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1 Introduction 

Customer loyalty has long been a topic of high interest in both academia and practice, and a 
loyal customer base has been found to be beneficial for the firm. During the last decade, 
customer disloyalty or relationship ending has also gained attention. However, the two 
phenomena have been studied together surprisingly rarely. Studies of customer loyalty have 
largely neglected to study the reasons for customer disloyalty, and studies of customer 
disloyalty focus mainly on customer switching behaviour. Despite this fragmentation in 
research, customer loyalty and disloyalty are closely related; they can be considered to exist 
at opposite ends of a continuum. Therefore, this study is focused on both phenomena, and I 
argue that through this approach, a balanced understanding of the factors that affect 
customer loyalty and disloyalty can be achieved.  

The study aims to identify factors that affect customers becoming either loyal or disloyal. 
The empirical study was carried out in the Finnish retail banking market, a service context 
where long-term relationships have been the norm. Deregulation and increasing 
competition have challenged traditionally stable relationships, making retail banking an 
interesting context for studying customer loyalty and disloyalty.  

This introductory chapter begins with a discussion of the background of the study. Then, 
the purpose and research questions of the study are presented (section 1.2). Section 1.3 
discusses the research approach, and section 1.4 introduces the empirical context, the retail 
banking sector. The chapter ends by a presentation of the structure of the report.  

1.1 Background of the study 

Most companies strive for customer loyalty, and considerable efforts are paid to maintain a 
loyal customer base. As the competition in most sectors grows tighter, both the importance 
of, and the challenge in, keeping customers loyal increases.  

It has been widely argued that lasting customer relationships are beneficial for the company 
(e.g. Reichheld and Sasser 1990; Grönroos 1994; Rust and Oliver 1994; Anderson, Fornell 
and Lehmann 1994; Berry 1995; Reinartz and Kumar 2000), and several claims of how 
organisations benefit from having loyal customers have been made. Research has shown 
that decreasing the retention rate by only a few percentages can have a major impact on the 
level of profitability of a company (Reichheld and Sasser 1990). The costs of recruiting 
new customers are said to be higher than the costs of retaining old customers, and research 
has found a positive relationship between customer loyalty and the organisation’s 
profitability (e.g. Heskett 1995; Blattberg and Deighton 1996; Hallowell 1996; Page, Pitt 
and Money 1996; Reichheld 1996b; Gummesson 1999). A stable customer base creates 
possibilities for cross-selling (Little and Marandi 2003) and reduced marketing costs 
(Evans and Laskin 1994; Mittal and Lassar 1998). Loyal customers are believed to demand 
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less time in personal selling, to be less price sensitive, to spread positive word-of-mouth 
and not to demand acquisition or set-up costs (Reichheld and Sasser 1990; Reichheld 
1996b; Narayandas 1998). Loyal customers are more likely to become advocates of the 
organisation, recommending the service provider to others (e.g. Reichheld 1996b; 
Narayandas 1998).  

Considering the positive effects of having a loyal customer base, customer loyalty should 
be worth striving for. When aiming to improve customer loyalty, a key issue is identifying 
causes for customer defection (Payne 2000:54), i.e. causes for customer disloyalty.  

Customer loyalty has been studied since the 1950s (see Jacoby and Chestnut 1978 for a 
review), but the dissolution, or ending of relationships, here referred to as customer 
disloyalty1, has received much less attention. Studies of relationship ending have been 
conducted mainly during the last decade, and research so far “has raised more questions 
than it has been able to answer” (Tähtinen 1999:9). Most importantly, the two phenomena 
have in general been studied in isolation, focusing on either customer loyalty or disloyalty. 
Although customer loyalty and disloyalty are “different sides of the same coin” or at 
opposite ends of a continuum, they have rarely been approached in the same study or 
compared. To my knowledge, the only studies that address both loyal and disloyal 
customers are studies by Ganesh, Arnold and Reynolds (2000), Trubik and Smith (2000) 
and Keaveney and Parthasarathy (2001). The basic rationale for this study, in which both 
customer loyalty and disloyalty are studied, is that in order to fully understand the 
phenomenon of customer loyalty, we need to understand both what makes customers loyal 
and why they become disloyal.  

 
“…practitioners are primarily interested in the ‘select in’ aspect of loyalty, scientific inquiry 
and good managerial sense require that all aspects of the phenomenon, including its inverse, 
be studied to reach comprehensive understanding” (Jacoby and Chestnut 1978:83)  
 

A similar deficit has been acknowledged in research into new product development, where 
studies have to a large extent focused on either successful or unsuccessful products (Cooper 
and Kleinschmidt 1987; Zirger and Maidique 1990).  

 
“Notwithstanding the important insights generated by these factors, conclusions reached by 
the isolated study of successes or failure must be viewed as tentative. A study that focuses on 
only successful or unsuccessful new products will provide a list of influencing factors 
characteristic of the type of products in the sample. Nonetheless, if several of the influencing 
factors are common to both the success and failure samples, this approach will not provide a 
means to differentiate successful from unsuccessful product development.” (Zirger and 
Maidique 1990:868) 
 

In studies of customer loyalty or disloyalty, the focus has also generally been on only 
“success” or “failure”. If we study factors that affect customer loyalty or disloyalty in 

                                                 
1 The term disloyalty has not been widely used in literature, but is here adopted in the sense of lack of loyalty. 
Definitions of loyalty and disloyalty are further discussed in Chapter 2. 
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isolation, how can we know that the same factors do not affect both loyal and disloyal 
customers? As Morgan and Hunt (1994) argue, in order to understand pathology, we need 
to understand both sickness and health. Therefore, a basic argument for conducting this 
study is the belief that in order to understand customer loyalty and disloyalty in depth and 
in order to differentiate between factors making customers loyal or disloyal, it is necessary 
to acquire an understanding of both customer loyalty and disloyalty. 

Studying both loyal and disloyal customers makes it possible to compare which factors 
have affected the two groups, and hence observe the actual effect of different factors. This 
can be exemplified by a factor such as customer satisfaction. For long, it was assumed that 
there is a strong and linear correlation between customer satisfaction and customer loyalty. 
Companies aiming for customer retention aimed to satisfy their customers and, importantly, 
took customer satisfaction surveys as indicators of customer loyalty. Today we know that 
customer satisfaction is no guarantee of loyalty (e.g. Ganesh et al. 2000) although the 
defection rate among highly satisfied customers is lower than among the less satisfied. 
These kind of simplified assumptions can result when only the customers with a positive 
behaviour are studied, rather than investigating to which extent a factor exists among 
customers with both a positive and a negative behaviour.  

Customer loyalty is known to change over time, but research so far has not been able to 
discern the reasons for changes in loyalty: why some relationships end while others last 
(Storbacka, Strandvik and Grönroos 1994; Edvardsson and Strandvik 2000; Patterson and 
Ward 2000; Halinen and Tähtinen 2002; Nyberg 2002). In this study the reasons for change 
in relationships are explored through a customer perspective. The adoption of a customer 
perspective implies that rather than defining which factors to focus on, customers are 
allowed to tell what has influenced their loyalty or disloyalty in open interviews.   

The few studies that have included both loyal and disloyal customer (Ganesh et al. 2000; 
Trubik and Smith 2000; Keaveney and Parthasarathy 2001) have found important 
differences between loyal and disloyal customers. All of these studies have, however, set 
out to study certain factors specified by the researchers. The current study adopts a different 
approach by being more explorative. Instead of focusing on a small number of 
predetermined factors, this study attempts to identify those factors that influence customers 
becoming either loyal or disloyal to service providers. As both loyal and disloyal customers 
are included in the study, it is possible to identify both factors that differentiate and do not 
differentiate between the two groups.  

The study draws mainly on literature on customer loyalty (e.g. Jacoby and Chestnut 1978; 
Dick and Basu 1994) and disloyalty (e.g. Keaveney 1995; Roos 1999). It contributes to 
both these literature streams by building a bridge between them; by understanding customer 
disloyalty better, we understand which factors have a negative effect on loyalty, and vice 
versa. Customer loyalty is a central goal of relationship marketing and therefore the study 
draws upon relationship marketing literature. Due to the context of the study, it is also 
positioned within the services marketing literature. The literature streams of the study are 
discussed closer in Chapter 2. 
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Retail banking was chosen as the context for the empirical study. As will be further 
discussed in section 1.4, retail banking is an interesting context for studying customer 
loyalty and disloyalty. Firstly, it is a context where contract-based relationships are 
generally formed and aimed for. Secondly, the retail banking market has gone through 
important changes during the last decade, which have created challenges for maintaining 
customer loyalty. In such a situation, a study of customer loyalty and disloyalty should also 
have managerial relevance.  

1.2 Purpose of the study and research questions  

The general purpose of this study is to identify, describe and analyse factors that have an 
impact on customer2 loyalty or disloyalty. The context of the study is retail banking.   

The research questions can be summarised as follows:  

 Which factors affect customer loyalty and disloyalty in retail banking? 

 Which factors have a positive effect and which have a negative effect on customer 
loyalty status3? 

 Which factors differentiate loyal customers from disloyal? 

Table 1 summarises the phases of the study and their research questions, beginning with the 
research questions that guided the literature review. The empirical study had three phases: 
[1] a pilot study of behaviourally disloyal customers4, [2] a study of behaviourally loyal 
customers (referred to in the text as Phase I), and [3] a second study of behaviourally 
disloyal customers (Phase II). Each phase answered specific research questions, as depicted 
in Table 1.  

Table 1: Research questions for the different stages of the study 
Phase Sample Research questions 
Literature 
review 

- What is understood by customer loyalty and disloyalty? 
Which factors have been found to affect customer loyalty or 
disloyalty in previous research?  

Pilot 
study 

Behaviourally 
disloyal bank 
customers 

Which factors affect behavioural disloyalty, i.e. customer switching 
behaviour in retail banking?  

Phase I 
 

Behaviourally 
loyal bank 
customers 

Which factors affect behavioural loyalty? How do these factors 
differ from the factors that affect customer disloyalty (as identified 
in the pilot study)?  

Phase II Behaviourally 
disloyal bank 
customers 

Which factors affect behavioural disloyalty, and how do these 
differ from the factors that affect customer loyalty (as identified in 
Phase I)? 

                                                 
2 The term customer is used throughout this report to denote the person who both buys and consumes a 
service.  
3 “Customer loyalty status” is introduced in Chapter 2 as a concept comprising both customer behavioural and 
attitudinal loyalty. 
4 As explained in section 1.3.3, the study set out from an interest for customer disloyalty. As a result of the 
pilot study, the focus broadened to include both customer loyalty and disloyalty. 
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1.3 Research approach 

The study draws mainly upon literature on customer loyalty and disloyalty. By focusing on 
both loyal and disloyal customers and potential differences in factors affecting them, the 
study contributes to both streams of research and brings them one step closer each other. 
The aim of the study is hence to develop, rather than create, theory (Dubois and Gadde 
2002).  

Different paradigms, i.e. sets of beliefs combined with accompanying methods, have 
guided researchers throughout history (Lincoln and Guba 1985:15). At the base of each 
scientific study lie the scientific assumptions made by the researcher, and it is widely 
recommended that researchers state the underlying assumptions of their work (Miles and 
Huberman 1994). Since conceptualisations are representations of the real world, the 
researcher’s view of the world should guide how the study is carried out (Remenyi et al. 
1998).  

I consider that my underlying assumptions fit within the boundaries of scientific realism. 
Methodologically, the research can be described as abductive.  

1.3.1 Scientific realism 

Different paradigms can be described by their axioms. Ontology refers to how the 
researcher views reality. Scientific realism is mainly characterised by its view that social 
phenomena exist not only in the mind but also in the objective world and that relationships 
can be found among them (Bhaskar 1989; Sayer 1992; Miles and Huberman 1994). 
Scientific realism has its roots in the beginning of the 20th century, when classical realism 
was developed by philosophers such as Moore and Russell (Hunt 1990:9). 

Relationships exist because there are regularities and sequences that link the phenomena 
together, making it possible to derive constructs that underlie individual and social life 
(Miles and Huberman 1994:4). Realism hence accepts that reality is complex, but the 
complexity is not random; there are relationships to be found, which makes it worth trying 
to study and interpret reality. The realist acknowledges that knowledge is a social and 
historical product and that our interpretations of “facts” are influenced by the theories we 
allow to guide us (Sayer 1992; Miles and Huberman 1994:4).  

A realist approach to science adopts a correspondence perspective (Patton 2002:91), which 
is characterised by the belief that:  

 
“There is a real world with verifiable patterns that can be observed and predicted - that reality 
exists and truth is worth striving for. Reality can be elusive and truth can be difficult to 
determine, but describing reality and determining truth are the appropriate goals of scientific 
inquiry. Working from this perspective, researchers and evaluators seek methods that yield 
correspondence with the ‘real world’ ” (Patton 2002:91) 
 

The emphasis on correspondence with the real world separates scientific realism from 
“naïve” or “direct” realism, which holds that our perceptual processes result in a direct and 
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certain awareness of objects in the external world (Hunt 1990:9). Scientific realists argue 
for a fallibilistic and critical realism, implying that some of our perceptions may be true, 
while others may be illusions or hallucinations, or that some of our perceptions are “more 
accurate” or “closer to the truth” than others (ibid).  

The concept of “truth” deserves some discussion, as the conception of truth depends on the 
researcher’s view of the world. For this purpose, Hunt (1992) identifies a continuum of 
different truths. At the two extremes, dogmatists believe in a findable and single truth, and 
dogmatic scepticists believe that the single truth is that there is no truth (Hunt 2002:63). 
The realist view on truth, fallibilism, is placed between these extremes. According to 
fallibilism, the “truth” of a theory can be determined by its long-term success and 
acceptance by the audience (Hunt 1990).  

The positioning of scientific realism is not quite evident, and surprisingly few scientific 
realists clearly state how they position themselves in relation to other approaches. Bhaskar 
(1989) and Sayer (1992) position realism as a naturalistic approach, while Hunt (1991; 
2002) and Patton (2002) seem to position it closer to a deductive approach. The reason for 
this “fuzziness” is likely to be that there are many different versions of scientific realism, 
with no “grand theory” of scientific realism (Hunt 1990:8)5. This is well described by how 
Miles and Huberman change the description of their scientific orientation in the different 
editions of their sourcebook of qualitative data analysis. In 1984 they declare themselves as 
logical positivists (Miles and Huberman 1984), they then move on to consider themselves 
realists, and in 1994 they use the term transcendental realism (Miles and Huberman 1994). 

 
“Our aim is to register and ‘transcend’ these processes by building theories to account for a 
real world that is both bounded and perceptually laden, and to test these theories in our 
various disciplines. Our tests do not use ‘covering laws’ or the deductive logic of classical 
positivism. Rather, our explanations flow from an account of how differing structures 
produced the events we observed. We aim to account for events, rather than simply to 
document their sequence. We look for an individual or a social process, a mechanism, a 
structure at the core of events that can be captured to provide a causal description of the 
forces at work.” (Miles and Huberman 1994:4) 
 

According to Sayer (1992:2), one of the main achievements of scientific realism has been 
the introduction of models in which objects and social relations have causal powers which 
may or may not produce regularities, and which can be explained independently of them. 
Less weight is hence put on quantitative methods for discovering and assessing regularities 
and more on methods for establishing the qualitative nature of social objects and relations 
on which causal mechanisms depend (ibid).  

                                                 
5 Hunt (1990:8) gives the following examples of different versions of scientific realism: transcendental 
realism (Bhaskar 1979), ontic realism (MacKinnon 1979), methodological realism (Leplin 1986), 
evolutionary naturalistic realism (Hooker 1985), referential realism (Harré 1986), and constructive realism 
(Giere 1985). 
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The following characteristics of scientific realism can be distinguished: 

 The world exists independently of our perception of it (classical realism) (Bhaskar 
1989; Hunt 1990; Sayer 1992; Miles and Huberman 1994) 

 The job of science is to develop genuine knowledge about the world, even though 
such knowledge will always be fallible and theory-laden, hence never known with 
certainty (fallibilistic realism) (Hunt 1990; Sayer 1992) 

 All knowledge claims must be critically evaluated and tested to determine the extent 
to which they do, or do not, truly represent, correspond, or accord with the world 
(critical realism) (Hunt 1990) 

 The long-term success of any scientific theory provides reason to believe that 
something like the entities and structure postulated by that theory actually exists 
(inductive realism) (Hunt 1990) 

 Knowledge develops neither wholly continuously nor wholly discontinuously, 
through simultaneous and universal changes in concepts (Sayer 1992) 

 Social phenomena such as actions, texts and institutions are context-dependent 
(Sayer 1992) 

 Science or the production of any other kind of knowledge is a social practice. The 
conditions and social relations of the production of knowledge influence its content 
(Sayer 1992) 

Scientific realism, with its view that entities need not be tangible or observable to exist, suit 
social sciences well (Hunt 1990; 2002). A majority of philosophers are scientific realists, 
and much marketing research seems to implicitly adopt a realist perspective (Hunt 1990:8).  

The assumptions of scientific realism match my view of reality and science and are in line 
with the aims of this study. I believe that the phenomena that I set out to study exist, since 
they have been studied by other researchers, and through my study I make an interpretation 
of them. This interpretation is influenced by my pre-understanding, e.g. the implicit and 
explicit pre-understanding I have about the phenomena I study. Although I do not attempt 
to establish single “truths” about the relationships between constructs, I attempt to describe 
them as I see them in the context where they are studied. This truth will be fallible, some 
findings will be more accurate than others, but my study is guided by an honest pursuit for 
valid and reliable findings.  

1.3.2 Abductive reasoning as a means for theory development 

There should be a match between the scientific approach adopted, the aims of the study, 
and the methodological choices of the researcher. The purpose of this study is to identify, 
describe and analyse factors that affect customer loyalty and disloyalty. The study draws on 
substantive pools of extant knowledge concerning customer loyalty and customer 
disloyalty. By focusing on both loyalty and disloyalty in the same study, the two fields of 
research are brought closer to each other. The aim of the study is not to propose entirely 
new concepts, but rather to propose how existing concepts can be organised to obtain a 
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better understanding of the phenomena in focus. This places the current study in the sphere 
of theory development (Dubois and Gadde 2002) rather than theory generation or 
verification. Hunt (2002) distinguishes between studies aimed at discovery or justification. 
I consider the current study as closer to discovery than justification.  

Discovery can, according to Hunt (2002:27), be either inductive or deductive, although he 
argues that actual research does not proceed according to the rules of pure induction6. 
Rather, research is conducted based on some a priori assumptions, models or hypotheses, 
which help the researcher focus on the relevant rather than on all the factors that could 
possibly affect the phenomenon in focus (Hunt 2002:28). Although the term abduction is 
not used by Hunt in this context, his discussion is closely related to arguments for the use 
of abduction or systematic combining.  

Deduction is typically applied to reject false propositions and to support correct ones (Burr 
1973:3), whereas constructivist or phenomenological researchers use inductive methods in 
order to generate knowledge (Glaser and Strauss 1967). As described by Taylor, Fisher and 
Dufresne (2002:315), “deductive reasoning is conscious movement from a general law to a 
specific case, while inductive reasoning is the conscious movement from a specific case to 
a general law”. Phases of deduction and induction are often both included in a research 
process (Cock and Campbell 1976), and Perry (1998) argues that, in reality, it is unlikely 
for any researcher to be able to separate the processes of induction and deduction. An early 
contributor to the view that studies can combine both inductive and deductive features was 
Charles Sanderson Peirce (1839-1914)  who coined the term abductive reasoning as an 
alternative to purely inductive or deductive reasoning (Peirce 1957 in Taylor et al. 2002). 
Peirce described abduction as a process where facts are interpreted by trying to find a 
hypothesis that, if true, explains the case (Anderson 1987).  

Abductive reasoning or systematic combining can be considered a contrast to the 
positioning of induction and deduction as polar opposites, as it includes both inductive and 
deductive features (Coffey and Atkinson 1996; Dubois and Gadde 2002). A central feature 
of abduction is that the rearrangement of extant ideas leads to the formation of new ideas 
(Erzberger and Prein 1997), and new theoretical insights accrue as “old knowledge” is 
combined with “new experience” (Ojasalo 1999). This is also the motive for choosing an 
abductive approach in this study. By combining the extant knowledge from two literature 
streams (customer loyalty and disloyalty) with empirical data, new knowledge about both 
customer loyalty and disloyalty is obtained.  

Abductive studies rely more on theory than pure inductive studies, and the search for 
complementary theories continues throughout the study, guided by the empirical findings 
(Dubois and Gadde 2002). The research problem itself can also be re-articulated during the 
process (ibid). By going “back and forth” between empirical observations and theory, 

                                                 
6 In his argument, Hunt (2002) refers to the impossible task at hand for the research assistant that is sent out to 
study everything concerning a certain phenomena, which would be the task if the study was purely inductive. 
Rather, there are always some guidelines, specifying which elements of a phenomenon are relevant, which 
overrule pure induction.  
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Dubois and Gadde (2002) believe that the understanding of both theory and empirical 
phenomena can be expanded.  

In abduction, the starting point is an initial framework, which is subsequently developed 
according to the empirical findings (Dubois and Gadde 2002). At the outset of the study, 
some knowledge of the theoretical concepts should exist, but one central feature of an 
abductive approach is that it is impossible to identify all the relevant literature at the outset 
of the study (Strauss and Corbin 1990). The evolving framework directs the search for 
empirical data, and empirical observations in their turn may lead to a need to change or 
expand the preliminary model (Dubois and Gadde 2002.). Dubois and Gadde (2002) agree 
with Glaser (1978) in that data should not be forced to fit preconceived categories, but that 
the categories should rather be developed from data. If the preconceived framework is very 
tight and structured, the researcher might not see important features in the data or might 
misread informants’ perceptions (Miles and Huberman 1994). On the other hand, a too 
loose framework might lead to “indiscriminate data collection and data overload” (ibid:16). 
The abductive researcher adopts a central role in the process as a generator of ideas and as 
the link between theory and empirical findings (Coffey and Atkinson 1996).  

1.3.3 Description of the abductive research process 

An abductive approach is well suited for a study where theory is developed rather than 
created or tested. This study is abductive and it can well be described as “a continuous 
movement between an empirical world and a model world” (Dubois and Gadde 2002:554), 
where both were allowed to influence each other. The written report of the study is, 
however, structured in a traditional way, describing first the theoretical framework and 
thereafter the empirical work – hence not describing the chronological path of the process.  

During the writing process I contemplated the different options for the structure of the 
report carefully, arriving at the current solution after several attempts to write the report in a 
chronological manner. As the three phases of data collection were similar in many ways, a 
chronological report of the study included repetitions. The main reason for my choice was, 
however, that in the final stages of the study, I re-analysed all of my data according to the 
framework that had been created along the process. I consider this final analysis, 
comprising all of the data, the most complete and meaningful and therefore I chose to 
report only the findings from this, not the findings “along the way”. In the following, I 
however describe the chronological research process, and it is also discussed in the 
methodological chapter (Chapter 3).  

My original focus of interest was customer switching behaviour and, therefore, the research 
process set out from the literature on relationship ending (see Figure 1). During the pilot 
study, in which 32 customers were interviewed about their switch of banks, i.e. behavioural 
disloyalty, I formulated an understanding of which factors influence customers to switch 
banks. As a result, I became fascinated by what differentiates relationships that last from 
those that do not, i.e. what makes some customers loyal and others disloyal. This interest 
was triggered by the realisation that the situations that had led customers to switch were 
mostly such that loyal customers are also likely to have encountered them. This made me 
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wonder how the loyal customers had reacted in situations where disloyal customers chose 
to switch, and how they, or their relationships, differed from those of the disloyal 
customers. In particular, the fact that a large part of respondents seemed quite satisfied with 
their former bank, despite having switched from it, and findings indicating that dissatisfied 
customers do not necessarily switch (e.g. Keaveney 1995; Mittal and Lassar 1998; Fisher 
2001), made me want to study the differences between loyal and disloyal customers. This 
was the beginning of the first redirection (Dubois and Gadde 2002) of my research focus, 
which broadened the scope of the study from an interest in factors affecting customer 
switching behaviour to an interest in factors affecting both customer loyalty and disloyalty. 
The decision to make this redirection was further strengthened by the realisation that the 
understanding of customer loyalty and disloyalty was fragmented in the literature, proving 
that there is a need for studies that bring the two phenomena closer. 

By reviewing the literature on customer loyalty, disloyalty and relationships, a theoretical 
framework of factors that affect customer loyalty and disloyalty was constructed (presented 
in Chapter 2). This model then guided the research design and the data analysis.  

In the two main phases of the study, behaviourally loyal and behaviourally disloyal 
customers were interviewed with the aim of identifying factors that had influenced their 
loyalty or disloyalty. Based on the findings, the literature review was broadened in order to 
examine how the phenomena I observed in the data had been interpreted by others.  

In the final stage of the process, the data from all the phases were combined and analysed 
based on the framework that had developed in the interaction between the literature and my 
observations in the field.  

In addition to the research process, Figure 1 depicts that the findings were presented to 
different audiences throughout the process. I consider this continuous presentation of 
findings a form of peer debriefing. Peer debriefing is recommended by Lincoln and Guba 
(1985) and Wallendorf and Belk (1989) as a way to enhance the trustworthiness of 
qualitative studies. In this study, each of the phases of the study were reported to and 
discussed with both bank practitioners7 and academic supervisors and colleagues8. It is 
worth remembering that all these audiences consist also of bank customers, which widens 
their ability to comment outside the scope of the purely professional. This debriefing 
process was an efficient way to detect problems or incoherence in my analysis, and several 
corrections were made based on feedback from the different audiences. 

                                                 
7 Bank practitioners consisted of marketing, research and branch managers as well other key persons in the 
banks participating in the study. 
8 I presented my research design and my findings to different academic audiences throughout the research 
process in research seminars, at national tutorials, in conference papers and presentations and in discussions 
with my supervisors. 
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Figure 1: The abductive research process 
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1.4 The context of the study: retail banking 

This study is focused on customer loyalty and disloyalty in a service setting. Retail banking 
was chosen as the context for the study due to several reasons. Firstly, retail banking is a 
typical service industry, in which customers frequently become profitable only after some 
years of patronisation (Reichheld 1996b), making customer loyalty worth striving for. 
Secondly, banking services are inherently relational in that they are contract-based and 
usually purchased in long-term relationships. Bank customers have traditionally been 
highly loyal to their banks, and the rate of bank switching is relatively low 
(Konkurrensverket 20019). Hence, it is a context where it is both interesting to study 
customer loyalty, and possible to find highly behaviourally loyal customers. Thirdly, there 
is reason to believe that the sector faces new challenges when the traditionally stable 
relationships are challenged by deregulations and increased competition. Some findings 
indicate that the rate of bank switching is increasing. In year 2000, 150 000 Finns switched 
their main bank, in 2003 the number was already 200 000 (Taloussanomat 10.5.2003; 
Kauppalehti 2.3.2004), and it is thus a context where behaviourally disloyal customers can 
also be found. Fourthly, it is an interesting context because both customer loyalty and 
disloyalty have been studied in it previously (e.g. Colgate, Stewart and Kinsella 1996; 
Barnes 1997; Becket, Hewer and Howcroft 2000; Colgate and Hedge 2001; Colgate and 
Lang 2001; Michalski 2002), albeit not in the same way as in the current study. The fact 
that knowledge about customer loyalty and disloyalty in retail banking does exist makes it 
possible to build on and compare the findings of this study to previous findings.   

The choice of focusing on the Finnish retail banking market is motivated by two issues. 
The first was access: I know the Finnish banking market and it was possible to gain access 
to Finnish respondents in a cost- and time-efficient way. Secondly, Finland is a highly 
developed country concerning banking services, and Finland is a world-leader in online 
banking (Nielsen NetRatings 2001). It is therefore possible that phenomena observed now 
in the Finnish market will be relevant for other markets when they reach the same stage of 
development.  

1.4.1 Retail banking services 

During the last 20 years, considerable academic effort has been paid to establishing that 
services differ from other products, and that this should be taken into account in the 
marketing of services (Gabbott and Hogg 1997:21). Definitions of services have been 
proposed since the 1960s (Grönroos 1990), but there are still differing views on how they 
should be defined. Characteristics frequently mentioned concern the process nature of 
services, and the intangibility and interaction aspects of services. Grönroos (1990; 2000) 
defines a service as follows:  

                                                 
9 The study referred to in Konkurrensverket (2001) was conducted in the Swedish retail banking market. 
Unfortunately, similar studies are not public in the Finnish market. Due to the similarities in the Finnish and 
the Swedish markets, it is however likely that the trends are similar.  
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 “A service is a process consisting of a series of more or less intangible activities that 
normally, but not necessarily always, take place in interactions between the customer and 
service employees and/or physical resources or goods and/or systems of the service provider, 
which are provided as solutions to customer problems” (Grönroos 2000:46) 
 

Services in general can be characterised as either episodic or relational (Liljander and 
Strandvik 1995). Episodic services have a discrete nature, forcing the customer to make a 
separate decision each time the service is purchased (ibid). Relational services on the other 
hand are continuous, since the customer makes some kind of contract for the service 
delivery with the service provider (ibid). Banking services are clearly relational as they are 
based on contracts and are usually long term. 

According to Bendapudi and Berry (1997), relationships are more likely to form when 
exchanging services than physical goods due to three reasons: (1) many services are 
naturally continuous, (2) their intangible nature makes it interesting for customers to reduce 
risk through engaging in relationships, and (3) customers are more likely to form 
relationships with individuals (service providers) than with goods. As a result of this, it is 
perceived as harder to switch service providers than brands of physical goods, making 
loyalty more likely to occur in services (e.g. Zeithaml 1981).  

Retail banking comprises private persons’ and SME’s deposits, investments, financing, 
guarantees and transactional services (Hyvärinen 2001). In this study the focus is purely on 
individual customers. The decision to focus purely on private customers was motivated by a 
basic interest in studying the relationships of private individuals who feel, think and behave 
quite differently than organisations do. Due to the differences, it would not have been 
possible to include both private individuals and organisations in the study.   

Bank customers seek to satisfy two basic needs in their banking relationships: firstly the 
need to balance consumption over time through depositing and lending, and secondly the 
need to transfer money between different parties. In addition to the basic needs, customers 
need counselling, i.e. financial advice on a regular basis, and specialist services, i.e. expert 
advice on special financial or legal matters. A final need consists of investment services 
such as purchasing stocks and shares, mutual funds and insurance services. (Normann and 
Haikola 1986; Howcroft, Hamilton and Hewer 2002)  

Howcroft et al. (2002) identify four main categories of financial services that satisfy the 
above-mentioned needs: transaction services, credit-based services, insurance-based 
services and investment-based services. Transaction services include all transaction 
accounts; credit services consist of personal and housing loans; insurance services cover all 
kinds of insurances; and investment services all investments in e.g. stocks, shares and 
pensions.  

Often-used services with great importance for households include transaction accounts with 
auxiliary services (payment services, e.g. online banking) and housing loans. Other 
important services are consumption credits for acquiring capital goods (cars, boats), mutual 
funds, savings accounts and different insurances. (Konkurrensverket 2001:15) Financial 
services also differ in the frequency of use. Some services, e.g. housing loans, are acquired 
very rarely, while others, e.g. transaction services, are in use weekly or even daily.  
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Customers’ levels of involvement and expertise differ across the different categories of 
financial services (Aldlaigan and Buttle 2001; Howcroft et al. 2002). The level of 
involvement for regular services such as transaction services is likely to be low, while it is 
probably higher for more substantial services, such as loans (Aldlaigan and Buttle 2001; 
Howcroft et al. 2002). It is possible that the customers’ involvement and decision-making 
differs across the different product types, and therefore it was motivated to include users of 
different service types in the study.  

A special characteristic of financial services is fiduciary responsibility, which concerns the 
implicit and explicit responsibilities of financial institutions concerning the products they 
sell (Gabbott and Hogg 1997). In banking, this aspect has a special impact at the purchasing 
stage, where a customer may not be granted a loan, despite an active marketing campaign 
from the bank’s side.  

1.4.2 The evolution of the retail banking market 

The financial sector traditionally had only few service providers to meet the demand of the 
market (Konkurrensverket 2001:7). Hence, customers had few opportunities to choose 
between financial instruments, delivery channels and service providers (Becket et al. 
2000:15). Switching banks was costly and difficult and led to little, if any long-term 
benefits, which locked customers in their banking relationships (ibid). The fierce regulation 
of the market also made the competitive situation inactive (Konkurrensverket 2001:17). 
Hence, the banks and their customers traditionally have engaged in long-term relationships, 
where customers often stayed loyal to the same bank throughout their life (Stewart 
1998a:6).  

During the last decade the banking sector in Finland, as well as in most parts of the world 
(Becket et al. 2000:15), has gone through many important changes. The deregulation of the 
market in the mid-1980’s laid the ground for the retail banking business of today, and also 
triggered a movement towards the deep crisis of both the banking sector and the Finnish 
economy in the 1990’s (Hyvärinen 2001). After the crisis, beginning in 1993 ”the new 
economy” started to form (Uotila 2001). “The new economy” is characterised by [a] 
globalisation, [b] well-developed economic politics and [c] high technical development 
(ibid). The deregulation and the new technological solutions have also had a critical impact 
on consumer behaviour (Becket et al. 2000:15).  

The restructuring and cost-cutting implemented to save the banks after the economic crisis 
in the 1990s forced banks away from a traditional physical infrastructure (Uotila 2001), 
which made Finland a world-leader in online banking (Nielsen/NetRatings 2001). In 2003 
73 percent of the Finns had access to the Internet; a dramatic increase from 43 percent in 
2001 (Suomen Pankkiyhdistys 2003). The technological development has lead to a fast 
move from traditional over-the-counter service to online banking, resulting in major 
changes in the distribution channels. In 1992, 39 percent of customers paid most of their 
bills in a branch office; in 2003 the percentage was down to 12 (Suomen Pankkiyhdistys 
2003). Meanwhile the number of bills paid through the Internet increased from two percent 
in 1992 to 34 percent in 2003 (ibid). The second most used mode for bill payment was by 
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ATM (34 %), followed by direct debit (17 %). 12 percent still paid most their bills over the 
counter, while 10 percent mainly used the bank’s payment services. Two percent of 
customer respectively paid either personally to the other party or by telephone. (Suomen 
Pankkiyhdistys 2003) 

In 2003, 40 percent of customers regularly used online banking for bill payment and 34 
percent regularly checked their accounts through the online bank. Over 80 percent of 
customers use their online bank either a few times a week (35%) or a few times a month 
(47%). (Suomen Pankkiyhdistys 2003) 

The increase in online banking has been matched by heavy cuttings in the physical 
networks. The personnel of the Finnish banks has decreased from being over 50 000 in the 
1980’s to fewer than 25 000 in 2000 (Suomen Pankkiyhdistys 2001). During the same time 
the number of branch offices in Finland decreased from 3 500 to 1 700 (ibid).  

The reduced physical network has inevitably decreased the possibilities for physical contact 
with the customer, and has pushed customers to use online banking. The move towards 
increased use of online banking is believed to influence customer loyalty (Mols 1998; 
Becket et al. 2000; Pedersen and Nysveen 2001), but the views on its effect differ. Becket 
et al. (2000) believe that the increased competition and the new electronic channels will 
increase customers’ propensity to switch banks, while Mols (1998) believes that electronic 
channels create loyalty. Pedersen and Nysveen (2001) found that online banking made 
customers with a cognition-based loyalty10 more rational, and less loyal, while customers 
with stronger forms of loyalty were uninfluenced by the change in channel. This indicates 
that customer with different kinds of loyalty may react differently to changes in the 
services.  

The top three reasons why customers choose to use online banking are [a] the possibility to 
access the bank any time, [b] the speed of transaction and [c] the ease of use (Suomen 
Pankkiyhdistys 2001). These factors are likely to improve the service quality compared to 
when a customer visits a branch office, which today is often burdened by heavy traffic and 
queuing. On the other hand customers may also find it easier than earlier to contact 
competing service providers and compare them to the current one, as competing banks can 
be accessed easily through the Internet (Lejeune 2001:377). If the technology makes it 
easier to switch banks, the perceived costs of switching also decrease (Becket et al. 
2000:20). Thereby the same factors that might strengthen the relationship might also 
threaten it.  

After the deregulation of the Finnish banking market, the competitive situation has grown 
constantly tighter. New competitors have entered the market, both in the form of new banks 
and companies offering services that compete with the banks, e.g. mutual funds and 
insurance companies. Mutual funds grew from 5 billion FIM11 in 1994 to 80 billion FIM in 
2000. In addition to this, companies from entirely different industries, e.g. retailing, have 
started offering their customers financial services. A wave of mergers has produced new 
                                                 
10 Cognitive loyalty is defined by Pedersen and Nysveen (2001) as a weak form of loyalty which is based only 
on the product information available to customers. 
11 1 euro= 5,94573 FIM 
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giant banks operating in several countries, and foreign banks have entered the market. 
(Suomen Pankkiyhdistys 2001) The European Union is striving for a common market for 
financial services, resulting in further deregulation (Konkurrensverket 2001:19).  

In the new competitive environment, it is likely that customers are becoming more disposed 
to changes in their buying behaviour, implying that banks can be less certain of their 
customers’ loyalty (Becket et al. 2000:15). When few alternatives are present, customers 
remain loyal even when they are dissatisfied, but when competition increases, customer 
loyalty is rapidly challenged (Jones and Sasser 1995). Customer retention and customer 
relationship management have therefore become key issues for banks.  

 
“Whereas previous generations of bankers took customer loyalty as a given, the new 
generation of banks know that lifelong customers are a thing of the past and that customers 
can and will change their bank if their expectations are not met by their existing provider.” 
(Szymigin and Carrigan 2001:6) 
 

A study in the Swedish market showed that 15 percent of the respondents were currently 
using a larger amount of banks than they had three years earlier, while eight percent were 
using fewer banks (Konkurrensverket 2001:67). A study in New Zealand showed that 41 
percent of bank customers had considered switching banks at some point in their current 
relationship and 22 percent had considered it during the past year (Colgate and Lang 2001). 
In 2003, 200 000 Finns switched banks partially or totally (Kauppalehti 2.3.2004). A 
British study found that wealthy individuals, usually the banks’ most attractive target 
group, have started transferring business from the dominating British banks to online 
services and private foreign banks (Araya 2002). A US study showed similar results: more 
than one-third of wealthy households now consider using independent investment advisers 
or Internet services instead of traditional financial institutions (Best’s Review 2001).  

Retail banking is an interesting context for studying customer loyalty and disloyalty both 
due to its basic nature and due to the realised and potential future changes in the sector. An 
increased understanding of the factors that affect customer loyalty and disloyalty in retail 
banking should be of use for managers interested both in keeping their extant customers 
and in gaining new ones. 

1.4.3 Customer segments in retail banking 

It is evident that not all retail banking customers are the same. It was previously stated that 
this study is limited to individual customers, but there is great heterogeneity also among 
individuals. Customer segmentation can be done based on various demographic or 
psychographic variables. From the bank’s point of view, the most interesting basis for 
segmentation is, however, customer profitability, which is generally linked to the 
customer’s volume or portfolio. 

Storbacka (1994) suggests four different approaches to customer segmentation based on 
profitability measures. Customer can be grouped based on [1] relationship revenue and 
relationship cost, [2] volume, [3] relative profitability, and [4] relationship volume and 
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relationship profitability. These segmentation techniques make it possible to identify 
customers that are profitable or unprofitable for the bank, which should have implications 
for how the relationships to the customers are developed.  

A customer’s profitability or potential profitability for the bank does not only indicate the 
customer’s attractiveness to the bank; it is also an indicator of the customer’s power in the 
relationship. “Good” customers are likely to have more possibilities to influence the 
relationship and when necessary find alternative service providers. Customers who have 
limited funds are more dependent on their bank; they may not have the possibility to find an 
alternative provider e.g. for their housing loan. A customer’s financial situation hence also 
influences the customer’s freedom of choice concerning decision on whether to stay loyal 
or not.  

1.5 Structure of the report  

The study presented in this report includes three phases of data collection. As the study is 
abductive and consists of a dialogue between the conceptual and the empirical world, the 
studies were executed along with the literature review and conceptual development. 
However, a chronological report of this process of interplay between conceptual and 
empirical work was not deemed suitable as a way of reporting the study12. The report is 
structured in a more traditional way, beginning from the conceptual framework and 
continuing by discussing the methodological considerations and reporting the empirical 
phases of the study. In reality the process was not this linear, and the conceptual framework 
continued to evolve during the empirical work. The extensive literature review in the early 
stages of the process, however, resulted in a basic understanding of customer loyalty and 
disloyalty and the factors affecting them. This framework was only modified, not altered 
altogether, during the later stages of the study.  

The structure of the report is outlined in Figure 2. Chapter 1 introduced the background of 
the study and the scientific assumptions that it is based on, as well as the retail banking 
context. Chapter 2 presents the literature review and conceptual foundation, concluding in 
an a priori model of factors that affect customer loyalty and disloyalty. Chapter 3 presents 
the methodology and methods of the study, and Chapter 4 reports the findings of the study. 
Chapter 5 discusses the contribution as well as the managerial implications of the study. 
The trustworthiness of the study is also evaluated and some suggestions for future research 
are made.  

 

 

 

                                                 
12 The chronological report exists in research proposals, previous versions of the manuscript and in research 
diaries and notes. These documents have been used as a basis for this non-chronological report.  
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2 Customer loyalty and disloyalty – a literature review and theoretical 
framework 

According to Silverman (2000:78), theories “arrange sets of concepts to define and explain 
some phenomenon” and provide the foundation for considering the world. The aim of the 
literature review in this chapter is [a] to discuss how the central concepts of this 
dissertation, customer loyalty and disloyalty, have been conceptualised and understood in 
previous research, and [b] to explore factors that previous research has found to influence 
customer loyalty and disloyalty.  

The empirical study draws upon literature on customer loyalty (e.g. Jacoby and Chestnut 
1978; Dick and Basu 1994) and disloyalty (e.g. Keaveney 1995; Roos 1999). Despite their 
closeness, customer loyalty and disloyalty seem to constitute entirely separate bodies of 
literature. Both are, however, important topics also within the relationship marketing and 
management literature (e.g. Liljander and Strandvik 1995; Grönroos 1990; 2000; Liljander 
and Roos 2002), which has been an additional influence of the study. As retail banking is a 
service industry, the service marketing and management literature (e.g. Zeithaml and Bitner 
1996; Grönroos 2000) has been used to gain an insight into how characteristics of services 
influence customer loyalty and disloyalty. The literature streams are depicted in Figure 3. 
The literature on customer loyalty and disloyalty has been most influential for the study, 
and the contribution of the study is also mainly to these bodies of literature.  

 

 

 

 
 
 
 
 
 
 

 

 
 

Figure 3: Literature streams influencing the study  
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The aim of the study is to identify, describe and analyse factors that influence customer 
loyalty and disloyalty. The term loyalty status is used to denote “overall loyalty”, i.e. 
customers’ attitudinal and behavioural loyalty towards a service provider. The introduction 
of this term facilitates the discussion, because in the literature, depending on the focus of 
the study, the term customer loyalty has been used interchangeably for both behavioural 
and attitudinal aspects of loyalty, or for both. Here, the term attitudinal loyalty is used for 
attitudinal aspects, and behavioural loyalty for behavioural aspects of customer loyalty. The 
focus is on customer perceptions of loyalty, i.e. not the service providers’ judgement of the 
customer’s loyalty.  

The study is based on the assumption that both positive and negative factors influence the 
customer’s loyalty status. Factors that affect customer loyalty status positively are termed 
loyalty-supporting factors, while factors with a negative effect on loyalty status are called 
loyalty-repressing factors13. One aim of the literature review is to formulate this argument 
and identify factors that according to the literature affect customer loyalty status positively 
or negatively. 

Understanding the link between customer loyalty and relationships is essential in order to 
know how customer loyalty and disloyalty influence relationships development. Section 2.1 
discusses this link. The remainder of the chapter explores customer loyalty and disloyalty 
and factors that seem to affect customer’s loyalty status. 

2.1 Linking customer loyalty to relationships 

Customer loyalty is a central goal of relationship marketing, supported by numerous claims 
of how organisations can benefit from having loyal customers. Customer loyalty has been 
linked to customer profitability (e.g. Reichheld and Sasser 1990; Anderson and Mittal 
2000) due to reasons such as lower marketing costs, possibilities for cross-selling, and 
premium pricing (e.g. Reichheld and Sasser 1990; Reichheld 1996b; Narayandas 1998). 
Loyal customers are also more likely to become advocates of the organisation, spreading 
positive word-of-mouth (Reichheld and Sasser 1990; Reichheld 1996b; Narayandas 1998).  

Customer loyalty is not only a goal of relationship marketing; it is also conceptually closely 
related to the concept of relationships. Like customer loyalty, relationships have been 
conceptualised as having a behavioural and an attitudinal dimension.  

2.1.1 Behavioural dimension of a relationship 

The basis for all marketing relationships is some form of exchange. Odekerken-Schröder 
(1999:19) defines exchange as “a product/service, financial, information, and/or social 
exchange between a buyer and a seller” and the term exchange itself signifies “giving of 

                                                 
13 The adoption of the terms “loyalty-supporting” and “-repressing factors” was inspired by two sources. 
Nyberg (2002) studied relationship dynamics and used the terms preserving forces and change forces for 
factors affecting relationships. Michalski (2002) studied customer switching behaviour in retail banking, and 
used the terms process supporting and process repressive factors for factors affecting the switching process.  
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one thing and receiving of another in its place” (The Oxford Desk Dictionary and 
Thesaurus). Traditionally marketing exchange was viewed as series of discrete transactions 
aimed at making a profit (Dwyer, Schurr and Oh 1987; Webster 1992; Morgan and Hunt 
1994; Davis 1995). In the 1980s this view was challenged by MacNeil (1980), and Dwyer 
et al. (1987), who introduced a distinction between discrete and relational exchange.  

Discrete exchange is characterised by a distinct beginning and ending, a short duration, 
minimal personal relationships, and a focus on the substance of exchange (Dwyer et al. 
1987). Thereby a discrete transaction is a single, utility-driven exchange of value between 
parties, with no prior or subsequent exchange (Hinde 1979; Webster 1992; Morgan and 
Hunt 1994; Weitz and Jap 1995; Fontenot and Wilson 1997). 

There are different views on where the line between discrete transactions and a relationship 
should be drawn (Odekerken-Schröder 1999:19). Definitions range from “minimalist” (any 
contact is considered a relationship) to “holistic” definitions (a relationship exists only 
when there is both behavioural and attitudinal proof of it). An extreme interpretation of 
when a customer relationship begins is when the customer acknowledges the existence of a 
provider (Arantola 2003). In most cases such a definition is however not operationally 
useful, and therefore more “evidence” that a relationship exists is generally required. Based 
on Webster (1992), Odekerken-Schröder (1999) considers one exchange a sufficient and 
necessary condition for a relationship to exist. Grönroos (2000) also states that  

 
“…even a single encounter includes elements by which a relationship between the service 
provider and the customer can be built” (Grönroos 2000:7) 
 

A common view seems to be that a relationship exists when exchanges are viewed by the 
customer14 in relation to past and future exchanges (Dwyer et al. 1987; Czepiel 1990; 
Anderson 1995; Iacobucci and Ostrom 1996; Odekerken-Schröder 1999). 

 
”One or more exchanges between a buyer and a seller that are perceived by the buyer as 
being interrelated to potential past and future exchanges with the seller” (Odekerken-
Schröder 1999:19)  
 

Relational exchange is hence characterised by longer exchange, where each exchange is 
viewed as part of an ongoing process (Dwyer et al. 1987). In addition, a relationship is 
generally considered to incorporate personal, non-economic aspects (ibid).  

Liljander and Strandvik (1995:150) argue that one episode15 is the starting point of a 
relationship, but not yet a relationship, since it can also be the last episode. They suggest 
that, in addition, the customer’s commitment should be considered, and therefore a repeated 
buy is only a minimum requirement for a relationship to exist (ibid). Little and Marandi 

                                                 
14 The customer view on the relationship can be used to decide when discrete transactions turn into a 
relationship in studies where a customer perspective is adopted (as in this study). In dyadic studies, a 
relationship should be defined based on the perceptions of both actors.  
15 An episode is defined as “an event of interaction which has a clear starting point and an ending point and 
represents a complete service exchange” (Liljander and Strandvik 1995:148). 
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(2003:23) also state that it is generally agreed that a series of transactions where the 
supplier and buyer do not really know each other is not yet a relationship.  

In a banking context, where exchange is usually continuous and based on some kind of 
contract, the relational mode would seem to dominate. Discrete transactions come into 
question only rarely, e.g. when a customer of another bank occasionally visits a competing 
bank to pay a bill or exchange currency. In such contexts, the existence of a contract can be 
used to determine when a relationship exists (Liljander and Strandvik 1995:150). In retail 
banking, the signing of a contract is without doubt when the relationship officially begins, 
which could be considered the behavioural sign that a relationship has been formed. There 
are, however, also attitudinal aspects of when a relationship exists.  

2.1.2 Emotional and attitudinal aspects of relationship existence  

Defining relationships based on a contract or consumer behaviour, albeit complicated, is 
easier than defining a relationship based on emotional or attitudinal dimensions. Statements 
such as “no relationship will exist unless the customer feels that one exists” (Barnes 
1995:1395), “a relationship has developed when a customer perceives that a mutual way of 
thinking exists between customer and supplier or service provider” (Grönroos 2000:33) 
and “the existence of a database does not mean that all the consumers in that database 
have a relationship with the service provider” (Liljander and Strandvik 1995:163) are 
common. The emphasis on customer perceptions indicates that the statements originate 
from studies with a customer perspective on relationship existence. Such studies generally 
emphasise that relationships should be defined from the customers’ point of view, based on 
not only customer behaviour but also on attitudes.  

When emotions or attitudes are introduced into the discussion it becomes increasingly hard 
to determine when discrete transactions turn into relationships. Rather, depending on the 
features of the relationship, it can be considered to be of different strengths or positioned at 
different levels, which has been acknowledged by several authors.  

Liljander and Roos (2002) suggest that relationships range from spurious to true, based on 
the level of trust, affective commitment and perceived relationship benefits. This discussion 
is derived from Jacoby and Chestnut’s (1978) and Bloemer and Kasper’s (1995) definitions 
of loyalty as ranging from spurious to true, also demonstrating the closeness of the concepts 
“relationship” and “loyalty”.  

According to Liljander and Roos (2002), customers in both spurious and true relationships 
continue to buy the service and may appear equally satisfied. The difference lies in their 
degree of commitment to the service provider, defined as the number of service providers 
in use and the affective commitment of the customer (Liljander and Roos 2002:596). 
Affective commitment indicates a strong preference for the provider and perceived service 
superiority compared to other alternatives and is based on perceived benefits and trust 
(Liljander and Roos 2002:596). True and spurious relationships are defined in the following 
way:  
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“A true customer-service relationship is: (1) the biased (i.e. non-random), (2) behavioural 
response (i.e. purchase, word-of-mouth, information sharing and other positive behaviours), 
(3) expressed over time, (4) by some decision-making unit, (5) with respect to one service 
provider out of a set of such providers, which (6) is a function of psychological (cognitive 
and affective) processes, including the presence of trust, relationship benefits and the absence 
of negative bonds, resulting in service-provider commitment.” (Liljander and Roos 2002:595) 
 
“A spurious customer relationship is: (1) the biased (i.e. non-random), (2) behavioural 
response (i.e. purchase), (3) expressed over time, (4) by some decision-making unit, (5) with 
respect to one or more alternative service providers out of a set of such providers, which (6) 
is a function of inertia, trust deficit, weak or absent relationship benefits and/or the existence 
of negative bonds.” (Liljander and Roos 2002:595)  
 

The definitions of both true and spurious relationships include a “behavioural response”, 
implying that a relationship’s existence is, according to this view, defined by customer 
behaviour. If customer behaviour determines whether or not a relationship exists, it follows 
that some kind of behavioural loyalty is a necessary prerequisite for it to exist. In a banking 
setting, the physical sign of such a relationship is the existence of a contract (Liljander and 
Strandvik 1995).  

As will be discussed later, behavioural loyalty can take different forms, depending e.g. on 
how many other providers the customer uses, i.e. the exclusivity of the relationship. The 
amount of services in use on the other hand determines the scope of the relationship. In 
addition to these behavioural aspects, the customer’s attitudes determine the depth of the 
relationship, i.e. whether the relationship is true or spurious. Based on the above discussion, 
the following definition of a relationship in a contract-based context, incorporating 
customer loyalty, is proposed.  

 
A minimum requirement for a relationship to exist is that the customer is in some 
way behaviourally engaged with the service provider, which is manifested by the 
existence of a contract concerning at least one core service. The exclusivity of the 
relationship is determined by how many competing service providers the customer 
uses, whereas the scope of the relationship is determined by the range of products or 
services in use. The depth of a relationship is determined by the customer’s attitudes 
towards the service provider and the relationship.  
 

According to the above definition, customer loyalty status determines what kind of 
relationship is formed between a customer and service provider. The definition hence 
addresses the existence of a relationship from a customer perspective. It should however be 
noted that when adopting a provider- or dyadic perspective, the definition may look 
different. In the following sections, customer behavioural and attitudinal loyalty and 
disloyalty are explored.  
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2.2 Customer loyalty status: behavioural and attitudinal loyalty and disloyalty 

Although many different definitions of customer loyalty exist, the consensus today seems 
to be that loyalty has a behavioural and an attitudinal dimension, and that both merit 
attention (Jacoby and Chestnut 1978; Dick and Basu 1994). According to Jacoby and 
Chestnut (1978) measures of loyalty can be considered to belong to one out of three 
categories: (1) behavioural measures (based on actual overt behaviour or self-reports of 
past behaviour), (2) attitudinal measures (based on preference statements or statements of 
likely behaviour), and (3) composite measures that combine behavioural and attitudinal 
measures (Jacoby and Chestnut 1978). The first approach focuses on behaviour, i.e. repeat- 
buying behaviour, and ignores the cognitive processes underlying that behaviour. The 
second approach focuses on attitudes, where brand loyalty is considered to depend on 
psychological commitment, and ignores the behavioural outcomes of the attitudinal 
processes. The third approach focuses on both behavioural and attitudinal dimensions, 
thereby addressing the complexity of the construct. (Jacoby and Chestnut 1978:9)  

The view adopted in this work is that loyalty should be conceptualised and studied using 
composite measures, i.e. measures capturing both behaviour and attitudes. In this thesis the 
term loyalty status is used to denote the level of “overall” loyalty, comprising the 
customer’s attitudinal as well as behavioural loyalty. In the text, behavioural loyalty is used 
when discussing purely behavioural loyalty, while attitudinal loyalty is used for the 
attitudinal aspects of loyalty. 

2.2.1 Conceptualising loyalty as a combination of behaviour and attitudes 

Copeland (1923, in Jacoby and Chestnut 1978:10) seems to be the first author to 
acknowledge that attitudes towards brands may affect buyer behaviour. In 1969 Day stated 
that when using loyalty as a purely behavioural measure, which had been the dominating 
approach until then, spurious loyalty is included in the loyalty category, making the amount 
of brand loyal customers exaggerated. He suggested that loyalty should be measured as a 
combination of attitudes and behaviour, and proposed a loyalty index as a function of 
proportion of purchases and attitude towards the brand (Day 1969). 

In the late 1960s combinations of behavioural and attitudinal measures grew popular. 
Cunningham introduced a measure of perceived brand commitment, based on customer 
statements about their likely behaviour if their favourite brand were out of stock 
(Cunningham 1967). Based on this, customers were classified into categories of high, low 
and ambiguous loyalty. Jacoby (1971) was the first to propose a distinction between brand-
loyal behaviour and brand-loyal attitudes, stating that  

 
“Brand loyal behaviour is defined as the overt act of selective repeat purchasing based on 
evaluative psychological decision processes, while brand loyal attitudes are the underlying 
predispositions to behave in such a selective fashion.” (Jacoby 1971:26)  
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Jacoby and Chestnut (1978) offered a detailed conceptual definition of brand loyalty, 
including both behavioural and attitudinal dimensions.  

 
“…(brand loyalty) is (1) the biased (i.e. non-random), (2) behavioural response (i.e. 
purchase), (3) expressed over time, (4) by some decision-making unit, (5) with respect to one 
or more alternative brands out of a set of such brands, and (6) is a function of psychological 
(decision-making, evaluative) processes.” (Jacoby and Chestnut 1978:80) 
 

Important contributors to the study of customer behavioural and attitudinal loyalty were 
also Dick and Basu (1994), who conceptualised customer loyalty as a combination of 
repeat patronage and relative attitude towards the target (brand/service/store/vendor, 
Figure 4). The conceptualisation is widely cited in loyalty research.  

 

 

 

 

 

 

 

 

 

Figure 4: Loyalty as a combination of relative attitude and behavioural loyalty (Dick and 
Basu 1994:101) 

Repeat patronage addresses the behavioural aspects of loyalty and hence concerns 
continued use of the same service provider or brand. In contractual settings such as retail 
banking, repeat patronage is not the ideal term for describing a continued relationship. 
“Behavioural loyalty” could be used instead as a more general term, comprising all kinds of 
loyal behaviour.  

Relative attitudes represent the attitudinal dimension of loyalty. The relative attitude 
consists of a combination of degree of attitudinal strength and degree of attitudinal 
differentiation (Dick and Basu 1994). A relative attitude is at its strongest when the target is 
clearly differentiated from other options and the attitude is strong. The relative attitude is at 
its weakest when the degree of differentiation is low and the attitude is weak. Dick and 
Basu (1994) position relative attitudes as antecedents of repeat purchasing.  

By cross-classifying relative attitude and behavioural loyalty, Dick and Basu (1994) 
identified four categories of customer loyalty: loyalty, latent loyalty, spurious loyalty, and 
no loyalty (Figure 4). 
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Loyalty. According to Dick and Basu (1994), loyalty results from a strong relative attitude 
combined with repeat purchasing (Dick and Basu 1994). This would be the ideal case for 
companies striving for loyal customers. Since attitudes are difficult to observe, it can, 
however, be hard to determine if customers are truly or spuriously loyal.  

Latent loyalty. Latent loyalty exists when behavioural loyalty is low or absent, although the 
relative attitude is high. Latent loyalty can be caused e.g. by situational factors and social 
norms that make customers patronise a competing service provider although they have a 
higher relative attitude to another service provider (Dick and Basu 1994). Highly price-
oriented customers may also choose service providers according to price, even if they may 
have a stronger positive attitude towards another provider. It is also possible that customers, 
who are for some reason prevented from switching providers, exhibit latent loyalty to 
service providers other than the one currently in use.  

Spurious16 loyalty. Spurious loyalty stands for behavioural loyalty without the attitudinal 
support. The concept was introduced by Day (1969) for cases of repeat purchasing without 
a strong attitude. In cases of spurious loyalty, customers continue to patronise a service 
provider due to e.g. familiarity, deals, or lack of other alternatives, but do not have a 
corresponding positive relative attitude (Dick and Basu 1994). Spurious loyalty can occur 
in low-involvement product or service categories, where the customer does not perceive 
differences between brands. It can also be the result of interpersonal relationships, where 
patronisation is continued although little differentiation is perceived (Dick and Basu 
1994:101). Liljander and Roos’ (2002) study of customer relationships to car repair shops 
showed that spurious relationships were more common than so-called true relationships. 
The customers were behaviourally loyal but perceived small differences between car repair 
shops and expressed no affective commitment to the service provider. Findings show that 
bank customers perceive a low level of differentiation between banks (Konkurrensverket 
2001). Banking services are intangible and may therefore be hard to compare. They are also 
increasingly offered to similar conditions by competing banks, which makes it likely that 
spurious loyalty is quite common among bank customers. 

