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ABSTRACT

CHROMEKOVA, Lucia: Positivist vs. Interpretivist gight into Consumption. [Students’
scientific activity] / Lucia Chromekova. — Matej B&niversity, Faculty of Economics;

Department of Corporate Economics and Manageme@nrsultant: Ing. Janka Taborecka
Petrovtova, PhD., — Banska Bystrica: EF UMB, 2010, 51 page

A considerable uncertainty and ambiguity is ofteasaziated to the terms positivism and
interpretivism in the sphere of consumer marke¢aesh. Since interpretivism is a relatively
new approach penetrating to marketing research fsatiological and anthropological
sciences, it is still a subject matter of extenssaholarly disputes how it should be
understood, followed and implemented in the sciesicenarketing. The main aim of the
paper is to compare two different methodologicgirapches toward the study of consumer
behaviour and evaluate their potentials and linfitee content of the paper is devoted to the
study and explanation of theoretical backgroundirtmelvoth approaches and evaluation of
their advantages and disadvantages in the sph@@netimer behaviour research. Limits and
potential of positivist and interpretivist approaate investigated and declared on an example
of consumer behaviour of college students as cumt®mf commercial banks. Positivist
guestionnaire form and interpretivist focus group ased as a tool to provide deeper insight
into behavioural patterns and preferences of stsdemanaging their personal finances.
Information gained can be utilized by commerciahksa for improvement of marketing
activities targeting the segment of students. Hwdht the synthesis of findings reveals
practical differences between two approaches arnectetheir benefits, especially in the
consumer behaviour research. The synthesis oftseanld findings also indicates that by
a deliberate bridging of both approaches a morept@mnand authentic research can be
elaborated than by positivist or interpretivist aggeh individually. On the basis of
performance analysis of each approach in pragbicgosals and suggestions are formulated

to define the most favourable combination for despght into the consumption.
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Introduction

A considerable uncertainty and ambiguity is oftesagiated to the terms positivism and
interpretivism in the sphere of consumer marke¢aesh. Explanation of both approaches is
often simplified to an extent, that basic princgpnd characteristics of both approaches are
disregarded. Since interpretivism is a relativegwnapproach penetrating to marketing
research from sociological and anthropological rems, it is still a subject matter of
extensive scholarly disputes how it should be ustded, followed and implemented in the
science of marketing. The elaboration of this papentended to enhance understanding of
positivism and interpretivism through compreheresibhnalysis of their theoretical
backgrounds and to reveal how each of them coulddptied beneficially to the study of
consumer behaviour.

The main aim of the paper is to compare two diffemmethodological approaches
towards the study of consumer behaviour and ewalilnir potentials and limits. It seeks to
reveal benefits of each approach to consumer betavesearch and to study potentials of
each approach individually and in conjunction. Faations and differences of positivist and
interpretivist research are analyzed in the firspter. This knowledge is essential to exploit
each approach properly when conducting a research.

Later, influences and motivations behind studede&gision making when choosing a
bank and product for their personal finance areaet. Students” consumer behaviour is
studied by both, positivist and interpretivist apgeh individually. Our findings are presented
in the second chapter.

Eventually, the third chapter is devoted to sumeadion of our findings and derivation
of suggestions and proposals for commercial bavikseover, we will declare potentials and
limits of each, positivist and interpretivist appot to consumer behaviour, on an example of
students” behaviour in establishment and usagehaf student bank accounts. Finally,
managerial implications are presented, with an edunodel for combination of positivist
and interpretivist approach in the sphere of coresubehaviour research, its potential and

contribution for practical use.



1. Theoretical background of positivist and interpretivist

approach to consumer behaviour research

Literature defines consumer behaviour as “those efcindividuals directly involved in
obtaining, using, and disposing of economic goodd services, including the decision
processes that precede and determine these actgél(Eet al.,1986). Consumer behaviour
can be regarded as a sub discipline of marketidglaa aim of its research is to identify how
consumer research can be put to use in marketiactipe, regards the field of consumer
behaviour as an applied social science. (Pacha0f?, p.320). S. Khosla (2010, p.214)
explains consumer behaviour is the study of whdy, Wwiow, and where people do or do not
buy product. It blends elements from psychologycidogy, social anthropology and
economics. Customer behaviour study is based osucoer buying behaviour, with the

customer playing the three distinct roles of upayer and buyer.

1.1.Consumer behaviour research

Studying customer behaviour is essential for marketo give them insights and
understanding of marketing options that might net dasily apparent. Researchers have
multiple options how to conduct their research rdmgy the choice of methods in every step
of the study, however, the most significant to tesearch progress is the choice of overall
approach to the phenomenon under study.

Consumer behaviour itself emerged as a distintd fo¢ study in the 1950s-60s. The
traditional, positivist paradigms had dominated disipline since the late 1950s (Goulding,
1999, p.859). In the ess&tudies in the new consumer behavidrr Belk (1995) draws
attention to the fact that during the 1980s alteviegoerspectives in consumer research began
to emerge, that represented a radical departure frositivism. The primary cause of this
shift was criticism of traditional approach deriviedm natural sciences and applied on social
sciences, such as consumer behaviour researchiviBosesearch which is also sometimes
referred to as quantitative research is based @makion that research can be objective, that
the researcher is independent and that the remdtsalid, reliable and replicable (Pather -
Remenyi, 2004, p.142). On the other hand, intey@etapproach undermine these
assumptions as “consumer researchers are incrgasifigenced by psychology and, in their

attempts to understand the changing naturecasfsumer values, lifestyle or activities,



interests, and opinions” (Wells - Tigert, 1971)luincing consumer behaviour continuously.
To understand these influences marketers needdw kiiverse roles of buying centre, roles
influencing and shaping the final decision. Thesles are known as: initiator — the one who
begins the purchase process, user — who actualythe product, decider — the one with an
authority to make choice, influencer — person wrds aecision criteria and provide
information, buyer, who executes the purchase aatdkgeper, who controls the flow of
information (Saxena, 2009, p.180)

Generally, the objective of any research is to aégemething unknown, therefore the
objective of customer behaviour research shouldobiénd unknown patterns, motivations,
attitudes, and influences behind customer decismaking process. For this purpose it is
essential to identify the roles individuals playbunying centre, thus marketer will be able to
design a proper marketing plan that will influertbe crucial players. If a researcher is
conducting this (or any other) type of researchpihghe has many possibilities how to design
his/her research. In order to exploit these pdgmb and get the best of the research he/she
needs to understand them, their advantages andvdisi@ges, otherwise he/she will be not be
informed enough to choose relevant approach, ddbgmesearch process properly and get
the best out of it. The next section will be dedote different assumptions, methods and
evaluation of positivist and interpretive reseatbht constitute the basic knowledge about
each approach.

1.2. Differences distinguishing positivist and interpréivist approach to
studied phenomenon

In this chapter we will study differences betweeasthbapproaches in deep, because
understanding these differences is essential basisnderstanding also their potentials and
limits. The initial difference that is needed to lenphasized is that positivism and
interpretivism are both rooted in different sci@atispheres and therefore each of them is
based on different assumptions and exploits diffea¢titude to consumer research. Whereas
positivism emphasizes the similarities betweendbject of the natural and social sciences,
the interpretivist tradition emphasizes the differes between them (Babbie - Mouton, 2001).
Interpretive approach (also referred as interpregair interpretivist) to consumer research is
much younger, it entered this field of study frootial sciences only few decades ago and the
benefit it claims is “acknowledgement of the saamplex, often irrational and sometimes

unpredictable nature of consumer behavio@bulding, 1999, p.860)When information



systems became an active field of study, posiiwdsiminated research in this area (Wyssusek
et al. 2002) and as Roode (2003) points out, inessanses still do{Pather - Remendyi,
2004, p.143). “The positivistic and the interpretatparadigms differ from each other in
terms of the detailed research methods and tecésitivrough which each collect data, as
well as, the more general philosophies upon whigé tollection and analysis of data are
based (Haralambos and Holborn,1990) " (Pachaufi22f.335). Following table (Table 1)
explains these differences between the two appesach

Table 1: Positivist vs. Interpretivist approach

POSITIVIST APPROACH INTERPRETIVIST APPROACH
emphasizes similarities between natural | emphasizes differences between natural
and social sciences and social sciences

