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Resumo

O desenvolvimento da Gestao Eletronica do Relacionamento com o Cliente (E-CRM) obrigou
as empresas, em especial 0s bancos, a reavaliarem como, quando e em que extensao deverao
interagir com os seus clientes. Com o advento da internet, os clientes tornaram-se mais
sofisticados e focados no seu relacionamento com o sector bancario. Nesse sentido, efetuou-se
um estudo exploratdrio, com o objetivo de compreender e avaliar os resultados da
implementagdo do E-CRM. Efetuou-se uma revisdo de literatura e desenvolveu-se um conceito
chamado "Atributos de Servigos Baseados no Cliente" para medir os resultados na perspetiva do
cliente, utilizando para o efeito a frequéncia de utilizagdo que fazem do seu servico de
homebanking. Para esse efeito, foi desenvolvido e combinado um modelo de atributo de servigo
com um modelo de relagéo de qualidade. De acordo com os resultados apurados sdo fornecidos

indicios para analises futuras.

Palavras-Chave: E-CRM; Banca; Atributos de Servigos Baseados no Cliente; Relagao de

Qualidade e Resultados
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Abstract

The development of Electronic Customer Relationship Management (E-CRM) has forced
companies, especially banks, to re-evaluate how, when and to what extent they should interact
with their customers. With the advent of the internet, customers have become more sophisticated
and focused on their relationship with the banking sector. In this sense, an exploratory study was
performed in order to understand and evaluate the results of the existence of E-CRM. Through a
literature review a concept called "Customer Based Service Attribute” has been developed to
measure these outcomes from the perspective of customers, through the frequency of their
electronic banking usage. A model of service attribute and a model of Relationship Quality and

Outcomes were developed and combined. Results obtained are presented for further analysis.

Key words: E-CRM; Bank; Customer Based Service Attribute; Relationship Quality

and Outcomes
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Chapter 1. Introduction
1.1. Context and Topic Relevance

Feinberg & Kadam (2002) already recognized that business was moving online, not as a
matter of choice, but as a matter of necessity. Nowadays, Sivaraks et al (2011) goes further,
stating that as organisations begin to migrate from a human-intensive organisation to one that
emphasises multiple electronic contact points such as phone, fax, e-mail, and the Web, the ability
to develop, manage, and measure customer relationships increases dramatically. Consequently,
businesses have moved from off-line customer relationship management (CRM) to electronic
channels, commonly called electronic customer relationship management (E-CRM).

This concept is designed to understand who the customers are and what products interest
them. Only then is it possible to provide them with the products and services they want. The
companies equipped with such infrastructure can continually create significant customer value,
automating the “who, what, when, where, and how” of sales and marketing (Pan & Lee, 2003).

Being one of the latest paradigms reflecting a change in traditional marketing, it is one of the
primary strategic initiatives in industry today. Forging the long term relationship with customers is
usually viewed as the key to profitability in an increasing dynamic market, enabling firms to
recreate an old fashioned one-to-one relationship with customers along with mass-market
efficiencies from selling to millions of customers - the power of mass-customisation (Fjermestad &

Romano, 2003; Chen & Chen, 2004; Bhanu & Magiswary 2010).

1.2. Justification for the Research
Much as been said and written about E-CRM, although unfortunately not many studies have

assessed the outcomes from the customer’s perspective (Sivaraks et al, 2010). In fact, most of
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the academic research in this area concerns the benefits for the organizations, creating an
empirical gap between these two perspectives.

Adebanjo (2003) states that the challenge for organizations is to identify and quantify the
impact of E-CRM on improving the overall relationship on a customer/bank interaction. This thesis

proposes to use the frequency of use of the electronic bank channel to assess that relationship.

1.3. Outline

This thesis is divided in six chapters. In the first chapter an overview of the research topic is
given and its relevance is addressed. The second chapter describes the state of the art including
the CRM (Customer Relationship Management) concept, the Electronic Customer Relationship
Management (E-CRM) concept, current trends approaching relevant issues for this research, and
the E-CRM in the bank sector. The third chapter identifies the relationship between the various
constructs, presents the conceptual model and the research questions along with the hypotheses
emerging from the literature review. The fourth chapter presents the methodology used in the
survey, its main goals, a description of the sample selection, the data collection process and its
statistical treatment for testing the hypotheses. The fifth chapter describes the analysis and
results from the previous section. Finally, the sixth chapter presents the concluding remarks and

future perspectives.
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Chapter 2. Literature Review
2.1. CRM and E-CRM, The Concept
Although CRM is a central theme in marketing, there is no unified opinion on its concept
(Kimiloglu & Zarali, 2009; Gan et al 2011). For some authors (Kotorov, 2003) it is viewed as a
business strategy, for others (Payne & Frow, 2005) it is a cross-functional integration of
customer-oriented processes or an integrated IT system (Karimi et al 2001). Table | presents

some definitions of CRM based in the literature review:

Table I:
CRM Definitions
Author Definition
Pan & Lee (2003) Approach or business strategy providing seamless integration of every area of

business that touches the customer, through integration of people, process, and

technology.

Kennedy (2006) CRM is about identifying a company's best customers and maximising the value

from them by satisfying and retaining them.

Buyut et al (2008) Approach used to discover more about customer’s needs and behaviours in order
to develop stronger relationships with them besides helping a business in

managing customer relationships in an organized and effective manner.

Alavi et al (2011) Enterprise-wide approach to understanding and influencing customer behaviour
through meaningful communication to improve customer acquisition, customer

retention, customer loyalty, and customer profitability.

Gan et al (2011) Process of excavating potential clients and achieving the purpose of maximizing
profits through the methods of customer recognizing, customer identifying and
customer reserving needs adjustment of corresponding organization and

technology.

Pan & Lee (2003) stated that the traditional CRM, has limitations in supporting outside multi-
channel customer interactions that combine telephone, the Internet, email, fax, chat, etc.
Information development and communication technology has facilitated the scale and scope

of CRM leading to the growing use of E-CRM. In fact, it can achieve real-time customer
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interaction by various electronic means, and customers can also access online via self-service
(Vella & Caruana, 2012; Gan et al, 2011).

Table Il presents some E-CRM definitions based in the literature review:

Table ll:
E-CRM Definitions

Author Definition

Fijermestad & Romano (2003)  The goal of E-CRM systems is to improve customer service, retain valuable

customers, and to aid in providing analytical capabilities.

