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Image of a Bank in the Mind of an Individual:
structure and contents

(results of a pilot study)

Ruzena Lukásová, Tomá§ Urbánek1

The concept of image has been used in the literature since the 1960s.
Nevertheless, it has come to the foreground of attention of both scholars and
marketing personnel primarily in the 1980s and 1990s. This reflects the fact that
the image as a phenomenon influencing consumers’ decision-making and their
loyalty to a company has become increasingly important. This is because com-
petitive companies offer products which are more and more similar to each
other and the prices do not differ much either; in such a situation, the consumer
is ‘flooded’ with a great amount of Information. As a consequence, the image of
a company as a more or less positive "sum of beliefs, ideas and impressions that
a person holds of an object” (Kotler and Clarke 1987, cited in Javalgi 1992)
makes it subjectively easier for the consumers to find their bearings and make
decisions.

Long-term attention has been devoted to corporate image by the traditional
discipline of marketing. Marketing specialists have focussed their attention pri
marily on the issue of the formation of a favourable and clear-cut company image
as an instrument of acquiring customers and differentiating itself from its com-
petitors. Image analysis is then understood not only as an instrument for con-
trolling the company image in the consciousness of the public but also as a
complex instrument for measuring the effectiveness of a company’s communica-
tion activities which come to the foreground in connection with the image.

1 University of Technology of Bmo, Business and Management Faculty.
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In connection with the need for a deeper understanding of the influence of
corporate image on the behaviour of consumers, image has been increasingly
treated from the point of view of cognitive psychology, i.e. primarily with view to
the manner in which information is received and processed in the consciousness
of an individual. What tends to be emphasized is the need to study the internai
structure of image as a reflection in the mind of an individual and the influence
of the contents of the reflection on the individuais behaviour (cf. e.g. Cornelis-
sen, 2000).

1. The aims

If one considers image from the point of view of cognitive psychology, it can
be delimited as a reflection with a certain content and probably a certain struc
ture in the mind of an individual. It can be supposed that the individual dimen-
sions of image may have a different character (being primarily rational or
primarily emotional) and have a different effect on the consumers behaviour.

The aims of the pilot study, the partial results of which are presented below,
were: to determine what attributes discriminate between the images of particu
lar banks in the minds of consumers to find out what the image structure of
banks is in the minds of Czech consumers and to determine what attributes of
banks may influence the decisions made by Czech consumers.

The present study is a part of a preliminary research for a more extensive
research which is currently under preparation to be carried out within the
project No. 406/00/0505 filed with the Grant Agency of the Czech Republic and
entitled "A Corporate Image as a Reflection in the Mind of an Individual”.

2. Method

The first method used in this study was an attitude questionnaire, construc-
ted partially on the basis of previous researches (Yavas, Shemwell, 1996). It con-
sists of items expressing three presumptive components of attitudes: cognitive,
affective, and conative. The method was administered for five banks.
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The second method was a focus group. It was based on a group interview
and supplemented with other methods: the method of grouping (participants
were asked to sort out the presented larger body of banks into groups depending
on the similarities between the banks) model situation, when the participants
were asked to decide what bank they would choose for depositing 10 million
Czech crowns, if they had the sum.

The purpose of the above-mentioned qualitative research methods was both
to obtain starting Information necessaiy for the construction of the quantitative
methods in the intended large-scale research and to obtain deeper and additio-
nal Information concerning the consumers’ thinking and behaviour in the bank
market.

3. Sample

The research, based on the attitude questionnaire, was carried out on the
sample of 79 persons. All 79 persons were older than 18, there were 41 men and
38 women. The data were collected in October and November 2000.

The focus group was undertaken with a group of 12 people. The group con-
sisted of 6 men and 6 women. Three group members had basic education, three
had secondary education, three had university education and three members
were university students. They were all clients of at least one bank operating in
the Czech Republic.

4. Results

4.1. Discriminating and non-discriminating itetns

The first research issue concerned which items of the attitude questionnaire
discriminate between individual banks. In order to find an answer to this que-
stion, average scores were calculated for each bank, paired comparisons of indi
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vidual items for each pair of banks (10 pairs in total) were carried out and the
statistical significance of differences was calculated using the t-test.

The results are shown in Table 1.
It is obvious from the table that the individual banks are not discriminated

between by items which concern such opinions about the bank that are related
to the knowledge of bank products and Services and the evaluation of its quality
or advantageousness. Little discriminating items (i.e. discriminating only
between some banks) are also those which concern the evaluation of the bank
premises and employee quality.

On the other hand, such items were found to discriminate that concern visi-
ble attributes (number of ATMs), the ideas about bank clients and target groups,
the perception of a banks closeness’ (i.e. whether a respondent perceives the
bank as ‘his/her’ - whether he/she finds it close) and the bank’s trustworthiness,
safety and reputation.

If these results are compared with those obtained from the focus group, it
appears that some of the attributes which discriminate between banks were
spontaneously mentioned as sorting criteria by the participants using the method
of grouping. The main criteria which the focus group participants spontaneously
used were: known x unknown banks, foreign x local banks, traditional x new
banks, large x small banks, banks for entrepreneurs and companies x banks for
small clients, specialized banks x banks with a wide range of products, banks
with a small number of branches x banks with a large number of branches,
highly advertised banks x little advertised banks .These criteria thus probably
constitute conscious attributes which have a cognitive character and can be assu-
med to cariy a discriminating capacity.