AXIOLOGY
nomothetic statements = identification ¢ | understandinghermeneutical)
universal low explanation of causal mechanism
identification of causal relationship "how" it occurred
(systematic association of variables),
"what" occurred

ONTOLOGY
objective, truth reality | | subjective, relative reality
EPISTEMOLOGY

objective reality can be known, observe | every experience is unique
described researcher influences the subject
- without influencing subject under stud | cause & effect cannot be isolated
cause & effect can be isolated
METHODS
primarily quantitative primarily quantitative
experiments, survey techniques, ethnography, grounded theory,
observations... hermeneutics...
in consumer research: in consumer research:
guestionnaire, observation, structured focus group, in-depth interview, metaphor
interview... analysis, projective techniques, college
research...
- adherence to scientific protocol - reliance on assistance of informants,
- conceptual framework cooperative development
- a prori hypothesis - no a priori hypothesis, developed
RESULTS
objective, descriptive, empirical, subjective, unique, not generalizable
generalizable, repeatable

Source: own elaboration according to: (Pather — &win 2004, p.2), (Kerlinger-Lee,
1973, p.13), (Campbell and Stanley 1963), (Ozanrtdudson, 1989), (Weinreich, 1996),
Muray — Ozanne, 1991, p.133), (Searcy, 2003, p,1&¢&rgen. 1985, p.3-4), (Goulding,
1999, p.892)



We already mentioned that interpretivist approaschconsumer behaviour research has
emerged only a few decades ago and it is impottaeimphasize that is was and still is a
reason of a wide dispute among research scholdhssirsphere. The primary cause of these
argues is the fact that positivism and interprstiviare based on different and inconsistent
philosophical assumptions, therefore if interpretapproach is being analyzed and judged
according to principles of positivism it revealsisaerable inadequacies and limitations and
vice versa. Inconsistency or even dialectic ofrthesumptions is also incentives for disputes,
whether positivism and interpretivism can or cano@tcombined, The incommensurability

of positivism and interpretivism stems from thefeliénces in axiology, ontology and

epistemology which characterize the two approacff@sther, 1990).

Axiology

Each approach subscribes to different goals od@yyo The positivists” central goal is
explanation via subsumption under universal law. Wsll, they seek prediction. A
phenomenon is explained and understood if one eamodstrate an underlying systematic
association of variables — causal relationshipc@irse, if one can demonstrate a systematic
association then one can also predict the phenome(duray - Ozanne, 1991, p.133) Main
goal of interpretative researchers is an undergtgndUnderstanding involves grasping the
individual and shared meanings and their interpiceta(Ozanne — Hudson, 1989). However,
they view understanding as a never-ending hermma¢waircle, because past interpretations
influence current interpretations and current jrtetations will influence future
interpretations. Moreover, interpretivist questioamind the researcher to look not only for
the presence or absence of a relationship (likéipiesn), but also the specific ways in which
it is manifested and the context in which it occursus, the researcher is able to go beyond
"what" has occurred to see "how" it has happenéd (1998, p.167). Thus interpretivism not

only looks for causal relationship but tries to lexpthe causal mechanism.

Ontological and epistemological assumptions

Ontological issues are concerned with the naturealfty, what we believe to exist and
are able to investigate. Epistemological issuescarecerned with the ways in which the
reality can be knowrfor simplification, positivists believe in objeativtruth reality that can
be discovered and contrary interpretivists claimar¢his no single objective truth reality,
because reality is socially, subjectively constedcand therefore relative. Positivism relies on

objective epistemology, in contrast to interpresimi The positivistic view holds that there is a



physical reality independent of human beings, reality is objective. The goal of research
within this worldview is to discover this objectiveality in order to predict and control it
(Searcy, 2003, p.131). Positivists believe thatitseas stable and can be observed and
described from an objective point of view, withaafluencing the subject under study.
Contrary, from interpretive viewpoint there is nogie objective truth and reality is
subjective, cause and effect cannot be isolatedfif&n, 2008, p.24). Moreover interaction
between researcher and respondent affects findamgs finally since every consumption
experience is unique there can be hardly any gkretian of results to larger population

conducted.

Methods, techniques and data validity

Exponents of positivist traditions utilize mainlyuantitative techniques which,
according to Babbie and Mouton (2001), have theWhg characteristics: an emphasis on
guantification of constructs; assigning numbersh® perceived quality of things; the use of
variables has a central role; and lastly, thereitiser experimental or statistical control for
sources of error. Quantitative research is deseeiph nature and is used to understand the
effects of various promotional inputs, thus enablbo predict customer behaviour. The
research methods used in positivist research areply borrowed from natural sciences and
consist of experiments, survey techniques and wvhsen. The findings are descriptive,
empirical, and if collected randomly can be geneeal to larger populations. (Shiffman et al.,
2008, p.23)

In consumer behaviour research qualitative teclasqoonsist of depth interviews,
focus groups, metaphor analysis, collage researdipeojective techniques. (Shiffman et al.,
2008, p.23) These techniques should be administanddanalyzed by a trained interviewer,
however findings tent to be subjective, becauserpnétivism accounts that researches-
respondent interrelation influences results. Moegpsgince sample size is necessarily small,
results cannot be generalized. Qualitative methads privileged within the naturalistic
approach, because it is assumed they can reveal ildiwiduals “describe, explain, or
otherwise account for the world in which they li&ergen. 1985, p.3-4).

Interpretative research is primarily operating walalitative data, defined by M. Q.
Patton as “detailed description of situations, évgpeople, interactions, observed behaviours,
direct quotations from people about their expersnattitudes, believes and thoughts and
excerpts or entire passages from document, comegpce records and case

histories”(Newman-Benz, 1998, p.17). While intetptists may identify patterns of
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behaviour, they believe that the world is so com@ad dynamic that causal relationships
cannot be identified, because there is a simuliaebaping between entities is consistent
with their belief that reality should be viewed istitally (Lincoln — Guba, 1985, p. 37-38).

1.3Focus group as an interpretivist research method

In marketing research, focus group is used to gajbhalitative data from target groups
of consumers. Qualitative researchers are “intedest meaning — how people make sense of
their lives, their experiences, and their struguwethe world” (Slater, 1998, p. 123). Crucial
point here is that this qualitative technique iowing for “the explicit use of group
interaction to produce data and insights that wdnddess accessible without the interaction
found in a group” (Morgan, 1990. In Denise, 199902).

Moreover the composition of the group must be regméative to the whole population
of interest (Hackley, 2003, p.80). Generally fogusup consists of 8 to 12 participants, led
by a moderator in an in-depth discussion with thaldo understand what people say and
why. “The emphasis is on getting people talkindeingth and in detail about the subject, to
find out how they feel about the product, concej#a, organization etc., hoe it fits into their
life and their emotional involvement in it” (McDaatiet al., 1997, p.101).

According to Y. David there are three importanues when undertaking focus group
research in marketing, namely "the role of groupatyics, the theories that inform the focus
group research approaches and implementation geactDavid, 2007). Normally, in group
dynamics, direct questions are avoided, becausgieaall tell us more about topic and do so
in greater depth if they are encouraged to talknspweously instead of reacting to direct
guestions, therefore indirect inquiries are usestitaulate spontaneous discussion (McDaniel
et al. 1997, p.101).

Focus groups are "guided group discussions to gémea rich understanding of
participants’ experiences and beliefs” (Morgan, 8,99.11), having three basic strengths: (i)
exploration and discovery — used to find out as mas possible especially about people,
groups, topics that are not well, or thoroughly enstbod, (ii) context and depth — through
which thoughts and experiences are elicited, andrierpretation — offering an explanation
about why some things are as they are and howlibegme to be what they are (Morgan,
1998). The structured approaches to leading focaspgare more suited for the projects
pertaining to product and campaign evaluation acateghile, semi-structured approaches are

recommended for the researchers aiming to develogupts or campaign concepts. When
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conducting a research by the method of focus gfwrgspective to the degree of structuring),
there are several steps that one has to followsdk&eps are: (David, 2007)

1. Planning the focus group (establishing the gmintifying the most important

issue to be solved within the study);

2. Selecting the suitable moderators for the fagosip;

3. Establishing the type of questions used in tloeis group;

4. Selecting the participants of the focus group;

5. Analyzing the results/reports and interpretihgata.
“Focus groups are fast becoming the predominanthodetof qualitative research for
advertising” (Slater, 1998, p. 131). They are usecampaign development and evaluation of
ad executions. Y. David (2007) explains that yetniost of the cases, the strategic planner’s
choice (in other words the “researcher” in advargjsis to combine the focus group results
with information gathered by other research methadswell, before recommending the

promotion strategy.