Lee-Kelley et al (2003) E-CRM refers to the marketing activities, tools and techniques delivered over the
Internet (using technologies such as web sites email data capture warehousing
and mining) with a specific aim to locate, build and improve long-term customer

relationships to enhance their individual potential.

Pan & Lee (2003) E-CRM expands the traditional CRM techniques by integrating technologies of
new electronic channels, such as Web, wireless, and voice technologies, and
combines them with e-business applications into the overall enterprise CRM

strategy.

Buyut et al (2008) E-CRM emerges from the Internet and web technology to assist the
implementation of CRM within organizations which focusing on communications

between organizations and their customers via Internet or web-based systems.

Darajeh & Tahajod (2010) E-CRM concerns all forms of managing relationships with customers making use

of Information Technology (IT).

Sivaraks et al (2010); Sivaraks  E-CRM is the technological element of CRM that a customer can recognize and
etal (2011) acknowledge their relationship with the institution, in fact the author goes further in
a broader definition, as an integral part of online distribution and marketing that
expands the traditional CRM techniques by integrating technologies of new
electronic channels, such as Web, wireless, and voice technologies, and

combining them with e-business applications into the overall CRM strategy of an

enterprise.
Keshvari (2012); E-CRM is the combination of traditional CRM with the e-business applications
Tarokh & Shojaie (2013) marketplace. An E-CRM system provides financial institutions with the opportunity

to establish individual and need oriented customer relationships; it enables the
organizations to establish an effective and efficient communication channel for

information flow with the customer.
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2.2. E-CRM Dimensions

Scullin et al (2004) states that E-CRM appeared not to change the marketing but instead to
enhance it. When companies understand customer buying behaviour they can enjoy cost savings
and increased customer loyalty. Identifying products that customers want is the first step in
product mix expansion, new product launches and product differentiation.

Singh (2002) already recognized that in the electronic world the customer and the merchant
do not meet face-to-face, and that the clients are more discerning with increased options and
solutions available to them online. With the click of a mouse a customer can find another
provider.

Some researchers go further and state that business is moving online, not as a matter of
choice, but as a matter of necessity. The use of the Internet as a channel for commerce and
information presents an opportunity for business to use the Internet as a tool for CRM/E-CRM
optimizing the production and understanding of customer-related knowledge that will enable the

fulfilment of their demands (Feinberg & Kadam, 2002; Liu et al, 2012).

2.2.1. Customer Loyalty

Customer loyalty, as a field of research of consumer behaviour, has remained a primary
interest in the academic community for many years, occupying a central place in marketing
(Toufaily et al, 2012; Donio’ et al, 2006).

Zeithaml et al (1996) define customer loyalty as a customer's expressed preference for a
company and the customer’s intention to continue to purchase from that company and to increase
business with it in the future. Bowen & Shoemaker (2003) goes further, defining it as a construct
that measures the probability that the buyer will return and is ready to perform partnering

activities such as referrals.
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The exchange of information is one of the keys to loyalty, providing a critical bridge between
state of mind and behaviour. Loyal customers are more likely to give information to the service
provider (because they trust the service provider and expect the service provider to use the
information with discretion and to their benefit). Managing loyalty is important because it means

not only managing behaviour but also managing a state of mind (Siddiqi, 2011).

2.2.2. Customer Satisfaction

Comprehensive research has suggested that successful performance by firms is derived from
customer satisfaction; indeed, it has long been recognized as playing an essential role for
success and survival in today’s competitive environment and as a pivotal element in maintaining
long-term customer relationship (Singh & Kaur, 2011; Evanschitzky et al, 2012; Siu et al, 2013).

Broadly speaking, customer's wants, needs, and expectations move as quickly as the market
itself. Nowadays, delivering effective customer service and having total customer satisfaction is a
target shared by almost every successful organization (Singh & Kaur 2011).

Lee (2013) defines customer satisfaction as the degree of customer’s positive feelings toward

a service provider.

2.2.3. Trust and Commitment
Trust and commitment have been identified as the most important constructs in the field of
relationship marketing (Morgan and Hunt, 1994).
Trust is based on past behaviour and enables consumers to think about the future and
eventually become committed. When a buyer trusts a seller he is willing to make short-term
sacrifices because of a strong conviction about the future potential of the relationship (Cater &

Zabkar 2009). According to Moorman et al (1992), trust is a willingness to rely on an exchange
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partner in whom one has confidence. An important aspect is the concept of trust as a belief,
feeling or expectation about an exchange partner which can be judged from its expertise,
reliability and intentions.

Commitment can be defined as an enduring desire to maintain a valued relationship
(Moorman et al, 1992). In essence, customer commitment is a psychological force that links the

customer to the organization with which the customer does business (Fullerton, 2005).

2.2.4. Personalization

Personalization is an important keyword to incorporate various customer needs. Major
developments such as the heavy use of web-based configurators increased in popularity and as a
result the customer participation won an important role-play (Takenaka et al, 2013; Fogliatto et al,
2012).

Montgomery & Smith (2009) defined personalization as the adaptation of products and
services by the producer for the consumer using information that has been inferred from the
consumer's behaviour or transactions.

On the other hand, Jackson (2007) stated that the concept of personalisation and CRM has
expanded in scope to emphasise a much broader notion of benefits to a company. Currently
various analysts and experts believe that personalisation is the key to the future of the E-
Commerce revolution. Personalisation previously meant a login screen and a greeting by name at
the home page, whereas now it entails the capture of user data through explicit and implicit

means. Its value is clear given the magnitude of customer knowledge available.
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2.2.5. Retention

Danesh et al (2012) claim that the topic of customer retention is well covered in existing
literature due to its importance influencing the organization’s financial profitability. In fact, they go
further stating that customer retention is one of the most important indicators of the customer
satisfaction.

From a managerial standpoint, best practices involving customer retention should be
appropriate to the relevant field, and should be based on frequent customer feedback. Therefore,
customer retention refers to a customer engaging in a contract, either formal or informal, over a

period of time, which includes repeated transactions (Jeng & Bailey 2012).

2.3. Service Attributes

Researchers state that studies and interviews with experts have noted that there is a large
gap between E-CRM implementation and outcomes and for that reason there must be something
to link them. It is particularly important to understand the service attributes that drive positive
outcomes, emphasising the valuable customer knowledge. A further assessment of the literature
identified ‘customer-based service attributes’ as the linking construct. Customer-Based Service
Attributes are defined as CRM/E-CRM outcomes in the service industry from the customer's
perspective (Dagger & Sweeney, 2007; Sivaraks et al, 2011).