No loyalty. The combination of a low relative attitude and no behavioural loyalty indicates 
an absence of loyalty (Dick and Basu 1994:101). In banking, no loyalty would exist for a 
customer who has never used a certain bank, or does not use it anymore, or who does not 
consider the bank as an option, i.e. has a very low relative attitude towards it. A low 
relative attitude might also indicate that the level of differentiation in the market is low.  

2.2.2 An extended model of customer loyalty status 

Attitudes can be positive and negative, but Dick and Basu (1994) focused only on relative 
attitudes with a positive valence. They hypothesised that, in general, loyal customers will 
have a positive, weak or strong, attitude towards the object (Dick and Basu 1994:101). In 
this work, both customer loyalty and disloyalty are studied. Therefore, it is motivated to 
consider positive as well as negative attitudes, and therefore the Dick and Basu (1994) 
                                                 
16 Spurious = not genuine; not what it purports to be; false; counterfeit; sham; fake (The Oxford Desk 
Dictionary and Thesaurus 1997). 
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model was extended to include situations with positive, negative, as well as neutral 
attitudes (Figure 5). The negative and positive attitudes can further be weak or strong, 
resulting in five different categories of attitudes.  

Repeat purchasing does not describe customer behaviour in a banking setting, and therefore 
the term behaviour is used in Figure 5. It is divided into two categories: loyalty and 
disloyalty. Behavioural loyalty can be manifested in repeat patronising or long-term 
relationships, while behavioural disloyalty stands for discontinued patronising or 
relationships, i.e. switching behaviour. It should be noted that behavioural 
loyalty/disloyalty is for simplification presented as a dichotomy with two distinct 
categories. Behavioural disloyalty includes any form of behavioural disloyalty, i.e. both 
partial and total disloyalty.  

Zins (2001) found that it is meaningful to measure relative attitudes only in contexts where 
a strong attitudinal differentiation between providers prevails. According to Dick and 
Basu’s (1994) model, only spurious or no loyalty can exist in contexts with weak or no 
differentiation (Zins 2001:278). Retail banking is a context with a relatively low level of 
differentiation (Konkurrensverket 2001). In such contexts Zins (2001) recommends using 
direct attitudes rather than relative attitudes, and this approach is adopted in this study 
(Figure 5).  

The term customer loyalty status is adopted to describe customers’ overall loyalty, i.e. their 
behavioural and attitudinal loyalty. Hence, the cells in Figure 5 also describe different 
levels of customer loyalty status.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 5: Customer loyalty status as a combination of customer behaviour and attitudes 
(based on Dick and Basu 1994) 

Adopting terms used by Bloemer and Kasper (1995) and Liljander and Roos (2002) and the 
concept of customer disloyalty, the different combinations of attitude and behaviour are 
termed spurious or true loyalty, and spurious or true disloyalty.  
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The extremes in Figure 5 are cells L1, characterised by behavioural loyalty and a highly 
positive attitude, and D5, characterised by behavioural disloyalty and a strongly negative 
attitude. Milder forms are depicted in cells L2 and D4, characterised by loyal or disloyal 
behaviour, with a weaker corresponding attitude. The combination of a positive attitude and 
behavioural loyalty is termed true loyalty, while a negative attitude combined with disloyal 
behaviour is termed true disloyalty.  

The above-mentioned categories (L1, L2, D4, and D5) are examples of situations where 
attitudes and behaviour match, although to different degrees. In addition, there are 
situations where attitudes and behaviour do not match. On the upper right side (D1 and D2) 
there are two degrees of spurious disloyalty, i.e. situations where the attitude is weakly or 
strongly favourable but, for some reason, the behaviour is disloyal. In banking, this might 
be the case if customers are forced to switch banks, e.g. because the current bank did not 
grant a loan, although they would have preferred to stay loyal to the former bank.  

The lower left side (L4 and L5) depicts two degrees of spurious loyalty. The customers in 
cells L4 and L5 have a weak or strong negative attitude to the service provider, but remain 
behaviourally loyal, e.g. because they do not want to go through the trouble of switching 
banks. They may be considered prospective switchers.  

Within the categories of spuriously loyal and disloyal customers there are also customers 
that behave in a loyal or a disloyal way, but have a neutral attitude (L3 and D3). They are 
likely to be uninvolved and uninterested in financial services, and their behavioural loyalty 
or disloyalty is not affected by their attitudes. Loyalty may be a result of inertia, whereas 
changes in the relationship, such as switching, may be caused by situational or other 
external influences.  

As a summary of the above discussion the following general definition of customer loyalty 
status and its different levels is offered.  

 
Customer loyalty status is a combination of customer behaviour and customer attitudes. 
It ranges between true disloyalty, characterised by behavioural disloyalty and a negative 
attitude towards the service provider, and true loyalty, characterised by loyal behaviour and 
a positive attitude. Spurious disloyalty is disloyal behaviour despite a favourable or 
neutral attitude, whereas spurious loyalty is loyal behaviour despite a negative or 
neutral attitude.  
 

In the following sections, the two dimensions of the model, customer behavioural loyalty 
and disloyalty, and customer attitudes are discussed in more detail.  

2.2.3 Customer behavioural loyalty: from loyal to disloyal 

It was previously concluded that a relationship exists when the customer exhibits some kind 
of loyal behaviour towards the service provider. In contractual settings, like retail banking, 
customer behavioural loyalty can be determined by the existence of a contract, and by the 
extent to which the customer uses parallel service providers. Although it is not a general 
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term in the literature, the term disloyalty17 is in this work introduced to denote a lack of 
behavioural loyalty. To my knowledge, the term has been used in an academic marketing 
context only by Rowley and Dawes (2000). They developed the loyalty framework by Dick 
and Basu (1994) further, identifying four types of disloyal customers within the “no 
loyalty” category. As the categories of disloyal customers were identified within the “No 
loyalty” segment, it follows that Rowley and Daves used the term “disloyal” for customers 
with a low relative attitude and no repeat purchasing. However, the term disloyal is in this 
work adopted to describe a lack of behavioural loyalty, regardless of the accompanying 
attitude.  

The following sections briefly review research into customer behavioural loyalty and 
disloyalty.  

2.2.3.1 Research on customer loyalty  

According to Oliver (1997:389), loyalty is a concept that is easy to grasp in everyday 
discussions, but hard to analyse for meaning. Loyalty was first studied for brands. In 1978 
Jacoby and Chestnut (1978:33) counted over 50 definitions of brand loyalty, and the 
number has grown since then. Articles on brand loyalty within the marketing literature can 
be traced back to the 1920s, although the terms brand or loyalty were not explicitly used. 
Brand loyalty as a concept emerged during times when brands and physical goods were the 
focus of interest, but the research is relevant also for analysing loyalty in relational and 
service settings. The following review of the history of customer loyalty research is based 
on Jacoby and Chestnut (1978).  

Early studies of customer loyalty mainly focused on the behavioural aspects of customer 
loyalty. Typical behavioural measures of loyalty include proportion of purchase (e.g. 
Cunningham 1956); purchase sequence (e.g. Kahn, Kalwani, and Morrison 1986) and 
probability of purchase (e.g. Massey, Montgomery, and Morrison 1970). Churchill (1942) 
was the first to collect panel data in order to determine customers’ total buying behaviour, 
their brand loyalty and switching between brands.  

In the 1950s loyalty became more widely known through the works of Brown (Brown 
1952), who used both behavioural and attitudinal approaches, although focusing primarily 
on a sequence-of-purchase measurement. However, Brown paid little attention to the 
reasons for customer loyalty. In 1956 Cunningham introduced the concept of market share 
or proportion-of-purchase index as an indicator of behavioural loyalty. According to this, a 
family was typically considered loyal to a brand if it allocated more than 50 percent of its 
purchases within a product category to one brand.  

In 1959 Pessemier observed shopping behaviour through laboratory simulation, with the 
aim of studying how price increases and decreases affected customer behaviour, reaching a 
                                                 
17 Dictionary definitions of the term “disloyal” include the following: “not loyal, unfaithful, faithless, untrue, 
false, untrustworthy, treasonable, treacherous, unpatriotic, subversive, renegade” (The Oxford Desk 
Dictionary and Thesaurus), “unfaithful, alienated, cheating, disaffected, double-crossing, estranged, faithless, 
false, perfidious, recreant, seditious, snaky, subversive, traitorous, treacherous, treasonable, two-faced, two-
timing, unloyal, unpatriotic, untrue, untrustworthy, wormlike” (Roget’s 21st Century Thesaurus). 
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price-until-switching measure of brand loyalty. This research marked a shift from studying 
whether brand loyalty exists to studying its degree, i.e. its strength. At the same time Kuehn 
(1958) and Lipstein (1959) contributed to the field by introducing stochastic modelling. 
These approaches enabled the formation of new measures, such as Lipstein’s (1959) 
probability of repurchase and average staying time with the brand. Frank (1962) continued 
work on Kuehn’s model and introduced measures for return purchase probability.  

The measures mentioned above are purely behavioural, and reflect the fact that a majority 
of the studies of customer loyalty have focused on customer behaviour. Many traditional 
measures of customer loyalty are not suitable in a relational setting, such as banking 
relationships, where purchases are not made in an episodic manner but continuously, based 
on a contract. The purely behavioural measures also ignore the factors underlying customer 
behavioural loyalty, and are insufficient to explain how and why brand loyalty develops 
(Jacoby and Chestnut 1978:41; Dick and Basu 1994:100). As a response to this deficiency, 
contemporary measures and definitions of customer loyalty also acknowledge the 
attitudinal dimensions of customer loyalty. This is discussed further in section 2.2.4 below.  

According to Oliver (1997:390) the basic elements in the loyalty research have remained 
constant since the book by Jacoby and Chestnut was published in 1978. In summary, one 
can say that the trend in brand loyalty research has been toward a more complex 
understanding of brand loyalty, where both attitudes and behaviour are taken into account 
(e.g. Dick and Basu 1994). 

2.2.3.2 Research on customer disloyalty 

Customer disloyalty is approached in studies of relationship ending, a much younger and 
less well-developed field of research than the study of customer loyalty. Relationship 
ending has been studied in several contexts, using terms such as switching behaviour (e.g. 
Keaveney 1995; Popkowski, Peter and Timmermans 1997; Mittal and Lassar 1998; Bansal 
and Taylor 1999; Roos 1999; Athanassopoulos 2000), customer exit (e.g. Bolton 1998; 
Stewart 1998a; 1998b); termination (e.g. Hocutt 1998), breakdown (e.g. Stewart 1998a), 
customer defection (e.g. Colgate et al. 1996; Garland 2002), relationship dissolution 
(Hocutt 1998; Holmlund and Strandvik 2001; Tähtinen 1999;2001), relationship ending 
(Stewart 1998a; Tähtinen and Halinen 2002); attrition (Szymigin and Carrigan 2001) and 
churn (Keaveney and Parthasarathy 2001). Decline in relationships prior to its ending has 
also been approached in studies of fading (Grönhaug, Hejnesand and Koveland 1999; 
Åkerlund 2000). Several different streams of research can be discerned within the body of 
literature (see Figure 6).  
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Figure 6: Streams of research on relationship ending (adapted from Michalski 2002)  

The areas of interest for this study are depicted as grey cells in Figure 6. Hence, the present 
study draws upon research from the business-to-consumer and service marketing fields. As 
the focus is on customer loyalty and disloyalty, the study limits itself to studying customer-
initiated relationship ending, although it is acknowledged that in some cases the actions of 
the bank (e.g. denying the customer a loan) can provoke the customer’s decision to end the 
relationship. Research on customer-initiated relationship ending can roughly be divided 
into four different approaches. Most studies have focused on identifying antecedents of 
relationship ending (e.g. Keaveney 1995; Athanassopoulos 2000) while a much smaller 
number of studies have explored the process of relationship ending (e.g. Roos 1999; 
Michalski 2002). Through data mining, some studies (e.g. Trubik and Smith 2000) attempt 
to identify characteristics of disloyal customers, while others aim at establishing defection 
rates (e.g. Lewis 1991; Rust and Zahorik 1993; Colgate et al. 1996). With regard to the 
aims of this study, the three first-mentioned approaches are most interesting.  

2.2.3.3 Defining customer behavioural loyalty and disloyalty 

On a general level, the dichotomy of behaviourally loyal/ behaviourally disloyal customers 
is used in this work. It is however a simplification, since it is likely that, rather than being 
purely behaviourally loyal or disloyal, customers exhibit different levels of behavioural 
loyalty or disloyalty. Between the extremes lie different combinations of partial loyalty and 
disloyalty. As depicted in Figure 7, partial behavioural loyalty cannot exist without the 
presence of partial behavioural disloyalty.  
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Figure 7: Total and partial behavioural loyalty and disloyalty 

Behavioural disloyalty in a banking setting means that the customer switches service 
providers. Switching can vary from total (all services switched to another bank) to partial 
(some service switched, the others remain) (Roos 1999). In the former case the relationship 
is ended, while in the latter case the relationship continues, although with a decreased share 
of the customer portfolio. For a contract-based service, such as retail banking, total 
behavioural disloyalty (switching) is denoted by a breach of all service contracts with the 
former provider. 

Partial behavioural disloyalty can take two forms. Partial disloyalty that includes a switch 
of service providers implies that the customer switches some, but not all of the services. 
The tangible sign of this is that the contract(s) concerning the switched service(s) are 
broken. For the switch to be partial, it is required that at least one service remains with the 
former service provider. Partial disloyalty without a switch occurs when the customer starts 
using a new service provider in addition to the previous one, without transferring any 
services from the previous provider. This kind of disloyalty implies that the service 
provider loses a share of the customer, although it does not lose any of the customer’s 
former volume. This kind of behavioural disloyalty is denoted by the signing of contracts 
with the new service provider.  

The operationalisation of customer behavioural loyalty and disloyalty for the empirical 
phases of the study is discussed in Chapter 3, but the following general definitions of 
partial and total behavioural loyalty and disloyalty in a contractual services setting are 
proposed as a basis for the study18:   

 
Total behavioural loyalty is the biased, continued use of the services provided by one 
exclusive service provider. The sign of total behavioural loyalty is the existence of 
service contract(s) concerning all the services within that category used by the 
customer.  
 

The term biased refers to the behaviour being non-random (Jacoby and Chestnut 1978; 
Bloemer and Kasper 1995; Liljander and Roos 2002). Continued refers to some temporal 
duration, which needs to be defined based on the context (see discussion of 
operationalisation of behavioural loyalty in retail banking in Chapter 3). Exclusive signifies 
that the customer is using only one service provider, which is a prerequisite for total 
                                                 
18 The definitions borrow elements from definitions of loyalty by Jacoby and Chestnut (1978) and Lovelock, 
Vendermerwe and Lewis (1999). 
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behavioural loyalty. Exclusivity also implies that the bank is the customer’s main bank. In 
contractual settings, the existence of a contract for the services is the tangible evidence of 
customer behavioural loyalty.  

Partial behavioural loyalty is defined as follows:  
 
Partial behavioural loyalty is the biased, continued use of some, but not all, 
previously used services of one service provider. The sign of partial behavioural 
loyalty is that at least one service contract remains active, although one or more other 
contract(s) are broken. 
 

By definition (see Figure 7) customers are always simultaneously partially behaviourally 
loyal and partially behaviourally disloyal.  

 
Partial behavioural disloyalty is the biased, discontinued use of some, but not all 
previously used services provided by one service provider. The sign of partial 
behavioural disloyalty is the breach of one or more, but not all, contract(s) of service 
delivery. 
 

The definitions of partial behavioural loyalty and disloyalty focus purely on cases where 
services are switched and not on those cases where the customer makes no changes to the 
previous relationship, but starts using a new provider for one or more new service(s). Such 
partial behavioural (dis)loyalty is not addressed in this study.  

Total behavioural disloyalty implies that all services are switched to another service 
provider, and therefore also constitutes the ending of a relationship. Total behavioural 
disloyalty is defined as:  

 
Total behavioural disloyalty is the biased, discontinued use of all previously used 
services provided by one service provider. The sign of total behavioural disloyalty is 
the breach of all contracts concerning service delivery. 

2.2.4 Customer attitudinal loyalty: from positive to negative 

An attitude is “an opinion or way of thinking” (The Oxford Desk Dictionary and 
Thesaurus) and serves an object appraisal function (Dick and Basu 1994:100). Dick and 
Basu (1994) and de Ruyter, Wetzels and Bloemer (1998) include affective, conative and 
cognitive aspects in their conceptualisation of an attitude. This follows a tradition of 
determining attitudes referred to as the three-component model (Rosenberg and Hovland 
1960). As noted by e.g. Zins (2001), such a conceptualisation of attitudes however covers 
also behavioural components. The three-component model is therefore now considered 
unsatisfactory as it includes evidence of relevant behaviour in the cognition/behaviour part 
of the conceptualisation (East 1997:124). This kind of definition automatically assumes a 
link between attitudes and behaviour (ibid). Fishbein and Ajzen (1975) and Ajzen and 
Fishbein (1977) rejected the three-component model, choosing to treat attitudes purely as 
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an evaluative concept. This conceptualisation has been widely adopted in consumer 
behaviour research. Dick and Basu (1994), however, used the three- component model in 
their conceptualisation of attitudes, although taking one step further by focusing on relative 
attitudes.  

Butcher, Sparks and O’Callaghan (2001) focused on the attitudinal aspects of customer 
loyalty, and defined it as the “psychological attachment of a customer to a particular service 
provider” (Butcher, Sparks and O’Callaghan 2001:313). Based on a review of the service 
literature, they identified four dimensions of attitudinal loyalty: [1] advocacy of the service 
to others, [2] tendency to resist switching to alternate service providers, [3] identification 
with the service provider, and [4] having a relative preference for the service ahead of other 
competitors. The concept of advocacy includes positive word-of-mouth, recommending the 
service to others, encouraging others to use the service, and defending the service 
provider’s virtues (Butcher, Sparks and O’Callaghan 2001:311). The tendency to resist 
switching has been conceptualised as immunity to competitive pull or as bonding to another 
even though it seems contrary to self-interest (ibid). Identification with the service provider 
implies a sense of ownership (ibid), where a customer refers to “my bank”. Several authors 
see customer preference for a service provider as a central part of customer loyalty (e.g. 
Dick and Basu 1994; Gremler and Brown 1996; Oliver 1999).  

The concept of commitment is closely related to customer attitudes. Zins (2001:271) 
suggests that commitment describes an attitude’s strength. Chaudhuri and Holbrook 
(2001:82) define attitudinal loyalty as “a degree of dispositional commitment in terms of 
some unique value associated with the brand” and as “the level of commitment of the 
average consumer towards the brand” (Chaudhuri and Holbrook 2001:83). Commitment 
has also been defined as “an enduring desire to maintain a valued relationship” (Moorman, 
Zaltman and Deshpande 1992:316). 

In this study, attitudes are approached through customer feelings of loyalty, a purely 
attitudinal concept. It is argued that the customer’s feeling of loyalty comprises the 
customer’s attitudes towards the relationship, which can be positive, neutral or negative 
(see Figure 5). A positive attitude implies that the customer feels positively about being 
involved in the relationship, whereas a negative attitude implies that the customer perceives 
some negative aspects of being involved in it. When the customer feels neither positively 
nor negatively about the relationship, the attitude is neutral. I argue that customer attitudes 
towards the relationship are closely linked to customer attitudes towards the service 
provider, and that the valence of the attitude towards one also determines the valence of the 
attitude towards the other. The customer attitude towards the relationship is here considered 
a result of the customer’s overall evaluation of the service provider and the relationship. 
Such an overall evaluation comprises the customer’s accumulated experience of and beliefs 
about the service provider and the relationship, including attitudinal constructs such as e.g. 
commitment or affect. Customer attitudinal loyalty is defined as follows:  
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Customer attitudinal loyalty equals the customer’s overall attitude towards the 
relationship. A positive attitude implies that the customer feels positive towards the 
relationship, whereas a negative attitude implies the opposite. A neutral attitude 
implies indifference: the customer perceives the relationship neither positively nor 
negatively.  
 

In the following section the discussion of customer loyalty status continues by discussing 
potential factors that affect it.  

2.3 Factors that affect customer loyalty status 

The previous sections discussed the concept customer loyalty status as a combination of 
customer behaviour and attitudes. This section focuses on exploring changes in customer 
loyalty status and factors that affect those changes.  

2.3.1 Changes in loyalty status 

The fact that loyalty changes over time has been widely acknowledged and modelled in the 
literature. Aaker (1991) describes a loyalty pyramid where loyalty grows from indifference 
to commitment. Jones and Sasser (1995) describe a continuum where customers on the 
lowest level intend to switch, and at the highest level are highly enthusiastic advocates of 
the company. Curasi and Kennedy (2002) identified levels of loyalty, ranging from 
customers being “prisoners” to “apostles”. Oliver (1997) theorized that customers first 
become loyal in a cognitive sense (loyalty based on brand beliefs), then in an affective 
sense (a liking for the subject has developed), thirdly in a conative sense (behavioural 
intentions have formed) and, lastly, loyalty is exhibited in the form of action, where the 
intent is turned into behaviour.  

One of the few models that have also been supported by empirical findings is the Benefits 
of Customer Retention (BCR) Ladder introduced by Narayandas (1998). The model 
proposes a cumulative order for uni-dimensional BCR-measures, predicting a hierarchy of 
different behaviours displayed by customers at different levels of the ladder. The levels 
identified in the model are, beginning from the lowest level of loyalty: [1] won’t switch 
immediately to superior products from competition, [2] will say positive things about you, 
[3] likely to re-buy, [4] will wait if product is in short supply, [5] will pay more, [6] will not 
be affected by adverse comments by experts, [7] very likely to re-buy, and [8] enthusiastic 
advocate (Narayandas 1998). Due to the cumulative nature of the ladder, a customer on a 
certain level of the ladder should also exhibit the behaviours on all the lower levels (ibid). 
The ordering of the levels is however likely to be context-specific (Narayandas 1998:112) 
and the order depicted above was obtained from a study in the PC industry.  

If customer loyalty status changes over time, what is it that changes? In previous sections 
loyalty was found to consist of both behaviour and attitudes, which indicates that changes 
in loyalty status can take place through changes in either customer behaviour or attitudes, 
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or in both. As a result of this, different possible combinations of change in the two 
dimensions exist, as depicted in Figure 8.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 8: Changes in loyalty status as a result of changes in behavioural and attitudinal 
loyalty  

Figure 8 is an application of the loyalty models presented previously (Figure 4 and Figure 
5). Behavioural loyalty can increase (+ in the figure), decrease (-) or remain unchanged (0). 
An increase in behavioural loyalty in a banking context could e.g. consist of the customer 
moving all services to one service provider, hence becoming totally behaviourally loyal to 
that service provider. A decrease in behavioural loyalty takes place when a service is 
switched to a competitor. An increase in customer attitudinal loyalty could take place e.g. 
when a customer has a highly positive experience, which makes the attitude towards the 
relationship grow more positive. A negative attitudinal change could conversely result from 
a negative experience.  

The cell in the centre (00) of Figure 8 represents a stable situation, where neither behaviour 
nor attitudes have changed; no change in loyalty status has hence occurred. The three cells 
in the upper left corner (+0, ++, and 0+) depict situations of increase in the loyalty status 
due to a positive change in either behaviour or attitudes, or in both. The three cells in the 
bottom right corner depict a negative change in either attitudes (-0), behaviour (0-) or both 
(--). These three combinations represent a weakening of the loyalty status. In the bottom 
left cell (+-), behavioural loyalty has decreased, while the attitude has grown more positive. 
This could be the case if a customer switches service providers reluctantly and finds the 
new service provider inferior to the previous one. In the top right corner (-+) the attitude 
has grown more negative while the behaviour has grown more loyal. This could be the case 
when there are few alternatives in the market or only a certain service provider is willing to 
provide the service. The customer is therefore forced to use the service provider (in banking 
e.g. concerning a loan). Concerning these two situations (+- and -+) it is impossible to 

++
Attitude stronger

Behaviour stronger

0+
Attitude unchanged
Behaviour stronger

-+
Attitude weaker

Behaviour stronger

+0
Attitude stronger

Behaviour unchanged

00
Attitude unchanged

Behaviour unchanged

-0
Attitude weaker

Behaviour unchanged

+-
Attitude stronger
Behaviour weaker

0-
Attitude unchanged
Behaviour weaker

- -
Attitude weaker

Behaviour weaker

BEHAVIOURAL 
LOYALTY

ATTITUDINAL LOYALTY

Increased

Unchanged

Decreased

Increased Unchanged Decreased

+ Increase

- Decerase

0 Unchaged



 37

know the consequences of the conflicting changes in attitudes and behaviour on overall 
customer loyalty status, as it is likely to depend upon the magnitude of the positive and 
negative changes.  

It seems obvious that attitudes and behaviour do change, but what is causing these changes? 
In this study, it is assumed that every customer is influenced by factors with a positive 
effect on customer loyalty status, hence maintaining or strengthening it, and by factors with 
a negative, weakening effect on loyalty status. Factors with a positive effect are called 
loyalty-supporting factors, while factors with a negative effect are called loyalty-repressing 
factors. A loyalty-supporting factor is defined in the following way:  

 
A loyalty-supporting factor is a factor that works to maintain or increase customer 
loyalty status by increasing customer behavioural loyalty and/or attitudinal loyalty.  
 

A loyalty-repressing factor is defined as:  
 

A loyalty-repressing factor is a factor that decreases customer loyalty status by 
causing disloyal behaviour and/or by decreasing attitudinal loyalty.  

 
The assumption is that a customer’s loyalty status depends on the combined effect of 
loyalty-supporting and -repressing factors. An important remark is that both kinds of 
factors are likely to exist in all relationships, but their relative frequency or importance 
determines the customer’s loyalty status.  

Figure 9 summarises the discussion in previous sections by depicting customer loyalty 
status as a combination of customer behavioural and attitudinal loyalty. Positive changes in 
loyalty status are the result of positive changes in customer behaviour and/or attitudes, 
whereas negative changes in customer loyalty status result from negative changes in 
customer behaviour and/or attitudes. Positive changes are caused by loyalty-supporting 
factors, whereas negative changes result from loyalty-repressing factors.  
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Figure 9: The effect of loyalty-supporting and -repressing factors on customer loyalty status  

In the following sections, loyalty-supporting and -repressing factors are discussed in more 
detail.  

2.3.2 Loyalty-supporting factors 

As customer retention and relationship maintenance are central concepts of the relationship 
marketing paradigm (Harker 1999), considerable research has been conducted about factors 
that maintain relationships (Palmer and Bejou 2001). Initially, the focus of these studies 
was on studying the situational and personality factors most likely to result in a sale, but the 
development has been towards studying factors that facilitate relationship development 
(ibid). However, there have been few attempts to study the interaction of relationship 
developing and sustaining factors (ibid), and even fewer to study the interaction between 
factors with a positive or negative effect on relationships.  

Reasons for relationship maintenance, which requires customer behavioural loyalty, have 
been studied from an economic and a psychological perspective. The economic perspective 
considers economic factors such as the costs and benefits of staying loyal, while the 
psychological perspective considers affective factors such as satisfaction and commitment 
(Bendapudi and Berry 1997). As pointed out by Morgan and Hunt (1994) and Bendapudi 
and Berry (1997), both approaches need to be considered to obtain a full picture of 
customer loyalty.  

According to Bendapudi and Berry (1997), customers stay loyal to a service provider either 
because they want to, or because they do not perceive any other options. They used 
romance theories to define relationships as dedication- or constraint-based, although they 
are not mutually exclusive. Constraint-based loyalty occurs when customers believe they 
cannot exit a relationship due to economic, social, or psychological costs (Johnson 1982). 
Customers in a dedication-based relationship desire continuance (Bendapudi and Berry 
1997). Bendapudi and Berry (1997:18) propose that constraints can make a relationship 
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persist, while dedication can make it grow. Both factors that cause dedication and 
constraining factors are hence loyalty-supporting factors, but with different effects on the 
customer loyalty status. Figure 10 depicts the different outcomes of dedication and 
constraint identified by Bendapudi and Berry (1997).  

 

 

 

 

 

 

 

 

Figure 10: Outcomes of dedication and constraint (Bendapudi and Berry 1997:19) 

Both dedication and constraint lead to relationship maintenance (Bendapudi and Berry 
1997:28), i.e. to behavioural loyalty. The relationship is however different depending on the 
reason for its maintenance; dedication or constraint (ibid). This difference consists of the 
attitudinal dimension of customer loyalty, i.e. customer attitudes towards the relationship.  

Bendapudi and Berry (1997) identified interest in alternatives and acquiescence as 
outcomes of constraints. An interest in alternatives implies some degree of negative attitude 
towards the service provider, and Bendapudi and Berry (1997:28) also postulate that 
constraints are likely to maintain a relationship only as long as the constraints exist. 
Acquiescence consists of passive agreement with the partner (Morgan and Hunt 1994) and 
can result from both dedication and constraints (Bendapudi and Berry 1997).  

Dedication can result in cooperation, relationship enhancement, identity, and advocacy 
(Bendapudi and Berry 1997). Cooperation differs from acquiescence in that it requires 
active participation (Morgan and Hunt 1994) and is defined as working together to achieve 
mutual goals (Anderson and Narus 1990). Relationship enhancement refers to the customer 
making investments in the relationship to broaden it, e.g. by buying additional services 
(Bendapudi and Berry 1997). Identity results from the customer thinking of the service 
provider in proprietorial terms (Bendapudi and Berry 1997) (e.g. “my bank”). Customer 
advocacy is often positioned as a sign of strong customer loyalty, and is also believed to 
result from dedication.  

Constraining factors can prevent customers from switching by impacting their behavioural 
loyalty, but may have adverse effects on their attitudes, demonstrated e.g. by an interest in 
alternative providers or opportunistic behaviour (Bendapudi and Berry 1997; Wetzels, de 
Ruyter and van Birgelen 1998). Dedication-promoting factors on the other hand make 
customers want to stay loyal, thereby influencing both customer attitudes and behaviour 
positively (Bendapudi and Berry 1997; Wetzels et al. 1998). This is depicted in Figure 11.  
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Figure 11: The effect of dedication- and constraint-promoting factors on customer loyalty 
status 

The link between attitudes and behaviour is frequently debated in the consumer behaviour 
literature. Customer attitudes are commonly considered to precede customer behaviour (e.g. 
Jacoby and Chestnut 1978; Dick and Basu 1994), but some authors point out that an 
attitude may also be affected by behaviour (e.g. Solomon, Bamossy and Askegard 1999). In 
Figure 11 attitudes and behaviour are depicted as influencing each other (double-sided 
arrows), without taking a stance concerning which influences which. However, the 
relationship between attitudes and behaviour implies that the potential negative effect of 
constraining factors on customer attitudes may also indirectly have a negative effect on 
customer behaviour. 

2.3.2.1 The role of commitment 

The difference between constraint- and dedication-based loyalty lies in their effect on 
customer attitudinal loyalty; dedication-promoting factors make customers want to remain 
loyal, while constraining factors promote behavioural loyalty by hindering customers from 
switching. Close to the concept of dedication, commitment is frequently defined as a desire 
to maintain a relationship (Moorman, Deshpande and Zaltman 1993; Morgan and Hunt 
1994). Dwyer et al. (1987) describe it as a pledge of continuity, and Pritchard, Havitz and 
Howard (1999) as resistance to change.  

There are however different subtypes of and views on commitment in the literature 
(Wetzels et al. 1998). In a conceptualisation and study of employees’ commitment to an 
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organisation, Allen and Meyer (1990) identified three types of commitment to an 
organisation: affective, continuance and normative. Affective (or emotional) attachment 
exists when a strongly committed individual identifies with, is involved in, and enjoys 
membership in an organisation (Allen and Meyer 1990). Affective commitment is defined 
as an affective state of mind that is based on a person sharing, identifying with and 
internalising the values of an organisation and thereby implies liking and emotional 
attachment (Morgan and Hunt 1994). This kind of commitment is likely to lead to the 
above mentioned desire to continue a relationship, i.e. dedication. Continuance 
commitment refers to cases where the individual tends to engage in consistent lines of 
activity to avoid costs of discontinuing the relationship (Allen and Meyer 1990). Normative 
commitment exists when the individual feels responsible towards the organisation, and 
exhibits behaviours towards it because he feels it is the right and moral thing to do (ibid). 
Although the categories were developed in an employee-employer setting, they are also 
applicable in a customer-provider setting, and have been applied previously for describing 
consumption relationships (Gruen, Summers and Acito 2000; Fullerton 2003).  

Morgan and Hunt (1994) and Wetzels et al. (1998) use the term calculative commitment for 
the normative and continuance commitment used by Allen and Meyer (1990). Calculative 
commitment is more behavioural than affective in that it stems from a cognitive evaluation 
of the instrumental worth of a continued relationship (Morgan and Hunt 1994). Geyskens, 
Steenkamp and Kumar (1999:304) define this kind of commitment as the perceived need to 
“maintain a relationship given the significant anticipated termination or switching costs 
associated with leaving”.  

Continuance and normative commitment (calculative commitment) constitute constraints 
which keep customers behaviourally loyal as long as the internal costs (costs of staying in 
the relationship) are less than the external costs (costs of switching) (Wetzels et al. 1998). 
Figure 12 depicts the different kinds of commitment and their effect on constraint or 
dedication.  

 

 
 
 
 
 
 
 
 
 
 

Figure 12: Dedication- and constraint-based loyalty as a result of different kinds of bonds 
and commitment  
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In the literature, bonds have also been identified as influencing relationship maintenance. 
Sheth and Parvatiyar (1995:256) link bonds to commitment by stating that the greater the 
bonding, the greater the customer’s commitment to the relationship. Similarly Arantola 
(2003:67) states that “the combination of bonds constitutes the state of commitment for an 
actor” and that a bond is an actor’s perception of a driver for continuing the relationship.  

Bonds have been characterised as positive, negative and neutral (Liljander and Strandvik 
1995; Arantola 2003). Negative bonds act as switching barriers or barriers to exit (i.e. 
constraints) while positive bonds make customers want to stay (causing dedication) 
(Storbacka et al. 1994; Liljander and Strandvik 1995; Colgate and Lang 2001; Liljander and 
Roos 2002; Arantola 2003). In this study all factors that make customers stay behaviourally 
loyal out of other reasons than desire are considered constraints, i.e. negative bonds. It 
seems likely that positive bonds cause positive (i.e. affective) commitment, which results in 
dedication-based loyalty. Negative bonds on the other hand cause calculative (continuance 
or normative) commitment, causing constraint-based loyalty.  

This section identified bonds and commitment as factors influencing the effect of the 
loyalty-supporting factors. In the following sections, the discussion of factors with a 
possible loyalty-supporting effect is continued by discussing factors promoting dedication 
or constraint in more detail.  

2.3.2.2 Loyalty-supporting factors that cause dedication 

Dedication-based relationships are based on the customer’s willingness to be involved in a 
relationship. Such relationships are believed to reduce customers’ interest in alternative 
offers, and reduce their information search activities (Bendapudi and Berry 1997). A key 
characteristic of dedication-causing factors is that customers perceive them positively, 
thereby causing dedication rather than constraint. By reviewing the literature, the following 
main categories of factors that cause dedication were identified: affective commitment, 
positive bonds, trust, relational benefits, satisfaction and service quality, and company 
image. It should be noted that some of these factors are closely related or may be 
antecedents of each other and that the list of factors is not an all-inclusive list of factors that 
could potentially cause dedication.  

Affective commitment was in the previous discussion positioned as an antecedent of 
dedication. Allen and Meyer (1990:2 define it as “affective or emotional attachment to the 
organisation such that the strongly committed individual identifies with, is involved in, and 
enjoys membership in the organisation”. The use of the concept of commitment in 
marketing, e.g. the commonly used definition by Morgan and Hunt (1994) of commitment 
as an enduring desire to maintain a valued relationship, refers to this kind of affective 
commitment. Affective commitment is a psychological state which results from customers 
liking or even loving, and therefore becoming emotionally attached to their service provider 
(Fullerton 2003). Chaudhuri and Holbrook (2001:82) defined brand affect as a brand’s 
potential to elicit a positive emotional response in the consumer as a result of using the 
product. Friendship (Price and Arnould 1999), rapport (Gremler and Gwinner 2000) and 
trust (Morgan and Hunt 1994) have also been identified as central for the formation of 
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affective commitment. Research suggests that affective commitment is the most effective 
kind of commitment for developing and maintaining relationships (Wetzels et al. 1998). It 
has a positive effect on [1] intentions to stay in the relationship, [2] desire to stay in a 
relationship, [3] performance and [4] willingness to invest in a relationship (ibid). On the 
other hand it has a negative impact on [1] interest in alternatives, and [2] opportunistic 
behaviour (ibid). 

As depicted in Figure 12, only positive bonds create dedication (Arantola 2003:60). Bonds 
can be positive, negative or neutral (Liljander and Strandvik 1995; Arantola 2003) and 
several bond types exist as both positive and negative. Economic (Hammarkvist, 
Håkansson and Mattsson 1982) or financial bonds (Berry 1995) can be perceived as 
positive by the customer if the current service provider is perceived to provide superior 
economic conditions, e.g. special pricing (Arantola 2003:63). Legal bonds (Hammarkvist et 
al. 1982) can promote dedication if the fact that both parties are bound by an agreement, 
e.g. concerning a loan, makes the customer feel more secure and therefore dedicated to the 
relationship (Arantola 2003:63). Knowledge bonds (Hammarkvist et al. 1982) can be 
perceived as positive if familiarity reduces risks and increases customers’ comfort levels 
(Arantola 2003:63). Structural bonds (Berry and Parasuraman 1991) exist if the service 
level and structure appeal to the customer (Arantola 2003:63). Geographical bonds 
(Liljander and Strandvik 1995) can promote dedication if the customer chooses to remain 
loyal to a bank due to its origin, i.e. prefers a local bank (Arantola 2003:63). According to 
Arantola (2003), psychological, emotional, value, cultural and language bonds (Johnson 
1982; Storbacka et al 1994; Liljander and Strandvik 1995; Arantola 2003) exist when the 
customer feels compatibility with the service provider’s values, culture and language and is 
therefore motivated to stay in the relationship (Liljander and Strandvik 1995; Arantola 
2003:63).  

Trust in a relationship partner has been positioned as a central factor for customer loyalty 
(e.g. Berry 1995; Bendapudi and Berry 1997; Chaudhuri and Holbrook 2001) and is a 
principal factor causing dedication (Berry 1995; Bendapudi and Berry 1997). Trust has 
been defined as the willingness to rely on an exchange partner in whom one has confidence 
(Moorman et al. 1992) or confidence in an exchange partner’s reliability and integrity 
(Morgan and Hunt 1994). Chaudhuri and Holbrook (2001:82) define brand trust as the 
customer’s willingness to rely on the ability of the brand to perform its stated function. 
Trust causes dedication because it reduces the costs of negotiating agreements (Williamson 
1981; Bendapudi and Berry 1997) and lessens customers’ fear of opportunistic behaviour 
by the service provider (Bendapudi and Berry 1997). In social psychology trust is 
considered to consist of two elements: trust in the partner’s honesty, and trust in the 
partner’s benevolence (Wetzels et al. 1998). Honesty is the belief that a partner stands by 
his word, while benevolence is the belief that the partner is interested in the customer’s19 
welfare, and will not take actions with negative impact on the customer (ibid)  

Relational benefits consist of the customer’s perception of benefits that are available to the 
customer as a result of being involved in a relationship. Gwinner, Gremler and Bitner 
                                                 
19 The definition by Wetzels et al. (1998) includes the word company, implying the client company, but in the 
context of this study, the term customer is better suited. 
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(1998) define a relational benefit as those benefits the customers receive from long-term 
relationships above and beyond the core service performance. Arantola (2003:72) identifies 
three categories of benefits: monetary rewards, soft rewards, and recognition20. Monetary 
rewards consist of either (a) free items/services or (b) discounts or bonuses (see also 
Gwinner et al. 1998). Soft rewards are special treatment benefits that Arantola (2003) 
divides into (a) convenience benefits, e.g. fast service, avoided search and learning costs, 
(b) customisation benefits, e.g. special service or preferential treatment, and (c) specials, 
e.g. happenings and seminars or gifts. Recognition consists of (a) confidence benefits, e.g. 
feelings of comfort, security, trust, (b) relevance benefits, i.e. important role in the 
customer’s life, creating meaning for the customer, and (c) social benefits, which can be 
either tangible signs of the relationship or benefits realised by personnel, e.g. personal 
recognition or friendship. Social benefits are also referred to as social bonds or 
interpersonal relationships (Berry 1995; Colgate and Lang 2001:333; Arantola 2003:63). 

Satisfaction has generally been thought of as a key factor influencing customer loyalty 
(Oliver 1997; 1999), but already since the 1980s voices have been raised to be wary of 
assuming that satisfaction is a guarantee for loyalty (Deming 1986; Reichheld 1996a; 
Oliver 1999). The current trend is to consider the intensity of satisfaction in order to 
understand the relationship between satisfaction and loyalty. Customers that are entirely or 
very satisfied show a lower propensity for switching (Stauss and Neuhaus 1997; Mittal and 
Lassar 1998). On the other hand, Söderlund (1998) states that despite the positive 
association between satisfaction and loyalty, increasing satisfaction does not necessarily 
cause an equal increase in loyalty. Successful service recovery or the handling of critical 
events is likely to have a positive effect on customer satisfaction and is one reason 
customers want to stay with their service provider (Storbacka et al. 1994:29; Colgate and 
Lang 2001:334). Service recovery comprises all activities undertaken by an organisation to 
compensate for a loss experienced by a customer as a result of service failure (Grönroos 
1998). Service recovery has been recognised as a key element in successful customer 
retention (Tax, Brown and Chandrashekaran 1998). Different dimensions of satisfaction are 
further discussed in section 2.3.4.4.  

Company image has also been found to have an important influence on customer loyalty 
(Bloemer, de Ruyter and Peeters 1998; Zins 2001). Zins (2001) found company image to 
have an even stronger impact on future customer loyalty than satisfaction. He believed that 
the importance of company image is especially high concerning complex services (in his 
study airline services) where customers tend to use extrinsic cues (such as company image) 
rather than intrinsic cues (e.g. service characteristics) (Zins 2001:287). The reason for 
considering company image a dedication-promoting factor is that it is hard to imagine in 
which way it could act as a constraint. If the company image is perceived positively it can 
promote dedication, but it can hardly constrain the customer. When company image is 
perceived negatively it is likely to act as a loyalty-repressing factor.  

                                                 
20 Arantola (2003) refers to Gwinner, Gremler and Bitner (1998), O’Brien and Jones (1995), Christy et al. 
(1996) and Sheth and Parvatiyar (1995).  
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2.3.2.3 Loyalty-supporting factors that act as constraints 

As discussed previously, constraint-based loyalty exists when customers feel bound by 
negative bonds, causing calculative (continuance or normative) commitment. Constraints 
have a positive effect on behavioural loyalty but not on attitudes, and may even have 
adverse effects on customer attitudes. Hence, constraining factors have a weaker positive 
effect on customer loyalty status. Bendapudi and Berry (1997:18) acknowledge the 
different effect of dedication- and constraint-provoking factors by postulating that 
constraints will only determine whether a relationship will persist, whereas dedication 
determines whether it will grow.  

The main characteristic of constraint-based loyalty is that it exists for other reasons than the 
customer’s desire to remain loyal. The aim of this section is to discuss possible factors that 
act as constraints. The previously discussed factors, calculative (normative and 
continuance) commitment and negative bonds are inevitably among these factors. When a 
relationship is maintained due to calculative commitment, it will only continue as long as 
the benefits of remaining in the relationship exceed the benefits of switching service 
providers. The benefits and costs are influenced by bonds, switching barriers (e.g. Colgate 
and Lang 2001) or switching costs (e.g. Maute and Forrester 1993; Jones, Mothersbaugh 
and Beatty 2002). These different terms are to a large extent used to describe the same or 
very similar concepts. In the following some main factors that can be considered to act as 
constraints are discussed. These include different kinds of negative bonds as well as other 
barriers to switching.  

Economic costs or bonds. Costs of switching, broadly defined, can occur from entry fees or 
from lost benefits or bonuses at the former service provider (Johnson 1982; Bendapudi and 
Berry 1997; Arantola 2003:63) and thereby work to prevent a customer from switching. 
Colgate and Lang (2001:333) conceptualise the different forms of economic costs incurred 
when switching service providers as either termination costs of leaving the provider or 
joining costs of starting a new relationship. Jones et al. (2002:443) mention the set-up costs 
of starting a new relationship, e.g. paying a membership fee. Consumers commit 
themselves to establishing, developing, and maintaining relationships with providers that 
give superior valued benefits (Colgate and Lang 2001:333). This can be considered an 
investment in the relationship, which is lost if the relationship is discontinued. Continued 
patronage also leads to benefits that are lost if the relationship is terminated (Turnball and 
Wilson 1989; Maute and Forrester 1993). Once a consumer has made this investment, it 
may become a constraining reason to stay with a service provider (Gwinner et al. 1998). 
Jones et al. (2002:443) call these psychologically important, albeit economically less 
important costs sunk costs, and define them as customer perceptions of the time, money and 
effort invested in establishing and maintaining a relationship.  

Search and evaluation costs. Pre-switching search and evaluation costs represent consumer 
perceptions of the time and effort invested in finding an alternative service provider and 
evaluating options (Jones et al. 2002:443). Some of the characteristics of services, i.e. 
service intangibility, heterogeneity and inseparability of production and consumption, make 
these costs important, especially for services (Zeithaml 1981). Even experienced banking 
customers may find it hard to describe which services they are using and how much they 
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cost, which also makes it difficult to compare alternatives. For private customers in 
particular the pricing of services is complex and can demand a substantial effort to compare 
between banks (Konkurrensverket 2001:38). 

Learning costs, knowledge bonds or post-switching behavioural and cognitive costs can 
work as constraining factors if the customer perceives that it is too demanding to learn to 
know a new service provider (Arantola 2003:63), and the services provided there. Research 
on conditioning suggests that when customers have a possibility to learn certain responses 
(behaviours) in a relationship they will be more inclined to maintain these relationships 
(Sheth and Parvatiyar 2000). In banking, the online services in particular can create 
knowledge bonds. Jones et al. (2002:443) refer to post-switching behavioural and cognitive 
costs concerning consumer perceptions of the time and effort needed to learn and adapt to 
new procedures and routines.  

Perceived risk or uncertainty costs. Consumer behaviour is motivated by a wish to reduce 
risk, and therefore consumers develop different strategies for this (Sheth and Parvatiyar 
2000:179). One way of reducing risk is to become loyal to brands, products, stores or 
marketers, thereby reducing the set of choices (Sheth and Parvatiyar 2000:179). Staying 
loyal to one provider reduces the cost of purchasing by limiting uncertainty (Storbacka et 
al. 1994; Becket et al. 2000:17; Sheth and Parvatiyar 2000). Sheth and Parvatiyar 
(2000:179) state that the greater the need for information, knowledge, and expertise in 
making choices, the greater the consumers’ propensity to engage in relational behaviour. 
Bhattacharya and Bolton (2000:335) propose that customers have a greater propensity for 
engaging in relational behaviours in sectors categorised by heterogeneity among 
alternatives, high perceived switching costs, and higher levels of perceived risk. In a 
banking context these views are interesting, since banking is typically a service that 
requires customers to have information, knowledge, as well as expertise in order to be able 
to compare alternatives.  

Perceived risk results from customers’ uncertainty about the outcomes of a change, as there 
is a risk surrounding the performance of an unknown or untested service provider (Colgate 
and Lang 2001:334; Jones et al. 2002:443). Perceived risk is considered to have six 
components: financial, performance, social, psychological, safety, and time/convenience 
loss (Murray and Schlachter 1998). Perceived risks are related to several of the other 
constraint categories.  

Lack of perceived available or attractive alternatives. Relationship extrinsic factors such as 
the market structure, i.e. the availability of alternatives, can prevent the customer from 
switching, since customers are encouraged to maintain relationships by lack of choice or 
attractive alternatives (Storbacka et al. 1994:29; Bendapudi and Berry 1997; Becket et al. 
2000:17; Colgate and Lang 2001:334). Storbacka et al. (1994:29) and Colgate and Lang 
(2001:334) make a distinction between the “objective” market situation (actual amount of 
service providers in the market) and the customer’s perception of the situation. The 
customer perceives only those as potential service providers that are included in the 
customer’s evoked set (Sutton 1987; Storbacka et al. 1994:29; Colgate and Lang 2001:334). 
In a Swedish study, nine percent of the respondents stated that they did not perceive any 
realistic alternatives to the bank currently in use (Konkurrensverket 2001:69). A lack of 
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perceived alternatives may result from a low degree of differentiation. Even if the customer 
is aware of other possible service providers, a low degree of differentiation may cause the 
customer to perceive little differences between the providers, and therefore not perceive 
benefits large enough for switching (e.g. Andreason 1985; Ping 1993; Bejou and Palmer 
1998; Colgate and Lang 2001).  

Legal bonds bind customers through an agreement preventing exit (Hammarkvist et al. 
1982; Liljander and Strandvik 1995; Arantola 2003:63). In banking, mortgage deeds can be 
tied so that excess amounts of the mortgage deed cannot be used as security for a loan at 
another bank (Konkurrensverket 2001:43). This might make it impossible for the customer 
to seek new loans at another bank and can therefore act as a powerful barrier to switching. 
Time-bound financial services, e.g. deposits or loans, can create barriers to switching if 
they cannot be altered before the point of maturity.  

Structural bonds exist if the customer has achieved preferential treatment that would 
demand time to reach elsewhere (Berry and Parasuraman 1991; Arantola 2003:63). 
Structural bonds can incorporate time, knowledge and economic bonds. In banking, 
structural bonds can exist if a customer has reached high in the customer loyalty program 
and does not want to lose that position.  

Geographical bonds exist if the service location ties the customer to the provider (Liljander 
and Strandvik 1995; Arantola 2003:63). Storbacka et al. (1994:29) include geographic 
bonds among the relationship extrinsic factors driving relationship longevity. In banking, 
this could occur for customers who feel a need to live close to a branch office and therefore 
feel they cannot switch banks.  

Social costs consist of the customer’s perception of loss related to a switch of service 
providers in a social sense, i.e. related to the loss of contact to appreciated contact persons 
(Johnson 1982).  

Customer apathy, passivity, inertia, habit, convenience, lack of motivating event. The 
continuous nature of banking services makes it easy to continue using the service without a 
real desire to do so (Becket et al. 2000:16), and as long as the customer does not perceive 
strong enough reasons to switch banks, the easiest solution is to stay loyal. It has been 
claimed, and findings support the notion, that behavioural loyalty in banking is seldom a 
result of strong affective loyalty or active decision making, but rather of feelings of apathy 
or inertia, i.e. spurious loyalty (Knights, Sturdy and Morgan 1994; Stewart 1998a; Colgate 
et al. 1996; Howcroft et al. 2002). Inertia keeps customers engaged in relationships due to 
either low motivation for change or a low level of involvement (Jacoby and Chestnut 
1978). In a Swedish study customers who had considered switching banks, but stayed loyal, 
were asked about the reasons for deciding to stay with the former bank. The most common 
answer was that the customer just never ”got up to it” or that the customer never found 
time to do it (Konkurrensverket 2001:68).  

If a relationship has been maintained due to constraints, there is a high risk that it will be 
terminated if the constraints stop existing (Bendapudi and Berry 1997). In addition, 
customers who have remained in a relationship due to constraints may attempt to restore 
their freedom of choice, and therefore pay more attention to alternative offers (Brehm 
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1966). There is also a risk that customers who feel forced to use a certain service provider 
will perceive only a series of transactions, rather than a relationship to the service provider 
(Barnes 1997). Constraints result from calculative commitment, and Wetzels et al. (1998) 
state that calculative commitment will make customers interested in developing alternatives 
to the relationship and will provoke opportunistic behaviour, which ultimately will have a 
negative effect on the relationship. Although constraints have a short-term positive effect 
on customer behavioural loyalty, their possible negative effect on customer attitudes can in 
the long run have a negative effect also on behavioural loyalty.  

2.3.3 Loyalty-repressing factors 

The previous sections have discussed factors that support customer loyalty status by 
affecting either customer attitudes or behaviour positively. Loyalty-repressing factors on 
the other hand work against relationship maintenance by decreasing customer behavioural 
loyalty or by having a negative effect on customer attitudes towards the relationship.  

Loyalty-repressing factors are not the direct opposites of loyalty-supporting factors. While 
loyalty-supporting factors have to exist in every relationship in order for it to continue, 
loyalty-repressing factors are not necessary in a relationship, and, from a management 
point-of-view, ideally do not exist at all.  

Loyalty-supporting factors can be perceived by the customer as either positive and 
dedication-promoting (with a positive effect on both customer attitudes and behaviour) or 
as negative constraints (with a short-term positive effect on customer behaviour, but a 
potential negative effect on attitudes, and thereby a potential future negative effect on 
customer behaviour). Loyalty-repressing factors cannot be divided in this manner. In 
theory, one can distinguish between factors that have a primary effect on attitudes and 
factors that have a direct negative effect on behaviour (see Figure 13). The term trigger has 
been used in studies of customer switching behaviour to denote factors that start a 
switching process (Roos 1999; Michalski 2002), i.e. for factors with a direct effect on 
customer disloyalty. Such triggers of disloyal behaviour are in Figure 13 distinguished 
from other loyalty-repressing factors by their direct negative effect on customer loyalty 
behaviour. The triggers will also be separately identified in the empirical study.  
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Figure 13: The effect of loyalty-repressing factors on customer loyalty status 

Loyalty-repressing factors can be identified by studying the relationship ending literature 
and its findings concerning antecedents of relationship ending. Most articles within the 
field of relationship ending also identify reasons for it (e.g. Finkelman and Golan 1990; 
Higie, Price and Fitzmaurice 1993; Bolton and Bronkhurst 1995; Keaveney 1995; Colgate 
et al 1996; Chakravarty, Feinberg and Widdows 1997; Bolton 1998; Hocutt 1998; Mittal 
and Lassar 1998; Bansal and Taylor 1999; Roos 1999; Athanassopoulos 2000; Colgate and 
Hedge 2001; Michalski 2002; Nyberg 2003). Most studies of antecedents of relationship 
ending have been conducted in one specific context, although exceptions exist. For example 
Keaveney (1995) and Higie et al. (1993) conducted research across several sectors. It seems 
that the banking industry is one of the most popular settings for research on customer-
initiated relationship ending.  

In a study of over 500 users of 45 different services, Keaveney (1995) identified eight main 
categories of reasons for switching service providers. This study is widely cited and has had 
an important impact on subsequent research. Bansal and Taylor (1999), Roos (1999) and 
Colgate and Hedge (2001) among others were inspired by Keaveney’s (1995) exploratory 
work. The categories identified by Keaveney (1995) can be recognised in several other 
studies (e.g. Colgate and Hedge 2001; Mittal and Lassar 1998; Rust and Zahorik 1993; 
Chakravarty et al. 1997) and are also relevant in a banking context. In the following, these 
categories as well as other antecedents of relationship-ending identified in a banking 
context are discussed. The aim of the discussion is to present some potential loyalty-
repressing factors, not to construct an all-inclusive list. The discussion of loyalty-repressing 
factors continues with greater depth in the empirical part, Chapter 4.  

 
Customer loyalty status

Loyal Disloyal

Customer Attitude  

NegativePositive 

Likely influence

Potential influence

Customer Behaviour

Positive 
changes

Negative 
changes

Loyalty-repressing
factors

Behavioural
triggers

Factors
affecting
attitudes



 50

Pricing issues include all the reasons for bank switching that are related to interest rates, 
margins and fees, and they seem to be important reasons for bank switching (Finkelman 
and Goland 1990; Keaveney 1995: Chakravarty et al. 1997; Colgate and Hedge 2001; 
Konkurrensverket 2001). A Swedish study found that more than half of the cases of bank 
switching had been caused by dissatisfaction with pricing issues (Konkurrensverket 2001).  

Inconvenience (Finkelman and Goland 1990; Keaveney 1995; Chakravarty et al. 1997) 
includes both factors related to the location of the bank and to inconvenient opening hours 
(Finkelman and Goland 1990). 

Core service failures (Keaveney 1995; Chakravarty et al. 1997; Colgate and Hedge 2001) 
concerns instances where there is a problem with the financial service itself.  

Service encounter failures (Finkelman and Goland 1990; Keaveney 1995; Levesque and 
McDougall 1996; Konkurrensverket 2001) in a banking setting seem to include foremost 
unfriendly, insufficient service (Finkelman and Goland 1990; Konkurrensverket 2001) or 
long waiting times (Konkurrensverket 2001).  

Variety-seeking has been identified as one reason for customer switching behaviour (e.g. 
van Trijp, Hoyer and Inman 1996; Sheth and Parvatiyar 2000; Konkurrensverket 2001). If 
customers become bored or satiated they might purposefully seek variation by switching 
service providers (Sheth and Parvatiyar 2000:176). Routinisation and variety-seeking 
behaviour evolves in cycles, with the routine-seeking periods dominating (Sheth and 
Parvatiyar 2000:176). Van Trijp et al. (1996) further distinguish between true and derived 
variety-seeking behaviour. True variety-seeking consists of switching for the sake of 
variety itself, i.e. for the stimulation it brings to the situation, whereas derived variety-
seeking consists of switching motivated by something else than an intrinsic wish to seek 
variety (ibid).  

Response to service failure (Finkelman and Goland 1990; Keaveney 1995; Levesque and 
McDougall 1996) or service recovery concerns how the bank has handled situations of 
service failure. If the response is not satisfactory, it may provoke a customer to switch 
banks.  

Changes in staff has also been found to influence customer switching behaviour 
(Chakravarty et al. 1997) which is likely to be a symptom of the social bonds that form 
between employees and customers.  

Service denial (Colgate and Hedge 2001). A special characteristic of financial services is 
that due to the service provider’ fiduciary responsibility, they are not necessarily provided 
to all interested, and being denied a service forces customers to seek alternative providers.  

Buying a new apartment (Higie et al. 1993; Konkurrensverket 2001) is an important reason 
for bank switching as a housing loan is an important enough service to spur customer’s 
interest for comparing options. The need for a new apartment is often related to changes in 
the customer’s life situation. In general, customer’s need for financial services are closely 
related to the customer’s life cycle (e.g. Storbacka 1994). 
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The previous sections have discussed potential loyalty-supporting and -repressing factors. 
In the following section the discussion is deepened further by analysing different sources of 
these factors.  

2.3.4 Sources of loyalty-supporting and -repressing factors 

Research from various fields provides ideas for the sources of loyalty-supporting and -
repressing factors. Bendapudi and Berry (1997) identify four main categories of variables 
that affect customers’ receptivity to relationship maintenance: environmental, partner, 
customer, and interaction variables. Halinen (1994) considered three main groups of 
factors influencing relationships between advertising agencies and their clients: factors 
related to the environment, factors related to the parties (to the companies, the individuals 
and the groups representing them), and factors related to the tasks that are executed in 
relationships. 

