


negative relationship but was not statistically significant, meaning the hypothesis was not

supported (B= -.141, SE=.588, CR=-1.192, p=.233).

For the hypotheses not statistically supported in the full dataset there was one hypothesis
tested where a relationship was statistically significant for the bank dataset (H4). H4
predicted cognitive trust to have a positive impact on spurious loyalty. For the non-bank
deposit taker group the results indicated a low negative relationship but was not statistically
significant (= -.075, SE=.112, CR=-.720, p=.471), meaning the hypothesis was not
supported. The bank group results showed a positive, statistically significant result meaning

the hypothesis was supported (B=.243, SE=.140, CR=2.200, p=.028).

Following the comparison of the difference in the effect estimate and associated p-value for
hypotheses 1 to 9 and 13 to 20 between the two groups a further comparison was undertaken
to determine any difference mediation effect as per hypotheses 10, 11 and 12. The results are

detailed in Table 36 and 37.

Table 36. Summary of mediating effect for banking group
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The results for the banking group are the same as the full dataset. Affective commitment fully
mediates the cognitive trust-true loyalty relationship, and the affective trust-true loyalty
relationship. Affective commitment also partially mediates between the satisfaction-true

loyalty relationships in the banking group.

Table 37. Summary of mediating effect for non-banking group
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The results for the non-banking group differs from the full dataset in that the cognitive trust
true loyalty direct relationship is not statistically significant. This means affective
commitment cannot mediate the relationship that does not exist. It does however have an
indirect effect on true loyalty. Affective commitment fully mediates between affective trust
and true loyalty and partially mediates between satisfaction and true loyalty in the same

manner as the full dataset.
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The research tests an alternative model identified as the competing model. The competing
model is the same as the initial measurement model, with the addition of calculative
commitment items and construct. This means the competing model consists of eight
variables, with each variable having a number of measured observed variables pointing
towards it. As detailed in Chapter 3, the competing measurement model is based on existing

research the literature.

As discussed earlier in this chapter, the item calculative commitment four (CC4 sq) was
excluded from the scale measure due to inter item correlation concerns in the initial factor
loading testing. It was decided to leave the item question in the competing measurement
model as the factor loadings are again tested in the measurement model. The competing

measurement model using maximum likelihood estimation is presented in Figure 19.

In the competing measurement model y*/df = 3.279 indicating an acceptable data-model fit
and RMSEA = .062, indicating a good fit in the population. However, GFI = .855, CFI =

938, NFI = .914, and TLI = .929 indicate an unacceptable fit. The results of these tests are
detailed in Table 38.

Table 38. Summary of fit indices for initial measurement model

CMIN 1596.99
DF 487
CMIN/DF 3.279
P .000
GFI .855
NFI .914
TLI .929
CFI .938
RMSEA .062
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Figure19. Competing measurement model using maximum likelihood estimation
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By taking all the fit indices into consideration, it is the researcher’s view that the competing
measurement model was not an acceptable fit to the data. However, prior to making a final
decision whether to accept or discard the competing measurement model, validity measures
were examined. This was achieved by calculating and examining convergent and
discriminant validity outcomes. As in the measurement model the average variance extracted

(AVE), correlation matrix and construct reliability were calculated. Table 39 shows the
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competing measurement model convergent validity and average variance extracted. The

shaded area, on the diagonal, is the square root of the average variance extracted.

Table 39. The competing measurement model construct reliability, average variance extracted and Correlation matrix
compared with the square root of the average variance extracted.

CR AVE COMAT | SATISFA | COGTRUST| COMNo LOYSp | ComCal |[AFTRUST| LOYALTr
COMAf 0.694 | 0.704 0.839
SATISFA 0.945 | 0.810 -0.800 0.900
COGTRUST 0.903 | 0.701 -0.684 0.811 0.837
COMNo 0.906 | 0.709 -0.723 0.603 0.472 0.842
LOYSp 0.933 | 0.824 -0.578 0.615 0.498 0.604 0.908
ComCal 0.720 | 0.432 -0.359 0.240 0.123 0.560 0.334 0.657
AFTRUST 0.918 | 0.738 -0.859 0.797 0.770 0.645 0.527 0.283 0.859
LOYALTr 0.896 | 0.553 -0.833 0.917 0.769 0.649 0.661 0.270 0.779 0.744

Note: The square root of the AVE is detailed in the diagonal cells where each construct is represented twice. Eg. SATISFA
and SATISFA.

A number of discriminant and convergent reliability concerns for the competing
measurement model were apparent. Discriminant validity concerns for COMAf, SATISFA,
AFTRUST, and LOY ALTr result from the square root of the AVE for the variable is less
than the absolute value of the correlations with another factor. Convergent Validity concerns
for COMATf result from the CR for the variable being less than the AVE and ComCal AVE
being less than .50.

By taking the convergent and discriminant validity outcomes into consideration as well as the
fit indices, it is the researcher’s view that the initial competing measurement model is not an

acceptable measurement model.

However, the RMSEA and y? values both indicate an acceptable fit. It was also noted there
were satisfactory loadings to specified constructs (variables) for all measured items in the
model, including calculative commitment. The factor loading for calculative commitment are

detailed in Table 40.
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Table 40. Factor loading for calculative commitment item questions

Factor
Item Construct
Loading
cct It would be very hard for me to switch to another bank now even if | 239
wanted to ' Calculati
alculative
ccz It would be too costly for me to switch to another bank right now 843

Commitment

CC3_sq i i i iti
Itismore convenient for me to stay with my bank thanitisto move to 713 (coMmcal)

another bank
CC4_sq | believe otherbanks would not treat me any differently asa customer* 545

* Item removed from the measure to ensure the best possible model fit to data while remaining true to the research literature.

As a result of these observations it was decided to remove the lowest loading items on
selected variables, in order to achieve the most reliable and valid measurements. As with the
modified measurement model, this was done in order to achieve changes in the discriminant

validity and potentially a better model fit and lower ¥? score.

In the case of the adjusted competing measurement model the item removed was CC4 sq in
addition to TC1 sq, TA1 sq, CA2 sq, CN3 sq, L3 sq, L4 sq, L6 sq, L7 sq, and S4 sq
removed in the measurement model. The removal of these items results in at least three item
measures for each construct indicated. This fits with the requirements of a minimum three
items per measure, detailed by Hair et al. (2006). Confirmatory factor analysis using

maximum likelihood estimation was performed.

As with the modified measurement model, to decide whether the adjusted competing
measurement model fits the data well, the six fit indices described in detail in chapter 3 were
examined.

In the adjusted competing measurement model the y*/df = 2.901, indicating an acceptable
data-model fit, CFI = .965, indicating a good fit, GFI = .915, NFI =.948, TLI = .957 each
suggesting an unacceptable fit, and RMSEA = .056, denoting a good fit in the population.
The results of these tests are detailed in Table 41. The All results are either acceptable or very
close to an acceptable result. There is no indicator that is markedly low relative to acceptable
values. By taking all the fit indices into consideration, it is the researcher’s view that the

adjusted competing measurement model is an acceptable fit to the data.
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Table 41. Summary of fit indices for adjusted competing measurement model

Index Score
CMIN 647.00
DF 223
CMIN/DF 2.901
P .000
GFI .915
NFI .948
TLI .957
CFI .965
RMSEA .056

To examine whether the adjusted competing measurement model has an acceptable level of
validity, convergent and discriminant validity outcomes were examined. As in the preceding
measurement models, average variance extracted and composite reliability and are calculated.
As described by Fornell and Larcker (1981) all squared correlations between constructs were
examined and found to be less than the Ave for each of the underlying constructs. No validity
concerns are detected in the data. Table 42 shows the adjusted competing measurement
model convergent validity and average variance extracted. The shaded area, on the diagonal,

is the square root of the average variance extracted.

Table 42. The adjusted competing measurement model construct reliability, average variance extracted and Correlation
matrix compared with the square root of the average variance extracted.

CR AVE LOYALTr[SATISFA |COGTRUST [COMNo |LOYSp |AFTRUST |COMAf |COMCal
LOYALTr 0.846] 0.658] 0.811
SATISFA 0.942] 0.845] 0.728 0.919
COGTRUST 0.906] 0.764] 0.578 0.797 0.874
COMNo 0.878] 0.707] 0.554 0.526 0.405 0.841
LOYSp 0.934] 0.824] 0.510 0.599 0.483 0.592 0.908
AFTRUST 0.905] 0.760] 0.671 0.791 0.778 0.596 0.526 0.872
COMAf 0.887] 0.725] 0.735 0.735 0.627 0.715 0.562 0.804 0.851
coMmcal 0.774] 0.552]  0.255 0.218 0.114 0.583 0.331 0.266 0.371 0.743

Note: The square root of the AVE is detailed in the diagonal cells where each construct is represented twice. Eg. SATISFA
and SATISFA.

The fit indices for the modified measurement model and the adjusted competing
measurement model indicated acceptable levels of fit to the sample data. Testing for
convergent and discriminant validity resulted in overall acceptable validity levels. With the
model fit assessment, convergent validity and discriminant validity completed, an
examination of the structural model is performed. The following section estimates the

structural model path coefficients and the testing hypotheses results are presented.

Page | 126



4.7.8 The competing structural model

To improve the robustness of the research results, the adjusted competing model was tested.
The adjusted competing model included a calculative dimension of commitment. The
rationale for including calculative commitment in the model was based on researched
evidence discussed in chapter 2. The key argument was De Ruyter, Moorman, and Lemmink
(2001) determining calculative commitment engenders negative intentions towards
strengthening and maintaining a relationship with a service provider. Structural equation

modelling (SEM) using the adjusted competing model data was performed.

To decide whether the competing structural model fits the data well, the same six fit indices
described in chapter 3 and utilised in the initial structural model (theoretical structural
model), are examined. The indices are the Chi-square test (%?), Comparative Fit Index (CFI),
Goodness of Fit Index (GFI), Normed Fit Index (NFI), Non-Normed Fit Index (NNFI, also
known as Tucker Lewis Index or TLI), and Root Mean Square Error of Approximation

(RMSEA).