1.4. Application of consumer behaviour research in baning sector

On Slovak market there are operating ten commebaaks providing and promoting
advantageous products for youth and students. Weirad this information via intensive
investigation scrutinizing of their official web gas and offered products. Most of banks
provide establishment and handling personal accéne® of charge to the segment of
students, however their products differ in completagy services and benefits included in
this free bundle, p.e. amount of withdrawals froifiMs (automated teller machines) - own or
competitors”, authorized overdraft, different typef debit/credit/embossed card,
complementary products such as preferential inter@® on term deposits, interest rate
subsidies on loans etc. (Czernak, 2010). Young Ipeaye highly prospective for the bank,
since people do not use to change their bank dft@mking houses are trying to win potential
clients as soon as possible (Czernak, 2010). Acuprd study conducted in Czech republic
this number of customers loyal to their originahbaepresent approximately 62 percentage
points of graduates. (Simralova, 200B3nks devote considerable space to students because
of awareness that students represent significaténpal clientele for the future (finweb,
2008).
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In this part of the paper we would like to pointt auhat is the message of current
marketing activities of banks considering segmérdaiege students. From the examination
of marketing materials (Enclosure 1) of individbainks we can observe that they are usually
trying to attract students between 18-26 years.higleest effort to attract this target group is
devoted to promotion of benefits of product, whente also mentioned previously in this
chapter, through leaflets and brochures, TV sholiboards. However, we can also observe a
tendency to compare own product advantages to tbhbssmpetitors” bank housefor
example through newspaper/online articles andlestin advisory institutions. Moreover we
can also state that some of banks promote theidugtovia intensive cooperation, and
association of own product benefit to those of CEMS organization — issuer of cards like
ISIC, Euro 26, member of EYCA (European Youth Casgociation).

There exist materials encompassing comparison sisabf chosen packages for this
segment. Findings of J.MikolaSova (2007, p.29) atecthat only 14 % of high school student
use bank account, in comparison to 90 % of collsgalents. Further she detects the
importance of decision-making factors influencitg tchoice of bank house/bank product
according to following sequence: financial indicatoabove-standard services and finally
image of the bank (MikolaSova, 2007, p. 33-36). yOal very few surveys have been
conducted in Slovakia considering preferences ofilesits regarding the bank choice,
therefore we believe that every bank is conducting kind of research individually for its

own marketing purposes.
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2. Positivist & interpretivist insight into consumer behaviour of

college students choosing their personal bank accotu

Taking into consideration the overall aim of thiappr, comparison positivist and
interpretivist approach towards the study of consurbehaviour and evaluating their
potentials and limits, we will follow both approashin the practical part, examining the
problematic of students” behaviour as bank clidrdsn both perspectives. Further in this

chapter we will describe chosen methodology andare$ techniques in more detail.

2.1 Methodology

The main aim of the paper is to compare two diffemmethodological approaches
toward the study of consumer behaviour and evaltiege potentials and limits. For the
purpose of examining potentials and limits of pgest and interpretivist research in
consumer behaviour, firstly it was essential todgtuhe theoretical background of each
perspective in depth. Thus we became familiar wthih topic and acquired knowledge and
abilities necessary for research implementation. Méntified practical advantages and
disadvantages if each approach on an example afuooer behaviour of students as a bank
clients and formulated proposals for improvementmairketing communication. Following
our stated main and partial objectives we desigtvea different options to study the
phenomenon. Each option will represent a separedach of research with the overall
different approach to the research. For our purmasehose to apply a questionnaire form as
a positivist tool and focus group discussion (skeapter:1.2) representing an interpretative

technique.

Interpretivist approach - Focus group
The first branch of our research is devoted to shaly of the consumer behaviour

phenomenon. In the effort to design the most sl@tgdsocess of interpretivist approach
(introduced earlier in chapter 1.3.), we chose #otkof focus group discussion which was
also explained in the theoretical background (akrapi2.). Although focus group was not led
by a professional moderator (psychologist/soci@bgianthropologist), we devoted a
considerable time to the preparation for the disicus Firstly we studied basics of

interpretative research deeply and also we followatliable advices and principles for
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preparation on it. For example we prepared by wadchhe focus group tutorial series
available online on www.youtube.com. Moreover wepared a list of questions that will be
used in a case that discussion will not have a gli@dtion or it will be necessary to enhance
it.

Our focus group consisted of 4 college students iarnwdas recorded on a camera
(Enclosure 3). Discussion was led on the topic: kbaocount packages for students.
Respecting the assumptions and principles of indéikpst approach (see chapter 1.2.) we
entered the discussion with no plan or hypoth&3is.objective during implementation of the
focus group technique was to confirm or reject apyothesis or to follow any protocol. We
focused our effort on the deep understanding ohiops, experiences and subjective
preferences of respondents We tried to stay op@wladi in order to reveal also unexpected
possibilities and potentials in consumer behavibat could be exploited by banks to craft
their marketing activities. Moreover we did notemupt the discussion unless it was
necessary. Interpretivists argue that direct goestiasked by positivist usually lead to
reasoning and explanation and consumer behaviounotisalways rational, therefore we

avoided direct questions in the discussion.

Positivist approach — method of questionnaire form
Positivistic approach to consumer study assumesarelser is revealing objective

reality, identifying causal relationships that daexamined separately and therefore can be
generalized. Moreover it accounts that researchar stay objective — not influencing the
research. Literature also assumes that positigratsarily work with quantitative data. After
studying theoretical background of positivism ipthe we think that this might be true for the
purpose of generalization, but not for the purpoflsglentifying causal relationship (cause —
effect relationship, p.e. factor influencing theowk® of bank house), because in order to
identify cause and effect usually qualitative qisest are used also in the questionnaire,
however a representative sample must be inquiremtdaer to generalize finding to a larger
population.

We designed our questionnaire on the presumptian miot character of the data
(quantitative) is crucial from the perspective okjivist research, but assumptions described
in chapter 1.2., therefore we included also qualgaquestions in the form. The questionnaire
form was created online in order to simplify andederate the distribution and evaluation of
findings. It was responded by 165 college studeritdMatej Bel University in Banska

Bystrica, who filled in the form anonymously. THharm consists of four sections. First
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section is dealing with basic information which Maé useful for comparing results according
to gender, portion of self-financing, etc. Secoratti®n is devoted to information and
incentives that led students to decisions whenbkskang their first bank account. We
assume there that today students tent to openfiifstiaccount younger than it was usual in
the past therefore we will investigate also thigtien. A part of questionnaire deals with a
loyalty of students to their bank. The third seeti® consisting of questions that should reveal
the perceived and real level of foreknowledge aldmerefits offered to students by banks
operating on Slovak market, which will be contrdste marketing activities of banks to find
out whether their message is communicated progerty noticed by target group. The last
section considers the most important communicatbannels and the most influential
decision-making factors for students, to identtg tmost appropriate channels of marketing

communication and advertising for commercial banks.

Synthesis of the focus group and the questionnaire
Eventually, on the basis of our findings gainedtigh questionnaire and focus group

were able to evaluate each method and each appsepahately. After that we could compare
the results, thus fulfil our main aim, evaluatioh pmsitivist and interpretivist insight into
consumer behaviour. In addition, thanks to ouraede we are able to evaluate the two of

them not only separately, but also we can disglay joint potential for consumer research.

2.2. Evaluation of the focus group

As we already mentioned in the methodological pdrthe paper (chapter 2.1.) that
during the administration of our focus group we edhto follow principles of interpretive
approach, explained in chapter 1.2. We would lkermphasize that we decided to evaluate
and interpret findings of the focus group beforedging and evaluating the questionnaire in
order to restrict potential influence on the reskar. During the performance we obeyed
direct questions calling for direct, reasonablewsars We used indirect questions, in depth
guestions oriented on subjective opinions, expeasrand perception of participant. In order
to set relaxed, easy atmosphere we also condutte@dtive activity during the focus group
session. However during the evaluation of resuksfeund this activity had very positive
effect on participants” mood and attitude, theeefee suggest to perform such activities at
the beginning of the discussion.
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Our focus group consisted of four participants, tyits and two boys, each of them is
a student of Economic Faculty at Matej Bel UnivigtsiThe biggest issue, crucial to the
research was to persuade students to take pdrisimiscussion, we managed to group only
four participants willing to organize their actie to meet at the same time and approving the
video record. The discussion was performed at éloelfy in the coffee house: Momo Cafe
and took approximately eleven minutes. The locatias chosen on purpose because on our
assumption that familiar and friendly environmeiit make participants feel comfortable and
more open, although it reduced the sound qualitheivideo.

