is significantly more important before the start of the crisis (M = ,2190157, SE = ,09138815), than after the start of the crisis (M = -,2712808, SE = ,10597237, t (182.991) = 3,504, p < .05).
The interpretation of this factor can be in two ways. One significant part of this factor is about the product diversity offered by a bank. It could be that consumers try to do all their bank jobs with the same bank they trust the most. Therefore the diversity of product services offered by the bank are significantly more important after the start of the crisis than before the start of the crisis. Probably consumers don’t want to spread their bank jobs anymore because of the unique advantages of the different banks but focus more on the safety and reliability of one single bank. Another part of this factor is about the easiness of getting a mortgage or loan. On average respondents think that the easiness of getting a mortgage has become more important since the start of the crisis. Probably this is the case because due the crisis, banks do not provide credit with the same ease anymore and therefore consumers will choose the bank which provides the best loan or mortgage
. 

6.3 Hypothesis about demographic variables TC "6.3 Hypothesis about demographic variables" \f C \l "2" 
This section discusses and examines the influences of the demographic variables on people’s bank choice. Because the part of the respondents that is highly educated is statistically too big, no significant conclusions can be made. Therefore the influence of level of education will not be discussed and is not included in this section.

6.3.1 The influence of Gender
Hypothesis VI:
H(a): 
Significant differences exist between the demographic variable “sex” relating to the factors that influence people’s bank choice, before and after the start of the financial crisis.

 TC "6.3.1 The influence of Gender" \f C \l "3" 
Results (Table 1.7)  show three significant main effects on the start of the crisis. Respondents rate the factors reliability (F (1) = 4,075, p < .05), product assortment (F (1) = 12.618, p < .05)  and investments (F (1) = 6.414, p < .05)  as more important after the start of the crisis than before. No statistically significant influence of gender on choice behavior, before or after the crisis, was found (interaction effect). Whether a respondent is female or male has therefore no significant influence on the evaluation of the factors.

6.3.2 The influence of Age
H(b):
Significant differences exist between the demographic variable “age” relating to the factors that influence people’s bank choice, before and after the start of the financial crisis. TC "6.3.2 The influence of Age" \f C \l "3" 
The age comparison revealed that on average older respondents are influenced to a greater extent of service (F (1) = 4,201, p < .05) and investments (F (1) = 14,201, p < .05). Younger people, however, are more influenced by recommendation by family and friends (F (1) = 5,404, p < .05) and the diversity in the product assortment (F (1) = 14,201, p < .05). Probably younger respondents are affected to a greater degree by parental influence when doing their (first) bank jobs. The results revealed no significant interaction effect between the crisis and age, on choice behavior.

6.3.3 The influence of Income scale
H(c): 
Significant differences exist between the demographic variable “income” relating to the factors that influence people’s bank choice, before and after the start of the financial crisis. TC "6.3.3 The influence of Income scale" \f C \l "3" 
On average respondents with an income above the average national income report that they are influenced to a greater degree of service (F (1) = 4,366, p < .05) and investments (F (1) = 13,099, p < .05) than people with an income below the national average. Wealthier people probably are more concerned about the investments banks do because they are involved with more money and the safety of government intervention is for them not always enough. An explanation for the influence of service could be that people with more money make use of more services of the bank. Therefore they have more moments of contact and are more influenced by the degree of service they perceive.
6.3.4 Interaction effect TC "6.3.4 Interaction effect" \f C \l "3" 
Besides the main effects the results reveal a significant interaction effect as well. People with an income above the national average are influenced to a higher degree by the financial crisis when rating factor “Nationality” than people with an income below the average (F (1) = 6,502, p < .05). Moreover, respondents with a lower income are rating “Nationality” even lower after the crisis than before. The factor “Nationality” exists out of the variable in which way the bank is “government owned” and the variable “international oriented”.  Like said before, probably people have more confidence in banks which are related with the Dutch authorities because they have the financial power to avoid a potential bankruptcy. Because of the interventions of local authorities highly international oriented banks are probably more associated with risks than national banks. Combine this with the limit of the guarantee arrangement of 100.000 euro per person and it seems logic that richer people are more concerned about government intervention than less wealthier persons.