In the competing structural model, the ¥*/df = 2.909 and RMSEA = .040 indicated an

acceptable data-model fit. GFI = .880, NFI =.945, and TLI = .934 on the other hand indicate
an unacceptable fit. The fit indicator CFI = .945 also indicates an unacceptable fit although it
is very close to the recommended level of 0.95. The results of these tests are detailed in Table

43.

Table 43. Summary of fit indices for adjusted competing structural model

Index Score
CMIN 1989.77
DF 684
CMIN/DF 2.909
P .000
GFI .880
NFI 919
TLI .934
CFI .945
RMSEA .040

While the fit indicators are close to the values accepted for significance, only the RMSEA
and y*/df actually meet the generally accepted values indicating a good fit. By taking all the
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fit indices into consideration, it is the researcher’s view that the competitive structural model
was not an acceptable fit to the data. However, prior to making a final decision whether to
accept or discard the competitive structural model a comparison with the theoretical structural

model was undertaken.

A model comparison was carried out by assessing the model fit indices and the hypotheses
results for both structural models in a side by side format. The model fit comparison is
detailed in Table 44. All model fit indicators for the theoretical model are superior when
compared to the indicators for the competing model. More importantly, the GFI, NFI, TLI,
CFI and RMSEA measurements for the theoretical model all surpass the generally accepted

values indicating an acceptable or good fit.

Table 44. A Comparison of fit indices for the theoretical and competing models

MODEL FIT Theoretical Model Competing Model Measure Guide
CMIN 1073.09 1989.76
DF 504 684
CMIN/DF 2.129 2.909 2 =good, 3 =acceptable
P .000 .000
GFI .922 .880 0.9 = acceptable, 0.95 = good
NFI .953 .919 0.9 = acceptable, 0.95 = good
TLI .968 .934 0.95 = acceptable, 0.97 = good
CFI .974 .945 0.95 = acceptable, 0.97 = good
RMSEA .031 .040 .08 or less =acceptable

The competing model demonstrates acceptable levels of fit for the NFI and RMSEA indices.
Values for GFI, TLI and CFI indicators in the competing model do not meet the acceptable
levels although the values are close to the value indication acceptability. It can be argued
based on ¥>, RMSEA and NFI values and CFI is close to the acceptable value that the
competing model is an acceptable fit to the data. Despite this assertion the theoretical model
is clearly a better fit to the data. As such it is the researchers’ opinion that the theoretical

model possess a superior fit to the data than the competing model.

A comparison of the effect estimates and relative p-values for each of the direct relationship

hypotheses was undertaken. The comparison was made to ensure there were no significant
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differences in hypothesis results between the two models that required further investigation.

The hypotheses comparisons are detailed in Table 45.

Table 45. Estimated effect and p-value comparison between the theoretical and competing models

Theoretical Model Competing Model
Hypothesis Path
Effect Estimate P Effect Estimate P

H1 SATISFA --->  LOYALTr 0.443 *EE 0.441 *oxE
H2 SATISFA --->  LOYSp 0.389 ok 0.397 roxk
H3 COGTRUST ---> LOYALTr -0.055 0.394 -0.056 0.384
H4 COGTRUST ---> LOYSp 0.067 0.354 0.071 0.328
H5 AFTRUST --->  LOYALTr 0.028 0.714 0.028 0.719
H6 AFTRUST --->  LOYSp -0.096 0.272 -0.096 0.276
H7 SATISFA --->  COMAf 0.351 ok 0.349 roxk
H8 AFTRUST --->  COMAf 0.644 kK 0.643 roxk
H9 COGTRUST ---> COMAf -0.155 0.009 -0.151 0.011
H13 SATISFA --->  COMNo 0.061 0.407 0.056 0.45
H14 COGTRUST ---> COMNo -0.179 0.012 -0.169 0.018
H15 AFTRUST --->  COMNo 0.179 0.039 0.174 0.045
H16 COMAf --->  LOYALTr 0.37 kK 0.37 kK
H17 COMAf --->  LOYSp 0.034 0.659 0.032 0.678
H18 COMNo --->  LOYALTr 0.064 0.176 0.074 0.119
H19 COMNo --->  LOYSp 0.393 *EE 0.362 *oxE
H20 COMAf --->  COMNo 0.634 ok 0.637 roxk

COGTRUST ---> COMCo n/a n/a 0.14 0.002

COMCo --->  LOYALTr n/a n/a -0.018 0.568

COMCo --->  LOYSp n/a n/a 0.068 0.06

% p< 001

There are no instances where a hypothesis is accepted under one model and rejected in the

other. In hypotheses where the p-value is significant the absolute value of the effect estimate

is equal or greater under the theoretical model than under the competing model, apart from

the affective commitment-normative commitment relationship. Here the competing model

has a greater effect estimate. Table 44 includes the calculative commitment effect estimate

and associated p-vales for its relationship with true loyalty, spurious loyalty and cognitive

trust. These are relevant only to the alternative model as calculative commitment is only

measured in the competing model. The cognitive trust-calculative commitment and

calculative commitment-spurious loyalty relationships are statistically significant but have

very low effect estimates at .14 and .068 respectively. The calculative commitment-true

loyalty relationship is not statistically supported. Subsequently, it is the researchers’ view
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there are no significant differences warranting further investigation or challenging the

assessment the theoretical model is a better fit of the data than the competing model.

4.8 Discussion of results

As discussed in chapter 2.7 and detailed in table 2, there are 26 hypotheses tested to provide
evidence in an attempt to answer four research questions. The results detailed in this chapter

can now be discussed in terms of the research questions.

Research Question 1 asks the question whether consumer satisfaction leads directly to loyalty
in the New Zealand banking and nonbank deposit taker market. The results supported H1,
indicating that consumer satisfaction has a positive impact on loyalty. The positive effect
consumer satisfaction has on true loyalty was in line with the literature (Anderson & Mittal,
2000; Cronin, Michael & Hult, 2000; Mittal, Kumar & Tsiros, 1999). However H2, was not
supported despite a significant result. Consumer satisfaction had a positive impact on
spurious loyalty. As the results demonstrate, an increase in satisfaction gives rise to an
increase in spurious loyalty. This may indicate the presence of other factors determining
whether a consumer has spurious or true loyalty towards an organisation and that satisfaction

may be a hygiene factor rather than a loyalty determining factor.

If satisfaction leads to both true and spurious loyalty, satisfied consumers may switch
providers, a phenomenon referred to as the satisfaction trap. To date researchers have found
no satisfactory explanation as to why satisfied consumers switch providers (Reichheld, 1996).
The H2 satisfaction-spurious loyalty result supports the observed satisfaction trap
phenomenon. While researchers’ have struggled to identify the cause of the satisfaction trap
(Ganesh, Arnold & Reynolds, 2000; Reichheld, 1996; Oliver, 1999) this research shows that
a consumer can be spuriously loyal and highly satisfied. Unlike a true loyal consumer, a
spuriously loyal consumer will potentially switch to an alternative provider in exchange for a

minimal incentive, despite being satisfied.

The results may also be interpreted as satisfaction acting as a hygiene factor required for both

true and spurious consumer loyalty. If, as introduced in chapter 2, the New Zealand banking
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market is essentially a commoditised market, products and pricing are substantially similar
across competitors. It would follow then that an increase in a consumer’s satisfaction would
increase the likelihood of the consumer remaining with the banking entity rather than moving
to an alternative supplier, risking a loss of personal satisfaction. Essentially satisfaction is
required for retention and loyalty although the satisfaction impact is greater for true loyalty

than for retention (spurious loyalty).

This research conflicts with the literature regarding spurious loyalty results. It is the authors’
belief that the results reflect the commoditised nature of the New Zealand banking market
and the differentiation between true and spurious loyalty. This result potentially indicates
another factor that may be required to decrease the impact of satisfaction on spurious loyalty.

Identification of that factor is beyond the scope of this research.

Research Question 2 asks the question what role the trust dimensions play in the consumer
satisfaction-loyalty relationship. The hypotheses associated with this question are H3, H4,
HS5, H6, HS, H9, H14 and H15. The results indicated no significant relationships between
cognitive trust and true loyalty, or cognitive trust and spurious loyalty. These results
generally support the evidence found in literature for true loyalty but is contrary to the

evidence for spurious loyalty (Grayson, Johnson & Chen, 2008; Scott, 2001; Zucker, 1986).

The literature is somewhat divided on whether cognitive trust has no impact or a negative
impact on true loyalty. In the New Zealand banking market it appears the results support the
literature suggesting cognitive trust has no direct impact on true loyalty. Although cognitive
trust may have no direct influence on true loyalty, it may be mediated through another
construct such as commitment. This concept is explored in chapter 4.8.3 which explores the

role of commitment in the consumer satisfaction-loyalty relationship.

The research literature indicates a direct effect of cognitive trust on spurious loyalty
(Grayson, Johnson & Chen, 2008). As cognitive trust is a calculative process it is inferred
that rational calculation may positively influence spurious loyalty (Marsh & Dibben, 2005).
By way of example, as a consumer calculates the benefits of gains and cost of potential losses

to assess the level of risk in a banking decision, the consumer is assessing how spuriously
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loyal to the organisation they will be. The act of calculation itself infers a spurious loyalty

state, thereby having an effect on the construct.

A potential explanation of these results may be due to the isomorphic effect of a
commoditised market. In a banking market where there are substantially similar services and
products there is potential for isomorphism to occur in the perception of individual brands. If
a consumer perceives all market participants to be substantially similar to their current
provider then cognitive trust would be the substantially similar for all providers, rendering it
neutral in a decision making process. Cognitive trust then may also be regarded as a hygiene
factor. Alternatively, as with the cognitive trust-spurious loyalty relationship, it is possible
that calculative trust is mediated by another construct such as affective commitment. The

mediation results are discussed later in chapter 4.8.3.