The objective of the focus group was to study coreubehaviour, more concretely
behaviour of student establishing and using stwddrank package. Subject of the study were
chosen students and object of the study was tlaswmer behaviour. The objective of the
focus group was to understand their behaviour ieettyeneral areas, which we can consider
and sub subjects of study: chose of bank accoatisfaction with their bank account and
eventually how they perceive endeavour of bankattiact the segment of college students.
Before performing the focus group we prepared sgwprestions to enhance the discussion
and lead it to these free areas, however we opeadeadiand prepared to add more questions
in order to gain deeper understanding of the topitche basis of their answers and alter the
direction of the discussion if it could lead to ev@eeper understanding of their behaviour.
Moreover, after performance of the focus group weeated and interpreted finding, which
we made again available to participants for th@mments and feedback. This was an
important step, because it allowed them to agrebwith our interpretations and gave them
a chance to even add something more to the topi.rdsults of this feedback we included in
the chapter: 2.4. For the purpose of transparealuation we can assign our findings into

three categories in correspondence to the subdudijstudy

Establishment of students” first bank account

All participant attending the focus group estal@i$hheir first account in their teenage
age (13 to 16) and they identically asserted thdyndt take any part in the decision-making
process, this was entirely a domain of their paeiierefore most of participants do not have
information or do not remember what was influenciingir parents choice. Only one
participant knew that the key factor to this choieas a financial benefit of the bank offered
to successful students with excellent grades atdclrarticipant also talked about the first
impression of their bank house, what they consatlergnificant was the impression from the

building and interior and also individual, professl approach to customers. Also they
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identified the bothering fact that they had probleanmatch their childish signature when

executing transactions personally.

Satisfaction with current bank account

The focus group discussion revealed an interestimding, that although participants
did not choose their bank/package personally, filthem are evaluating their bank and
account as highly passable. Primarily becauseviersoall their needs and requirements to
bank free of charge, expect for one participant whkplained he would probably cancel the
account if he did not have a friend in the bank. &l participants concluded that offered
students” packages do not vary much in what is rmapbfor them (the discussion revealed
that they primarily use their accounts for: intérbanking, GSM banking, to top up their cell
credit, regular payments. What they highly appitecis professional, prompt reaction of bank
personnel to solve urgent situations (such as foRJdl number), easily accessible and
developed network of bank subsidiaries, and cruead also accessibility of ATM network.
Members of the group who have their account in baitk small accessibility of ATMs
complained about this problem and identified itadsig disadvantage. Another disadvantage
that one participant mentioned is a form of stat@noé account delivery: “It is usually default
as a charged postal delivery and if you want teehtelectronic you need to either go to bank

and pay for it or make in online a kill your timeasching for the manual.”

Students” perceptions of marketing activities

A set of question asked during the focused group auaed to find out how participant
perceive concrete marketing activities of concoetenmercial banks. In the previous part we
already mentioned that banks try to attract thisugr primarily through presenting them
advantages of individual offers (see chapter..Uri the discussion we revealed that most
of participants did not feel need yet to compar@rtiaccount to other offerings, probably
because they are generally satisfied with the atcobosen by their parents, as described
earlier. However they all expressed, they will flogsstart comparing between products
when they will finish their studies.

One of an interactive technique applied duringsigsion was thumbs up/thumbs down.
The principle of this game is that students areasha title page of promotional materials of
different banks and they have to evaluate the isgio@ from the brochure by showing their
thump up/down immediately. The contribution of thamne is revealing their spontaneous and

immediate reactions, and it should be helpful tnity what kind of colours, inscription, and

18



pictureswould attract them at the first sight and make ttstunay these materials deeper. -
table of their reactions is bel (Table 2) the title page of each material can be ses
Enclosure 1.

Table2: Results of the thumbs up/thumbs down act

Bank Thumbs up / Thumbs dowr Participants evaluatior
Tatra banka Siy 90 141 tpomy, depressing, de
OTP banka By 1O 1 cheerfutolourful, lovely dog
Unicreditbank Si3 9© +1 clear messa
Volksbank =ho 9O 4 bo serious, indistinct, uncle
Slovenska sporitéa S 70 2 @timistic, clear messa

Source: own research

*for title page of the brochures used dui this activity see Enclosure 1
* +1 =opinion of the person who is also the ownéttee accour

Focus group was intended not only to reveal stwdimmediate reaction on banks
brochures, but also we asked them to think abositlakt time the noticed me kind of
propagation of students” account. Only one membas able to remember concrete
example, although we found several posters andeteafluring the quick walk around t
building —mainly on the wall, notice board, coffee machind ahthe reeption. Students ai

passing these ads daily, however members of oupgital not notice ther

2.3. Evaluation of the questionnaire

This chaper is devoted to the presentation of our findimgshe sphere of consum
behaviow of students as bancustomers. We investigated their behur through online
guestionnaire form designed and evaluated on tkes lmd positivist approacksee chapter
1.2.) to consumer behaviouesearct The questionnaire was distributed to respond
through online soclanetwork Facebook on 12th March 2010. The link vgast througt
inbox to 1043 members of student” group Ekonomicka fakultaBJVMhe number of studen
who actually responded and submitted the questimnaithin 24 hours reached 1!

respondents withirthus the return rate is approximately 15.¢
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The first set of questions included in the questaire reflect the identification dat
such aggender (Graph 1), degree of current study (Graphiéjtification of utilized ban!
account and the rate of séihancing. The first information, gender has onhformative
character, other variables will be used to rewbalr interconnection to other quions

discussed later in the chapter.

Graph 1: Gender aksponden Graph 2: Current study deg
Gender Grade
W muz (50) Mzena (115) H lstgrade (62) M 2ndgrade (94) m 3rd grade (9)

Source: own research Source: own research

The first graph (Graph 1) presents the ratio of wonf70%) and men (30%). TI
second graph (Graph 2¢fer: to the degree of current universgfudy ofrespondents. We
can see, that out of total 165 respondents, thgebigportion is represented by student
second degree (57%), 62 respondents currently shedijrst degree (38%) and there are |
9 postgraduates (5%)n our questionnaire form we a investigate when did studer

establsh their first account (Grapl)

Graph 3 Period of first accour Graph 4: Current grade of study. periot of first

establishment account establishment:
First account opened Current grade of study vs.period of first account
establishment:
m before starting college study (115)
80%
m during college study (50)
70%
60%
50%
A40%
30%
20%
10%
0%
High chool College
m st degree students 26% 74%
B 2nd degree students 32% 68%
W 3rd degree students 44% 56%
Source: own research Source: own elaboration
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One of intention behinthese information wa®tobserve, whether students t to open
their first account earlier and earl For this purpose we divide#@spondents into group ¢
the basis of their grade sfudy Laterwe could elaborate graph expressing the tenden
students to open accouon the high school or college according to curignaide of stud
(Graph 4).Most of students (70%) established their first actaat the time they were hig
school studets. In order to investigate whether there rising tendency topen first account
sooner and sooner we processed data for each gepdeately. We classified studeinto
categoriesaccording to current grade of study. If it was framong alcategries, the highest
percentagef students who opened account during high scholies would belong tfirst
degree students, followed by second and third @egfredents. However tloutcome for each
categoryindicates that the opposite is true, our ovation did notprove that younger
students opened thidirst account younger th older students.

Another, important identification information nesasy for further investigation ¢
students” behavioural patterns regarding theirgmedsfinance managemt is what kind of
account do they actually have and explTheir answers are exm®ed in the graph belc
(Graph 5).