6.3.5 Overall conclusion TC "6.3.5 Overall concusion" \f C \l "3"  

Because results showed a significant influence of some of the demographic characteristics the hypothesis can be (partly) accepted: significant differences exist between selected demographic groups of age, sex, income and level of education relating to the factors that influence people’s bank choice. One of the most important findings is that people with an income above the national average are influenced to a higher degree by the financial crisis when rating factor nationality than people with an income below the average. Other interesting findings are the influence of age on service and risky investments. Although these findings contribute to a better perception of the role of the financial crisis on choice behavior it is not always possible to give a good explanation of why such an influence exists. The interpretation of the underlying influence of demographic characteristics on bank choices is therefore sometimes difficult. However, the most important is to admit that overall demographic variables are influencing people’s bank choice.
6.4 Hypothesis about guarantee arrangement TC "6.4 Hypothesis about guarantee arrangement" \f C \l "2" 
Hypothesis VII:

H: 
The guarantee arrangement of the government, when considering becoming a member of a bank, has become more important for consumers after/during the crisis than it was before the start of the crisis.

After analysis it is not proven that the guarantee arrangement of the government has significantly become more important for consumers after/during the crisis (M = 3,3210, SE = ,16276) than it was before the start of the crisis (M = 3,2432, SE = ,25821). Probably the group of people that have advantage from this regulation is too small to measure. There always have been a guarantee arrangement by the government but since the start of the financial crisis the limit of the arrangement was raised from 20.000 euro to 100.000 euro per person. So only family’s with more than 40.000 euro in their savings account can make use of this arrangement, while the average amount of savings per family in the Netherlands is 28.000 euro (2004).
 Another explanation could be that the guarantee arrangement can be used in every case of bankruptcy of a Dutch bank that has a license of the Dutch Central Bank.
 Most of the respondents had an account at a bank with this license. Therefore it does not matter at which bank the consumer’s savings are and people do not use this criteria in their decision making process.

6.5 Other significant variables TC "6.5 Other significant variables" \f C \l "2"  

Besides the influences of the factors there are some single variables with a significant difference before and after the crisis as well. These variables are not included in the factors because they don’t correlate enough with any of them. However, some of these variables form an important difference in the decision making process before and after the crisis and cannot be ignored. The next conclusions can be made.

6.5.1 Influence of limit of credit TC "6.5.1 Influence of limit of credit" \f C \l "3" 
· On average respondents think that the limit of standing in the red numbers is significantly more important after the start of the crisis (M = 2.1633, SE = 0.21004), than before the start of the crisis (M = 2.8400, SE = 0.20927, t (217,502) = 2.282, p < .05).
Maybe the consumers expect to use the limit of standing in the red numbers more after the start of the crisis because of the potential financial problems for themselves. If they are involved in financial decline the urge of standing in the red numbers will possibly be higher. In that case people will choose banks with a higher limit in order to avoid potential liquidity problems as a consequence of the financial crisis.

6.5.2 Influence of past experiences TC "6.5.2 Influence of past experiences" \f C \l "3" 
Another single variable that is influenced by the financial crisis is the importance of past experiences.

· On average respondents think that past experiences with the bank are significantly more important after the start of the crisis (M = 4.7071, SE = 0.21356), than before the start of the crisis (M = 4.0160, SE = 0.24283, t (221.975) = -2.137, p < .05).
Although this variable is not a part of the factor “reliability”, the influence of past experiences on choice behavior says something about the influence of the reputation of the bank as well. This because someone’s past experiences are a part of the perceived reputation they have. Positive experiences for example will contribute to a higher perception of the reputation (Huynh et al, 2006). The reasons for the significance of past experiences are therefore probably the same as for the factor reliability. As said before in uncertain economic times it is difficult for consumers to screen good from bad risks (Mishkin, 1992). Therefore people are more relying on the reputation and past experiences of a bank. This is affirmed by a study of Patterson (1993) who concluded that consumers will tend to give highly reputable firms the “benefit of the doubt” during difficult economic times.
6.5.3 Influence of attitude towards risks TC "6.5.3 Influence of attitude towards risks" \f C \l "3" 
Results show that people with a low risk aversity are rating the factor “Reliability” significant lower (M = -,2976644, SE = ,22659508) than people who are avoiding financial risks (M = ,0619232, 
SE = ,07694405). The factor “Nationality” is significantly rated as more important by financial risk seekers (M = ,2890760, SE = ,16889278), than by risk averse respondents (M = -,0706991, SE = ,08607852). This indicates that attitudes towards risks are indirectly influencing the bank choice of people in economic difficult times and not only the crisis itself. Further research should be necessary to determine the underlying factors that cause this relationship and how strong this relationship is.
6.5.4 Influence on bank selection TC "6.5.4 Influence on bank selection" \f C \l "3" 
To see if there are banks that lose consumers in favor of other banks, because of the crisis, a cross tab was created. According to Table 5.12 it seems people are leaving ING in favor of the Rabobank. This effect would be in line with the expectations. ING was one of the banks that needed financial support of the government and for a long time it was not even clear if the bank would survive. The Rabobank on the other hand is one of the banks that is surviving the crisis very well. The bank was the only big bank in the Netherlands who did not need any government support at all
. The amount of savings accounts and mortgages is even growing while the numbers of those accounts at ING show a strong decline