Although cognitive trust was shown to have no significant effect on true or spurious loyalty,
the results do indicate cognitive trust has a statistically significant impact on affective
commitment and normative commitment (H9 and H14). In both cases cognitive trust has a
statistically significant but small negative effect. Also in both cases the literature supports the
findings. As cognitive trust increases affective commitment and normative commitment
decrease. This means an increased reliance on cognitive trust, based on rational and irrational
elements processed consciously and subconsciously, has a negative effect on the consumer’s
affective and normative commitment. The results indicate that in the New Zealand banking
market cognitive trust evaluation has similar negative effects on commitment as in other

markets researched.

Affective trust was hypothesised to have a positive impact on true loyalty (H5S), affective
commitment (H8) and normative commitment (H15), and a negative impact on spurious
loyalty (H6). The expected impact of affective trust on affective commitment and normative
commitment were supported but the hypothesised impact of affective trust on true loyalty and
spurious loyalty were not supported. Affective trust shows a positive effect on affective and
normative commitment, but not on true or spurious loyalty. The results discussed in chapter
4.8.3 shows normative commitment impacts spurious loyalty (H18) and affective
commitment, influences true loyalty (H16). This may indicate affective trust has an indirect

effect on both forms of loyalty, through the commitment constructs. Affective trust appears to
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be an important factor indirectly influencing loyalty and retention. This is further discussed in

chapter 4.8.3.

Research Question 3 asks the question what role the commitment dimensions play in the
consumer satisfaction-loyalty relationship. The hypotheses associated with this question are

H7,H10, H11, H12, H13, H16, H17, H18, H19 and H20.

From the perspective of influences on the commitment dimensions, satisfaction was found to
positively impact affective commitment (H7) but have no significant effect on normative
commitment (H13). The satisfaction-affective commitment result is in concordance with the
literature where the more satisfied a consumer is with the service experienced, the more
likely they are to have a desire to commit to a relationship with the service provider (Bansal,

Irving & Taylor, 2004; Beatson, Coote & Rudd, 2006; Garbarino & Johnson, 1999).

The satisfaction-normative commitment result on the other hand was not statistically
significant. The literature supports a positive relationship between the level of satisfaction a
consumer has with a service provider and their level of normative commitment, or moral
obligation towards the provider (Allen & Meyer, 1990; Cater & Zakbar, 2009). The results do
not support this assertion. It is possible that normative commitment may not be influenced by
satisfaction in the New Zealand banking and non-bank deposit taker market for the same
isomorphic market reasons as hitherto described. Alternatively the impact of the global
financial crisis may have created an environment where moral obligations towards banking
entities are low enough to not be materially significant. This is potentially significant in

global banking markets outside of the New Zealand banking market.

The results indicate normative commitment has a positive impact on spurious loyalty (H19), a
relationship supported by the literature (Kumar, Pozza & Ganesh, 2013). In contrast, the
absence of a significant result in the normative commitment-true loyalty relationship (H18) is
contrary to the research literature. These results potentially supports the argument that
normative commitment may be low enough in the New Zealand banking environment to be
of insignificant influence in a consumer’s decision to remain truly loyal to a provider
organisation. Rather, normative commitment is only influential enough to retain consumers

spuriously while the market is perceived as commoditised.

Page | 133



As normative commitment is a developing psychological bond or a feeling of obligation to
stay with a service provider (Jones, Taylor & Bansal, 2008), the psychological impact can
change over time as the perception of obligations are either being fulfilled or violated. This
allows the service provider the potential opportunity to influence the normative environment
perceived by the consumer. However, according to this research the impact of normative

commitment may develop spurious rather than true loyalty.

The results of the structural model testing demonstrated affective commitment had a strong
and statistically significant impact on true loyalty (H16) but a statistically non-significant
effect on spurious loyalty (H17). The organisational behaviour and relationship marketing
research literature supports the affective commitment-true loyalty relationship (Bansal, Irving
& Taylor, 2004; Fullerton, 2003; Gruen, Summers & Acito, 2000). The literature suggests a
consumers’ affective commitment towards a service provider influences the relational aspects

of their loyalty.

The research results support the assertion that the relational dimension of commitment is
more directly associated with true loyalty than with spurious loyalty. This is significant as
relationship marketing is an important aspect of non-bank deposit taker marketing efforts.
Given the intangible nature of debt security deposits, a tangible interaction between staff on

consumers’ to develop affective commitment may be supported by these results.

The statistically non-significant results for the affective commitment-spurious loyalty
relationship is contrary to the literature, which provides strong evidence that affective
commitment has a negative impact on spurious loyalty (Meyer & Herscovitch, 2001). The
literature suggests that as affective commitment increases, the consumer is less likely to have
a spurious relationship with a service provider. However, the result indicating spurious
loyalty is not directly impacted by affective commitment suggests that affective commitment

has an insignificant role in spurious consumer retention in the New Zealand banking market.

The lack of a statistically supported effect of affective commitment on spurious loyalty
potentially sheds further light on the satisfaction trap phenomenon. This result shows that a
consumer may be positively affected by affective commitment but remain spuriously loyal to

the same degree, while the true loyalty dimension increases. This infers that subject to the
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level of spurious loyalty a consumer may be prepared to change providers despite an

emotional commitment to the incumbent service provider.

Normative commitment was shown to be statistically significantly impacted by affective
commitment (H20). The positive impact affective commitment has on normative
commitment is strong with f=.634. As normative commitment has a positive impact on
spurious loyalty, this may indicate that normative commitment acts as a mediator between
affective commitment and spurious loyalty. From a service perspective if there is a lack of
normative pressure on the consumer, the affective commitment experienced by the consumer
may have little indirect impact on spurious loyalty. However, if normative pressure is
prevalent the indirect impact on spurious loyalty is increased potentially leading to higher

consumer retention.

There is wide scholarly acceptance that consumer loyalty is critical to the success of a
business, particularly those operating in a competitive environment (Baumann, Burton &
Elliott, 2007; Ehigie, 2006; Fornell, 1992). Given the importance of true loyalty, this research
was interested in determining whether affective commitment acts as a mediator between
consumer satisfaction and true loyalty (H12), affective trust and true loyalty (H11), and

cognitive trust and true loyalty (H10).

The results suggest that affective commitment acts as a mediator between each of the three
constructs and true loyalty. Affective commitment positively and fully mediates the
relationship between cognitive trust and true loyalty. It also positively and fully mediates the
relationship between affective trust and true loyalty. When affective commitment is removed
from the model both of the trust elements have a statistically supported direct relationship
with true loyalty. However, when affective commitment is introduced as a mediator the direct
relationship between the trust elements and true loyalty is not statistically significant. The
inclusion of the mediator provides a more accurate explanation of the measured true loyalty
and provides an explanation of why the non-significant direct relationship between the trust

elements and true loyalty was not supported by the literature.

Affective commitment also positively and partially mediates the relationship between
consumer satisfaction and true loyalty. Satisfaction has a statistically significant positive

effect on true loyalty directly and concurrently with the mediating variable affective
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commitment. When affective commitment is removed from the model satisfaction has a
statistically supported direct relationship with true loyalty. However, the inclusion of

affective commitment provides a more accurate explanation of the measured true loyalty.

It is noted the squared multiple correlation for affective commitment is 0.676 which means
that 67.6% of the affective commitment variable is explained by the effect of satisfaction,
cognitive trust and affective trust. It is also noted that affective commitment positively and
significantly affects true loyalty. As such, affective commitment appears to be an important
mediator between satisfaction and true loyalty, and trust and true loyalty. For an organisation
to gain consumer true loyalty, positively impacting the consumers’ affective commitment

appears to be an essential element of marketing and service delivery strategies.

Research Question 4 asks if there is a difference in the level of satisfaction, trust,
commitment and true loyalty between non-bank deposit taker and retail banks in New
Zealand. The results concerning the hypothesised difference in consumer responses for banks
and non-bank deposit taker organisations (H21, H22, H23, H24, H25 and H26) reveals a
consistent pattern where non-bank deposit taker values are significantly greater than bank

values.

The significance for the difference between each of the constructs affective trust, cognitive
trust, affective commitment, normative commitment, satisfaction and true loyalty was in each
case p<.001. As the respondents are the same for the bank and non-bank deposit taker results
no variables relating to the characteristics of the respondents account for the variance

between data sets

The results indicate consumers have a significantly higher level of true loyalty towards the
non-bank deposit taker than they do for their chosen retail bank. These results may appear
illogical given receivership and liquidation of non-bank deposit takers before, during and
after the global financial crisis had destroyed the savings of many New Zealanders. During
the same period there were no material bank losses through receivership or liquidation

(Reserve Bank of New Zealand, 2012).
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Given the losses incurred by investors it would easily be assumed trust and commitment
placed in non-bank deposit takers would also be significantly lower than that placed in banks.
Nonetheless, the results of this research do no support this view as all measured variables
resulted in significantly higher levels for the non-bank deposit taker organisation than

banking organisations.

The results possibly reflect consumers of the non-bank deposit taker organisation surveyed
did not suffer any losses through that organisation as a result of the global financial crisis. As
such, there may be a level of trust and commitment for the organisation when compared
directly with other non-bank deposit taker sector participants. This would mean the
consumers view non-bank deposit taker organisations as a separate market to retail banking
organisations, despite the uniformity of the products purchased. A scenario that may have
some merit in the authors view. However the scenario would assume the risk return ratio was
either comparative or more rewarding for the non-bank deposit taker product. This is unlikely
as the research author predicated the product interest rates for the non-bank deposit taker on

the prevailing retail market bank rates.

An alternative explanation of the results is related to the personal service of the non-bank
deposit taker compared to the retail banks. This is beyond the scope of this research and
would require further investigation to verify. Generally though, the results do not explain
why there is a difference between non-bank deposit takers and banks, but they clearly
indicate there is a difference resulting in a significantly higher true loyalty for non-bank

deposit taker consumers than bank consumers.

The analysis comparing the full data set to the individual bank and non-bank deposit taker
data sets showed all but one hypothesis supported using the full dataset were also supported
using the data for each of the bank and non-bank deposit taker groups. The one hypothesis
being H14 where the bank group data rejected the hypothesis while the non-bank deposit
taker group was supported with a small, negative, statistically significant result. The

independent variable is cognitive trust and the dependent variable normative commitment.