Graph 5 Number of students using students” packagesovB&lbank

Slovak students” accounts
100

57% B SPOROZ{ro vysokogkoldk (S. sporitelfia)
90

m Start konto (VUB banka)

80

M Young Balik 26 (Unicredit bank)
70

60 M Tatra Personal Academy (Tatra banka)

50 B Axion (Dexia banka)

40

M otp READY konto (OTP banka)

Number of students

30

m CSOB Studentsky Géet FUN Ulet
(€sOB)

u Index (Volksbank)

20 -

10 -

1 Postkonto Junior (Postova banka)

[ =

Respondents: 94 21 8 8 7 5 5 2 0] 15 # | do not use students’ account

Source: own research
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The purpose of this question was to find out howhis markeisharedivided among
commercial banks considering the segment of cc students. We found that there
a considerable inequaligmong share of individu banks. Evidentlyhighest share is ling
served by Slovenskéa spotit@ (57%), the second largest share has VUB t (13%) and
other banks operate 05% market shar However, this was not the only objective of
guestion. We needed this information to ta deeper look into the consurion behaviour of
students, to find out whether they know what kifiddvantages their account provides tt
in comparisornto other banks” offers. To reach this objectivehae to combine data fro
guestion: “What is bank account do you us with the data available from questi “How do
you evaluate your accouint comparison to those offered to stus by competitive bar?“
(Graph 6).

Graph 6 Students” perception about o Graph 7: Students” pseption about ow
account: account (Slovenska spotite):
Perception of own account Perseption of own account — 5L5P customers only

B much more

advantagecus
® more advartageous

B muach Tcre advantageous

W more advantagecus

B comparable

45% B comparable

perception

c
2
=
o
@
bl
o
o
=%

B less advantageous
H J2ss acvantageous

B much [ess advantageo. Emuch ossadvantageous

M cannot compare B cannot comparc

] 20 a0 60 30 0 10 20 0 40 50

number of respondents number of respondents

Source: own research Source: own research

The outcome of this step was subjective perceptibstudents, customers of SL
(Slovenska sporitéaa) (Graph ), which is not very different from owall students’
perception (Graph6)}Ve conducted this deeper research by filteringddimbase of answe
we selected only customers of one bank, Sloveng&étdna in this case, and filtered ds
again according to subjective perception of stuslabbut their accnt.

Later on, we compared students’(those who haveuatcm SLSP) answers
guestion:“What advantages you can enjoy free ofgehan your bank package?* with t

stencil we elaborated for this purpose, expressdédble 3.
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Table 3: Chosen advantages of students” bank paskag

C€soB
- Tatra otp |« .
Advantages free of charge SPORE)Z”? Start Yqung Personal| Axion |READY S,tledentsky Index
vysokoSkolak| konto | Balik 26 Géet FUN
Academy konto ket
No open fee and no minimum
balance v v v’ a4 v
No limits on withdrawals from
own ATMs v v v v’ v
All SMS notifications free of v v
charge v’ v’
Account statement daily on emil v
Regular contests v v | v
Discounted withdrawals from
chosen ATMs abroad v v v v’
Account management free of
charge v v’ v v v v v

Source: own analysis

The table above was elaborated from the analysiafofmation available on official
websites of mentioned banks, from their propagatr@terial and also based on a personal
visit of bank houses. On the basis of data in tillde we will be state whether opinions of
students, customers of SLSP are based on their ledge in this sector, or it is just
a subjective feeling. Therefore further procesthefresearch is a comparison of their answers
on the question where they were supposed to cHomsea list of benefits that are included in
their bank package free of charge. This was a plelthoice question.

We will now compare answers of chosen 36 studenistomers of SLSP who claim
that their account is more advantageous (28) orhnmaore advantageous (8) than other
students” packages (Graph 7). We chose this salmgbause we suppose that their
satisfaction is based on some reasonable fundalsestech as sufficient information. The
outcome of this comparison is visible from the ¢gréyelow (Graph 8)

It is interesting to find out that although chosgmoup of student think their bank
account is advantageous a big portion of them doegven know what is included in it free
of charge. For example only 3 persons, out of &aavare of regular contests and attractive
awards that their bank prepared for them. Less iadinof chosen respondent know that they
can receive all SMS notification free and that theywe a possibility to withdraw money
abroad for free. 19% of respondents even do noivkhat they do not pay for keeping their

account. (Graph 8).
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Graph 8: Students” kmdedge about their own accol

Perception vs. reality

W Total (36) M Rightanswers
36 36 36 36 35 36

Noopen fee  Nolimits on All SMS Regular Discounted Account
and no withdrawals notifications contests withdrawals management
minimum from own free of charge from chosen free of charge
balance ATMs ATMs abroad
61% 72% 42% 8% 39% 81%

Source: own research

These findings might be important for marketingatggy of i concree bank, because
gaps and drawbacks in marketing communication eaméntified. The bank can concret
elicit which information and messages are not wlelivered / received by the target grc
and then take steps to enhance their communicatidrithu improve marketing prograr

Further we wanted to investigate whether ttexistany relationship between the r:
of selffinancing of students and theforeknowledgeabout services included free of ch
about their own bank account. The objective o find out whether students who
majority/all of their expensefsom their own income have higher rateforeknowledge and
knowledge about the topio comparison to students funded by parents. Wd tse same
abit complicated process as in the previous paediiety the perceived satisfaction and |
knowledge.

Firstly we selected from the database only 94 stisdecustomers of bank with the
majority market share SLSP (Graph ), later on we classified them into 5 groups acica:
to the rate of self-financingrinally, for each group separately, we compared #reswers tc
the multiple choice question: “What advantages gan enjoy free f charge in your ban
package?“ to the stencil elaborated earlier (T&leHowever our findings do not indica

proportionalitybetween rate of sefinancing and foreknowledg&raph ).
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Graph 9: Rate of seffnancing in relation to knowledge about services

Rate of self-financing vs. knowledge about servicesincluded in the package
(SLSP)

3%
management of account free
of charge

discounted withdrawals
abroad

H Allmy expenses are covered by my
parents (19 respondents)

regular contests m Majority of my expenses is covered

by my parents (34 respondents)

u | pay approximately half of my
expenses (10 respandents)

allSMS notifications -
| | pay mejority of my expenses by

myself (21 respondents)

| | pay all my expenses by myself

unlimited amount of (10 respondents)

withdrawals from own ATMs

servicesincluded in the package free of charge

0 EUR openning fee and
simultaneously 0 EUR
minimum deposit

0% 20% 40% 60% 80% 100%

Source: own research

Although there exist slight differences in studéhisowledge about their own accot
based on their rate of sdifiancing (Graph 7), proprtional relation between these t
variables was not observed within the sample. Tilg service where sefinanced students
demonstrate higher informedness is SMS notificatidns might be due to the need of be
control over their money in comparison to othexsyéver imore specific survey would k
needed to approve this surmise bit surprising is the re#tuindicating lower rate o
informedness about no montly payments for guidanteaccount among sefinanced
students. Also they show lower informedness abbat dawards they can win in regu
contests organized bybank. There might be various reasfor this we are not able to pro
without more information, p.e. lack of time andeirgst due to the workload. Anyway we ¢
see that the level of informedness among targaheegis generally very low consideri
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mailny regular contests, SMS notificen and discounted withdrawal abroad. All th
services may be used during the whole period afguiie account and thus increase t
customer satisfaction.

Distributed questionnaire form contained also twaliag questionsRespondents were
asked to evaluate seven factors influencing themice of bank account in past, at the t
they opened their firsaccoun. Later they were supposed to do the same undergel
conditions, they were asked to evaluate importaateandividual facor if they were,
hypothetically,doing the decision about their account today. Tdadeshad five degrees-no
influence, 2 —small influence, 3 medium influence, 4 -High influence, 5- very high
influence. In the following part of this chapter wl contrast individual factors in past a
today and thus investigate how preferences of stsdare changing with age a
experiences.

The first influencing factor we compared wamountand attractiveness of servic
included in the studentspackage fre of charge (Graph J0Another important factc
evaluated was a price of thpackag (Graph 11).