Table 6.1 Summary of evaluation of hypotheses
	Hypothesis


	Expected effect
	Effect found
	Hypothesis evaluation

	H I Importance of service level
	Increased after crisis
	No significant influence of crisis
	Hypothesis rejected

	H II Importance of arrangement
	Increased after crisis
	No significant influence of crisis
	Hypothesis rejected

	H III Importance of convenience
	Decreased after crisis
	No significant influence of crisis
	Hypothesis rejected

	H IV Importance of reputation
	Increased after crisis
	Significant influence of crisis
	Hypothesis accepted

	H V Importance of investments
	Increased after crisis
	Significant influence of crisis
	Hypothesis accepted

	H VI Decision making time
	Increased after crisis
	Significant influence of crisis
	Hypothesis accepted

	H VII Demographic influences:

· Age

· Sex

· Level of income

· Level of education
	Existence of differences within selected demographic groups
	- No significant influence of gender and level of education*

- Significant influence of age and level of income**


	Hypothesis partly accepted


* Not enough data about level of education

** See text for more details

7. CONCLUSIONS TC "7. CONCLUSIONS" \f C \l "1"  

In conclusion, this study presented a detailed analysis of differences in choice criteria and their relative importance before and after the start of the current financial crisis. The main goal was to investigate the effect of the financial crisis on the bank choice of consumers in the Netherlands. Although no significant differences were found in the actual bank choice, results do reveal differences in the underlying factors. Three hypotheses were accepted; the importance of reputation, investments and the decision making time were significantly increased after the start of the crisis. A fourth hypothesis about the influence of demographic characteristics is partly accepted. People with an income above the national average are influenced to a higher degree by the financial crisis when rating factor nationality than people with an income below the average. Other significant increases were shown in the factor ratings of nationality and product assortment. Besides the factors, results revealed a significant influence of two single variables as well. On average respondents think that the limit of standing in the red numbers and the past experiences they have are significantly more important after the start of the crisis than before. A final result indicated that attitudes towards risks are indirectly influencing the bank choice of people in economic difficult times as well. 
According to this, the main research question can be answered positively; the financial crisis does have an influence on people’s bank choice in the Netherlands. It seems that people after the start of the crisis are more driven by anxiety when choosing a bank. Previous studies showed that convenience was the main factor before the start of the crisis. Five findings form the base for this conclusion; people are more relying on reputation, are more aware of risky investments, need more decision time to choose a bank and choose for safety by selecting a international renowned or government owned bank. 

Due the crisis people need more decision time when choosing their bank. People are evaluating their bank options better after the crisis to make economic risks small as possible. For the same reason people choose significantly more often for banks that are government owned, have a renowned international status or with a good reputation. Consumers are more aware of the investments banks do as well. Risky investments of banks form the base for this financial recession. Well known banks across the world even go bankrupt because of these untransparant investments. Therefore people consider the amount of risky investments banks do as more important when choosing their bank. Overall, this study provides evidence that people are more careful when making their bank decisions. People do not choose banks anymore because of its location or convenient opening hours. Since the financial crisis people are more aware of the possible risks and choose their banks with anxious care. Safety and reliability are the new choice criteria now.
7.1 Limitations TC "7.1 Limitations" \f C \l "2" 
Like other studies, this study has its limitations as well. The data used in the study were collected in such a manner that respondents had to recall the reasons why they choose a bank, even though some of them made this decision five years ago. This could lead to inaccurate answers and so to inaccurate conclusions. However, the chosen approach is probably the most practical way of analyzing the influence of a financial crisis on choice behavior. Furthermore, people see the opening of a bank account as important and can therefore accurately report the reasons for their choice, even after five years (Devlin and Gerrard, 2004). Another limitation was that most respondents were highly educated. Therefore it was not possible to analyze whether people’s factor rating were influenced by their level of education. The study could have been improved when the sample size was increased with lower educated people.  