Roos (1999) stated that changes in a relationship are caused by [1] changes or defects in the 
interaction process, [2] changes in the customer or [3] in the provider, [4] in the 
competitors or [5] in the environment (Roos 1999:114). Roos (1999) further identified three 
categories of triggers of switching processes depending on their sources. Reactional 
triggers stem from the relationship; the customer reacts to something negative in the 
relationship and is triggered towards switching. Situational triggers exist in the customer’s 
life situation or in the situation the relationship exists in. Influential triggers are related to 
the category of product or service being purchased, but stem from the environment, e.g. 
competitors’ actions.  

Fournier (1998) studied cases of discontinued brand relationships and found that factors 
causing relationship ending, conceptualised as different forms of “stress”, stemmed from 
the environment, the partners or the relationship. Environmental stress was defined as 
situationally imposed (e.g. moving to a new area) or intrusion of alternatives (disturbance 
from competing alternatives). Partner-oriented stress was defined as either personally 
induced or managerially imposed. Personally-induced stress was caused by changes in the 
customer’s personality, roles, needs, or values, rendering the consumer-product fit 
unacceptable. Managerially imposed stress consisted of managerial decisions to terminate 
the relationship or alter the brand. Relationship or dyadic stress results from problems 
within the relationship, e.g. breach of rules or trust, failures to keep promises, or 
perceptions of neglect.  

As a synthesis of the above discussion, factors that affect customer loyalty status are in this 
study considered to stem from [1] the environment the relationship exists in, [2] the service 
provider, [3] the customer and the customer’s life situation, [4] the interaction between the 
parties, or [5] the product/core service characteristics21. The sources of loyalty-supporting 
and -repressing factors are outlined, defined and exemplified in Table 2.  

                                                 
21 This category was derived from the task-related category of Halinen (1994). It is here considered that a task 
in a b-to-b setting is matched by the products or core services exchanged in a b-to-c setting.  
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Table 2: Sources of loyalty-supporting and -repressing factors  
Source of 
factors 

Derived from Definition Banking example 

Environment Halinen (1994) 
Bendapudi and Berry 
(1997) 
Fournier (1998) 
Roos (1999) 

Factors stemming from 
outside the customer-
provider dyad 

 Market situation 
 Competitors’ 

actions 

Service provider Halinen (1994) 
Bendapudi and Berry 
(1997) 
Fournier (1998) 
Roos (1999) 

Factors stemming purely 
from the provider or the 
customer’s perception of 
the provider 

 Image of the bank 
 Mergers 

Customer Halinen (1994) 
Bendapudi and Berry 
(1997) 
Fournier (1998) 
Roos (1999) 

Factors stemming purely 
from the customer (e.g. 
personality) or the 
customer’s life situation.  

 Customer level of 
expertise 

 Changes in life 
situation, e.g. need 
for new apartment  

Interaction Halinen (1994) 
Bendapudi and Berry 
(1997) 
Fournier (1998) 
Roos (1999) 

Factors that exist as a 
result of the interaction 
between the service 
provider and the 
customer.  

 Positive and 
negative incidents  

 Satisfaction/ 
dissatisfaction 

Product/core 
service 

Halinen (1994) Factors linked directly to 
the product or core service 
itself or its characteristics.  

 Prices, margins, 
interest rates 

 Availability of loans 
 

The loyalty-supporting (dedication- or constraint-promoting) factors as well as the loyalty -
repressing factors can hence be further categorised based on which source they stem from. 
The framework depicted in  

 

Figure 14 is proposed to work as a general framework for analysing factors affecting 
customer loyalty according to the sources they stem from. It is suggested that the 
framework can be used as an analytical tool in any context, but the specific loyalty-
supporting and -repressing factors should be identified separately for each context.  
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Figure 14: A framework of loyalty-supporting and -repressing factors and their sources  

The grey arrows in  

Figure 14 depict the dynamic relationship between the different parts of the framework. 
Any specific factor affecting customer loyalty status can be identified [1] as stemming from 
one of the five sources, [2] as being either loyalty-supporting or                   -repressing, and 
[3] as having an effect on customer dedication or constraints (if the factor is loyalty-
supporting) or as having a negative effect on customer behaviour or attitudes (if the factor 
is loyalty-repressing). Depending on its kind, the factor influences customer loyalty status 
either positively or negatively.  

However, customer loyalty status, at any point in time, is likely to influence how customers 
perceive different factors (symbolised by the arrow upwards from loyalty status). A 
behaviourally loyal customer with a positive attitude caused by dedication is e.g. likely to 
have a higher tolerance for a service failure than a customer whose behavioural loyalty is 
imposed by constraints and accompanied by a negative attitude.   

In the following sections the five sources are discussed in more detail. The discussion is 
kept on a general level, as the aim is to identify specific factors that seem to influence 
customer loyalty and disloyalty in the retail banking sector based on the empirical study. It 
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should also be noted that all factors discussed previously in sections 2.3.2 and 2.3.3 could 
also be categorised depending on the source they stem from, but in order to avoid repetition 
this is not done here.  

2.3.4.1 Factors from the environment source 

Any relationship exists in a context, an environment, and the effect of the environment on 
relationship maintenance, and thereby also on customer loyalty, has been confirmed in 
several contexts (e.g. Bendapudi and Berry 1997; Fournier 1998; Roos 1999). According to 
Bendapudi and Berry (1997), three general environmental variables have received attention 
in the literature: dynamism, munificence, and complexity.  

Environmental dynamism refers to the unpredictability of environmental change: a dynamic 
environment is turbulent from the customer’s point of view. Consumer behaviour is 
motivated by a wish to reduce risk (Sheth and Parvatiyar 2000:179) and in a dynamic 
environment, engaging in a relationship is one way to reduce risks and uncertainty 
(Bendapudi and Berry 1997; Sheth and Parvatiyar 2000). The greater the uncertainty, the 
greater the customer’s dependence on the partner (Bendapudi and Berry 1997) and the 
greater the customer’s propensity to engage in relational behaviour (Sheth and Parvatiyar 
2000:179). The banking market has been highly dynamic during the last decade. The 
market has changed rapidly concerning services, distribution channels, actors in the market, 
and business logic. In particular, customers who are not keen on adopting new technology 
can easily become dependent on their bank, feeling a comfort in dealing with a previously 
known provider. On the other hand, the dynamism has resulted in a broader range of 
service providers and services, which might make some customers more interested in 
switching providers.  

Environmental munificence refers to the availability of alternative partners (Cook 1977). 
When there are few competing alternatives, customers become more dependent on their 
partners (Bendapudi and Berry 1997). The number of available alternatives has frequently 
been identified as an important factor affecting customer loyalty (e.g. Storbacka et al. 1994; 
Nyberg 2002). The Finnish banking market has developed steadily towards greater 
munificence, which should make customers less dependent on their providers.  

Environmental complexity refers to how the customer perceives the complexity of the area 
and the activities needed (Bendapudi and Berry 1997). The complexity of the environment 
is always a judgement made by the customer, and is therefore dependent on customer 
expertise. For some customers it may seem easy to choose and manage banking services, 
while others are highly dependent on their provider for advice (ibid). Financial services are 
complex, and can be hard for an inexperienced customer to grasp. If customers find it hard 
to compare banks, it is also hard for them to grasp the differences between them and their 
offerings. If this is the case, the customer does not expect improvements through switching 
banks, and is therefore not likely to switch. A low degree of differentiation should therefore 
act to strengthen the relationship, while a high degree of differentiation should motivate 
customers to seek the best alternative.  
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The above-mentioned categories all refer to the market situation, which is inevitably an 
important aspect of the environment. In addition, environment factors can stem from other 
aspects of the environment, such as reference groups or competitors.  

The influence of reference groups on customer behaviour has been well documented (e.g. 
Childers and Rao 1992; Sheth and Parvatiyar 1995). Particularly concerning services, 
which are intangible and heterogeneous (Zeithaml and Bitner 1996), customers tend to rely 
on recommendation from peers. Duncan and Moriarty (1997) call such information 
unplanned messages, and state that they are the most credible messages. Unplanned 
messages comprise e.g. word-of-mouth, references and news stories. In the context of 
relationship ending in industrial contexts, Havila (2002) and Tähtinen (2002) have 
emphasised the network effects of relationship dissolution. In a business to consumer 
setting the customer’s network is also likely to influence a relationship. 

Competitors can have an influence on customer loyalty towards a service provider through 
intrusion (Fournier 1998). As stated previously, the number of available alternatives is an 
important environmental variable, but in addition, the activities of the alternative providers 
is important. Direct offers, campaigns etc can catch customer’s attention and potentially 
cause changes in the loyalty status.  

Loyalty-supporting environment factors can impose either dedication or constraints. 
Dedication could be provoked by environment factors e.g. if the customer feels that the 
current provider is truly superior to the competition, without feeling that there is a lack of 
alternatives in a negative sense. A lack of alternatives constitutes an environmental 
constraining factor, either because there simply are no competitors (monopoly in the market 
or in the geographical area) or because the competitors are not willing to offer their services 
to the customer (e.g. other banks would not grant a needed loan).  

2.3.4.2 Factors from the provider source 

According to Bendapudi and Berry (1997), three kinds of general provider variables affect 
customer motivations for maintaining relationship: relationship-specific investments made 
by the partner, perceived expertise, and perceived similarity.  

Relationship-specific investments (RSI) made by the partner are investments made in a 
relationship that cannot easily be transferred to another relationship (Williamson 1981). 
The act of investing in a relationship communicates commitment to the relationship 
(Bendapudi and Berry 1997) and should therefore evoke trust (Ganesan 1994). Trust has 
been positioned as an important factor for dedication (Berry 1995). In a retail banking 
setting, activities aimed especially at preserving the relationship could be considered RSIs. 
Such activities consist e.g. of active communication with the customer, assigning a personal 
advisor to the customer, or other preferential treatment.  

When customers perceive that the partner has high expertise, they are more likely to trust 
the partner (Bendapudi and Berry 1997). Perceived expertise may also increase dependency 
on the partner if the customer feels that the expertise is rare or hard to substitute (ibid). In 
retail banking, the service provider is expected to possess expertise. Recent research shows 
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that one important reason that affluent investors are switching to new niche banks is that 
they do not trust the expertise of large banks, especially concerning investment advice 
(Araya 2002). Zeithaml, Parasuraman and Berry (1990) also identified competence, 
security and credibility, closely related to the expertise factor, as important factors.  

Perceived similarity has been found to have an impact on relationship maintenance 
(Bendapudi and Berry 1997). Similar partners are more attractive, liked better, and more 
trusted (ibid). Perceived similarity is closely linked to another important provider factor: 
the image of the provider (e.g. Nguyen and LeBlanc 1998; Grönroos 2000). The image has 
even been suggested to act as a general filter of the customer’s quality perception 
(Grönroos 2000), implying that a positive image would work as a loyalty-supporting factor 
while a negative image would work as a repressing factor. In Finland it has traditionally 
been common to patronise a certain bank depending on social status and geographical area. 
This can be the result not only of feeling an affinity with the bank, but also with the fellow 
customers. During the last decade the banking market has evolved dramatically, resulting in 
several mergers and changes of names. Many customers have found themselves being 
customers of banks with new names and have also been forced to accept transfers to new 
branches and contact persons. This has had an impact on how banking relationships have 
developed, and therefore it can be generally argued that changes of all sorts, e.g. mergers, 
have an effect on relationships. As human beings are by nature resistant to change, it is 
likely that changes are more often perceived as loyalty-repressing factors, but it is not 
impossible that they can be loyalty-supporting if the customer perceives that the change is 
for the better.  

2.3.4.3 Factors from the customer source 

The inclusion of the category “customer” among the source categories implies that 
customer characteristics are assumed to have an impact on customer loyalty. Studying the 
effect of customer characteristics on choice and decision processes follows an established 
tradition in consumer behaviour research (Bendapudi and Berry 1997). Already in the 
1970s Jacoby and Chestnut (1978:116) suggested that distinguishing characteristics of loyal 
purchasers should be studied in order to grasp the phenomenon of brand loyalty.  

 
“The distinguishing characteristics that should be examined include the standard socio-
economic and demographic factors as well as a wide variety of social (e.g. opinion 
leadership) and individual difference factors. Are there tendencies for individuals with certain 
socio-economic, demographic, or psychological characteristics to be more or less loyal? 
Despite mixed findings regarding the tendency to be brand loyal across different product 
categories (i.e. ‘general’ brand loyalty), it is quite possible that, with improved brand loyalty 
measures, characteristics could be identified that would relate to general brand loyalty 
tendencies.” (Jacoby and Chestnut 1978:116) 
 

The impact of customers’ differing motivations for engaging in or maintaining relationships 
with service providers has often been ignored, but service firms could benefit from 
identifying customers’ receptivity to relationships (Bendapudi and Berry 1997). Each 
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customer differs in terms of personality, experiences, resources and knowledge, which are 
also likely to influence customer loyalty.  

Demographic differences concerning e.g. household income, education, age, and 
geographic area have also been found between behaviourally loyal and disloyal customers 
in several sectors such as retailing (e.g. East et al. 1997), banking (e.g. Trubik and Smith 
2000; Konkurrensverket 2001) and online services (e.g. Keaveney and Parthasarathy 2001). 
Importantly, Söderlund (2001) points out that although a relationship between loyalty and 
demographic factors exist, it is important to understand the underlying reasons for this. It 
seems natural that banking customer who have more funds are more interested in 
comparing banks, and that a higher level of education provides better possibilities for 
actively choosing between banks.  

Closely related to demographic factors, the customer’s life situation also has an impact on 
customer loyalty. In certain stages of the customer life cycle, customers become more 
interested in financial matters (Storbacka 1994:127). Typical instances when financial 
matters become important are getting married, moving to or buying a new apartment, the 
birth of the first child, the first full-time job, divorce, and deaths in the family (e.g. 
Storbacka 1994; Strandvik and Liljander 1994; Konkurrensverket 2001; Michalski 2002). 

Customers have different resources at different points in life, which affects consumption 
decisions (Gabbott and Hogg 1997:34). Gabbott and Hogg (1997) identify the effect of 
economic, temporal and cognitive resources on consumption. Customer involvement, 
personality and experience are identified as additional resources (ibid). 

Economic resources is a clear discriminator between customers, making some customers 
able and/or prepared to pay for more than a commodity, while others do not have the 
possibility to choose. Temporal resources refer to customers’ time budget. Due to 
inseparability of production and consumption, services are particularly sensitive to time 
(Gabbott and Hogg 1997:36). Banking is typically a service where changes require a certain 
investment in terms of time, and therefore all unnecessary changes might be avoided by 
persons with restricted time resources. Cognitive resources refer to an individual’s ability 
to process information in order to reach product-specific knowledge (Gabbott and Hogg 
1997:37). This processing capability is especially important in evaluating complex services 
such as financial services (ibid). A low level of knowledge makes the customer feel 
insecure, which is likely to result in avoidance of all unnecessary changes. People’s 
personalities develop during their lifetime and are an enduring dimension expressed in 
interactions with the environment and the service provider. As the customer participates in 
the service production, the customer’s personality can also influence both the service 
process and the outcome. (Gabbott and Hogg 1997:3922) 

Customers aggregate experience during their lifetime, and draw on this experience when 
purchasing goods or services, thereby forming expectations about them (Gabbott and Hogg 
1997). Experience is closely related to expertise, which has been found to be an important 
factor influencing customer decision-making (Alba and Hutchinson 1987). In retail 
banking, which is a complicated service, customer expertise is likely to be especially 
                                                 
22 Gabbott and Hogg (1997:29) refer to Gabbott 1996; Haugveldt et al. 1987 and Pervin 1984. 
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influential on customer behaviour. Based on their expertise, customers can be divided into 
either experts or novices. Experts find it easier to evaluate offerings and make conscious 
decisions, while customers with less expertise perceive a greater risk of their decisions. The 
latter have been found to reduce their risk by avoiding switching in favour of developing 
loyalty to a certain service provider (Locander and Hermann 1979).  

Customer involvement with the product or service category has been considered to 
influence relationship longevity. It has been assumed that a higher involvement with the 
product or service will lead to a higher inclination to engage in a long-term relationship 
(King and Ring 1980; Berry and Gresham 1986; Metcalf, Frear, and Krishnan 1992; Berry 
1995; Christy, Oliver, and Penn 1996). High involvement in the product field (sector) or 
brand is also likely to be related to the customer’s level of knowledge. Highly involved 
customers are likely to make more active decisions than customers with low involvement.  

General psychological variables such as status-seeking or relationship-proneness are also 
likely to influence how a customer behaves in the marketplace (Christy et al. 1996). A 
belief that people differ in their loyalty- or switch-proneness has started to emerge, 
implying that not all buyers are equally prone to engaging in relationships with service 
providers (Odekerken-Schröder 1999; White and Schneider 2000). An individual customer 
may be prone to brand loyalty in general, but prone to shift owing to convenience factors 
(Thelen and Woodside 1997), or may be more prone to shift brands in other product 
categories (Rowley and Dawes 2000). It is not likely that customers are either relationship- 
or switch-prone across all industries (Odekerken-Schröder 1999). This would be practically 
impossible at least concerning switch-proneness, since people could probably not handle 
the stress of constantly evaluating, looking for, and switching providers for all their needs. 
Rather, it is likely that customers differ in their relationship-proneness for certain 
industries, which might be related to their involvement in and interest for that sector. In 
retail banking, customer inertia and apathy has frequently been identified as one of the 
most important reasons customer stay with their bank (e.g. Harrison 1994; Colgate and 
Lang 2001). 

2.3.4.4 Factors from the interaction source 

Services have been defined as processes where the core service is produced and consumed 
simultaneously (Grönroos 2000), making the customer-provider interaction an important 
aspect of the service process. Consumers of intangible services, such as financial services 
have been found to focus on evaluating the process characteristics of services rather than 
the pure technical, outcome characteristics (Gabbott and Hogg 1997). This makes the 
interaction aspect grow in importance and it is here assumed that the interaction between 
customer and provider is an important source of factors influencing customer loyalty status.  
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Bendapudi and Berry (1997) identify frequency of interaction, satisfaction, relationship 
specific investments by the customer (RSI) and social bonding23 as interaction variables 
affecting customer motivation for maintaining relationships.  

Frequency of contact can increase the customer’s dependence on and trust in the service 
provider, assuming that the contacts are perceived as inter-related (Bendapudi and Berry 
1997). Repeated exchange between buyer and seller is generally considered to facilitate 
relationship marketing (e.g. Berry and Gresham 1986; Crosby, Evans, and Cowles 1990; 
Metcalf et al. 1992; Wray, Palmer, and Bejou 1994; Berry 1995; Christy et al. 1996; 
Bendapudi and Berry 1997; Odekerken-Schröder 1999). Trust is increased since a higher 
number of contacts gives the customer the opportunity to evaluate the service provider, and 
strengthens the social bonds (ibid). Generally relationships are considered to have higher 
growth potential in situations characterised by higher degrees of social exchange (Berry and 
Gresham 1986; Metcalf et al. 1992; Berry 1995; Iacobucci and Ostrom 1996; Odekerken-
Schröder 1999).  

Customer satisfaction is commonly assumed to be an important antecedent of customer 
loyalty and relationship maintenance (e.g. Levitt 1981; Oliver 1997; Oliver, Rust and Varki 
1997; Zins 2001) and has received massive attention. It has been generally assumed that 
satisfied customers or customers who perceive high service quality will be more committed 
to a service provider and therefore more prone to repurchasing and loyalty (Gabbott and 
Hogg 1997:12324; Little and Marandi 2003). Satisfaction with past experiences and a 
perception that promises have been kept make the customer trust the service provider 
(Bitner 1995). Satisfaction also increases the customers’ dependence on the service 
provider, which increases termination costs since the risk that a new service provider will 
not be as satisfying grows (Bendapudi and Berry 1997). Customer satisfaction and 
dissatisfaction are undoubtedly among the factors that have a decisive effect on customer 
loyalty. However, findings also indicate that satisfaction is no guarantee of loyalty. 
Reichheld (1993) found that 65 to 85 percent of customers who had switched had been 
either satisfied or very satisfied with their former service provider. Keaveney (1995) and 
Mittal and Lassar (1998) have reported similar findings. In this study customer satisfaction 
is adopted as a higher-order concept, also capturing aspects such as service quality and 
value perceptions. This is supported by a maturing consensus in the literature that service 
quality is an antecedent of satisfaction (Cronin and Taylor 1992; Rust and Oliver 1994; 
Liljander and Strandvik 1995; Oliver 1997; de Ruyter et al. 1998). 

Grönroos (2000) divides service quality into a technical, outcome-related dimension and a 
functional, process-related dimension. Here, these dimensions have been used to 
distinguish between customer satisfaction with the technical aspects of the service 
(technical satisfaction), defined as satisfaction with the core services, and the functional 
aspects of the service (functional satisfaction), defined as satisfaction with the service 

                                                 
23 RSIs by the customer and social bonding were originally considered customer factors by Bendapudi and 
Berry (1997), but as they could not exist without the provider-customer interaction, they are here considered 
interaction factors. 
24 Gabbott and Hogg (1997) refer to Fornell 1992; Steenkamp 1989; Boulding et al. 1993; Mazursky, 
LaBabera and Aiello 1987; Anderson and Sullivan 1993. 



 60

delivery process. Functional and technical satisfaction are considered loyalty-supporting 
factors, while functional and technical dissatisfaction are considered loyalty-repressing 
factors (see Figure 15). Functional satisfaction/dissatisfaction are considered interaction 
factors, while technical satisfaction/dissatisfaction are considered core service factors. 
Geyskens et al. (1999) further identified the concept of economic satisfaction in a channel 
relationship context and defined it as “positive affective response to the economic rewards 
that flow from the relationship” (Geyskens et al. 1999:224). Importantly, economic 
satisfaction is distinct from other kinds of satisfaction in that it can exist although the 
relationship is in other ways not satisfying (Geyskens and Steenkamp 2000:12). The 
apparent importance of pricing aspects in relation to customer loyalty and disloyalty (e.g. 
Keaveney 1995) makes it motivated to treat economic satisfaction as a separate category, 
here considered a core service factor related directly to pricing aspects of the core service 
(see Figure 15). 
 

 
 
 
 
 
 
 

 

Figure 15: Dimensions of satisfaction and dissatisfaction  

Relationship specific investments (RSI) are customised investments in a relationship that 
cannot be transferred to another relationship, and therefore increase the customer’s 
dependence on the relationship partner (Williamson 1981; Bendapudi and Berry 1997). 
Such investments were in the discussion of constraint-based loyalty referred to as economic 
bonds or sunk costs. In a banking context, such investments could be e.g. the time spent 
identifying a suitable bank, the effort of learning how to use the bank’s online bank, or 
entry/exit fees for certain financial services (e.g. mutual funds). These investments do not 
have any value outside the relationship, and might therefore become barriers to exit.  

Another interaction-variable influencing relationship maintenance is social bonding, which 
can result either directly from the customer’s interaction with the service provider or 
indirectly through the customer’s family’s or friends’ contact to the bank (Bendapudi and 
Berry 1997). The customer’s interaction with the service provider is either intra- or extra-
role interaction. Intra-role interaction occurs within the normal relationship, e.g. when the 
bank customer visits the branch office. Extra-role interaction occurs outside the 
relationship, e.g. when the customer meets bank personnel at the gym. (Bendapudi and 
Berry 1997) Social bonding can increase a customer’s dependence on a service provider, 
and it can increase trust in the provider, since social bonding helps to reduce customers’ 
fear of the partner behaving opportunistically (Bendapudi and Berry 1997).  

Interaction Core service

Functional
satisfaction

Functional
dissatisfaction

Loyalty-
supporting factors

Loyalty-
repressing factors

Technical
satisfaction

Technical
dissatisfaction

Economic
satisfaction

Economic
dissatisfaction

Source
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2.3.4.5 Factors from the core service source 

In the service literature it is proposed that the characteristics of services has implications for 
customer behaviour and attitudes (e.g. Gabbott and Hogg 1997; Grönroos 2000). Studies of 
customer loyalty and disloyalty have, however, largely overlooked the influence of 
characteristics of the core service. Trubik and Smith (2000) acknowledge the influence of 
the service type by focusing their study on Term Deposit Accounts (TDAs), and found that 
the customers’ propensity for switching depended on the time they had left on the deposit.  

The product/core service category is, due to the empirical context of the study, hereafter 
referred to only as the core service source. The term “core service” is used to distinguish it 
from the services provided when delivering the core service, which would belong among 
functional aspects stemming from the interaction source The distinction between a core 
service and an interaction factor is that core service factors are tied to the core service itself 
and therefore also exist outside the interaction between the customer and the provider. An 
example is the price of a core service: it exists regardless of the customer’s involvement 
with the service. Pricing issues are evidently among the most important core service 
factors, and cause either economic satisfaction or dissatisfaction, depending on how the 
customer perceives the price. In a banking context price should be widely understood as all 
economic aspects of a service, e.g. loan margins, interest rates, or service fees.  

Products and especially services differ in their degree of complexity, and this has 
implications for customer loyalty. Performance ambiguity exists when performance cannot 
be easily evaluated before having used the service (Bendapudi and Berry 1997). Due to the 
characteristics of services, performance ambiguity is more relevant for them than for 
tangible goods (ibid), and the performance ambiguity grows in relation to the degree of 
complexity of the product or service. In banking, private customers in particular can find it 
hard to grasp different financial services and their differences (Konkurrensverket 2001). As 
customers wish to avoid uncertainty (Sheth and Parvatiyar 2000), it is likely that as the 
degree of complexity increases, customers become less interested in taking the risk of 
trying alternative providers. Banking services are rather complex and it is likely that 
customers avoid switching banks to avoid having to collect information and take the risk of 
making the wrong decision.  

Contract-based services, such as retail banking services, are frequently time-bound, which 
has implications for customer loyalty. Each time a point of maturity is reached, e.g. when a 
deposit matures or a loan is paid back, the customer is required to make a decision 
concerning the continuation of the relationship. This was previously referred to as a legal 
bond (Hammarkvist et al. 1982; Arantola 2003), and could also be considered a time bond 
(Arantola 2003).  

The availability of services is important in sectors where availability is not guaranteed. 
Banks do not grant loans to all applicants, and some services are restricted to certain 
customer types (e.g. deposits that exceed a certain amount get a higher interest rate and 
people buying their first apartment can get a better margin). Being denied a service, 
especially if the customer perceives the denial as unfair, is likely to have a negative impact 
on customer loyalty. 
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As discussed previously and depicted in Figure 15, technical and economic satisfaction are 
also considered factors stemming from the core service.  

2.4 Summary of the theoretical framework 

The aim of this study is to identify, describe and analyse factors that have an impact on 
customer loyalty or disloyalty. The purpose of the literature review was to clarify what the 
concepts customer loyalty and disloyalty contain and what kind of factors have been found 
to affect customer loyalty or disloyalty.  

The focal concepts of customer loyalty and disloyalty were first discussed and defined. 
Customer loyalty was found to consist of both an attitudinal and a behavioural dimension, 
and the term customer loyalty status was introduced for the customer’s overall, attitudinal 
and behavioural loyalty. An expanded framework of different combinations of attitudinal 
and behavioural loyalty was presented (see Figure 5, page 27). According to this 
framework, customers can be truly or spuriously loyal, or truly or spuriously disloyal.  

Customer behaviour was defined as either “loyal” or “disloyal” and definitions of total 
behavioural loyalty and disloyalty as well as partial behavioural loyalty and disloyalty were 
proposed.  

The attitudinal component of customer loyalty has been conceptualised in different ways. 
In a banking context, with relatively low differentiation between service providers, the 
attitude towards the focal relationship was adopted as an indicator of attitudinal loyalty 
instead of the relative attitude proposed by Dick and Basu (1994).  

As customer behaviour and attitudes change over time, the customer loyalty status also 
changes (see Figure 8, page 36). Factors that affect customer loyalty were found to be 
either positive, loyalty-supporting, or negative, loyalty-repressing factors (see Figure 9, 
page 38). Loyalty-supporting factors were found to provoke either dedication or 
constraints, depending on how the factor is perceived by the customer (see Figure 11, page 
40). Factors that cause dedication are perceived positively and therefore have a positive 
effect on both customer attitudes and behaviour. Constraints have a positive effect on 
customer behaviour, but are not perceived positively and may therefore have a negative 
effect on customer attitudes, and through that a potential long-term negative effect also on 
customer behaviour. Loyalty-repressing factors were theorised to affect both attitudes and 
behaviour, and factors with a direct negative effect on customer behaviour were termed 
triggers of disloyal behaviour (see Figure 13, page 49).  

The loyalty-supporting and -repressing factors were further found to stem from five 
sources: the environment, the service provider, the customer, their interaction, and the core 
service. The resulting framework ( 

Figure 14, page 53) is intended to work as a general analytical tool, to be used for analysing 
factors that affect customer loyalty and disloyalty regardless of context. The framework 
was used both when designing the empirical study and when analysing the data of the 
study.  
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3 Methodology and data analysis 

This chapter begins by presenting the data collection procedures, the three-phased 
research design, the respondents chosen for the different phases, as well as instruments 
used in the different phases. It is important to note that in general the methodological 
discussion concerns features that are common to all phases of the study. When there are 
differences between the different phases, they are outlined separately.  

The chapter continues by presenting the analysis of the data, and the chapter ends by a brief 
presentation of the background data of the study.  

3.1 Data collection methods 

Research on customer loyalty has a long history and has been studied using a large variety 
of methods25. Although the study of relationship ending is a newer field of research, various 
methods have been applied to study this phenomenon as well. Some studies have also been 
purely conceptual (e.g. Stewart 1998b, Hocutt 1998). 

Although qualitative methods seem to dominate in studies of relationship ending, 
quantitative methods have also been used. Surveys of customer switching of financial 
services have been conducted by e.g. Colgate et al. (1996), Bansal and Taylor (1999), 
Athanassopoulos (2000) and Colgate and Hedge (2001). Trubik and Smith (2000) used 
data-mining to identify characteristics of switchers of retail banking services. Qualitative 
studies of customer switching have typically been carried out using interviews, frequently 
applying some kind of critical incident technique (Keaveney 1995; Roos 1999; Michalski 
2002; Nyberg 2002).  

As the aim of this study was to contribute to the limited literature in which both loyal and 
disloyal customer have been studied, it was deemed suitable to adopt a different approach 
than in the previous studies of loyal and disloyal customers. The three previous studies 
(Ganesh et al. 2000; Trubik and Smith 2000; Keaveney and Parthasarathy 2001) have all 
been quantitative and have set out to look for differences between loyal and disloyal 
customers concerning some predetermined factors (e.g. demographic factors).  

The approach in this study was qualitative, and data was collected by telephone and face-
to-face interviewing.  

 
“Qualitative methods facilitate study of issues in depth and detail. Approaching fieldwork 
without being constrained by predetermined categories of analysis contributes to the depth, 
openness, and detail of qualitative inquiry.” (Patton 2002:14) 
 

                                                 
25 See section 2.2 for a review of research in customer loyalty. 
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According to Hunt (2002:73), the term qualitative is generally applied for research 
approaches that, in contrast to those labelled quantitative, do not employ the tools of 
mathematics and statistics. Qualitative methods are generally applied in exploratory studies 
where the specific variables are unknown, and where the context is important (Creswell 
1994:9). Qualitative methods produce a wealth of detailed information about a limited 
number of people or cases, which increases the depth of understanding of the cases, but 
reduces generalisability (Patton 2002:14). 

It is my belief that interviewing was the most suitable method with regard to the aims of 
this study. By interviewing, the aim is to obtain detailed, in-depth evidence from a 
relatively small sample of informants (Remenyi et al. 1998:55). Interviews yield direct 
quotations from people about their experiences, opinions, feelings, and knowledge (Patton 
2002:4). In this study interviewing made it possible to capture customer perceptions of 
factors that had affected their loyalty or disloyalty. The only approach that I consider an 
option would have been a longitudinal study, where the development of the relationship and 
the customer’s loyalty would have been studied over the course of time. Due to economic 
and time constraints this was however not an option.  

Technically the data collection was inspired by the story-telling approaches of the critical 
incident technique (CIT, Flanagan 1954; Bitner, Booms and Tetreault 1990), the sequential 
incident technique (SIT, Stauss and Weinlich 1997) and the Switching Path Analysis 
Technique (SPAT, Roos 1999). 

3.1.1 Three phases of data collection 

The study consists of three qualitative phases: [a] a pilot study of customer switching 
behaviour in retail banking (referred to in the text as the pilot study or P0), [b] a study of 
behaviourally loyal banking customers (referred to as Phase I or P1), and [c] a study of 
behaviourally disloyal banking customers26 (referred to as Phase II or P2).   

The three phases were to a large extent carried out in similar ways, and they all contribute 
to the in-depth understanding obtained in the study. Therefore all three phases are 
presented, discussed and analysed in parallel. This makes it possible to compare findings of 
the different phases and thereby factors that characterise loyal and disloyal customers.   

Based on the framework developed in Chapter 2, the aim of the phases was to identify 
factors with a positive or a negative effect on the customer’s loyalty status. This aim was 
approached by studying factors that had influenced customer behavioural and/or attitudinal 
loyalty either positively or negatively for both behaviourally loyal and disloyal customers, 
and comparing the occurrence of the factors in the two groups.  

                                                 
26 This third study could be considered an extension of the pilot study since it focused on the same 
phenomenon, behavioural disloyalty in retail banking. However, the focus of the third study was on the 
relationship and the factors affecting it, as well as on switching processes, while the focus of the pilot study, 
to a much higher extent, was on the switching process per se. Therefore the interviews in the third phase were 
more in-depth and longer, resulting in a broader range of data. 
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Table 3 summarises the phases of the study. In subsequent sections the phases are presented 
in brief focusing on [a] the main characteristics of the phase, and [b] how the phase 
influenced the latter parts of the study.  

 

Table 3: Description of the phases included in the study  
Phase 
Time 

Data collection 
methods 

Sample Outcome 

Pilot 
study 
 
 
June 
2001 

Telephone 
interviews with 
behaviourally 
disloyal customers 
(recent bank 
switchers) 

32 behaviourally 
disloyal customers, 
who had switched 
from or to a Finnish 
retail bank during the 
last year.  

 Loyalty-supporting and                 
-repressing factors 

 Identification of factors leading to  
total or partial relationship ending 

Phase I 
 
 
 
 
January 
2003 

Face-to-face (16) 
and telephone 
interviews (9) with 
behaviourally loyal 
customers 

25 behaviourally loyal 
customers, mainly 
customers of one 
Finnish retail bank.   
 
 
 

 Loyalty-supporting and                 
-repressing factors  

 Understanding of how loyal 
customers have reacted in 
situations that made 
behaviourally disloyal customers 
in the pilot study switch 

Phase II 
 
 
 
 
 
 
April-May 
2003 

Face-to-face (21) 
and telephone 
interviews (18) with 
behaviourally 
disloyal customers 

39 behaviourally 
disloyal customers, 
who had switched 
banks during the last 
two years. 
  
 

 Loyalty-supporting and                 
-repressing factors 

 Understanding of why reasons for 
staying loyal were not strong 
enough to prevent switching 

 Differences in factors affecting 
loyal and disloyal customers (as a 
result of comparing results of all 
studies) 

 
The foci of the different phases of the study are depicted in Figure 16. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 16: Foci of the phases of data collection  

Relationship
to Bank I

Phase 0

Relationship
to Bank II
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Switch

Main focus

Additional focus

Phase II



 66

3.1.1.1 Sampling based on behavioural loyalty or disloyalty 

Two types of banking customers were included in the study: customers that had been 
highly behaviourally loyal to their main bank, and customers that had been behaviourally 
disloyal to their banks (i.e. partial or total bank switchers). Respondents for all phases were 
hence selected based on their behaviour, with the aim of studying the attitudes and other 
underlying factors causing that behaviour. According to the logic of intensity sampling 
(Patton 2002), these two groups of customers were chosen for the study as it was expected 
that they would yield rich information about customer loyalty and disloyalty.  

Customer behaviour was on a rough level divided into only “loyal” or “disloyal” (Figure 
17). The pilot study and Phase II targeted behaviourally disloyal customers, operationalised 
as customers that had switched banks either totally or partially. The decision to include 
both partial and total switching to represent customer behavioural disloyalty implies a 
certain imbalance in the operationalisation of behavioural loyalty and disloyalty. While 
behavioural loyalty was approached through totally behaviourally loyal customers, 
behavioural disloyalty was represented by both partial and total behavioural disloyalty. The 
operationalisations of behavioural loyalty and disloyalty are discussed further in section 
3.2. Appendix 1 presents the respondents included in each phase of the study. 

 

 

 

 

 

 

 

 

Figure 17: Basis for sampling in the different phases of the study (Modified from Dick and 
Basu 1994) 

3.1.1.2 The pilot study 

The pilot study was executed early in the research process, with the aim of familiarising 
myself with the focal phenomena in a retail banking context at an early point27. At the time 
of the pilot study, I was still formulating my final and exact research focus, and my 
research interest lay foremost in understanding customer switching behaviour. An 
additional aim of the pilot study was hence to further clarify the focus of the study.  

                                                 
27 Prior to the study, I had experience of studying customer switching behaviour in other contexts, and I had 
working experience from the banking sector, but I had no specific understanding of customer loyalty or 
disloyalty in the banking sector. 
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The pilot study was inspired by the Switching Path Analysis Technique28 (SPAT, Roos 
1999), a technique developed for studying switching processes. In accordance with SPAT, 
the pilot study was carried out by interviewing customers who had recently experienced a 
switch of banks, with the aim of identifying factors that affect the switching process. The 
study was carried out in cooperation with a Finnish bank. 15 new customers of the bank 
and 17 customers who had switched some or all services from the bank were interviewed 
about their switch of banks and their banking relationships before and after the switch.  

For some reason, customers who had switched from the bank seemed more positive 
towards being interviewed than those customers that had switched to it (i.e. new customers 
of the bank). It may indicate that former customers of a bank perceive it as positive that the 
bank is interested in knowing why they switched. New customers of a bank may find it 
more disturbing to be asked about reasons for switching to the bank, as they may not yet 
have a deep enough relationship to want to confide in the bank.  

As this first empirical phase was a pilot study, it was deemed appropriate to conduct 
interviews by telephone, a cost- and time-efficient solution. I also had experience from 
telephone interviewing in previous research projects, and knew that it was possible to 
capture customers’ switching stories in detail also by telephone. In the pilot study I also 
perceived that the interviews were deep and detailed despite being carried out on the 
telephone.  

The pilot study provided an understanding of the factors that affect bank customers’ switch 
of banks, but it also provided the inspiration for the continuation of the study, as it resulted 
in a redirection of the research focus to include an interest for both loyal and disloyal 
customers (as described in section 1.3.3).  

3.1.1.3 Phase I 

Phase I of the study targeted behaviourally loyal customers. As bank switching still seems 
to be quite a rare phenomenon in the Finnish bank market29, it seemed important to contrast 
the findings of the pilot study to a group of loyal customers. The main aim of Phase I was 
to identify and study factors that had affected behaviourally loyal customers either 
positively or negatively. In order to contrast the findings with those from the pilot study, 
the aim was also to examine how loyal customers had reacted in situations that had caused 
switching among the disloyal customers, and what the customers themselves perceived as 
reasons for staying loyal.  

Phase I was carried out in cooperation with a Finnish bank30. Respondents were mainly 
found by approaching people queuing in three large branch offices during rush hours. 
Altogether 25 behaviourally loyal customers, defined as customers who had either used the 
same main bank as their only bank all of their adult life, since childhood, or for more than 
                                                 
28 See Roos 1999 for further details about the Switching Path Analysis Technique. 
29 Approximately 200 000 Finnish customers switch banks yearly (Kauppalehti 3.2.2004). 
30 The same bank participated in Phase I and II of the study, and it was a different bank than the one 
participating in the Pilot study. As the focus of the study was on factors that affect bank customer loyalty in 
general, this was however not considered to have an influence on the study. 
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20 years (the selection criteria are discussed in more detail in section 3.2), were 
interviewed. As there was much less diversity in the stories of the loyal customers than in 
the stories of the disloyal customers, 25 interviews provided a good saturation.  

Since the customers had not experienced a switch of banks, the interviews of Phase I 
focused on the current relationship. Several customers had however considered switching 
banks more or less seriously, and these cases were discussed thoroughly. Customers were 
also asked whether they considered themselves loyal in general31. An important addition 
was also the use of the Feeling of loyalty-chart, discussed in more detail in section 3.1.5. 
Customers were at the end of each interview asked to describe their feeling of loyalty 
throughout the relationship both orally and using the chart. This proved a good way to 
summarise the interview and frequently also generated new issues to discuss.  

3.1.1.4 Phase II 

The last phase was carried out after Phase I with the aim of [a] extending the Pilot study 
and [b] collecting data of disloyal customers that would be comparable to the data of the 
loyal customers in Phase I. Hence Phase II targeted behaviourally disloyal customers (as in 
the Pilot study) but included the new elements from the interviews in Phase I. Compared to 
the Pilot study, which focused mainly on the switching process per se, more attention was 
also paid to the relationship preceding the switch.  

Phase II was carried out in cooperation with the same bank as in Phase I, and respondents 
were found in two different ways. Most respondents were found by randomly contacting 
customers from a sample provided by the bank (described further in section 3.2). Some of 
the respondents were found through convenience sampling and during visits to the branch 
offices in Phase I. In Phase II most of the customers were recruited by telephone, and 
interviewed either face-to-face or on telephone. Altogether 39 customers that had switched 
banks partially or totally during the last two years were interviewed.  

3.1.2 Critical incident techniques 

The study of critical incidents32 has its roots in psychological research and ranges back to 
1954 when Flanagan developed the method in the Aviation Psychology Program of the 
Army Air Forces in World War II (Flanagan 1954). Since the late 1980s and 1990s, 
variations of the critical incident technique  have been used in service research in studies of 
e.g. customer-perceived quality and dis/satisfaction (Bitner et al. 1990; Edvardsson and 
Roos 2001:25133). In the 1990s CIT was adopted as a tool for studying relationships in a 
service context (Edvardsson and Roos 2001:251). The focus of such studies has been on 
                                                 
31 This was inspired by research suggesting that customers might be more or less prone to engaging in 
relationships (Odekerken-Schröder 1999). 
32 In the literature, the terms incident, event and interaction are used interchangeably. In some cases, 
especially in the business-to-business literature, an event is distinguished from an interaction by a longer time 
span, but in most cases the terms are used as synonyms.  
33 Edvardsson and Roos (2001) refer to Bitner et al. 1985; 1989; Bitner 1990; Edvardsson 1988; 1992; Stauss 
1993). 
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e.g. service encounters (e.g. Bitner et al. 1990; Bitner 1990; Olsen 1992); sequences within 
a relationship (Stauss and Weinlich 1997), the current relationship to a service provider 
(e.g. Strandvik and Liljander 1994); incidents that affect a switch of service providers (e.g. 
Keaveney 1995) or the process of switching service providers (Roos 1999; Michalski 2002; 
Nyberg 2002).  

In the service and management literature, a critical incident is defined as interactions 
between the customer and the provider that the customer, when asked about them, 
perceives or remembers as unusually positive or negative (Edvardsson and Roos 2001:252; 
Holmlund 1997:82). In business service research, the focus has been on critical events, 
which have been defined as events that affect the relationship (Holmlund 1997:83). This 
study focuses on factors that have an effect on customer loyalty. For this purpose 
Storbacka’s general definition of a critical incident34 as incidents that are “of great 
importance for the relationship” is suitable (Storbacka 1994:127).  

The critical incident technique is a technique for gathering and classifying events as either 
positive or negative. Incidents are collected in qualitative interviews by asking respondents 
to recall remarkable experiences with a service provider and to describe them in detail. In 
the analysis, the incidents are sorted theme-wise and categorised by applying content 
analysis. (Stauss and Weinlich 1997) 

For the study of service relationships, CIT has some advantages over other methods. The 
intangible nature of services and the fact that the customer participates in the production 
process make it hard to study concrete attributes in the same way that has been done for 
tangible goods (Stauss 1993). As CIT interviews allow customers to choose which events 
they consider remarkable and to describe them in their own terms and language, CIT data 
reflects the way customers think (Nyquist and Booms 1987). Several studies also show that 
critical incidents have an impact on customer behaviour towards the company and third 
parties (Edvardsson 1988). The technique produces detailed information as customers are 
allowed to give their own views on the incidents (Bitner et al. 1990; Nyquist and Booms 
1987). 

However, CIT has also been criticised for the fact that it focuses only on exceptional 
service encounters, i.e. events that either stay below or surpass customer expectations. 
There are incidents that do affect customer attitude and behaviour, but are not exceptionally 
positive or negative, and could therefore be termed “usual” or “ordinary” incidents (Stauss 
and Weinlich 1997). The sequential incident technique (SIT) was developed as a technique 
to record all incidents customers perceived in a service transaction sequentially (Stauss and 
Weinlich 1997). SIT applies the story-telling technique of CIT, but also collects routine 
incidents, thereby providing information on both extreme and ordinary service encounters 
(ibid). As a part of SIT-studies, a “service map” depicting the customer-perceived path of a 
service process (ibid) is used. This consists of a flowchart, where the interactions within a 
service transaction are depicted. This flowchart, showing the main episodes and contact 
points, is then presented to customers and is used when asking customers about their 
experiences during the encounters (ibid).  

                                                 
34 Storbacka (1994) originally used the term critical interaction. 
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Based on CIT and SIT, Roos (1999) developed the Switching Path Analysis Technique 
(SPAT, Roos 1999), aimed at analysing factors affecting a switching process. According to 
SPAT, incidents affecting a switching process are identified and classified as having either 
a positive or a negative effect on the process. In the pilot study elements of SPAT were 
originally used as a guideline both when collecting the data and when analysing it35.  

The approach used in this study could be labelled a critical incident technique as it focuses 
on customer’s perceptions of factors affecting their loyalty and applies the story-telling 
techniques of critical incident methods. Some important modifications compared to the 
variations presented above also prevail. Firstly, the focus of the study is on customer 
loyalty/disloyalty, and the aim of the study is to identify factors affecting that. This requires 
a broader scope than when studying certain incidents, sequences or a switching process. 
Customer loyalty and relationships can be affected by a multitude of factors, where 
“incidents” constitute only one part. Other important aspects include the environment in 
which the relationship exists and both parties of the relationship. In order to capture this 
multidimensional nature of factors affecting customer loyalty, the framework presented in 
Chapter 2 ( 

Figure 14) identifies five sources of factors.   

Secondly, as depicted by SIT, not only critical, but also routine incidents are considered 
important for how customer loyalty/disloyalty and relationships develop. In SIT-studies, a 
service map is used as an instrument to describe sequences within a relationship. In the 
present study customers were instead allowed to tell which factors they considered 
important, positive or negative in their relationships. Customers were asked general 
questions about their relationship, allowing them to choose which encounters they felt had 
affected their loyalty. The interviews proved that even without prompting, customers also 
frequently recounted routine incidents.  

Thirdly, as described in section 3.1.5, a graphic description of the customer’s attitudinal 
loyalty was obtained by asking customers to depict their feeling of loyalty towards the 
service provider as a chronological graph. This replaces the service map used by SIT, with 
the distinctions that [a] the graph is drawn entirely by customers (further underlining the 
customer-perspective of the study), [b] it depicts customer feeling of loyalty, not encounters 
or incidents and [c] it describes the entire relationship, not only a certain sequence. 

3.1.3 Semi-structured interviews: themes and guidelines for the interviews 

In contrast to quantitative data, qualitative data consists of findings that are longer, more 
detailed and variable in content, as responses are neither systematic nor standardised 

                                                 
35 According to SPAT (Roos 1999), both factors that support (Push factors and negative swayers) and hinder 
(Pull factors and positive swayers) a switch of service providers are studied. In later stages of the study, when 
my analytical framework had developed, the data was re-analysed according to the framework, and at this 
stage factors supporting the switch of banks were considered loyalty-repressing factors, whereas factors 
hindering the switch were considered loyalty-supporting factors.  
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(Patton 2002:20). Open-ended responses make it possible to study the world as seen by 
respondents (ibid). When using interviews for data collection, a formal questionnaire is 
generally not used; the informant is allowed to speak rather freely about the subject of 
interest to the researcher (Remenyi et al. 1998:55). Patton (2002:342) distinguishes 
between three types of open-ended interviews: [1] the informal conversational interview, 
[2] the general interview guide approach, and [3] the standardised open-ended interview, 
however pointing out that a mix of these can be applied in a study.  

In this study, a thematic interview guide, i.e. a general interview guide specifying certain 
themes to discuss was used in all phases of the study (see Appendix 2). The interviews of 
the study were open-ended, though guided by an interview guide, and could be 
characterised as semi-structured. The advantage of using an interview guide is that it makes 
interviews with different people more systematic and comprehensive (Patton 2002:343) and 
enables comparisons to be made during the analysis stage (Remenyi et al. 1998). Although 
respecting the themes outlined in the interview guide, the aim was to have a free 
conversation with the respondents, leaving space for active data (Dubois and Gadde 2002). 
Passive data is data that the researcher sets out to find, while active data appears as 
discoveries (ibid). In order to find active data the researcher cannot be too predetermined 
about what the interviews should reveal (ibid).  

The aim in the interviews was to obtain a highly customer-oriented view by letting 
customers say which factors had influenced their loyalty and relationships both in a positive 
and in a negative sense. The lists of themes included in Appendix 2 are not the original lists 
of themes, but lists also including the themes that the interviews showed that were 
important, i.e. themes that customers initiated. The lists were made by reading through the 
interviews from the different phases in order to identify the themes that had actually been 
discussed with a majority of respondents in each phase. This reflects the decision to let the 
customers guide the interviews rather than to follow a strict interview guide.  

The topics of the interview guide were chosen so that it would be possible to obtain an 
understanding of factors that had affected customers’ loyalty positively or negatively. 
Questions with the aim of clarifying the reasons for making changes were also used, and 
throughout the aim was to make the customer say whether the different incidents or other 
factors were perceived as negative or positive. This way the interviews produced data that 
could be analysed according to the framework of  

Figure 14. 

All interviews covered topics concerning the customer’s current and possible prior 
relationships, potential bank switching, the customer’s future intentions concerning bank 
relationships and the customer’s activity in the market (e.g. level of expertise, interest for 
financial services). Loyal customers were further asked about the specific reasons they had 
remained loyal, and about potential instances when they had considered being disloyal. 
Disloyal customers were asked about previous switching considerations, whether and why 
they had remained loyal until they switched and what finally made them switch. Always 
when possible, probes were used to make customers provide further detail, and customers 
were also asked to state whether the topics discussed had been positive or negative for the 
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relationship. This made it possible to collect data with rich details, and in the analysis stage 
to make a distinction between factors with a positive and a negative effect on customer 
loyalty.  

Several of the themes mentioned in Appendix 2 hold more information than their rather 
brief descriptions show. The general discussions about the relationship to the former or 
current bank often revealed plenty about the relationship and the customer’s attitude 
towards the bank. These discussions showed what the problems and weaknesses within the 
relationship were, revealing loyalty-repressing factors. Further repressing factors were 
identified by specifically asking the customers about negative aspects of the relationship, 
about problems and, naturally, about their switch of banks and what had affected that. 
Loyalty-supporting factors were also revealed during general discussions about the 
relationship, or when asking customers about positive aspects of the relationship or reasons 
for staying loyal. Both loyalty-supporting and -repressing factors were also revealed in 
customers’ drawings of their feeling of loyalty and the oral descriptions accompanying the 
task.  

The beginning of all interviews followed a similar strategy. The interviews always started 
by verifying that the customer was the right person and that he or she was either a 
behaviourally loyal bank customer or a recent bank switcher. The actual interview started 
by asking a general question such as “Would you tell me about your relationship to bank 
X?.” By starting with such general and importantly neutral questions, the customer gets the 
chance to set the tone for the interview. In addition, a neutral tone throughout the interview 
was maintained in order to establish rapport with the respondents (Patton 2002:365). 
Rapport is built on the ability to convey empathy and understanding without judgement, 
and is important as a prerequisite for a good interview (ibid). Interviews rely on getting 
cooperation from respondents, and the researcher should have a sincere curiosity about the 
lives and experiences of others (Remenyi et al. 1998:112). Interpersonal skills and the 
capability to establish trust with the respondent are important features (ibid). In this study, 
focusing on a rather delicate and personal matter, it was of high importance to establish 
trust with respondents. Therefore interviewees were provided with detailed information 
about the study, stating that the interviews were conducted for an academic dissertation, 
and providing contact information for further inquiries as well as references both within the 
faculty and within the co-operating banks. The fact that I was not employed by any of the 
banks seemed to be positive - especially for the disloyal customers. In some cases it was 
even a condition for their participation. Customers were informed that the banks would 
receive reports based on the interviews only on an aggregate level, and that the identity of 
respondents would be known only to me.   

An important part of each interviews was the probing of customers’ answers further by 
asking questions such as “Why did you react that way?”, “Why did that make you 
disappointed?” and “What would you have wished that the bank would have done in that 
situation?”. As recommended by Patton (2002:379), each interview was ended by asking 
the customers whether there was anything concerning their banking relationships that they 
would like to add to the interview. In some cases this produced some additional, sometimes 
even highly important, information that had not previously been discussed; in other cases 
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the question verified that all aspects that the customer perceived as important concerning 
his bank relationship had been discussed. 

3.1.4 Face-to-face and telephone interviewing 

Interviews were conducted both face-to-face and by telephone. The pilot study consisted 
purely of telephone interviews and in phases I and II telephone interviews were conducted 
with those customers that did not agree to meet in person. Telephone interviews were 
deemed suitable in the pilot study as this made it possible to reach a large enough group of 
people in a time- and cost-efficient way. In phases I and II face-to-face interviews were 
conducted with every respondent that agreed to meet in person (16 out of 25 in Phase I, and 
21 out of 39 in Phase II, see Table 4). It is evident that interviews conducted face-to-face 
have a better potential to reach depth than interviews conducted by telephone. However, the 
telephone interviews did not differ dramatically from the face-to-face interviews and they 
generated detailed stories about both bank relationships and bank switching. The interviews 
conducted face-to-face were on average longer than the telephone interviews, but the 
difference in length could largely be attributed to repetitions and more small talk than in the 
telephone interviews. An obvious benefit of face-to-face interviewing is the possibility to 
observe how the customer reacts and possibly to detect insecurity, misunderstandings or 
other emotions.  

I conducted all interviews myself, which guaranteed a close contact to the data. In all 
phases of the study, interviews were conducted in two languages (Finnish and Swedish, 
depending on the respondent’s mother tongue), but as I am fluent in both languages, it was 
not seen to have an effect on the quality of the data. The fact that I conducted the interviews 
myself made it possible to detect cases where the customer may have misunderstood me or 
the question, and to take action to correct these misunderstanding. This enhances the 
trustworthiness of the study compared to e.g. a study where the researcher only interprets 
transcriptions of interviews made by someone else.  

All interviews were recorded with permission from the respondents. I explained that the 
recording would be transcribed in order to be analysed, but that the recordings and the 
transcripts, except for anonymous citations, would be used only by me. None of the 
respondents objected to the recording of the interviews. Directly after each interview, the 
recording was checked. In one case, a malfunction of the tape recorder destroyed part of 
one interview. As the problem was detected right after the interview, I immediately made 
detailed notes of everything I could remember of the discussion in the part of the interview 
that was not recorded (Patton 2002:383).  

3.1.5 The Feeling of loyalty-chart as a way to study customer attitudinal loyalty 

In phases I and II, customers were asked about their feeling of loyalty36 towards their 
current (in the case of loyal customers) or former bank (in the case of disloyal customers). 
The aim of this question was to obtain an understanding of customer attitudes towards the 
                                                 
36 “Uskollisuudentunne” in Finnish, “Lojalitetskänsla” in Swedish. 
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relationship, i.e. of their attitudinal loyalty. In addition to describing their feeling of loyalty 
orally, customers were asked to depict it as a chronological chart, as they perceived it had 
developed over time (see Figure 18).  

The idea to use graphical tools is not new, although such approaches seem quite rare. 
Stauss and Weinlich (1997) used a service map to study service quality, with the distinction 
that the service map was constructed prior to the interview and presented to customers 
during it. Michalski (2002) used a technique similar to the one in this study to capture 
switching customers’ perceptions of relationship quality prior to bank switching. Michalski 
(2002) however drew the chart herself based on what customers told her. To my 
knowledge, a chart has not previously been used to study customer attitudinal loyalty. The 
choice to use the chart explicitly for this purpose is based on the need to find new and 
creative ways to study customer attitudinal loyalty. Especially concerning services, which 
are intangible and process-based, it is not easy to assign attributes to complex concepts 
(Stauss and Weinlich 1997).  

The term “feeling of loyalty” (FoL in the chart in Figure 18) was adopted since this term 
was deemed easier for customers to understand and discuss than the term “attitudinal 
loyalty”. In the analysis stage, the graph did not only work as a tool for identifying 
customer attitudinal loyalty; it also worked as a basis for categorising customers into 
different loyalty status types. This was inspired by Michalski (2002), who identified 
different types of bank service switchers based on their charts of relationship quality.  

In this study different loyalty status types were identified by combining what was known 
about the customer’s behavioural loyalty (behaviourally loyal/disloyal) with the graph, 
depicting the attitudinal dimension of customer loyalty. The different loyalty status types 
identified in this way are discussed in section 4.4.  

The Feeling of loyalty-chart was first discussed with supervisors and colleagues and 
thereafter refined according to their feedback. A test of the chart on friends prior to making 
the interviews helped in learning how to explain the chart and the exercise to respondents.  

Respondents were asked to consider their feeling of loyalty towards the bank (for loyal 
customers their current bank, for disloyal customers their previous bank) on a scale ranging 
from 0 to 100. The aim was to obtain an understanding of the feeling of loyalty throughout 
the relationship. I however noticed that it was easier for customers to start by thinking 
about the present and thereafter think backwards, and therefore I suggested that they start 
by plotting the current level of their feeling of loyalty. They were then asked to think back 
through the relationship, and also forward to their beliefs about the future. I further 
explained that 0 symbolised a “total lack of feeling of loyalty”, while 100 signified a 
“maximum feeling of loyalty”. It was pointed out that there were no wrong or right answers 
and that the exact figures were unimportant, that I was foremost interested in the general 
development of the feeling of loyalty and in potential increases or decreases in it.  
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Figure 18: Chart for drawing customer’s feeling of loyalty  

While drawing their feeling of loyalty, respondents described how the relationship had 
developed, usually automatically summarising what they said during the interview. This 
proved a good way to make sure that I had understood them correctly during the interviews. 
It also provided new possibilities to probe for reasons for up- or downswings. In some 
cases entirely new issues arose during the drawing exercise, which indicates that a tool like 
the chart may aid respondents in remembering.  