Graph 10 Amount and attractiveness

services included, past vs. pre: Graph 11 Price of account, past vs. pre

Amount and attractiveness of services Price of account, past vs. present

included, past vs. present
Etoday Hpast
N today M past
very high influence 67%
44%
very highinfluence

high infl
highinfluence 39% e

mediuminfluence
mediuminfluence

lowinfluence
lowinfluence

noinfluence naoinfluence

Source: own research Source: own research

From our results (Gra| 10) it is evidentthat the variety and quality of services
becoming more and more important for students eg ¢fet older. In comparison to 10%
respondents who rejectéafluence of ths factor at the time they opened tkHirst account,
today only 2% perceive this factor as rinfluential at all. Only 13% considered variety a

attractiveness of services ar highly influential factor. However, today this nuarlrises uj
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to 44%, andrast majority of the sample admits importance (83%)This information can b
useful forbank, if it understand what and haw influence cugis in their decisic-making, it
can better design its products adequately to teeaad experiences of theget group.

We can also observe that influence of price decisionmaking factor do not
fluctuatethat much over time in comparison to attractiveregsservices, but its imyrtance is
rising anyway.(Graph 12, Graph).

Among the decision factors obved in the questionnaire we included einfluence of

relatives and friends.

Graph 12: Infience of the fami Graph 13: Ifluence of friend
References & experiences of family References & experiences of friends
W today M past Htoday M past

very high influence very high influence

32%

highinfluence 29%

high influence

28%

mediuminfluence medium influence

low influence

low influence

noinfluence no influence

Source: own research Source: own research

According to respondents, influence of their sunging plays also important role
decision making process. Half of respondeadmit high or very highnfluence of relatives
today(Graph 1P and even more (68%) at the time of their firstamt estabshment.
Experiences and references of friends areimportantto that extend ¢ experiences of
family (Graph 13, but we can observe that it has increasing terydewer time, conversely |
family which has smaller influence on decision tirathe pas

Among other factors students evaed also importance of the pres of the bank
(Graph 14) and itaccessibilit (Graph 15)
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Graph 14 Prestige and financistability

Prestige and financial stability of the
bank

Etoday Mpast

very high influence

42%

highinfluence 36%

medium influence
low influence

no influence

Source: own research

Graph 15: Bank accelsgity

Bank accessibility

W today M past

31%

very high influence 30%
(]

highinfluence 25%

27%

medium influence 289

low influence

no influence

Source: own research

It is evident that financial stability is an impant factor for students and the strengtl

this factor is rising. Foexamplt 16% of respondents assigned this factor low omflaence

at the time of first account opening comparisonto 6% today. Graph : describes the

importance of a baneiccessibilit factor of high importance for the majority of respents

Banks should aim to develojwide, accessible network of branches in ordebuild and

maintain consumer satisfacti

Thelast couple of factors evaluated by students anks overall impression (Graph)

and is marketing activities (Graph ).

Graph 16 Marketing activitie

Marketing activities of bank

Etoday Mpast

very high influence

32%

highinfluence 299%

33%

medium influence 349

low influence

no influence

Source: own research

Graph 17 Overall impressic

Overall impression from the bank

Htoday Mpast

very high influence

high influence

40%

medium influence 6%

low influence

no influence

Source: own research
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From graphs above we can see that overall impmessionostly considered to be of
medium influence with an increasing tendency overet Marketing activities to attract
students, such as advertisement, presents, bore@#ests and discounts for shopping are
important for 39% of respondents, therefore commkbanks should not neglect this kind of
promotion.

In order to provide a more complete overview aboutividual factors and their
influence on the decision-making process of stugleve elaborated a table displaying the
order of factors that gained the highest percenvdgfee label — very high influence (Table 4).

Table 4: Order of factors influencing students”dabur

Very high Very high
No Factor: (when opening the account) influence No Factor: (today) influence
Amount and attractiveness of service
2. Price of account 53% 1 included in package 67%
Amount and attractiveness of service
1. included in package 44% 2. Price of account 67%
Bank accessibility (distance from home
3. References & experiences of the family 33% 3. school, etc.) 31%
Bank accessibility (distance from home
4. school, etc.) 30% 4, Prestige & financial stabilitytloé bank 27%
5. Prestige & financial stability of the bank] 209 5. f&ences & experiences of the family] 22%
6. References & experiences of friends 1690 6. Refem&iaexperiences of friends 18%)
Overall impression (buildings, interier, Overall impression (buildings, interier,
7. individual and professional attitude, etc. 8% 7. individual and professional attitude, etc, 9%
Marketing activities (advertisement, prese Marketing activities (advertisement, prese
8. bonuses, contests and discounts, etc. 4% 8. bonuses, contests and discounts, etc. 7%

Source: own research

We can observe that the top two strongest factwesprice of account, amount and
attractiveness of services in the package. Follgvgroup of factors are references, prestige
and accessibility of the bank, these factors weeduated as most influence by 16-33%, when
opening their account and by 18-31% today. Ovenagfiression and marketing activities of
the bank are seen as the least influential factbhe only factors were we can observe
a decreasing tendency over time, are relativesbamit accessibility. This overview can be
used by commercial banks to design their advergs¢rand promote primarily information
and opportunities that are most important for comexs.

Detection of consumer loyalty was one of the interd of the questionnaire, therefore
two questions associated to this topic were indudéndings are expressed in Graph 18 and
Graphl19.
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Graph 18 Students who consider: Graph 19 Students who actually chang

a change of bank their bank
Students who considered a Students who actually changed
change of bank their bank
Hyes Eno Hyes HNO

Source: own research Source: own research

From the two graphs we can obser high rate of consumer loyalty. While nearly ¢
guarter of all respondents considerichange of bank in the past, only 13% undertook
step.These two dichotomous questions were wed by an open question demanding
reason for bank changéhe most common among answers was: better conditamer fees
and more extra services provided by competitivekbaiMany students who changed tt
bank explained that ATMs of their old banks wergt juever on their route in the town wh
they study thus accessibiliogf ATMs was ireason of change. Some students changed
bank, after it changed terms of contract withofbriming them directly. , few mentioned as
areason extra benefits provided a competitive banks, such as opportunity to (mbossed
card, to withdraw abroad free of charge. Couplstatients changes their account after
experience withunprofessioni attitude of bank tellers, anvo of them due to personal
reasonpecause their parent ha chance to control their finance lagnk employesc.

The last part of the questionnaire contain question referring tsnformatior sources.
Students were asked to label each possibility @oegrto personal preference. Results of
research are expressed in Gi@ph 20 From theiranswers banks can gai key for the most
effective promotion of theiproduct: to attract this group of customers. We can obs#rat
the most effective way of marketing communicatidroldd be attractive and transpar
official web page, because or4% percent of respondents would not look for infafion
there. 89% of respondents would maybe, probablefinitely ask their friends and relativ

if deciding on the choice of the bar
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Graph 20: Information sourc

Information sources
70%
60%
50%
40%
30%
20%
10%
0%
official informative personal advertising | newspapers/ | friends and
webpages brochures bank visit campaigns internet relatives
B definitely no 2% 5% 4% 16% 5% 5%
B probably no 2% 14% 21% 32% 18% 6%
E maybe 7% 28% 24% 26% 27% 24%
m probably yes 27% 33% 27% 22% 32% 35%
H definitely yes 61% 19% 24% 3% 18% 31%

Source: own research

Banks must lerefore improve customer care in order to attea&n more potenti
clients. Informative brochures, newspapers andcherdirticles are sources where the majc
of respondents would look for information witl high probability, therefore banks shol
press attractive analddressin brochures and mainly distribute them (when we etsibanks
personally 2 of 9 did not have brochures for stisleproduct available at the moment). -
least persuasive ag@ol of promotion seems advertising campaign andketgg activities
however fom the practice we know that peojperceivesuch activities often inadvertent|
therefore there is no need to neglect this kingrofmotion

31



3. Managerial implications and recommendations for pra&tice

It is no doubt that a company or organization thants to be successful on the market
it needs to know its customers, understand theis@wmer behaviour, preferences, needs and
requirements and also influences that shape tleeisidns. There exist multiple possibilities
how organization can study consumer behaviour aainl something more about its
consumers. Generally, those methods and technifgllesnto two overall approaches to
consumer research, positivism and interpretivisme. Afgplied both approaches to learn more
about students” consumer behaviour as bank ckentsve processed our finding to formulate

proposals and suggestions for commercial banksepted in the following chapter.

3.1. Interpretations and suggestions from interpretivistand positivist
approach for commercial banks

This part is devoted to presentation of our finginghich can be useful for shaping the
marketing strategy of commercial banks operatingtmvak market. By contrasting research
results to current marketing strategies addreg$iegarget group of students we will identify

drawbacks in banks” marketing strategies and eaéintsuggest possible improvements.

