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Abstract 
This study examines the intrigues involved in bank choice decisions by 
customers, with special focus on those bank features or characteristics that 
influence such decisions. Primary data were sourced from 150 customers of 
virtual banks across different geographical zones of Nigeria. Using 
descriptive statistical technique, it was established that bank products and 
service offerings, physical facilities, banking methods, personnel and staff 
quality are significant predictors of customers choice of a bank to do 
business with. The recommendations therefore underscore greater customer 
oriented programmes, and professionalism as fundamental issues in 
influencing the decision process. Harnessing the economies of loyalty and 
management are methodologies for meaningful progress. Implications arc 
drawn for further scholarly enquiry. 

Introduction 
As competition in the global financial market intensifies, banks have begun to adopt modern 

marketing practices. They have made attempts to better understand their customers' attitudes and 
feelings toward their products, services and delivery system, as well as those of their direct 
competitors. Bank management is well aware that success of this industry depends on the active 
support and patronage by customers and is vital in building long-term relationships with valuable 
customers. Thus, the importance of customers survey cannot be overstated, if the banks want to 
collect high quality data to transform into useful primary information that could guide managerial 
actions. Bank managers and marketers alike must have an integrated understanding of the 
relationships that exist between expectation and patronage of any banking product. In other words, it 
is important to understand consumers' evaluation of important banking characteristics that have 
influenced them in selecting a bank or what banking characteristics or factors most likely influence 
their bank selection process. It is against this background that this study attempts an investigation of 
which banking characteristics or features customers use in their selection of a bank to do business 
with and from customers perspectives what banks should do to ensure or improve their service quality 
and delivery to customers for the purpose of providing some insights into future business 
developments in the industry. 

Theoretical Framework 
Issues pertaining to influences of bank characteristics on consumers' patronage motive have 

been well explored by researchers (see Kyari 1999, Esema 2001, and Hansher 2002). Retail bank 
analysis remains one of the most widely researched topics in organizational studies (Rose, et al 1997, 
Bulama 1999, and Akinwande 1999). Despite significant research progress, there still remains a great 
deal of confusion as to what factors actually determine bank choice or patronage by customers. 
Among the factors highlighted are the bank's product and service offerings (e.g. interest rates on 
deposits, accuracy of statements, credit lines, instalment loans, brokerage services); bank's facilities 
and parking availability (such as ease of location, parking space availability, lobby hours, inside bank 
comfortability, 24 hours ATM, clean facilities, many service outlets); banking methods (such as 
phone banking, online banking, banking by mail) and banks personnel and staff qualities (such as 
courteous and friendly staff, ability to answer questions, explaining things clearly and correctly, 
responsive to customer's needs and wants, accuracy in completing transactions, speed of handling 
transactions, ability to resolve problems, knowledgeable personnel, and ability to look professional in 
appearance. 

 

In order for banks to be competitive, they must exhibit these characteristics perfectly. For 
that reason, they should understand the relationships between bank characteristics and customer's 
patronage. These relationships for selected bank characteristics arc given below: 



(i) 

(ii) 

(iii) 

Bank's product and Service Offerings: Awoyemi (1999, Rose, et al 1997, Meluer and 
Naylor, 1980) found evidence that a bank's product and service offerings mediated the impact of 
negative perceptions on bank choice. It is suggested that to enhance customer's patronage and 
in turn reduce customer's turnover, managers need to actively monitor their product portfolio 
and service offerings and the relationships between these characteristics and customer's 
patronage. Monitoring service offerings and product portfolio by managers may reduce 
customer's inertia and defection and subsequent turnover, thereby saving the banks the 
considerable financial loss and effort involved in prospecting new customers. 

Bank's facilities and Parking Availability: In studies related to banking facilities and 
parking availability, Afolabi (1988), Usman (1988), Akiwande (1999), and Soyibo, (1991) 
found that banking facilities have a pronounced effect on customer's patronage. Particularly, 
bank facilities effects on patronage were greatest for high net worth customers: that is quality 
facility growth significantly reduced customer defection among core customers. Afolabi 
(1988) and et al (1980) in their respective studies have identified lack of parking space, lack of 
bank comfort, and lack of easy location as some reasons for customers turnover in the banks. 