The following list compiles the constructs of customer-based service activities and related E-

CRM outcomes.

Table III:
Constructs of Customer-Based Service Attributes
Constructs Author Supports
Interaction Peppard (2000) The interactive element is of crucial importance since much
opportunities business activity consists of interactions (human and
with the bank technical communication, data gathering and collaborative

Nuno Filipe da Paz Santos Monteiro 8
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Kos et al (2001)

problem-solving). An effective channel management strategy
requires that all channels — the call centre, direct mail,
branch and the Internet to be fully integrated.

The intent of CRM is to build an integrated and corporate
wide view of the customer by tying together all of the

customer’s interactions with the organization.

As marketing moves to a one-to-one environment, the need
for large amounts of detailed information about customers is
becoming essential.

One of the fundamental requirements of a successful E-CRM
solution is the challenge of consolidating all customer-related
information into a single view. The information integration
application consolidates customer data and information from
different sources into integrated customer-centric information,
it allows companies to identify and respond in a timely
manner and accurately to their customers whether they
purchase products through a physical store, call-centre or a
Website.

CRM systems can be use to alert the need for services
based upon customer-specific information, providing
information relevant to company usage. Any customer-
specific information gathered by the firm should be integrated
with their departments.

Is expect a consistent experience from one contact point to
another, therefore E-CRM application actually integrates the
several points of contact, leading to a single view of the multi-
channel interactions including internal personnel as well as
external customers. To be truly effective, E-CRM application
must provide internal personnel with a single view of the
customer, regardless of how they are interacting with the

company and which E-CRM applications they are using.

Accurate Kos et al (2001)
information
Pan & Lee (2003)
Relevant Kos et al (2001)
Information
Pan & Lee (2003)
Responsive Kos et al (2001)
information
Pan & Lee (2003)

To realize the full benefits of CRM, the information captured
needs to be available to all of the front-office functional areas
on a real-time basis, this integration enables an organization
to discern their customers present wants and needs.

It is necessary to create a multi-channel input stream that
can take information from any of the recognized customer

interfaces and use it to populate the single view.
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Timely access to Pan & Lee (2003)

accurate information

Since, developing an information integration application is a
dynamic process, measuring, predicting and interpreting
customer behaviours, producing entities that have to keep up
with every customer’s interaction with the company, the
speed and accuracy is crucial for enabling a true value

exchange with customers.

Complete customer Kos et al (2001)

information

The interactions are created by various front-office functions
such as sales, marketing and call centres. This single unified
face of the customer is then made available to all areas that

need to interact with that customer.

Personalised Zuccaro & Savard

The information technologies form the technological
backbone of e-banking strategies witch enables the
identification of customers helping to develop tailor-made
services and products

to deepen and strengthen

relationships with the clients.

The concern for consistency of service across channels is
becoming a recurring theme propagating the imperative for
an integrated channel. CRM initiatives see the end result of a
repository of customer information and wish to utilise data
mining techniques seek to extract patterns from this data for
marketing decision-making purposes. Viable customer
relationships are based on data that have been transformed
into actionable information which in turn becomes customer
insight (‘knowledge’) to be used to create predictive models

for active customer interaction and actual dialogue if desired.

All the information required to complete the transaction
should be available at the point of customer interaction,
financial services sites have turned the relationship between
banks and customers on its head by empowering the

consumer through the provision of real-time information.

Nowadays, customers can choose the channel of most

convenience, with 24 hours/day availability, allowing
customers to access account information direct from a PC,
mobile phone or other device.

Today customers turned out to be progressively more
challenging; they anticipate effortless access to data anytime,

anyplace with no additional fees for extra service.

information and (2010)
service
Data Peppard (2000)
consistency
Up-to-date Peppard (2000)
information
Contact Peppard (2000)
anytime
Buyut et al (2008)
Contact Peppard (2000)

Nowadays, customers can choose the channel of most

Nuno Filipe da Paz Santos Monteiro
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anywhere convenience, with 24 hours/day availability, allowing
customers to access account information direct from a PC,
mobile phone or other device.
Buyutetal (2008)  Today customers turned out to be progressively more
challenging; they anticipate effortless access to data anytime,

anyplace with no additional fees for extra service.

One-stop service Seiders et al (2000)  One-stop shopping convenience refers to the degree to
which a customer perceives the time and effort necessary to

obtain the desired products.

Purchase conditions Feinberg & Kadam  The use of the Internet as a channel for commerce and
information (2002) information presents an opportunity for business to use the
Internet as a tool, providing a platform to deliver CRM

functions on the web.

2.4. E-CRM and Banking

Nowadays, financial institutions will not only be confined to borrowing a collection of savings
and lending loans, but also forced to learn the advanced and modern rules and tools to provide
convenience environment for their customers and satisfy their needs (Keshvari, 2012).

For this reason, E-CRM is a critical strategic marketing consideration today for many firms,
based largely on the promise of more cost-effective models of self-service. This evolution has
been accelerated by the rapid introduction of new information technologies. In fact, these
companies are generally positioning themselves as exemples of customer satisfaction and
relationship management (Taylor & Hunter, 2002; Zuccaro, 2010).

These huge investments in new information technologies coupled with the recent convergence
of large scalable data warehouses and highly advanced data mining software programs have
allowed banking analysts and strategists to develop sophisticated client segmentation and

scoring models capable of bringing to fruition the promise of E-CRM (Zuccaro & Savard, 2010).
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Business management tools like E-CRM and similar software are used to improve business
efficiency and information management. It is expected to aid business functioning and provide
opportunities for future development of the business (Tarokh & Shojaie, 2013).

In this line of thought, Darajeh & Tahajod (2010) state that financial service providers are
enabled with multiple channels of interactive customer contact. They can increase the number of
times they are able to sense and compare customer behaviours across channels so it is always
recommended to financial service providers to stay ahead of the needs of the customers.

Gan et al (2011) goes further, endorsing that it is an urgent necessity for banks to carry out
CRM and provide personalized service according to the customer’s specific needs. In the trend of
electronic service banks have provided in-time e-service and E-CRM in order to adapt to the
diversity of financial demands. By doing so the bank will improve customer’s satisfaction since it
will allow an effective answer to customer’s reaction, and will establish good customer
relationships which can effectively link internal processes and organizational management. In
addition to reducing costs, it also improves customer satisfaction and loyalty, and then enhances

the competitiveness and profits of the banks.
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Chapter 3.Research design
3.1. Methodology
Given the exploratory purpose of the study, a quantitative methodology was used with non-
probabilistic sample, where the respondents were selected by convenience which allowed a more

independent and deductive analysis, and facilitating generalization of results.