Most banks are, however, discriminated between also by items concerning
the evaluation of the banks trustworthiness, safety and reputation. These attri
butes are not perceived so clearly because the focus group participants did not
list them spontaneously.
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Table 1. Means of the attitude questionnaire items
for each bank the number of significant differences

The items
number of
significant
difference

BI B2 B3 B4 B5

it has its own ATMs 9 1,60 2,63 2,98 2,06 1,32
I find the bank close to me 9 3,88 5,22 5,77 3,98 2,60
it is a bank for families and private
persons 8 2,43 3,24 3,04 2,31 1,56
it is a bank for entrepreneurs and
managers 8 1,80 2,14 2,25 2,71 3,09
the bank is trustworthy 8 2,39 2,31 3,02 3,00 1,92
it is safe 7 2,42 2,24 3,00 3,08 2,04
it has a good reputation 7 2,37 2,31 2,89 3,40 2,22
I would decide for this bank 6 2,84 3,15 3,46 3,23 2,40
it has suitable opening hours 5 2,20 2,39 2,72 2,27 2,78
the bank repels/attracts me as a
potential client 5 4,42 3,92 3,53 4,05 4,87
I would recommend this bank to my
friend 5 2,93 3,19 3,58 3,31 2,58
it provides faultless Service 4 2,53 2,51 2,98 2,97 2,55
the fees charged for its Services are
high 4 2,61 2,83 3,00 3,05 2,65
it helps in the right places through
sponsorship 4 2,96 2,75 3,18 2,98 2,74
its employees are helpful and polite 3 2,24 2,54 2,74 2,44 2,13
my feelings connected with the bank
are unfavourable/favourable 3 4,43 4,27 3,98 3,90 4,84
the bank’s employees know the
clients and understand their needs 3 3,19 2,81 2,89 2,82 2,81
the bank premises are pleasant and
friendly 2 2,01 2,42 2,56 2,49 2,30
it has competent employees with
good knowledge and skills 1 2,37 2,41 2,67 2,60 2,35
it provides Progressive Services 0 2,59 2,75 2,39 2,63 2,83
it is flexible in implementing new
Services 0 2,60 2,69 2,53 2,55 2,66
it provides good credits 0 3,43 3,24 3,21 3,24 3,22
the fees charged for its Services are
reasonable 0 3,25 3,07 3,11 3,00 3,09
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4.2. Image structure

The results of the statistical processing of the research data obtained in the
factor analysis are presented in Table 2.

The factor analysis was calculated for all the questionnaire items together.
Three factors were calculated for each bank except for the bank No. 2, where
there were 6 factors as the statistical criteria had indicated that in this particu
lar instance, there might be more factors.

Table 2 shows that the first factors of all banks share a lot. The items which
load on this factor concem mainly the banks reputation (reputation, tru-
stworthiness, safety, faultlessness of Services). The factor also includes items with
an emotional character (the extent to which a client finds a bank close, whether
he/she is attracted by it, what feelings he/she connects with the bank) and cona-
tive character (I would decide for the bank, I would recommend the bank to my
friends). This factor is therefore contained in the image structure of each eva-
luated bank. The other factors are much more specific, although they are some-
times similar across some banks. These factors reflect mainly practical aspects
(employees, opening hours, ...).

The composition of the above-stated factor indicates that the conative com-
ponent of the attitude towards the bank is unambiguously related to the emotio-
nal-evaluative relation to the bank. It can thus be supposed that consumer's
behaviour regarding the selection and recommendation of a bank is primarily
influenced by such attributes that are connected to the evaluation of the bank’s
safety and trustworthiness and the emotions towards the bank.

Table 1 shows that bank No. 5 is considered to be the most trustworthy, the
safest and having the best reputation. This bank is perceived by respondents as
the closest to them. They would decide for it most often and would also recom
mend it to their friends most often. They provided these responses although, as
their responses to other questions indicate, they do not consider other aspects of
this bank (the speed of the Services, the provision of Progressive Services, ope
ning times, etc.) as the most positive.
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These results also correspond to the results of the model situation in the
focus group. When dividing the fictional amount of 10 million crowns, the focus
group participants mostly divided the amount among several banks. If the
amounts which the participating twelve persons 'deposited' into the individual
banks are summed together, it tums out that the first position is occupied by ‘no
bank’, i.e. the respondents would keep a part of the money at home. As regards
the amounts deposited, the largest amount would be deposited into the bank No.
5 in spite of the fact that a group discussion revealed that some aspects of this
bank are perceived negatively.

It therefore appears that the respondents’ conative component is unambi-
guously connected with an emotional attitude to the bank (the feeling of a bank
being directed to a given person, of being close to him/her) and an evaluation of
the banks trustworthiness, safety and reputation. It is also possible that this
component of bank image is significantly accented for the citizens of the Czech
Republic because of their negative experience with the stability and trustworthi
ness of banks owing to a number of bank failures over the past ten years. As the
group discussion indicated, Czech citizens have a negative image of the banking
industry in their consciousness. Although people perceive the development of
banking products and Services and the development of the manner of communi-
cation with clients in a positive way, their negative evaluation concerns mainly
the imperfect legal environment and the ensuing uncertainty.

The hypothesis of a current emphasis on the given component in the con
sciousness of Czech citizens would, however, call for a comparative research car-
ried out in several countries - in this way it could be either confirmed or refuted.
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