The choice to let customers make the drawing themselves reflects the customer-oriented 
approach of the study. Letting customers draw instead of making the drawing based on 
what customers said reduces the potential risk for misinterpretations. In the cases where 
telephone interviews were used, customers could not draw the graph themselves. Instead, 
the scale was explained to customers, and they were asked to orally rate their current 
feeling of loyalty. Thereafter customers were asked whether their feeling of loyalty had 
been either higher or lower previously during the relationship, if so, how high/low, at what 
times and why. Additional questions such as “How low has your feeling of loyalty been 
when it’s been at its lowest/highest?”, “When was that?” and “Why?” were also used to 
gain as accurate a picture as possible. In this way, a graph was obtained based also on the 
telephone interviews, although not as genuine as those drawn by the customers themselves 
during the face-to-face interviews. On the other hand, during the analysis I noticed that the 
charts constructed in telephone interviews were more thoroughly explained by customers, 
which made them easier to analyse.  

In the analysis phase only the charts drawn by customers themselves were used when 
loyalty status types were created. This was to ensure that the groups created would be based 
on those charts that were drawn by customers, where there could be no room for 
misunderstandings or errors made by me while drawing according to what was said over 
the telephone. After the groups had been created, the charts created through telephone 
interviews were assigned to the groups they resembled most.  
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3.2 Respondent selection and details of data collection 

The sampling procedure in qualitative studies can be quite different from the procedure in 
quantitative studies. Qualitative studies typically focus on relatively small samples, which 
are selected purposefully because they enable insight into and understanding of a 
phenomenon at depth (Patton 2002:46). Although one cannot necessarily generalise from 
very small samples, one can learn a great deal from them (ibid).  

3.2.1 Purposive sampling 

The sampling procedure in this study could be characterised as purposive37 (Silverman 
2000; Patton 2002). Purposive sampling allows the researcher to choose cases because they 
represent some feature of interest or because it is likely that the processes studied will occur 
in these cases (Denzin and Lincoln 1994:202; Silverman 2000:104). The aim of purposeful 
sampling is to select information-rich cases for study in-depth, i.e. cases from which one 
can learn about the issues that are central for the purposes of the study (Patton 2002:46). 
What would be considered “bias” in a quantitative study, which aims at generalisation, is in 
a qualitative study intended focus, and hence a strength (Patton 2002:230). 

 
“…theoretical sampling means selecting groups or categories to study on the basis of their 
relevance to your research questions, your theoretical position…and most importantly the 
explanation or account which you are developing. Theoretical sampling is concerned with 
constructing a sample…which is meaningful theoretically, because it builds in certain 
characteristics or criteria which help to develop and test your theory and explanation. ” 
(Mason 1996:93)  
 

According to Mason (1996:100) “purposive sampling is a set of procedures where the 
researchers manipulate their analysis, theory and sampling activities interactively during 
the research process, to a much greater extent than in statistical sampling”. Such an 
approach fits well with the abductive approach adopted in this research project. Although a 
general plan of how the study would be executed existed from the outset, the research 
process was dynamic, as discussed in section 1.3.3.  

There are several different strategies for purposive sampling (see Patton 2002:230-243 for a 
review). The strategy adopted in this study can be characterised as intensity sampling 
(Patton 2002:234). Intensity sampling is a less extreme form of extreme or deviant case 
sampling (ibid). When applying extreme sampling, cases are selected because they are 
unusual or special, e.g. outstanding successes or failures (Patton 2002:230). The logic 
behind this strategy is that outstanding cases are information rich, and that they provide 
insight, which is also valuable for understanding more typical cases (ibid). Intensity 
sampling is a less extreme form of extreme sampling, which targets samples that manifest 
the phenomenon of interest intensely, but not extremely (Patton 2002:234). According to 
                                                 
37 Purposive sampling is also referred to as theoretical (Denzin and Lincoln 1994; Silverman 2000), 
purposeful or judgement sampling (Patton 2002). 
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this strategy one seeks rich examples of the focal phenomena, but not highly unusual cases 
(ibid).  

3.2.2 Bank cooperation, convenience and snowball sampling 

Data were mainly collected in cooperation with two Finnish banks that wish to remain 
anonymous. One of the banks is a major actor in the market while the other is a smaller 
niche bank. As the focus of the study is on customers and factors affecting them, the fact 
that two different banks participated is not considered to affect the results.  

Convenience sampling is the least desirable sampling strategy, and it is usually applied in 
order to save time or money (Patton 2002:242). In this study, convenience and snowball 
sampling (Patton 2002:243) were used as an additional sampling strategy in order to 
increase the number of interviews that could be conducted face-to-face, since the customers 
contacted randomly with the help of the banks were due to inconvenience reasons rather 
than being uninterested in participating in face-to-face interviews. An absolute requirement 
for the inclusion of the respondents was that they filled the selection criteria for the phase 
of the study they participated in. These respondents were found by sending an e-mail to a 
large group of friends, relatives, colleagues and students, telling them what kind of 
respondents I was looking for and asking [a] if the receiver filled the criteria, or [b] if the 
receiver of the mail knew someone who was likely to fill the criteria. The respondents 
found this way amounted to five loyal customers in Phase I and ten disloyal customers in 
Phase II.  

In the pilot study and Phase II (which both targeted behaviourally disloyal customers), both 
customers that had switched from and to the banks participating in the study were 
interviewed, which implies that switchers from several different banks were included in the 
samples of disloyal customers. Consequently the sample of disloyal customers is 
considered to represent the Finnish banking market in general, not only the banks 
participating in the study.  

Concerning the loyal customers of Phase I, the situation is different, since the majority of 
the respondents were customers of one of the co-operating banks, one of the dominating 
Finnish banks. A majority of the Finnish bank customers are however customers of one of 
the dominating banks (Suomen Pankkiyhdistys 2003), and therefore it is argued that this 
sample represents the average highly loyal bank customer.  

As the study was not statistical, and the sample size limited (altogether 96 respondents), it 
was not possible to check for a statistically even distribution concerning demographic 
factors. Measures were however taken to assure that there would not be any unmotivated 
domination of male or female customers, different age groups or professions. The only 
conscious violation of this rule was that the study was carried out entirely among urban 
customers from the capital region. This was motivated by two reasons. Firstly, the 
development of the banking sector is fastest in the urban regions, and urban customers have 
more choices concerning service providers. It is however likely that suburban customers 
follow in the footsteps of the urban customers. A second, practical reason to focus on urban 
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customers was that respondents in the capital area provided greater opportunities for 
making as many face-to-face interviews as possible.  

The aim of the sampling was to include users of different banking services (i.e. both 
customers with very limited use, and heavy users of financial services), different banking 
channels (main channel online bank, branch office, ATM or telephone bank) and of 
different expertise.  

3.2.3 Time frame for behavioural disloyalty 

According to the Switching Path Analysis Technique, which is close to the technique 
applied in the phases focusing on disloyal customers, customers are interviewed about their 
switching process not too long after the switch took place. Roos (1999) recommends that 
interviews should be carried out when a maximum of six months has elapsed since the 
switch took place. This guideline was used at the outset of the pilot study, but was already 
during the pilot study and for the later phases of the study extended to 12-24 months, for 
two reasons. Firstly, banking relationships are generally long, ranging over even several 
decades, and the frequency of contact is generally rather low. Therefore six months is a 
short time in a banking context, and when interviewed within six months after the switch, 
some respondents were clearly still not settled in their new relationship.  

“I have to say that my experience of bank B is still so limited, it’s (the relationship) still so 
fresh, so it’s very hard to compare. [How long have you used bank B?] It’s been (in use) 
only about four years.” (P2Int58DisM7838)  

In the context of Roos’ (1999) study on supermarket customers, the frequency of contact is 
likely to be higher than in banking, making six months in a supermarket setting a relatively 
longer period of time than in a banking context. During those six months a supermarket 
customer has time to accumulate a wealth of interactions and experiences, while a banking 
customer might, depending on the services, have had quite limited interaction with the 
bank. 

Secondly, the pilot study revealed that respondents remembered their banking histories 
remarkably well, and could tell about incidents even decades back with great detail. It is 
likely that financial services are important enough for most customers to merit a certain 
degree of involvement, which might make it easier to remember both routine and critical 
incidents for long periods of time. It should however be noted that in retrospective studies 
the customer’s capacity to remember is always a certain limitation for the study. It is 
possible that factors that affect customer loyalty and disloyalty were not identified in this 
study simply because customers could not remember them. On the other hand it is likely 
that most factors that have the capacity to change the relationship in some way would also 
be important enough to remain in the customer’s memory.  

                                                 
38 See section 3.3.2 for an explanation of the interview codes. 
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3.2.4 Respondent selection and data collection in the Pilot study 

The pilot study targeted behaviourally disloyal customers, operationalised as customers 
who had switched banks. Despite the recent increase in the number of articles concerning 
customer switching behaviour, there is no clear consensus on how switching should be 
defined, and it also seems to be a managerial challenge. In Chapter 2 it was acknowledged 
that customers can switch banks either partially (one or some services switched to another 
service provider) or totally (all services switched to another service provider), and both 
forms were accepted as forms of behavioural disloyalty. Considering the conceptualisations 
of behavioural loyalty and disloyalty presented in Chapter 2, this implies a certain 
imbalance in the operationalisations of the phenomena for the empirical study. Although 
partial loyalty and disloyalty were found to exist in parallel, the decision was taken to 
include partial disloyalty as a form of behavioural disloyalty, although partial loyalty was 
not included as a form of behavioural loyalty. This is depicted in Figure 19 which, in 
contrast to Figure 7 in Chapter 2, showing the theoretical relationship between behavioural 
loyalty and disloyalty, depicts the operationalisation of the constructs in this study. This 
was a necessary choice, as the two categories would otherwise have had one group of 
customers in common, making it impossible to distinguish between the groups. An 
alternative, but more complicated approach would have been to include three customer 
groups in the study: totally loyal customers, partially loyal/disloyal customers and totally 
disloyal customers.  

 

 

 

 

 

 

 

 

Figure 19: Operationalisation of behavioural loyalty and disloyalty in the empirical study 

In the pilot study switches of any service were of interest. The sample provided by the bank 
participating in the study, however, consisted foremost of customers that had switched 
either a housing loan or a deposit account. This was deemed appropriate since these are 
important, high-involvement services (Aldlaigan and Buttle 2001). The need for a new 
housing loan has also been identified as a highly common situation for bank switching 
(Konkurrensverket 2001). 

The pilot study targeted two groups of customers: customers who had recently switched to 
the bank participating in the study (15 respondents), and customers who had recently 
switched from the bank (17 respondents). Potential respondents were identified by five 
urban branch offices of the bank. The branches provided contact information to 38 former 
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customers and 45 new customers39. No other information about the customers was revealed, 
and hence I knew nothing about their banking history prior to contacting them.  

People included in the initial sample were randomly contacted by telephone and asked if 
they would agree to be interviewed about their bank relationships and switches of banks. Of 
the former customers four did not want to participate, and six could not be reached. Of the 
remaining 28 former customers, the 17 customers that were reached first when calling 
customers randomly were interviewed. The new customers were easier to reach, possibly 
due to more up-to date information about new customers, and only one of the customers 
contacted declined an interview. The 15 first of the new customers that were reached were 
interviewed, resulting in altogether 32 interviews. The interviews lasted between 15 and 45 
minutes. This amount and length of the interviews seemed to provide a good saturation 
with regard to the aims of this first phase of the study. 

3.2.5 Respondent selection and data collection in Phase I of the study 

Customers for Phase I were selected among behaviourally loyal customers (see Figure 17). 
As discussed previously, the sampling targeted totally behaviourally loyal customers. In 
Chapter 2, total behavioural loyalty was defined as “the biased, continued use of the 
services provided by one exclusive service provider. The sign of total behavioural loyalty is 
the existence of service contract(s) concerning all financial services used by the customer”. 
For the empirical study it was however necessary also to have operational definitions of 
behavioural loyalty. Guided by discussions with practitioners and statistics about Finnish 
bank customers, the following criteria were used to define when a customer could be 
considered behaviourally loyal:  

 The customer has used the same main bank as the only bank all of his/her adult life, 
since childhood or more than 20 years40  

 The customer uses and has used several services of the service provider, e.g. 
different accounts, loans, credits, deposit services 

 When new needs have arisen (e.g. loans, asset management), the new services have 
also been acquired from the same service provider 

 The customer does not use other providers of financial services41 to any significant 
extent. If other banks are in use, the share of portfolio is insignificant or the service 
has not been in use actively (e.g. empty childhood account)42  

                                                 
39 The names and telephone numbers were given to me after I had signed a secrecy agreement and a 
consultation contract with the bank. This was also explained to the contacted customers. 
40 The average length of a bank relationship in Finland is approximately 20 years (Halonen 2003), making the 
20 year limit suitable for identifying loyal customers. 
41 In this context insurances have not been considered, i.e. it is possible that the respondents have acquired 
their insurances elsewhere.  
42 This criteria was added as the first attempts to find behaviourally loyal customers with absolutely no 
contact to other banks showed that such customers were extremely rare. This reflects the choice to use an 
intensity sampling strategy, rather than an extreme sampling strategy (Patton 2002). 
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At the outset of Phase I, the interview guide was tested on five persons found through 
convenience and snowball sampling. As described previously, I sent an e-mail to a large 
group of people in my personal network, asking for tips on potential respondents that filled 
the above-mentioned criteria. The initial screening revealed that many of the volunteers 
who considered themselves loyal customers were in fact using several banks, thereby not 
qualifying for an interview in Phase I. Nonetheless, these customers perceived themselves 
as loyal since they had used the same account with some bank since they were children, and 
did not feel that they had been disloyal, although they had opened accounts at other banks, 
and in some cases used many different providers of banking services. After the initial 
screening five “real” behaviourally loyal customers remained, and these were interviewed 
face-to-face in interviews that lasted 30-75 minutes. The interviews showed that the 
interview guide constructed for Phase I worked well but, most importantly, I learned that 
customers’ spontaneous claims of being behaviourally loyal needed to be carefully 
examined.  

The remainder of Phase I of the study was carried out in cooperation with a Finnish bank43. 
Respondents were found by visiting three branch offices, all large, heavy-trafficked branch 
offices in the capital region during rush hours around lunchtime, since the queues would 
allow me to approach the queuing customers. Customers received a letter describing the 
study and I explained orally that I was conducting an academic study in cooperation with 
the bank, and that I was looking for respondents among customers that had been highly 
loyal to their bank. The criteria used for defining behavioural loyalty were also explained. 
The letter provided customers with some information about the study, my contact 
information, and the names of the persons responsible for the study within the bank. It also 
told customers that the data would be used for a doctoral dissertation and internally in the 
bank’s developmental work, but that customers would not be recognisable by name. 
Customers that matched the selection criteria were asked to participate in an interview that 
would be conducted in the same branch office, in a meeting room some weeks later, or by 
telephone if the customer did not want to come to the branch office. Customers were also 
promised a small gift for participating. The response of customers was mainly positive, and 
after four approximately two-hour visits to branch offices, 33 customers had agreed to 
participate. 19 agreed to meet in person, and 14 opted for a telephone interview. Out of the 
scheduled interviews, 8 of the respondents with a scheduled meeting failed to appear 
despite being reminded by telephone, and 5 of the persons agreeing to a telephone 
interview were never reached, or declined the interview at this point.  

In the end a total of 25 interviews with behaviourally loyal customers were conducted, 
mainly during January 2003. Out of these, five were the test interviews, but since they were 
of high quality, rich in data, and did not differ from the other interviews, they were 
included in the sample.  

The face-to-face interviews lasted between 30 and 75 minutes and the telephone interviews 
between 15 and 45 minutes. At an early point it became clear that the stories of the loyal 

                                                 
43 This was another bank than the bank involved in the pilot study, but the same bank that was involved in the 
final phase of the study.  



 83

customers were much more homogenous than those of the disloyal customers, and therefore 
25 interviews provided a good saturation.  

As respondents for Phase I of the study were found by visiting branch offices, there was a 
slight risk that the sample would be skewed by a large proportion of traditional customers, 
using a branch office as their main channel. This was however not the case, because only 
five of the interviewed customers stated that their main channel was a branch office. 
Additionally, two customers visited a branch office regularly through their work, but 
personally used mainly other channels. The others stated that they used either online 
banking or ATM’s as their main channel, and that they had only happened to be on one of 
their rare visits to a branch office the day I was looking for respondents.  

3.2.6 Respondent selection and data collection in Phase II of the study 

Phase II was executed in cooperation with the same bank as Phase I. Respondents of Phase 
II were mainly found by calling through lists of customers provided by the bank44. The 
bank provided me with names and telephone numbers to 205 customers from the capital 
region, whose use of services or volume had changed in at least one of the following ways: 
a housing loan had been moved to another bank, salary payments had ceased, and/or the 
volume of a savings account had decreased considerably. No background information about 
services in use, or how the relationship had changed was revealed on a customer level. 80 
calls were made to randomly selected persons, resulting in the identification of 20 
respondents who had actually switched banks within the 24 last months and who agreed to 
take part in the study by being interviewed either face-to-face or by telephone. 18 
additional respondents were reached but did not want to participate in the study. Seven of 
these said they had some hard feelings towards the former service provider. Despite 
declining to participate in the interview, some briefly told me about their disappointments 
and about a positive new relationship. These short stories were not included in the study, no 
matter how interesting, due to the customer’s unwillingness to participate.  

While scouting for loyal customers in the branch offices I also found some customers that 
had switched banks either to or from the co-operating bank, and as I knew these customers 
would be of interest in Phase II, I booked an interview with those that agreed to participate. 
This resulted in nine interviews for Phase II, seven face-to-face and two by telephone. Two 
of these had switched to the bank involved in the study while the other seven had switched 
from the bank.  

In addition, ten respondents who had switched banks partially or totally within the last 24 
months were found in my own network of friends, relatives, colleagues and students. This 
convenience and snowball sampling made it possible to increase the amount of face-to-face 
interviews, as it turned out that the customers contacted by telephone were rather reluctant 
to meet in person.  

The altogether 39 respondents identified for Phase II were interviewed in April and May 
2003. 21 of the customers were interviewed face-to-face in either branch offices or at a 
                                                 
44 As in the pilot study, I had signed a secrecy agreement and a consultation contract with the bank. 
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place chosen by the respondent (their work, home or a public place). The face-to-face 
interviews were generally between 30 and 60 minutes long. Two interviews with customers 
who had experienced serious disappointments and problems with their banks lasted for over 
90 minutes. The remaining 18 customers were interviewed on telephone, and the telephone 
interviews lasted 15-45 minutes.  

3.3 Data analysis 

A typical characteristic of qualitative studies is the overlapping of data collection and 
analysis (Creswell 1994; Patton 2002). Ideas for how the data should be interpreted that 
arise while collecting the data constitute the beginning of the analysis process, and it is 
important that these insights are recorded (Patton 2002:436). 

I was personally involved in all steps of the study, i.e. designing the study, collecting the 
data, and transcribing45 and analysing the interviews, which automatically made the data 
analysis a continuous process. The analysis started on a mental level while conducting the 
pilot study, and continued throughout the entire study. The interview transcripts from the 
different phases were first analysed separately, but after all the data had been collected, all 
interviews were re-analysed as a whole. This was motivated and necessary as the focus of 
the study and the analytical framework had developed along the process, making new 
aspects of the interviews seem important.  

As recommended by e.g. Lincoln and Guba (1985:327) and Wallendorf and Belk (1989:79) 
as a means to increase the confirmability46 of the study, a research diary was kept 
throughout the process, at some stages daily (e.g. while coding and analysing the data), 
otherwise less regularly. Such a journal helps keep track of analytical ideas arising during 
the data collection (Patton 2002:436). Despite its quite informal character, it helped keep 
track of new ideas both for the data collection, the analysis and the conceptual work. I also 
recorded problems, alternative options in the research process, and things that needed to be 
checked.  

As the abductive approach implies, the data analysis had both inductive and deductive 
features. Inductive analysis involves discovering patterns, themes and categories in the 
data, while deductive analysis involves data analysis based on existing frameworks (Patton 
2002:453). In practice this meant that the theory and my previous experience of studying 
customer switching behaviour guided me to look for certain themes in the data (a kind of 
content analysis), while the data was allowed to evoke new categories and issues of interest. 
Such an approach is also generally applied in studies using critical incident techniques. 

                                                 
45 I personally transcribed the interviews of the pilot study, while the interviews of phases I and II were 
transcribed by three students. The students received instructions that the interviews should be transcribed as 
exactly as possible, using the language spoken by respondents, with comments for pauses, laughter, doubt etc.  
46 As discussed in section 5.2, the term confirmability is used in non-positivistic research instead of the 
traditional term objectivity (Lincoln and Guba 1985; Wallendorf and Belk 1989), and hence concerns the 
extent to which results are unaffected by researcher bias.  
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3.3.1 Aims of the data analysis 

The analysis of the data was based on the conceptual framework of loyalty-supporting and  
-repressing factors presented in Chapter 2, but allowing also new issues to emerge 
inductively during the analysis. It should be noted that although the report is written so that 
the theoretical and the empirical parts are separated, they have influenced each other and 
emerged in parallel. 

Customers had been selected for the interviews based on their behavioural loyalty or 
disloyalty, but their attitudes and other factors affecting their behaviour were explored in 
the interviews. The main aims of the data analysis can be summarised as follows: 

 
 Support for the identification of customers as behaviourally loyal or disloyal  

 Identification of factors with a positive effect on customer loyalty (loyalty-
supporting factors) and factors with a negative effect (loyalty-repressing factors) 

 Identification of different kinds of loyalty-supporting factors; dedication-, or 
constraint-promoting  

 Identification of different loyalty status types as a combination of the Feeling of 
loyalty-charts and customer behavioural loyalty/disloyalty  

 Further analysis of the loyalty-supporting and -repressing factors in order to identify 
the sources of the factors 

 Comparison of different customer groups (e.g. behaviourally loyal and disloyal 
customers and the different loyalty status types) concerning the occurrence of 
loyalty-supporting and -repressing factors  

 Open exploration of other possible factors that seem to influence how customer 
loyalty develops, is maintained, enhanced or destroyed  

3.3.2 Coding and categorisation of the data 

Although the data analysis was continuous on a mental level, it formally began with a 
coding and classification of the data. The researcher needs to reduce the massive amount of 
data to patterns, categories, and themes in order to be able to interpret it (Creswell 
1994:154). Without classification, one has only raw data that represents “the undigested 
complexity of reality”, “chaos” and “confusion” (Patton 2002:463). Analysing the content 
of an interview implies identifying, coding, categorising, classifying, and labelling the 
patterns in the data (ibid).  

In early rounds of analysis various coding techniques were used, e.g. colour coding and 
other formatting, as well as tabulation functions of different software programs. During 
Phase I of the study I became acquainted with the NVivo247 software package for analysing 
qualitative data, and this software was thereafter used to aid the coding and the analysis. 
                                                 
47 Formerly NUD*IST, qualitative data analysis program; Melbourne, Australia; QSR International Pty Ltd. 
Version 2.0.161. See  www.qsrinternational.com for more information. 
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This proved a great help in handling the extensive amount of data and NVivo2 is well 
suited for the type of analysis applied in this study, as it allows both data-driven (inductive) 
and concept-driven (deductive) coding (Gibbs 2002:59). Although each phase of the study 
had been coded and analysed separately, the clean transcripts of all interviews were 
imported into NVivo 2, which was used for the final round of analysis. Although it is 
important to note that software does not analyse qualitative data, it only aids in the analysis, 
it can help in data storage, and in the coding, retrieval, comparing, and linking of the data 
(Patton 2002:442).  

The role of the coding in reaching an understanding of the data, especially for the 
occurrence of different factors in different customer groups, was paramount. First the clean 
interview transcripts were imported into NVivo2 (step 1 in Figure 20), where they were 
coded into nodes48 representing the different themes of interest that either existed prior to 
the coding or were created along the process. The coding and re-coding in NVivo2 was a 
long process, continuing intensively for months. Based on the final, thoroughly revised 
coding, Excel-tables were made (step 2), showing which factors had been found for each 
respondent. Based on this aggregation of the factors, some refinements in the coding 
structure were made. Very rarely mentioned factors were e.g. grouped together to form one 
group on a higher level of abstraction.  

In the next step (step 3), behaviourally loyal and disloyal customers were compared in 
order to see whether they differed concerning the occurrence of loyalty-supporting and        
-repressing factors. This was done by constructing sets in NVivo2, consisting of links to the 
documents representing the interviews (i.e. representing customers) identified as belonging 
to a certain group. This made it possible to compare the occurrence of the different factors 
(in NVivo2 represented by nodes) in the different groups. In the final step (step 4), I 
returned to the transcribed interviews for a closer look at what the different factors included 
and to look for explanations for the differing factor occurrences.  

 

 

 

 

 

 

 

 

 

                                                 
48 A node in NVivo2 represents a code, and hence serves as a connector of all the data that has been coded at 
it. When the node system had been created and all interviews coded according to the nodes, it was possible to 
retrieve all excerpts of text that had been coded at a certain node, making the analysis fluent, systematic and 
effective. 
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Figure 20: The coding process 

Each interview was assigned a code containing information about the respondent. As 
Figure 21 shows, the code tells [a] which phase of the study the interview belongs to (P0, 
P1 or P2), [b] the chronological interview number, [c] whether the customer is 
behaviourally loyal (Loy) or disloyal (Dis), [d] the respondent’s gender (M for male or F 
for female) and [e] the respondent’s age. These codes were used to name the documents 
representing an interview (and were hence used throughout the analysis with NVivo2), and 
they are used for all citations in this report.  

 
 

 

 

 

 

 

 

 

Figure 21: Coding of interviews 

 

P0Int01DisM55

Phase of the 
study

Chronological
interview number

Behavioural
loyalty/disloyalty

Gender Age

Interview 72
Ajdv lmfg lso
nnn dsknv cxv
bd fakngegjn
Baf df deöngrn
Mjdbarna gun

1
2

4

Loyalty repressing factors
Comparison Share Loy Share Dis II Share I & II Share Dis tot Share Dis I Share tot

P1 P2 P1+P2 P0+P2 P0 P0+P1+P2
Environment

Environment trigger 0,00 0,41 0,25 0,35 0,28 0,26
Competitors' attraction 0,36 0,26 0,30 0,23 0,19 0,26

Advertising 0,24 0,13 0,17 0,13 0,13 0,16
Word-of-mouth 0,36 0,49 0,44 0,31 0,09 0,32

Macroeconomic factors 0,12 0,18 0,16 0,10 0,00 0,10
Peer behaviour 0,24 0,49 0,39 0,34 0,16 0,31

Press 0,32 0,10 0,19 0,07 0,03 0,14

Loyalty repressing factors
Disloyals 45 46 47 48 49 50 51 52 53 54 55 56 57

69 70 71 72 73 74 75 76 77 79 80 81 82
Environment

Environment trigger 1 1 0 1 1 1 0 0 1 0 1 0 1
Competitors' attraction 0 0 0 0 1 0 0 0 1 0 1 0 0

Advertising 0 1 0 0 0 0 0 1 0 0 0 0 0
Word-of-mouth 0 1 1 1 0 0 0 0 1 1 1 1 1

Macroeconomic factors 0 0 0 1 0 0 1 0 1 0 0 0 1
Peer behaviour 0 0 0 0 0 1 0 0 1 0 0 0 1

Press 0 0 0 0 0 0 0 0 0 0 0 0 0

3
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Following recommendations for coding in NVivo2 (di Giorgio 2003), the coding proceeded 
from a simple to an increasingly complicated structure. In the initial round of coding, all of 
the data were coded to only two categories: factors with a positive effect on customer 
loyalty, and factors with a negative effect. From these categories, i.e. the first attempt to 
capture the loyalty-supporting and -repressing factors, the coding proceeded towards an 
increasingly detailed level, see Figure 22. Simultaneously, other themes that I thought may 
be of interest were coded parallel to the loyalty-supporting and -repressing factors. The 
coding was continuously reviewed and corrections were made as the categories became 
clearer. A final step in the coding process was a re-reading of all the interviews to check 
that nothing relevant from the interviews had been left out or coded incorrectly.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 22: Coding process in NVivo2 

The Feeling of loyalty-charts produced during the interviews were used in two ways in the 
analysis. Firstly they were used to identify different patterns, which resulted in the 
identification of seven loyalty status types as a result of grouping customers based on both 
the graph and their behavioural loyalty (see section 4.4). For this purpose, the charts drawn 
by customers were visually compared to each other, and grouped according to likeness. 
Later, all charts were re-drawn electronically, making it possible to combine all charts of 
one loyalty status group in one figure (see e.g. Figure 37, page 152).  

Secondly, the charts were used to aid the overall analysis of each interview, as they 
provided a summary of how the customer perceived the relationship as a whole. For this 
purpose each chart was linked to the corresponding interview transcript in NVivo2, making 
it possible to easily access the graph while analysing the interview.  
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3.3.3 Comparison between loyal and disloyal customers 

Despite the qualitative nature of this study, the findings are also illustrated with frequency 
tables (see Appendix 4). This strategy for sense making can be called a quantification 
strategy (Langley 1999) and is grounded in the notion that quantification can aid also the 
interpretation of qualitative data (Miles and Huberman 1994:41). It is, however, important 
to note that the aim of this kind of quantification is not to produce statistically valid results. 
The quantification is not an end in itself, but rather a means of adding power and sensitivity 
to individual judgements when one attempts to detect and describe patterns in a set of 
observations (ibid). The frequency tables are used to help detect potential differences 
between groups. They should hence be regarded as analytic tools and displays of the 
information, which is recommended by Miles and Huberman (1994) as a way of presenting 
data systematically to the reader. When a quantification strategy is used to help detect the 
generality of specific observations, one can avoid “holistic fallacy” (monolithic judgments 
about a case), and new light can be cast on the qualitative findings (Miles and Huberman 
1994:41). 

Once the factors that seemed to act as loyalty-supporting or -repressing factors had been 
identified, the analysis proceeded to a comparison of how the factors seemed to influence 
behaviourally loyal and disloyal customers.  

Firstly customers were grouped based on their behavioural loyalty (loyal or disloyal). Loyal 
customers from Phase I (n=25) were compared with disloyal customers from the pilot study 
(n=32) and Phase II (n=39). Comparisons between these two general groups were made for 
such factors that had been identified in all phases of the study. For the disloyal customers, 
patterns found in one of the phases could be compared to findings from the other phase.  

Secondly, customers were grouped based on the phases of data collection they belonged to. 
This was done because the Phases I and II were more similar and the interviews from these 
phases contained slightly more information than the interviews from the pilot study. It was 
frequently motivated to compare only phases I and II, leaving out the pilot study. It is 
important to note that the above-mentioned classifications are based purely on behavioural 
loyalty. 

Thirdly, customers were classified based on their behavioural loyalty combined with the 
Feeling of loyalty-chart, forming different loyalty status types. The occurrence of loyalty-
supporting and -repressing factors was also compared across these groups.  

3.3.4 Identifying customer loyalty motivation 

The notion that customers maintain a relationship due to either dedication- or constraints 
was adopted from Bendapudi and Berry (1997) as a basis for differentiating between 
different kinds of loyalty-supporting factors. During the analysis I however noticed that in 
addition to this detailed use of the concepts, most customers could also be identified as 
“dedicated” or “constrained” depending on which of the loyalty-supporting factors seemed 
to dominate in the relationship. It seemed interesting to categorise customer based on this, 
and therefore customers’ loyalty was identified as either dedication or constraint based. In 
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addition, a third category was inductively formed for those customers that seemed to focus 
solely on price. As discussed further in Chapter 4, the category was termed calculus-based 
loyalty and was deemed interesting as it is likely that customers who focus purely on price 
behave differently than other customer groups and constitute a managerial challenge.  

The three loyalty motives were not considered mutually exclusive, and therefore some 
customers were coded as displaying e.g. both dedication and calculus-based loyalty. For 
most customers, a dominating mode could however be identified. This was done based on 
the impression gained by reading all of each interview several times.  

3.3.5 Peer debriefing 

A traditional recommendation for achieving internal validity is that field notes or interview 
transcripts should be fed back to respondents to ensure that they reflect respondents’ 
understanding of a phenomenon (Remenyi et al. 1998:115). In qualitative studies, the 
criterion of internal validity is matched by credibility, defined as the extent to which the 
results are acceptable representations of the data (Lincoln and Guba 1985).  

In this study, 96 persons were contacted and interviewed at different sites or by telephone. 
Contacting all these customers again to let them comment on the interview transcripts 
would have been time consuming and expensive. It is also likely that respondents would 
have been even harder to recruit if I had had to disturb them twice.  

As recommended by Lincoln and Guba (1985) and Wallendorf and Belk (1989), peer 
debriefing, was instead used as a method to enhance credibility. The aim of such a 
procedure is to “critique and question the emerging interpretation before the researchers 
become fully committed to it” (Wallendorf and Belk 1989:74). Throughout the study, 
results from the different phases were presented to different audiences, consisting of 
academic colleagues, bank practitioners, and students. It is important to note that all these 
audiences simultaneously consist of individual bank customers, which gave the discussions 
additional depth. I also received feedback on my interpretations and findings from my 
supervisors, based on different versions of the manuscript for the dissertation. The feedback 
received from the different audiences was valuable for the analysis, and on several 
instances I made corrections based on comments received.  

3.4 Background data 

There were altogether 96 respondents in the study; 32 disloyal customers in the pilot study, 
25 loyal customers in Phase I and 39 disloyal customers in Phase II (Table 4).  



 91

Table 4: Basic facts about respondents in all phases of the study 
 Pilot 

study 
Phase I  Phase II  Total 

n 32 25 39 96 
Behaviour Disloyal Loyal Disloyal  
Face-to-face/ Telephone 0/32 16/9 21/18 37/59 
Male/Female 23/9 15/10 14/25 52/44 
Average age 49.5 49.24 42.5 47 
Total amount of 
current/previous banks 

3/2.5 1/1.5 1.5/2  

 
In the total sample 52 respondents were male and 44 female. In the pilot study there were 
23 male and 9 female respondents, a result of chance since respondents were contacted 
randomly based on lists provided by the bank participating in the pilot study. In Phase I 
males also dominated (15 male versus 10 female), while females dominated in the last 
phase of the study (25 female versus 14 male). As there was a male domination in the pilot 
study, and a female domination in Phase II, the total sample of disloyal customers consists 
rather evenly of both genders (37 male, 34 female).   

The average age of the total sample was 47 years (see Table 4). The average ages were 
rather similar in all phases of the study, although the sampling was not random.  

In each phase customers were also asked how many different banks they had used 
previously and were using currently. While the average loyal customer had no other banks 
than the main bank at the point of the study, the disloyal customer in general used more 
than one bank (see Table 4). The disloyal customers in the Pilot study used an average of 3 
banks, while the disloyal customers in Phase II on average had 0.5 banks in addition to 
their main bank (i.e. a total of 1.5 banks). The difference between the two groups of 
disloyal customers is potentially explained by the fact that the customers interviewed in the 
Pilot study were new and former customers of a niche bank, while most customers in the 
two main phases were customers of large and dominating banks. It is possible that 
customers of niche banks are more active and eager to try new possibilities, thereby 
choosing to use more banks than the average customer of larger banks. Another possibility 
is that customers perceive that niche banks cannot fulfil all their needs, and therefore 
choose to use several banks. 

The past use of banks also seems to differ between loyal and disloyal customers. While 
loyal customers had previously used an average of 0.5 banks in addition to the main bank, 
typically a bank used only in childhood, the customers in the pilot study had 2.5 previous 
banks and disloyal customers of Phase II an average of two previous banks.  

In order to provide the reader with a feeling for the stories of the customers, each interview 
has been condensed into a micro story, representing the most essential facts about the 
interview. These micro stories are included in Appendix 3.  
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4 Customer loyalty status and loyalty-supporting and -repressing factors - 
findings from the retail banking sector 

The theoretical discussion in Chapter 2 concluded in a framework ( 

Figure 14), which depicted that customer loyalty status is influenced by factors that stem 
from five different sources: the environment, the provider, the customer, the interaction, 
and the core service. It was postulated that customers are influenced by positive, loyalty-
supporting, and negative, loyalty-repressing, factors. Loyalty-supporting factors were 
further divided into factors that cause either dedication or constraints. This general 
framework can be used to analyse factors that affect customer loyalty status regardless of 
context. In this study, it was used to identify factors affecting customer loyalty and 
disloyalty in retail banking. The findings are reported in this chapter.  

Firstly, loyalty-supporting factors are discussed based on whether they cause dedication or 
act as constraints (section 4.1.1, see Figure 23). Thereafter they are discussed in more detail 
based on which source they stem from (sections 4.1.2 to 4.1.6). Based on which factors 
dominate a customer’s motivation for being loyal, customers were identified as dedicated 
or constrained (section 4.2). A third kind of loyalty motivation, calculus-based loyalty was 
inductively identified as the driver of highly price-oriented customers’ behaviour. 

Secondly, the loyalty-repressing factors that were identified in the study are discussed 
based on the sources they stem from (sections 4.3.2 to 4.3.6). Factors that seem to have a 
direct negative effect on customer behaviour are identified as triggers of disloyal behaviour 
(section 4.3.1).  

Finally, customers are divided into different loyalty status types based on [a] their 
behavioural loyalty/disloyalty, and [b] how they describe their feeling of loyalty 
(representing attitudinal loyalty) (section 4.4). The chapter ends with a summary of the 
findings. 
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Figure 23: The structure of reporting  

There are some important points to note about the data analysis and the findings. Firstly, 
the data was gathered among current, former and new customers of two different banks. 
The data is considered to represent customer relationships in retail banking in general, 
rather than relationships to a certain bank or specific relationships.  

Secondly, all customers included in the study have experienced both loyalty-supporting and 
loyalty-repressing factors, although their relative impact on the customer may differ. There 
are no relationships with only loyalty-supporting or -repressing factors.  

Thirdly, some factors have both a loyalty-supporting and -repressing effect. An example is 
provider (bank) image; when it is positive it works as a loyalty-supporting factor, and when 
it is negative it works as a loyalty-repressing factor.  
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Fourthly, none of the factors are mutually exclusive. A customer may for example speak 
positively about a satisfying service experience with the bank (functional satisfaction, a 
supporting factor) and speak negatively about some other aspect of the service delivery 
within the same relationship (functional dissatisfaction, a repressing factor). Thereby, in 
this relationship, functional satisfaction acts as a loyalty-supporting factor and functional 
dissatisfaction as a loyalty-repressing factor. The solution to include the possibility for 
factors of different valence within the same relationship was reached after first trying to 
determine each customer’s “overall” ratings for the different factors in a certain 
relationship, such as functional satisfaction, and finding it an impossible task that would 
have led to greatly simplified results.  

Finally, the focus is on factors that affect customer loyalty and relationships as a whole. 
Therefore factors outside the relationship and outside the service provider’s control are also 
included in the study (i.e. factors stemming from the environment and customer sources).  

To illustrate the findings and provide a contact to the original data, citations from the 
interviews are used generously. The citations are direct quotations from the interviews with 
the exception that names of banks, persons and branch offices have been changed in order 
to secure the anonymity of both banks and respondents. All banks are labelled bank A, 
bank B etc based on their chronological occurrence in the customer’s life. “Bank A” does 
therefore not represent a certain bank, but is the first bank the quoted customer has used. 
Bank X is used for banks’ customers referred to during the interview but were not, and had 
not been using, i.e. banks outside the customer’s own portfolio of service providers. Each 
citation is followed by an interview code (explained in section 3.3.2), which depicts which 
interview the citation is taken from. The reader can thereby read the micro story of the 
interview (see Appendix 3) in order to gain a fuller picture of the situation the citation 
represents.  

In the citations, () signifies comments or questions made by the interviewer during the 
interview, while [] are comments made in the transcript stage, based on information that is 
given elsewhere in the interview.  

4.1 Loyalty-supporting factors  

All factors that customers referred to as having a positive effect on their attitudinal or 
behavioural loyalty were considered loyalty-supporting factors. Loyalty-supporting factors 
consist of factors that [a] make the customer want to stay in the relationship, i.e. promote 
customer dedication and/or [b] prevent the customer from switching banks, i.e. act as 
constraints. Dedication-promoting factors are likely to have a positive effect on both 
customer attitudes and behaviour, whereas constraining factors have a positive effect on 
customer behaviour, but may have a negative effect on customer attitudes (see Chapter 2).  

In section 4.1.1, all loyalty-supporting factors identified in the study are introduced and 
divided into dedication- or constraint-promoting factors. In sections 4.1.2 to 4.1.6 the 
factors are discussed in more detail depending on the source they stem from. In this 
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discussion the distinction between constraint- and dedication-promoting factors is not 
made.  

4.1.1 Dedication- or constraint-promoting loyalty-supporting factors 

According to the conceptual discussion in Chapter 2, the loyalty-supporting factors either 
promote customer dedication or impose constraints. The classification of a factor depends 
on how the customer perceives it; if a factor is perceived positively (positive effect on 
customer attitude) it contributes to customer dedication. If a factor hinders the customer 
from switching, without a positive attitudinal effect, it acts as a constraint, and can hence 
have either a neutral or a negative effect on customer attitudes. Table 5 displays the 
dedication- or constraint-promoting factors as identified in this study. It should be noted 
that some factors were perceived as dedication-promoting by some customers and as 
constraints by other customers, which accounts for the fact that some factors exist in both 
categories.  

 
Table 5: Dedication- and constraint-promoting loyalty-supporting factors 
Source Dedication-promoting Constraint-promoting 
Environment  Peer behaviour  

 Negative experience of other 
banks 

 Peer behaviour  
 Negative experience of other 

banks  
 Lack of alternatives 

Provider  Physical accessibility  
 Positive image 

 

Customer  Customer disposition 
 Customer life situation 
 Personal bond to bank 

 Customer disposition 
 Customer life situation 
 Personal bond to bank  

Interaction  Functional satisfaction 
 Responsiveness  
 Relationship history  
 Relational benefits 

 Relationship history 
 Relational benefits 

Core service  Technical satisfaction 
 Availability of services 
 Economic satisfaction 

 Availability of services 
 Duration 

 
In subsequent sections, the loyalty-supporting factors are discussed in more detail 
depending on the source they stem from. 

4.1.2 Loyalty-supporting factors from the environment source 

Factors stemming entirely from outside the customer or the provider, or their interaction, 
were considered environment factors. Three environment factors were found to have a 
loyalty-supporting effect in the banking sector; peer behaviour, lack of alternatives and 
negative experience of competitors (Figure 24). Appendix 4 shows how these factors 
appeared in the data as frequencies based on the coding. It should be noted that these 
frequencies are used only as an illustrative tool.  



 96

 
 
 
 
 
 
 
 

Figure 24: Loyalty-supporting environment factors 

Of the environment factors, lack of alternatives is a constraining factor, whereas the other 
two factors can cause either dedication or constraint. The factors are exemplified in Table 6 
and discussed further in subsequent sections.  
 

Table 6: Dedication- and constraint-promoting factors from the environment source 
Loyalty-supporting factors Dedication (example) Constraint (example) 
Environment factors   
Peer behaviour  Peers’ use of bank 

makes customer want to 
use bank 

 Peers use of bank prevents 
customer from switching due 
to e.g. inconvenience 

Lack of alternatives -  There are no or customer 
does not perceive other 
alternatives 

Negative experience of 
other banks 

 Own bank perceived as 
superior 

 Other alternatives not 
attractive 

4.1.2.1 Peer behaviour 

The factor peer behaviour included influences from the customer’s family as well as from 
other parties (e.g. friends, colleagues). Peer behaviour can promote both dedication and 
constraint. In some cases the fact that the customer’s peers were using the bank added to 
the emotional attachment of the customer, making the customer want to use it, hence 
causing dedication. In other cases customers were reluctant to switch because family 
members used the bank, which would make it inconvenient to use a different bank than the 
other family members.  

The spouse has a strong impact on bank usage, and customers regularly referred to wishing 
to remain loyal to their bank due to the convenience of centralising all the family’s affairs 
to one bank.  

“We all use bank A now, we have all the family accounts there. (Was this a conscious 
decision?) Yes, we both used to use bank A, and now we have our housing loan and other 
things...we centralized everything to bank A…it’s easier having everything at the same 
bank” (P2Int64DisF30) 
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In banking, parents usually open the first account for their child and it is not uncommon 
that this account remains in use for decades. Customers also frequently referred to their 
parent’s use of a certain bank as a reason to use that bank. Younger customers in particular 
were often influenced by direct advice from parents. In a few cases even grandparents’ use 
of the same bank was mentioned, indicating that sometimes several generations in a family 
may choose to centralize their affairs to one bank.  

”My father used to work at the bank, so he got me the loans I needed and so on, I didn’t 
even understand you could compare banks, it was so self-evident that the loans would be 
taken from bank A” (P1Int48LoyM27) 

Some elderly customers also mentioned their children’s use of a certain bank as a reason to 
remain with that bank.  

Some customers were strengthened in their belief that they were using the “right” bank by 
the fact that their friends, neighbours or colleagues used the same bank and were satisfied 
with it. In some rare cases, customers mentioned it as a positive factor that their employer 
or a company owned by them was also using the bank. Older customers referred to how in 
the past, companies had dictated which bank their employees should use; for several 
customers that bank had remained their main bank throughout life.  

4.1.2.2 Lack of alternatives 

Behaviourally loyal customers quite commonly referred to some kind of lack of alternatives 
as a reason for remaining loyal to their current bank. The perception of a lack of 
alternatives was more common among loyal than among disloyal customers (see Appendix 
4). This may be due to the fact that disloyal customers have actually gone through a switch; 
they know from their own experience that there are other alternatives. It is, hence, likely 
that the effect of this factor decreases as customers gain switching experience; the 
constraining effect is mitigated when customers realise that there are in fact other 
alternatives.  

In some cases customers either knew or were afraid that other banks would not be willing 
to provide them service. Mostly this concerned being denied a loan, which seems to be a 
highly humiliating experience that those who have experienced it want to avoid in the 
future, and others hope they will not experience. Thereby this factor may work as a double 
switching barrier: on the one hand customers may not get the service elsewhere; on the 
other hand they may be afraid to try for fear of being humiliated. This may make the 
customer feel locked in, which has a negative effect on customer attitudes. As discussed in 
Chapter 2, such factors can, despite their short-term loyalty-supporting effect on customer 
behaviour, have a negative effect on customer  attitudes, which may in the long term have a 
negative effect also on customer behaviour, e.g. if the constraint stops existing.  

For some customers living close to a branch office was important, and for them such banks 
that did not have branch offices as conveniently located as their current bank, were 
unattractive.  
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“The place where I live doesn’t have any other banks, so I should always go in to the city 
centre, and that’s inconvenient. That’s why it’s like this [chose to go back to using only 
former main bank]. It [the branch office] has to be close, fast and easy.” (P0Int27DisF53) 

Competing banks may also be unattractive due to something in their way of operating.  

“The main reason I have remained loyal to bank A is that although other banks could 
probably find data about me through organizations where I am active, they have never 
done anything else than sent me a letter saying ‘come visit us’. There has been no real 
activity, no-one has shown that they would really want me as a customer. But if something 
interesting turned up there is nothing preventing me from leaving my bank. I don’t have 
that kind of bond to bank A” (P2Int77DisM47)  

4.1.2.3 Negative experience of competitors 

Negative experience of other banks was inductively identified as a loyalty-supporting 
factor. Although it could be considered a part of the category lack of alternatives, it was 
kept separate as it is based on actual negative experiences of other banks, while a perceived 
lack of alternatives is not necessarily based on the actual market situation.  

Interestingly, customers can be strengthened in their loyalty towards their current or former 
bank after having been, or considered being, disloyal to it. Hence a negative experience 
with another bank can make the customer appreciate the relationship and therefore become 
more dedicated. Negative experiences of competitors may act as a constraint if it makes the 
customer feel forced to remain with the former bank. 

The negative experiences of other banks included cases where competitors had been too 
aggressive, had not kept their promises, or had given the impression that their service level 
was lower than the current banks.  

“I’ve learned now that you can’t even agree to receiving their [foreign banks] 
information…they ask you, they call you several times to ask if they can send you their 
magazine or their information. If you say yes, then you know you will be on their list, and 
then they will not leave you alone for several months…now my secretary knows she should 
not let those kinds of calls through” (P1Int35LoyM55)  

Service failures in the phase where the customer is getting to know a competitor may also 
have a positive effect on the current relationship. 

“There’s a bank X in the neighbourhood, they once sent me a letter and I went there a few 
weeks later…and they were supposed to send me an offer on a housing loan, but I never got 
it. (They promised to send it to you?) They promised to, but I never got it and I have been 
thinking why that happened. I don’t really know why they didn’t send it…I would have liked 
to see what a housing loan would cost at that bank” (P1Int46LoyM50)  

When customers switch banks, they have at least two banks to compare with each other, the 
former and the new one. If the new bank does not do well in comparison to the former bank 



 99

(concerning e.g. service level or pricing), it may strengthen the former relationship and 
make the customer regret having switched.  

”My [attitudinal] loyalty towards bank A has actually grown although I switched to bank 
B, since now I realise bank A was so much better” (P2Int93DisF26) 

4.1.3 Loyalty-supporting factors from the provider source 

Factors linked directly to the provider’s characteristics or customer perceptions of them 
were in this study considered provider factors. It is, however, acknowledged that some 
factors (e.g. physical accessibility) could also be considered interaction factors. The factors 
are here considered provider factors due to the fact that they are directly controllable by the 
provider.  

Two specific loyalty-supporting provider factors were identified: physical accessibility and 
positive image (see Figure 25). It should be noted that both factors are such that they are 
perceived positively by customers (Table 7). The study indicated that when factors from the 
provider source have a positive impact on customer loyalty status, they promote dedication 
rather than impose constraints. It is, however, possible that in another study or context, 
provider factors could also be perceived as constraints.  

 

Table 7: Dedication-promoting factors from the provider source 
Loyalty-supporting factors Dedication (example) Constraint (example) 
Provider factors   
Physical accessibility  Customer appreciates 

the convenience of good 
physical accessibility 

- 

Positive image  Customer thinks 
positively of the bank  

- 

 

 

 

 

 

 

Figure 25: Loyalty-supporting provider factors 

4.1.3.1 Physical accessibility 

Physical accessibility was widely discussed in a positive sense (i.e. as a loyalty-supporting 
factor) among both loyal and disloyal customers. The factor accessibility was first used as a 
general term that also comprised accessibility through online banking. However, all banks 

Supporting
factors

Provider
Physical accessibility

Positive image
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today offer online services, and customers seem to experience online accessibility as a 
hygiene factor: it is expected to exist and work, and, therefore, does not provide any 
additional value. The physical accessibility through branch offices and ATMs has, 
however, been heavily decreased during the last years, which made it a frequently 
mentioned issue in the interviews. It seems that although most customers are satisfied with 
online banking for their normal affairs, they also want to have easy access to a branch 
office and ATMs when a need for them arises. 

Physical accessibility depends on locations of branch offices, convenient opening hours, 
and even the possibility to park outside. 

“The branch office we’re using has good service, it’s in the middle of the city and it’s open 
until seven or eight in the evening during weekdays” (P1Int36LoyM32) 

Accessibility factors in favour of the larger banks are the wide networks of branch offices, 
ATMs and bill-paying machines. 

”The reason I’m still using also my former bank was that before we had Internet at home I 
wanted to pay my bills through ATMs, and bank B didn’t have any of those, that was the 
only bad part of being a customer of B” (P0Int29DisF22)  

Being international was also perceived as positive in this context, as it enables customers to 
withdraw money abroad.  

”Of course bank A is so large…so if you’re travelling, especially in the Nordic countries 
where I travel a lot, then it’s convenient that you can withdraw cash with your own card” 
(P0Int01DisM55) 

4.1.3.2 Positive image 

Several different kinds of positive images were identified in the study (Table 8). The 
aspects “provides superior service” and “technological leader” relate to the customer’s 
perception of the bank’s superiority compared to the competition. The aspects “reliable” 
and “sympathetic” represent other positive perceptions, while the aspects “large” and 
“small” relate to images conveyed purely by the bank’s size. The size was frequently 
mentioned in either a positive or a negative sense, and customers seem to have a preference 
either for smaller or for larger banks. Customers who spoke positively about small banks 
thought that they provide better service, that they have a nicer atmosphere, that they use the 
money more to customers’ benefit, and that they are more flexible. The customers who 
spoke positively about large banks spoke mainly of the benefits of having a good physical 
and international network, and of the security a large bank can provide.  

The perception “speaks my language” has importance in a country with two official 
languages (Finnish and Swedish). Although all banks provide service in both languages, 
some are perceived more Finnish and others more Swedish, and the interviews showed that 
for some customers, this is important.  
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Table 8: Positive image as a loyalty-supporting provider factor 
Positive image Citation 
“Provides superior 
service” 

“It’s also that bank B, at least I believe they do their best to provide 
good service to those that have a lot of money, so they get personal 
service and it is very speedy. Service quality is extremely important 
to me. Previously I paid a little too much interest rate only because 
things have worked well” (P0Int24DisM34) 

“Technological leader” “Their online bank made them a leading bank, and they’re probably 
still leading, the others haven’t caught up. I have had a feeling that 
I’m the customer of a leading bank” (P1Int34LoyM63) 

“Reliable” “Bank A’s profile, it’s a question of image, I have the feeling that it is 
reliable, it’s large, it works the way it promises” (P1Int41LoyM60) 

“Sympathetic” “It feels kind of homey, nice” (P0Int27DisF53)  
 
“Bank B is a bit more personal and more humane” (P2Int96DisF24) 

“Speaks my language” ”The language is really important, especially for us people from 
Ostrobothnia. When my own advisor was on vacation I handled my 
affairs by e-mail through another person, and he was obviously 
Finnish speaking, but he was at least trying [to serve me in Swedish] 
and I was very happy about that and did not complain at all [about 
his poor language skills]”. (P2Int67DisF25) 

“Large” “It’s large, at the moment it’s international, it’s at least not going to 
be the first bank to go when the banks starts going down one 
day…in addition to bank B I think it’s the largest and grandest, I want 
to be the customer of a large, stable bank.” (P1Int41LoyM60) 

“Small”  “So I thought that as it is a small bank, they have maybe not yet 
accrued structural costs to the extent that it would show in their 
margins and interest rates…they don’t yet have all the costs of 
keeping up a large network” (P0Int09DisM58) 

4.1.4 Loyalty-supporting factors from the customer source 

Positive factors stemming purely from the customer or the customer’s life situation were 
classified as loyalty-supporting customer factors. The loyalty-supporting customer factors 
customer disposition, customer life situation and personal bond to the bank were identified 
(see Figure 26). All of the factors can, depending on how the customer perceives them, act 
to promote either dedication or constraint (see Table 9).  
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Table 9: Dedication- and constraint-promoting factors from the customer source 
Loyalty-supporting 
factors 

Dedication (example) Constraint (example) 

Customer factors   
Customer disposition  Customer prefers to be loyal  Customer is hindered from 

switching by e.g. insecurity 
Customer life 
situation 

 Customer is content with no 
changes 

 Customer does not have 
time for changes 

Personal bond to 
bank 

 Customer feels attachment to 
bank 

 Customer feels obligation 
to continue using bank 

 

 

 

 

 

 

 

Figure 26: Loyalty-supporting customer factors 

4.1.4.1 Customer disposition 

Some customers are less inclined than others to make changes in their banking 
arrangements, and this reluctance to change was considered a loyalty-supporting factor. 
There are different reasons for this, and three factors related to customer dispositions were 
identified in the study: customer passivity, customer insecurity, and customer loyalty 
proneness (Table 10). All of these may constrain the customer from switching, but a 
tendency for loyalty (loyalty proneness) is also likely to make a customer dedicated.  

By far the most commonly used expression concerning reasons that customers had not 
switched banks had to do with customers being passive, often including the use of the word 
“lazy”. Disloyal customers referred to laziness much less frequently than loyal customers 
and mostly as a reason why a switch had not taken place sooner, or as a reason that not all 
banking services had been transferred.  

A lack of knowledge and understanding for banking affairs can prevent customers from 
switching banks by making them reluctant to take risks. Loyal customers seemed more 
concerned than disloyal customers with potential negative outcomes of bank switching. 
This may be a result of the disloyal customers having actual experience of bank switching.  

 

Supporting
factors

Customer Customer life situation

Personal bond to bank

Customer disposition
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Table 10: Customer dispositions as a loyalty-supporting customer factor 
Customer 
disposition 

Citation 

Passivity “You could say it’s some kind of psychological laziness, I just haven’t learned or 
investigated, I haven’t switched. It would demand a certain effort and since I’m 
quite lazy…I’m just too lazy to switch, that’s my relationship for you, I don’t feel 
I’m particularly loyal.” (P1Int52LoyF55)  
 
”I’m just like…I couldn’t care less about banking stuff…I think it’s so boring” 
(P2Int96DisF24) 

Insecurity “I do feel it’s quite hard to switch banks, as I said I’m not very good with figures 
and comparing and so. Although I’m sure banks in Finland are quite honest, but 
still…you could easily feel that you’re being pulled in some direction, that you’re 
not entirely up to date with what’s happening.” (P1Int48LoyM27)  
 
“I’m not the first to go running after something new, there are always risks and 
I’m not the kind who takes risks.” (P1Int59LoyM55) 

Loyalty 
proneness 

“I’m not the kind who goes around looking for alternatives, I kind of like stability. 
You know you have certain stuff, you know what you’re doing, it’s probably to do 
with laziness as well, but if I’m happy with something I don’t see any reason to 
keep looking for something that might be better. It’s a kind of basic rule for me, ‘if 
it ain’t wrong don’t fix it’. (P1Int33LoyM35)  
 
“I am yes [loyal in general], you could say it’s my basic nature, that in general I 
try to stay [loyal] as long as possible and only when it gets really bad, then [I 
switch]” (P1Int40LoyF55)  

 
As one kind of customer disposition, customer loyalty proneness was studied based on 
interview responses to questions concerning customer perceptions of their general loyalty. 
It seemed that loyalty is something that many customers strive for or at least claim to strive 
for and this kind of attitude towards loyalty was considered a sign of loyalty proneness. 
“General loyalty” was explained to customers as being loyal in most business relations, and 
other long-term, contract-based relationships such as telecom, electricity or insurances were 
used as examples. The majority stated that they are loyal in general and that they want to be 
loyal to service providers. Only a few customers volunteered that they are not particularly 
loyal customers. It was considered a loyalty-supporting factor if customers described 
themselves as loyal in general, as this indicates that they do at least not have a desire for 
trying new alternatives just for the sake of variation.  

Interestingly, behaviourally disloyal customers quite frequently considered themselves 
generally loyal customers despite having switched, in some cases even several times. This 
may indicate that rather than actually being loyal customers, customers might want to be 
loyal or view themselves as loyal.  

Loyalty proneness is not necessarily stable across different product or service categories 
(Odekerken-Schröder 1999). It is hence possible that a customer is highly loyal to a 
hairdresser, but not to a bank, or that a highly loyal bank customer is an active switcher of 
telecom services.  
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4.1.4.2 Customer life situation 

Retail banking is closely linked to the customer’s life situation, and therefore changes in a 
person’s life situation often have an impact on the banking relationships as well. Changes 
in life situation have been found to change customers’ patronage preferences due to either 
the transition into a new role, or due to the customer’s wish to reduce stress encountered in 
the new situation (Lee, Moschis and Mathur 2001). The stage of life has also been found to 
affect customer quality perceptions (Galloway and Blanchard 1996).  