3.2. Data collection
An online survey (Annexe 1) was built using the Qualtrics platform which generated a link to
access the survey. Responses at each stage were required for the regular flow of the
questionnaire to the next section. Only with full completion was a message with the appropriate
thanks displayed and the response recorded.
The questionnaire was made available to students and alumni from ISEG and on social
networks Facebook and Linkedin using a convenience sample. The data collection took place in

the week of 16 to 21 September 2013, returning 284 completed questionnaires.

3.3. Survey
The questionnaire was based on the adaptation and translation to Portuguese of studies
conducted by Hennig-Thurau et al, 2002; Leverin & Liliander, 2006; Chau & Ho 2008; Liu et al
2011; Siddigi 2011 and Danesh et al 2012.
The survey was divided in four parts: the first was financial behaviour, the second was the
customer-based service attributes with regard to the enquired main bank (thirteen items), the third
section was relationship quality and outcome (twenty five items), and the fourth was the

respondent's personal information.
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The second and third parts of the questionnaire used a 5 point Likert scale rating from a
“strongly disagree” to “strongly agree” revealing the main characteristics of the outcomes
supported with their main bank. What should be considered their main bank was stated in the
survey.

The second section, Customer-Based Service Attributes, was composed of thirteen items
including the information on E-CRM outcomes that customers were able to recognise.

In the third section, Relationship Quality and Outcomes, the number of items in each
construct was as follows: overall relationship quality, two items; trust, three items; satisfaction,
seven items; commitment, four items; retention, one item; loyalty, four items; customization and

personalization, two items; and willingness to recommend, two items.

3.4. Statistical Analysis
The statistics analysis was performed with the SPSS (Statistical Package for Social Science)
software to validate the premises of the developed model on the third chapter and to support the

data analysis, the results and the conclusions of the present study.
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Chapter 4. Data and Methodology
4.1. Conceptual Model

Sivraraks et al (2011) developed a model with service attribute combining relationship quality
and outcome, based in the new construct called ‘customer-based service attributes’ to measure
E-CRM outcomes from customer’s perspectives. On the other hand, Chau & Ho (2008)
developed a model where personalization assumes the role of increasing interactivity, finding a
positive and significant effect on perceived benefits to customers and has significantly influenced
the development of an Internet banking service. He states that in response to consumer’s calls

banks have recently been developing personalization technologies.
The research approach of the study is inductive and empirically based. Using a three fronts
approach based on the findings from the literature, field surveys and on the present chapter, a
conceptual model was built, to answer the research questions, supported on the prior

assumptions as stated in figure 1.

Overall
Relationship aualitv

Trust

H2 Satisfaction

Commitment
H1 Customer-based H3 Relationship
E-CRM )
Service attribute %ﬁtg’f :cd Retention

Loyalty

Personalization

Willing to
recommend

Figure 1 - The Research Model Framework
Source: Adapted from Sivaraks et al, 2011 and Chau & Ho, 2008
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4.2. Relationship Marketing and Relationship Quality

Relationship Marketing activities should be directed particularly towards the most profitable
customers in order to increase their satisfaction and loyalty towards the bank. These activities are
ultimately evaluated on the basis of the company’s overall profitability however a firm’s
profitability is influenced by a number of variables largely independent of relationship marketing
activities, conceptualized in relationship marketing outcomes (Leverin & Liljander, 2006; Hennig-
Thurau et al, 2002).

There are two popular approaches for understanding relationship marketing outcomes, the
relational benefits approach and the relationship quality model. The first is founded on the
assumption that for a long-term relationship to exist, both the service provider and the customer
must benefit from the relationship. The second assumes that the customer’s evaluation of the
relationship is central to the decision to continue or to leave the relationship with a service
provider (Hennig-Thurau et al, 2002).

Miceli et al (2007) state that with the intent of increasing interactivity with customers CRM
should aim to collect and to process data information needed to select the desired position along
the personalization continuum for each customer. They agree that Relationship Quality can be
effectively analyzed only after several interactions, claiming that firms need to engage in more
sophisticated analyses of customer preferences to customize both content and personalization
approach.

Although there is not a common consensus regarding the conceptualization of relationship
quality, there has been considerable speculation as to the central constructs comprising this
overarching relational construct. It can be regarded as a metaconstruct composed of several key
components reflecting the overall nature of relationships between companies and consumers

(Hennig-Thurau, 2000; Hennig-Thurau et al, 2002).
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The key components considered on the present thesis are summarized in table Ill and where

referred in the Literature Review.

Table IV:
Components of Relationship Quality Metaconstruct
Constructs
Trust Retention
Satisfaction Loyalty
Commitment Personalization

4.3. Customer Based Service Attribute
CRM/E-CRM strategies rely heavily on the importance of the Customer Based Service
Attribute (identified in section 2.3) being the link between e-CRM implementation and its
outcomes. As this link fills the existing gap found to exist between implementation and outcomes,

it becomes the main reason for its choice in the development of this thesis.

4.4. E-CRM in the Study
Adebanjo (2003) states that the application of technology to CRM initiatives (E-CRM) is one
of the fastest growing technological developments. According to Lee-Kelley et al (2003), and for
the purpose of this research E-CRM has been defined as the marketing activities, tools and
techniques delivered over the Internet (using technologies such as web sites email data capture
warehousing and mining) with a specific aim to locate, build and improve long-term customer

relationships to enhance their individual potential.
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4.5. Objective
The main aim of this thesis is to focus on context-specific understanding of relationships
between E-CRM and the acknowledgment that is perceived by the bank customer in terms of

outcomes.

4.6. Research Questions
Based on literature review and the research framework stated before, three research

questions were addressed for the present study:

RQ1: Does E-CRM have a positive effect on the Customer Based Service Attribute?

RQ2: Does E-CRM have a positive effect on the Quality and Outcome on customer/bank

relationships?

RQ3: Does Customer Based Service Attribute have a positive effect on Quality Relationship

Outcome?

4.7. Hypotheses
Peppard (2000) states that integrated information is vital for successful management of
customer relationships. Information is the essential enabler when based on scaleable technology
as the platform — that is, information is centrally managed, company wide providing a
consolidated view of the customer across all channels and products.
In fact, he goes further, stating that from a customer perspective the channel they choose at

any point in time should be the one of most convenience, expecting to interact with an institution
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through any channel. Ideally, there should be no differentiation between the call centre, the
Internet or the street branch. Indeed, the customer should be able to initiate a transaction in a call
centre and perhaps complete it in a branch. Based on the prior findings the following hypotheses
have been developed:

H1:  E-CRM has a significantly positive relationship with customer-based service attributes.