Banking Methods: Arabome (2001) found that the lack of 24 hours ATM service, 
personalized banking, online banking, banking by phone or mail significantly affected most 
customers in an organization. Organisations were able to improve their customers service 
encounter by adopting service enrichment programmes and enhancing their welfare or care 
management opportunities. Besides the above, the service criterion used by banks also had 
significant effects on customer's choice of banks (Ogunsemore; 1992). Ineffective banking 
methods contributed to customers' perception of unfairness and they were more likely to 
consider leaving the organization (Oboh, 1999). 

(iv) 
Bank's Personnel and Staff:       Bank's staff is the building block for all customer loyalty programmes.     The 
bank personnel form the foundation upon which virtually all other activities are built and it therefore impacts on 
customer choice decision in general. Personnel issues subsume all other activities and therefore have significant effect on 
customer patronage decision in general (Whiting 1985 and Enyinaya 1992).   The above review indicates that a bank's 
characteristics have a significant impact on customer's patronage or defection and thus influence his expectations.  Given 
that a firm's resources are limited, a bank may not be able to exhibit best characteristics in all of their activities in a short span 
of time. Hence, the purpose of this study is to investigate empirically consumers' rating of important banking features that 
influence their choice decision of a bank to do business and from the customers' perspective what retail bankers should do to 
ensure and improve their service quality and delivery to customers. 

Based on the above literature review, bank products and service offerings, bank facilities and parking availability, 
banking methods and bank personnel can be identified as important factors that have impact or influence on customer 
patronage decision. Therefore for ease of comprehension and measurement, the following conceptual framework has been 
developed for the purpose of this study since there is evidence that no single model can throw light on the multiple bank 
features that can influence bank choice as identified in various studies. 

This modest framework shows that customer banking behaviour (CBB) is influenced by four (4) main bank 
characteristics. The bank features are bank's product and service offerings, bank facilities and parking availability, 
banking methods and bank's personnel quality. These four (4) characteristics are labelled as the independent variables while 
CBB is the dependent variable (see Figure I). 



 
Fig. I: Schematic diagram of the conceptual framework 

Methodology: 
This study was restricted to a selected sample size of 180 respondents drawn from different banks across 

different geographical zones. The selection of the sample size of 180 was purely by purposive sampling. Data were 
obtained by means of structured questionnaire administered to the respondents. The questionnaires were distributed 
to the respondents by the process of personal contacts. The total questionnaires retrieved in usable form were 150 
representing a useable response rate of 83 present. Our data analysis was therefore based on these returned 
questionnaires. Before distributing the questionnaire the researcher checked the questionnaire for validity with two 
marketing research experts in the marketing department of the University of Uyo to find out whether the 
questionnaire was understandable or needs improvements, necessary corrections were made accordingly as 
observed by these experts and ambiguous words reworded. 

The questionnaire consists of a few questions. Questions were designed in a five point Likert scale to measure 
bank characteristics and the consumers decision to do business with a particular bank. Five point Likert type of scale 
was used to measure bank characteristics. For example, to test banks personnel and staff quality, basic questions 
were asked in the questionnaire. One of the questions is given in Table 1. 

 

Variables                                                               Strongly   Agree      
Neutral    Disagree   Strongly Agree                                                         
Disagree Virtually all the staff in the bank are very  
courteous and friendly 

Table 1: A Sample Question in the Questionnaire 

Multiple choice type questions were also asked to get customers opinion on some important and not so 
important banking features to them. The questionnaire was divided into three sections; Section 1 measures the 
demographic characteristics of respondents such as personal details on age, sex, banking experience and education. 
Section 2 was intended to address issues on the bank characteristics while section three addresses customers' 
opinions for improvement. The questions were designed based on available literature. Because of the nature of the 
data, descriptive statistics were used. 