Similarly all but one hypothesis rejected using the full dataset were also rejected using the

data for each of the bank and non-bank deposit taker groups. The bank group showed a small,
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significant positive result in the cognitive trust to spurious loyalty relationship (H4) where the

non-bank deposit taker group indicated no significant relationship.

It is noted in both of these cases cognitive trust was the independent variable. Also in both
cases it was the bank dataset showing results contrary to the full dataset. These results
suggest cognitive trust may play a slightly different role in the bank group when compared to
either the non-bank deposit taker group or the combined group data. It appears that normative
commitment may be bypassed as a mediator and cognitive trust directly impacts spurious
loyalty. This result and potential explanation supports some separation between the retail
bank and non-bank deposit taker markets from the perspective of normative commitment
being neutralised through the isomorphic effect of a commoditised market. Effectively, as the
retail bank market becomes commoditised normative commitment moves towards very little
or no impact on retention or loyalty. As such, it is the cognitive aspect of trust that directly

affects the spurious loyalty of consumers.

4.9  Summary of hypotheses

The results of this research were presented in this chapter. The theoretical model was shown
to be a better fit than the competing model and a review of the difference in hypothesis
outcome between groups revealed no significance disparity. The theoretical model was
therefore accepted as the better model in this research and adopted for testing of the
hypotheses. Statistical analysis supported nine of the seventeen hypotheses concerning a
direct effect between variables. Specifically, satisfaction, affective commitment and
normative commitment were identified as affecting loyalty while cognitive and affective trust
were identified as impacting affective and normative commitment. The analysis also validates
the mediating effects of affective commitment on true loyalty. Furthermore the higher levels
of affective trust, cognitive trust, affective commitment, normative commitment, true loyalty
and satisfaction for non-bank deposit taker consumers than bank consumers was also
demonstrated to be statistically significant. A model of the supported hypotheses in Figure 20
and a summary of the hypotheses is provided in Table 46. The importance of these results,
conclusions, managerial implications and further research recommendations are discussed in

the following chapter.
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Figure 20. Model of supported hypothesised relationships

H10, H11, H12

H16

H19 .

*H21: Consumers have higher levels of affective trust for their non-bank deposit taker than for their retsil bank.

*H22: Consumers have higher lzvels of cognitive trust for their retail bank than for their non-bank deposit taker.

*H23: Consumers have higher levels of affective commitment for their non-bank deposit taker than for their retail bank.
*H24: Consumers have higher levels of normative commitment for their non-bank deposit taker than for their retsil bank.
*H25: Consumers have higher levels of trus loyalty for their non-bank deposit taker than for their retail bank.

*H26: Consumers have higher levels of satisfaction for their non-bank deposit taker than for their retail bank.
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Table 46. Summary of hypotheses

Research Question Hypotheses Sl:gs;:::eddor
1 Does consumer satisfaction lead directly | H1 The degree of consumer satisfaction positively impacts the degree of true loyalty. Supported
to loyalty? H2 The degree of consumer satisfaction negatively impacts the degree of spurious loyalty. | Rejected
2 Whatrole does trust play in the H3 The degree of cognitive trust negatively impacts the degree of true loyalty Rejected
::lzfit)nnn:;;i:tisﬁction— loyalty H4 The degree of cognitive trust positively impacts the degree of spurious loyalty Rejected
H5 The degree of affective trust positively impacts the degree of true loyalty Rejected
H6 The degree of affective trust negatively impacts the degree of spurious loyalty Rejected

H8 The degree ofaffective trust positively impacts the degree of affective commitment Supported
H9 The degree of cognitive trust negatively impacts the degree of affective commitment Supported
H14 The degree of cognitive trust negatively impacts the degree of normative commitment | Supported
H15 The degree of affective trust positively impacts the degree of normative commitment Supported
3 What role does commitment play inthe | H7 The degree of consumer satisfaction positively impacts the degree of affective

consumer satisfaction — loyalty commitment Supported
relationship? H10 Affective commitment mediates between cognitive trust and true loyalty Supported
H11 Affective commitment mediates between affective trust and true loyalty Supported
H12 Affective commitment mediates between satisfaction and true loyalty Supported
H13 The de-gree of consumer satisfaction positively impacts the degree of normative Rejected
commuitment.
H16 The degree of affective commitment positively impacts the degree of true loyalty Supported

H17 The degree of affective commitment negatively impacts the degree of spurious loyalty. [ Rejected
H18 The degree of normative commitment negatively impacts the degree of true loyalty Rejected
H19 The degree of normative commitment positively impacts the degree of spurious loyalty [ Supported
H20 The degree of affective commitment positively impacts the degree of normative

commitment Supported
4 s there a difference in the level of H21 Consumers have higher levels of affective trust for their non-bank deposit taker than Supported
satisfaction, trust, commitment and for their retail bank. y ) ) ) PP
loyalty between non-bank deposit taker [H22 Consumers have higher levels of cognitive trust for their retail bank than for their non- Rejected
and retail banks in New Zealand? bank deposit taker‘. . . . .
H23 Consumers have higher levels of affective commitment for their non-bank deposit Supported
taker than for their retail bank. P
H24 Consumers have higher levels of normative commitment for their non-bank deposit Supported
taker than for their retail bank. P
H25 Consumers have higher levels of true loyalty for their non-bank deposit taker than for
. . Supported
their retail bank.
H26 Consumers have higher levels of satisfaction for their non-bank deposit taker than for
Supported

their retail bank.

In this chapter the results of the described methodology, modelling and hypothesis testing
were detailed. It then discussed the findings of the research results in detail and summarised
the hypotheses by research question. In the following chapter the implications for bank
marketing practitioners and operational managers, limitations of the research, suggestions for

future research and conclusions are presented.
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CHAPTER 5: CONCLUSION

5.1 Introduction

In Chapter 4, the results of the described methodology, modelling and hypothesis testing
were presented, followed by a discussion on the findings of the research results and a
summary of the hypotheses by research question. In this chapter the implications for bank
marketing practitioners and operational managers, limitations of the research, suggestions for
future research and conclusions are presented. Where a market environment is discussed, the

non-bank deposit takers and retail banks are collectively referred to as the banking market.

5.2  Contribution to the body of knowledge

Previous New Zealand banking studies have concentrated on the effects of service quality,
consumer satisfaction (Jamal & Naser, 2002), switching (Jones, Taylor & Bansal, 2008),
switching behaviour (Matthews, 2009; Matthews, Moore & Wright, 2008), and branch
financial performance measures (Tripe, 2003, 2004). There is limited research available on
the constructs of loyalty and consumer retention, although Cohen, Gan, Yong and Chong

(2007) researched consumer retention by banks in New Zealand.

This research utilised existing literature in relationship marketing and organisational
behaviour to develop a consumer satisfaction-loyalty model which was then tested
empirically. The research contributes to the body of knowledge as it adds new insights into
the relationship marketing literature and has been empirically validated in the New Zealand
banking market. More specifically, the author understands this paper is the first satisfaction-
loyalty model that differentiates between true and spurious loyalty whilst also considering the
effect of trust and commitment dimensions. It is also believed to be the first quantitative
research of this type directly comparing consumers’ loyalty towards their non-bank deposit

taker and retail banking providers in the New Zealand context.
The first area of contribution is the relationship between satisfaction and loyalty in the
banking market. The literature widely accepts a positive relationship between consumer

satisfaction and true loyalty. Also widely accepted is a negative relationship between
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satisfaction and spurious loyalty. As satisfaction increases, the likelihood of a consumer
moving to a competing service provider decreases. The results of this research support the
true loyalty relationship but reject the spurious loyalty relationship. The relationship between
consumer satisfaction and spurious loyalty was found to be positive and statistically
significant. This means that, as satisfaction increases, the positive effect on spurious loyalty
may also increase the likelihood that a consumer will move to a competing service provider.
This result may shed some light on the satisfaction trap phenomenon and raises a number of

implications for managers and marketers. These are discussed in chapter 5.3.

The second area of contribution to the body of knowledge concerns the effect the dimensions
of trust and commitment have on the satisfaction-loyalty relationship. From a commitment
perspective, previous research suggests affective commitment and normative commitment
directly affect the two measured loyalty dimensions. However, this research suggests in the
New Zealand banking market, affective commitment impacts only on true loyalty and

normative commitment impacts only on spurious loyalty.

Also conflicting with the literature are the results for calculative commitment. The results of
this research challenges the belief that managers should develop high levels of affective and
calculative commitment to build consumer loyalty (Bansal, Irving & Taylor, 2004; Fullerton,
2003). The cognitive trust-calculative commitment and calculative commitment-spurious
loyalty relationships were statistically significant but had very low effect estimates at .14 and
.068 respectively. Likewise, the measured path coefficients were low at -.02 for true loyalty
and .07 for spurious loyalty. The research results and model measure indicators suggest
calculative commitment in the New Zealand banking market is not a reliable loyalty

influencing factor.

From a trust perspective this research supports the understanding that cognitive trust
negatively impacts on affective commitment, but contradicts the current research
understanding that cognitive trust positively impacts normative commitment. The results
show a statistically significant negative relationship between cognitive trust and normative
commitment. This means the model demonstrates that reliance on cognitive (calculative)
influence through trust and commitment has a negative, albeit indirect impact on both true

and spurious loyalty.
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The cognitive trust-normative commitment finding potentially affects organisations such as
banks in the New Zealand banking market who may be negatively impacting loyalty and
retention by providing cognitive influences such as loyalty schemes as part of their marketing
programmes. Like satisfaction, the trust and commitment results have implications for

managers and marketers, which are discussed in chapter 5.3.

The third area of contribution to the body of knowledge is identifying a significant positive
difference between consumers’ ratings between their non-bank deposit taker and their retail
banks. The consumers were customers of both a non-bank deposit taker and a retail bank in
New Zealand. The consumers purchased equivalent products from the bank and bank
alternative but were still found to have higher ratings of affective trust, cognitive trust,
affective commitment, normative commitment, satisfaction and true loyalty for their bank

alternative, a non-bank deposit taker.