H1a: E-CRM has a significantly positive relationship with information received by the
customer.
H1b: E-CRM has a significantly positive relationship with customer convenience.

E-CRM must first identify a mean of increasing the overall level of customer satisfaction
within their industry, and then begin to consider moving beyond customer satisfaction toward
broader loyalty-based strategic marketing objectives to support their relationship (Taylor &
Hunter, 2002).

Hennig-Thurau et al (2002) argue that the relational benefits have a focus on the benefits
consumers receive apart from the core service, and relationship quality focuses on the overall
nature of the relationship. All relationship marketing activities are ultimately evaluated on the
basis of the company’s overall profitability. Although a firm'’s profitability is influenced by a number
of variables largely independent of relationship marketing activities. Although a multitude of
constructs is discussed in the context of relationship marketing, the vast majority of the literature
clearly focuses on only a few of them. Among the most common constructs are customer
satisfaction, overall relationship quality, commitment, and trust.

The overall quality of customer relationships has a major importance on customer's
perceptions of how well their expectations, predictions, goals, and desires concerning the whole

relationship are fulfilled. Hence it is proposed that:
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H2: E-CRM has a significantly positive relationship with the Quality and Outcome on

customer-bank relationships.

H2a:

H2b:

H2c:

H2d:

H2e:

H2f:

H2g:

H2h:

E-CRM has a significantly positive relationship with the overall quality of
customer—bank relationships.

E-CRM has a significantly positive relationship with customer trust.

E-CRM has a significantly positive relationship with customer satisfaction.

E-CRM has a significantly positive relationship with customer commitment.
E-CRM has a significantly positive relationship with customer retention.

E-CRM has a significantly positive relationship with customer loyalty.

E-CRM has a significantly positive relationship with personalization.

E-CRM has a significantly positive relationship with a customer’s willingness to

recommend.

Kimiloglu & Zarali (2009) stated that understanding the dynamics of E-CRM and assessing its

impact on the outcomes is crucial. Therefore, it is important to evaluate the performance of these

activities from multiple perspectives of the customer point of view. For that reason the following

hypothesis is proposed:

H3:  Customer Based Service Attribute has a significantly positive effect on Relationship

Quality and Outcome.
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Chapter 5.Data Analysis and Results
5.1. Sample Profiling
The sample is composed of 284 individuals, whose profile of socio-demographic data, bank
channel used and frequency of internet banking usage is summarized in the following tables:
Table V:

Socio-demographic data

ltem Measure Frequency Percentage
Gender Male 102 359
Female 182 64,1
Marital Status Single 130 458
Married 105 37
Civil union 23 8,1
Divorced 22 7,7
Apart 3 1,1
Widow 1 0,4
Age 18-24 28 99
25-34 121 42,6
35-44 86 30,3
45-54 29 10,2
55-64 15 53
> 65 5 1,8
Education 9 grade 5 18
12t grade 30 10,6
Bachelor 10 35
Graduated 123 43,3
Post-graduation 59 20,8
Master 52 18,3
PhD 5 1,8
Occupation Commerce 15 53
Industry 16 5,6
Services 144 50,7
Healthcare 33 11,6
Education 29 10,2
Retired 7 2,5
Student 22 7,7
Unemployed 18 6,3
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The survey shows that 35,9% of the respondents were male and 64,1% female. The
predominant age groups are from 25 — 34 years old and from 35 — 44 years representing 42,6%
and 30,3% respectively. The level of academic predominance has undergraduates representing
43,3% of the sample. Concerning to the occupation the vast majority of respondents are working
in the services sector representing 50,7%, followed by health (11,6%) and education (10,2%).
Regarding the marital status, the singles represent 45,8% followed by the married with 37%.

Table VI:

Electronic Channel Usage

Channel Utilization Frequency Percentage
Telephone Yes 196 69

No 88 31
Mobile phone Yes 185 65,1

No 99 34,9
Internet Yes 251 88,4

No 33 11,6
ATM Yes 268 94 4

No 16 5,6

In the matter of electronic channel usage, ATM’'s were identified as the electronic touch-
points that respondents were most familiar with 94,4% followed by the internet with 88,4%.
Table VII:

Electronic Frequency Usage

Frequency of use Frequency Percentage
Daily 49 17,3
2-3 times/week 96 33,8
Once/week 55 19,4
2-3 times/month 29 10,2
Once/month 6 2,1
Occasionally 24 8,5
Never 25 8,8

The study showed that only 8.8% of the respondents never accessed their main bank via

electronic channels. In terms of frequency, 33,8% used their electronic bank 2-3 times a week.
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5.2. Descriptive Analysis

To explore results Tables VIII and IX measure mean and spread for each one of the

developed models.

Descriptive Statistics of Customer Based Service Atribute

Table VIII:

N Minimum Maximum Mean Std. Deviation

Accurate information 284 1 5 3,62 ,813
Relevant information 284 1 5 3,59 ,803
Responsive information 284 1 5 3,57 ,885
Timely access 284 1 5 3,45 ,902
Complete customer 284 1 5 3,35 917
information

Up-to-date information 284 1 5 3,79 ,760
Personalised 284 1 5 3,54 1,054
Data consitency 284 1 5 3,63 784
One-stop sevice 284 1 5 3,86 ,932
Purchase information 284 1 5 3,75 ,830
conditions

Interaction opportunities 284 1 5 4,06 ,789
Contact anytime 284 1 5 3,71 1,027
Contact anywhere 284 1 5 3,80 ,929
Valid N (listwise) 284

On this table, the privileged factor was the “Interaction Opportunities” and the less important

was the “Complete Customer Information” followed by “Timely Access”. The factors which are the

most standardized in terms of coherency of responses are “Up-to-date information” and “Data

Consistency”. In contrast the issues of “Personalised” and “Contact Anytime” had responses

which were more evenly spread.
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Table IX:
Descriptive Statistics of Relationship Quality Outcomes