Data Analysis and Results 
This section presents the results and discussion on the study. The first sub-section is devoted to demographic 

characteristics of respondents while the other sub-section is devoted to customers* view of the factors affecting 
customers' bank patronage. Table 2 shows that most of the respondents 45.34% are aged between 30 - 49 years. This 
could be regarded as middle age. Only 14.00% were old (60 - 69 years), while about 20.66% could be regarded as 
fairly old i.e. 50 - 59 years. 

Only 15 of the respondents (10%) did not have any formal education (Table 2). In essence most of them (90.00%) 
have one form of education or the other. Olalushi (1997) supported this claim when he stated that educational level of 
customers is one of the isolated variables in banking decision. More so, Table 2 further reveals that majority of the 
respondents (58.88%) are male while only (42%) are female (Table 1). Although this result clearly shows that male 
mostly carried out banking activities, it does not suggest that women are not highly involved in banking. Lastly, Table 1 
shows that about three quarters (80.00%) of the respondents have banking experience above five years. Only about 20 per 



cent have banking experience less than 5 years. Analysis further reveals that 45.34 percent are married, 24.66 percent 
are single while separated and divorced are 16.00 and 14.00 percent respectively. 

Table 2: Demographic Characteristics of Respondents 
n-150  

Characteristics Frequency Percentage 
Age   

30-39  62 41.33 
40-49  36 24.01 
50-59  31 20.66 
60-69  21 14.00 
Total 150 100 
Level of Literacy   

No formal education 15 10.00 
Primary education 17 11.34   "1 

Secondary 20 1334   Uo% 
Tertiary 49 32.66 
Others 49 32.66   J 
Total 150 100.00 
Banking experience with the bank   

Less than 5 years 30 20.00 
5 years- 10 years 40 26.66   ~1 
1 1 years - 20 years 32 2134   Uo% 
21 years -30 years 37 24.66 
3 1 years + 11 7.34  J 
Total 150 100.00 

Sex   

Male 87 58.00 
Female 63 42.00 
Total 150 100.00 

Marital Status   

Married •68 45.34 
Single 37 24.66 

Separated 24 16.00 

Divorced 21 14.00 
Total 150 100.00 

Source: Field Survey, 2008

 

Table 3:  In your opinion  it seems there is  significant relationship between  a 
characteristics and your choice of a bank to do business 

n= 150 

bank's 

 

Variables No. of Respondents Percentage 
Strongly Agree 76 5 °- 6 6 l72°/  

21.34 r72/0
 

Agree 32 
Neutral 16 10.66 



Disagree 18 12.00 -\ 534   L 
17.34% 

Strongly disagree 8 
Total 150 100.0(r 

Source:   Field Survey, 2008 
From Table 3, it could be observed that 72 percent of the respondents strongly agree and 

agreed that there is a significant influence of the bank characteristics on their patronage motive. 
While a very insignificant 17.34 percent saw no significant influence of bank characteristics on their 
patronage. 10.66 percent are neutral in their opinions. 

Table 4: In your bank there are adequate facilities and parking space availability for  
your comfort (such as easy location, adequate space, lobby hours, 24 hours 
ATM, numerous service units etc.) 

n= 150 
Variables Frequency Percentage 
Strongly agree 20 13.33 
Agree 32 21.33 
Neutral 9 6.00 
Disagree 68 45.33 
Strongly disagree 21 14.01 
Total 150 100.00 

Source: Field Survey, 2008 
Table 4 presents the results of analysis as follows 13.33 percent , strongly agree, 21.33 

percent, agree, 6.00 percent are neutral, 45.33 percent shows disagreement, while strongly disagree 
are 14.01 percent. Implying that state of the facilities are either lacking, inadequate or deplorable in 
our banks as observed by respondents. 