7.2 Managerial implications TC "7.2 Managerial implications" \f C \l "2" 
The study showed significant differences in consumer’s bank evaluation before and after the start of the crisis. Understanding these differences is particularly critical for managers who need to predict how and why consumers respond to a crisis when becoming a member of a bank. According to the results people base their bank decisions since the financial crisis more on anxiety instead of convenience. This information should have an impact on the strategy that banks use in order to increase the size of their customer base. Managers should ensure that the elements of their marketing mix reflect those choice criteria found to be important in the eyes of consumers who have opened a bank account after the start of the crisis. These managers should therefore focus their strategies more on creating a feeling of safety. A good example of how to create this feeling is the strategy of Rabobank. Rabobank makes in their advertisements and commercials very clear that they are the only big bank in the Netherlands that is doing relatively well. According to the CFO of Rabobank this caused a safe-haven image and attracted a lot of new customers
. In conclusion, the results of this study have to be used by banks to design campaigns that affect the feeling of safety of the consumers. Banks should focus on save bank products with strong guarantees for the consumers. Consumers need to have the feeling that their bank is a reliable partner where their money is saved.
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Exhibit 1. Results from the factor analysis
	
	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Nationality of bank
	,018
	,494
	,391
	,114
	,051
	,054
	,090
	-,221
	,144
	,191

	Bank is international oriented 
	,211
	,179
	,681
	,201
	-,025
	,144
	-,141
	,084
	,137
	-,246

	Bank is government owned
	,173
	,075
	,559
	-,037
	,214
	,090
	,094
	-,068
	,314
	,104

	Bank is subsidiary of a big international bank 
	,176
	,074
	,701
	,132
	,129
	,138
	,121
	,234
	-,017
	,057

	Size of the bank
	,096
	,423
	,358
	,449
	,179
	-,118
	,162
	-,140
	-,016
	,090

	Stability of the bank
	,137
	,843
	,129
	,140
	,064
	,058
	-,007
	,155
	,005
	,096

	Reliability of the bank
	,142
	,881
	,077
	,089
	-1,693E-5
	,016
	,004
	,242
	,041
	,120

	Integrity of the bank
	,253
	,657
	,124
	,010
	,013
	,226
	,067
	,136
	-,019
	-,031

	Image or reputation of the bank
	,104
	,794
	-,094
	-,016
	-,096
	,069
	,145
	,193
	,097
	-,006

	The bank is in green and/or durable investments or fair trade
	,169
	,028
	,292
	,051
	,029
	,587
	,079
	,062
	,307
	-,096

	Investment in risk sensitive projects like mortgages that will never be paid back
	,140
	,127
	,045
	,038
	-,012
	,773
	,050
	-,056
	,147
	,062

	Overall spreading of risks e.g. good balance in pattern in spending
	,187
	,078
	,056
	,187
	,310
	,716
	-,010
	,069
	-,146
	,100

	Diversity of product services offered by the bank
	,420
	,042
	,097
	,664
	-,048
	,079
	,024
	,166
	,074
	,114

	Width choice of possibilities within product groups like savings, mortgages etc.
	,054
	,143
	,055
	,798
	,049
	,189
	,128
	,120
	,070
	-,008

	Level of interest rate for savings, lending, mortgage etc. 
	,098
	,227
	,016
	,122
	-,017
	,096
	-,041
	,135
	,092
	,792

	Commission costs for using the bank account
	-,065
	,105
	-,021
	,120
	,073
	,137
	-,097
	,613
	,337
	,347

	Limit of standing in the red numbers
	,056
	-,030
	,274
	,334
	,359
	,068
	,338
	,226
	,055
	,083