Count Minimum Maximum Mean Standard Deviation

Honest employees 284 1 5 3,72 .706
Completely trust employees 284 1 5 3,68 1952
High integrity employees 284 1 5 3,64 126
Wise Choice 284 1 5 3,83 793
Satisfaction on the quality of the services 284 1 5 3,77 842
Critical situations management 284 1 5 3,60 922
Satisfaction bank interactions 284 1 5 3,77 801
Information on new services/products 284 1 5 3,38 949
Strong relationship 284 1 5 2,86 950
Willing to change 284 1 5 2,50 1.104
Needs understanding 284 1 5 3,28 889
Needs satisfaction 284 1 5 3,61 827
Committed 284 1 5 2,94 899
Important 284 1 5 3,24 992
Care about 284 1 5 2,28 .964
Maximum effort 284 1 5 2,77 937
Never considered change 284 1 5 2,94 1.139
Considered a loyal customer 284 1 5 3,62 .960
All operations 284 1 5 3,23 1.297
Recommendation 284 1 5 3,34 1.049
Strong preference 284 1 5 3,44 1.070
Enables customize 284 1 5 3,23 .866
information presentation
Personalized messages 284 1 5 3,01 1.057
Overall bank interaction 284 1 5 3,24 970
Overall employee interaction 284 1 5 3,46 910

On the previous table the most important issues were “Wise Choice” and “Satisfaction on the
quality of the services” while the “Care about” and “Willing to change” were considered the less
important. The greater consensus response is “‘Honest employees” and “High integrity
employees”. “All operations”, “Never considered change” and “Willing to change” were the more

dispersed answers.

5.3. Composite Variables
When assessing differences or relationships in data it is useful to reduce the data into a
composite variable to make it more manageable. These composite variables described in table

VIl and VIII allowed an aggregated reading of different set of variables that make up the

Nuno Filipe da Paz Santos Monteiro 24



E-CRM and Relationship Quality: Exploratory Research in the Portuguese Banking Sector

hypotheses, containing a set of indicators that measure the aggregate theoretical construct and
its aggregation justified theoretically.

The technique used in this analysis is the principal components analysis, an approach that
considers the total variance in the data, recommended for determining the minimum number of
factors with a maximum value of variance. This method, widely used in marketing studies, aims to
reduce the size of information and to assist their interpretation (Malhotra e Birks, 2006).

Cronbach's Alpha is arguably the most commonly used metric to evaluate the internal
consistency reliability associated with scores derived from a scale. As stated in table VII, the
composite variables indicate a high level of internal reliability consistency for our scale with this
specific sample, since the alpha coefficient is bigger than ,6 as quoted by Maroco & Marques
(2006).

After Cronbach's Alpha test consistency, a factor analysis was conducted to assess the
internal structure of correlations between variables of the composite variable created. According
to Maroco (2011), this technique of exploratory data analysis aims to discover and analyze the
structure of the set of interrelated variables in order to build a scale to measure the factors that
somehow control the original variables.

Also used was the Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) and Bartlett's
Test of Sphericity, using the most common of the rotations method - the Varimax. According to
Pestana & Gageiro (2003), these two statistical tests allow measuring the quality of the
correlations between variables in order to proceed with the factor analysis. Maroco (2011) argues
that KMO values between, 5 and 1 indicate that the factor analysis is appropriate, the Bartlett's
Test of Sphericity presented in each analysis p-value <,001 that allow to conclude that the

variables are significantly correlated.
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For the Customer Based Service Attribute (CBSA) composite variable extracted two
components with values greater than 1, explaining 65% of the total variance; as for the
Relationship Quality Outcomes (RQO) 4 factors were extracted with values greater than 1,
explaining 69% of the total variance.

Table X:

Composite variables for CBSA

Variables Cronbach's Alpha  Factor Loading KMO  Bartlett's
CBSA ,876 ,000
CBSA Information ,895

Relevant Information ,806

Complete customer information ,795

Accurate information JT7

Data consistency J73

Timely access to accurate information ,766

Responsive information ,738

Up-to-date information 137
CBSA Convenience ,798

Contact anywhere ,895

Contact anytime ,856

Interaction opportunities ,733
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Table XI:

Composite variables for RQO

Variables Cronbach's Alpha  Factor Loading KMO  Bartlett's
RQO 1939 ,000
RQO - Satisfaction ,923
Information on new services/products ,763
Overall bank interaction ,136
Satisfaction bank interactions 122
Personalized messages ,686
Satisfaction on the quality of service ,683
Critical situations management ,662
Needs understanding ,661
Overall employee interaction ,619
Needs satisfaction 542
Enable customize information 525
RQO - Loyalty ,890
Strong preference ,808
Considered a loyal customer 197
Never considered change 154
Recommendation 678
Wise choice ,595
RQO - Trust ,936
Completely trust employees 885
Honest employees 884
High integrity employees 866
RQO - Commitment ,785
Important 751
Maximum effort 742
Committed ,689
Care about ,650
Strong relationship ,503
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5.4. Hypotheses Analysis

For testing the correlation based on the hypotheses referred on the chapter 2.7 and with
regard to the principal components analysis, several variables were built to test the model. The
principal component analysis made before on customer-based service attributes according to the
survey that supported this study it allowed the building of two analysis factors — information and
convenience. In the matter of the Relationship Quality Outcome, it enabled the construction of
four analysis factors (Satisfaction, Loyalty, Trust, and Commitment) as illustrated in Table VI.

According to Malhotra & Birks (2006), when is needed to compute the correlation coefficient
between two non-metric variables, those who not assume a normal distribution (can be ordinal or
numeric), the Spearman’s rho test is the measure that can be used to examine the correlation
between them, this measure uses rankings rather than absolute values of the variables.

In this study the vast majority of the variables are Likert Scales (5-point scale from strongly
disagree through to strongly agree) representing categories with some intrinsic rankingFor the
test of the two first hypotheses of this study, the E-CRM variable will be considered via the
frequency of use of the electronic bank channel by the customer.

According to this thesis’s first hypothesis - E-CRM has a significantly positive relationship
with customer-based service attributes - a Spearman's test was conducted as presented on Table

XIl.
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Table XII:

H1 - Spearman's correlation test

CBSA CBSA CBSA Electronic
Information Convenience  bank channel
Spearman's CBSA Correlation 1,000
rho Coefficient
Sig. (2-tailed) .
N 284
CBSA Correlation  ,898(**) 1,000
Information Coefficient
Sig. (2-tailed) ,000 )
N 284 284
CBSA Correlation  ,669(**) S317(%%) 1,000
Convenience Coefficient
Sig. (2-tailed) ,000 ,000 .
N 284 284 284
Electronic Correlation  -,211(*) - 174(%) -211(*) 1,000
bank channel Coefficient
Sig. (2-tailed) ,000 ,003 ,000 .
N 284 284 284 284

** Correlation is significant at the 0.01 level (2-tailed).

From the table above, it is noticeable that the variable electronic bank channel presents a

negative correlation statistically significant since (p = ,000), providing evidence on the rejection of

the null hypothesis.