In the interviews respondents spoke extensively about issues related to their life situation. 
The customer’s life situation seemed to support loyalty either by making the customer 
content with a stable situation (promoting dedication) or by being such that the customer 
felt constrained from bank switching. Four sub-factors of customer life situation were 
identified as loyalty-supporting; a hectic life situation, limited funds and needs, increased 
need for interaction, and living abroad (Table 11).  

Customers often mentioned hectic life situations, e.g. working hard or having small 
children as reasons to not want to make any changes in their banking affairs. Customers 
who had never had a loan or who had not needed a loan until recently often mentioned this 
as a reason for staying loyal and not switching banks previously. Customers who had paid 
back all their loans and did not believe they would need new loans in the future also 
mentioned this as a reason to stay loyal. Another frequently mentioned reason for 
remaining loyal was having such scarce resources that the customer did not believe 
anything could be gained by switching banks.  

Quite surprisingly the interviews also indicated that living abroad may strengthen a 
relationship. Customers had been positively surprised by how well the relationship worked 
despite living abroad, mainly due to online services.  

Those customers that had received satisfactory service at points when their need for 
services had increased, e.g. when applying for a new loan or after receiving new funds, 
mentioned this as positive. In cases of increased interaction customers are also forced to 
learn more about the services and the relationship, and several customers mentioned that 
their relationship had grown stronger as a result of “understanding more”.  
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Table 11: Customer life situation as a loyalty-supporting customer factor 
Life situation Citation 
Hectic life 
situation 

“Money didn’t really take up my time then, life consisted of entirely different 
things, children and family occupied my thoughts rather than banking affairs.” 
(P2Int81DisF39)   
 
“…I’ve always been in the situation that time is money so I have appreciated 
not being forced to run around even if I have been paying a bit more…that 
hasn’t been decisive for my personal economy, it’s more important to save 
time” (P1Int34LoyM63) 

Limited funds 
and needs 

”I haven’t had needs like that, like I said the services I use are so simple and 
small, tiny, that I don’t believe they would be any different in any other bank” 
(P1Int43LoyM51)   
 
”Maybe then when I need a loan to buy an apartment or so it starts mattering 
[which bank I use], but now I don’t really care. I haven’t even thought about it.” 
(P2Int66DisF23) 

Living abroad “Then it got especially important to maintain a good relationship to the bank” 
(P1Int34LoyM63).   
 
“When we moved to the States it was great to have the online bank, we could 
pay all our bills that way. At that time I was a very satisfied customer.” 
(P2Int65DisF42) 

Increased need 
for interaction 

“Of course things have changed, although there haven’t been any enormous 
things happening, but when there have been more…transactions, loans and 
savings and incomes, then the bank has been involved. I’ve been quite 
satisfied throughout, quite okay…When you start understanding more and you 
have more money at your disposal it [ the feeling of loyalty] started rising” 
(P2Int64DisF30) 

 

In summary it seems that certain situations in customers’ lives have the potential to 
strengthen customer loyalty if [a] the customer is not tempted to switch banks when the 
need arises and [b] the appropriate services are provided.  

4.1.4.3 Personal bond to bank 

Some respondents had a connection to the bank outside the scope of the regular customer 
relationship. Bendapudi and Berry (1997) call such interaction extra-role interaction and 
state that this can make social bonds form. In this study bonds resulting from interaction 
outside the scope of the customer relationship were called personal bonds. Such bonds 
seem to have a loyalty-supporting effect mainly by making the customer dedicated to the 
relationship, but it is possible that they also make the customer feel obliged to continue 
using the service provider. Personal bonds were in this study found to stem from having 
positions of trust within the bank or from having worked at the bank (Table 12). 

Three of the respondents, all of them behaviourally loyal, held or had held some positions 
of trust within their main bank’s organization, which had a clearly positive impact on the 
relationship. 
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Several of the respondents included in the study had at some point worked at a bank they 
were currently using, typically as summer employees while they were studying. Mostly 
they stated that working at the bank had made them feel a commitment to the bank even 
when they no longer worked there, although some felt that the commitment existed only 
while the employment lasted.  

 

Table 12: Personal bonds as a loyalty-supporting customer factor 
Personal bond 
to bank 

Citation 

Positions of trust “While I was the CEO of company X the bank asked me to be a controller, 
which has brought with it different positions of trust within the bank, which 
has led to certain smaller benefits…mainly access to information, which 
professionally is very interesting. And due to this, whatever I have done or 
whatever temptations there have been in the market, I have been eager to 
maintain this relationship…I think this has made me understand and forgive 
many things that would otherwise have made me irritated or tempted by 
someone else” (P1Int34LoyM63) 

Having worked at 
bank 

“(Is there a reason that you have continued using bank A for some services 
through the years?) Maybe that I used to work there several summers. (How 
does that affect you?) I can’t rationally explain it. Somehow I just feel I know 
the bank…there’s some kind of loyalty that has survived.” (P2Int82DisF36) 

4.1.5 Loyalty-supporting factors from the interaction source 

Positive factors stemming from the interaction between the customer and the service 
provider were termed loyalty-supporting interaction factors. As depicted in Table 13 and 
Figure 27, four loyalty-supporting interaction factors were identified: functional 
satisfaction, responsiveness, relationship history, and relational benefits. Functional 
satisfaction and responsiveness promote dedication as they exist only if they are perceived 
positively. Relationship history and relational benefits promote dedication, but can also act 
as constraints if they hinder the customer from switching out of fear of not receiving the 
same benefits from another provider. 

Table 13: Dedication- and constraint-promoting interaction factors 
Loyalty-supporting 
factors 

Dedication (example) Constraint (example) 

Interaction factors   
Functional satisfaction  Customer is satisfied with 

the service 
- 

Responsiveness  Customer feels 
appreciated by the bank 

- 

Relationship history  Customer has 
accumulated positive 
experience 

 Customer feels hindered from 
switching out of obligation or 
habit of using bank 

Relational benefits  Benefits make customer 
want to continue 
relationship 

 Customer avoids switching in 
order to not loose benefits 
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Figure 27: Loyalty-supporting interaction factors  

4.1.5.1 Functional satisfaction 

The aspects of functional satisfaction were divided into four subcategories: general 
functional satisfaction, personal service, service recovery, and servicescape (Table 14).  

 

Table 14: Functional satisfaction as a loyalty-supporting interaction factor 
Functional 
satisfaction 

Citation 

General 
functional 
satisfaction 

“I’ve been very satisfied, maybe I’m special but everything has worked really 
well. I do follow what’s happening [in the market] but still I’m content…you 
don’t have to compare if you feel everything is working well and that the 
benefits are at least as good as the ones offered at other banks” 
(P1Int59LoyM55) 

Personal service ”(How are you being served at bank B?) Extremely well, but it is purely 
thanks to my personal advisor” (P0Int03DisM30)   
 
”I think bank B handles it well, I call my advisor who immediately moves 
around my money like I ask her, that wouldn’t, I would never be able to reach 
a person at bank A, then I would have to do it myself through an ATM.” 
(P2Int92F63) 

Service recovery “The only negative experience has been some queuing…I have mostly 
positive experiences…and it’s the personnel that has several times 
succeeded in surprising me with their positive attitude. They’ve said things 
like ’Sorry for the queues, we’re doing our best’ and they tell about the 
queues and they say they’re sorry and it’s such a small thing but it 
immediately makes me forgive the queuing when I get personal service and I 
get treated well instead of getting the feeling that they’re just trying to get rid 
of me as soon as possible in order to serve the next client.” (P2Int64DisF30) 

Servicescape “I thought the service was great, it was exactly…they told me everything and 
you didn’t need to get stressed with people behind you queuing or 
anything...it was a separate room, I called first and contacted them that way, 
then we went there and got to sit in a separate room and discuss these 
matters in peace, there was no hurry, nothing like that” (P0Int22DisM30) 

Supporting
factors

Interaction

Functional satisfaction

Relationship
history

Relational benefits

Responsiveness

Social bonds
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Most of the customers that were satisfied with functional aspects of the service seemed 
satisfied with the service and the relationship in general, not naming any especially 
satisfying or dissatisfying elements. Customers that had previously received bad service at 
another bank were especially impressed by good service.  

Despite the growing use of online banking, human interaction still seems to be a crucial 
factor of bank relationships. This was evident e.g. in the fact that although a majority of 
customers handle most of their banking affairs over the Internet, online banking was 
discussed only a fragment of the amount that personal encounters were discussed, and with 
none of the heat the discussions concerning personal interaction generated. Good personal 
service is hence a highly important element of functional satisfaction.  

Service recovery has been acknowledged as a factor with an important impact on customer 
satisfaction and intentions to switch (Levesque and McDougall 1996). A large part of the 
customers in the current study had experienced at least some minor problems in their 
dealings with their bank, but it was rather rare that respondents told about positive service 
recovery experiences. Much more, customers told about either dissatisfying recovery 
efforts, about no recovery efforts at all, or about not even expecting any recovery efforts. 
However, some customers had positive experiences of service recovery, even in simple 
situations like having been forced to queue and receiving an apology. 

The physical surrounding of the service encounter has been recognized as a factor affecting 
the service delivery process e.g. by Bitner (1992), who coined the term servicescape. Some 
banks have designed their branch offices so that customers negotiating e.g. loans can get 
their own privacy, and this was by some customers mentioned as a positive aspect which 
seemed to contribute to functional satisfaction. Other positive comments about the 
servicescape concerned branch offices being “beautiful”, “large”, or “small”.   

4.1.5.2 Responsiveness 

The interviews showed that when the bank takes an active and positive role in the 
relationship, customers feel appreciated by the bank, which has a positive impact on the 
relationship. Such initiatives were termed responsiveness. Customers reacted positively 
especially when they were contacted by their own bank (not by competitors) and when the 
bank did not only try to cross-sell. However, there is a fine line between being too passive 
and too active. Although customers frequently referred to a lack of activity from the banks 
as something negative, some customers also felt bothered by too much or the wrong kind of 
activity (see section 4.3.3.1 for a discussion of the repressing factor “lack of, or negative, 
relationship activity”).  

The actions of banks that were categorised as responsiveness consisted of reaction at bank 
switching, active communication, and flexibility (Table 15). 

 



 109

Table 15: Responsiveness as a loyalty-supporting interaction factor 
Responsiveness Citation 
Reaction at bank 
switching 

“At one point I thought I would switch everything back to bank A, but then 
they just said ‘No you’re not doing that, we have all kinds of ideas on how  
we can work with your portfolio here’. I have gone as far as telling her that I 
am thinking about switching back to bank A, but she just says I’m not doing 
that. Her will to keep me has tackled my will to switch. You know I think that 
at bank B they would be sad if I switched, but not at bank A...I am slowly but 
steadily switching more and more to bank B.” (P2Int96DisF24) 

Active 
communication 

“It has been nice that as my money has been deposited on a periodic 
account, they call me every now and then and ask me ‘what do you want to 
do?’ and ‘shall we renew it?’, and then we discuss the interest rate for a 
while and then they send me the contracts and everything continues as 
before” (P1Int60LoyF35) 

Flexibility ”Bank C seems to be most flexible…when it comes to interest rates and 
fees…they have been willing to discuss them” (P0Int13DisF55)   
 
“They have allowed me to pay back on my newer loan although I should be 
paying back on an older one…the employees accepted that” 
(P1Int54LoyM33)  

 
The situation when a customer switches banks is clearly a challenge for banks. Mostly, 
customers had not noticed that the bank would have reacted in any way when they switched 
banks. In cases where the bank did react, the reactions of customers differed. As a loyalty-
supporting factor, customers perceived it as positive that the bank noticed that they were 
leaving and were taking action to prevent it. Even if this did not necessarily prevent 
customers from switching (i.e. have an impact on customer behaviour), it often did have a 
positive impact on their attitude towards the bank, hence having a dedication-promoting 
effect. The appropriate actions also seem capable of influencing customer intentions to 
return and the word-of-mouth that they will be spreading.  

An important aspect of provider relationship activity was regular communication, the 
taking of initiatives, and giving advice.  

Flexibility was frequently mentioned as a characteristic of small banks in particular and 
mainly concerned the banks’ flexibility when discussing loans and pricing issues; in all 
cases it was perceived as positive. 

4.1.5.3 Relationship history 

In relational services such as banking, the length of the customer relationship has been 
found to have an effect on customer loyalty. Trubik and Smith (2000) e.g. found that 
customers that had been customers less than eight years were more likely to switch banks 
than customers with a longer relationship. When a relationship continues for a long time, it 
is also likely that some kind of attachment starts to form. The positive effect of a long 
relationship is here called relationship history, a term used also by Nyberg (2002), who 
identified it as a factor with a positive effect on relationships. A positive relationship 
history is by definition perceived positively and hence acts to enhance dedication. Three 
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closely related but slightly different aspects of relationship history were identified: 
relationship length, having been a customer since childhood and the habit of using a 
certain bank (Table 16).  

 

Table 16: Relationship history as a loyalty-supporting interaction factor 
Relationship 
history 

Citation 

Relationship 
length 

“When it’s been such a long relationship, in such cases you always think that 
there has to be very good reasons for a switch before you would leave.” 
(P1Int40LoyF55)   
 
“I took my first loan from bank A and it has been a long relationship, so I 
maintain it kind of on the side” (P2Int79DisF38) 

Customer since 
childhood 

“(Why do you think you felt such a strong bond to bank A?) It’s 
hard…somehow it has to do with the fact that it was my parents, my dad who 
chose it…Somehow you kind of leave your parents as well [if you switch 
banks]” (P2Int68DisM50)  
 
“This might be a little naïve, but when I was a knee-high boy the bank 
manager where we lived, who was a friend of my father, well he sometimes 
came to our house and put 25 liquorice bars in our mailbox, and that I’ve 
always associated [positively] with the bank.” (P2Int77DisM47) 

Habit of using 
bank 

“…I suppose you get used to it, and it becomes self-evident and natural. 
When there has been nothing negative it’s just something that exists” 
(P1Int43LoyM51)   
 
“What’s strange is that I still remember the account number, but not my new 
account number at bank B. So when someone needs to pay me something I 
usually give the number of the account at bank A, just because I remember 
it. I don’t want to have to look up the account number of the account at bank 
B” (P2Int85DisF27) 

 
Banking customers in Finland have traditionally been highly loyal to their banks and it is 
not uncommon to have used the same bank for decades. Having used the bank for a long 
time, which was common especially among the loyal customers, seems to act as a strong 
supporting factor. For disloyal customers a long relationship history was typically a factor 
preventing the customer from ending the relationship entirely, choosing to leave some 
services with the bank.  

In general, customers had surprisingly vivid memories from bank relationships in their 
childhood, and the fact that a bank had been used already in childhood seemed to make 
customers attached to the bank. Many customers said how their parents chose the first bank 
for them, and in many cases the bank was still in use. Some customers referred to positive 
memories from being a customer of the bank as a child, e.g. belonging to the children’s 
club. For children the give-aways seem important, as most customers with positive 
childhood memories mentioned what they had been given: membership cards with certain 
benefits, magazines, candy, or the first bank card of their own.  
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One reason a long relationship history works as a loyalty-supporting factor is that people 
get used to dealing with a certain bank. A few customers said that they remembered their 
account number by heart and therefore could not transfer the account to another bank, even 
if all other services had been switched. Thereby relationship history can act as a constraint 
if the customer feels reluctant to switch due to the habit of using the bank or the knowledge 
bonds (e.g. customer has learned to use the bank’s online bank) created in the relationship.  

4.1.5.4 Relational benefits 

A kind of loyalty-supporting factor acknowledged in the relationship literature consists of 
relational benefits, i.e. gains perceived by the customer as a results of being involved in a 
relationship. Gwinner et al. (1998) identified confidence, social and special treatment as 
relational benefits perceived by the customer. In this study four specific factors were 
considered relational benefits: key customership and customer clubs, economic benefits, 
preferential treatment, and social bonds (Table 17). 

 

Table 17: Relational benefits as a loyalty-supporting interaction factor 
Relational 
benefits 

Citation 

Key 
customership and 
customer clubs 

”I’ve been a key customer so I have felt that I have been privileged in that 
everything has worked well, the service has been free of charge and so on.” 
(P1Int59LoyM55)   
 
“(Is it good to have your own advisor?) Yes. Absolutely. Although I know the 
information is there on the computer and that anyone could see the same 
things, but having that one [person], having a number to call, it gives a 
personal feeling, although it doesn’t really matter, but still you feel that 
someone is caring, it just feels good.” (P2Int64DisF30) 

Economic 
benefits 

“…concerning the fees I’m convinced that the better you are as a customer, 
the better service you get, but you also get better prices. Which makes it 
worth centralizing your services; if you run around at all the banks you 
probably don’t get the best deals.” (P1Int35LoyM55) 

Preferential 
treatment 

”They have a special place, I never have to stand in queue, there’s a special 
counter which they do not draw attention to, but there are a few persons 
there who take care of special customers. And everything is prepared when I 
get there, so I never have the normal problems the average bank customer 
has, about queuing or not reaching the person they’re looking for.“ 
(P1Int35LoyM55) 

Social bonds “I’m going to leave it [a last account at former bank]. I have such an excellent 
contact person there that even because of that I’m leaving it. We even keep 
in touch by mail (Is it because of this you want to leave the account there?) 
Yes, only because of that.” (P0Int02DisF30)   
 
“I think it’s more fun with a human being, then I get it done at once and it 
takes max three minutes. And then they understand what I want done and 
they can check the rate [of the stock] at that point exactly. There is a 
difference; it’s more fun when it’s a human being than working with Internet 
in this case.” (P1Int36LoyM32) 
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As customer relationship management has grown in popularity, an increasing number of 
service providers, banks among them, have introduced key customer programs. These are 
typically aimed at rewarding customer loyalty and should therefore result in relational 
benefits for the key customers. However, surprisingly few of the respondents mentioned 
being key customers as something worth striving for or as something especially positive in 
the relationship. A reason might be a certain inflation on customer programs; when 
practically all service providers are offering some kind of program, customers might not 
perceive them as providing additional value. Some customers however did mention benefits 
received by being a key customer as something they valued in the relationship.  

Some customers perceived customer clubs as positive. They either personally had positive 
experiences from belonging to a customer club (e.g. a children’s club in their childhood) or 
they felt positively about the clubs for someone else (e.g. mothers appreciated children’s 
club for their children; a pensioner thought pensioners liked pensioners club although did 
not actively participate herself).  

Although aspects of pricing were rarely discussed in a positive tone, some customers 
clearly valued the economic benefits they got either through the customer programs or by 
negotiating with the bank, i.e. discounts that the customer perceived that were given based 
on the relationship.  

Related to benefits received by being a key customer is also preferential treatment. 
Gwinner et al. (1998) identified “special treatment” as one relational benefit and considered 
it to include e.g. price discounts or extra services. In this study preferential treatment 
consist of other than economic benefits. 

Social bonds are one kind of relational benefits and clearly emerged as highly important 
loyalty-supporting factors. Due to the seeming importance of this factor, the frequency of 
its coding is reported separately in e.g. Appendix 4. Social bonds have been found to have a 
positive effect on customers’ desires to maintain relationships (Gwinner et al. 1998; 
Colgate and Lang 2001). Price and Arnould (1999) found that “commercial friendship” can 
develop between buyer and seller, involving affection, intimacy, social support, loyalty and 
reciprocal gift giving. They also found a strong correlation between commercial friendship 
and satisfaction, loyalty and positive word-of-mouth (Price and Arnould 1999:51). 

The study showed that social bonds are important reasons that loyal customers choose to 
remain loyal, but they may also prevent disloyal customers from switching all services. 
Social bonds seem to have a strong effect on customer dedication, but may also act as 
constraints e.g. if the customer feels reluctant to switch in fear of offending the contact 
person.  

4.1.6 Loyalty-supporting factors from the core service source 

Positive factors stemming purely from the core service itself were labelled core service 
factors. The category hence refers to aspects of the core financial services, as opposed to 
services performed in order to deliver the core service. In a banking context a loan can be 
considered a core service, while the process of negotiating and receiving it can be 
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considered a service performed in order to deliver the core service. Four core service 
loyalty-supporting factors were identified in the study: technical satisfaction, availability of 
services, economic satisfaction, and duration (see Figure 28). Technical and economic 
satisfaction are by definition perceived positively and hence contribute to customer 
dedication (Table 18). Duration is a legal bond, preventing customers from switching 
before a service has matured, and is hence a constraint. Availability of services can promote 
both dedication (when perceived positively) and constraints (when customer is reluctant to 
switch out of fear of not being offered same services elsewhere). 

 
Table 18: Dedication- and constraint-promoting core service factors 

Loyalty-supporting 
factors 

Dedication (example) Constraint (example) 

Core service factors   
Technical satisfaction  Customer is satisfied with the 

core services 
- 

Availability  Customer is content to 
receive desired services 

 Customer is afraid that 
same services would not 
be provided elsewhere 

Economic satisfaction  Customer is satisfied with 
pricing issues 

- 

Duration -  Duration prevents 
customer from switching 

 
 
 
 
 
 
 
 
 
 

Figure 28: Loyalty-supporting core service factors  

4.1.6.1 Technical satisfaction 

Technical satisfaction is a dedication-promoting factor stemming from the core service 
source. In banking, core services are the actual financial services, e.g. loans, accounts or 
credits. However, these are quite abstract and intangible services, whose characteristics or 
qualities can be hard for the customer to evaluate. In fact, the interviews indicated that 
customers even had trouble perceiving what constitutes a financial service, as they had 
trouble describing what services they were using. Frequently, customers did not mention 
regular accounts or other basic core financial services at all without prompting, rather they 
remembered having loans or other major services, and almost all customers told about their 
use of ATMs or online banks. Strictly, ATMs and online banks are means of delivering the 

Supporting
factors

Core service

Technical satisfaction

Availability of services

Economic satisfaction

Duration
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service rather than core services, and should therefore be considered functional aspects of 
the service delivery. As customers however clearly considered them important as services 
per se, and the aim in this study was to obtain a customer-oriented understanding, they 
were classified as technical aspects of the relationship. ATMs were discussed less 
frequently than online banks, and mostly concerning their locations. Issues concerning 
ATMs were therefore considered accessibility factors, classified as stemming from the 
provider source (see sections 4.1.3.1 for a discussion of good accessibility and 4.3.3.3 for a 
discussion of poor accessibility). Online banking is due to its central role discussed as an 
aspect of technical satisfaction. Hence, technical satisfaction contains the sub-categories 
satisfaction with core services and satisfaction with online banking (Table 19).  
 

Table 19: Technical satisfaction as a loyalty-supporting core service factor 
Technical 
satisfaction 

Citation 

Satisfaction with 
core services 

“I must say that as a whole it works incredibly well, everything usually works. 
I’ve had a loan for studying expenses, a housing loan, more deposits every 
now and then, everything has worked well, and the online bank, which I 
mostly use works really well and has worked really well for really long.” 
(P2Int91DisF32) 

Satisfaction with 
online banking 

”Their online bank is 100 percent, as close as possible to my daily needs, it 
is reliable, it works well, it’s always there and they’ve even broadened the 
service scope so you can do almost anything.” (P1Int33LoyM35)   

 
Discussions during the interviews focused on technical dimensions of banking services to a 
much smaller extent than on the functional aspects of the service delivery process. It is 
possible that Finnish bank customers simply assume that core financial services are of good 
quality and therefore do not think about them analytically, as long as everything works as 
expected. It is on the other hand evident that if problems occur, e.g. if money disappears 
from an account, customers will react strongly. Customers frequently made remarks about 
being satisfied with the relationship in general, and it is here assumed that such general 
satisfaction can exist only when the core services are technically satisfying. Technical 
satisfaction could thereby be considered a hygiene factor, it is expected to exist but it does 
not provide extra value to the relationship and it does not help in diversifying the offering 
from that of competitors. In other countries and cultures, where there is more uncertainty 
concerning the quality of financial services, the situation might be different.  

As a result of the above reasoning, customers that do not explicitly state that they are 
technically dissatisfied are likely to be technically satisfied. This could, however, not be 
assumed in the coding of the interviews, and therefore only customers that explicitly told 
about being satisfied with technical aspects of the service were coded as technically 
satisfied. 

A great deal of the comments concerning technical satisfaction concerned online banks. 
Online banking has increased its share of transactions rapidly during the last decade, and 
online banking is clearly mainly a loyalty-supporting factor, increasing customer 
satisfaction by making the service delivery process fluent.  
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Online banks are not only central aspects of customer relationships; they also seem to 
provide a basis for comparison between banks. Those customers that had used more than 
one online bank usually found differences between the banks, and usually preferred one to 
the other, which is likely to be the result of being used to the design and functions of one 
online bank (i.e. knowledge bonds).  

4.1.6.2 Availability 

Financial services differ from many other services in that their availability is not always 
guaranteed, e.g. concerning loans. Being denied a financial service can be both problematic 
and humiliating, and therefore the availability of services may work as a constraint for 
those customers that cannot take availability for granted.  

“I have appreciated that…at least when I was a student there were often tough times, where 
the bank could offer me help.” (P1Int46LoyM50) 

Some customers also told about wanting some special service, e.g. a high-interest deposit 
account with the right to make withdrawals, and perceived the availability of such special 
financial services as a positive factor, making the customer dedicated. Some older 
customers compared the situation today to how it used to be and were grateful that services 
are more easily available today. 

“If you compare to how it was in the 60s, when I became a customer of the bank, then it’s a 
little better. Nowadays you actually get to borrow money!  You didn’t get to do that before, 
so in that sense the bank has gotten better…You had to save half of the sum before you 
could borrow the other half. It was really hard to get a loan. Nowadays you do get loans.” 
(P1Int62LoyF58) 

4.1.6.3 Economic satisfaction 

The easiest aspect to compare and discuss concerning abstract services such as financial 
services seems to be their prices. In the interviews prices were mostly mentioned in a 
negative tone (e.g. complaints of too high prices), but in some cases also positively. 
Although pricing issues are not likely to cause exceptional satisfaction, pricing can be 
satisfactory by being better than the competitors’. Economic satisfaction can also result 
from a satisfactory renegotiating of prices. Discussions of pricing issues mainly concerned 
margins and interest rates on loans, service fees and interest rates on deposits.  

“Of course I’m satisfied now that it’s [the margin] much lower and now it seems to be 
about where the papers said it should be.” (P1Int44LoyM62) 

The importance of pricing issues is bound to depend on the extent to which a customer is 
price-focused. For customers who focus mainly on pricing issues it is likely to be of higher 
importance than for customers who are not price-focused. 
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4.1.6.4 Duration 

The duration of a service acts as a constraint by hindering a customer from switching. The 
constraint can be factual when the customer is bound by an agreement, i.e. a legal bond 
exists, which may be the case for time-bound deposits or pension-saving plans. In other 
cases the constraint may exist as a perception of the customer although it is not factual. 
Some customers seemed to feel that if a bank had granted them a loan, they were obliged to 
continue using that bank or it would be very hard for them to switch.  

”(Did you ever consider switching banks?) I couldn’t have switched, as far as I understand, 
since I had that loan. I’m not quite sure, but I understood it would have been terribly hard 
to switch it, I would have been forced to take a loan with a very high interest rate.” 
(P1Int60LoyF35) 

In Chapter 2 constraints were defined as having either a neutral or a negative impact on 
customer attitudes. In cases where the customer would like to switch but is hindered from it 
by the duration of a service, it is perceived negatively.  

“(So for quite a few years you reluctantly continued using the bank?) Yes, since the 
beginning of the 90s. (How did that feel?) You could say that  I have never been in jail, but 
I can imagine I felt like a prisoner. We had no way of getting free from the bank, anything 
we suggested, anything our attorneys suggested, all possible suggestions in order to get this 
thing over with in a sensible way, it seemed like they were systematically against all our 
suggestions.” (P2Int75DisM64) 

4.2 Customer loyalty motivation 

The previous section presented the loyalty-supporting factors that were identified in the 
study and divided them into factors that cause dedication or constraint. A similar analysis 
was also carried out on a customer level, identifying dedicated or constrained customers 
based on which kind of loyalty-supporting factors that seemed to dominate each customer’s 
behavioural loyalty. Bendapudi and Berry (1997) used the concepts dedication and 
constraint to describe customer motivation for relationship maintenance. Using the terms of 
this study, customer dedication or constraint is here called customer loyalty motivation. 

When analysing customers’ loyalty motivation, the interview as a whole was used to 
determine whether customers were dedicated or constrained. Customers were considered 
dedicated if they clearly voiced a preference for some bank and showed that they wanted to 
be loyal to it. This included a positive attitude towards the relationship and some degree of 
affective bond to the bank. In all other cases customers were considered constrained. 
Constrained customers therefore had a neutral or negative attitude towards the bank and 
remained loyal due to other reasons than a desire to do so. In most cases respondents could 
be clearly identified as either or, but in some cases customers seemed to remain loyal out of 
both dedication and constraint. In such cases, the customer was coded for both categories.  

While analysing factors acting as constraints, one stood out both due to its frequency and its 
intensity in cases where it did prevail: loyalty based on pricing issues. The commitment of 
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price-focused customers is calculative; they weigh all gains and benefits, pluses and 
minuses, and remain loyal as long as they perceive they gain from it (Morgan and Hunt 
1994; Wetzels et al. 1998). In a study of car repair services Liljander and Roos (2002) 
found that many customers were calculatively committed to the service provider, calling 
relationships formed under such conditions calculus-based relationships. In the present 
study calculus-based loyalty was adopted as a special form of constraint-based loyalty to 
represent loyalty based primarily on pricing issues.  

I felt that it would be interesting to know to what extent the loyal and disloyal customers 
were influenced by these different loyalty motivations and therefore I recorded the 
dominant loyalty motivation(s) for each customer. For the behaviourally loyal customers, 
the loyalty motivation concerned the current, on-going relationship. For the behaviourally 
disloyal customers, the loyalty motivation was identified both in the relationship to the 
previous (switched-from) service provider and in the relationship to the new service 
provider. In order to look for potential differences between the groups, the frequency of the 
different loyalty motivations was then compared across groups (see Table 20). As Phases I 
and II were most alike, the findings of these two phases were compared to each other. As 
discussed previously (see Chapter 3), this kind of quantification is used as an analytical tool 
and should not be taken as an attempt to generalise the findings of this study. 

 

Table 20: Loyalty motivation of loyal and disloyal customers  
Behavioural loyalty Loyalty motivation 
Loyal customers  (P1, n=25)  
 
*of all loyal customers 

Dedication to current bank 76%*  
Constraint to current bank 32%*  
Calculus to current bank 4%* 

Disloyal customers  (P2, n=39)   
 
 
**of all disloyal customers in Phase II 

Dedication to former bank 28%**  
Dedication to new bank 8%**  
Constraint in relationship to former bank 36%** 
Calculus in relationship to former bank 36%** 

 
There are some things to note about the figures in Table 20. Firstly, some respondents were 
coded for more than one loyalty motivation, and therefore the frequencies are not equal to 
100. Secondly, all percentages represent frequencies within groups, implying that the first 
percentage (76%) indicates that 76 percent of the behaviourally loyal customers were 
identified as dedicated. Thirdly, dedication could in the case of disloyal customers be 
identified for both the former (switched-from) and the new bank based on how the 
customer spoke about the banks. Constraint- and calculus-based loyalty was harder to 
identify for the new bank and was therefore left out. It is possible that a customer who has 
relatively recently switched banks is not yet considering bank switching, and therefore does 
not acknowledge constraints in the relationship. In the interviews, dedication could 
however be identified in fresh relationships as well.  

An immediate implication of the figures in Table 20 is that dedication is more frequent 
among loyal customers (76% were dedicated to their current bank) than among disloyal 
customers (28% of the disloyal customers were dedicated to their former bank prior to 
switching). Dedication had, however, existed also among disloyal customers prior to 
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switching. It is hence no guarantee for loyalty, but it does seem to be positively related with 
it.  

An interesting point is also that dedication towards a new service provider was less frequent 
than dedication to a former service provider (the amount of customers that were dedicated 
to their new service provider was lower than the amount of customers dedicated to their 
previous provider). The interviews revealed several potential explanations for this. It is 
possible that once a customer loses his dedication for a service provider, it is hard to build it 
in another relationship. On the other hand dedication may take time to develop and 
therefore does not exist in the beginning of a relationship.  

Constraint-based loyalty existed to approximately the same extent among loyal and disloyal 
customers. This included all the reasons for feeling constrained except economic reasons, 
which were singled out as calculus-based loyalty. It seems that disloyal customers’ loyalty 
to their former service provider had been calculus-based to a higher extent than loyal 
customers’ loyalty.  

In the following sections, dedication-, constraint- and calculus-based loyalty is discussed in 
further detail.  

4.2.1 Characteristics of dedication-based loyalty 

Dedication was quite common among the behaviourally loyal customers in this study and 
less frequent among behaviourally disloyal customers (see Table 20). In quantitative studies 
in the Finnish bank market, Finnish bank customers have been found to be the most 
committed in the European market (TNS Gallup 2003). It is likely that dedication has a 
positive impact on customer loyalty.  

In order to be classified as dedicated, customers had to express truly wanting to remain 
loyal to their current (in the case of loyal customers) or to their previous or new bank (in 
the case of disloyal customers). Dedicated customers hence had a positive attitude towards 
the relationship. The emotional attachment of dedicated customers could be discerned by 
the fact that they used emotive words such as cooperation, partnership, friendship or even 
love when describing their bank relationship, something which did not occur in the 
language of undedicated customers.  

”You must have found one of bank A’s most loyal friends outside the bank [when you’re 
interviewing me]” (P1Int35LoyM55)  

The emotional attachment of dedicated customers was also visible in the fact that they 
seemed willing to forgive mistakes made by the bank; they expressed compassion and 
understanding even when they experienced problems or service failures.  

“Of course everyone [in the staff] is not as friendly, but you’re not always as friendly 
yourself either… [When an employee had lost the customer’s social security card] she 
actually said it’s my fault that it had disappeared, but it doesn’t matter, it’s no big deal, 
there’s no problem…I don’t care, mistakes can happen…I’m not that kind of person…I try 
to make up” (P1Int51LoyF70)  
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In some cases customers seemed dedicated in that they preferred the bank and expressed a 
genuine wish to continue using it, but at the same time mentioned reasons that they felt 
forced them to continue using the bank. Hence, it is possible that customers can be both 
dedicated and constrained at the same time. It however seems plausible that in order for the 
customer to show any signs of dedication, the dedication is stronger than the feeling of 
constraint. In the opposite situation, it seems unlikely that the customer would still feel 
dedicated.  

Although dedication was more frequent among loyal customers, dedication had also existed 
among disloyal customers prior to switching. Customers that had switched despite being 
dedicated had switched more or less reluctantly.  

”It was a disappointment that I had to switch banks” (P2Int58DisM78)  

A customer who reluctantly switched her loans to another bank described her feelings like 
this:  

“(How did it feel to switch from A?) Like shit. I didn’t like it one bit because I had been so 
used to it...I had always been a customer of bank A and I was so used to handling all my 
affairs with them, they always had good service and I know people working there and so 
on...I felt at home there. I did keep my two accounts there [although switched all other 
services]. (Why do you think you feel this way?) I think it’s because I was there for such a 
long time and I’ve also been most satisfied there, I never had any reason to consider 
closing my accounts there...I have plenty of positive memories.” (P2Int94DisF31) 

Some disloyal customers were willing, or even eager, to return to the former service 
provider, which is a sign of dedication to the former bank. The willingness to return to a 
previous service provider was by Roos (1999) considered an important characteristic of a 
switching process. A customer willing to return was by Roos (1999) classified as having 
experienced a revocable or a conditionally revocable switching process and it seems likely 
that dedicated but behaviourally disloyal customers belong to this category.  

In cases where the customer used several parallel banks it was not unusual that the 
customer was dedicated to one of the banks, generally the main bank, often also the first 
bank they had started using. It is possible that for customers who use several banks, 
dedication is formed either to a bank where the most important services are held, or to the 
bank the customer has the longest-lasting relationship to.  

“If there was an emotional tie it was to my first bank, but not to bank B.” (P2Int74DisF37)  

“(How does it feel to have relationships with four different banks?) I don’t perceive I have 
relationships to four different banks. (Which ones do you perceive you have a relationship 
to?) I perceive a relationship only to one bank, that’s bank B [where the housing loan was 
taken]”. (P2Int73DisM25) 

The latter citation is interesting as it points to the fact that although all banks used by the 
customer are likely to perceive that a relationship with the customer exists, the customer 
perceives a relationship only to one of the banks.  
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The figures in Table 20 further indicate that among the disloyal customers, fewer were 
dedicated to their new bank than to their previous bank. This implies that dedication is not 
easily transferred from bank to bank. Once a dedicated relationship is broken, it may not be 
easy to earn the customer’s dedication.  

“…once I let go of my loyalty to that bank... as I have now switched, I don’t intend to get all 
involved in that bank B, it’s just a bank. It’s strange but that bank [former bank] has 
managed to build such a culture of loyalty that when you switch from them it’s like selling 
your home country. (You don’t think you’ll feel as attached to bank B?) No, never, I 
stopped doing those things [being involved] now.” (P2Int68DisM50) 

On the other hand customers who had not been satisfied or dedicated in their previous 
relationship seemed to react especially positively if they were treated well in their new 
relationship. In a study of satisfied and dissatisfied bank switchers, Ganesh et al. (2000) 
similarly found that those customers that had switched after being dissatisfied were most 
satisfied in their new relationship. 

“Bank B is my main bank [now], it’s my favourite bank now…It’s this trust they managed 
to establish in such a short time. I was so happy about this relationship, about being treated 
like this, with such a nice and friendly attitude, like a person… it didn’t feel just like an 
economic relationship, it also feels like a relationship with a certain importance to me” 
(P2Int65DisF42)  

It seems likely that dedication can prevent customers from being attracted by competing 
alternatives, as the loyal dedicated customers had seldom even considered switching banks 
and did not perceive other options as attractive.  

“(Have you at any point considered switching banks?) No; no I haven’t. I have this first 
account since 1948…(Have you ever thought that some other bank might be able to offer 
you something better?) No. I haven’t thought like that. I haven’t even thought that I would 
try something else. (Do you feel some kind of tie to this bank?) Yes I do. It’s been such a 
long time, I’m used to it…you could say it’s because I’ve always been a customer here” 
(P1Int45LoyF65)   

All customers were asked about their future intentions concerning their banking 
relationships and loyal dedicated customers also seemed to have positive future intentions.  

“I’m quite convinced that I’m staying [loyal to bank A]...if nothing very strange happens”. 
(P1Int48LoyM27)  

Dedicated customers’ commitment is affective rather than calculative (Morgan and Hunt 
1994; Bendapudi and Berry 1997), and dedicated customers may be willing to stay loyal 
although they are not maximizing their own benefit by doing so. One frequent argument for 
practising relationship marketing is that loyal customers are less price-sensitive (e.g. 
Reichheld 1996b). Behaviourally loyal customers who are loyal based on constraints 
however have neutral or even negative attitudes towards the service provider, making it 
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unlikely that they would be willing to accept higher prices. Dedicated behaviourally loyal 
customers however did express certain insensitivity to pricing issues.  

“We accepted it [the higher interest rate] instead of going through all the hassle, or 
actually it isn’t a hassle to move everything to bank B, but it was emotional…it felt good to 
stay” (P1Int36LoyM32) 

Sources of dedication, i.e. dedication-promoting loyalty-supporting factors, were discussed 
in section 4.1. Among the numerous factors causing customer dedication, peer behaviour, 
relationship history and high customer satisfaction seem especially important. Peer 
behaviour and relationship history are closely linked as dedication frequently seemed to 
stem from the combination of family influence and a long relationship history. Some 
customers even expressed being “brought up” to be customers of a certain bank.  

“It was somehow self-evident that I was taking the loan from bank A, there was no question 
about it…it’s something coming from the family…like since you were a child you believed 
that bank A is the only right bank” (P1Int48LoyM27)  

Dedication was clearly positively influenced by high customer satisfaction. Highly satisfied 
customers perceived that they were receiving high quality service, and frequently also had a 
personal relationship to someone in the bank and perceived other benefits of being involved 
in the relationship. 

“I have an extremely nice contact person at branch X. I have been very satisfied, they have 
kept in touch, they have these events for customers every now and then, and they have kept 
me up to date about their services. At this point I am very satisfied with the services there.” 
(P0Int25DisM56) 

4.2.2 Characteristics of constraint-based loyalty 

According to Bendapudi and Berry (1997), constraint-based loyalty exists when the 
customer perceives no other option than being loyal. In this study the concept of constraint 
is used for all reasons for being loyal that are not based on the customer’s desire to be loyal, 
i.e. on dedication. In the relationship literature, constraining factors have been discussed 
using various terms such as negative bonds (e.g. Liljander and Strandvik 1995; Arantola 
2003), switching barriers (e.g. Colgate and Lang 2001; Patterson and Smith 2003) or 
switching costs (e.g. Jones et al. 2002). During the analysis, calculus-based loyalty was 
separated as a special form of constraint-based loyalty and is discussed separately in section 
4.2.3. 

Customers’ loyalty was considered constraint-based in cases where the customer, based on 
the interview as a whole, seemed motivated to remain loyal mainly out of constraining 
reasons. It should however be noted that not all constraints are necessarily perceived as 
negative by the customer. Customers may be constrained due to their own passivity, but do 
not necessarily perceive this negatively. As opposed to dedicated customers, constrained 
customers, however, do not exhibit a particularly positive attitude towards the relationship.  
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As pointed out previously, a customer can have more than one loyalty motivation and it is 
therefore possible that a customer is both dedicated and constrained simultaneously. The 
customer cited below e.g. refers to not having the “energy to fuss around” (a constraint), 
but however talks about having made a commitment and about intending to remain loyal 
(which indicates some degree of dedication).  

“(What do you think about the future, do you think you’ll stay at bank B?) I think we’re 
staying at bank B, I don’t have the energy the fuss around. We have kind of made a 
commitment there now, so I think we’re staying there for quite a long time.” 
(P0Int22DisM30)  

A characteristic of constrained customers was that they had much fewer doubts about 
switching banks than dedicated customers had, and they did not feel that it was or would be 
emotionally hard the same way dedicated customers did. Some customers even stated that it 
was a relief to switch banks, indicating that they had not been happy in the previous 
relationship.  

“Especially as it wasn’t really important for me to be a customer at bank B you start 
thinking ’Why am I a customer here?’. (Was it hard switching this second time?) No, it was 
easier, and I felt much better about bank C than about bank B, it felt so damn good to 
switch from bank B!” (P2Int94DisF31)  

Even if constraining factors did not always prevent customers from switching altogether, 
they could make customers leave some part of the service with the former bank. This 
occurred e.g. if the new service provider could not provide some service that the former 
could, or if the location of the bank was such that no other bank could compete (e.g. only 
bank in a certain area).  

“(Have you ever considered switching totally to bank B?) Yes, but as I have this housing 
savings account at bank A, I haven’t…(Does it feel like that would be hard to switch to 
another bank?) I haven’t even asked about it, but as far as I understand, it is not possible 
for me to move it.” (P2Int53DisF33)  

Constraint-promoting loyalty-supporting factors were discussed at length in section 1.1 and 
only the constraining factors that seem most influential are discussed here. These are 
customer inertia or passivity, the duration of a service, lack of alternatives, the switching 
costs of inconvenience, and perceived risks of switching.  

Although financial services are personally important they do not seem highly interesting for 
customers, as customers frequently demonstrated a low level of involvement with the 
services. The word “lazy” was used remarkably often, especially among the loyal 
customers, and customer inertia or passivity seems to be a powerful constraint. Disloyal 
customers also mentioned laziness as a reason they had not switched previously or they did 
not intend switching soon in the future, but in their case their laziness had generally been 
conquered by an important enough new need (e.g. a new loan).  
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“(What do you think is the main reason you stayed loyal to bank A prior to this switch?) 
Let’s say that the human being is lazy enough to…if there isn’t a good reason, you don’t go 
switching. Then when it’s about something bigger, like this big housing loan, which is quite 
important to you, then you have to compare offers… You can’t really talk about a feeling of 
loyalty, I’m not a dog and this isn’t about family or anything, this is business.” 
(P2Int55DisM35)  

In some rare cases the customer had a generally negative attitude towards banks and stated 
they were used only because you have to use some bank, indicating that the use of all 
financial services is based on constraint.  

“...I don’t perceive the banks as something I would need in terms of services, I do business 
with them, they have a retail bank that I need, they handle the money affairs and they have 
managed doing that, but I don’t need anything else from them, I don’t even expect any more 
personal involvement from them. The bank’s services, it’s something you must have, of 
course you’re entitled to having your salary in cash, but it’s so complicated to start paying 
your bills with cash, so in practice you must have an account. I’m only interested in where I 
can handle it most smoothly with as little trouble as possible, that’s what I want.” 
(P1Int33LoyM35)  

The duration of certain financial services have the power to prevent customers from 
switching. Several customers referred to their loans as a reason to remain with their former 
bank, either because they thought they could not transfer the loan, or because they did not 
want to go through the trouble of transferring it to another bank.  

“(Do you think you’ll stay at bank B in the future?) I don’t see any reason to leave yet, 
when you have a housing loan you’re kind of tied.” (P0Int23DisF29)  

A constraint is also present if the customer does not perceive that there are other options to 
the current service provider. This can be the case if the service is not available or if the 
customer would not be granted the service (e.g. a loan) elsewhere, or if the customer does 
not perceive that any other options would be better than the current bank.  

”Isn’t bank X more for country people? I don’t think they care about normal people like 
me…or I don’t know since I have never been their customer. And this bank Y and those are 
so Swedish-speaking that I am not interested in them” (P1Int57LoyF77) 

A lack of alternatives can also result from a geographical bond (Liljander and Strandvik 
1995) if no other alternatives are present in the market relevant for the customer.  

“At that point there weren’t any other banks where we live...it was really important for us 
that the branch office would be close by.” (P2Int81DisF39)  

Closely related to customer inertia, a wish to avoid the inconvenience and investment in 
terms of time that switching banks requires was a widely mentioned constraint-based 
reason to remain loyal. Typically it was perceived as too much trouble trying to find the 
appropriate new bank, and moving the services there.  
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“Comparing, or asking for an offer or so, I don’t know, I don’t think I would do that. It 
would demand some effort and so, so I don’t know, I don’t think so…” (P1Int52LoyF55)) 

Both loyal and disloyal customers experienced inconvenience by switching but loyal 
customers seemed more concerned about it than customers who had actually switched. The 
perceived inconvenience resulted from customers finding it hard to take care of the 
practical issues involved in ending all current services and moving them to another bank. 
Quite a few also referred to the inconvenience in having to learn a new account number, 
indicating that an account number learned by heart can constitute a knowledge bond. 
Having learned to use one bank’s online system is also a powerful knowledge bond, 
causing inconvenience in case of switching. 

“It’s a bit tricky, it’s always troublesome switching, you have to get all the new cards and 
you have to inform all kind of places, there’s all these new accounts, of course you do it 
only once, but anyhow…If it would be easy and uncomplicated, just signing your name on 
some paper, then I of course wouldn’t mind [switching banks]” (P1Int33LoyM35)  

“One reason, one barrier to switching is that you’re used to using their online bank, and 
it’s been quite good, real good. And now when I have learned to use it, it feels easy, 
learning something new is always hard.” (P1Int60LoyF35) 

A typical inconvenience related to switching is the time that should be invested in going 
through the process of switching.  

“It requires an effort from me and I just haven’t had the energy or the time for it” 
(P1Int37LoyF40)  

An important constraining factor is also the risk involved in switching banks; customers are 
afraid of making the wrong choice or ending up with something inferior to the current 
situation. This could be called uncertainty costs (Jones et al. 2002). 

“You do consider quite carefully who you switch to, if you’ll get worse service or so 
on…That’s probably the most important, if it got worse, then you would really be regretful, 
since anyhow you’re pretty satisfied as it is…I wouldn’t fall for anything entirely new or 
different, not in the first place. I would consider it carefully, and it does take some time to 
convince me. I’m not the kind that goes running after the new stuff, there are always risks 
and I’m not a risk taker.” (P1Int59LoyM55) 

The following section discusses calculus-based loyalty, loyalty motivated by pricing issues, 
as a special form of constraint-based loyalty. 

4.2.3 Characteristics of calculus-based loyalty 

As a special form of constraint-based loyalty, customers who focused purely on pricing 
issues were considered to be calculus-based in their loyalty, their main characteristic being 
that they focused on economic issues above and beyond anything else in their banking 
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relationships. Customers that were considered calculus-based in their loyalty made 
statements that clearly showed that price was the most important matter for them.  

“If they had had a cheaper offer I wouldn’t have gone anywhere…it was purely the price 
that mattered now.” (P0Int03DisM30)  

The concept of price includes all different aspects of pricing, e.g. margins on loan, different 
interest rates or fees. It is possible that some aspects of pricing are more important to 
customers than others, but the interviews revealed no clear trend concerning this. Some 
customers focused on finding the best margin for their loans, others on getting as good an 
interest rate as possible for their deposits, while some customers were annoyed only by 
different kinds of service fees. Therefore a distinction between the different dimensions of 
pricing is not made here.  

It is known that pricing is a powerful factor affecting customer switching behaviour in the 
banking sector, especially concerning housing loans. A strong focus on price seems to 
differentiate disloyal customers from loyal; only one behaviourally loyal customer could be 
characterised as calculus-based, while approximately a third of disloyal customers had been 
calculus-oriented in their relationship to their previous service provider.  

“There are no feelings or anything; you could say there’s no commitment, except to getting  
as good a return on investment as possible” (P1Int52LoyF55, the only behaviourally loyal, 
calculus-oriented customer) 

Price-focused customers seem to be more systematically active in the market than other 
customers, and frequently compared offers quite systematically in order to find the best 
one. Calculus-based customers frequently asked for an offer from competing banks each 
time they had a new need. 

”When I needed a new loan I asked for their offers and naturally from others as well. And 
the one I got from another bank was better…of course if we talk about differences of almost 
one percent it’s not very hard to make a decision when it’s about large housing loans.” 
(P0Int04DisF33)  

Customers who are price-focused seem to be more active and hence their relationships are 
constantly challenged. Thereby the relationships of calculus-based customers may not be 
given the possibility to grow strong in the same way as the relationships of less price-
focused customers’ relationships do (see also Wetzels et al. 1998).  

Considering the fact that banks’ marketing actions to a large extent focus on pricing issues 
(offers concerning margins on loan, interest rates on deposits and reduced fees are frequent 
in most banks’ advertising), the potential threats of having price-focused customers become 
highly interesting. Through campaigns focusing on pricing issues, banks are likely to attract 
price-focused customers in particular, thereby building a weak customer base consisting of 
customers who are likely to continue being open to best offers. Simultaneously, they are 
teaching customers to re-evaluate the pricing of their services, potentially creating new 
groups of price-oriented customers.  
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4.3 Loyalty-repressing factors 

Factors with a negative effect on customer loyalty status were defined as loyalty                  
-repressing factors. Loyalty-repressing factors have a negative effect on customer attitudes 
and/or customer behaviour. Like the loyalty-supporting factors, the repressing factors were 
classified based on the sources that they stem from: the environment, the provider, the 
customer, their interaction, or the core service. Some loyalty-repressing factors were 
positioned as having a direct negative effect on customer behaviour and were called 
triggers of disloyal behaviour. 

4.3.1 Triggers of disloyal behaviour 

In the initial conceptual framework, it was postulated that certain factors, called triggers of 
disloyal behaviour have a direct negative effect on customer behaviour (making customers 
switch banks) and such factors were identified based on the interviews. It is of interest to 
identify such factors as they have a more dramatic impact on customer relationships than 
factors that cause milder or more gradual changes in customer attitudes or behaviour.  

The study showed that disloyal behaviour can be triggered by factors from all five sources 
(Figure 29). A detailed analysis (based on the coding of the interviews) showed that 
triggers from the environment or the customer’s life situation were most common  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 29: Triggers of disloyal behaviour 
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Triggers of disloyal behaviour are discussed among the other loyalty-repressing factors in 
the following sections. In the figures describing the loyalty-repressing factors they are 
marked with italics.  

4.3.2 Loyalty-repressing factors from the environment source 

Factors with a negative effect on the customer loyalty, but stemming from outside the 
relationship were termed loyalty-repressing environment factors. The negative 
environment factors identified in the study were word-of-mouth, peer behaviour, 
competitors’ attraction, press, advertising, and macroeconomic factors (Figure 30). Factors 
that worked as triggers of disloyal behaviour are marked with italics in Figure 30. 

Disloyal customers seemed slightly more negatively influenced by peer behaviour and 
word-of-mouth than loyal customers (see Appendix 4). Among the loyalty-supporting 
factors, peer behaviour had a strong influence on loyal customers. Similarly, peer behaviour 
and word-of-mouth had a strong repressing impact on disloyal customers. This seems to 
indicate that peer behaviour and word-of-mouth are important both for customer loyalty 
and disloyalty.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 30: Loyalty-repressing environment factors 
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and it is not only high in credibility; the present study also identifies it as a highly important 
loyalty-repressing factor, which influenced many disloyal customers’ decision to switch.  

Word-of-mouth is in this study distinguished from peer behaviour in that it concerns what 
people say (e.g. colleague told about negative experience at bank), while peer behaviour 
concerns instances where the customer’s behaviour is influenced by the peers’ bank 
behaviour (e.g. person uses bank because spouse uses it).  

Word-of-mouth is typically spread by friends, family or colleagues. It seems to circle 
mainly around two topics: pricing issues (typically margins on loans), and the level of 
service (typically comparisons between banks).  

Word-of-mouth can be positive or negative and can therefore have a loyalty-repressing 
effect in two different ways. A negative message about the current service provider may 
have a direct loyalty-repressing effect, while praise of a competitor may make the customer 
interested in switching banks, thereby having an indirect loyalty-repressing effect.  

“Some of my colleagues have switched [banks] and they think they get better service at 
other banks…the ones who have switched were complaining that the queues [at the current 
bank] were impossible, It’s terribly bureaucratic and slow, and after they switched to 
smaller banks they feel everything is so much smoother and you never have to queue or 
anything” (P1Int44LoyM62)  

Negative word-of-mouth is often assumed to spread more easily than positive. Richins 
(1983) found that among customers who had been dissatisfied with some aspect, more than 
half engaged in word-of-mouth, defined as telling at least one friend or acquaintance of the 
experience. The tendency to engage in word-of-mouth also increased with the severity of 
the problems incurred (Richins 1983). This may account for the fact that word-of-mouth 
was not identified as a loyalty-supporting factor in the data although it was a strong loyalty 
-repressing factor.  

The issue of word-of-mouth points to an interesting phenomenon concerning bank 
switching: as customers tend to spread their negative experiences in particular, there may 
be considerable network effects of bank switching (Havila 2002; Tähtinen 2002). Each case 
of bank switching will possibly inspire someone else to reconsider his banking 
relationships.  

Word-of-mouth also acted as a trigger of disloyal behaviour.  

“(You didn’t think about it [switching] previously?) No. I got this idea when it was 
recommended [by a friend]. (And why did you think it was a good idea?) It was the 
recommendation, to have everything at one bank, it has to be close to me and I have a 
contact person there” (P2Int65DisF42)  

Quite a few of the loyal customers also mentioned listening to word-of-mouth, and 
although it had not influenced them to make actual changes in their banking, it did make 
them think about other possibilities. This indicates that for loyal customers, word-of-mouth 
had worked as a loyalty-repressing factor without the power to trigger disloyal behaviour. 
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4.3.2.2 Peer behaviour 

The behaviour of peers (family, friends or colleagues) can make a customer consider 
switching or decide to switch banks. Peer behaviour is different from the factor word-of-
mouth in that the service use of peers, not only their statements, influenced the customer.  

When peer behaviour worked as a repressing factor, the family members’ use of another 
bank inspired or forced the customer to switch banks. Peer behaviour also had the power to 
trigger customers to switch banks. Typically, a family member’s switch of banks also made 
other family members switch. In these cases the switch was often motivated by either the 
necessity or the convenience in having all the family’s business in the same bank.  

Some customers were forced to use several banks as they were helping their elderly 
parents, who had accounts at other banks. Younger customers were naturally more 
influenced by their parents’ opinions on banks, both negatively, i.e. switching when the 
parents switched, or positively. Some disloyal customers told about switching all their 
children’s accounts at the same time as their own. The typical situation was however to 
switch to a bank that the spouse was using or to switch banks when the spouse switched. 
Siblings also influenced each other to some extent. In some cases switching seemed to 
spread through whole families, emphasising the network effect of bank switching (Havila 
2002; Tähtinen 2002). 

“It was really influential this with T’s (husband’s) brother [not being granted a loan at 
bank A and therefore switching to bank B]. And my sister has switched banks. I went to see 
this manager [of a branch at bank A], and that’s when he actually understood how many 
customers he had lost. It’s me, T, my sister, my parents and T’s brother…that’s quite a few. 
We had all been discussing our banking relationships due to the house [that we were 
buying] and then it’s quite typical that this is what happens, the family has a great 
influence.” (P2Int85DisF27) 

Friends or relatives working at a certain bank had also influenced some customers to switch 
banks.  

“We had this young friend of the family who happened to be trying to make a career at a 
competing bank. So we thought that it can’t do any harm if we give him the opportunity to 
offer us the services of that bank, and thereby increase his amount of customers” 
(P0Int06DisM41)  

4.3.2.3 Competitors’ attraction 

Actions of competitors or simply the fact that competitors exist can attract customers and 
thereby have a loyalty-repressing effect. Attraction exists between individuals, but it can 
also exist between companies in a business-to-business setting (Dwyer et al. 1987; Halinen 
1997). Halinen (1997:326) defined attraction as “a company’s interest in exchange with 
another, based on the economic and social reward-cost outcomes expected from a 
relationship over time”. In this study, attraction of a competing service provider emerged as 
an important loyalty-repressing factor, indicating the usefulness of the concept also in a 
business-to-consumer setting. Four different types of attraction from competitors were 
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identified: attractive offers, competitor activity, superior service and attractive image 
(Table 21).  

In cases where customers compared offers in order to find the best one, a better offer from a 
competitor worked as a loyalty-repressing factor and was often the final reason for 
switching. Competitors’ offers worked as triggers in cases where they were clearly better 
than what the customer currently had or believed could be obtained from elsewhere, 
provided that the customer was interested in finding the best offer (which concerned 
foremost customers whose loyalty was calculus-based).   

 
Table 21: Competitors’ attraction as a loyalty-repressing environment factor 
Competitors’ 
attraction 

Citation 

Attractive offers “So I looked around for offers and they [former bank] couldn’t get as low as 
the others” (P0Int03DisM30)   
 
”(So you listened to them [bank B making a presentation at a shopping 
centre]?) Yep. And then they hit me with such an offer, it [the housing loan] 
was more than one percent cheaper than the one from bank A.” 
(P2Int69DisM35) 

Competitor 
activity 

“(What made you decide to switch at the point you did?) They contacted us 
from bank B, that was the reason” (P0Int12DisM30)  
 
“I was actually viewing an apartment that was for sale, and then there was a 
lady from bank B there. She said that they wanted to contact me to offer me 
a housing loan. And after that she said that she would give me the cheapest 
housing loan in all of the city.“ (P2Int73DisM25) 

Superior service “I’m currently using [also] bank B…mostly because at this one event they 
made a very friendly offer, and at bank A the service has from time to time 
not been very service-minded, so when they made this very friendly offer I 
went there” (P2Int49DisF30) 

Attractive image “…Then I would go to a small bank, I think, small and dynamic and flexible, 
like bank X, or…I don’t know how small bank Y is but I think it’s small here 
[in Finland]. Yes, I think they would have a greater interest in taking care of 
my money [than bank A].” (P1Int37LoyF40) 

 
In some cases relationships were challenged when customers were proactively contacted by 
competitors. On the other hand it was more common, especially among loyal customers, 
that customers had not been affected by competitors’ actions such as direct mail or 
invitations to discuss. Some of the loyal customers believed that they could get better 
offers, prices or services at another bank (a repressing factor), but however wanted to 
remain loyal to their current bank (e.g. due to dedication).  