Interpretations and suggestions from interpretivigpproach

Interpretative approach brings researcher closeotject of study and deep into the
subject of study. This allowed us to detect impurtpatterns and influences behind the
consumer behaviour of college students, which mightiseful for banks to attract this target
group even more. We are able to identify possitdeket opportunities and improvements of
customer care for banks. These can be classiftedtimee areas in correspondence with the

sub subjects of study.

Interpretations and suggestions: students” firgttaot with bank

From the finding of the discussion evaluating fiesiperiences of students with their
bank account, we can deduct several conclusionsaggestions. We found that students did
not take active part in the deciding on their fiosink account. Since it was their parents’
responsibility they are hardly able to evaluate ihiguences that led their parent to the
decision. Therefore it would be more meaningfulstady further factors influencing this

decision not on the students but on their parehtswever, banks should take into
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consideration also annoying complications that &otyoung people in connection to the

signature specimen, and use primarily other forrieht identification.

Interpretations and suggestions: students” satigfaavith their bank account

Focus group revealed interesting opinions of stteddrat is worth to examine further,
such as importance of ATM accessibility, importantg@ersonnel and bank ability to solve
critical situations promptly. Moreover on the basik the discussion we would suggest
commercial banks to design the initial setting ltd students” accounts so, that they will be
automatically delivered through email, to save shig time and money. Another suggestion
for commercial banks, proposed by one group ppdid during the feedback stage of the
survey is to install the ATM machine directly aethniversities/faculties. She explained that
many students of the Economic Faculty UMB wouldrapjate and use it, because they use
to withdraw small amount and more often in comparit non-students, and every time they

need cash they have to go to a distinct ATM.

Interpretations and suggestions: students” peroepdf marketing activities
Our conclusion from this session is that studemtissfeed with their current bank

account do not tent to notice effort of other batdksattract their attention. Interpretative
approach to consumer research applied during tussf group uncovered utilizable and
applicable finding that colourful, optimistic antieerful graphical attributes of promotional

material attract students the most. Moreover thesage of the graphics must be clear.

Interpretations and suggestions from positivist appch

Thanks to answers of our respondents we discovilnratd70% of surveyed students
established their first account before startingirtlodllege studies. Since the loyalty of
students to the bank is considerably high — 86%tudents stay with the same bank since the
very beginning, it is important for bank institut® to win young people at the very
beginning, when they open their first account.

Among others, one of incentives of the questioraias to find out how well students
know their account. For this purpose we processethdr only customers of Slovenskéa
sporitdna who perceive their account as more advantageocsnparison to other offers on
the market. Further we studied whether studentsvkwbat is included in their package
account by comparing their answers on a multipleicghquestion to a stencil elaborated in

advance for this purpose. Our investigation fourat most of students do not precisely know
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what services they have included in their accoanly 2 out of 36 respondents labelled all
services right. We indentified where the biggessdnances in marketing communication are:
awareness about regular contests and special @ispos students (92% of respondents are
not aware), withdrawals abroad (61%) and 58% ddknotv they can use SMS notifications
free. It is surprising, that also financial factéingt we evaluated by respondents as those of
the highest importance do not prove a sufficienar@mess among students. This kind of
identification of the most critical paucity of fdmeowledge among customers processed for
any bank, if there is a sufficient amount of daspondents. If we align the lack of
foreknowledge to the fact that marketing activitisach as advertising were t as the least
influential source of information, we would suggé&itSP to contact students directly to
communicate them what benefits they can use, preugh mass SMS or mass email. This
should be also important if any change occurs ént#riff policy of the bank, because anger
from not informing clients about such changes enidied as one of the most common reason
for the change of bank in a following questiontté guestionnaire.

Since we discovered that 70% of students openedfils® account relatively long time
ago as high school students, our proposal for &PSs to communicate all changes and new
opportunities to inform mainly long-term customeriso did not need these services in their
teenage age and who do not feel a need to refresh information, but would probably
appreciate these services now. If they have thesviedge, they can become also effective
channel of communication to attract even more custs, since we discovered in a different
guestion that the word of mouth and advice of fieers seen as a very influential factor and
source of information in decision making processr Questionnaire also detected a rising
influence of friends and slightly decreasing, biiit snportant, influence of relatives when
choosing a bank/product. The advice coming out fresults on references as a factor of
decision making for banks is to treat every clwith respect and to his/her best satisfaction,
because he/she might be a friend or relative ofpthtential client. Also banks can help to
spread a positive word of mouth by an advertisiagngaign challenging satisfied people to
tell their friends.

Prestige of a bank and its financial stability wesluated as important by 69% of
respondents. Although financial stability is nog thmatter of marketing and we are aware it is
a long term process of image creation, it can be déclared to public, p.e. by promoting of
the relation with a strong partner, mother compatty. Therefore banks that are evaluated
positively by p.e. rating agencies should includis imessage into their advertisements, to

build their image and enhance public opinion.
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Marketing activities to attract students, such asedisement, presents, bonuses,
contests and discounts for shopping are important38% of respondents, however we
revealed that the level of foreknowledge aboutdhedivities, especially in the case of SLSP
is piteously low. Therefore we would advice banks drganize such activities p.e. in
cooperation with high schools and universities & gloser to actual and also potential
customers. Considering the most efficient souodesformation about the offer of individual
bank products, number one is official webpage ef bank here. Some banks provide only
very brief information here and looking for detdilsformation among documents publicly
accessible is an exacting process. However, sontbeofi, p.e. SLSP, OTP banka, Dexia,
offer on their webpage a link that will divert dants to a special address, developed
specially for them to provide a complete informat@bout the account and moreover extra
information about contests, activities, attractiotiscount, special offers etc. The design is
not as serious as an original bank webpage in attiect students more. We would definitely
suggest also other banks to follow this strategcabse neglecting this area can lead to
strengthening the position of competitors. News antine articles were also labelled as
probable source of information by majority of stotde When checking these articles we
discovered that some products for students of albamks are usually omitted in article
overviews and comparisons (p.e. PoStova banka,apeWe suggest these banks contact
authors and issuers, press on them to include grettucts and cooperate with them in a

future.

3.2 Evaluation of practical limits and disadvantages okach approach

Each of these approaches is brings it own advastagé disadvantages. Most of their
disadvantages are resulting directly from theiuagsions, their beliefs and overall point of
view and therefore have been a target of criticinmrepresentatives of an opposite view.
Positivists blame interpretivists for providing Roonsistent results, which cannot be
measured and confirmed. The interpretive and padtmmo perspectives argue that
“‘consumers can only be fully understood as toedjtthat is, “holistically”. For example, the
interpretive perspective is strongly associatedhhite use of naturalistic methods of inquiry
that attempt to get as close as possible to therexees- lived by consumers” (Gabriel,
1990, p.570). The primary source of such discussdhe fact that they each approach tries

to evaluate the other by its own principles.
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Disadvantages and limits of positivist approacltaasumer research resulting directly
from its axiology, ontology and epistemology isttharies to identify patterns of behaviour
without explaining them. p.e. when we evaluatediastjonnaire about bank products in the
earlier chapter of this paper, our results reve#tatl students do not know much about their
own account and services included in it. Howewemfthe questionnaire we were not able to
identify a reason of this lack of foreknowledge.tBanks to positivist approach we could find
the problem, identify the drawback, but we couldhlbedly able to provide some suggestions
on improvements without identifying the reasonto$ tiow rate of foreknowledge. A deeper
study, most favourably in-depth interview or fogusup would be needed to look for the real
cause of the problem.

Another limit of positivist paradigm is that it do@ot provide as deep and rich study in
comparison to interpretivism. Rather than focusamgquality is focused more on quantity,
reliability of generalizability of findings. Thateems natural, if we seek to identify the
patterns of consumer behaviour, but this way comssrare understood as not individuals
beings, but are perceived as rational, robotic deeimaking their decisions and living their
lives according to some behavioural patterns. €sith on positivism is also associated with
the problem of induction. Induction is used by pigHts to provide p.e. prediction, however
the problem of induction express, there is no ptbat if something happens always it will
also happen in the future. However for the purpafsearketing the prediction of consumer
behaviour is essential issue and positivism thatiges a chance to predict phenomenon.