Regarding the second hypothesis - E-CRM has a significantly positive relationship with the

Quality and Outcome on customer—bank relationships - a Spearman's test was conducted as

stated in Table XIII.
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Table XIII:

H2 - Spearman's correlation test

RQO  RQO Satisfaction, RQO Willing, RQO RQO Electronic
Personalization, ~ Loyalty, Retention Trust Commitment  hank channel
Overall
Spearman' RQO Correlation 1,000
srtho Coefficient
Sig. (2-tailed) .
N 284
RQO - Satisfaction, Correlation ,919(**) 1,000
Personalization, Overall Coefficient
Sig. (2-tailed) ,000 .
N 284 284
RQO - Willing, Correlation ,830(*%) ,685(*) 1,000
Loyalty, Retention Coefficient
Sig. (2-tailed) ,000 ,000
N 284 284 284
RQO - Trust Correlation ,630(**) ,540(**) 429(**) 1,000
Coefficient
Sig. (2-tailed) ,000 ,000 ,000
N 284 284 284 284
RQO - Commitment Correlation ,696(*) ,507(*) 489(*) ,302(*) 1,000
Coefficient
Sig. (2-tailed) ,000 ,000 ,000 ,000
N 284 284 284 284 284
Electronic Correlation  -,201(**) -,163(*%) -,184(*) -118(%) -,192(*%) 1,000
bank channel Coeflicient
Sig. (2-tailed) ,001 ,006 ,002 ,047 ,001
N 284 284 284 284 284 284

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

From the preceding table it is observed that the negative tendency is maintained, the E-CRM

correlates negatively with the Relationship Quality Outcome featuring a negative correlation

statistically significant since (p =,001), providing evidence on the rejection of the null hypothesis.

As for the third hypothesis, Customer Based Service Attribute has significantly positive effect

on Relationship Quality and Outcome, a Spearman's test was applied as illustrated on Table XIV.
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Table XIV:

H3 - Spearman's correlation test

CBSA RQO
Spearman's  CBSA Correlation 1,000
rho Coefficient
Sig. (2-tailed) .
N 284
RQO Correlation ,633(*%) 1,000
Coefficient
Sig. (2-tailed) ,000 .
N 284 284

** Correlation is significant at the 0.01 level (2-tailed).

From the prior table it is observed that the Customer Based Service Attribute correlates
positively with the Relationship Quality Outcome featuring a strong, positive correlation, also
statistically significant because (p= ,000) it provides support on the rejection of the null
hypothesis.

The consequences for the acceptance or rejection of the proposals formulated on the model

are presented and summarized in the table below according to their Spearman's Rank Order

correlation.
Table XV:
Summarizing Supported Hypotheses
Hypotheses Path Is Conclusion
H1 E-CRM to CBSA -211(") Support
H2 E-CRM to RQO -,201(**) Support
H2A -,191(**) Support
H2B -,118(*) Support
H2C -,167(*%) Support
H2D -,173(**) Support
H2E ,110 Reject
H2F -,110 Reject
H2G -,095 Reject
H2H -,204(**) Support
H3 CBSAto RQO ,633(**) Support

* Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed).
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A Spearman's Rank Order correlation test was run to determine the relationship between the
E-CRM and Customer-Based Service Attribute and also with Relationship Quality and Outcomes.
Itis inferred that there is a statistical significance and a negative correlation.

It has been identified that sub-hypothesis H2e (E-CRM has a significantly positive
relationship with customer retention), H2f (E-CRM has a significantly positive relationship with
customer loyalty) and H2g (E-CRM has a significantly positive relationship with personalization)
have all been rejected.

In contrast, there is a strong association between Customer Based Service Attribute and
Relationship Quality and Outcome models. The statistical significance exists however it does not
allow for more conclusions on the strength of the association. There is evidence of a stronger
positive correlation between the two variables providing strength to the model.

The research design provides evidence for exploring this model with more powerful statistical
tools as well as allowing a further understanding of the relations between the variables of the
models. It was however possible to conclude through a factor analysis that both of the models

have internal consistency reliability showing that both models are in fact intrinsically strong.
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Chapter 6. Conclusions and Recommendations
6.1. Conclusion

The aim of this exploratory research is to show evidence demonstrating future paths and
clues for new potential E-CRM approaches.

However based on this research it is possible to make some remarks. From the support
model and based on the literature review where referred thirteen components that characterized
the Customer-Based Service Attributes. From the factor analysis it was assessed that they could
be grouped according to two factors: information and convenience. As for the Relationship
Quality Outcomes (compiled into twenty five items) the factor analysis was able to arrange them

into four factors (Satisfaction, Loyalty, Trust, and Commitment).

6.2. Academic Implications
The purpose of this preliminary study was to fill an empirical gap on E-CRM research from
the customer's perspective, despite the specific context and methodology limiting the
generalization of the findings.
This thesis provides clues on the development of a measurement model of E-CRM from the
customers perspective, whereas the Customer Based Service Attribute was built on a link

between the E-CRM implementation and Relationship Quality Outcomes.

6.3. Managerial Implications
On the management side, it is observed that this preliminary study contributes with a vision,
although simplified, of the customer/bank relation. Through the E-CRM strategies it becomes

easier to obtain information and knowledge of the customer as a whole.
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It is noted that the role of new based internet technologies, on one hand as a simplifier
element of the relationship customer/bank, and on the other hand enhancer of that relationship,
contributes to transversal and in-depth knowledge of the customer and should be disseminated
throughout the organization.

The E-CRM is seen as an efficiency inductor in organizations if they are able to successfully
implement their E-CRM programs in its various stages, positioning themselves a step ahead of
their competition to take advantage of the market opportunities.

When banks have E-CRM programs their customers can identify that their bank is supplying
them with more information and convenience which allows them to personalize their service
through various channels of contact which grant them the possibility to contact their bank

anytime, anywhere.

6.4. Limitations
Naturally, the present thesis has certain limitations, since this research is limited to a non
probabilistic sample creating restrictions on the generalization of the findings.
The statistical tools used on this study give signs about statistical significance; however the
strength of the relationship between constructs should have further assessment, which would
enable a more accurate analysis of the results of this exploratory study in the Portuguese banking

sector.