Although a majority of customers focused on pricing issues when comparing banks, some 
customers were also attracted by competitors that they perceived could provide superior 
service.  
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The positive image of competitors was attractive for some customers, also for such loyal 
customers that could imagine switching banks in the future. Attractive images were 
relatively often related to the bank size.  

Attraction from competitors is likely to be something affecting customers that are open for 
alternatives. One customer suggested that as long as a customer uses only one bank, there is 
less comparing of banks, which might make customers less open for attraction from 
competitors.  

“(Has your satisfaction with bank A changed during the years?) Well maybe during those 
times when I only had one bank, maybe I was more satisfied back then…then you weren’t 
comparing things. It was naturally this bank…and you didn’t think about switching or that 
you should be looking for something better.” (P2Int58DisM78) 

4.3.2.4 Press  

The press clearly influences customers’ banking relationships and to a large extent it seems 
that the influence is negative. News stories in the press (e.g. interviews with bank 
representatives) seemed to influence bank images, while price comparisons made people 
react to pricing differences between banks.  

“I read a lot of newspapers...and a lot of other trade magazines and there’s been an 
awfully lot of negative stories about bank A the last years.” (P2Int65DisF42)  

The press is an interesting factor as it also reaches customers who are otherwise passive and 
would not themselves try to gather information. Several customers said that the only way 
they keep up to date with banking is through what the papers write.  

“I keep up with the margins on loans mostly because they get so much more publicity 
today.” (P1Int40LoyF55) 

4.3.2.5 Advertising 

Few customers admitted to being influenced by advertisements, and some customers even 
claimed to actively ignore them. Some customers were however clearly more interested in 
advertisements and claimed to follow them closely. Advertisements can have a negative 
effect on customer loyalty in two different ways: a competitor’s advertisement can make 
the customer consider becoming disloyal, or a poorly planned advertisement can backfire 
e.g. by conveying a negative image of the current bank.   

“(Do you remember what made you interested in bank B [new bank]?) It was their 
marketing, direct marketing, print advertisements, media marketing.“ (P1Int41LoyM60)  

In some cases customers had been triggered to switch after seeing a competitor’s 
advertisement, typically concerning prices or conditions for deposits or loans. 
Advertisements in the street, in the papers or on TV had worked as triggers, but 
interestingly direct mail advertisements were mentioned only as disturbing.  
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“(Was the switch something you had planned or was it a quick decision?) A quick 
decision…An advertisement…I think it was in the window of a branch office”  
(P0Int19DisM33)  

4.3.2.6 Macroeconomic factors 

Financial services and customer needs for them are influenced by the general 
macroeconomic trends, and therefore macroeconomic factors are one kind of environmental 
factor influencing customer loyalty and disloyalty. Although no customers referred to 
macroeconomic factors having a positive effect on their loyalty, three macro-economic 
factors seemed to have a loyalty-repressing influence; increased competition, recessions 
and changes in interest rates (Table 22). Of the macroeconomic factors, especially changes 
in interest rates seemed to act as a trigger of disloyal behaviour.  

 

Table 22: Macroeconomic factors as a loyalty-repressing environment factor 
Macroeconomic 
factors 

Citation 

Increased 
competition 

“I have noticed that lately some of the country banks have been active also 
here in the capital area and they do have some quite attractive offers…(Has 
this made you consider switching banks?) Yes it has…it [the feeling of 
loyalty] has dropped considerably and now  the situation is much more 
sensitive, my proneness for switching is much higher” (P1Int63LoyM40)  
 
”In the 90s my loyalty has plunged like this [draws declining line]. The 
deregulation and the real bank competition started then” (P2Int83DisM48) 

Recession “(And what happened when you wanted to put something in bank B?) It was 
just a question of not having all eggs in the same basket, it felt kind of safe, 
at that time the interest rates were decreasing enormously and they clearly 
had the best interest rate” (P1Int41LoyM60C)  
 
“If they would have been active, now when the stock rates have plunged, if 
they would have offered me…they could have given me advice, and 
compared to the situation now I could have saved, or lost less” 
(P2Int77DisM47) 

Changes in 
interest rates 

“It [my feeling of loyalty] was high for a long while, until the interest rates 
started coming down and everybody started telling me I’m paying awfully 
much for my housing loan…that made it [my feeling of loyalty] drop” 
(P2Int72DisF53)   
 
“(What made you decide to switch at the point you did?) Simply that the 
interest rates were so low…I noticed that the margins and the interest rates 
were coming down radically” (P2Int84DisM29) 

 
Declines in the world economy can inspire alert customers to diversify their banking affairs 
or at least to be more active than they normally are. Some customers had experienced 
personal economic problems during recessions, which had influenced their banking 
relationships. In times of recession, customers with a stock portfolio demand more from the 
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bank in terms of advice, and become disappointed if they feel they do not get adequate 
support.  

Decreasing interest rates can have the effect that deals concerning e.g. loans that seemed 
good at the outset become disadvantageous. Opportunistic and active customers can also 
decide to move their housing loan to take advantage of a low interest rate.  

4.3.3 Loyalty-repressing factors from the provider source 

Negative factors linked directly to the service provider or the customer’s perceptions of the 
provider were termed loyalty-repressing provider factors. Four kinds of repressing provider 
factors were identified; lack of, or negative, relationship activity, negative image, poor 
physical accessibility, and mergers (see Figure 31). The repressing provider factors seemed 
to exist to similar extents among both loyal and disloyal customers (see Appendix 4).  

 

 
 
 
 
 
 
 
 

 

Figure 31: Loyalty-repressing provider factors 

4.3.3.1 Lack of, or negative, relationship activity 

In the late stages of the analysis, the factor lack of, or negative, relationship activity was 
created to capture the clearly important but different things that annoyed customers about 
how the banks were handling the customer relationships. Customers either felt that the 
banks were inactive, or that the relationship activities the banks engaged in were of the 
wrong kind (Table 23). In some cases customers had reacted negatively to customer 
segmentation, which was also included in this category.  

A common problem was that customers expected more activity from the bank and their 
contact person than was taking place. Customers also wished that they had received more 
spontaneous advice from the bank. Customers who used more than one bank or had 
switched banks frequently compared how actively the banks kept in touch, and the less 
active banks were criticized for their passivity. Although a lack of activity was a more 
commonly mentioned problem, some customers had experienced incidents where the 
bank’s activity had been too personal or simply bothering.  
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Triggers of disloyal behaviour seldom seem to stem purely from the provider. However, 
customer segmentation seems to be perceived by some customers negatively enough to 
make them decide to switch banks. Surprisingly many of the respondents had felt offended 
by customer segmentation either personally or for other people’s sake. In most cases it 
however did not have a direct impact on customer behaviour, but in three cases, customers 
actually claimed to have switched banks because they did not approve of the bank’s service 
philosophy, typically banks’ targeting of “good customers”. Interestingly, at least one of 
these customers was clearly a customer that would himself belong to one of the privileged 
segments; he however did not approve of the principle itself.   

 

Table 23: Lack of, or negative, relationship activity as a loyalty-repressing provider factor 
Lack of, or 
negative 
relationship 
activity 

Citation 

Inactivity “(So when your advisor quit you were not assigned a new one?) No, and no 
one contacted me, no one cared, when you went to the branch office you 
were just a number. And they were always really stressed, I went there as 
seldom as possible, usually only in August to pick up my new Visa 
card…and no one has contacted me or tried to offer me anything” 
(P2Int65DisF42) 

Negative 
behaviour 

“They didn’t want to have anything except the loan! (Would you have liked 
to?) I would have liked to transfer everything there, from bank A, but they [at 
bank B] thought it was better to have only the loan, it’s better for them to take 
only the loan and get the profits from that [ironic]. (What did you think about 
that?) I thought it was strange.” (P0Int04DisF33)  
 
“When we were switching apartments she [the advisor] was very interested 
in what the new apartment was like. I do understand that the bank is 
interested in how you live and what it costs... But this happened when we 
were going to sign the deal and the contact person was with us and she was 
asking things like what the wallpapers in the apartment are like...You got 
used to it and of course our contact didn’t continue this intensively. But at 
that point I was really anguished. She was so [too] active.” (P2Int82DisF36)   
 
“Sometimes it’s a bit embarrassing…sometimes they call me and ask if I 
would like to come to all sorts of events for investment advice and the 
like…it’s of course a bit embarrassing because I have no problems investing 
the little money I have myself” (P1Int44LoyM62) 

Customer 
segmentation 

“I read somewhere the visions of their manager, that they would develop the 
bank to serve wealthy people, that they want to focus on serving wealthy 
individuals. I just don’t want to have any part in such things…then I thought 
okay [I will switch]” (P0Int01DisM55)   
 
“I left bank A now when Mr X started there, I’m probably not the only one 
who took his welcoming words ‘We don’t need any private customers’ quite 
personally, just decided to switch everything to another bank…So when he 
started and they began informing me about all the raised fees, then this 
relationship that had lasted since I was born ended.” (P2Int64DisF30) 
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In summary it seems that banks face a true challenge in trying to match their relationship 
activities to customer desires; they can be neither too passive nor too active, and they need 
to be of the right kind for the right customer.  

4.3.3.2 Negative image 

It was previously argued that a positive image works as a loyalty-supporting factor 
(Bloemer et al. 1998; Nguyen and LeBlanc 1998) and it was no surprise that a negative 
image was found to have a negative effect on customer loyalty. As concerning positive 
images, negative images were in many cases related to the bank’s size. In addition to 
negative images connected to the bank being “large” or “small”, customers perceived 
banks as “cold or bureaucratic” or “not interested in me” (Table 24).  

 

Table 24: Negative image as a loyalty-repressing provider factor 
Negative image Citation 
“Cold or 
bureaucratic” 

“It’s like the tax department at its worst…you pay service fees, but for what? 
I just don’t perceive that this bank is especially good. What they have 
performed in terms of service is nothing to be proud of” (P1Int33LoyM35) 

“Not interested in 
me” 

”I’ve started having the image that it’s more a business bank today; that we 
normal customers are not really the best customers any more. That’s the 
feeling I kind of get, although I’ve been a customer there since I was a child. 
Somehow the warm feeling has just disappeared from their service 
nowadays” (P2Int76DisM35) 

“Large” “(As you have been using several banks, do you notice any difference 
between them?) Well I certainly do. The large banks today are quite difficult 
to use for a normal customer…the larger the bank and the branch office, the 
worse the service” (P0Int04DisF33) 

“Small” “On the other hand I thought that as it’s such a small bank it might be less 
safe to keep my money there.” (P1Int36LoyM32) 

 
An image problem that seems to apply to both small and large banks is when customers 
perceive that the banks are not interested in them. This can result from banks making 
statements about their target groups, e.g. that they are targeting wealthy customers.  

Although customers found positive and negative features of both small and large banks, 
large banks seemed more burdened by negative images related to their size. Some 
customers on the other hand were prejudiced against small banks.  

4.3.3.3 Physical accessibility 

Poor accessibility is an inconvenience factor, and inconvenience has been identified as an 
important reason for bank switching (Keaveney 1995). The data of this study indicated that 
physical accessibility through branch offices or ATMs is what customers focus on rather 
than accessibility through online banks, which is taken for granted. Poor physical 
accessibility is a problem for customers who want to be able to visit a branch office 
conveniently. Mostly this concerns customers who do not use online banking or who do not 
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have access to the Internet at home. It, however, becomes a problem also for customers 
who normally use the online bank when they have a need that requires visiting the branch 
office. Branch office location and business hours were found to act as loyalty-repressing 
factors (Table 25).  

 

Table 25: Physical accessibility as a loyalty-repressing provider factor 
Physical 
accessibility 

Citation 

Branch office 
location 

 “Bank A had this strange system that you were supposed to handle all major 
things in a certain branch office, your home office. I for instance have my 
home office on the other side of Finland, so that’s quite inconvenient from 
where I live.” (P0Int31DisM23) 

Business hours “I can’t make it there during their business hours…normal people get off from 
work at 4 pm, no one ever has time to go to the bank” (P2Int49DisF30) 

 
Most customers that told about the inconvenient locations of branch offices found it only a 
minor inconvenience, but for some customers it was an important enough problem to 
motivate a switch of banks. Accessibility problems also occurred for customers who felt 
that they were being pressured to use a certain branch office although it wasn’t the most 
convenient for them.  

4.3.3.4 Merger 

It is natural that changes in a relationship constitute a challenge for it, and in the banking 
sector mergers did seem to upset customers to some extent.  

“There were a lot of…mergers and such. I’ve always been interested in knowing how to 
pronounce the name of my bank. And what are they up to, is the new bank [after the 
merger] as interested in me as the former bank…what’s the name of the game kind of…” 
(P2Int64DisF30)  

4.3.4 Loyalty-repressing factors from the customer source 

Banking relationships are typically affected by changes in customers’ life situations, such 
as needing to move or buy a new apartment. Factors stemming purely from the customer’s 
personality or life situation were termed loyalty-repressing customer factors, and they seem 
to be highly important and also frequently act as triggers of disloyal behaviour. Two main 
customer factors were found: customer disposition and customer life situation (see Figure 
32). The customer life situation had an important repressing effect especially among 
disloyal customers.  
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Figure 32: Loyalty-repressing customer factors  

4.3.4.1 Customer disposition 

It seemed that customers had some basic differences in their disposition. Customer 
variation-seeking and expertise were considered to work as loyalty-repressing factors 
(Table 26).  

 

Table 26: Customer disposition as a loyalty-repressing customer factor 
Customer 
disposition 

Citation 

Variation-seeking “(Do you see yourself as a loyal customer in general?) No, actually I don’t. 
Like for example department store X, five years ago I would have said that I 
was loyal to them, but you grow so tired of them. And I’ve noticed that in 
other relationships as well, I’m the kind of person who grows tired without 
anything actually happening, and then I’m also quite critical, if something 
[negative] does happen it’s best that I switch.” (P2Int85DisF27) 
 
“(Did you previously use other banks?) Yes, I’ve basically been through all of 
the banks in Finland, except for bank X.” (P2Int86DisM45) 

High level of 
expertise 

“I can be quite demanding, I easily give feedback and depending on how 
they react to that, I can make quite quick decisions. Especially in situations 
where I am prepared to pay for service, and despite having paid don’t 
receive it, then things will start happening quite briskly” (P2Int82DisF36) 

 
It was previously stated that customers are likely to have different degrees of proneness for 
engaging in certain behaviours, e.g. bank switching. While most customers seemed to aim 
for loyalty and considered themselves loyal in general (see section 4.1.4.1), a small group 
of customers rather described themselves as variety-seeking and striving for change. 
Variety-seeking can influence customers to switch service-providers (Sheth and Parvatiyar 
2000:176), and this kind of disposition was considered a loyalty-repressing factor.  

Another characteristic of variety-seeking customers seems to be extreme activity in the 
market. Highly active customers use several banks simultaneously, providing continuous 
input to comparison between the banks. Some customers seem to have a history of bank 
switching to the extent that they could be called “chronically disloyal”.  

High customer expertise has in the retail banking sector been found to correlate negatively 
with customer satisfaction (Jamal and Naser 2002), and based on the study it seems that 
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highly knowledgeable customers (e.g. working within finance) are not only more critical, 
they also find it easier to switch banks than less secure customers do.  

4.3.4.2 Life situation 

Changes in bank relationships are often either caused by or influenced by changes in the 
customer’s life situation. Four types of changes were found to affect bank customers’ 
loyalty negatively: the need for a new loan, moving, gaining new wealth, and changes in 
the family situation (Table 27). 

 

Table 27: Customer life situation as a loyalty-repressing customer factor 
Life situation Citation 
New loan “I had asked them [about a loan] as I was switching to a new apartment, as I 

needed a new loan I asked for their offer and of course also from other 
places” (P0Int04DisF33) 

Moving “They didn’t have any branch offices where I moved. That’s why I switched 
[back] to bank A.” (P0Int11DisM60) 

New wealth “(How and why did you come to use bank B?) I actually won a sum of 
money, which I deposited, certainly not in only one bank but in several…I 
always used to think that it’s that one and only bank, but my life has 
changed!” (P0Int27DisF53) 

Changes in 
family situation 

“What happened was that I got divorced, and then you visibly want to 
change everything in your life, and since I had to take a new loan I made this 
decision [to switch banks]” (P2Int71DisF43) 

 
The most typical loyalty-repressing factor from the customer source is a changed situation 
concerning living, e.g. buying a new house or apartment. In these cases a new loan is often 
needed. The need for a new loan seems to be an important enough situation to make 
otherwise passive customers compare alternatives and reconsider their banking affairs. It 
was also the most common trigger of disloyal behaviour. Statements showed that many feel 
that the natural thing to do when taking a new loan is to compare offers in the market. The 
high level of customer activity in relation to housing loans is likely to depend on the size 
and importance of such services.  

Based on the fact that many customers mentioned reading comparisons of loans in 
newspaper articles, it is also possible that the press is inspiring customers to become even 
more active. Although searches for a new loan mainly focused on pricing issues, some 
customers also seemed interested in finding a provider with good service quality. For some 
customers, a need to buy a new car or boat made them reconsider their banking as they 
compared loans from different banks.  

For those customers who felt it was important to live close to a branch office, moving to a 
place where the former bank did not have branch offices could act as a trigger of disloyal 
behaviour.  

Customers who received new funds (in the study by inheriting, after selling an apartment, 
or by winning on the lottery) in some cases changed their banking habits. A woman who 
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won on the lottery had prior to winning always been entirely loyal to her bank, but 
afterwards started using three banks in order to compare the service of the different banks.  

Changes in the family situation such as divorce, death, or the birth of a child had in several 
cases influenced customers to make changes in their bank relationships. 

4.3.5 Loyalty-repressing factors from the interaction source 

Negative factors stemming from the interaction between the customer and the service 
provider were classified as loyalty-repressing interaction factors. Five loyalty-repressing 
interaction factors were identified: functional dissatisfaction, lost or unfulfilled relational 
benefits, lack of process-based trust, lack of expertise, and negative relationship history 
(see Figure 33).  

Functionally dissatisfying elements were common among both loyal and disloyal customers 
(see Appendix 4). The factor lost or unfulfilled relational benefits was surprisingly frequent 
among loyal customers. A possible reason for this is that since loyal customers have been 
loyal to their bank, they expect to establish social bonds and to receive other relational 
benefits, and are disappointed if this does not happen. Another possible explanation is that 
the sample of loyal customers mainly consisted of customers with a long relationship 
behind them (all of life or more than 20 years); these customers therefore compare the 
current service with the service rendered previously, in many cases to the disadvantage of 
the current service.  

 

 

 

 

 

 

 

 

 

 

 

Figure 33: Loyalty-repressing interaction factors 

 
Among the interaction factors, only functional dissatisfaction could be clearly identified as 
a trigger of disloyal behaviour. 
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4.3.5.1 Functional dissatisfaction 

The majority of customers had at some point experienced some kind of functional 
dissatisfaction. Four types of problems causing functional dissatisfaction were identified: 
queuing and slow service, communication problems, handling of technical problem, and 
service catastrophes (Table 28).  

 

Table 28: Functional dissatisfaction as a loyalty-repressing interaction factor 
Functional 
dissatisfaction 

Citation 

Queuing and 
slow service 

“Otherwise I have absolutely nothing to criticize in their service…The only 
feedback I would like to give them is that when you sit down there and you 
have number 55 and they’re serving number 12 and there are four clerks 
doings something, and then you see 20 others doing some back office 
things, you just can’t help that you feel ‘Can’t you come sit down here and 
work, instead of talking?’. I would prefer not seeing those people at all, those 
that have time to walk around and talk, no matter how important things they 
are doing, while I’m waiting I only want to see efficient [people]…You just 
can’t help it, I’m sure they’re doing other chores but it’s just like ‘You know 
how to do this, there’s an empty counter, come here, take me, I want to get 
out of here!’” (P2Int64DisF30) 

Communication 
problems 

”At bank B it has happened a few times that when I call the contact person it 
gets connected to some telephone service where you leave a message. And 
at least twice the phone call has never been returned.” (P2Int82DisF36) 

Handling of 
technical 
problems 

”Once the ATM did not give me my money, and in that case they should give 
you the money back, but I never got it back. I had to take the case to the 
consumer board in order to get the money. I was really fed-up with them.” 
(P2Int38DisF55) 

Service 
catastrophes 

 “(Was there a particular reason you started using bank B at the point you 
did?) I had two quite grave mistakes happen to me…They really made bad 
mistakes at bank A. And it was very bureaucratic to get them fixed, it took a 
lot of time…They kept my money tied up, tens of thousands, for a long time. 
I had to contact both my own branch and the head office, and still it couldn’t 
be solved. I’ve asked them for refunds, but they won’t pay me although it’s 
obvious they made a mistake. They made mistakes, too big mistakes and 
their organization wasn’t the least bit service minded.” (P0Int24DisM34)   
 
“The bad times resulted in a forced auction, where we lost our house...at that 
point it [the feeling of loyalty] fell so deep that zero isn’t enough, it was on 
the minus side. We were so totally negative towards the bank… If I had met 
one of those people [from the bank that were involved in the relationship] in 
a dark alley I’m sure I would have beaten him up” (P2Int75DisM64)  

 
A common dissatisfying factor was receiving bad service when visiting a branch office, 
which concerned especially queuing and slow service. Almost all customers, even 
customers who were otherwise entirely satisfied, had been annoyed by queuing. Several 
customers also told about being especially irritated by queuing if there were employees 
present that were doing other chores than serving customers. 
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Another source of functional dissatisfaction was the communication between the bank and 
the customers: customers perceived that they got either too little or too much information; 
that the communication was hard to understand; that the bank was marketing its services 
too aggressively; or that the right person in the bank was hard to reach.  

In some cases the functional dissatisfaction was linked to the bad handling of a technical 
problem. In such cases the technical problem was considered a loyalty-repressing core 
service factor, while the poor handling of the problem was considered a functional problem.  

Within the interaction between the customer and the service provider, the only incidents 
that seemed negative enough to actually make the customer switch banks were serious 
cases of service failures. Keaveney (1995) called such incidents, serious enough to cause 
damage to the customer, the customer’s family or belongings service catastrophes. In the 
rare cases where such grave failures were identified in this study, they generally acted as 
triggers of disloyal behaviour, especially if the conflict had not been solved. The incidents 
were surprisingly often rendered even more negative by the bank or the employee accusing 
the customer for the problems.  

4.3.5.2 Lost or unfulfilled relational benefits 

Relational benefits are gains the customer perceives as a result of being involved in a 
relationship and act as loyalty-supporting factors. When benefits stop existing or when 
expected benefits are not fulfilled, it may have a negative effect on customer loyalty. Cases 
where the customer’s loyalty was not appreciated by the bank or where previously received 
benefits had changed in a negative way were included in this category, as were cases where 
the customer expressed a lack of social bonds (Table 29).  

A frequent problem, especially among loyal customers, was that customers expected more 
relational benefits than they were currently receiving. Long-time customers expected that 
the bank appreciate their loyalty by being flexible, by recognizing them, by giving them 
personal service and by granting discounts. Key customer programs frequently seemed to 
wake expectations that were not easily met. When customers felt that they were being good 
customers they also expected the bank to show appreciation for this, and when the bank did 
not do so, became disappointed. Customers who felt they deserved better were annoyed if 
the bank treated them as “one in the mass”. On the other hand customers were annoyed at 
banks’ attempts to create a “personal” relationship, if the customer did not really perceive it 
to be personal.   

It is natural that customers react negatively when previously received benefits are reduced. 
Discounts in any form are appreciated while they last, and missed when they end. The point 
when a discount stopped (e.g. discounts based on age) was often an instance when 
competing banks were considered. Moving customers from one category to another also 
seems to be a challenge for the relationship. 
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Table 29: Lost or unfulfilled relational benefits as a loyalty-repressing interaction factor 
Lost or 
unfulfilled 
relational 
benefits 

Citation 

Loyalty not 
appreciated 

“Of course you could think that if I have been a customer there for thirty years, 
they could of course remember their loyal customers a bit more, they don’t really 
do that, of course you do get some little redemptions on the service fees…but 
maybe [they could think of] something else” (P1Int54LoyM33)  
 
”Of course I would expect that being a key customer would mean something 
more than it currently does…I had expected that it would have given me more 
benefits but this has not happened…I can’t deny that I’m a bit disappointed that 
the pricing is what it is, it doesn’t really matter if you’re a key customer” 
(P1Int63LoyM40)   
 
“At bank A I’m really just one in the mass, it feels like a government institution…I 
feel like I’ve been a small card in their filing system, which is working okay, but 
there’s no one at bank A who really knows that I exist, that’s how I feel. I think 
that if I would leave bank B they would be upset, but not if I would leave bank A.” 
(P2Int96DisF24) 

Negative 
changes in 
benefits  

“You wouldn’t like to lose any benefits…somehow the change from being 
charged nothing and suddenly they start charging...there should be a less 
dramatic change” (P2Int79DisF38)   
 
“One reason I started being annoyed with them was that you can be shut out 
from a category…In order to be a VIP-customer you should either have a certain 
amount on your account or a certain amount of loans. Otherwise you’re only a 
normal key customer...But concerning money, it varies over time, but they kind of 
charge for their services more or less from day to day. One day I’m an important 
customer and tomorrow I’m only a key customer or not even that, depending on 
what I happen to [do with my money]…If you categorize customers it must be so 
that if you’re a VIP-customer, you remain one until you die. But suddenly 
receiving another status, that’s very surprising.” (P1Int34LoyM63) 

Lack of social 
bonds 

”The interpersonal contact has disappeared…when you’re no longer dealing with 
human beings there’s no more…I see it [the bank] as a machine…it’s not 
personal any more.” (P1Int39LoyF50)  
 
“When we switched to bank B I had no connections there, I have never been 
their customer, I don’t know anyone who works there, nothing that would make 
you feel a bond towards them…It was total chaos, I never got a contact. Some 
lady behind the counter is your contact person and they were always so 
unfriendly, almost rude. Especially since it wasn’t so important for me to be a 
customer at bank B I started wondering why I was using them.” (P2Int94DisF31) 

 
In the hunt for cost cutting most banks have decreased the number of branches, employees 
as well as mailings to customers. Although these actions are surely motivated from the 
banks’ economic point of view, customers may perceive the changes negatively as 
deterioration in the service level.  

A frequent theme of the interviews was how customers disapprove of decreases in the 
interpersonal interaction. This was categorized as a perceived lack of social bonds. Social 
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bonds are one kind of relational benefit and hence a lack of social bonds is a kind of 
unfulfilled relational benefit. When social bonds are lacking, customers seem to become 
less attached to their bank, and conversely a strong social bond to someone in the bank can 
be an important loyalty-supporting factor. Concerning the lack of social bonds, customers 
told about missing someone familiar to handle their affairs with and frequently used 
statement such as “the banks are becoming faceless”. 

Most commonly customers missed knowing people in the branch offices, missing the “good 
old days”. Linked to this were both the fact that there are fewer branch offices and 
employees today and the fact that customers go into the branch offices less often.  

On the other hand, customers that had expected a close contact to their advisor were 
disappointed if such a relationship had not developed. It seems that banks may evoke too 
high expectations when they assign a personal advisor, who often may not have time to 
engage in a truly personal relationship. One customer had thought deeply about how 
important the interpersonal contact is in the formation of a relationship. 

“My husband and I were discussing the concept of loyalty…and it went a bit on the 
philosophical side. It’s somehow so intimate and so personal, to me it’s really about who’s 
behind the counter. And it could even be so that although you’re terribly satisfied right now 
and there’s a person behind the counter who stands up for you and takes care of you, the 
person might retire or something…and is replaced by someone else…then what would you 
do? I don’t even believe in real loyalty towards some large bank, it’s the branch office and 
the people [you are loyal to]” (P2Int81DisF39)  

4.3.5.3 Negative relationship history 

A positive relationship history was identified as a loyalty-supporting factor and it seems 
evident that a negative relationship history should have a loyalty-repressing effect. 
Customers however told about a negative relationship history much more seldom than 
about a positive relationship history. Those customers that did have a negative history told 
about being dissatisfied and wanting to end the relationship for a long time before the 
switch actually took place. It is possible that customers who do experience the relationship 
as negative switch banks before the negative experiences have time to accumulate enough 
to make the whole relationship seem negative.  

“At bank A everything was just problematic, you had to keep proving things to 
them…everything was real clumsy and difficult. When I was moving my shares they 
couldn’t find my documents…it was a sum of many little things, nothing big or concrete, but 
there were just problems with everything. And the queues were always terrifying” 
(P2Int81DisF39)  

4.3.5.4 Lack of process-based trust 

Trust in the bank was rarely explicitly discussed as a positive factor in the interviews and 
was hence included only as an image factor (“Is reliable”) among the loyalty-supporting 
factors. It seems that in general Finnish banking customers trust their bank to not do 
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anything illegal, which might be due to the well-controlled market. This kind of trust, based 
on social norms and the customer trusting the service provider due to its size and 
reputation, is by Johnson and Grayson (2000) called generalized trust. Finnish bank 
customers are due to the well-controlled market in addition likely to trust banks based on 
system trust, stemming from laws, regulations and contracts (Johnson and Grayson 2000). 
Trust can further be personality- or process-based (ibid). Personality-based trust depends 
on human beings’ inclination to trust each other, and is hence a customer factor. 
Personality-based trust was not addressed in this study. Process-based trust is based on the 
customer’s experience of the service provider, and some indications of the negative effect 
of a lack of process-based trust were found in the interviews. 

When there was a deficit in process-based trust, it frequently had to do with pricing matters. 
Typically customers lacked faith in the service provider’s benevolence concerning pricing 
matters, suspecting that the service provider was trying to keep an unnecessarily high level 
on e.g. interest rates and fees. Several customers referred to having had a loss of faith in 
their bank after realizing that they had been paying an unfairly high margin on their loan.  

“(Have you had any problems or disappointments?) Well…it’s typical of banks that if the 
interest rates go down they don’t make any noise about that, but the increases are brought 
to the customers much faster than the decreases. If they have the slightest possibility to 
increase the interest rates you can be certain that they will. It’s typical in banks’ way of 
working.” (P0Int05DisM48)  

“There is an ethical problem in what banks are doing right now... for many years they have 
been telling customers to stay out of the branch offices and instead handle everything by 
cards, ATMs, telephone and so on, but then when you get people to do this they start 
charging for it. That’s kind of against the promise that was made to customers.” 
(P2Int84DisM29)  

Decreases in process-based trust were also caused by service failures, especially if the 
problem was serious or occurred several times. Some customers also expressed a lack of 
trust in the benevolence of their contact person.  

“We used to have Mr X and then we were moved to Mr Y, who’s handled our business 
extremely badly. He even told me in advance on the telephone that he wouldn’t recommend 
the granting of the loan, and I told him that if that’s his attitude there’s no way he’ll get it 
accepted.” (P2Int42DisF35) 

4.3.5.5 Lack of expertise 

As an important part of their business, retail banks offer their customers financial advice, 
which demands that the bank and its representatives possess knowledge and expertise. In 
cases where the bank or its employees were perceived to lack expertise, it was perceived 
negatively. The customers that criticized the bank for a lack of expertise were often highly 
knowledgeable, often professionals in the financial field.  
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“Often you know more about the services than those sitting behind the counter.” 
(P1Int36LoyM32)  

“There might be a slight lack of competence, although I don’t want to criticize Mrs. A in 
particular. You can’t just suddenly transform clerks to become investment advisors.” 
(P2Int77DisM47)  

4.3.6 Loyalty-repressing factors from the core service source 

Negative factors stemming purely from the core service itself were labelled loyalty-
repressing core service factors. Four kinds of negative core service factors were identified 
in the study: economic dissatisfaction, technical dissatisfaction, unavailability, and 
maturity. The negative core service factors did not seem to differ significantly between 
loyal and disloyal customers (see Appendix 4). The loyalty-repressing core service factors 
are outlined in Figure 34. 

 

 
 
 
 
 
 
 
 
 
 

Figure 34: Loyalty-repressing core service factors 

4.3.6.1 Economic dissatisfaction 

Dissatisfaction with pricing issues was a common topic in the interviews. This concerned 
the way banks adjust their interest rates, margins and fees and in general how banks price 
their services.  

“When you’ve had debts, the enormous interest rates have really annoyed me to the 
maximum. That has been the most negative thing during all these years.” (P0Int27DisF53)  

Customers frequently told about how they felt it was unfair that they were charged service 
fees although they handled their affairs on the online bank.  

“I think I’m paying too much for the services, I really don’t use their normal systems that 
they’re charging for. I handle all my bills on the Internet, most of the payments go to other 
accounts within the same bank…and still I pay [the service fees], it’s ridiculous.” 
(P1Int33LoyM35)  
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Pricing issues also frequently triggered customers to switch. Often the customer discovered 
(e.g. through the media or word-of-mouth) that the bank was not competitive. The raising 
of fees was another typical situation where prices triggered customers to switch.  

“And then these last changes, these fees, if you want services you have to pay separately for 
almost everything, nothing that is part of the service is for free anymore. (Did that affect 
your decision to switch to bank B?) It certainly did…that was the only reason.” 
(P0Int25DisM56) 

4.3.6.2 Technical dissatisfaction 

Financial core services are quite abstract for customers and were discussed rather sparsely 
in the interviews. Dissatisfaction was seldom caused by the core services themselves. 
Online banking was frequently discussed as a core service and therefore dissatisfaction with 
the online bank has been included as an element of technical dissatisfaction (Table 30).  

 

Table 30: Technical dissatisfaction as a loyalty-repressing core service factor 
Technical 
dissatisfaction 

Citation 

Dissatisfaction 
with core 
services 

“They [new bank] sent me this letter of attorney for transferring money from 
one account to another... when I was opening the account. But it took quite a 
long time before the money was actually transferred, but I don’t know if it was 
the fault of bank A or bank B.” (P0Int18DisF36)    
 
“There’s been some unclearness with the interest rates, that happens every 
now and then, you don’t quite know if they take it from your account or if they 
send you home a receipt or how they’re doing it. And there’s been some 
confusion with which date they’re taking it from your account and so on.” 
(P1Int54LoyM33) 

Dissatisfaction 
with online bank 

“Compared to the other bank I have been using, bank A, it’s much clumsier 
and weaker…the technical features. They have their values the wrong way 
and at many places it’s stiff. You end up with many more steps in a 
transaction… they’re weaker in that, but you can of course use it, I don’t have 
to switch because of that.” (P0Int24DisM34) 

 
Although technical problems with the actual financial services were scarce, some customers 
mentioned slow transfer of money either between accounts, between banks or between 
countries as a problem. Problems had occurred especially in the beginning of new 
relationships.  

Other core service problems that were mentioned had to do with confusions concerning 
how a loan should be paid back, or money wrongly appearing on or disappearing from an 
account.  

When problems with the online bank were mentioned it was usually in comparison with 
another bank’s online bank. Some customers were highly knowledgeable and even offered 
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concrete ideas for improvement. Typical complaints concerned problems in the design, 
lacking features or problems with slowness. 

4.3.6.3 Unavailability 

Some customers had experienced or were afraid of experiencing being denied a service, 
typically a loan. In cases where this had happened, it was perceived as highly negative and 
frequently triggered customers to switch. The highly negative emotions are likely to result 
from the fact that being denied a financial service does not only cause the customer 
practical trouble (e.g. having to find another bank), it is also a personal insult as it implies 
that the bank does not trust the customer enough to provide the service.  

“When I wanted a loan the bank that I had always been using wouldn’t give it to me 
although I felt I was applying for quite a reasonable amount, and that made me furious.” 
(P0Int27DisF53)  

When unavailability acted as a trigger customers switched banks because their current bank 
could not offer, or the customers thought that they could not offer some service they 
desired.  

“(Did you say the main reason for your switch was that you couldn’t find a suitable 
account?) That was probably it, bank A demanded that the money be locked for three years 
and you could only make two withdrawals. That wouldn’t have suited the financing of our 
house building.” (P2Int89DisF39) 

All customers that had been denied a loan by their own bank and therefore been triggered to 
switch service providers had without difficulty found an alternative service provider. There 
seems to be important differences in the basis for granting loans used by the different 
banks. Importantly, customers that had been denied a loan more often than not reacted 
negatively enough to take all their services with them to another service provider. Even if 
this may in some cases have been the goal (e.g. if the customer had been unprofitable), the 
switch can have unanticipated and unwelcome side-effects as the disappointed customer 
spreads negative word-of-mouth and may influence other people to switch as well.  

4.3.6.4 Maturity 

The fact that some financial services are time bound (e.g. loans and deposits) has some 
interesting implications for customer loyalty. As a loyalty-supporting factor, duration was 
found to work as a loyalty-supporting constraint as long as the service was valid. However, 
at the point when the service matures, the customer is forced to consider whether the 
service should continue, or if some changes should be made. The point of maturity clearly 
acted as a trigger for customers who did not want to continue the relationship once the 
service matured.  
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”(What was the reason you ended the relationship entirely?) Of course when we no longer 
had any debt to the bank there was nothing tying us to the bank, we were free to choose 
which bank we wanted to use.” (P2Int75DisM64)  

“I knew that I was going to pay the last bit of an old loan in the summer and I felt that after 
that I have no loyalty ties to bank A, then it’s easy to switch banks without having to explain 
anything” (P2Int65DisF42)  

4.3.7 Comparison of factors that affect loyal and disloyal customers 

As a summary of the discussion in the previous sections, the aim of this section is to 
discuss the observed differences in loyalty-supporting and -repressing factors that seem to 
influence loyal and disloyal customers. This is done based on the coding of the occurrence 
of the different factors (see Appendix 4). In the comparisons customers of Phase I and II 
are compared as the data from these samples are more alike than the data from the pilot 
study. It should be noted that the discussion concerns the findings in this study, which 
cannot be assumed to be generalisable without a larger quantitative study. 

Some factors were highly common among both loyal and disloyal customers and can 
therefore be assumed to be important loyalty -supporting and -repressing factors for both 
groups.  

Among the supporting factors, peer behaviour was an important influence for both loyal 
and disloyal customers. Physical accessibility and a positive image seem to be important 
provider factors. The supporting factors from the customer and interaction sources seemed 
equally frequent among loyal and disloyal customers. Among the core service factors, 
technical satisfaction was the most frequently identified loyalty-supporting factor.  

The above-mentioned factors seem to be the factors that should be noted in order to 
strengthen and maintain relationships to retail banking customers in general.  

The loyalty-supporting factors that seem to affect loyal customers to a higher extent than 
disloyal customers seem to stem foremost from the environment, the customer and the core 
service sources.  

Loyal customers seem to perceive a lack of alternatives to a higher extent than disloyal 
customers. Almost all loyal customers described themselves as being loyal or passive 
customer types (a loyalty-supporting customer disposition), and many also stated that their 
life situation had influenced their bank loyalty. Dedication was also much more widespread 
among the loyal customers: 76 percent of the loyal customers were dedicated to their 
current bank while 28 percent of the disloyal customers had been dedicated to their former 
bank. Loyal customers seem to be more satisfied than disloyal customers across all 
dimensions of satisfaction (functional, technical, and economic).  

Many of the loyalty-repressing factors seemed to be equally frequent among both loyal and 
disloyal customers. The most frequently identified loyalty-repressing factors from the 
environment source were word-of-mouth, peer behaviour, and competitors’ attraction. 
From the provider source, the most frequent factors were lack of or negative relationship 
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activity, and negative image while customer life situation and customer disposition from the 
customer source were both important. Stemming from the interaction source, functional 
dissatisfaction, and lack of process-based trust were frequent among both loyal and 
disloyal customers. Technical and economic dissatisfaction as well as unavailability were 
important loyalty-repressing core service factors.  

Some of the loyalty-repressing factors were more frequent among disloyal customers, but 
some factors were also found to have a slightly higher frequency among the loyal 
customers. Among factors from the environment source, loyal customers had been more 
negatively influenced than disloyal customers by competitors’ attraction, press and 
advertising, while disloyal customers had been more influenced by word-of-mouth and peer 
behaviour. The higher credibility of word-of-mouth and peer behaviour may explain why 
these factors seem to be able to cause behavioural disloyalty.  

Disloyal customers had been influenced by changes in their life situation more than loyal 
customers. Loyal customers on the other hand seemed more negatively influenced by the 
interaction factor lost or unfulfilled relational benefits. The reason loyal customers 
experienced lost or unfulfilled relational benefits more than disloyal customers may relate 
to the potentially higher expectations of loyal customers. Loyal customers may expect to 
receive relational benefits and have been used to forming social bonds to someone in the 
bank, and when these factors seize existing they are bound to cause disappointment. 
Disloyal customers on the other hand have switched banks and therefore might not expect 
relational benefits to the same extent as the loyal customers. The loyalty-repressing core 
service factors did not seem to differ between the two customer groups. 

In summary, there seemed to be few differences between loyal and disloyal customers 
concerning loyalty-repressing factors. The main difference was that while disloyal 
customers had experienced some of the repressing factors strongly enough to be triggered 
to switch, loyal customers only perceived the factors as negative (with an effect on 
attitudes) but did not change their behaviour. One explanation for this may be that the loyal 
customers seemed to experience slightly more of the loyalty-supporting factors, which may 
neutralise the effect of the loyalty-repressing factors.  

4.4 Loyalty status types: combining customer behavioural and attitudinal loyalty 

In Chapter 2 loyalty status was introduced as a term for overall loyalty, comprising both 
customer attitudes and behaviour. Customer behavioural loyalty or disloyalty was used as 
the selection criteria for the samples of the study, while customer attitudinal loyalty was 
one of the units to study.  

According to Dick and Basu (1994), attitudinal loyalty is measured as a relative attitude, 
consisting of attitude strength and attitudinal differentiation. Zins (2001) however argues 
that in contexts with low levels of differentiation, which banking can be considered to be, 
the concept of relative attitude is not superior to attitudes measured in isolation.  

In this study, an alternative approach to studying customer attitudinal loyalty was adopted. 
Customer attitudinal loyalty was approached through the customers’ own descriptions of 
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their feeling of loyalty. As described in Chapter 3, customers were asked to elaborate on 
and draw a chart depicting their feeling of loyalty towards their bank (current bank for loyal 
customers, previous bank for disloyal customers) from the beginning of the relationship to 
the current situation and onwards to the future. It is argued that this constitutes an 
innovative way of capturing customer perceptions of their attitudinal loyalty.  

The Feeling of loyalty-chart was used in the end of all interviews in Phases I and II. In the 
analysis stage, the charts were used to classify customers into different loyalty status types 
by combining the graphs with what was known about the behavioural loyalty of customers. 
Since the chart was not used in the pilot study, the loyalty status types could only be 
identified for respondents in Phases I and II.  

Hunt (2002) distinguishes between two different kinds of classification procedures. In 
logical positioning the researcher deductively imposes a classificational system on the data 
(Hunt 2002:223). In grouping procedures, the researcher generates schemata based on the 
analysis of the data, hence letting the data suggest a system (ibid). A grouping strategy was 
used in this study. Both the overall idea for identifying loyalty status types, and the specific 
groups identified were inductively discovered based on the data.  

All completed charts were first divided into two groups based on behavioural loyalty or 
disloyalty (see Figure 35). Within these groups, different patterns were then visually 
identified by comparing the graphs in search of similar patterns. Graphs drawn during the 
telephone interviews were not used to create any groups, but were later assigned to groups 
that had been created based on the graphs drawn by customers in the face-to-face situations. 
After all charts had been placed in a group, the groups were further compared in order to 
assure high internal homogeneity and external heterogeneity.  

Based on the comparison of graphs, three different developmental trends for the feeling of 
loyalty could be discerned: positive, turbulent, and negative. Positive developments 
consisted of charts that included no negative changes; they either remained stable or 
increased. Turbulent charts included declines followed by increases, while negative charts 
displayed a decrease in the feeling of loyalty. Among behaviourally disloyal customers, the 
negative development was further divided into a milder form (“fading”, D3 in Figure 35) 
and a more severe form (“abrupt”, D4 in Figure 35).  

By combining the behavioural pattern (loyal or disloyal) with the developmental trends in 
customers’ feeling of loyalty (positive, turbulent, fading negative, and abruptly negative), 
seven distinct groups were identified: three among the loyal customers and four among the 
disloyal (see Figure 36). These groups were named Positive Loyals (L1), Rescued Loyals 
(L2), Loyals at Risk (L3), Positive Disloyals (D1), Healing Disloyals (D2), Fading 
Disloyals (D3), and Abrupt Disloyals (D4).  
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Figure 35: Classification of customers into different loyalty status types  

Figure 35 gives an overview of how the different charts were grouped based on [a] the 
customer’s behavioural loyalty and [b] the development of the feeling of loyalty. Referring 
back to the discussion and concepts used in Chapter 2, behaviourally loyal customers with a 
positive feeling of loyalty could be considered truly loyal. Behaviourally loyal customers 
with a negative feeling of loyalty (lower left corner) could be considered spuriously loyal, 
while behaviourally disloyal customers with a positive feeling of loyalty could be 
considered spuriously disloyal. Behaviourally disloyal customers with a negative attitude 
(weak or strong) could be considered truly disloyal. The types with a turbulent feeling of 
loyalty are harder to classify as there is no clear overall trend in these groups, and therefore 
the concepts of true/spurious loyalty/disloyalty are not further used here.  
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Figure 36: Classification of Feeling of loyalty-charts 

Loyalty status types with similar attitudinal (feeling of loyalty) patterns were compared, 
with the aim of finding potential explanations to why some customers behave in a loyal and 
others in a disloyal way, although they have similar feelings of loyalty. Next, the groups are 
presented in pairs based on their shared feeling of loyalty trend.  

4.4.1 Positive feeling of loyalty 

Customers in groups L1 and D1 depicted their feeling of loyalty as positive: it was either 
stable on a high level or increasing. L1 customers had been behaviourally loyal to the bank 
the feeling of loyalty concerned, while D1 customers had switched either partially or totally 
from the bank their chart applied to. 

4.4.1.1 Positive Loyals 

A third of the behaviourally loyal customers described their feeling of loyalty as either 
stable at a high level or growing over time, reaching a high level by the time of the 
interview. Figure 37 shows the Feeling of loyalty-charts drawn by the customers in this 
group. The bolded line represents an approximation of the general trend in the group.  
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The current level of the feeling of loyalty in group L1 was high, ranging between 70 and 
100. The high level of attitudinal loyalty was further demonstrated by the fact that the 
customers had positive future intentions regarding the relationship; they all depicted that 
their feeling of loyalty would either remain stable or continue to grow.  
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Figure 37: Feeling of loyalty-charts of Positive Loyals  

The customers in this group in general spoke positively about the relationship and showed 
that they were committed to the relationship.  

”It is very high up, if you just want a number I would say it’s 90. (Has it been higher or 
lower at any point?) If 100 is reserved for a perfect bank, I’d say 90 is okay. In the 
beginning when we went there the first time and started...of course there was no loyalty 
then...but I was influenced by the fact that it was the largest and grandest bank, I wanted to 
be the customer of such a large bank. And then it [the relationship] started developing. 
(And when did it reach 90?) I’d say that was when we got our housing affairs arranged and 
our salaries started going there, then it [the feeling of loyalty] started building 
immediately. (And has it stayed that high?) Yes it has stayed up there, although they have 
those damned queues. (And what do you think about the future?) I see no reason to switch, 
there’s no such services or offers in sight that would make me interested in making any 
changes.“ (P1Int39LoyF50) 

Most of these customers (six out of eight) were identified as dedicated customers. Those 
loyalty-supporting and -repressing factors that seem characteristic for this group are 
depicted in Table 31. 

4.4.1.2 Positive Disloyals 

It was expected that behaviourally loyal customers would exhibit positive feelings of 
loyalty, but there were also behaviourally disloyal customers who described their feeling of 
loyalty towards their previous (switched-from) bank as positive. Four customers drew a 
rising, or stable feeling of loyalty curve although they had been behaviourally disloyal to 
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the bank (Figure 38). All drew their feeling of loyalty at the time of the interview as high, 
ranging between 80 and 90.  
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Figure 38: Feeling of loyalty-charts of Positive Disloyals 

Since the customers described their feelings of loyalty towards the former bank as high, it 
might be expected that they had not switched from it, at least not totally. However, three of 
the four customers had switched totally, and only one had switched partially. The future 
intentions of the customers in this group were stable, they believed in a continued positive 
feeling towards the switched-from bank.  

“Well...at the beginning I didn’t really feel anything, but in a few years it grew quite high 
as you learned to use their services...and then when you started understanding more and 
have some more money at your disposal it grew even higher. For a while it was a question 
mark, but now it’s terribly stable...I’m quite satisfied, after I ended the account at bank C 
(third bank in use) and went through all these things, now I’m quite satisfied, there’s 
nothing to worry about.”(P2Int64DisF30) 

One customer was dedicated while two were calculus-based. One customer seemed to be 
loyal based partly on dedication and partly on calculative motives. Corresponding well with 
the positive attitude, none of the customers had been loyal due to constraints.   

4.4.1.3 Comparing Positive Loyals and Disloyals 

There were many similarities in the factors that had affected customers from groups L1 and 
D1, especially among the loyalty-supporting factors (see Table 31). The following loyalty-
supporting factors seemed to influence customers in both groups: peer behaviour, lack of 
alternatives, physical accessibility, customer disposition, functional satisfaction, positive 
relationship history, and technical satisfaction. 

There were more differences between the two groups concerning the loyalty-repressing 
factors. While L1 customers were affected by press and macroeconomic factors from the 
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environment source, D1 customers were affected by word-of-mouth and peer behaviour. In 
addition, both groups were affected by competitors’ attraction. While L1 customers 
experienced no negative provider factors, D1 customers seemed influenced by both 
negative image and lack of or negative relationship activity.  

Differences between L1 and D1 customers were found in the dominating loyalty 
motivation: L1 customers were mainly dedicated, while D1 customers’ loyalty was mainly 
calculus-based. A common feature of both groups was that the customers’ loyalty was 
rarely constraint-based.  

There was also a difference in the interaction factors perceived by the groups: D1 
customers were functionally dissatisfied, whereas L1 customers experienced lost or 
unfulfilled relational benefits (especially a lack of social bonds). Concerning the core 
service factors, D1 customers had been influenced by technical and economic 
dissatisfaction, while the only loyalty-repressing core service factor for L1 customers was 
the unavailability of services. 

It hence seems that for those with a high feeling of loyalty, the differentiator between those 
customers that are behaviourally loyal and those that are disloyal can be found among the 
loyalty-repressing factors. Behaviourally disloyal customers, unlike loyal customers, had 
been negatively influenced by their peers and by word-of-mouth; they had a negative image 
of the service provider and they experienced either a lack of or the wrong kind of relational 
activity from the service provider. Disloyal customers further experienced functional, 
technical and price dissatisfaction. A potential reason for the positive feeling of loyalty is 
that both loyal and disloyal customers had been motivated to remain loyal out of either 
dedication or pricing issues (calculus) rather than by constraints.  
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Table 31: Characteristic loyalty-supporting and -repressing factors of Positive Loyals and 
Disloyals 

 Positive Loyals L1 Positive Disloyals D1 
Supporting 
factors 

  

Environment  Peer behaviour 
 Lack of alternatives 

 Peer behaviour 
 Lack of alternatives 
 Negative experience of other banks 

Provider  Physical accessibility  Physical accessibility  
 Positive image 

Customer  Customer disposition  Customer disposition 
 Life situation 

Interaction  Functional satisfaction  
 Positive relationship history 
 Relational benefits 

 Functional satisfaction  
 Positive relationship history  
 Social bonds 
 Responsiveness 

Core service  Technical satisfaction  Technical satisfaction 
Repressing 
factors 

  

Environment  Competitors’ attraction  
 Press 
 Macroeconomic factors 

 Competitors’ attraction 
 Peer behaviour 
 Word-of-mouth 

Provider -  Lack of or negative relationship 
activity 

 Negative image 
Customer -  
Interaction  Lack of social bonds  

 Lost or unfulfilled relational 
benefits 

 Functional dissatisfaction 

Core service  Unavailability  Technical dissatisfaction  
 Economic dissatisfaction 

4.4.2 Turbulent feeling of loyalty 

Customers belonging to groups L2 and D2 were similar in that they depicted their feeling 
of loyalty as declining at some point but inclining again. The healing disloyals had been 
behaviourally disloyal while the rescued loyals had experienced a decline in their feeling of 
loyalty, but remained behaviourally loyal.  

4.4.2.1 Rescued Loyals 

The largest group among the loyal customers (ten customers) consisted of customers who 
had experienced a decline in their feeling of loyalty at some point of the relationship 
(Figure 39). The customers had experienced some kind of decline, followed by a recovery 
during which the feeling of loyalty had grown stronger again. At the point of the interview, 
the feeling of loyalty of all respondents was relatively high, ranging between 70 and 100.  
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Figure 39: Feeling of loyalty-charts of Rescued Loyals 

The dips in the customers’ level of loyalty were in most cases modest, ranging between 10 
and 40 units. However, in two cases, the dip had been dramatic (-70 and -80 units). 
Importantly, these customers had also by the point of the interview regained their positive 
feeling of loyalty. The relatively high attitudinal loyalty in the group was demonstrated by 
the fact that all customers depicted the future of the relationship as stable.  

“It was at its lowest in 1980, that was a real dip...And then the closing of branch offices 
and long waiting times...I’d say it was around 80. (But then you feel it’s gone up again?) 
Yes, it’s gone up...it did go down quite steeply, and then I think it has gone up again. And 
now we’re back here [high up] again. (Was the decrease due to the closing of branch 
offices?) Yes it was, everything got slow, but you have gotten used to it, to be waiting. So it 
hasn’t really continued to get worse, and I’d say it’s [the feeling of loyalty] slowly growing 
again. (And what do you think about the future, are you going to stay loyal?) Yes, 
definitely...we continue like this, or maybe it increases a little.” (P1Int62LoyF58)  

In this group the majority of customers, nine out of ten, were classified as dedicated. One 
customer was loyal out of constraint, while two customers exhibited both dedication and 
constraints. None of the customers’ loyalty was calculus-based. The characteristic loyalty-
supporting and -repressing factors for this group are depicted in Table 32. 

4.4.2.2 Healing Disloyals 

Similar to the patterns found among the healing loyals, there were also a group of disloyal 
customers that drew their feeling of loyalty as declining at some point and then rising again 
(see Figure 40). The decline followed by an incline was common for all customers in this 
group, but otherwise the diversity in the group was wide. At the time of the interview the 
customers’ feeling of loyalty varied between 30 and 80 with no top scores and no bottom 
scores. The dips depicted by the graphs varied between minus 20 and minus 90. At its 
lowest level, customers drew their feelings of loyalty between 0 and 60. Four of the six 
customers had switched banks partially and two totally.  
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Figure 40: Feeling of loyalty-charts of Healing Disloyals 

The future projections of these customers were stable or positive. Five believed in a stable, 
although in some cases relatively low, future feeling of loyalty, while one believed that it 
would continue to grow. This customer was highly dedicated to the bank, and had switched 
from it only reluctantly. The stable future predictions indicate that a stable relationship can 
develop even after a dip in the feeling of loyalty and in the behavioural loyalty. 

”If I first think about the weak points...for the last loan we didn’t even ask bank A. That was 
in the 90s...and the previous loan was in the 70s...At these points it has been around 50-60. 
(When you applied for the loans?) Yes, when we applied for them the feeling of loyalty 
declined...But it [being denied a loan] did not hurt enough to make us switch all 
services...(And then it has anyhow grown a little? Why is that?) I’d say it’s this general 
system which now concerns all banking services, you kind of have to start understanding 
the bank as well...A good bank used to be a bank that took care of you, but the modern 
times has apparently made that impossible. Nowadays you have to pay for everything... why 
would the banks be any different from the other service providers....I think my feeling of 
loyalty will stay on its current level.” (P2Int58DisM78)  

All three loyalty motivations existed in this group: two customers’ loyalty was dedication-
based, two was based on constraint, and two customers’ loyalty was calculus-based.   

4.4.2.3 Comparing Rescued Loyals and Healing Disloyals 

Customers in group L2 seemed to experience more loyalty-supporting factors than D2 
customers. The most important differences can be found in the environment, customer and 
interaction categories (Table 32). L2 customers were, unlike D2 customers, positively 
influenced by peer behaviour. D2 customers’ loyalty was positively affected by a positive 
image. Among the customer factors, customer disposition and life situation affected L2 
customers, while a personal bond to the bank was the only important positive customer 
factor for D2 customers. L2 customers experienced several positive interaction factors, 
namely functional satisfaction, positive relationship history, and relational benefits. Both 
L2 and D2 customers were positively influenced by responsiveness. Of the relational 
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benefits, especially social bonds seemed to impact D2 customers. This may indicate that 
social bonds have the power to make customers feel loyal, but that other factors are needed 
in order to make them also behave in a loyal way.  

Both L2 and D2 customers experienced technical satisfaction, while L2 customers also 
experienced economic satisfaction and D2 customers availability as positive.   

D2 customers experienced loyalty-repressing factors from the customer (customer life 
situation) and core service (unavailability and economic dissatisfaction) sources to a higher 
extent than L2 customers. Word-of-mouth influenced both groups negatively, but D2 
customers were also influenced by peer behaviour whereas L2 customers were influenced 
by the press. Linked to the provider, L2 customers were affected by negative image, 
whereas D2 customers were mainly annoyed by mergers. L2 customers experienced more 
repressing factors from the interaction source than D2 customers. L2 customers were 
functionally dissatisfied, experienced lost or unfulfilled relational benefits (especially a lack 
of social bonds), whereas D2 customers were mainly influenced by a negative relationship 
history.  

 

Table 32: Characteristic loyalty-supporting and -repressing factors of Turbulent Loyals and 
Disloyals 

 Rescued Loyals L2 Healing Disloyals D2 
Supporting 
factors 

  

Environment  Peer behaviour - 
Provider   Positive image 
Customer  Customer disposition  

 Life situation 
 Personal bond to bank 

Interaction  Social bonds 
 Functional satisfaction 
 Positive relationship history 
 Relational benefits 
 Responsiveness 

 Social bonds 
 Responsiveness 

Core service  Technical satisfaction 
 Economic satisfaction 

 Technical satisfaction  
 Availability  

Repressing 
factors 

  

Environment  Word-of-mouth 
 Press 

 Word-of-mouth 
 Peer behaviour  

Provider  Negative image  Merger 
Customer -  Life situation 
Interaction  Functional dissatisfaction  

 Lack of social bonds 
 Lost or unfulfilled relational 

benefits 

 Negative relationship history 

Core service -  Unavailability 
 Economic dissatisfaction 
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4.4.3 Negative feeling of loyalty 

Three of the seven groups of loyalty types had a feeling-of-loyalty curve with a negative 
development. The Loyals at Risk (L3) depicted their feeling of loyalty as declining 
although they had not been behaviourally disloyal. The Fading and Abrupt Disloyals (D3 
and D4) had been behaviourally disloyal, which was matched by a decline in their feeling 
of loyalty. The Fading disloyals experienced a milder fading decline, while D4 customers 
had experienced an abrupt decline in their feeling of loyalty.  