5.3 Managerial Implications

This research has identified three areas of contribution to the body of knowledge directly
related to the loyalty and retention of bank consumers. The application of that knowledge
means there are implications for bank executives and marketing managers operating in the
New Zealand banking environment. The implications are based on the themes of the
satisfaction-loyalty relationship, the effect of cognitive based marketing, the impact of
affective centred relationships and what non-bank deposit taker organisations are doing that

banks are not.

It could be argued that banks do not need to be concerned about whether consumers are truly
loyal or spuriously loyal. Despite 15% to 20% of consumers thinking about changing banks
(Steeman, 2005), only about 4% of bank consumers actually change banks each year (Carlisle
& De Freitas, 2004). Why would banks change their strategies with only a 4% turnover of

consumers?

The reason for change lies in the commoditised nature of banking in New Zealand and the
risk of disruptive technology and alternative suppliers. The global financial crisis has
challenged the public trust previously placed in banks (Price Waterhouse Cooper New

Zealand, 2014). A decreased level of public trust is leading to an opening up of the system to
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radical change. The changing nature of banking and the entry of non-traditional commercial
enterprises extending into other financial and non-financial service domains place the

retention of traditionally loyal bank customers at risk.

From a satisfaction-loyalty relationship, bank executives and marketers directly target
consumer satisfaction in the understanding that the more highly satisfied the consumer, the
greater the consumer loyalty. The literature indicates as consumer true loyalty increases
spurious consumer loyalty decreases (Dick & Basu, 1994). This research challenges that
assertion as a positive relationship between consumer satisfaction and spurious loyalty was
identified. For the marketing professional in the New Zealand banking market, the results
infer a conundrum. Is consumer satisfaction the key construct that marketers should be

influencing?

The research demonstrated consumer satisfaction is important as it directly influences true
loyalty and increased profitability, but in the New Zealand banking market it also increases
the level of consumer spurious loyalty. This is in line with Reichheld’s (1996) finding that
between 65% and 85% of consumers who switched to an alternative provider had reported
that they were satisfied or very satisfied prior to their defection, a phenomenon known as the
satisfaction trap. By targeting consumer satisfaction the marketer may actually be
encouraging the consumer to accept an offer from a competing supplier despite the

consumers’ satisfaction with their current bank.

However, in the case of New Zealand banking, the satisfaction trap occurrence may be a
result of the banks’ focus on the cognitive dimensions of trust and commitment, and the
effect these have on the satisfaction-loyalty relationship. In a commoditised environment
displaying isomorphic tendencies, such as the New Zealand banking market, marketers have
traditionally looked to bind consumers on price (interest rate), loyalty schemes and multi
product purchases. These approaches focus on the cognitive (calculative) aspects of the
satisfaction-loyalty relationship. The results of this research indicate the cognitive aspect of
trust has a direct negative impact on affective and normative commitment and thereby an

indirect damaging effect on true and spurious loyalty.

This means that rather than contributing to consumer loyalty the cognitive based marketing

approach actually hinders both true and spurious loyalty. By the marketers focusing on the
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cognitive aspects of the relationship, the consumer is encouraged to look at alternative
suppliers for a better price than that offered by their banking entity. As consumers are
encouraged to base their decisions on price, loyalty to the banking entity becomes less
influential in the decision. An important consideration for bank executives is that this

research demonstrates that an effort by banking entities to develop loyal consumers is

hindered by a price based marketing strategy.

Similarly, loyalty schemes and an encouragement to purchase multiple products may be
construed as mistrust by the consumer through the cognitive trust process. Rather than
structuring a loyalty system to a cognitive process such as a set number of loyalty scheme
points for every $10,000 deposited, an alternative effective trust approach would be to allow
the branch staff the freedom to reward consumers on a relationship basis. For example, part
way through a debt security term, a number of loyalty scheme points could be given by a
branch staff member to the consumer as a thank you for their business. This approach is seen

as a reward rather than an incentive and is therefore altruistic and relational.

Likewise, banks have invested heavily in self-service technology such as automatic teller
machines, internet banking, phone banking and mobile applications. Banks have utilised
these technologies to control their biggest variable cost; staff. The technology has decreased
the banks perceived need for personal managers and direct relationship staff. While
successfully decreasing staff costs from a transactional perspective, the more a consumer is
able to rely on self-service to meet their banking needs, the less the opportunity for personal
interactions between consumers and bank staff. Interaction with staff is an important driver of

the psychological attachments underpinning the affective dimensions of trust.

This is not to say the efficient transactional nature of banking is not important. Quite the
contrary, as consumers expect fast and efficient transactional services the self-service
technology has become a hygiene factor. However, banks need to find ways to interact with
consumers as the less a consumer interacts with banking staff and the more commoditised the
market, the greater the influence of the cognitive dimensions in a decision making process.
As alternative service providers come into the banking market, organisations that already
have a relationship with consumers would be able to leverage of the existing affective
dimensions of trust in that relationship to encourage consumers to switch providers. Actual

rates of switching could rise from the current 4% to 20% (Steeman, 2005).
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To counteract the potential impact of alternative providers, bank executives should continue
to provide efficient transactional services but also invest in consumer interactions that
provide an opportunity for a relationship to develop. Ignoring the affective dimensions of
trust could be costly in the long run as consumers choose alternative banking or non-bank

organisations they know and trust.

From a consumer commitment perspective, it has been the practice of marketing managers to
develop high levels of affective and calculative commitment to build consumer loyalty
(Bansal, Irving & Taylor, 2004; Fullerton, 2003). The results of this research suggest
calculative commitment in the New Zealand banking market is not a reliable loyalty
influencing factor when compared to the model excluding calculative commitment. There is
however statistical evidence of the important and influential role affective commitment plays
in the satisfaction-loyalty relationship. This research clearly indicates that affective
commitment directly impacts true loyalty and acts as a mediator between the trust-true
loyalty relationship and the satisfaction-true loyalty relationship. When combined with the
removal of the negative effect of calculative commitment, true loyalty outcomes are

enhanced.

For the marketing practitioner this means a movement from cognitive based marketing and
service delivery to a more relational approach would have positive effects on true loyalty. As
affective commitment is the most influential dimension affecting true loyalty directly and
spurious loyalty indirectly through normative commitment, marketers aiming to maximise
consumer loyalty should place an emphasis on satisfaction, affective trust, and affective
commitment to provide the greatest impact. As such, existing marketing programmes and

service delivery processes should be evaluated with these dimensions in mind.

The research also clearly indicates a statistically significant difference in results between non-
bank deposit takers and retail banking organisations. The levels of consumer satisfaction,
affective trust, cognitive trust, affective commitment, normative commitment and true loyalty
are all higher for non-bank deposit takers than for banks. Bank management should carefully
examine this result as it is both a warning and an opportunity. The warning is the difference
in the loyalty of the same consumers but the opportunity is to understand why the difference

exists.
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For consumers to have greater trust, commitment and loyalty towards non-bank deposit
takers who as a group lost several billion dollars of investors’ funds during the global
financial crisis, than trading banks who lost no investor funds during the same period, must
be of concern for trading banks. Non-bank deposit takers on the other hand have an
immediate opportunity to leverage the trust and commitment of their consumers and provide
a broader range of products and services. The opportunity is to grow the business without

losing the relationship component of the existing processes.

There is a clear implication for both non-bank deposit taker and retail banking organisations.
This research demonstrates the transactional commoditised nature of the banking industry is a
significant risk allowing new competition into the market. An organisation that already has a
relationship with their consumers can add a competitively price based transactional banking
service to their offerings without the need to provide for affective trust and commitment. That
is already being provided for through their existing services. Banks and non-bank deposit

takers do not have that luxury.

54 Limitations

Despite the contribution of this research to the body of knowledge, there are a number of
limitations that have been identified in the course of this research. The limitations are
categorised around the sample population, the generalisability of the research, the

measurement instrument and the cross sectional nature of the research.

The sample population is homogenous with respect to the non-bank deposit taker consumer
status. The research participants were current customers of a single non-bank deposit taker
organisation. Each participant also held an account at one of a number of New Zealand based
retail banks. With 81% of the respondents identifying their age as over 65, the sample group
is not a reflection of the New Zealand population. It is also noted that compared to the New

Zealand population, women at 64.9% are over represented in the sample.

From a banking perspective however, the desired profitable consumer profile banking with an
organisation may not reflect the full population. The Wealth Disparities in New Zealand
paper (Cheung, 2007) indicates the over 65 segment holds the second highest net worth value

by population. As such the sample may be representative of a population with a disposable
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income available for investment in bank and non-bank deposit taker term deposit products.
The researcher did not have any reliable published data to ascertain age or gender profiles

requirements from the banking industry to compare with the sample descriptive statistics.

It should be noted that a lack of participant email information was available from the non-
bank deposit taker data base. This minimal email availability could indicate a lack of affinity
for online technology, resulting in a potential bias in the results due to a lack affinity toward
the use of technology in the banking environment. The lack of affinity towards the use of
personal online or mobile tools for banking, compared to a relatively high staff-consumer
interaction approach adopted by the non-bank deposit taker could result in a biased result not

representative of the general population.

The New Zealand banking market demonstrates elements of a commodity market (refer
Chapter 1.5.4). As the research investigated non-bank deposit taker and retail banking in New
Zealand, the findings are relevant to those markets in the New Zealand context. The results of
the research may be typical of a commoditised sector, so potentially could be applied in a
similar sector. However, if this is the case, then generalisability across wider sectors in New

Zealand may not apply.

Similarly, as discussed in chapter 1, the New Zealand banking market differs from many
other countries. For example, the financial losses banks in many countries suffered as a result
of the global financial crisis, was not experienced in New Zealand. The losses experienced by
non-bank deposit taker were not a direct result of the global financial crisis. Consequently,

the results cannot be generalised to other countries without further research being conducted.