	Easiness of getting mortgage or loan
	,357
	-,035
	,149
	,475
	,090
	,010
	,149
	,018
	-,169
	,321

	Convenience of opening an account 
	,021
	,233
	,097
	,236
	,080
	-,014
	,089
	,752
	-,094
	-,035

	Possibility of using internet banking
	,118
	,401
	,121
	-,034
	-,035
	-,087
	,050
	,680
	-,162
	,097

	Special conditions for active users 
	,392
	,141
	,368
	,190
	,341
	,210
	,232
	,212
	-,160
	,125

	Rating bank by agencies 
	,183
	,210
	,215
	,048
	,460
	,447
	-,068
	,012
	-,156
	,115

	Get an attractive incentive offered by the bank (discount, free goods)
	,187
	,047
	,204
	,004
	,447
	,050
	,119
	,143
	,581
	,208

	Location of the bank’s branch is near my home
	,607
	,174
	-,165
	,202
	,318
	-,206
	-,160
	,080
	,182
	-,121

	Location of the bank’s branch is near my work
	,498
	,031
	,120
	,182
	,482
	,171
	,003
	,036
	,257
	-,178

	Availability of Automatic Teller Machines (ATM)
	,427
	,179
	,047
	,408
	,261
	-,022
	,219
	,246
	,232
	-,179

	Presence of parking places
	,510
	-,105
	,124
	-,114
	,566
	,161
	,175
	,086
	,088
	,133

	Opening hours                         
	,714
	,068
	,015
	,079
	,281
	,151
	,155
	,056
	,090
	,088

	Customer friendliness of the personnel
	,800
	,219
	,148
	,242
	-,067
	,100
	,030
	,024
	,062
	,034

	Expertise of the personnel                   
	,774
	,338
	,186
	,107
	,016
	,138
	-,089
	-,025
	-,015
	,021

	Getting a personal account manager
	,706
	,081
	,215
	,052
	,176
	,184
	,131
	-,071
	-,043
	,101

	Speed of getting contact / advice / decisions
	,565
	,163
	,375
	-,060
	-,116
	,254
	,168
	,255
	,061
	,123

	Number of branches
	,461
	,069
	,211
	,250
	,250
	,183
	,373
	-,041
	,035
	-,222

	Recommended by family
	,070
	,106
	,014
	,138
	-,069
	-,009
	,803
	,024
	,185
	,019

	Recommended by friends
	,087
	,081
	,053
	,065
	,027
	,041
	,852
	,053
	,070
	-,030

	Past experiences 
	,310
	,311
	,067
	,039
	,149
	,197
	,245
	,343
	,025
	-,168

	The bank is my employer
	,085
	-,033
	,038
	,050
	,674
	,046
	-,061
	,000
	,092
	-,062

	Commercials on tv etc.
	,072
	,086
	,149
	,075
	,047
	,117
	,306
	-,142
	,668
	,001
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Bank choices

The first questions will be about your most recent choice for a bank account. All the questions refer to the particular account you recently opened and you indicated in the first questions. Please keep this in mind. 

1. When did you open a bank account most recently? 

○ 2009 

○ 2008

○ 2007

○ 2006

○ 2005 

○ 2004

2. Did you open the bank account before or after the Credit Crisis? You may determine by yourself if you think you opened a bank account before or after the start of the crisis.

○ Before 

○ After

3. At which bank did you open the bank account?

○ Rabobank

○ ABN-AMRO

○ Fortis bank

○ ING bank and/or Postbank

○ SNS bank

○ Van Landschot Bankiers

○ Otherwise, namely:………………………………..

4. What kind of bank account did you open? 

○ (Current) transactional account 

○ Saving account

○ Mortgage account

○ Loan or credit

○ Stock account

○ Otherwise, namely: ………………………………

5. How long did it take to make the decision for the particular bank?

○ One day

○ Few days

○ One week

○ Two weeks

○ A month

○ More than one month

6. At how many banks do you have accounts?

○ 1

○ 2

○ 3

○ 4

○ 5

○ more

7. To what extent do you agree with the next statements?

	 
	Fully agree
	Agree
	Neither agree nor disagree
	Not agree
	Fully not agree

	“ I am a person who takes economic risks with investments and savings for instance”
	○
	○
	○
	○
	○

	“I posses enough financial knowledge to decide what bank to choose on my own”
	○
	○
	○
	○
	○

	“I know exactly what the financial crisis is about”
	○
	○
	○
	○
	○

	“I consider/ visit several banks when I want to open a bank account”
	○
	○
	○
	○
	○

	“I was very happy with my particular choice of bank”
	○
	○
	○
	○
	○


Criteria bank choices

The following questions will be about the criteria you did consider by choosing the bank account you mentioned in the previous questions.