Table 5: Banking methods such as telephone banking, 24 hours ATM, banking hours, 
online bank etc. are available and are adequate in my bank 

n=150 
 

Variables No. of Respondents Percentage 
Agree 18 12.00 
Agree 29 19.33 
Neutral 15 10.00 
Disagree 62 41.34 
Strongly disagree 26 17.33 
Total 150 100 
Source: Field Survey, 2008 

Table 5 clearly demonstrates that our banking system is plagued with poor banking methods. 12.00 
percent of the respondents strongly agree that the methods of banking in their bank are adequate and 
superb, 19.33 percent Agree, 10.00 percent are Neutral, Disagree and Strongly disagree are 41.34 and 
17.33 percent respectively. If viewed from the above analysis, one is tempted to conclude that our 
banking methods though available in some cases, are not adequate to enhance customers' 
satisfaction, where they are available, the services are observed to be poor such as poor networking, no 
personalized banking and selective home delivery service. 

Table 6: In the case of bank's personnel and staff, there appears that their staff are  
courteous and friendly, always available, clearly and correctly explains things, 
always responsive to customers needs and wants, efficient in handling 
transactions, with problem resolution skills, very knowledgeable and always 
professional in appearance 



n= 150 
 

Variables No. of Respondents Percentage 
Strongly Agree 24 16.00 
Agree 30 20.00 
Neutral 9 6.00 
Disagree __                                              37.34 
Strongly disagree 31 20.66 
Total 150 100.00 

Source:   Field Survey, 2008 
Based on the above table, it is pertinent to observe that 16.00 percent strongly agree, 20.00 

percent agree 6.00 percent were neutral; 37.34 percent disagreed, while 20.66 percent strongly 
disagreed with the above assertion. This further confirms that our banking system needs overhauling 
particularly in the area of staffing. The first customer service encounter is often with the staff. 
Therefore staff profile such as lack of knowledge of the customer's problems, unprofessional attitude 
and appearance, always too busy to attend to customers, unfriendliness, lack of courtesy, etc. must be 
addressed if our banks must survive in this era of stiff and biting competition. With more conscious 
customers, old practice must give way to contemporary marketing practice especially where 
relationship marketing is de-emphasised. 

Table 7: In your opinion, what improvement(s) do you think can be made to enhance 
customers' service and satisfaction? 

 

Variables No. of Respondents Percentage 
Introduce limited customer care 
programmes 28 18.66 
Adopt personalized banking 
approach only 10 6.66 
Broaden their service 
characteristics to include: friendly 
employees, competitive offers, 
competent staff, excellent 
ambience environment, wide 
product portfolio, fast service etc. 

26 17.34 

All of the above 86 57.34 
Total 150 100.00 

Source: Field Survey, 2008 

From Table 7, 57.34 percent of respondents would wish their banks to do all of the above. 
18.66 percent consider limited customer care programme, only. 6.66 percent agree with personalised 
banking only while 17.34 percent would go for broader service mix. By implication, it seems that the 
status quo in our banks is not very satisfactory at present and would deserve some improvement along 
several dimensions as noted in this survey. 

Table 8: What important banking features do you use in selecting a bank to do business? 

n= 150 
 

Variables No. of Percentage 
 Respondents  
(a) Bank's Products and Service Offerings   



(i)         Credit hours 22 14.66 
(ii)        Instalment loans 5 4.33 
(iii)       Brokerage services 5 3.33 
(iv)       Accuracy of statement 15 10.00 
(v)        Interest on deposits 32 21.34 
(vi)       Safety in deposits 56 37.34 
(vii)       Mortgages 5 3.33 
(viii)     Community support 10 6.67 

Total 150 100.00 
(b) Banks facilities and parking availability   

(i) Inside bank comfort 32 14.66 
(ii) Parking space 20 13.34 

(iii) Easy location 36 24.00 
(iv) 24 hours ATM 21 1 4.00 
(v)   Many service outlets 32 21.34 
(vi) Banking hours 19 12.66 

Total 150 100.00 
(c) Banking methods   

(i) Phone and mail banking 22 14.67 
(ii) Online banking 52 34.66 
(iii) Personalised banking 76 50.67 