From a data collection perspective, the methodology chosen was partly due to the availability
of consumer data. As mentioned earlier in chapter 5.4, the number of emails available for the
sample population was minimal. The use of mail questionnaires was chosen as the best
method of data collection given the survey sample personal contact information available to
the researcher. However, there are inherent drawbacks with this data collection method. As
the respondents are not able to interact with the researcher, the possibility of ambiguities and
misunderstandings exist. The impact is minimised through pilot testing of the measurement
tool but a face to face or telephone survey would provide an increased assurance against this

potential issue.
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The questionnaire was structured to provide responses to between three and seven
measurement items for each construct. As detailed in chapter 4.6 the measurement items for
each construct were reduced to three per construct. This was due to reliability and convergent
and discriminant validity concerns with the measurement model. The factor loading for each
item resulted in all constructs measured having scale reliability greater than 0.7. Although
four items were rated as excellent and two were rated as good, the only item rated as
acceptable was true loyalty. Although an acceptable reliability is statistically acceptable, a
reliability in the excellent level (>.9) for the key construct true loyalty (dependent variable)
could provide senior bank executives with a higher level of confidence in the instrument and

model.

Further identified limitations are related to the cross sectional and self-reporting nature of the
research. This research is cross-sectional, revealing information at a particular point in time.
As a questionnaire completed by participants’ views on predetermined constructs, it is also
self-reporting intention and not reporting actual actions. Both of these aspects may have an
impact on an important concept of the research, the positive relationship between consumer
loyalty and profitability. Essentially the research indicated consumer satisfaction positively
impacted true and spurious loyalty despite the literature suggesting an increased level of
satisfaction has a positive impact on true loyalty and a negative impact on spurious loyalty.
The result indicating that spurious loyalty is positively impacted by satisfaction suggests

satisfaction may also increase the retention of consumers.

Given the spurious loyalty result conflicts with the literature, the consumers’ self-evaluation
of spurious loyalty indicates the consumers’ thoughts at the time of completing the
questionnaire. It may not reflect the actual course of action taken by the consumer in the
future. As the research is not longitudinal in nature, it is predictive in nature and cannot
determine if the participants’ actual loyalty or retention correlates with the self-perceived

loyalty rating.

Finally, although the influence of trust and commitment dimensions were verified by data in
this research, only 62% of true loyalty and 47% of spurious loyalty is explained by the
measured constructs influence. Other constructs or factors therefore may have an important

influence on the satisfaction-loyalty relationship.
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5.5 Recommendations for future research

This research raises a number of implications that could be addressed in future research. Of
particular importance is the significant role affective commitment plays in the satisfaction-
loyalty relationship. Affective commitment has a direct positive affect on true loyalty as well
as acting as a positive mediator between satisfaction-true loyalty, affective trust-true loyalty
and cognitive trust-true loyalty. Additionally, the research indicates an indirect positive effect
on spurious loyalty by positively influencing normative commitment. If banks wish to
increase the loyalty of their consumers this research suggests the organisations will need to
positively influence the consumers’ affective commitment. The difficulty that exists for
marketing managers is maintaining the convenience and efficiency of the transactional
aspects of banking wile finding ways of positively impacting affective commitment. In
particular, research to understand the impact of self-service technology on affective
commitment is important. Similarly, differences between banks and non-bank deposit taker
entities self-service technology identified in this research should be evaluated as part of the

future research.

The impact of technology and convenience in banking should not be underestimated by
researchers or practitioners. If affective commitment for an organisation is diminished
through self-service tools, strategies to counteract this loss would need to be identified.
Further research considering strategies to increase affective commitment and comparing their
effectiveness may help identify practical and successful options for banking organisations to
improve consumer loyalty. Similarly, conducting this research with new entrants to the
banking market, particularly young adults, would provide considerable insights for strategy

development.

Secondly, this research partially supports the existing cognitive trust literature. The research
suggests the cognitive dimension of trust does not have a statistically supported relationship
with either dimension of loyalty. However, the results do indicate an indirect effect on loyalty
through a direct negative effect on affective commitment and normative commitment. As
affective commitment has a direct effect on true loyalty and normative commitment has a
direct effect on spurious loyalty, cognitive trust potentially has an indirect effect on both
loyalty dimensions. This relationship should be the subject of further research. Understanding

whether a direct and indirect relationship with true and spurious loyalty exists and is specific
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to the New Zealand banking market, a particular feature of a commoditised market or can be

generalised to other markets would be of significant interest to marketing practitioners.

Thirdly, further research on the effects of calculative commitment on true and spurious
loyalty is required to either support or challenge the results of this research. In this research
calculative commitment was not chosen as a construct for the original model due to the
conflicting information in the existing literature. Calculative commitment was included in
the competing model but the model was shown to be inferior to the original model. The
cognitive trust-calculative commitment and calculative commitment-spurious loyalty
relationships were statistically significant but had very low effect estimates and low path
coefficients (see chapter 4.7.9). Understanding why calculative commitment had no
statistically supported effect on true loyalty and a statistically significant, albeit very low
impact on spurious loyalty would assist marketing practitioners’ structure effective marketing

and consumer loyalty programmes.

Similarly, this research does not explain why only 4% of banking consumers transfer
accounts from retail banks despite 20% of consumers classifying themselves as likely or very
likely to switch banks (Steeman, 2005). Neither does it explain to where the consumers
switch their savings. These are important behaviours for marketers and executives in the
banking industry to examine and understand as they have the potential to directly influence

business practice. They are therefore recommended as important future research topics.

Fourthly, an assumptions of this research is that in a commoditised market increased
consumer retention leads to higher profitability. The reasons for this varied as described in
chapter 2.2.1. This research utilised a cross sectional data collection method. While an
effective way of collecting data, it is a data collection method that relies on a consumers’
self-reported assessment on their potential future action or actions. By measuring consumers’
financial transactions with their banks and non-bank deposit taker over a period of time, a
measure of the value the true and spurious consumer is to an organisation can be established.
A longitudinal study differentiating profitability values between true and spuriously loyal
consumers would provide banks with relative consumer profitability to determine where

operational and marketing funds should be focussed.

Fifthly, it is accepted by the author that the results of the research are based on deductive
reasoning from the collected quantitative data. While the results are statistically significant,

further insight into phenomenon such as consumer satisfaction positively affecting spurious
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loyalty could be acquired through the application of qualitative research. Interviewing of
bank and non-bank deposit taker consumers with open-ended questions may provide a

qualified basis for further quantitative research.

Sixthly, further research relating to the generalisability of the research findings is highly
recommended. In this regard, it is noted that participants purchased a term deposit investment
from the non-bank deposit taker and a retail banking organisation. To understand whether the
results of this research are specific to the product rather than the greater banking suite
available, the research could be repeated without a product restriction or with differing
product restrictions. This would allow the marketer and operational managers to determine
where the greatest loyalty value lies and where further work needs to be focused. Likewise,
repeating the research in markets other than banking and non-bank deposit takers or in
countries other than New Zealand would either support or challenge the generalisability of

the research findings.

Lastly, the research shows a statistically significant difference in results between non-bank
deposit taker and banks. Customers with funds invested in a term deposit in both types of
banking entities were shown to be more satisfied, with higher trust, higher commitment and
higher loyal levels towards the non-bank deposit taker than the retail banks. While this
research has identified the phenomenon, it does not explain why it occurs. Understanding the
phenomenon is particularly important to the banks as non-bank deposit taker and other non-
bank entities have the ability to provide traditional banking products and services. This could
be a significant challenge to the dominance of the current banking entities and understanding
why non-bank deposit takers have more loyal customers than banks could prove highly

valuable for banks.

5.6 Conclusion

The problem defined in chapter 1.2 as New Zealand wider retail banking deposit market
consumers are satisfied but may not be loyal, was broadly influenced by an off-hand
comment made by a retail banking general manager at a major New Zealand retail bank. The
general manager expressed frustration that the banks percentage of very satisfied and
extremely satisfied consumers had increased but the level of consumer retention in those two

categories actually decreased. In order to shed some light on the research problem, this
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research was undertaken to examine the influence of trust and commitment on the
satisfaction-loyalty relationship. An important component in understanding consumer loyalty
in the banking context was differentiating between true and spurious loyalty. Additionally,
personal observational experience indicated a higher consumer debt security retention at non-
bank deposit taker organisations than retail banks. As such, this research also set out to
determine if there is any difference in the satisfaction-loyalty relationship between the banks

and non-bank deposit taker consumers.

Of the 26 hypothesised relationships, 17 are supported significantly in the sample.

Additionally, two hypotheses (consumer satisfaction negatively effects spurious loyalty and
consumers have higher levels of cognitive trust for their retail banks than for their non-bank
deposit takers), were statistically significant but rejected as the relationship was opposite to

what the hypothesis suggested.

The research results have added to the body of knowledge regarding the satisfaction-loyalty
relationship in the New Zealand banking market, and consequently may impact marketing
and operational practitioner work practices. Specifically, the key points are related to the
positive relationship between consumer satisfaction and spurious loyalty, the influence of
affective commitment, the lack of calculative commitment impact, the negative impact of
cognitive trust and the significant difference between banks and non-bank deposit taker

consumer résponses.

The positive relationship between consumer satisfaction and true loyalty found in this
research supports the widely accepted literature (Agustin & Singh, 2005; Anderson & Mittal,
2000; Chandrashekaran et al., 2007; Cronin, Michael, & Hult, 2000; Gustafsson, Johnson &
Roos, 2005; Homburg & Furst, 2005; Lam, Shankar, Erramilli & Murthy, 2004; Seiders,
Voss, Grewal & Godfrey, 2005; Zeithaml, Berry & Parasuraman, 1996). However, the
positive effect consumer satisfaction has on spurious loyalty is contrary to the literature and
as such may shed some light on the satisfaction trap phenomenon where consumers switch
providers despite reporting satisfaction with the original provider (Reichheld, 1996). This is
important information for the marketing practitioner, as unlike a true loyal consumer, a
spuriously loyal consumer, while satisfied, may potentially switch to an alternative provider

in exchange for a minimal incentive.
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A key result of this research was confirming the important central role affective commitment
plays in the satisfaction-loyalty relationship and the consequences this has on marketers and
operational managers in banking organisations. The research results demonstrate affective
commitment is an important influencer in the satisfaction-loyalty relationship. Affective
commitment has a direct effect on true loyalty, an indirect effect on spurious loyalty and is a
mediator between the constructs consumer satisfaction, affective trust and cognitive trust and
their relationship with true loyalty. Essentially affective trust has been shown in this research
to be an essential positive influencer of true loyalty. It is the view of the researcher that a
marketing professional or operational manager would be well advised to factor affective

commitment into their business and marketing plans.