8. Indicate in the following table the rate of importance of the criteria you did consider by choosing the specific bank on a scale of one (very unimportant) till seven (very important).

	Did not consider

Very unimportant

 

 

 

 

 

Very important

 

1

2

3

4

5

6

7

Nationality of the bank (Dutch or foreign)

□

□

□

□

□

□

□

□

Bank is international oriented 

□

□

□

□

□

□

□

□

Bank is government owned

□

□

□

□

□

□

□

□

Bank is subsidiary of a big international bank 

□

□

□

□

□

□

□

□

Size of the bank

□

□

□

□

□

□

□

□

Stability of the bank

□

□

□

□

□

□

□

□

Continuation of question 8

Did not consider

Very unimportant

 

 

 

 

 

Very important

 

1

2

3

4

5

6

7

Reliability of the bank

□

□

□

□

□

□

□

□

Integrity of the bank*

□

□

□

□

□

□

□

□

Image or reputation of the bank

□

□

□

□

□

□

□

□

The bank is in green and/or durable investments or fair trade

□

□

□

□

□

□

□

□

Investment in risk sensitive projects like mortgages that will never be paid back

□

□

□

□

□

□

□

□

Overall spreading of risks e.g. good balance in pattern in spending

□

□

□

□

□

□

□

□

Diversity of product services offered by the bank

□

□

□

□

□

□

□

□

Width choice of possibilities within product groups like savings, mortgages etc.

□

□

□

□

□

□

□

□

Level of interest rate for savings, lending, mortgage etc. 

□

□

□

□

□

□

□

□

Commission costs for using the bank account

□

□

□

□

□

□

□

□

Limit of standing in the red numbers

□

□

□

□

□

□

□

□

Easiness of getting mortgage or loan

□

□

□

□

□

□

□

□

Convenience of opening an account 

□

□

□

□

□

□

□

□

Possibility of using internet banking

□

□

□

□

□

□

□

□

Special conditions for active users 

□

□

□

□

□

□

□

□

Rating bank by agencies **

□

□

□

□

□

□

□

□




Continuation of question 8
	
	Did not consider
	Very unimportant
	 
	 
	 
	 
	 
	Very important

	
	 
	1
	2
	3
	4
	5
	6
	7

	Get an attractive incentive offered by the bank (discount, free goods)
	□
	□
	□
	□
	□
	□
	□
	□

	Location of the bank’s branch is near my home
	□
	□
	□
	□
	□
	□
	□
	□

	Location of the bank’s branch is near my work
	□
	□
	□
	□
	□
	□
	□
	□

	Availability of Automatic Teller Machines (ATM)
	□
	□
	□
	□
	□
	□
	□
	□

	Presence of parking places
	□
	□
	□
	□
	□
	□
	□
	□

	Opening hours
	□
	□
	□
	□
	□
	□
	□
	□

	Customer friendliness of the personnel
	□
	□
	□
	□
	□
	□
	□
	□

	Expertise of the personnel
	□
	□
	□
	□
	□
	□
	□
	□

	Getting a personal account manager
	□
	□
	□
	□
	□
	□
	□
	□

	Speed of getting contact / advice / decisions
	□
	□
	□
	□
	□
	□
	□
	□

	Number of branches
	□
	□
	□
	□
	□
	□
	□
	□

	Recommended by family
	□
	□
	□
	□
	□
	□
	□
	□

	Recommended by friends
	□
	□
	□
	□
	□
	□
	□
	□

	Past experiences 
	□
	□
	□
	□
	□
	□
	□
	□

	The bank is my employer
	□
	□
	□
	□
	□
	□
	□
	□

	Commercials on television, billboards, magazines etc.
	□
	□
	□
	□
	□
	□
	□
	□


Credit crisis

The following questions will be about the influence of the credit crisis on your bank choice.