6.5. Further Research
Future research should be undertaken from the customer’s perspective in order to fill the

existent gap on this matter. It is important to understand the customer’s standpoint on how E-
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CRM programs developed by services companies influence his or her perception on relationship
quality.

Researchers may benefit from approaching this preliminary study with a structural equation
model as well as taking advantage of available useful information from other countries.

It could lead to the development of a study focusing on the role of E-CRM in the development
of multi-channel strategies, allowing a unified and transversal view of the customer through the

whole organization.
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Annexes

Annexe 1 - Online survey

Este questionario, para o qual desde ja agradeco a sua colaboragdo, servira de base a
realizacdo de um estudo no &mbito da dissertagédo de Mestrado em Marketing no Instituto
Superior de Economia e Gestdo (ISEG-UTL), intitulado: Gestdo Eletronica do Relacionamento
com o Cliente: a Perspectiva do Cliente no Mercado Bancario Portugués. A sua participagéo &
fundamental para o desenvolvimento do presente estudo. As respostas sao totalmente anénimas
e confidenciais e servem apenas para propositos académicos. Pretende-se que responda com
sinceridade, ndo existindo respostas certas ou erradas. A realizagdo deste inquérito tem a
duracao de 5 minutos. Obrigado, Nuno Monteiro 137041@aln.iseg.utl.pt

Dos seguintes canais de contato com o seu banco, quais ja utilizou?

Sim ‘ Nao
Telefone O Q
Telemovel O O
Internet o O
Multibanco o @)

Com que frequéncia utiliza a banca eletrénica?
Diariamente

@)

Q 2-3 vezes por semana
QO Uma vez por semana
Q 2-3 vezes por més

O Uma vez por més

QO Esporadicamente

O Nunca
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Atente ao seu banco principal, aquele com o qual efetua mais transagdes. As seguintes afirmagdes estao
relacionadas com informagao, conveniéncia e comunicagéo do seu banco, indique para cada uma delas o
seu grau de concordancia:

Discordo Discordo (2)
Totalmente (1)

Nem Concordo (4) Concordo
Concordo Totalmente (5)
Nem Discordo

(3)

O meu banco
apresenta-me
informag&o
precisa

O meu banco
apresenta-me
informagéo
relevante

O meu banco
apresenta-me
informagéo
compreensivel

O meu banco
apresenta-me
informag&o em
tempo oportuno

O meu banco
apresenta-me
informagéo
completa

O meu banco
apresenta-me
informagéo
atualizada

O meu banco
oferece-me um
Servico
personalizado

O meu banco
oferece-me
informagéo

coerente

O meu banco
oferece-me a
possibilidade de
tratar de tudo
no mesmo local

O meu banco
oferece-me as
condicOes e
informagdes
dos seus

Q O
Q o
o ®)
o ®)
o o
o O
Q Q
o O
Q Q
Q o

o o Q
o o Q
O O O
O O O
o o Q
O O o
Q Q Q
O O O
Q Q Q
o O Q
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produtos e ou
Servigos

O meu banco
permite-me
acesso a o o o o
diferentes
canais de
contato

O meu banco

permite-me o o o o
contato a

qualquer hora
O meu banco

permite-me o) o o o
contato em

qualquer local
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As seguintes afirmagdes estéo relacionadas com a forma como vé o seu banco.Atendendo ainda ao seu
banco principal, e tendo em conta as seguintes afirmacgdes, indique para cada uma delas, o seu grau de
concordancia:

Discordo Discordo (2) Nem Concordo (4) Concordo
Totalmente (1) Concordo Totalmente (5)

Nem Discordo

(3)

Os funcionarios
do banco sdo O Q O O O
honestos

Os funcionarios
do banco sdo Q O Q Q O
confiaveis
Os funcionarios
do banco sdo @) Q Q @) @)

integros

A minha
escolha pelo
banco foi uma @) Q Q @) @)

escolha

acertada

Estou satisfeito
coma
qualidade dos o @) O Q o
servigos do
banco

Quando
experienciei
situacdes
imprevistas, o

banco @) O Q @) @)
conseguiu
resolvé-las de
forma
satisfatdria

Estou satisfeito
com as
interacdes que o @) O O o
tenho com o

Banco

Acredito que 0
banco me
informa sobre
0S NOVOS
produtos e
Servigos
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As seguintes afirmagdes estao relacionadas com a forma como vé o seu banco.Atendendo ainda ao seu
banco principal, e tendo em conta as seguintes afirmacgdes, indique para cada uma delas, o seu grau de

concordancia:

Discordo Discordo (2)
Totalmente (1)

Nem Concordo (4) Concordo
Concordo Totalmente (5)
Nem Discordo

Possuo uma
relacdo muito
forte com o
banco

Estou propenso
a mudar para
outro banco
num futuro
préximo
O banco
entende as
minhas
necessidades

O banco
satisfaz as
minhas
necessidades

A minha relacao

com o banco é

algo em que eu
estou muito
empenhado

é algo que eu
estou muito
comprometido.

A minha relacao
com o banco é
algo que me
causa
ansiedade

A minha relagéo
com o banco
merece 0 meu
esfor¢o maximo
de manutengéo

o Q
®) o
o o
O o
o Q
o Q
o Q
o Q

(3)

o o Q
) O o
o o Q
) O o
o o Q
o o Q
o Q Q
o Q Q
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As seguintes afirmagdes estéo relacionadas com a forma como vé o seu banco. Atendendo ainda ao seu
banco principal, e tendo em conta as seguintes afirmagdes, indique para cada uma delas, o seu grau de
concordancia:

Discordo Discordo Nem Concordo Concordo

Totalmente Concordo Totalmente
Nem Discordo

Nunca
considerei Q Q Q O @]
mudar de banco

Considero-me
um cliente fiel O O O O O
do banco

Realizo todas
as minhas
operagoes O O O o Q

bancarias neste
banco

Recomendo o
banco a amigos o O O o Q
e conhecidos

Tenho uma
forte preferéncia O O O o Q
por este banco

O banco
permite-me
customizar o
conteldo e
apresentagéo
da informagao
de acordo com
as minhas
necessidades
pessoais

O banco envia-
me mensagens O O O Q Q
personalizadas

No geral, diria
que a qualidade
da sua
interagdo com o
banco é
excelente

No geral, diria
que a qualidade
da sua
interagdo com o o o o O
os funcionarios
do banco é
excelente
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O Masculino
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