4.4.3.1 Loyals at Risk 

A highly interesting group among the behaviourally loyal customers consists of those 
customers who, although they have not yet been disloyal in their behaviour, describe their 
feeling of loyalty as declining (see Figure 41). The group consisted of seven customers.  
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Figure 41: Feeling of loyalty-charts of Loyals at Risk 

Originally, all respondents in this group had experienced a high feeling of loyalty, between 
70 and 100 on the scale. However, the customers experienced that the feeling of loyalty had 
decreased over time. Two respondents drew the decline as recent and dramatic, declining 
40 respectively 70 units. The other respondents described the decline as less dramatic and 
steep, between 15 and 30 units. The level of the feeling of loyalty at the point of the 
interview was lower than in the other groups of loyal customers, between 10 and 70.  

There were different beliefs about the future: some customers believed that their feeling of 
loyalty would continue to grow weaker, others that it would remain on its current level, and 
one respondent believed in a slight increase in the future. Hence, no clear trend concerning 
the future could be discerned. This diversity potentially indicates that this group consists of 
customers in a process of change. Some customers may be potential future switchers, 
transforming them into disloyals if their negative feeling of loyalty translates into disloyal 
behaviour. On the other hand, a healing may take place, making the customers Rescued 
loyals.  



 161

“It’s natural that your feeling of loyalty declines, even considerably, due to the fact that the 
bank is more faceless today than it used to be. (When did the decline begin?) It must have 
been the early 90s, before that you did go to the bank, you got to know people and so on, 
which did have an impact on your feeling of loyalty. It was much more natural to discuss 
things then; the move to online banking has changed everything. Okay it’s independent of 
time, that’s a plus, but a minus is definitely the lack of personality, and as a result of that 
the feeling of loyalty declines. (How high was your feeling of loyalty before it started 
declining?) It was at least around 90. (And had it been stable before the changes?) Yes it 
had. (And how is it developing now?) It has gone down considerably and now the situation 
is kind of much more sensitive. If something happens at the competitors...I’d say it’s easier 
to switch....now it’s around 60-70...The banks face a challenge now when they have picked 
their choice by moving to online banking...now we [the customers] know what is happening 
in the market, what the competitors are doing.” (P1Int63LoyM40) 

Compared to the other groups of loyal customers, the number of dedicated customers was 
considerably smaller in this group, while constraint was the dominating loyalty motivation. 
None of the customers’ loyalty was calculus-based.  

The loyalty-supporting and -repressing factors characteristic for this group are depicted in 
Table 33 and further discussed in comparison to the factors that had affected customers of 
group D3 and D4. 

4.4.3.2 Fading Disloyals 

The largest disloyal group consisted of 16 customers assigned to a group called Fading 
disloyals. These customers depicted their feeling of loyalty as gradually decreasing (see 
Figure 42). Unlike the cases in group D2, no healing had taken place, and unlike group D4, 
the decrease was not very dramatic.  

Eleven of the customers in this group were interviewed by telephone. The large number of 
telephone interviews, making this group the dominating one, made me consider whether 
there is some difference between the charts drawn by customers themselves and those 
drawn in a telephone interview making the patterns in group D3 especially typical for 
telephone customers. A re-reading of the parts of the interviews where the customers 
described their feeling of loyalty however did not reveal a clear reason why this pattern was 
so common in the telephone interviews. One possible explanation is that customers with a 
mildly negative feeling of loyalty are less motivated than customers with either a positive 
or highly negative feeling of loyalty to participate in a face-to-face interview, and therefore 
agreed only to a telephone interview. 
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Figure 42: Feeling of loyalty-charts of Fading Disloyals 

At the time of the interview the customers’ feeling of loyalty varied between 30 and 80, 
typically being between 40 and 60. Before the decrease, the feeling of loyalty had been 
relatively high, ranging between 70 and 90. The dips depicted by the graphs varied between 
minus 10 and minus 50.  

Ten of the customers in this group had switched banks partially and six totally. It is 
possible that the partial switchers are still in the middle of a switching process, and that 
they will become total switchers in the future. It is however also possible that they will 
remain partial switchers, using several banks in parallel. The total switchers on the other 
hand are interesting as they have some feeling of loyalty left although they have switched 
banks totally, indicating that they might be possible to win back in the future.  

In this group all different loyalty motivations existed to approximately the same extent.  

Two of the customers believed that their feeling of loyalty would continue to decrease. 
Four customers believed that their feeling of loyalty would remain stable, while four 
customers believed that their feeling of loyalty would grow. Six customers did not know 
what to think about the future and therefore left that part of the graph empty.  

”Since I was born and up until about six years ago it was around 100, but then I grew up, 
and since then it’s been around 80, it’s clearly above 50. (But it did decline?) It did decline, 
and that was clearly due to the prices. (And has it remained there or has anything else 
happened?) Not really. It’s on that level, it’s not declining now, but like I said, if someone 
would offer me something better it wouldn’t feel that bad to leave anymore.” 
(P2Int49DisF30) 

The loyalty-supporting and -repressing factors characteristic for this group are depicted in 
Table 33. 
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4.4.3.3 Abrupt Disloyals 

The most dramatic group of disloyal customers consists of those customers that have 
abruptly lost their feeling of loyalty towards their former bank. Eleven customers were 
found to exhibit this kind of pattern, and were called Abrupt Disloyals (see Figure 43).  

Customers in this group had strong feelings of loyalty prior to the decrease; nine of the 
customers drew their feeling of loyalty as high as 80 to 100. The decreases were also 
exceptional, ranging between 50 and 100 units, typically being minus 80 units. This 
indicates a drastic change in customer attitudes. The high level of loyalty prior to the 
decrease indicates that the customers were potentially quite dedicated to the relationship 
before the decrease. The strength of the change in feeling of loyalty is also demonstrated by 
the fact that at the point of the interview, customers rated their feeling of loyalty as being 
around ten, or even below zero (an extremely disappointed and dissatisfied customer); they 
were i.e. all very low compared to the other groups.  
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Figure 43: Feeling of loyalty-charts of Abrupt Disloyals 

As could be expected after a dramatic decrease in the feeling of loyalty, the majority of 
customers in this group (seven customers) had switched banks totally. The others, who had 
switched only partially, are likely to be in the middle of a switching process leading 
towards total switching, or otherwise they are constrained to remain partially loyal, e.g. by 
situational factors.  
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“The relationship begun in the 1950s when my parents opened an account for me...I had 
nothing against the bank then, and since I was just a schoolboy I didn’t have the knowledge 
to compare banks back then. In the 1970’ and 80s I started doing business and I’d say the 
feeling of loyalty was quite high then, at its highest it was surely over 90, but I’m not that 
blind that I would trust one bank 100 percent, you can look around although you’re 
satisfied. (And was it in the shift 1980-1990 that it started declining?) Yes, that was when 
our trouble resulted in a forced auction where we lost our house. At that point zero isn’t 
enough; it was on the minus side. We were so totally negative towards the bank. If one of 
those people hade met me in a dark alley I would surely have beaten him up. (And is it still 
on the minus side?) I would say that today it is neutral; we have neither positive nor 
negative feelings at the moment. It’s a bank that doesn’t exist for us; we have no reason to 
think of it positively or negatively.” (P2Int75DisM64) 

None of the customers in this group believed in a better future for the relationship; they 
believed that the feeling of loyalty would remain at its current very low level or continue 
decreasing. The majority of the customers had felt constrained to the former bank, while 
two respondents respectively felt dedicated or calculus-oriented.  

4.4.3.4 Comparing Loyals at Risk, Fading and Abrupt Disloyals 

Groups L3, D3 and D4 are interesting due to the fact that D3 and D4 consist of customers 
who have switched banks and who exhibit a corresponding decline in their feeling of 
loyalty, and L3 consists of customers in risk of switching; they have not yet been 
behaviourally loyal, but their feeling of loyalty has declined.  

All three groups have few loyalty-repressing factors in common: life situation, functional 
dissatisfaction, and a lack of social bonds are negative factors that were frequent in all three 
groups, and can therefore be considered factors with a decisive impact on customers’ 
feeling of loyalty (Table 33). On the repressing side, the only clear difference between loyal 
customers (group L3) and disloyal customers (groups D3 and D4) is that customers of 
groups D3 and D4 have been negatively influenced by their peers. Compared to D4, 
consisting of the most abrupt cases of disloyalty, L3 and D3 have in common a focus on 
price (i.e. economic dissatisfaction and calculus-based loyalty), which was not as common 
among D4 customers. This indicates that customers with an abrupt decrease in their feeling 
of loyalty are concerned with and have been disturbed by other, potentially deeper things 
than pricing issues. Among the groups of behaviourally disloyal customers, D3 and D4, the 
difference between a milder (D3) and a more abrupt decrease (D4) in the feeling of loyalty 
seems to lie in that D4 customers experienced more negative provider and interaction 
factors. The triggers of disloyal behaviour of D4 customers stemmed from the environment, 
the provider and the core service sources, whereas the triggers of D3 customers stemmed 
mainly from the environment and customer sources. The difference seems to lie in that D4 
customers have reacted negatively to something concerning the provider or the interaction, 
whereas D3 customers have been influenced by something external, which hence does not 
seem to possess the power to cause as dramatic reactions as the internal factors. D4 
customers further seem to be influenced by perceptions of deficits in the interaction, as they 
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experienced both a lack of trust and a lack of expertise in addition to functional 
dissatisfaction.  

Concerning loyalty-supporting factors, it seems that L3 customers have more of them than 
D3 and D4 customers. From the environment source, L3 customers had been affected by 
lack of alternatives and negative experience of other banks, whereas D3 customers had 
been influenced by peers, and D4 customers had no considerable supporting environment 
factors. Note that the supporting environment factors of L3 are factors that constitute 
constraints rather than foster dedication, which is likely to be a reason for the combination 
of a negative attitude and behavioural loyalty.  

Of the provider factors, L3 customers were affected by positive image, and physical 
accessibility. D3 customers appreciated good physical accessibility. Among the customer 
factors clear differences between the groups could be discerned. The only positive customer 
factor affecting D3 and D4 customers was life situation, while L3 customers were affected 
by customer disposition and personal bond to bank in addition to the life situation. 
Surprisingly, D3 and D4 customers experienced positive interaction factors to a higher 
extent than L3 customers (D3 and D4 experienced functional satisfaction, positive 
relationship history, relational benefits and social bonds while L3 experienced only 
relationship history and social bonds to a considerable extent). Core service factors also 
seem to be important differentiators of the groups; while D3 and D4 exhibited no important 
supporting core service factors, L3 customers experienced technical satisfaction, 
availability and economic satisfaction. 

What all the customers with a negative feeling of loyalty have in common is hence the life 
situation, functional dissatisfaction, and a lack of social bonds on the loyalty-repressing 
side. On the loyalty-supporting side, the groups have in common that they have been 
positively affected by the relationship history, by social bonds, their life situation, and by 
responsiveness. 

 

Table 33: Characteristic loyalty-supporting and -repressing factors of Negative Loyals and 
Disloyals 
 Loyals at Risk L3 Fading Disloyals D3 Abrupt Disloyals D4 
Supporting 
factors 

   

Environment  Lack of alternatives 
 Negative 

experience of other 
banks 

 Peer behaviour - 

Provider  Physical 
accessibility 

 Positive image 

 Physical 
accessibility  

 

Customer  Life situation 
 Customer 

disposition 
 Personal bond to 

bank 

 Life situation  Life situation 
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Interaction  Positive 
relationship history  

 Social bonds 
 Responsiveness 

 Functional 
satisfaction  

 Positive 
relationship history 

 Social bonds 
 Relational benefits 

 Positive 
relationship history  

 Functional 
satisfaction 

 Relational benefits 
 Social bonds 
 Responsiveness 

Core service  Technical 
satisfaction 

 Availability 
 Economic 

satisfaction 

- - 

    
Repressing 
factors 

   

Environment  Word-of-mouth 
 Competitors’ 

attraction 
 Advertising 

 Peer behaviour 
 Word-of-mouth 

 Peer behaviour 
 Macroeconomic 

factors 

Provider  Lack of/negative 
relationship activity 

 Negative image 
 Poor accessibility 

  Negative image  
 Lack of/negative 

relationship activity 
 Merger 

Customer  Life situation  Life situation  Life situation 
 Customer 

disposition 
Interaction  Functional 

dissatisfaction 
 Lack of social 

bonds  
 Lost or unfulfilled 

relational benefits  
 Lack of process-

based trust 

 Functional 
dissatisfaction  

 Lack of social 
bonds  

 Functional 
dissatisfaction  

 Lack of social 
bonds 

 Negative 
relationship history  

 Lack of process-
based trust  

 Lack of expertise 
Core service  Economic 

dissatisfaction 
 Technical 

dissatisfaction 

 Economic 
dissatisfaction 

 Technical 
dissatisfaction 

 Maturity 

4.5 Summary of findings 

The aim of the study was to identify, describe and analyse factors that affect customer 
loyalty or disloyalty. This was done in the empirical part of the study. The data analysis 
was guided by the analytical framework developed in Chapter 2, according to which factors 
with both a positive and a negative effect on customer loyalty status are identified. Factors 
with a positive effect on customer loyalty status were considered loyalty-supporting factors. 
Loyalty-supporting factors affect customer loyalty status positively by having a positive 
effect on customer attitudes and/or behaviour. Factors that were perceived positively by 
customers were considered to add to customer dedication, while factors that merely 
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prevented the customer from switching, without being positively perceived, were 
considered constraints. See Table 5 for a division between factors that seemed to promote 
dedication or act as constraints.  

Constraints keep the customer behaviourally loyal as long as they exist, but as they do not 
have a positive effect on customer attitudes, they do not create deeper commitment. There 
is a risk that when constraints stop existing, previously constrained customers will switch 
service providers. Constraints that this study identified as commonly perceived were a lack 
of alternatives, a passive or insecure customer disposition, a hectic life situation, 
unavailability of services, and the duration of financial services. In cases where a constraint 
was perceived negatively, the customer was frequently triggered to switch when it stopped 
existing.  

Dedication was promoted by factors that the customer perceived as positive. Functional, 
technical and economic satisfaction and other factors that contribute to satisfaction promote 
dedication. Dedication was also promoted by peer behaviour (e.g. having a “culture” of 
using a certain bank in the family) and by positive characteristics of the provider, i.e. 
physical accessibility and a positive image. A loyalty-prone customer disposition, personal 
bonds to the bank, a positive relationship history and perceived relational benefits are 
important dedication-promoting factors. Among the relational benefits, social bonds in 
particular seem to be important in creating customer dedication.  

Customers were identified as having a dedication-, constraint- or calculus-based loyalty 
motivation depending on what kind of loyalty-supporting factors dominated each customer. 
Calculus-based loyalty was inductively identified as a special kind of constraint-based 
loyalty, present among customers who focus mainly on pricing issues. Based on the study it 
seems that dedication-based loyalty is more frequent among behaviourally loyal customers, 
whereas behaviourally disloyal customers had mainly been motivated to remain loyal prior 
to switching by either economic or other constraining reasons (see Table 20). Dedication 
was not easily transferred from one service provider to another. The number of customers 
identified as dedicated to their new service provider was lower than the number of 
customers dedicated to their previous service provider.  

Among the loyalty-repressing factors, those factors that seemed to have a direct negative 
effect on customer behaviour were termed triggers of disloyal behaviour. The triggers 
identified in this study are depicted in Figure 29 (page 125). It is worth noting that most 
loyalty-repressing environment factors (word-of-mouth, peer behaviour, competitors’ 
attraction, advertising and macroeconomic changes) acted as triggers. Customers are hence 
frequently triggered to switch by factors outside the company’s control. Another important 
trigger was changes in the customer’s life situation, which are also outside the company’s 
control. If customers are triggered to switch by factors that the company cannot control, a 
close contact to the customer and good knowledge of the factors that affect customers 
become increasingly important, because it increases the company’s possibilities to react 
when the customer is about to make changes in the relationship. Other factors that acted as 
triggers were functional and economic dissatisfaction. Technical dissatisfaction (related to 
the core services per se) was rather rare and did not seem to arouse sufficiently negative 
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reactions to make customers switch banks. Lack of, or negative relationship activity, poor 
physical accessibility, unavailability, and the maturity of services also acted as triggers.  

Other loyalty-repressing factors have a milder negative effect on customer loyalty status. 
They have a negative effect on customer attitudes, which may in the long run also affect 
customer behaviour negatively. Loyalty-repressing factors that did not have a direct 
negative effect on customer behaviour, but which did seem to influence the customer’s 
attitudes negatively, were influences from the press, a negative image of the service 
provider, and mergers. A variety-seeking customer disposition or high customer expertise 
also seemed to have a negative effect. Lost or unfulfilled relational benefits, negative 
relationship history, lack of process-based trust, and lack of expertise were other negative 
provider factors.  

In the two main phases of the study, customers were asked to describe and draw their 
feelings of loyalty towards their current (loyal customers) or previous bank (disloyal 
customers). This technique had several functions: it helped capture the level of customer 
attitudinal loyalty, it summarised the interviews, and it also frequently evoked new issues 
for discussion. Based on the charts obtained, different loyalty status types could be 
identified as a result of combining customer behavioural loyalty with the developmental 
trend of the graph. Three trends could be discerned: positive, turbulent, and negative 
feelings of loyalty (Figure 35, page 150 and Figure 36, page 151). All three trends could be 
discerned among both loyal and disloyal customers, which shows that attitudinal and 
behavioural loyalty may be contradictory. Negative feelings of loyalty among 
behaviourally disloyal customers were further divided into “fading” and “abrupt” based on 
their severity. By comparing the occurrence of loyalty-supporting and -repressing factors 
between groups with similar feelings of loyalty but different behaviour (i.e. Positive Loyals 
and Positive Disloyals) further insights into factors that seem to make customers switch 
banks were reached.  

Compared to loyal customers with a positive feeling of loyalty (L1), disloyal customers 
with a positive feeling of loyalty (D1) had been more influenced by their peers and by 
word-of-mouth. Despite their positive attitude, they also referred more to negative images 
of the service provider, and perceived a lack of, or negative, relationship activity. They had 
also experienced functional, technical and economic dissatisfaction at some point.  

Disloyal customers whose feeling of loyalty had been turbulent (D2) seemed more 
influenced by their life situation, unavailability of services, economic dissatisfaction, peer 
behaviour, mergers, and negative relationship history than loyal customers with a turbulent 
feeling of loyalty (L2). 

All customers with a negative development in their feeling of loyalty (L3, D3 and D4) had 
in common that they had been negatively influenced by their life situation, by functional 
dissatisfaction and a lack of social bonds (which is a kind of unfulfilled relational benefit). 
The disloyal customers (D3 and D4) had also been negatively influenced by their peers. 
The most negative customers, D4, had reacted negatively especially to factors from the 
provider and the interaction sources. This indicates that the reason for the abrupt reaction 
may be that, rather than being influenced by external factors, these customers had 
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experienced problems within the relationship. This is demonstrated e.g. by the fact that the 
factors’ lack of process-based trust and lack of expertise had affected these customers.  

Customer in group L3 were at the point of the interview behaviourally loyal but had a 
negative development in their feeling of loyalty. The loyalty-supporting factors that seemed 
to affect these customers were to a large extent constraining factors, which may be a reason 
for the negative development in their feeling of loyalty.  

What all behaviourally disloyal customers had in common compared to the behaviourally 
loyal customers was the existence of a trigger of disloyal behaviour in the switched-from 
relationship. 
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5 Discussion 

The general purpose of the study was to identify, describe, and analyse factors that have an 
impact on customer loyalty or disloyalty in retail banking. The following sections first 
discuss how the study has contributed to our understanding of these factors. Thereafter 
conclusions that can be drawn based on the study are presented, followed by a discussion of 
the trustworthiness of the study. Finally some limitations of the study are discussed and 
directions for future research are proposed.  

5.1 Contribution and implications of the study 

This section addresses the conceptual and methodological contribution of the study and 
discusses the managerial and practical implications of it. 

5.1.1 Conceptual contribution of the study 

Conceptual contributions of a study can involve different things. Summers (2001:408) 
mentions improved conceptual definitions of constructs, the identification and definition of 
new constructs, the development of additional theoretical linkages, and the development of 
improved theoretical rationale for existing linkages. The main conceptual contribution of 
this study lies in the approach of both loyal and disloyal customers, making the study 
contribute to both the loyalty and the disloyalty literature by constituting a bridge between 
the two. In the following, conceptual contributions of the study are discussed starting from 
contributions brought on by the approach of the study, and continuing towards more 
detailed contributions that are the results of the theoretical and empirical explorations in the 
study. 

A focus on both loyalty and disloyalty 

Voss (2003) discusses the contribution of research based on different degrees of innovation, 
and identifies four kinds of studies based on the extent to which the core concepts and 
linkages between them are developed. Incremental innovations in marketing research are 
least likely to make significant contributions as they mainly consist of replications of 
previous studies (Voss 2003:356). In architectural innovations the core concepts remain 
the same, but new linkages between the concepts are introduced (ibid). Modular innovation 
takes place when existing concepts are defined, measured or analysed in new ways (ibid). 
Radical innovations introduce entirely new conceptualisations that change our 
understanding of old constructs and relationships (ibid).  

The results of this study can be characterised as modular innovations, as the study 
examined existing constructs in a new way. Modular innovation occurs when 



 171

“the conceptual system of relationships remains unchanged but one or more of the focal 
constructs are defined, measured, or analysed in a new way. This shift in measurement or 
analysis extends our understanding of the nature of the focal relationships by examining them 
through a different lens.” (Voss 2003:358). 
 

Customer loyalty has been the focus of numerous studies for several decades, whereas 
customer disloyalty has mainly received attention in studies of relationship ending during 
the last decade. Despite the closeness of the concepts loyalty and disloyalty, they have 
rarely been studied together49. Compared to the previous studies that have included both 
loyal and disloyal customers (Ganesh et al. 2000; Trubik and Smith 2000; Keaveney and 
Parthasarathy 2001), this study adopted a more explorative and customer-oriented 
approach. The previous studies set out to study predetermined factors and how they differ 
between loyal and disloyal customers, whereas this study set out to explore which factors 
customers perceive  have affected their loyalty or disloyalty.  

Metaphorically, most previous studies have examined factors affecting either customer 
loyalty or disloyalty, hence using a “loyalty” or “disloyalty” lens (Figure 44). This study 
combined these two lenses, resulting in a pair of “binoculars” for studying factors affecting 
customer loyalty and disloyalty. With the “binoculars”, the perspective grows wider, 
making it possible to see both factors affecting loyalty and disloyalty. When the perspective 
grows wider, there is always the possibility that all factors previously observed are not 
included in the scope. On the other hand, the combination of an interest for factors affecting 
loyalty and disloyalty may make us see that some factors affect both loyalty and disloyalty. 
With a pure focus on loyalty or disloyalty, one might wrongly assume that some factor 
affects only loyalty or disloyalty, because its effect on the other one was not examined.  

 

 

 

 

 

 

 

 

 

 

 

Figure 44: Different lenses for studying loyalty and disloyalty 

                                                 
49 To my knowledge, only Ganesh, Arnold and Reynolds 2000, Trubik and Smith 2000 and Keaveney and 
Parthasarathy 2001 have included both loyal and disloyal customers in the same study. 
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A framework for studying factors affecting customer loyalty and disloyalty - a bridge 
between the loyalty and disloyalty literature 

The aim of the study was to identify, analyse and describe factors that have an effect on 
customer loyalty and disloyalty. Through the abductive research process, a framework for 
this evolved ( 

Figure 14, page 53). In the empirical phase of the study, the framework was used to analyse 
factors that affect retail bank customers’ loyalty and disloyalty.  

Conceptual models and theories help us understand reality, and the framework of loyalty-
supporting and -repressing factors can help us understand the factors that affect customer 
loyalty and disloyalty. The use of the framework in the empirical study also showed that it 
fulfils its purpose: it can be used to identify, analyse and describe factors affecting 
customer loyalty and disloyalty.  

The study was aimed at theory development rather than theory generation or verification. 
The study draws mainly upon the customer loyalty and disloyalty literature, and therefore 
also contributes to these streams. Previous studies of customer loyalty or disloyalty have 
generally focused on studying either factors that affect loyalty positively (in studies of 
customer loyalty) or factors that affect loyalty negatively (in studies of relationship ending). 
Exceptions to this approach are to my knowledge scarce. Roos (1999) and Michalski (2002) 
did acknowledge that there are factors with both a positive and a negative effect on 
switching processes. This study contributes to the loyalty and disloyalty literature through 
its focus on factors with both a positive and a negative effect on customer loyalty (loyalty-
supporting and -repressing factors). This focus is a result of the decision to include both 
loyal and disloyal customers in the study, but I argue that also in studies of only loyal or 
disloyal customers, one should take into account both positive and negative factors.  

According to the framework, factors with a positive effect on customer loyalty status 
(defined as customer behavioural and attitudinal loyalty) were termed loyalty-supporting 
factors, while factors with a negative effect were termed loyalty-repressing factors. It is 
important to note that loyalty-supporting and -repressing factors both influence loyal as 
well as disloyal customers.  

It is proposed that on a general level, the framework can be used in any context to study 
factors that affect customer loyalty and disloyalty.  

Customer loyalty and disloyalty are important topics within the relationship marketing and 
management literature, and therefore the study also has potential implications for 
relationship marketing and management, such as an understanding of factors to avoid when 
customer retention is striven for (e.g. triggers of disloyal behaviour). 

Dedication- and constraint-provoking loyalty-supporting factors 

Based on Bendapudi and Berry (1997), loyalty-supporting factors were found to be of two  
main kinds: factors that promote dedication or constraint. By determining which kind of 
loyalty-supporting factors motivate the customer to remain loyal, one also gains an insight 
into the depth of the customer’s loyalty and the stability of the relationship. Whereas 
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constraints hinder a customer from switching, dedication-promoting factors make a 
customer want to stay. Dedication-promoting factors have a positive effect on both 
customer behaviour and attitudes. Constraints have a short-term loyalty-supporting effect 
on behaviour, but may have a negative effect on customer attitudes and therefore a long-
term negative effect also on behaviour. Although constraints may be effective in the short 
term, dedication-promoting factors are likely to be more valuable for the long-term success 
and development of a relationship.  

The identification of loyalty-supporting factors with different effects combines ideas from 
relationship and loyalty literature. Bendapudi and Berry (1997) acknowledged that 
customers have different motivations for relationship maintenance, and the idea of factors 
with different effects is well known from discussions of positive and negative bonds (e.g. 
Liljander and Strandvik 1995; Arantola 2003). In the loyalty literature, customer loyalty has 
frequently been addressed through the concept of commitment (e.g. Allen and Meyer 1990; 
Morgan and Hunt 1994; Wetzels et al. 1998). The conceptual development in this study 
linked the effect of different factors to the different dimensions of customer loyalty, 
behaviour and attitudes (e.g. Jacoby and Chestnut 1978; Dick and Basu 1994).  

Loyalty-repressing factors and triggers of disloyal behaviour 

Loyalty-repressing factors were identified as factors with a negative effect on customer 
loyalty status, i.e. on customer attitudinal or behavioural loyalty. By identifying loyalty-
repressing factors, one can determine which factors to avoid if relationship maintenance is 
the goal. Among the repressing factors, triggers of disloyal behaviour were identified as 
factors with a direct negative effect on customer behaviour. Triggers of customer switching 
processes have been identified previously (Roos 1999; Michalski 2002), but not in a study 
of both customer loyalty and disloyalty.  

Five sources of loyalty-supporting and -repressing factors 

The framework identifies the sources of factors that affect customer loyalty and disloyalty. 
Although previous studies have acknowledged that factors that affect customer loyalty or 
disloyalty stem from different sources (e.g. Halinen 1994; Bendapudi and Berry 1997; 
Fournier 1998; Roos 1999), none have included all the five sources identified in this study. 
The impact of the core service (product) characteristics on customer loyalty has been 
particularly neglected in previous studies in a business-to-consumer, services setting. In a 
retail-banking context, the core service characteristics (e.g. pricing issues or maturity) can, 
however, have a decisive impact on customer loyalty. The study also showed that 
environmental factors (especially peer behaviour and word-of-mouth) have an important 
impact on both customer loyalty and disloyalty. In studies focusing on the provider-
customer interaction such external factors are often neglected.  

Positive and negative attitudes among loyal and disloyal customers 

On a conceptual level, the study contributes by proposing an extended application of the 
Dick and Basu framework of customer loyalty. Dick and Basu (1994) studied only 
customer loyalty, and therefore chose to focus only on customer attitudes with positive 
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valence, dividing them into weak or strong attitudes (see Figure 4, page 25). As this study 
included both loyal and disloyal customers, it was motivated to expand the scale to include 
both positive and negative attitudes, and neutral attitudes between them (see Figure 5, page 
27). The decision to do so was further supported by the empirical study, which showed that 
positive and negative attitudes prevailed among both behaviourally loyal and disloyal 
customers. Attitudinal loyalty was measured by asking customers to describe their feeling 
of loyalty both orally and as a graph. Positive, turbulent, as well as negative developmental 
patterns in the feeling of loyalty could be discerned among both loyal and disloyal 
customers. This suggests that both positive and negative attitudes should be taken into 
account in studies of both customer loyalty and disloyalty. If only positive attitudes are 
considered for loyal customers, those customers that have a negative attitude will be 
excluded. According to Hunt (2002), a robust scheme for classification should include all 
possible groups, which makes the matrix proposed by Dick and Basu (1994) insufficient for 
grouping loyal customers based on attitudes.  

Based on the Feeling of loyalty-charts, three main developmental trends in customer 
feelings of loyalty were identified: positive, turbulent, and negative. As a result of 
combining these with the observed behavioural loyalty of customers (loyalty or disloyalty), 
seven customer groups were identified. Three groups consisted of behaviourally loyal 
customers with different feelings of loyalty: [1] Positive Loyals, [2] Rescued Loyals, and 
[3] Loyals at Risk. Among the disloyal customers, four patterns could be discerned: [1] 
Positive Disloyals, [2] Healing Disloyals, [3] Fading Disloyals, and [4] Abrupt Disloyals. 
Further understanding of the factors that have affected the customers of the different groups 
was obtained by comparing the loyalty-supporting and -repressing factors of the customers 
with similar attitudinal patterns but different behaviour (L1 and D1; L2 and D2; and L3, D3 
and D4). The main findings of this comparison are reported in sections 4.4.1.3, 4.4.2.3 and 
4.4.3.4. The study showed that it is important to differentiate between customers’ attitudinal 
and behavioural loyalty, and that attitudinal indicators of loyalty are no guarantee for 
behavioural loyalty.   

5.1.2 Methodological contribution of the study 

Methodological contributions can involve changes in the design of past studies (Summers 
2001:408). The study proved the usefulness of an approach where loyal and disloyal 
customers are compared. When factors that affect both groups are compared, conclusions 
can be drawn about whether there is a difference in the factors affecting loyalty and 
disloyalty and, if so, what the difference is. As discussed previously, past studies have 
rarely combined an interest for both customer loyalty and disloyalty, which is why 
comparisons are rare.  

One methodological contribution of the study was the introduction of a technique for 
studying customer attitudinal loyalty by asking customers to describe their feeling of loyalty 
towards the service provider, both orally and graphically on a chart. It was argued that 
when customers think about their “feeling of loyalty”, they state their general attitude 
towards the service provider and the relationship. Michalski (2002) used a similar 
technique to study customer perceptions of relationship quality. Michalski (2002) however 
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made the drawings herself during the interviews and only presented it to customers. The 
most accurate representation is gained when the customer is the one making the drawing, 
thereby eliminating the interpretations of the researcher. To my knowledge, similar 
applications have not been used before to study customer attitudinal loyalty. The charts 
proved that attitudinal loyalty as represented by feeling of loyalty is frequently different 
from behavioural loyalty.  

Although conceptualisations of customer loyalty as consisting of both attitudes and 
behaviour are frequent, this is rarely taken into account in empirical studies so that 
customers would actually be segmented according to both dimensions. In this study this 
was done by combining the known behaviour of customers with the feeling of loyalty 
charts, representing the attitudinal dimension. In this way, seven distinct customer groups 
could be identified. This kind of segmentation is valuable as it can be used to study how 
customer attitudes and behaviour combine in any context.  

5.1.3 Managerial and practical implications of the study 

As a result of the empirical study in the retail-banking sector, specific knowledge about 
factors that affect customer loyalty and disloyalty in a retail-banking setting was obtained. 
This knowledge has managerial relevance for the financial sector, and on a general level the 
findings are also useful in other relational service contexts, especially in contexts of long-
term contract-based services.  

The implications of the study that I consider most important from a practitioner perspective 
are summarised in the following. The implications have been formed based on the entire 
research process, which also included discussions with bank practitioners and other 
managerial audiences.  

Benefits of identifying loyalty-supporting and -repressing factors 

A focus on both loyalty-supporting and -repressing factors was proposed as an efficient 
way to identify both positive factors, which are worth maintaining and enhancing, and 
negative factors, which should be avoided in order to maintain and develop relationships. 
By identifying the sources of the factors, as well as the specific factors that affect customer 
loyalty, a company can identify which factors are within its control. Realising which factors 
actually influence customers most helps steer resources to areas where they are most 
needed. The study showed that surprisingly many of the loyalty-repressing factors had been 
perceived by both loyal and disloyal customers, and that the loyalty-repressing factors 
frequently stemmed from sources outside the company’s control: from the environment and 
customer sources. It is therefore suggested that companies should identify the factors that 
support customer loyalty and attempt to further enhance them, to counteract the loyalty-
repressing factors that are outside the company’s control. Negative factors should naturally 
also be identified, and controlled to the extent that they can be controlled.  
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Dedication-promoting loyalty-supporting factors have greater impact on true customer 
loyalty than constraints 

Loyalty-supporting factors influence customer loyalty status either by promoting customer 
dedication or by imposing constraints. Dedication-promoting factors have a positive effect 
on both customer attitudes and behaviour, and are therefore likely to build a solid base for 
the development of a relationship. Constraining factors have a loyalty-supporting effect on 
customer behavioural loyalty (by hindering customers from switching), but may have a 
negative effect on customer attitudes if the customer feels negatively bound by the 
constraints. Hence, the constraining factors impact loyalty on a more superficial level than 
the dedication-promoting factors do. In addition, their potential negative effect on customer 
attitudes may in the long run have negative effects on customer behaviour as well: if the 
constraint stops existing, a customer who has felt negatively bound to the relationship is 
likely to switch. It is important that companies recognise the reasons for customer loyalty, 
and differentiate between loyalty from dedication and loyalty due to constraints. Dedicated 
customers are likely to form a more stable customer base, and may also be open to 
expanding and deepening the relationship. By identifying factors that cause dedication or 
act as constraints, a company can e.g. try to enhance the dedication-promoting factors and 
thereby further strengthen customer dedication, and acknowledge relationships that are 
based solely on constraints and therefore likely to be sensitive once the constraints stop 
existing.  

Triggers of disloyal behaviour from the environment and customer sources important 

The study showed that although loyalty-repressing factors accrue from all five sources 
identified in the study, the factors that actually cause customers to switch service providers, 
i.e. the triggers of disloyal behaviour, frequently stem from the environment and customer 
sources. Factors from these sources are outside the control of the service provider, which 
indicates that a large proportion of the actual switches may be triggered by incidents that 
the company is not involved in and may not even be aware of. As the triggers of disloyal 
behaviour cause actual, negative behaviour, their identification is a highly important step in 
customer-retention efforts. By identifying typical triggers in their business context, 
companies can take proactive action to counteract situations where the triggers may occur. 
In a banking context, examples of such situation are loan-taking situations and other 
changes in the customer’s life. Another proactive way of handling the potential damaging 
effect of triggers is to focus on the loyalty-supporting factors, aiming to make customers 
dedicated to the relationship and thereby less sensitive to triggers and other negative 
factors.  

Physical accessibility and high-quality service important differentiators 

During the last decade the trend has been to decrease the physical network in benefit of 
online banking. Although online banking has a wealth of potential benefits for the 
customers, online banking services seems to have become a hygiene factor. All banks can 
offer them at least on a basic level, and therefore they do not work as differentiators or 
value creators. The real differentiator between banks in the current situation seems to be to 
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what extent they can provide physical accessibility and high quality service and 
interactions. Although most customers seem to prefer handling their daily affairs over the 
Internet, physical accessibility becomes an important factor on occasions when special 
services are needed. At times when interaction is required, high-quality service is also 
desired. The quality of the interactions is determined by factors such as waiting time, 
degree of personalisation (e.g. whether there is a personal advisor who knows the customer) 
and the physical surrounding (e.g. whether discussion takes place over counter or in 
meeting room).  

Interpersonal aspects important loyalty-supporting factor also in highly developed contexts 

The empirical study was executed in the Finnish retail-banking market, which is a world-
leader in technological development and online banking. One important finding of the 
study is that although the trend has been towards an increased use of online banking and 
decreased interpersonal interaction, the importance of the interpersonal interaction has not 
decreased. Customer loyalty and disloyalty consist of human behaviour, and the study 
clearly showed that for these behavioural processes, other human beings have a great 
influence.  

Among the loyalty-supporting factors, peer behaviour influenced customers to remain 
loyal, and social bonds were perceived as an important relational benefit. Among the 
loyalty-repressing factors, peer behaviour and word-of-mouth inspired customers to switch 
banks, and the lack of social bonds in today’s bank relationships was frequently described 
as negative, using words such as “the banks are becoming faceless”. Many bank customers 
seem to miss the traditional relationships to banks, although customers appreciate the ease 
of doing affairs that online banking has brought with it. When social bonds do exist, they 
work as strong loyalty-supporting factors. In the context of the contemporary banking 
market, this constitutes a considerable challenge. If social bonds play an important role in 
maintaining customer loyalty, banks should carefully consider how they can be maintained 
or established while simultaneously motivating customers to use online banking to an 
increasing extent.  

Influence from peers and word-of-mouth have decisive impact on customer loyalty 

The importance of interpersonal interaction was evident also in the fact that influence from 
peers and word-of-mouth seem to be important as both loyalty-supporting and -repressing 
factors. These factors stem from the environment source and cannot be controlled by the 
company, but they can be acknowledged and identified. Each customer should be viewed 
not only as an individual, but as a member of a network of family members, friends, and 
colleagues. As Havila (2002) and Tähtinen (2002) have pointed out, relationship 
dissolution does seem to spread within networks, and this study included several cases of 
bank switching where family members or colleagues had influenced each other to switch 
banks. Customers also seemed especially eager to discuss negative experiences with their 
peers, which may indicate that negative word-of-mouth spreads faster than positive word-
of-mouth.  
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Bank images differentiate banks from each other 
The images of banks are strong and deeply rooted, and seem to differentiate between banks 
much more effectively than the financial services themselves. Bank images are closely 
related to the size of banks. The most important challenge for large banks is to cultivate an 
image of being close to the customer and service-minded, while maintaining the positive 
image of being stable and trustworthy due to a large size. The smaller banks in general 
seem to have an advantage in that they are perceived as service-minded and flexible. Some 
of the niche banks are however perceived as focusing only on “rich” or highly profitable 
customers, and therefore they are not within all customers’ perceived set of alternatives. An 
additional challenge for the smaller banks lies in establishing an image of stability and 
trustworthiness, despite being smaller than the major banks. 

A relationship grows slowly but can be eroded quickly  

Storbacka et al. (1994:30) claimed that an unsatisfactory critical episode in a relationship 
may end a relationship abruptly even if it is preceded by years of satisfactory routine 
incidents. A similar phenomenon could be discerned in this study. While positive changes 
in loyalty status seemed to take place gradually, negative changes could be quite abrupt. In 
such cases, some incident (a trigger) made the customer decide to switch banks, and carry 
out the switch. Positive change on the other hand was built up slowly over time, as an 
accumulation of loyalty-supporting factors. This implies that relationships grow slowly, but 
can be challenged by single incidents.  

Customer segmentation “hot potato” 

Customer segmentation in general seems to be a complicated issue, which is not handled 
ideally at present. Although customer segmentation was discussed by customers also in 
positive terms (mostly concerning the economic benefits included in being a key customer), 
problems of the customer programs were widely discussed. Customers felt e.g. that 
customer segmentation was unethical or that it had the wrong principles (e.g. that it did not 
take customer loyalty over time into account). Customers also expected more benefits than 
they had received, which implies that key customer programs may evoke more expectations 
than they can meet. A customer-oriented key customer program should take into account  
the length of the relationship as well, which seems to be the main loyalty-criterion for 
customers themselves. In addition, service providers should be aware of the expectations 
key customer programs evoke (e.g. in terms of expected economic benefits or personalised 
service), and try to either manage them so that they are realistic, or attempt to fulfil them.  

Customer switching history can provide clues to customer expectations 

The study supported previous findings (Ganesh et al. 2000) indicating that customers who 
have switched despite being satisfied with their previous service provider are likely to be 
more critical towards the new service provider than customers who have switched after 
being dissatisfied. Customers who felt that their new bank was in some way inferior to the 
previous bank depicted it as a strengthening of their feeling of loyalty towards their former 
bank. Banks could benefit from studying reasons why a customer switched banks and what 
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kind of expectations the customer has on the new relationship. This would not only provide 
valuable input to service development, it would also potentially make customers feel 
welcome and convey an emphatic image of the bank.  

Communication of the right kind and amount is appreciated 

Although customers frequently reacted negatively or were entirely uninterested when 
competing banks tried to contact them, most customers seemed positive towards being 
contacted personally by their own bank. Customers appreciated when the bank took an 
active role in the relationship, and took it as a sign that the bank appreciated the 
relationship and wanted it to continue. However, banks have to balance carefully between 
being too passive and too active, as some customers felt bothered by too much, or the 
wrong kind of activity from their bank. It is important that customers feel that the bank is 
genuinely interested in developing the relationship, rather than just using the customer as a 
marketing channel or attempting to cross-sell.  

Strategies for reacting to bank switching needed  

Reactions to bank switching need to be carefully designed and implemented in order not to 
annoy the customer. Some customers were disappointed that their bank had not reacted or 
tried to prevent them from switching, while others felt bothered that the bank did contact 
them or try to persuade them to stay. The reaction of the customer is likely to depend on the 
customer’s reason for being loyal. Dedicated customers leave a service provider more 
reluctantly than constrained customers, and are also likely to be more positive towards the 
bank showing an interest in why they are leaving. Constrained customers on the other hand 
may find it a relief to switch banks, and therefore perceive the bank’s reactions at bank 
switching only as further attempts to hinder the switch. The first challenge for most banks 
is to establish practices for how a switching customer should be identified, which currently 
seems to be a challenge. The signal that a customer has switched, or is about to switch 
should then be matched with customer profitability data in order to determine what kind of 
reaction the customer merits; should the customer be let to leave quietly, or should a rescue 
be attempted? In cases where an attempt for rescue is motivated, the bank should have a 
clear strategy for how to proceed in order to motivate the customer to stay, without doing 
further damage to the relationship. Such strategies can only be based on research into how 
customers react to retention efforts; a highly interesting direction for future research. 

Denying a customer a loan can have widespread negative effects 

Being denied a loan is a highly negative incident in a relationship and is likely to work as a 
trigger of disloyal behaviour as customers are forced to look for an alternative provider. 
Customers that had been denied a loan were generally negative towards the denying bank, 
especially if they felt that the denial had not been well motivated. All customers that had 
been denied a loan found an alternative service provider without difficulty, and frequently 
switched all services to this new provider. Denying a customer a loan is hence an effective 
way to make the customer consider also taking all the other services to another provider. 
Even in cases where this might even have been the goal (if the customer had been 
unprofitable or caused trouble in other ways) it should be remembered that the switch can 
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have unanticipated and unwelcome side-effects as the disappointed customer spreads 
negative word-of-mouth and might influence other people to switch as well. 

The customer’s memory is long 

The study showed that customers remember incidents even decades back with surprising 
clarity, and respondents frequently told about bank memories from their childhood. This 
has at least two important implications. Firstly, investments made in order to build 
relationships at an early stage, i.e. to children or young customers, may well give returns in 
the form of lasting relationships. Secondly, customers remember both implicit and explicit 
promises of the bank even for long times, making it important that they are kept over time. 
This concerns fees in particular; if it has been promised or hinted that something will be 
free of charge, imposing charges at a later stage is badly received. This seems to be 
happening currently as banks are introducing charges for using previously free services 
such as online banking or ATMs.  

The future bank customer is less loyal? 

Although Finnish bank customers are currently highly committed to their banks (TNS 
Gallup 2003), and bank switching is a rather rare phenomenon, it is likely to become a 
growing problem for banks. Firstly, the competition in the banking market continues to 
grow tighter, giving customers increasing numbers of alternative service providers to 
choose from. In addition, traditional images of banks, e.g. making certain banks suitable for 
those who lived in the countryside and other banks suitable for urban customers, seem to be 
melting away, hence expanding the number of perceived alternatives of customers. 
Secondly, both the media and the banks themselves are teaching customers to reconsider 
their banking, especially by focusing on prices and competing through pricing. As 
customers learn to look for best offers for their financial services, they are giving up other 
values (e.g. good service, tradition of using a bank) in order to focus on pricing aspects. 
These customers are likely to switch banks for the best offer, and therefore constitute a 
volatile customer base. Thirdly, the study showed that bank customers are frequently 
dedicated only to one, main bank that has been in use for a long while, and that dedication 
is not as easily formed towards a new service provider. As an increasing number of 
customers have an experience of switching banks, the number of dedicated customers is 
likely to decrease over time. Undedicated customers seem more inclined to switch banks, 
and thereby a vicious circle has been started. Fourthly, customers frequently mentioned that 
their banking habits had been inherited from their parents or even grandparents and that all 
of their family had always used a certain bank. If the future customers to a growing extent 
do not use only one main bank, there will be a decreasing amount of children growing up 
with the conviction that one bank is the “only right one”, which makes them less dedicated 
and more open to alternative providers. Fifth, banking habits are not only inherited, they are 
also modelled from peers and spread in networks (Havila 2002; Tähtinen 2002). The 
present study clearly indicated that influence from peers and word-of-mouth are factors 
with an important impact on customer loyalty. Thereby bank switching has the power to 
spread from customer to customer and become a growing phenomenon. 
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The above projections are naturally submitted to a ceteris paribus condition. If the world or 
the market changes in some decisive way, e.g. resulting in highly volatile and insecure 
markets, it is likely that customers will become more inclined to trust a certain service 
provider. As things stand, however, the above projection is more likely, making customer 
retention and a thorough understanding of customer loyalty and disloyalty a highly 
important issue for banks. 

5.2 Trustworthiness of the study 

The aim of all research is to contribute to knowledge and understanding, which can only be 
done if the study is trusted by its audience. Trustworthiness has traditionally been evaluated 
according to four criteria: internal and external validity, reliability, and objectivity (e.g. 
Lincoln and Guba 1985; Denzin and Lincoln 1994; Silverman 2000). In naturalist 
paradigms the criteria, traditionally applied to evaluate quantitative studies, are not always 
appropriate and are viewed slightly differently (Lincoln and Guba 1985:294). Lincoln and 
Guba (1985:300) suggest that a qualitative study be evaluated concerning its credibility, 
transferability, dependability, and confirmability instead. Wallendorf and Belk (1989) 
suggest a fifth criterion, integrity. The five criteria are summarised in Table 34 and used in 
the subsequent discussion of the trustworthiness of the study. Finally an evaluation of the 
classification of the loyalty status groups is conducted according to criteria established by 
Hunt (2002).  



 182

Table 34: Criteria for establishing trustworthiness (Based on Lincoln and Guba 1985; 
Wallendorf and Belk 1989; Flint, Woodruff and Fisher Gardial 2002) 
 
Trustworthiness 
criteria 

Issue Methods of addressing the criteria in the 
current study  

Credibility 
(Internal validity) 

The extent to which the 
results are acceptable 
representations of the 
data, “truth” of the 
findings 

 Peer debriefing: Findings continuously 
presented to colleagues, practitioners and 
bank customers  

 Findings largely supported by  findings in 
studies of bank customer loyalty50 and 
disloyalty51 

 Three different samples, comparisons 
between groups 

 All interviews included 
 Micro-stories included in report 
 Tabulations of findings 

Transferability 
(External validity) 
 

Extent to which findings 
of study in one context 
are applicable also in 
other contexts 

 96 interviews 
 Purposive, intensity sampling 
 Random sampling within samples provided by 

banks 
Dependability 
(Reliability) 

Extent to which findings 
would be repeated if 
inquiry replicated with 
similar subjects in similar 
context 

 96 interviews, 3 different samples 
 Detailed description of how study was carried 

out, inclusion of interview guides 
 Interviews recorded, transcribed and 

analysed using NVivo2 
 Results in P0 and P2 similar although 

separate studies 
 Several rounds of coding, adjustments made 

along the way 
 Micro-stories, citations and graphs included in 

report 
Confirmability 
(Objectivity) 
 

Extent to which 
interpretations are the 
results of the participants 
and the phenomenon as 
opposed to researcher 
bias. 

 Conscious stance of objectivity 
 Interpretations continuously fed back to bank 

practitioners and other audiences 
 Research diary kept throughout  process 

Integrity Extent to which the 
interpretation was 
unimpaired by lies, 
evasions, misinformation, 
or misrepresentations by 
informants 

 Establishment of rapport and trust with 
respondents 

 Safeguarding informant identity 
 Interviewing technique 
 Research diary 

 

                                                 
50 E.g. Colgate and Lang 2001; Jones, Mothersbaugh and Beatty 2002 
51 E.g. Michalski 2002 
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5.2.1 Credibility 

In qualitative studies, credibility substitutes for the traditional criterion internal validity. 
Internal validity concerns the truth of the findings of the study (Lincoln and Guba 
1985:290; Silverman 2000:11), and in conventional terms it can be described as “the extent 
to which variations in an outcome (dependent) variable can be attributed to controlled 
variation in an independent variable” (Lincoln and Guba 1985:290). In interpretive research 
validity or credibility concerns whether the researcher has gained access to the knowledge 
and meanings of respondents, making access a crucial issue (Remenyi et al. 1998:115). The 
perspective adopted in this study was that of the customer, the aim being to gain access to 
customer perceptions of the factors that had affected customer loyalty or disloyalty. It is my 
belief that during the interviews, I did gain access to these perceptions. However, this is a 
philosophical question: how do we know whether the customers themselves are even aware 
of the factors affecting their behaviour? This introduces a certain limitation to the study; I 
believe I gained access to the factors acknowledged by the customers to affect them, which 
does not necessarily imply gaining access to all factors that affect the customer.   

Conventional internal validity is achieved by ruling out all plausible rival hypotheses 
(Lincoln and Guba 1985:295). In studies where a belief in one single true view of the world 
is replaced by a belief in multiple realities and truths, no single truth exists. The realist 
researcher believes in an objective reality, but acknowledges that our interpretations of it 
are always theory-laden and fallible. Therefore internal validity is established by 
demonstrating that the researcher has represented the multiple constructions of reality 
adequately (Lincoln and Guba 1985:295). This is achieved if the findings are “credible to 
the constructors of the original multiple realities” (Lincoln and Guba 1985:295), i.e. the 
respondents of the study. In this study a feedback procedure to the original respondents was 
however impossible.  

As recommended by Lincoln and Guba (1985) and Wallendorf and Belk (1989), a process 
of peer debriefing was used in pursuit of greater confirmability. Results of the study were 
throughout the study presented to different academic as well as managerial audiences. All 
these audiences simultaneously consisted of individual bank customers. If they, as 
representatives of bank customers, found my interpretations acceptable, it also enhances the 
credibility of the study. 

Triangulation is another method to enhance validity (Lincoln and Guba 1985). One kind of 
triangulation was applied in this study in the sense that I had the possibility to compare my 
findings with those of other studies concerning bank customer loyalty or disloyalty (e.g. 
Colgate and Lang 2001; Konkurrensverket 2001; Jones et al. 2002; Michalski 2002).  

Silverman suggests some approaches to producing more valid findings in qualitative 
research (Silverman 2000:178). The constant comparative method suggests finding other 
cases to compare and test findings against. This does not necessarily imply collecting new 
data; comparison can also be done within the data. In this study, Phase II can be considered 
an extension of the pilot study, and the findings of the two phases clearly supported each 
other. Constant comparisons were also made between the different groups of customers 
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(e.g. behaviourally loyal/disloyal). However, the aim of these comparisons was explicitly to 
identify possible differences between the groups, rather than to verify patterns.  

Comprehensive data treatment requires that in qualitative research, all cases are included in 
the analysis. The aim is to reach a result that can be applied to all of the cases involved. 
(Silverman 2000:178). The findings of this study are based on an analysis of all interviews 
conducted in the phases of data collection, and therefore the findings represent the total 
data. In some parts of the analysis, e.g. concerning the Feeling of loyalty-chart, respondents 
from the pilot study had to be excluded due to the fact that the interviews were not 
comparable to those from phases I and II.  

Although it is impossible to include the original data, due to both its size and its 
confidentiality, micro stories of the interviews and rich citations are used to provide the 
reader with the closest possible contact to the data. The tendency for anecdotalism in 
qualitative research, using only a few telling examples, without dealing with unclear or 
contrary cases, is a reason for validity problems (Silverman 2000:11). In this study I have 
included all the interviews in the data set, and in cases where contradicting data existed, I 
have attempted to account for this. The basic approach of this study, focusing on both 
positive and negative factors, automatically includes accepting that there are factors that 
have opposite effects. It was also accepted in the study that there would be no mutually 
exclusive factors. This meant that rather than forcing a specific classification on each 
customer (e.g. satisfied or dissatisfied), customers could be coded for both satisfaction and 
dissatisfaction  if the customer seemed to perceive both. 

Using appropriate tabulations can help in quantifying qualitative data, and is 
recommended by Miles and Huberman (1994) and Silverman (2000). Silverman (2000:178) 
suggests that tabulations should be theoretically derived and based on respondents’ own 
categories. This gives the reader the possibility to grasp larger parts of the data than what is 
possible only through excerpts of the interviews. I have included tabulations of the different 
phenomena and factors as coded from the data in appendices in order to convey more than 
is possible in only text. It should however be noted that the aim of these tabulations is 
purely to describe the occurrence of the factors. Due to the sample size, the findings are 
naturally not statistically verifiable.  

5.2.2 Transferability  

External validity traditionally concerns the generalisability of the study and is therefore 
closely linked to sampling issues. It is however widely agreed that there is a difference 
between the issue of generalisability in quantitative and in qualitative studies (e.g. Lincoln 
and Guba 1985; Creswell 1994; Coffey and Atkinson 1996; Gummesson 2000). Whereas 
generalisability in quantitative research concerns the representativeness of the sample, 
Lincoln and Guba (1985:290) present the issue underlying transferability as “How can one 
determine the extent to which the findings of a particular inquiry have applicability in other 
contexts or with other subjects (respondents)?” 

The sampling method in this study was theoretical or purposive sampling, which aims to 
select samples that represent the phenomena of interest (Denzin and Lincoln 1994; 
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Silverman 2000; Patton 2002). More specifically, intensity sampling (Patton 2002) was 
employed in order to study cases of customer loyalty and disloyalty that were information 
rich, but not extreme. This was achieved by defining two different samples: behaviourally 
loyal and disloyal customers.  

Within the samples, mainly provided by the banks participating in the study, customers 
were randomly contacted in order to find a variation of respondents representing the 
Finnish bank customer in general: persons of different sex, age, education, and with 
different banking needs and habits. I argue that the samples included in the study represent 
this variation, and therefore the study is generalisable at least concerning the Finnish 
banking market. It is also likely that similar findings could be obtained in similar markets, 
such as e.g. the Swedish bank market. This assumption is supported by the fact that 
statistical findings of Swedish bank customers’ behaviour (Konkurrensverket 2001) largely 
support the findings of this study.  

5.2.3 Dependability 

Reliability refers to how consistently instances are assigned to the same category by 
different observers or by the same observer on different occasions (Silverman 2000). 
Reliability is a precondition for validity; an unreliable measure cannot be valid (Lincoln 
and Guba 1985:292). Traditionally, reliability was addressed by a replication of the study 
(Lincoln and Guba 1985:298). The uniqueness of a qualitative study within a specific 
context, however, works against replicating it exactly in another context (Creswell 
1994:159), as people and contexts continually change (Wallendorf and Belk 1989). 
Replication of studies makes more sense within a philosophy of science that believes in a 
single objective reality (Lincoln and Guba 1985; Wallendorf and Belk 1989). 

This study consisted of three phases, where two addressed behaviourally disloyal 
customers. Although the studies were not designed to replicate each other, they were highly 
similar, the difference being that the breadth of issues discussed with customers in P2 was 
slightly wider than in P0. From a credibility point of view it is important to note that the 
findings of P0 and P2 had high consistency: the same factors were identified and the same 
factors seemed to be important in both phases.  

Reliability is threatened by issues that might decrease the quality of the study, e.g. 
carelessness in the measurement or assessment process or by problems with the research 
instruments (Lincoln and Guba 1985:292). To reach reliable results, the researcher should 
document the procedure and demonstrate that categories have been used consistently 
(Silverman 2000:188). Statements about the researcher’s central assumptions, the selection 
of informants, the biases and values of the researcher enhance the study’s chances of being 
replicated in another setting (Creswell 1994:159). The issue of reliability/dependability has 
been approached in this study by recording all interviews and having them transcribed in 
detail. Reliability of the analysis stage was enhanced by the use of software for analysis of 
qualitative data (NVivo2), which made it possible to code and analyse the data very 
carefully and in great detail, constantly going back to the definitions of the different codes 
and reviewing consistency within codes and groups of codes. The analysis process was 
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long, ranging from June 2001 when the pilot study was conducted to May 2003 when the 
last phase of the study was completed. During these years, the data was continuously 
analysed, i.e. each phase was analysed right after the data collection had been carried out. 
In the final stage, from the spring to the fall of 2003, all of the data was analysed together 
once again. Thereby the data has been analysed on several occasions, for each round 
eliminating inconsistencies in the analysis and the coding.   

In order to increase reliability, I have attempted to give the reader close access to the 
original data. This has been done by including generous citations from the interviews, as 
well as a micro story representing each interview (Appendix 3). Concerning the different 
loyalty status types that were identified, I have also included a replication of all the original 
graphs drawn by the customers (depicted in the figures of section 4.4), to allow the reader 
the possibility to judge whether my classifications are solid. I have also openly reported 
that graphs drawn based on telephone interviews have not been considered as reliable as 
graphs drawn by customers themselves (and have therefore only been assigned to groups 
formed based on the original graphs), and I have reported the proportion of the different 
interview types in each loyalty type group.  

It is my belief that I have provided the information needed for a replication of the study, to 
the extent that a replication of qualitative studies is possible. The data has been collected by 
ordinary telephone and face-to-face interviewing, supported by the use of the Feeling of 
loyalty-chart. The details of both the interviewing and the use of the graph have been 
provided in the methodological chapter, along with the themes discussed in each interview.  