While not having a direct effect, through its impact on normative commitment, affective
commitment also has an indirect effect on spurious loyalty. With the results only statistically
supporting satisfaction and normative commitment as the two constructs impacting spurious
loyalty, affective commitment is an important construct for banks wanting to retain

spuriously loyal consumers for as long as possible.

Of the eight hypotheses involving trust only four hypotheses were supported. Neither
cognitive nor affective trust have a direct relationship with true or spurious loyalty. An
important finding of this research though is the negative impact of cognitive trust on affective
and normative commitment and the positive impact of affective trust on affective and
normative commitment. This indicates cognitive trust has an indirect negative affect on both
loyalty dimensions while affective trust has a positive indirect effect on both loyalty
dimensions. Managers and marketing practitioners should be aware of the impact trust can
have on consumer relationships. By avoiding behaviours that enhance cognitive trust and
promoting behaviours that enhance affective trust, consumer true loyalty can be increased

and spuriously loyal consumers remain longer.

The cognitive trust and calculative commitment findings conflict with the belief that
marketing managers should develop high levels of affective and calculative commitment or
trust to build consumer loyalty (Bansal, Irving & Taylor, 2004; Fullerton, 2003). As
mentioned, cognitive based marketing approach may actually hinder both true and spurious
loyalty. The research provides evidence that banks should focus on the affective aspects of

trust and commitment which the research shows contribute to consumer loyalty.
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The research provides evidence that levels of satisfaction, affective and cognitive trust,
affective and normative commitment and true loyalty are all statistically significantly higher
for non-bank deposit taker consumers than for bank consumers. Despite non-bank deposit
taker investors’ losing funds during the time of the global financial crisis and retail bank
consumers suffering no material losses, the research provides evidence that consumers are
more truly loyal to the non-bank deposit takers. This is both a warning and an opportunity to
retail banks. It is a warning that non-bank deposit taker have more satisfied and loyal
consumers but it is an opportunity in that banks can choose to understand why this is so and

make changes to protect their market dominance.

The wider debt security banking market is dominated by retail banks. However, this research
indicates non-bank deposit takers are able to engender higher levels of satisfaction, trust,
commitment and loyalty despite a recent history of significant investor losses. The banks
appear to be operating in a commodity like environment, where satisfaction and self-service
technologies may be regarded as hygiene factors. The cognitive marketing and transactional
approach to service delivery demonstrated by banks has been shown to decrease true loyalty
as a dependent variable. Banks are at risk of losing consumers to alternative providers. The
advantage the alternative providers possess over the banks if their existing business provides
enough affective trust and commitment, is the banking transactions can be purely cognitive

and be successful.

If banks continue to decrease the relational interactions between consumers and employees
and rely on technology driving cognitive commitment, they risk losing significant market
share. As consumers recognise the affective component of alternative providers, increasing
numbers of consumers will have greater desire to switch providers. New market competition
could, with relative ease, obtain the 15% to 20% of the consumer considering switching

providers.
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Appendix 1: Letter of introduction

Date
Address

Dear

| am the General Manager of non-bank deposit taker X and a Doctor of Business Administration (DBA)
candidate at Southern Cross University. | am conducting the second part of a research project which explores
the various aspects of trust, commitment and loyalty towards New Zealand banking organisations. By doing
this, | hope to use the information to develop services and products at non-bank deposit taker X that better
meet your needs. | can only do this with your help and | would like to invite you to participate in this study.

You may or may not have received a similar questionnaire from me last year. This is a follow up to that survey
and needs responses from you regardless of whether you received the first survey.

Included with this letter is a survey questionnaire which will ask questions about your experience as a customer
of a non-bank financial institution and your experiences with your chosen retail bank. The questionnaire will
take about 10 minutes to complete. It is completely anonymous and confidential. The information will not be
shared or sold to other parties.

You may obtain a copy of the results of the survey study if you wish by emailing me at the address given
below.

Your participation in this study is voluntary. By completing the questionnaire and returning it in the self-
addressed envelope you consent to participate in the survey and for your information to be collated and used.

If you have any concerns or questions, please do not hesitate to contact me directly at the contact details
provided. You may also contact my research supervisor. Dr.Petra Theunissen (Auckland University of
Technology, phone (09) 921 9999 ext. 7854 or email petra.theunissen@aut.ac.nz).

The ethical aspects of this study have been approved by the Southern Cross University Human Research
Ethics Committee (HREC). The Approval Number is ECN-12-257.

If you have any complaints or reservations about any ethical aspect of your participation in this research, you
may contact the HREC through The Ethics Complaints Officer, Southern Cross University, PO Box 157
Lismore NSW 2480. Email: ethics.lismore@scu.edu.au. Any complaint you make will be treated in confidence
and investigated, and you will be informed of the outcome.

Thank you for taking the time to participate in this study.

Kind regards

7

/ L g o /// = :’
P 2

Simon Bilton
General Manager
Email: simon.bilton@x.co.nz
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Appendix2: Participant information sheet

X

* ¢

& Souphern Cross
Business School

The impact of trust and commitment on spurious and true loyalty in New
Zealand banking and financial institutions

My name is Simon Bilton. I'm a Doctor of Business Administration (DBA) candidate at
Southern Cross University conducting a research project which explores customers trust,
commitment and loyalty towards their chosen bank and other non-bank financial institution.

What is the purpose of this research?

| intend to establish the effects of customer trust and commitment on loyalty in the context
of banks and financial institutions in New Zealand. By doing this, | hope to better
understand why some customers stay with a bank while other customers move to an
alternative bank.

I will be using the information collected through this questionnaire to write a thesis and
possibly publish an article in a research journal. | will also be using the knowledge gained
from this research to develop the services offered to customers of non-bank deposit taker
X.

What are the benefits?

The information you provide will help me understand how loyalty towards banks and non-
bank financial institution is formed. By understanding this, we will be able to develop a
better banking experience at non-bank deposit taker X. It will also help me write a Doctoral
thesis, which will be available online for other doctoral candidates, scholars and financial
institutions who may want to use it to develop services and insights into customers’ needs.

How were you identified and why are you being invited to participate in this research?

This research requires participants to be customers of a bank and another financial
institution. Your name has been randomly selected from customers of non-bank deposit
taker X who also have a bank account and whose residential contact details are known.

What will happen in this research?

1,000 non-bank deposit taker X customers have been selected and asked to complete a
questionnaire. The questionnaire asks about your experience as a customer of non-bank
deposit taker X and your main retail bank. The questionnaire will take about 15 to 20
minutes to complete. It is completely anonymous and confidential. The information will not
be shared or sold to other parties.

What are the discomforts and risks?

It is possible that you may be concerned that the information you provide is identifiable as
coming from you or that it may be used in some manner with which you are not comfortable.
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It is also possible that you may be concerned about the time required to complete the
survey and return it to me, or that you are required to complete the survey.

How will these discomforts and risks be alleviated?

To prevent identification of any participants, there are no names, addresses or other
identifying aspects on the questionnaires. The completed questionnaire is sent by mail to
a post box where the mail is collected and processed by the researcher. Once the data
has been fully analysed, the questionnaires will be disposed of in a secure document
destruction bin. Therefore, it is impossible for the researcher to tie a specific questionnaire
to an individual participant.

The questionnaire has been designed to be completed in about 10 to 15 minutes. To keep
the questionnaire as short as possible, there is no writing required. You are asked to read
a number of statements and then indicate how much you agree or disagree with that
statement by ticking a box.

Although you have been selected and asked to participate in this research, your
participation is totally at your discretion. You do not have to participate if you do not want
to. It is completely voluntary. However, once you mail your survey, you cannot withdraw
your information from the research because questionnaires cannot be traced back to
individual participants.

What compensation is available for injury or negligence?

In the unlikely event of a physical injury as a result of your participation in this study,
rehabilitation and compensation for injury by accident may be available from the Accident
Compensation Corporation, providing the incident details satisfy the requirements of the
law and the Corporation's regulations.

What opportunity do you have to consider this invitation?

You may like to give this invitation some thought before participating. You may refuse to
participate at any time. However, please understand that once you have mailed the
questionnaire you cannot withdraw from the research.

If you decide to participate, | would appreciate the completion and posting of your
questionnaire within a month of you receiving it.

How do you agree to participate in this research?

Completing the questionnaire and returning it in the reply paid envelope is deemed as your
consent to use the information for the purposes described in this Information Sheet.

Will you receive feedback on the results of this research?

If you would like a copy of the results or the full thesis, an electronic copy will be made
available when it is completed. You may obtain a copy of these results if you wish by
emailing me at s.bilton10@student.scu.edu.au or simon.bilton@nbdtx.co.nz

What do you do if you have concerns about this research?
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Any concerns regarding the nature or conduct of this project should be notified in the first
instance to the Project Supervisor, Dr. Petra Theunissen (Auckland University of
Technology, phone (09) 921 9999 ext. 7854 or email petra.theunissen@aut.ac.nz).

If you have any complaints or reservations about any ethical aspect of your participation in
this research, you may contact the Southern Cross University Human Research Ethics
Committee through The Ethics Complaints Officer, Southern Cross University, PO Box 157
Lismore NSW 2480. Email: ethics.lismore@scu.edu.au

Any complaint you make will be treated in confidence and investigated, and you will be
informed of the outcome.

Whom do | contact for further information about this research?

Researcher Contact Details

My contact details are Simon Bilton, simon.bilton@scu.edu.au or (09) 520 4743

Project Supervisor Contact Details

The Project Supervisor is Dr.Petra Theunissen, AUT University. Her phone number is (09) 921 9999

ext. 7854 or email petra.theunissen@aut.ac.nz

The Southern Cross Supervisor is Simon Pervan PhD, Senior Lecturer of Marketing,
Southern Cross Business School, Phone: 00617 5506 9317, Email:
simon.pervan@scu.edu.au
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Appendix 3: Questionnaire

THE IMPACT OF TRUST AND COMMITMENT ON LOYALTY IN NEW ZEALAND
BANKING AND FINANCIAL INSTITUTIONS

Thank you for taking the time to complete this questionnaire. It should take you around 10
to 15 minutes to complete. You will be asked to either tick a box that is relevant to you or
read a statement and circle a number which relates to how much you agree or disagree
with what it says. There are no right or wrong answers.