IF YOU OPENED THE BANKACCOUNT AFTER THE CREDIT CRISIS PLEASE CONTIUE, IF NOT GO TO QUESTION 13


9. On a scale of one till seven how much did the credit crisis affected your bank choice?

	Very small impact
	 
	 
	 
	 
	 
	Very large impact

	1
	2
	3
	4
	5
	6
	7

	□
	□
	□
	□
	□
	□
	□


10. From what bank did you switch from? 

○ Rabobank

○ ABN-AMRO

○ Fortis bank

○ ING bank and/or Postbank

○ SNS bank

○ Van Landschot Bankiers

○ None

○ Otherwise, namely:………………………………..

The Dutch Central Bank provide a guarantee arrangement on savings. This arrangement contained that people get their savings back over the first 20.000 Euro when the bank cannot do so. During the credit crisis the Dutch Central Bank increased the maximum amount of savings from 20.000 Euro till 100.000 Euro. That means when the bank is not able of meeting payment obligations, people get their savings back from the Central Bank. 

11. Are you familiar with this guarantee regulation?

○ Yes


○ No (continue with question 15)

12. To what extent do you agree on the next statements?

	
	Fully agree
	Agree
	Neither agree nor disagree
	Disagree
	Fully disagree

	The guarantee regulation influenced my bank choice
	
	
	
	
	

	Despite the regulation, the financial position of the bank itself was still important to me
	
	
	
	
	


YOU MAY CONTINUE WITH QUESTION 15

The Dutch Central Bank provide a guarantee arrangement on savings. This arrangement contained that people get their savings back over the first 20.000 Euro when the bank cannot do so. After January 1, 2007 the regulation was expanded and from then on, 90 percent over the next 20.000 euro was guaranteed as well.

13. Are you familiar with this guarantee regulation?

○ Yes


○ No (continue with question 15)

14. To what extent do you agree on the next statements?

	
	Fully agree
	Agree
	Neither agree nor disagree
	Disagree
	Fully disagree

	The guarantee regulation influenced my bank choice
	
	
	
	
	

	Despite the regulation, the financial position of the bank itself was still important to me
	
	
	
	
	


Personal information

The next questions will be about some personal demographics. The answers are completely confidential and anonymous. 

15. What is your gender?

○ Male 


○ Female

16. How old are you?

.... years old

17. What is your marital status?

○ Single

○ Living together

○ Married

○ Other, namely:..........................................................

18. In which category do you belong?

○ I work

○ I am studying

○ I work and I am studying

○ I am retired 

○ I am between jobs

19. What is your highest level of education?

○ None
○ Lbo/Vbo


○ Mavo


○ V(mbo) 

○ Havo


○ Vwo
○ Hbo 

○ WO 

○ Otherwise, namely:………………………………..

20. Could you indicate in which category your yearly income belong? 

Average income 2008 = €30.500 (source: CBS-Statline)

○ Much below average income

○ Below average income 

○ Average income

○ Above average incomes

○ Much above average income


Dear participant,





This questionnaire is part of our Master Thesis about consumer choice criteria regarding bank choices. The questionnaire will provide us of relevant information that we both need to complete our research. That is why we are asking you to fill in this questionnaire to help us gathering data. 





Tot slot willen wij u er op wijzen dat u enkel kunt deelnemen aan deze enquête indien u na 2004 een bankrekening heeft geopend. Hebt u na 2004 geen bankkeuze gemaakt, dan hoeft u niet verder te gaan met het invullen van deze vragenlijst. 





Thanks for your time and effort! 








* De mate waarin de bank volledig ten dienste staat van de consument, eerlijke producten aanbiedt en het eigenbelang zo klein mogelijk is.





** Standard and Poor’s Agency rates banks from A to AAA.  Triple A stands for a relative “safer” bank than A.  Different agencies rate banks on different dimensions, like creditability, solidness, solvability etc. Rabobank, for example, has an AAA rating.








Comments ( if you have comments, please fill in)


…………………………………………………………………………………………………………..


…………………………………………………………………………………………………………..


…………………………………………………………………………………………………………..





Underlying factors





External influences





Before crisis





After crisis





Differences








Underlying factors
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