5.2.4 Confirmability 

The usual criterion for objectivity is intersubjective agreement, meaning that when multiple 
observers can agree on a phenomenon, their collective judgement can be considered 
objective (Lincoln and Guba 1985:292). An alternative approach is to address the issue of 
objectivity in the research design; objectivity can be achieved under experiment conditions 
where the study is “beyond human contamination” (ibid). Neither of these approaches is 
appropriate in naturalist studies, and in my study they could not be applied. The design of 
the study was not, and could not have been experimental, and due to the delicacy of the 
phenomena studied, I was not able to disclose my data to other interpretators52. I, however, 
argue that the issue of objectivity has been addressed in two ways: by acknowledging the 
challenge objectivity constitutes for this or any study, and by continuously submitting and 
presenting my findings to supervisors and other commentators, and being open to critique 
from them.  

Already at the outset of the study I was aware of the delicate nature of the data that would 
be included in the study; the matters discussed during interviews were delicate for both the 
banks involved in the study and personally for the respondents participating in the 
interviews. I hence knew that I would not be able to submit my data for coding by someone 
else. As I acknowledged this, I also adopted a stance of objectivity, i.e. a sincere resolution 

                                                 
52 This was stipulated by the agreements with the banks that participated in the studies. 
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to maintain objectivity to the data. I argue that this is manifested in how the study was 
designed. The explorative approach to the data collection and the use of as many open 
questions as possible proves that I tried to avoid forcing my preconceptions on respondents. 
Although this is not reported in the text, my objectivity has also allowed me to let several 
of my expectations of the data be proved wrong.  

According to Wallendorf and Belk (1989), research journals (diaries) help establish the 
confirmability of findings. Journals are reflexive documents kept by researchers, with the 
intent to reflect on what one is learning and what is going on in the person keeping the 
diary (Wallendorf and Belk 1989:79). Importantly, the journal can help identify personal 
biases (ibid). In this study, a research journal was kept throughout the process53. During the 
phases of data collection and analysis, entries in the journal were made daily, at other 
stages less regularly. In the journal I recorded various thoughts, ideas on emerging patterns, 
things to check, and also problems or conflicts in my analysis. The diary was hence both a 
tool to help me organise my analysis, and a sort of “discussion partner” to whom I voiced 
my ideas or concerns. I believe that this procedure helped me in the analysis and helped me 
tackle potential weaknesses in the study. 

5.2.5 Integrity 

Wallendorf and Belk (1989) argue that as an additional trustworthiness criterion, one 
should also consider the criterion integrity, described by the question “How do we know 
whether the findings are based on false information from the informants?” (Wallendorf and 
Belk 1989:70). The problem of lack of integrity stems from the possibility of conflict 
between the researcher and the informants (Wallendorf and Belk 1989:80). Problems with 
integrity may result from the informant fearing or disliking the researcher, or from 
informants trying to present themselves in more attractive ways (ibid). These problems can 
provoke lies, misinformation, evasions, and fronts (Douglas 1976).  

Some measures to avoid problems with integrity were taken in this study. Firstly, I 
attempted to establish trust and rapport (Wallendorf and Belk 1989:80) with respondents by 
giving them detailed information about the research project both in writing and orally. I 
believe it was highly important that I was an external researcher, i.e. not employed by any 
of the banks. I also felt that my academic background was a trust-establishing factor. 
Wallendorf and Belk (1989:81) recommend explicitly and repeatedly assuring the 
anonymity of an informant’s identity as a means to avoid respondents distorting 
information. I explained carefully to each respondent that their identity would be known 
only to me, and that findings from the study would be reported only on an aggregate level. 

Werner and Schoepfle (1987) recommend that researchers undergo psychoanalysis in order 
to better understand themselves and the biases brought to the analysis by them. They 
however acknowledge that the number of researchers who do so is limited. A research 
journal was kept throughout the research process, as recommended by Wallendorf and Belk 
                                                 
53 The journal was first handwritten, but after the analysis using NVivo2 commenced, the journal was kept as 
a so called memo document in NVivo2. This made it possible to create links from the data to the journal, 
tracking exactly the segment of text that resulted in a certain idea.  
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(1989:82). The research diary allowed me to voice (although only to myself) potential 
problems, inconsistencies etc in the analysis, and I believe processing them in this way also 
made me make grater efforts to avoid personal bias.  

5.2.6 Evaluation of the grouping of loyalty status types 

Hunt (2002) suggests five criteria for evaluating classifications (Table 35), which were 
used to check the quality of the grouping of the loyalty status types (see section 4.4). 
 
Table 35: Criteria for evaluating classificational schemata (based on Hunt 2002:230) 
Criteria for evaluating classificational 
schemata 

Methods of addressing the criteria in the 
current study  

Does the schema adequately specify 
the phenomenon to be classified? 

Yes. Grouping is based on customer loyalty 
status, defined as customer behavioural loyalty 
combined with customer drawings of their feeling 
of loyalty (representing attitudinal loyalty). 

Does the schema adequately specify 
the properties or characteristics that will 
be doing the classifying? 

Yes. Classification is based on customer 
behaviour and the Feeling of loyalty-chart. 

Does the schema have categories that 
are mutually exclusive? 

Yes. Each group has unique characteristics.  

Does the schema have categories that 
are collectively exhaustive? 

Yes. The seven loyalty status types exhaust the 
different possible developmental trends. Within 
these boundaries it is, however, possible that 
more detailed groupings could be made.  

Is the schema useful? Yes. The schema can be used to analyse different 
combinations of attitudinal and behavioural loyalty 
e.g. in a market or in a company’s customer base. 
It also shows that both positive and negative 
attitudinal loyalty should be taken into account 
even if studying e.g. only loyal customers.  

 
The answer to all five evaluative questions suggested by Hunt (2002) is positive for the 
classification of loyalty status types. This indicates that the grouping schema is robust. 

5.3 Limitations of the study 

Despite the researcher’s best intentions, there are always limitations to a study. In the 
following, I discuss the limitations of the current study that I am aware of.  

The study reported here focused on analysing factors that affect customer loyalty and 
disloyalty and a pure customer-perspective was adopted in pursuing this aim. This implies 
that the customer’s view was accepted in all instances. It is however possible that 
customers forgot or chose not to include some aspects in the interviews (see previous 
discussion of integrity). These are limitations of the study that cannot be avoided with the 
current research approach. The information obtained through this study could be enhanced 
by matching the data obtained from customers with behavioural data from bank’s 
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databases, which would give an objective view of customer behaviour within the 
relationship.  

The study addressed behaviourally loyal and disloyal customers, and although it was found 
that defining loyalty or disloyalty was not a clear cut task, the sample was divided into 
behaviourally loyal and disloyal customers in order to compare these two groups to each 
other. The group of behaviourally loyal customer was fairly easy to define: it consisted of 
customers who had used one bank for all their services all their adult life or for the last 20 
years. The disloyal group on the other hand consisted of customers that had performed any 
kind of switch of banks. This includes many different kinds of bank switching; partial and 
total switching, switches of different services, switches back to a previous bank, switches to 
banks that had been used previously only for some service and switches to entirely new 
banks. It is evident that the variety within such a sample is large. In this study such a broad 
classification of disloyal bank customers was however purposeful as the aim was to 
compare highly behaviourally loyal customers to such customers that had been 
behaviourally disloyal in any way.  

Demographically, the study had some limitations. Firstly, only urban customers were 
targeted in the study. This group was chosen due to the fact that urban customers have more 
available alternatives and are therefore potentially more active in their banking choices. 
The banks participating in the study also identified urban customers as the most interesting 
group concerning customer loyalty and disloyalty. Despite the fact that this focus is a 
limitation, it is also a benefit; it can be argued that the urban customers are forerunners in 
their banking behaviour, and that an understanding of their current behaviour helps identify 
potential future scenarios for other than urban customers.   

Methodologically a certain limitation of the study was that some of the interviews were 
conducted on the telephone. Despite the fact that the interviews were considered to provide 
a deep and accurate enough picture of the relationships and the factors affecting customer 
loyalty, it is obvious that interviews face-to-face have the potential to reach greater depth. 
For the use of the Feeling of loyalty-chart, the telephone interviews were naturally a 
weakness, which has however been accounted for when reporting the study. 

5.4 Suggestions for future research 

After having conducted the study reported here, I see a variety of potential avenues for 
future research.  

Dyadic view on loyalty status 

The present study focused purely on customer perceptions of the relationship and the 
factors that have affected it and their loyalty or disloyalty. A useful extension of the study 
would be to couple such a study with a study of how the service provider perceives the 
relationship and the factors affecting customer loyalty or disloyalty. Dyadic studies do exist 
in the business-to-business literature (e.g. Tähtinen 2001), but are rare in business-to-
consumer literature. This would imply not only the service provider’s view on what the 
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state of the relationship is (e.g. developing positively, threatened), but also the provider’s 
view on the customer using database variables. This would add factors such as customer 
profitability to the study, making it possible to focus on factors affecting customers that are 
most attractive to the company. In such a dyadic study, the customer’s and the provider’s 
views on the relationship would be combined. As a result, one would identify potential 
gaps in the company’s knowledge of the customer and also be able to eliminate potential 
misconceptions.  

Loyalty-supporting and -repressing factors in other contexts 

The empirical work was carried out in a specific context, the retail-banking market in 
Finland. Although it is suggested that the general framework of loyalty-supporting and        
-repressing factors can be applied in any setting, the specific factors need to be identified 
dependent on the context. An interesting extension of this research would be studies 
conducted a) in settings similar to banking, e.g. contract-based services such as insurances 
or telecom, and b) in settings entirely different from banking.  

Feeling of loyalty-charts for parallel service providers 

In one of the last interviews conducted, the customer interviewed, a young woman who had 
used several banks, took the initiative to draw her feeling of loyalty in all her bank 
relationships next to each other in the Feeling of loyalty-chart (see Figure 45). She wanted 
to do this because she felt she had very different feelings for the banks she had been 
involved with. Observe that the lowest feeling of loyalty existed towards the 
chronologically second bank (Bank B), while the first (Bank A) and third bank (Bank C) 
scored higher feelings of loyalty.  

 
 
 
 
 
 
 
 
 
 

 

Figure 45: Feeling of loyalty-chart for parallel service providers  

This customer’s initiative inspired the idea that the Feeling of loyalty-chart could be used to 
monitor and compare how disloyal customers perceive their feeling of loyalty to several 
parallel service providers. This would provide further insights into customer attitudinal 
loyalty and e.g. an understanding of how customer attitudinal loyalty is affected by bank 
switching. The idea of a chart drawn by customers themselves could also be used for other 
purposes, such as e.g. to study customer satisfaction with different aspects of a relationship. 
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Study of totally and partially behaviourally loyal and disloyal customers 
In this study, the continuum total behavioural loyalty – partial behavioural 
loyalty/disloyalty – total behavioural disloyalty (Figure 7, page 32) was simplified into the 
dichotomy behavioural loyalty – disloyalty. Future studies could study more detailed levels 
of behavioural loyalty and disloyalty. Such a study could for instance shed light on whether 
certain loyalty-supporting or -repressing factors seem to discriminate between different 
severities of disloyalty.  

Quantitative study of loyalty-supporting and -repressing factors 

A natural and desirable extension of the study would be a quantitative study to investigate 
the relative effect of supporting and repressing factors on customer behaviour and attitudes. 
Ideally this would include studying the occurrence of loyalty-supporting and -repressing 
factors in a large sample of both behaviourally loyal and disloyal customers.  

Loyalty-supporting and -repressing factors in business-to-business contexts 

This study focused on studying loyalty-supporting and -repressing factors in the context of 
bank relationships of individual customers. It would be interesting and useful, albeit 
challenging, to conduct a similar study in a business-to-business setting. There are studies 
of how industrial relationships develop (e.g. Halinen 1994) and of relationship ending in 
business-to-business contexts (e.g. Tähtinen 2001), but to my knowledge no studies where 
loyal and disloyal customers would be explicitly compared. It is likely that loyalty-
repressing and -supporting factors could be identified, and would be useful to identify, but 
the methods would need to be quite different. Obtaining the customer or client view of the 
relationship and the factors affecting it would require interviewing several representatives 
of the client company, and the Feeling of loyalty-chart could not be used without 
considerable modifications.  
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Appendix 1: Respondents of the different phases of the study 
 
Loyal customers Disloyal customers 
Phase I 
n=25 

Phase II 
n=39 

Pilot study 
n=32 

P1Int33LoyM35 
P1Int34LoyM63 
P1Int35LoyM55 
P1Int36LoyM32 
P1Int37LoyF40 
P1Int39LoyF50 
P1Int40LoyF55 
P1Int41LoyM60 
P1Int43LoyM51 
P1Int44LoyM62 
P1Int45LoyF65 
P1Int46LoyM50 
P1Int47LoyF35 
P1Int48LoyM27 
P1Int50LoyM23 
P1Int51LoyF70 
P1Int52LoyF55 
P1Int54LoyM33 
P1Int57LoyF77 
P1Int59LoyM55 
P1Int60LoyF35 
P1Int61LoyM72 
P1Int62LoyF58 
P1Int63LoyM40 
P1Int78LoyM58 

P2Int38DisF55 
P2Int42DisF35 
P2Int49DisF30 
P2Int53DisF33 
P2Int55DisM35 
P2Int56DisF17 
P2Int58DisM78 
P2Int64DisF30 
P2Int65DisF42 
P2Int66DisF23 
P2Int67DisF25 
P2Int68DisM50 
P2Int69DisM35 
P2Int70DisM43 
P2Int71DisF43 
P2Int72DisF53 
P2Int73DisM25 
P2Int74DisF37 
P2Int75DisM64 
P2Int76DisM35 
P2Int77DisM47 
P2Int79DisF38 
P2Int80DisF29 
P2Int81DisF39 
P2Int82DisF36 
P2Int83DisM48 
P2Int84DisM29 
P2Int85DisF27 
P2Int86DisM45 
P2Int87DisM33 
P2Int88DisF35 
P2Int89DisF39 
P2Int90DisF69 
P2Int91DisF32 
P2Int92DisF63 
P2Int93DisF26 
P2Int94DisF31 
P2Int95DisM27 
P2Int96DisF24 

P0Int01DisM55 
P0Int02DisF30 
P0Int03DisM30 
P0Int04DisF33 
P0Int05DisM48 
P0Int06DisM41 
P0Int07DisM50 
P0Int08DisF44 
P0Int09DisM58 
P0Int10DisM38 
P0Int11DisM60 
P0Int12DisM30 
P0Int13DisF55 
P0Int14DisM29 
P0Int15DisM31 
P0Int16DisM44 
P0Int17DisM43 
P0Int18DisF36 
P0Int19DisM33 
P0Int20DisM29 
P0Int21DisM69 
P0Int22DisM30 
P0Int23DisF29 
P0Int24DisM34 
P0Int25DisM56 
P0Int26DisF38 
P0Int27DisF53 
P0Int28DisM59 
P0Int29DisF22 
P0Int30DisM30 
P0Int31DisM23 
P0Int32DisM45 
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Appendix 2: Themes of interviews 
 
Themes of the pilot study 
 

 The relationship to the former (switched from) bank 
- Basic facts about the relationship: e.g. length, services and channels in use 
- Relationship history: when did the relationship start, why? 
- General description of the relationship 

 Positive aspects of the relationship to the former bank:  
- Satisfying elements and positive critical incidents 
- Reasons for staying with the bank until now 
- Reasons for staying partially loyal in cases of partial switching 

 Negative aspects of the relationship to the former service provider 
- Dissatisfying elements and negative critical incidents 
- Reasons for leaving the bank 
- Complaints and handling of complaints 

 About other banks in use either simultaneously or previously 
 About the switch of banks:  

- General description of the process of switching 
- Why? 
- When? 
- Which services? 
- To which bank? 
- How? 
- Was it hard either practically or emotionally? 
- How was the new bank chosen? 
- Was the switch partial or total? 

 Comparisons between former and new bank and other potential banks in use 
 Future intentions concerning banking relationships:  

- Intentions to stay loyal or switch 
- Conditions for returning to former bank 

 Customer activity: how actively is the customer following the market, looking for 
alternatives 
 Background data:  

- Gender 
- Age 
- Professional position 

 
Themes of Phase I 
 

 The relationship to the current bank 
- Basic facts about the relationship: length, services and channels in use etc 
- Relationship history: when did the relationship start, why 
- General description of the relationship 
- Changes in the relationship 
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- Feeling of loyalty towards the bank in words and as graph 
- Contact persons or acquaintances within the bank 
- Other bonds to the bank 

 Positive aspects of the relationship:  
- Satisfying elements and positive critical incidents 
- Main and other reasons for staying loyal 

 Negative aspects of the relationship  
- Dissatisfying elements and negative critical incidents 
- Reasons for considering bank switching 
- Complaints and handling of complaints 

 About potential other banks in use either simultaneously or previously (as also loyal 
customers in some cases had unimportant parallel relationships): 

- When? 
- Why? 
- How? 
- Differences between banks, either images or comparisons between banks 

that have been used at some point 
 About switching considerations:  

- Why? 
- When? 
- Why did not switch, i.e. what prevented switching? 
- What did customer do towards a switch of banks? 
- What could cause a switch of banks? 
- Is it perceived as hard to switch banks? 
- How has customer acted in situations where disloyal customers typically 

switched, e.g. when taking housing loan or moving? 
 Future intentions concerning banking relationships:  

- Intentions to stay loyal or switch 
- Conditions for staying loyal or switching 

 Customer type:  
- Generally loyal customer 
- Customer activity in the market 
- Customer level of knowledge 

 Background data:  
- Gender 
- Age 
- Professional position 

 
Themes of Phase II 
 

 The relationship to the former (switched from) bank 
- Basic facts about the relationship: length, services and channels in use etc 
- Relationship history: when did the relationship start, why 
- General description of the relationship 
- Changes in the relationship 
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- Feeling of loyalty towards the bank in words and as drawing 
- Contact persons or acquaintances within the bank 
- Other bonds to the bank 

 About other banks in use either simultaneously or previously 
 About the switch of banks:  

- General description of the process of switching 
- Why? 
- When? 
- Which services? 
- To which bank? 
- How? 
- Was it hard either practically or emotionally? 
- How was the new bank chosen? 
- Was the switch partial or total? 

 Comparisons between former and new bank and other potential banks in use 
 Positive aspects of the relationship to the former bank:  

- Satisfying elements and positive critical incidents 
- Reasons for staying 

 Negative aspects of the relationship to the former service provider 
- Dissatisfying elements and negative critical incidents 
- Reasons for leaving the bank 
- Complaints and handling of complaints 

 Future intentions concerning banking relationships:  
- Intentions to stay loyal or switch 
- Conditions for returning to former bank 

 Customer type:  
- Generally loyal customer 
- Customer activity in the market 
- Customer level of knowledge 

 Background data:  
- Gender 
- Age 
- Professional position 

 
 



 216

Appendix 3: Micro stories of the interviews  
 
Codes  
Interview:   P0= pilot study / P1= Phase I / P2= Phase II  

Int + number= chronological interview number 
Dis= disloyal customer / Loy = loyal customer 
M=male / F= female 
Last number = age 

Switched service (SS): 
  All= all services switched, total switched 
  Most= some passive or unimportant services left 

NA= not applicable, for customers who have not switched 
 
Loyalty status type (LST):  L1= Positive Loyals 
  L2= Rescued Loyals 
  L3= Loyals at Risk 
  D1= Positive Disloyals 
  D2= Healing Disloyals 
  D3= Fading Disloyals 
  D4= Abrupt Disloyals 
  NA= Not applicable (customer has not drawn graph) 
 
Main channel (MC):  NI= Not identified 
  

Pilot study (P0): Disloyal customers, n=32 
 
Facts about 
respondents 

Micro story 

P0Int01DisM55 
SS=Deposit 
LST=NA 
MC=Online 

Switched a deposit to a bank B for a period of 1 year due to good interest 
rate. Uses A as main bank. The deposit has recently been switched to 
bank C. Did not approve of statements about B’s targeting of ”good 
customers” and therefore wanted to switch. C attracted due to its small 
size and good deposit conditions.  

P0Int02DisF30 
SS=All 
LST=NA 
MC=NI 
 

Switched totally from A to B three years ago due to good loan margins. 
The loan has now been switched to bank C where the customer is working 
and therefore gets a special price, but a deposit account is still in use at B. 
Was very satisfied with B, especially with the contact person, and intends 
to leave the deposit with B in order to keep up the contact to the contact 
person.  

P0Int03DisM30 
SS=Housing loan 
LST=NA 
MC=NI 
 

Bank B was taken as additional bank some years ago when customer 
needed a housing loan. B had the best offer and some other banks did not 
want to grant the loan. Bank A is and has been main bank. The loan has 
now been switched back to A as A had the best offer on loans and a 
familiar contact person. Is disappointed that B had not offered to lower the 
margin earlier and therefore asked around for offers. Some passive 
accounts are still left with B.  

P0Int04DisF33 
SS=Housing loan 

Switched housing loan to B five years ago after receiving a good offer. 
Wanted to transfer everything from main bank A, but B recommended 
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LST=Na 
MC=NI 
 

switching only loan, although the customer thought this was strange. Was 
otherwise happy with B and feels small banks provide better service. Has 
now switched the loan to new bank C, again to get best offer on housing 
loan. 

P0Int05DisM48 
SS=All 
LST=NA 
MC=Online 

Switched all services to bank B three years ago due to a good offer on 
loans. Mainly uses online banking. Feels that B has been eager to raise 
the margins on loans. Has kept in touch with former bank A, and when got 
better offer from A switched back to A. A is a local bank from customer’s 
hometown and it is also conveniently located.  

P0Int06DisM41 
SS=All 
LST=NA 
MC=NI 

Switched all services to B from A four years ago after comparing both 
margins on loans and the service of several banks. Especially appreciated 
the personal touch and lack of bureaucracy at B and has been very 
satisfied. When needed a new car loan switched all services to C since 
wanted to help friend who works at C. Otherwise would have liked to stay 
at B.  

P0Int07DisM50 
SS=Deposit 
LST= NA 
MC=Branch 

Opened new deposit account at B two years ago due to good interest rate. 
Due to work as estate agent uses several other banks as well and does 
not perceive any differences except pricing between the banks. 
Relationship to B was terminated when the deposit was used to buy 
apartment. Intends to return to B when has new needs for deposits.  

P0Int08DisF44 
SS=All 
LST=NA 
MC=NI 
 

Switched all private and company services from bank A to B four years 
ago. Received bad advice and services at A and chose B due to its size 
and good loan offering. Was otherwise satisfied with B but had problems 
using online bank and all desired services were not available and 
therefore switched to new bank C. C was chosen since it offered best 
support in using the services and also had good offer on loan.  

P0Int09DisM58 
SS=Housing loan 
LST=NA 
MC=Branch 
 

Took a housing loan at B four years ago attracted by low margins and the 
size of the bank. Also uses other banks and actively compares offerings. 
Was satisfied with B but felt that they were eager to raise margins and 
fees. When sold an apartment that had been used as security for loan at B 
did not approve of a fee resulting from this and therefore switched to C, 
which had also been in use previously for loans. Passive accounts are left 
at B. Uses A as main bank, although feels that service there has 
deteriorated.  

P0Int10DisM38 
SS=All 
LST=NA 
MC=NI 
 

Switched all service to bank B because the bank seemed to be an 
alternative to the large banks, ”that do not provide good service”. B was 
chosen based on the offer and the good service. Was satisfied with B but 
switched to new bank C when needed new loan and because the 
customer’s firm had affairs with C. Previously used  bank A and also has 
parallel, passive  accounts with bank D.  

P0Int11DisM60 
SS=All  
LST=NA 
MC=Branch 
 

Used bank B for all services during half a year, but after having moved to a 
city where B did not have branch office switched to A, which had also been 
in use before B. B was chosen because a friend recommended it, due to 
good interest rate on deposits and good service. Was very satisfied with B 
and is satisfied with A although the interest rate is not good. Would like to 
switch back to B in the future.  

P0Int12DisM30 
SS=All 
LST=NA 
MC=NI 
 

Took housing loan at bank B five years ago after having compared interest 
rates actively and B had best offer. Moved all other service to B from A as 
well. Had problems dealing with B due to inconvenient branch location and 
few ATMs.  Switched from B to new bank C when other bank had better 
offer on loan, more convenient location and more services available. The 
switch was triggered when C contacted customer. Also has other bank D 
in use in parallel.  
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P0Int13DisF55 
SS=Deposit 
LST=NA 
MC=NI 
 

Used deposit account at bank B for three years due to the good interest 
rate. Bank A is main bank. Was otherwise satisfied with B but would have 
liked to receive more information. The deposit was temporary while waiting 
to buy new apartment, and when that happened, relationship to B ended. 
Also took new loan and compared alternatives, but B’s offer was not 
competitive. Uses bank C in parallel, wants to use several banks to ”stay 
tune to what’s happening”. C has been most flexible in negotiating prices.  

P0Int14DisM29 
SS=Most 
LST=NA 
MC=NI 
 

Chose bank B two years ago due to good offer on housing loan and good 
service. Switched main services to B but former, large bank A was left in 
use, although the relationship has now been terminated. Also has parallel 
accounts in bank C. When recently needed new housing loan asked 
around for offers and chose the best one, switching to new bank D, who 
could also provide good insurance services.  

P0Int15DisM31 
SS=All 
LST=NA 
MC=Online 

Used bank B for one and a half years due to good offer on housing loan 
and a familiar person working there. Switched all services to B from former 
main bank A. Switched to new bank C when C contacted offering good 
conditions on loan, and now has all services at C. Feels the service at C is 
not as personal as at B but C does not have as much extra fees as B.  

P0Int16DisM44 
SS=Shareholding 
LST=NA 
MC=NI 

Opened a shareholding account at bank B two years ago, since did not 
want to store shares at main bank A. When the shares were sold, the 
relationship to B was terminated. Can imagine returning to B, which is the 
only attractive alternative besides A if new needs arise.  

P0Int17DisM43 
SS=Housing loan 
LST=NA 
MC=NI 
 

Opened accounts at bank B four years ago in order to take housing loan, 
which attracted with low margin. There were some problems during the 
switch, and before the loan was taken, main bank A agreed to same 
conditions, and customer decided to stay with A since it was the easiest 
solution. Customer was however annoyed with A and perceived that 
problems were the fault of A rather than B. Accounts at B still exist, but are 
not in use. A does not appeal due to large size and image, and customer 
is considering switching to a smaller bank. A third large bank (C) has been 
in use in parallel.  

P0Int18DisF36 
SS=Deposit 
LST=NA 
MC=Online 

Started using bank B in addition to main bank A recently after hearing from 
friends about the good interest rate at B. Had some trouble transferring the 
money, does not know whether it was the fault of A or B, but wished that B 
would have helped more. Does not perceive any differences except the 
interest rate between A and B.  

P0Int19DisM33 
SS=Deposit 
LST=NA 
MC=Online 

Recently opened a deposit account at bank (B) due to good interest rate 
and in order to diversify banking. Did so after seeing advertisement. Uses 
two other banks and has previously also switched banks in search of best 
interest rates.   

P0Int20DisM29 
SS=All 
LST=NA 
MC=Online 

Took housing loan at bank B due to good margin on loan after having 
actively compared alternatives. Previously used bank A as main bank and 
other bank C in parallel, but now uses only B. Feels positive about the 
small size and personal service of B.  

P0Int21DisM69 
SS=Deposit 
LST=NA 
MC=NI 

Recently opened account at bank B when sold apartment and deal was 
closed in branch of B. Felt convenient to leave money there. Has other 
main bank A since 50 years back, does not want to tell whether uses other 
banks in addition.  

P0Int22DisM30 
SS=All 
LST=NA 
MC=Online 

Some months ago needed new housing loan and in relation to that 
switched all services to bank B from bank A. B attracted with good margin 
and good service, since bad service at A had annoyed customer. B could 
also offer better service concerning transfer of money between countries, 
and customer is happy with personal advisor and the online bank. Intends 
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to stay with B. Previously also had accounts at bank C.  
P0Int23DisF29 
SS=Most 
LST=NA 
MC=NI 
 

Took housing loan at bank B a few months ago and moved most services 
there. B attracted with good service, good conditions and margin on loan, 
and some other banks were not willing to grant the loan. A loan and one 
account are still left with former large bank (A), since customer did not 
think these could be moved. In the future wants to centralise everything to 
B, and feels service at B is superior to that of A.  

P0Int24DisM34 
SS=Most 
LST=NA 
MC=Online 

Used A as main bank but also used several other banks. After A did two 
grave mistakes, causing the customer losses and refusing to refund him 
for them, customer switched all services to B. Is satisfied with B’s good 
service level and competitive pricing of loans and trading fees but is not 
entirely satisfied with some aspects of the trading services.  

P0Int25DisM56 
SS=Most 
LST=NA 
MC=Online 

Customer had A as main bank, but some years ago opened account at B 
since B had branch office close to customer’s summer cottage. Customer 
was satisfied with service, and therefore transferred more services to B. 
Customer was also attracted by the competitive pricing at B, and now B is 
main bank. Also uses two other parallel banks.  

P0Int26DisF38 
SS=All 
LST=NA 
MC=Online 

Customer had been planning to reconsider banking affairs at some point 
when buying an apartment. When happened to see advertisement that 
bank B had better interest rate on deposits than own bank A, decided to 
switch earlier than planned and switched all services from A to B.  

P0Int27DisF53 
SS=Deposit 
LST=NA 
MC=Branch 
 

Had always used A, but when won a sum of money on the lottery, decided 
to divide it between several banks. Started using three new banks in 
addition to the former bank, and intends to compare their services and 
prices to each other for a year or two, and then decide which bank to 
choose. Notices that she gets better services now when she has more 
assets, which she finds annoying.  

P0Int28DisM59 
SS=Housing loan 
LST=NA 
MC=Online 

Has A as main bank but took loan at B since has a friend who works there, 
and the friend could offer competitive conditions and margin on loan. 
Perceives that service is better at B and considers switching more services 
to B in the future.  

P0Int29DisF22 
SS=Transaction  
accounts 
LST=NA 
MC=Online 

A is and has been main bank, but customer opened accounts at B since 
husband uses B, for the convenience of having common online bank. 
Intends to continue using both A and B, but when new loan is needed, it 
will probably be taken from B. B is providing better and more personalized 
service, although A has better network of ATMs. 

P0Int30DisM30 
SS=Deposit 
LST=NA 
MC=Telephone 

Uses A for personal banking but perceives little need to be in contact with 
A. Uses B for company affairs and is continuously in contact with B, with 
whom customer perceives strong relationship. Recently deposited sum at 
C “for fun” after being invited to a seminar arranged by C.  

P0Int31DisM23 
SS=All 
LST=NA 
MC=Online 

Customer had been comparing banks and planning to switch in the future 
when taking new loan. During this, wife switched to B which seemed to 
have the most competitive pricing. When customer’s main bank A had 
problems delivering a VISA-card as fast as expected, customer switched 
all services to B. 

P0Int32DisM45 
SS=Transaction 
accounts 
LST=NA 
MC=NI 

Customer uses and always has used several banks. Feels that new 
customers always get better services and pricing, and therefore switches 
banks regularly in search of best offers. Opened account at E (fifth bank in 
use) after seeing advertisement about interest rate on deposits.  
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Phase I (P1): Loyal customers, n=25 
 
Facts about 
respondents 

Micro story 

P1Int33LoyM35 
SS=NA 
LST=L3 
MC=Online 
 

Has used bank A all of adult life. Does not feel positively towards the bank, 
thinks that bank should be able to provide more personalised service. 
Recently took housing loan and asked for offers from other banks as well. 
As A was the only bank willing to grant the loan the relationship continued. 
Thinks that if more complicated services are needed in the future, A is not 
best bank. 

P1Int34LoyM63 
SS=NA 
LST=L3 
MC=Online 

Uses and has used A all of life and has also been involved in bank through 
position as controllant. For a shorter period used other bank while living 
abroad. Is currently not satisfied with how bank has developed, and 
believes that will switch to smaller bank with more personalized service in 
the future. Dedication-but weakening 

P1Int35LoyM55 
SS=NA 
LST=L2 
MC=Online 

Has a very strong bond to bank A. Has used bank all of life, has been 
involved as controllant and in other positions of trust, uses bank for 
business as well and feels strongly dedicated to bank. Does not believe 
other banks could provide better service.  

P1Int36LoyM32 
SS=NA 
LST=L2 
MC=Online 

Has used A all of life and has strong attachment to bank. Recently took 
housing loan and decided to ask around for offers. In the end remained 
with A although some other banks could give better offer. Customer is 
fairly active in banking affairs and regularly trades shares through A.  

P1Int37LoyF40 
SS=NA 
LST=L3 
MC=Online 
 

Has always used A and also worked for A during studies. Is not very 
positive towards A, is not satisfied with service level and distrusts bank’s 
ability to take care of its customers. However has not considered 
switching, as switching would demand too much effort. Feels negatively 
towards the whole branch and does not believe that any other banks 
would be substantially better.  

P1Int39LoyF50 
SS=NA 
LST=L1 
MC=Online 

Has used A for all of adult life except for loans which have been available 
through own employer. Bank A is conveniently located and colleagues 
from work also use it. Customer does not like that bank has merged and is 
getting more international, if she would switch banks she would switch to a 
bank that promises to not merge.   

P1Int40LoyF55 
SS=NA 
LST=L2 
MC=ATM 

Has used A all of adult life, although considered switching a decade ago, 
when did not appreciate some of bank’s actions and bank demanded high 
securities for a loan. Is currently mildly dissatisfied that bank has been 
raising service fees and misses the more personal contact to the bank that 
used to exist before, but has no intentions to switch banks.  

P1Int41LoyM60 
SS=NA 
LST=L1 
MC=ATM 
 

Uses A for all private and company affairs and is very satisfied with 
everything except the queues in the branch offices. Once considered 
moving some deposits to another bank in order to diversify some, but 
came to the conclusion that the difference in interest rates was so small 
that it was no use. Has two other bank accounts since childhood but does 
not use them.  

P1Int43LoyM51 
SS=NA 
LST=L2 
MC=Branch 

Has used A for all services during last 23 years, although had three other 
banks in use in youth. Uses the branch office as main channel, does not 
want to use online banking or ATMs and feels it is important to receive 
also personal service. If nothing special happens intends to continue as 
A’s customer. 

P1Int44LoyM62 
SS=NA 
LST=L2 

Has used A for all services and is satisfied with A. Has experienced some 
problems with a loan some decades ago, but that was solved when the 
contact person changed. Feels that has such limited needs that there is no 
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MC=Online point in switching banks, especially since everything has worked well at A. 
P1Int45LoyF65 
SS=NA 
LST=L1 
MC=Branch 

Has used A as main bank for the last 28 years. Customer has been 
disappointed when branches have been closed and she has been moved 
to new branches without being asked which one would be most 
convenient. Has never considered switching banks and does not believe 
she will do so in the future.   

P1Int46LoyM50 
SS=NA 
LST=L3 
MC=Branch 

Customer has been entirely loyal to A for all of adult life. Has during last 
years been disappointed when familiar branch offices have been closed 
and contact persons have disappeared and experiences that handling of 
affairs has become harder. Has not yet considered switching banks, but 
once asked for an offer from another bank, which he never received.   

P1Int47LoyF35 
SS=NA 
LST=L2 
MC=Online 

Has used only A all of adult life. Has at some points compared A to 
competitors, but feels that a long and functioning relationship is more 
important than receiving the best price. Has no intention to switch banks.  

P1Int48LoyM27 
SS=NA 
LST=L2 
MC=Branch 
 

Has used A since childhood and states that he has been “raised to be a 
customer of A”. However opened account at B some years ago when 
needed an account there, but has not used account since then. Has been 
annoyed by queues at banks, but it has been self-evident to acquire all 
services from A. Good service and a good relationship is more important 
than price differences.  

P1Int50LoyM23 
SS=NA 
LST=L1 
MC=Online 

Has been highly loyal to A, but some years ago received a scholarship that 
was paid to account at B. Customer used the scholarship and has not 
since used the account at B, remembered that it existed after receiving 
mail from B and decided to end account. Is highly dedicated to A and has 
no intention to switch from A.  

P1Int51LoyF70 
SS=NA 
LST=L1 
MC=Branch 

Has used A all of life and has never considered switching banks. 
Perceives that has such small needs that there is no point in switching. Is 
highly dedicated to the bank and could not imagine switching. Has at times 
been annoyed by queues, but is flexible and can come at times when 
queues are not bad.  

P1Int52LoyF55 
SS=NA 
LST=L3 
MC=ATM 

Has used A all of life, but more than 20 years ago took a short loan from 
bank B. After that has used only A. States that main reason for loyalty is 
laziness, that she does not have the energy to compare banks or switch, 
and therefore intends to remain with A.  

P1Int54LoyM33 
SS=NA 
LST=L2 
MC=ATM 

Has used A as main and only bank since childhood. A decade ago opened 
account at B for a short while in order to use it during a trip, but has not 
used B since. Has no intentions to switch banks, but might consider asking 
for offers when need housing loan.  

P1Int57LoyF77 
SS=NA 
LST=L2 
MC=Branch 

Has used A all of adult life, except for a few years several decades ago, 
when a loan was taken from another bank. During this period A was not in 
use at all, but after this customer returned to A and has used only A ever 
since. Cannot imagine switching to another bank, is very dedicated.  

P1Int59LoyM55 
SS=NA 
LST=L3 
MC=Online 

Switched to B from A 25 years ago when a familiar person working at B 
could offer good loan and has ever since used B. Is very satisfied with B 
and has not considered switching, although misses the personal contact 
from former years. Has no intention to switch banks, is dedicated to B and 
believes that long relationships give the customer benefits.  

P1Int60LoyF35 
SS=NA 
LST=L1 
MC=Online 
 

Has used A since childhood as main bank and continues to do so, 
although husband has also started using bank B and asset manager C. 
Customer also considered these. Recently she sold apartment and 
considered several alternatives for depositing the money. So far they 
remain at A, where she has been appointed own contact person. Does not 
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perceive any significant differences between banks.  
P1Int61LoyM72 
SS=NA 
LST=L1 
MC=ATM 
 

Used A in childhood and still has one passive account there. B has been 
main bank for several decades and customer is highly dedicated. Some 
decades ago part of a loan was taken from another bank C as A was not 
willing to grant the entire loan, but the loan has been paid back and 
relationship to C is ended. Since then all services have been acquired 
from A and customer has also regularly purchased A shares. 

P1Int62LoyF58 
SS=NA 
LST=L2 
MC=Branch 

Customer has used A since childhood. For some years had one account at 
B for child support money, but that was ended several years ago. Is 
annoyed that A has fewer branch offices today and disapproves of 
queuing in the branch office. However has not considered switching and 
has no intentions to switch banks.  

P1Int63LoyM40 
SS=NA 
LST=L3 
MC=Online 
 

Has always used A and continues to use it, although has been considering 
other alternatives as well. Has been influenced by friends recommending 
other banks. Is highly price focused and wants to find the best price, is 
currently not satisfied with A’s pricing. Has been tied to A by a relative 
working at A, but has been disappointed that the relative and the key 
customership has not given more benefits.  

P1Int78LoyM58 
SS=NA 
LST=L1 
MC=Branch 

Has used B since former bank A closed down some decades ago. Has 
once compared offers for a housing loan but stayed with B after receiving 
the best offer from there. Is satisfied with B and does not consider 
switching although does not perceive any barriers to switching.  

 
Phase II (P2): Disloyal customers, n=39 
 
Facts about 
respondents 

Micro story 

P2Int38DisF55 
SS=All 
LST=NA 
MC=Branch 
 

Has used A since childhood and would like to be loyal to A due to roots in 
hometown. However got annoyed with A’s raising of service fees and also 
experienced an incident where ATM did not function and had problems 
getting the money from the bank. After husband recommended bank B, 
decided to switch totally to B. Does not feel the same kind of commitment 
to B, and if ever moves back to hometown considers switching back to A.  

P2Int42DisF35 
SS=All 
LST=D4 
MC=Online 
 

Customer used A both for own and business’s affairs. When business 
stopped receiving service from the institutional side, relationship started 
weakening and it got worse after the contact person was switched. 
Customer experienced some negative incidents, and when she was not 
granted a housing loan that other banks would have been willing to grant, 
she moved all services to bank B and all insurances to insurer C. Has not 
yet been able to move all company affairs, but will do so as soon as 
possible. Is highly negative towards bank A.  

P2Int49DisF30 
SS=Pension 
insurance 
LST=D3 
MC=Online 

Has been customer of A all of life, but is not satisfied with the service and 
accessibility of A. Recently took pension insurance at B after hearing a 
presentation that made a good and friendly impression. Also did not know 
that the service was available at A. States that used to be a very dedicated 
customer, but is not any longer. When needs a loan next time will choose 
bank based on pricing.  

P2Int53DisF33 
SS=Savings 
account 
LST=D2 
MC=ATM 

Customer has used both A and B since childhood. A was main bank for 
long time, but when customer started a savings account for a housing 
loan, it was started at B because B seemed more trustworthy and had 
better service, and after that B became main bank. Intends to continue 
using both A and B, can imagine starting to use other banks as well. 
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P2Int55DisM35 
SS=Most 
LST=D3 
MC=Online 

A has always been main bank although B was also used in childhood. 
When needed new housing loan it was taken from C. C was wife’s bank 
and gave a better offer than A. Will continue using some services at A as 
well.  

P2Int56DisF17 
SS=Deposit 
LST=D3 
MC=ATM 

Has used A since childhood and has positive memories from the bank’s 
children’s’ club. When received larger sum of money decided to deposit it 
at B, since B could offer better interest rate and sister also used B. Will 
however reconsider after the deposit matures in two years, and can 
imagine returning to A, or switching all services to B.  

P2Int58DisM78 
SS=Housing loan 
LST=D2 
MC=ATM 

Has used several banks depending on which bank has been willing to 
grant loans. Still has two parallel banks, of which A has been in use in 
some form all of life. Is not focused on price, availability is the key.  

P2Int64DisF30 
SS=Transaction 
accounts 
LST=D1 
MC=Online 

Was customer of A in childhood but became customer of B after winning 
account at B at high-school disco. Since then uses B, although account at 
A was in use until recently. Account at A was ended after customer started 
disapproving of A’s service philosophy and statements in media. Feels that 
relationship to B grew stronger after relationship to A was ended.  

P2Int65DisF42 
SS=Most 
LST=D4 
MC=Online 
 

Has always used several banks, but for more than a decade A was main 
bank. Customer experienced some critical incident and after losing own 
contact person felt that there was no contact to the bank, and felt 
increasingly dissatisfied. After being recommended bank B and a person 
there, customer contacted B and switched most services there. This 
happened after a loan to A had been paid back, which the customer had 
felt tied by. Is now highly satisfied with B and wants to centralize all 
services there.  

P2Int66DisF23 
SS=Deposit 
LST=D3 
MC=Online 
 

Has always used A, but had a deposit at B for a few years since the 
interest rate was good. When the deposit matured, the sum was moved to 
A and partly invested in mutual funds. Relationship to B is now terminated. 
Does not yet feel that there would be a good reason to switch banks, but 
can imagine switching in the future due to prices. Has experienced some 
negative incidents at A, but has also received preferential treatment.  

P2Int67DisF25 
SS=Deposit 
LST=D3 
MC=Online 
 

Uses and always has used several banks. A has always been main bank, 
but has used B for stock holding, C for deposits and D in childhood. 
Recently switched everything from C to E, and was disappointed that C did 
not try to prevent the switch, since feels an emotional tie to C. Also moved 
stocks from B to E, and was annoyed when the bank, which the customer 
does not feel any attachment to did try to prevent the switch.   

P2Int68DisM50 
SS=All 
LST=D4 
MC=NI 
 

Used A since childhood, but switched to B ”in anger” after being 
disappointed with the service of the private bank and also lost money 
during recession. Was disappointed that A did not consider private and 
customer-owned company wealth together, and therefore dropped 
customer out of key customer category. Was involved in a work project 
with the bank, which further decreased confidence in the bank. Perceived 
bank switching as highly emotional and upsetting. First considered 
switching to other bank, C, but did not like first impression, and therefore 
chose B. Also used D for deposits for a short while.  

P2Int69DisM35 
SS=All 
LST=D3 
MC=Online 

Switched from A, which had always been the only main bank, to B after 
walking in to B’s branch office in a mall in order to sit down and rest for a 
while, and meanwhile received a good offer for a housing loan. Still has a 
positive impression of A, but perceives that the service and personal touch 
is better at B.  

P2Int70DisM43 Has used several banks for the last 20 years. Bank A became the main 
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SS=All 
LST=D3 
MC=NI 
 

bank when a housing loan was needed, since A was the wife’s bank. 
Another bank, B has been in use since childhood and C is used for share 
trading. The customer switched to a new bank, D, after D made a deal with 
the employer, granting the employees good offers, and now D is the main 
bank. 

P2Int71DisF43 
SS=All 
LST=D3 
MC=Online 

Switched all services from A to B after a divorce, is afterwards surprised 
that did not even ask for A’s offer, since A had always been the main bank 
before. Says that there was a need to break with everything old after the 
divorce. Used to work at A and still feels a strong commitment to A.  

P2Int72DisF53 
SS=All 
LST=D2 
MC=NI 

Used A all of life, but switched to B a decade ago for a loan. Then 
switched to C after the bank happened to call while the customer was on 
sick-leave and had time to go to the branch for a discussion. Is currently 
about to switch to D as D is willing to grant a loan for a house.  

P2Int73DisM25 
SS=Most 
LST=D4 
MC=Online 

Currently uses four banks; A for a MasterCard, B as main bank, C for an 
extra account and D as a passive bank. A was previously the main bank 
but switched to B after A had denied a housing loan while A gave a good 
offer.  

P2Int74DisF37 
SS=All 
LST=D4 
MC=Online 

Has used A all of life but now has only passive accounts there. B was 
main bank for 12 years, but recently switched all accounts to C. C is the 
husband’s bank and was chosen since it offered a good housing loan and 
had good service. Perceives that C offers better and more personal 
service and actively strives to maintain the relationship.  

P2Int75DisM64 
SS=All 
LST=D3 
MC=Online 

Has always used several banks, A was main bank for several decades. 
The customer’s company had economic problems during the recession, 
resulting in the bank forcing the customer to bankruptcy. Customer 
switched all services to B as soon as possible and is strongly negative to 
A, stating that A did not want to co-operate.  

P2Int76DisM35 
All 
LST=D3 
MC=Online 

Used A as main and only bank all of life, until started feeling that A was too 
large and cold. Asked for an offer for a housing loan from A and B, and 
when B gave good offer and friendly service, switched all services to B. 

P2Int77DisM47 
SS=Deposit  
LST=D3 
MC=ATM 

A is and has always been main bank, although B has also been in use for 
a short while previously. Customer switched share trading to C some 
years ago, and started receiving offers to transfer also other services, and 
eventually switched also deposits there since the interest rate was higher. 
Would like to receive more active advise from A.  

P2Int79DisF38 
SS=Most 
LST=D3 
MC=ATM 

Switched partially from A after being upset by raised service fees, 
perceived as lost relational benefits. Was also annoyed by the bank’s way 
of communicating changes. Currently uses three banks. Left some 
services with A due to long relationship history and in hope that service at 
A will get better.  

P2Int80DisF29 
SS=All 
LST=D1 
MC=Online 

Switched all services from A to B after receiving a good offer for 
transferring an old housing loan. Did not ask A or any other banks for 
offers. B was thought of after friends recommended B. Does not perceive 
differences between banks, but would have liked A to be more active in 
giving advice.  

P2Int81DisF39 
SS=Most 
LST=D2 
MC=Online 

Switched partially from A to B after several years of dissatisfaction with the 
service level and feeling that the bank did not appreciate the customer. Is 
much more satisfied with service at B, which was chosen due to good offer 
on housing loan. B had also been in use as second bank previously. Still 
has one account at A since it would be difficult to end it. 

P2Int82DisF36 
SS=Most 

Uses and has always used several banks. Switched main bank from A to 
B some years ago and recently switched back to A together with husband 
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LST=D3 
MC=Online 

after A gave good offer on housing loan. Would have preferred to stay with 
A, but A did not want to renegotiate loan. Customer decided to switch 
although perceives that A has lower level of service.  

P2Int83DisM48 
SS=All 
LST=D4 
MC=Online 

Switched all services from A to B after starting to feel that bank A was too 
cold and could not provide personalized service. Wanted to leave some 
services with A, but as it was too complicated decided to switch all 
services to B. Is very happy with the friendly and personalised service at 
B.  

P2Int84DisM29 
SS=Most 
LST=D3 
MC=Online 

Switched partially from A to B after hearing from a friend that B could offer 
a low margin. Also wanted to switch banks to take advantage of the at that 
point low Euribor. Uses C for an extra account together with wife. Although 
switched from A, still feels attachment to the bank.  

P2Int85DisF27 
SS=Most 
LST=D4 
MC=Online 
 

Was for several years mildly dissatisfied with main and only bank A and 
also experienced some negative incidents. When needed new housing 
loan, A was inflexible and handled the matter slowly. Bank B gave a good 
offer and had better service and customer therefore switched most 
services to B. Many others from customer’s family also switched, and 
customer was contacted by bank A to discuss the switch. This did not 
influence the decision, but was perceived as a positive initiative.  

P2Int86DisM45 
SS=All 
LST=NA 
MC= 

Has used several different banks, but A was main bank for long time. The 
customer was not satisfied with the relationship and felt that the bank 
criticized his way of living. After one such incident and being denied a 
loan, customer decided to switch to B, and is now very satisfied with B. 
Customer perceives B as more humane than A.  

P2Int87DisM33 
SS=All 
LST=D3 
MC=Online 

Customer gradually became less and less satisfied with A, due to rising 
fees and a low level of service. When a need for a new housing loan 
arose, customer contacted B and switched all services there. Also uses C 
as extra bank since childhood.  

P2Int88DisF35 
SS=All 
LST=D4 
MC=Online 
 

Used A as main and only bank, but during the last years started disliking 
the bank’s service philosophy. After an incident where the bank failed to 
make a transaction as wished and blaming the customer for the problems, 
customer and all of family switched to B, and is very satisfied there. 
Customer feels that the problems in the bank originate from the 
management.  

P2Int89DisF39 
SS=All 
LST=D4 
MC=Online 

Customer switched from A to B when A could not offer an account with 
desired characteristics and B had such an account. Customer also felt that 
service level at A had dropped and did not like that the bank was growing. 
Has used other banks previously and has also worked at a bank, is highly 
active and knowledgeable.  

P2Int90DisF69 
SS=All 
LST=D4 
MC=Branch 

Had always used A as main and only bank and had close relationship to 
contact person. When needed a new housing loan and it was denied due 
to the customer’s age decided to switch banks and switched to B. Does 
not like that A has grown and blames management for the experienced 
problems.  

P2Int91DisF32 
SS=Housing 
loan 
LST=D2 
MC=Online 

A is main bank but customer has used several other banks and has had B 
as parallel bank since childhood. During the last years B has been used 
for a housing loan since the margin was better. Bank C has been used for 
investing in mutual funds, as C was perceived as having greater expertise 
than A. Customer is however committed to A and believes that A will 
continue to be main bank.   

P2Int92DisF63 
SS=Asset 
management 

A has always been main and only bank, but when customer inherited a 
sum that was deposited at another provider of financial service, the funds 
were left there. Customer has not considered moving them to A, because 
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LST=D1 
MC=ATM 

she does not believe A could provide as good service. Does not want to 
move all services to B, because feels A has superior physical network.  

P2Int93DisF26 
SS=All 
LST=D1 
MC=Online 

Used A in childhood but switched to B a decade ago. When needed 
housing loan switched back to A because A had the best offer. Still feels B 
is superior to A, which is perceived as old-fashioned, and can imagine 
switching back. Since recently also uses C as parallel bank together with 
husband, as C is husband’s bank,  

P2Int94DisF31 
SS=All 
LST=D2 
MC=Online 
 

Has used A since childhood and still feels a strong attachment to A, would 
prefer to be their customer. Some years ago switched to B to get a 
housing loan as B was partner’s bank. Very dissatisfied with B, and felt 
relief when two years later could switch to C. A friend worked at C, and C 
also had good offer for housing loan. Has experienced some problems at 
C and considers switching everything back to A.  

P2Int95DisM27 
SS=Most 
LST=D4 
MC=Online 

Switched from former main and only bank A to B since B was wife’s bank 
and offered good margin on housing loan. Did not ask for any other offers. 
Is more satisfied with B than with A but does not feel any emotional ties to 
any of the banks and would be prepared to switch if another bank had a 
better offer.  

P2Int96DisF24 
SS=Housing 
loan 
LST=D3 
MC=Online 

Has always used A as main bank and is fairly satisfied with A. When 
needed housing loan switched to B because a friend worked there and 
gave good offer. The loan has now been paid back and customer would 
prefer to switch back to A, but has each time she has tried been hindered 
by contact person at B. Also uses C as parallel asset manager and has 
most of assets there.  
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Appendix 4: Occurrence of loyalty-supporting and -repressing factors among 
behaviourally loyal and disloyal customers based on coding of data 
 
Loyalty-supporting factors 
 
Loyalty-supporting 
factors from the 
environment source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Peer behaviour 40% 26% 31% 14% 
Lack of alternatives 28% 8% 16% 6% 
Negative experience of 
competitors 

16% 10% 13% 6% 

 
Loyalty-supporting 
factors from the 
provider source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Physical accessibility 32% 33% 33% 28% 
Positive image 36% 31% 31% 27% 
 
Loyalty-supporting 
factors from the 
customer source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Customer disposition 96% 79% 88% 45% 
Customer life situation 64% 44% 52% 25% 
Personal bond to bank 28% 18% 22% 11% 
 
Loyalty-supporting 
factors from the 
interaction source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Functional satisfaction 92% 72% 81% 76% 
Relationship history 76% 69% 73% 45% 
Social bonds* 52% 64% 61% 48% 
Relational benefits 48% 49% 50% 30% 
Responsiveness 32% 29% 29% 21% 
* Observe that although social bonds are discussed as a part of relational benefits in the text, it was 
coded as a separate category. Due to its high frequency it is here reported separately from relational 
benefits.   
 
Loyalty-supporting 
factors from the core 
service source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Technical satisfaction 56% 33% 41% 28% 
Availability of services 24% 21% 20% 13% 
Economic satisfaction 28% 8% 16% 20% 
Duration 8% 13% 10% 11% 
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Loyalty-repressing factors 
Factors that acted as triggers of disloyal behaviour are marked in italics, although this does 
not mean that they worked as triggers in each relationship that they were found 
 
Loyalty-repressing 
factors from the 
environment source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Word-of-mouth 36% 49% 44% 31% 
Peer behaviour 24% 49% 39% 34% 
Competitors’ attraction 36% 26% 30% 23% 
Press 32% 10% 19% 7% 
Advertising 24% 13% 17% 13% 
Macroeconomic factors 12% 18% 16% 10% 
 
Loyalty-repressing 
factors from the 
provider source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Lack of, or negative, 
relationship activity 

52% 56% 48% 37% 

Negative image 44% 46% 44% 34% 
Physical accessibility 24% 21% 20% 23% 
Merger 16% 18% 19% 10% 
 
Loyalty-repressing 
factors from the 
customer source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Life situation 32% 56% 44% 58% 
Customer disposition 24% 26% 23% 20% 
 
Loyalty-repressing 
factors from the 
interaction source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Functional dissatisfaction 72% 85% 77% 66% 
Lack of social bonds* 52% 41% 45% 24% 
Lost or unfulfilled 
relational benefits 

52% 21% 31% 13% 

Lack of process trust 44% 33% 31% 24% 
Lack of expertise 4% 8% 6% 6% 
Negative relationship 
history 

0% 10% 6% 6% 

* Observe that although a lack of social bonds is discussed as a part of lost or unfulfilled relational 
benefits in the text, it was coded as a separate category.  
Loyalty-repressing 
factors from the core 
service source 

Loyal 
customers 
(P1, n=25) 

Disloyal 
customers 
(P2, n=39) 

Loyal and 
disloyal 
(P1+P2, n=64) 

All disloyal 
customers 
(P0+P2, n=71) 

Economic dissatisfaction 44% 44% 42% 37% 
Technical dissatisfaction 36% 41% 33% 35% 
Unavailability 32% 31% 30% 23% 
Maturity 4% 10% 6% 6% 
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Appendix 5: Loyalty status types 
 

Two respondents did not want to draw a graph and have therefore not been included in the 
categorization. The letter (T) after an interview in the table indicates that the interview in 
question was conducted on telephone and was therefore not considered when the groups 
were originally identified.  
 

Behavioural 
loyalty 

Loyalty type Interview 

Positive loyals  
L1, n=8 
32%/13% 

P1Int39LoyF50, P1Int41LoyM60(T), P1Int45LoyF65, 
P1Int50LoyM23, P1Int51LoyF70 , P1Int60LoyF35, P1Int61LoyM72, 
P1Int78LoyM58(T) 

Rescued loyals 
L2, n=10 
 
40%/16% 

P1Int35LoyM55, P1Int36LoyM32, P1Int40LoyF55(T), 
P1Int43LoyM51(T), P1Int44LoyM62(T), P1Int47LoyF35(T), 
P1Int48LoyM27(T), P1Int54LoyM33(T), P1Int57LoyF77(T), 
P1Int62LoyF58 

Loyal 
customers  
(P1, n=25) 
 
 
 
 
 Loyals at Risk  

L3, n=7  
28%/11% 

P1Int33LoyM35, P1Int34LoyM63, P1Int37LoyF40, P1Int46LoyM50, 
P1Int52LoyF55, P1Int59LoyM55, P1Int63LoyM40(T) 

Positive disloyals   
D1, n=4 
10%/6% 

P2Int64DisF30, P2Int80DisF29(T), P2Int92DisF63, P2Int93DisF26 

Healing disloyals  
D2, n=6  
15%/10% 

P2Int53DisF33(T), P2Int58DisM78, P2Int72DisF53(T), 
P2Int81DisF39, P2Int91DisF32(T), P2Int94DisF31 

Fading disloyals  
D3, n=16  
41%/26% 

P2Int49DisF30(T), P2Int55DisM35, P2Int56DisF17, P2Int66DisF23, 
P2Int67DisF25, P2Int69DisM35(T),  P2Int70DisM43(T), 
P2Int71DisF43(T), P2Int74DisF37(T), P2Int76DisM35(T), 
P2Int77DisM47(T), P2Int79DisF38(T), P2Int82DisF36(T), 
P2Int84DisM29(T), P2Int87DisM33(T), P2Int96DisF24 

Abrupt disloyals  
D4, n=11  
28%/18% 

P2Int42DisF35, P2Int65DisF42, P2Int68DisM50, P2Int73DisM25, 
P2Int75DisM64(T), P2Int83DisM48, P2Int85DisF27, 
P2Int88DisF35(T), P2Int89DisF39, P2Int90DisF69, P2Int95DisM27 

Disloyal 
customers  
(P2, n=39, 
37 drew a 
graph) 
 
 
 
 
 
 
 
 

No graph  
n=2, 5%/3% 

P2Int38DisF55, P2Int86DisM45(T) 

- (T) signifies that the interview was conducted on telephone.  

- The first percentage in the loyalty type column depicts the percentage within the 
behavioural group (among either loyal or disloyal customers), the second the percentage 
within both groups (P1 and P2) 
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