Total 150 roo.oo 
(d) Bank's personnel and staff   

(i) Courteous and friendly staff 22 14.66 
(ii) Ability to answer questions 20 13.34 
(iii) Responsive to customer's needs and wants   
(iv) Appearing professional 30 20.00 
(v) Ability to resolve problems 18 12.00 
(vi) Speed of handling transactions 22 14.66 
(vii) Accuracy in handling transactions 18 12.00 

 20 213.34 
Total 150 10.00 

Source: Field Survey, 2008 

From Table 8, it could be observed that while some respondents would prefer one thing, 
others would prefer another thing altogether. This points to the diversity of people across cultures 
lifestyle, perception, social status etc. and calls for basic service segmentation strategy for improved 
practice. It does suggest that customized or personalized banking can go a long way to addressing 
some of these problems. 
Table 9:     Which of these factors would you not consider so important in your bank selection 

process 

n= 150 
 

Variables No. of Respondents Percentage 
(a) Bank's products and service offerings 0 0.00 
(b) Bank's facilities and parking availability 0 0.00 
(c) Banking methods 0 0.00 
(d) Bank's personnel and staff 0 0.00 
(e) All of the above 0 0.00 
(f)  None of the above 150 100.00 
Total 350 100.00 

Source:  Field Survey, 2008 



From Table 9, it is overwhelmingly surprising to observe that all the characteristics desired of a 
modern bank as highlighted are chosen by customers to be so important in their patronage decision. No 
factor is considered unimportant, which means a good blend of all these factors would enhance customer 
satisfaction and patronage. Thus, the above analysis suggests that bank product portfolio and service 
offerings, physical facilities, methods of service delivery, quality of staff are all-important 
considerations in consumer decision process and should not be glossed over. Particular attention 
should be given to these factors as they can create both positive and unfavourable outcome for the 
banks. Underpinning the above assertion is the necessity of having accurate information about the 
market via marketing research. 

Summary of Findings, Conclusion and Recommendations 
Descriptive statistics reveal that average customers are neither neutral nor strongly agreed 

with overall assessment of the banks; they have indicated that our banks characteristics are not 
reasonably favourable. These results suggest that all the banks should improve their physical and 
service characteristics as it can significantly influence customer's choice of a bank to do business. 

It was impossible for the four independent variables to account for variation in bank's 
patronage because of the nature of statistics adopted. The researcher believes that the important 
independent variables may be bank's product portfolio, service characteristics, banking methods, bank 
facilities and bank employees quality profile. Future research studies are suggested to find out the 
effects of these factors on customer's bank patronage. This study was limited to investigating factors 
which influence customer's choice of a bank to do business. Further investigations in other types of 
service industries may provide additional insights into the findings of the study. Another important 
limitation is that this analysis was cross-sectional in nature. Additional research is suggested to be done 
longitudinally in order to place the study in a better perspective. 

Furthermore, the findings of this research are important on both theoretical and practical 
perspectives and should stimulate further scholarly enquiry. The model as developed could be used as an 
explanatory model for customer's patronage motive and it is an original contribution to knowledge in 
the field of service marketing. From customer's perspectives, all the variables and even the result of 
these findings should assist retail bank managers in developing a set of customer oriented 
programmes that will potentially assist them in reducing the degree of customer's defection, 
maximizing satisfaction as well as improving customer's confidence with the banks. However, the 
results here have not conclusively established that performance is enhanced by following one of these 
strategy types. In addition, many researches in this area have been conducted in the manufacturing 
sector. Research is needed to examine these relationships in service industries. The research findings 
clearly show that customer service and satisfaction can be enhanced by the emphasis of these four 
critical competitive characteristics identified in building the banks reputation in the market, and the 
pursuit of extensive customer service capacity. 
In conclusion therefore, this study has examined consumer's bank choice and has identified the major 
determinants by considering a thorough and critical analyses of the factors. Factors identified in the 
course of this study include; bank's product portfolio and service offerings, facilities and parking 
availability, banking methods, and bank personnel quality. These issues must be carefully 
addressed if the present customer's inertia or defection is indeed to be minimized. 
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