There are two sections in this questionnaire.
The first section is about the bank with whom you do most of your personal banking such
as ANZ, KIWIBANK.

The second section is about Presbyterian Savings and Development Society (PSDS), with
whom you hold a term deposit or call account

SECTION ONE

This section relates to the bank you do most of your banking with. Your main bank can be
a trading bank such as ASB of BNZ or it can be savings bank such as TSB or SBS.

Using the seven point scale next to each statement, indicate how strongly you agree or
disagree with each statement by circling the appropriate number. Please choose only one
number to circle per question.

Below is an example. In this case, the respondent circled number 5 which shows they tend
to agree with the statement ‘My bank is the best bank in New Zealand’.

Neither

IS;rongly Disagree ;end to Agree o T:nd to Agree S:\rongly
isagree isagree Disagree gree gree
1 My bank is the best bank in New Zealand 1 2 3 4 @ 6 7

Page | 185



When answering the following questions please decide how the statements relate to your
main bank only.

TRUST - Cognitive
Gi in banks track d, Ih St |
1 iven m'y main an. s rac. recor ‘ave n9 .rong y Strongly Agree
reservations about investing my savings with them Disagree
From my experience, | believe the bank staff are Strongly
2 . Strongly Agree
competent Disagree
. . Strongly
3 [My bank keeps its promises Disagree Strongly Agree
) ) . Strongly
4 [In my experience my bank is very reliable Disagree Strongly Agree
TRUST - Affective
I would feel a sense of personal loss if | could no Strongly
5 . Strongly Agree
longer use my chosen bank. Disagree
Strongl
6 |l feel that my bank cares about me as a customer. . Bl Strongly Agree
Disagree
7 | believe that my bank will always point out the Strongly st v A
best alternatives for me Disagree rongly Agree
| believe that my bank treats me in an honest way Strongly
8 |. . . Strongly Agree
in every transaction Disagree
COMMITMENT - Affective
My bank has a great deal of personal meaning for Strongly
9 . Strongly Agree
me Disagree
. . . I Strongly
10 |l genuinely enjoy my relationship with my bank Disagree Strongly Agree
1 | stay with my bank because of the comfortable Strongly Strongly Aeree
relationship | have with the bank Disagree gly A8
Strongl
12 |l feel a strong sense of identification with my bank . BlY Strongly Agree
Disagree
COMMITMENT - Normative
| feel obligated to continue doing business with Strongly
13 . Strongly Agree
my bank Disagree
Evenifit t dvant I dofeel it Id St I
1 ven if it were to my advantage, | do feel it wou 'rong y Strongly Agree
be wrong for me to leave my bank now Disagree
Strongly
1
5 [My bank deserves my loyalty Disagree Strongly Agree
I would not leave my bank now, because | have a Strongly
16 L . . Strongly Agree
sense of obligation to it Disagree
COMMITMENT - Calculative
It would be very hard for me to switch to another Strongly
17 . . . Strongly Agree
provider now even if | wanted to Disagree
It would be too costly for me to switch to another Strongly
18 ) ) . Strongly Agree
provider right now Disagree
Itis more convenient for me to stay with X than it Strongly
19 |. . . Strongly Agree
is to move to another provider Disagree
| believe other providers' would not treat me any Strongly
20 | ,. . Strongly Agree
differently as a customer. Disagree
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LOYALTY

| say positive things about my bank to other Strongly
21 ) Strongly Agree
people Disagree
I recommend my bank to someone who seeks Strongly
22 ) ) Strongly Agree
advice Disagree
| consider myself to be aloyal customer of my Strongly
23 ) Strongly Agree
bank Disagree
2 I intend to continue my investments with my bank Strongly strongly A
in the future Disagree rongly Agree
55 If I had another $2,000 to invest, | would invest it Strongly Stronely Actee
with my bank Disagree gy ne
Although certain services may be available in
. . . . Strongly
26 |other providers, | intend to continue beinga . Strongly Agree
Disagree
customer of my current bank
27 I choose to stay with my bank because | want to Strongly strongly A
not because | have to Disagree rongly Agree
SATISFACTION
28 |Overall | am satisfied with my bank Strongly Strongly Agr
era satisfie y ba Disagree ongly Agree
I am willing to go to another provider that offers Strongly
29 . . ) Strongly Agree
more attractive prices Disagree
| am very satisfied with the service provided by my Strongly
30 ) Strongly Agree
bank Disagree
. . Strongly
31 |l am delighted with my bank Disagree Strongly Agree
SPURIOUS LOYALTY
34 [l'amjust in the habit of using my bank Strongly Strongly Agree
J gmy Disagree By 78
. ) Strongly
35 [l cannot be bothered changing to another provider Disagree Strongly Agree
I am not ready to put any effort into changing to Strongly
36 . ) Strongly Agree
another provider Disagree

END OF SECTION ONE

SECTION TWO STARTS ON THE NEXT PAGE

This section relates to PSDS or any other non-bank deposit taker of your choice.
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SECTION TWO

When answering the following questions please decide how the statements relate to your non-bank
deposit taker X.

TRUST - Cognitive

Given X's trackrecord, | have no reservations about Strongl

1| . . . . gy 112|13|4|5]| 6] 7 |Strongly Agree
investing my savings with them Disagree
From my experience, | believe X staff are Strongl

2 v exp . g 112|3|4|5]| 6] 7 |Strongly Agree
competent Disagree
. . Strongly

3 [Xkeeps its promises Disagree 112|3|4|5]| 6] 7 |Strongly Agree
. . . Strongly

4 |In my experience X is very reliable Disagree 112|13|4]5]| 6| 7 |Strongly Agree

TRUST - Affective

| would feel a sense of personal loss if | could no Strongly
> longer deposit with X. Disagree 112]3]4]5|6]|7 [StronglyAgree
Strongl
6 |l feel that X cares about me as a customer. . ey 112|3|4|5]| 6] 7 |Strongly Agree
Disagree
| believe that X will always point out the best Strongl
7 . ysp . &Y 1(2(3]|4]|5]| 6] 7 |Strongly Agree
alternatives for me Disagree
| believe that X treats me in an honest way in Strongl
8 . Y . gy 112|13|4]5]| 6| 7 |Strongly Agree
every transaction Disagree

COMMITMENT - Affective

. Strongly

9 [X has agreat deal of personal meaning for me Disagree 112|13|4]5]| 6| 7 |Strongly Agree
. . . N Strongly

10 |l genuinely enjoy my relationship with X Disagree 112|13|4]5]| 6| 7 |Strongly Agree
I stay with X because of the comfortable Strongly

1 relationship | have with them Disagree 112134567 StonglyAgree
Strongl

12 |l feel a strong sense of identification with X Disagrge\e/ 112|13|4|5]| 6] 7 |Strongly Agree

COMMITMENT - Normative

Strongl
13 |l feel obligated to continue doing business with X Disagrgez 112|13|4]5]| 6| 7 |Strongly Agree
Even if it were to my advantage, | do feel it would Strongl
14 v & . gy 112|13|4|5]| 6] 7 |Strongly Agree
be wrong for me to leave X now Disagree
Strongly
15 |X deserves my loyalty Disagree 112|13|4|5]| 6] 7 |Strongly Agree
| would not leave X now, because | have a sense of Strongl
16 L . . gy 112|13|4]5]| 6| 7 |Strongly Agree
obligation to it Disagree

COMMITMENT - Calculative

It would be very hard for me to switch to another Strongl

17 . Y . . &Y 112|13|4]5]| 6| 7 |Strongly Agree
provider now even if | wanted to Disagree
It would be too costly for me to switch to another Strongl

18 . . y . g 112|13|4]5]| 6| 7 |Strongly Agree
provider right now Disagree
Itis more convenient for me to stay with X than it Strongl

19 |. . v ) g 112|13|4]5]| 6| 7 |Strongly Agree
is to move to another provider Disagree
| believe other providers' would not treat me an Strongl

20|, P y . &Y 1(2(3|4]|5]| 6] 7 |Strongly Agree
differently as a customer. Disagree
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LOYALTY

» . Strongly
21 |l say positive things about X to other people Disagree Strongly Agree
Strong|
22 |l recommend X to someone who seeks advice ) 8 Strongly Agree
Disagree
Strongly
23 |l i If loyal f X )
3 [l consider myself to be a loyal customer o Disagree Strongly Agree
2 I intend to continue my investments with X in the Strongly Strongly A
forseable future Disagree rongly Agree
55 If | had another $2,000 to invest, | would invest it Strongly Stronely A
with X Disagree rongly Agree
Although certain services may be available in
. A . . Strongly
26 |other providers, | intend to continue beinga . Strongly Agree
Disagree
customer of X
| choose to stay with X because | want to, not Strongly
27 ) Strongly Agree
because | have to Disagree
SATISFACTION
. ) Strongly
28 |Overall | am satisfied with X ) Strongly Agree
Disagree
Strong|
29 |l made the right decision when I chose to use X ) 8l Strongly Agree
Disagree
- . . . Strongly
30 |l am very satisfied with the service provided by X Disagree Strongly Agree
. . Strongly
31 |l am delighted with X Disagree Strongly Agree
SPURIOUS LOYALTY
34 [I'am just in the habit of using X Strongly Strongly Agree
J & Disagree gY 8
. . Strongly
35 [l cannot be bothered changing to another provider Disagree Strongly Agree
| am not ready to put any effort into changing to Strongly
36 . ) Strongly Agree
another provider Disagree

END OF SECTION TWO

Thank you again for taking the time to complete this survey. | could not complete my thesis
without your help.

Could you please check you have answered all questions and then return the questionnaire

in the reply paid envelop. Thank you and have a wonderful day.
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