Taking into consideration assumptions of interpistiapproach and our finding in the
focus group, we can say that the main limit of sadigm for consumer research, which is
identical to its assumption, is not generalizapiliof findings. Firstly, number of
respondents/participants is essentially too lowosdly it is against the overall rules and
principles of positivism, because every persoroiss@ered as individual, subjective, holistic
being. When conducting an interpretive researckearchers may enter the field with some
general ideas and questions, but they do not kmmwmgh to specify a fixed design and must
rely on the assistance of informants. Meaning @peoatively developed.

The research design evolves as researchers imrtteseselves in the natural and
changing environment. (Ozzane — Hudson, 1989). Hhgses are generated during data
collection and analysis, and measurement tende ®&ubjective. In the qualitative paradigm,
the researcher becomes the instrument of datactiolle and results may vary greatly
depending upon who conducts the research (Weinréf296). Contrary to a strict adherence

to scientific protocol, interpretive data procegsiis based on reliance on the human
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instrument for generating “thick description” (Mayr— Ozzane, 1991, p.136). This is also the
reason why interpretative researchers may find tlesults challenged as invalid by those
outside the field of social marketing (WeinreicB98).

Based on previous paraphrases and descriptioreahtarpretive research we can now
understand why a professional experience in tHd &€ sociology/psychology/anthropology
is needed to conduct an interpretive research arixk table to interpret its findings. This is
also a considerable disadvantage of interpretapgroach.

3.3.Potential of approach combination in consumer reseah

Just like each approach brings certain limits ®ogtudy of consumer behaviour, it also
implies its own potentials and advantages. For bamy we can say that there exists an
inverse relationship between approaches. What iadaantage of positivism (p.e. ability to
generalize, ability to provide reliable and reptiEaresults) is at the same time a limit of
interpretivist approach, and vice versa, what pogential of interpretivism (p.e. validity, rich
content of findings, description of causal mecha)iss at the same time unattainable by
positivist approach to consumer research.

Although philosophers argue that combination ofrapphes into one research is not
applicable, because they are based on contradiatsymptions and perception of reality, by
our research we proved that using both approacbestudy the same phenomenon is
beneficial and enriching for the purpose of margtresearch. Our point here is, that
consumer behaviour is a multidisciplinary scienkteblends elements of social sciences,
psychology and anthropology, when studying humdrabeur, however, it incorporates also
elements of microeconomics. Coming out from thesgbates of consumer behaviour we
suggest that for such a multidisciplinary scienis® @ multiple approach to research should
be appropriate. Therefore we suggest studying ten@gmenon of consumer behaviour by
applying both, positivist and interpretivist appcbaso that they can enrich and supplement
each other. The way this combination of approaclaaswork we will declare on an example
of previously mention insight into consumer behaviof college students choosing and
managing their bank account.

Further in the chapter will explain what limits ammbtentials we can define for
interpretivist and also positivist approach, coming from the focus group discussion we led
with students and the questionnaire. Previouslyewaluated each branch of our survey

separately, now we will outline how their findinggn supplement each other.
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The crucial finding considering this discussion weat none of participants took part in
the initial decision of choosing their first ban&caunt. It was the decision of their parents
only, they explained, they were too young to makkeeaision of this character. However it is
interesting that our questionnaire did not reveadhsinfluence of family, although 70% of
respondents opened their first account at the tinieir high school study. Here, we can
define one limit of positivist approach. Positivigasumes that each factor of influence can
be separated, thus evaluated individually. Moreayws was a required question of the
guestionnaire that basically means that also stadeho did not take part in deciding about
their first account were supposed to evaluate éactior influencing their decision. Yes, this
has no sense. And therefore we can define an iapgobtential of interpretivist approach. If
the focus group was performed in advance to questioe, we would design some of the
guestions totally different, on the basis of firgliof the focus group. For example, taking into
consideration only previously mentioned problem, weuld not ask on influences of
decision-making factors, but we would firstly askhie respondents took a part in the decision
making. If not, it is useless to ask him/her abdiuences, therefore we would orientate
guestionnaire to a completely different directigne. it would be much more effective to
study factors influencing decisions of parents wpen account for their children. Since our
guestionnaire revealed a considerably high rateyaity to the first bank where account has
been opened, we can say that it is critical for mamtial banks to attract attention of parents
who play an important role as decision-makers. Moee, some commercial banks, p.e. Tatra
banka do provide free account only to children vehparent has account in the same bank.
We would advise these banks to reconsider thicpadiaking into account a strong loyalty of
clients and importance of children as potentialfetcustomers.

Focus group also revealed what services are ofjarnmaportance to students, such as
ability to solve problems promptly and accessipitift ATMs. We did not endeavour to study
importance of these factors in connection to custosatisfaction, therefore we are not able to
generalize its importance right now. However we appreciate the added value of the focus
group it was led before designing the questionntsedf. If we had another chance to built up
a new questionnaire we would include a questiode@rmine the most valued services for
the target group. And this is also the potentiat@inbination of approaches to the research.
Interpretivist approach is able to give some ideaseal information unknown to the
researcher through deeper understanding, so he/ghée able to find out which parts,

incentives, motivations and patterns of consumdrabeur are worth studying later by
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positivist approach in order to generalize findiragsl craft the mosappropriat marketing
program targeting the chosen segme

After applying the two approaches to study studeontssumer behawur, we are now
able to say that similarly to the added value thigrpretivist approach bringo the positivist
one, also a vice versa process is beneficial anidnémg the overalresearct The message of

our practical recommendations and implicationgessed in the following chart (Char.

Chartl: Practical model proposing positivist anénpretivist approach combination

consumer behaviour research

Positivistapproach

ability to examine causal relationship, test hypothesis, predict
phenomenon, find drawbacks

If researcher/marketer is not familiar with the subject and/or
object observed (p.e. he/she have never used the promoted
product, he/she is from different social background than
members of a target group

if positivism fails to provide results applicable for practice, p.e.
research did not prove the hypothesis, or p.e. research found
causal relationship, identified drawback, but cannot explain

the reason of its existence, thus cannot design proper
marketing program

~

[
/ 4
N / ’
\

Interpretivist approach

Interpretivist approach

through deep understanding researcher becomes familiar with the
perceptions, opinions, experiences and attitudes etc., influencing
consumer behaviour of a target segment, he/she seeks for hypothesis,
seek to identify causal mechanism, reason of existence of a causal
relationship and existence of behavioural pattern

through deep understanding researcher looks for alternative hypothesis,
seeks to identify causal mechanism, reason of existence of a causal
relationship and existence of behavioural pattern

L,
" 4
' 4
4
N 4

Positivist approach

4

Positivist approach

researcher can test newly constructed hypothesis, check whether
reliable findings on consumer behavior discovered with interpretivist

researcher can test newly constructed hypothesis, check whether approach can be valuable for marketing purposes, whether patterns,
reliable findings on consumer behavior discovered with interpretivist attituded, opinions, influences etc. are spread widely amon target
approach can be valuable for marketing purposes, whether patterns, population
attituded, opinions, influences etc. are spread widely among target I
sopubnc?n 7
4
V4
/
4 4
/// ’ 4

‘ Marketing program Marketing program

Source: own elaboration according to own rese

We will declare our argumes, based on our findingeat were displayed in the chap
Evaluation of the questionnaire. For instance,gqhestionnaire results indicate that there
very low level of foreknowledge, students do not hauéficient information about their ow
account, thus we doubt they are able to comparéupts offered by banks and make sc
opinion on it. We studies this lack of information an example of studer customers of
SLSP, and we were looking for possible reason, bglyaing the sample according
perceived satfaction with own account or the level ollf-financing. However, none ofese

sample characteristics agred to be in some relation to the level of foreidealge. If we
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really want to understand what is behind this pgohlan interpretivist approach to consumer
study would be more appropriate. Through in-depterview or focus group with students
we would be able to grasp deeper understandindiatdut what is the reason behind their
ignorance. The interpretivist approach is more appate here, because understanding their
opinions and experiences can give researcher a pegpective on the problem or its
explanation ant its prevalence we can later checkdsitivist approach. This sequence of
approaches is much more efficient than just gugssia reason of the problem and checking
its validity by questionnaire (other positivist metl) again and again.

The point we want to emphasize here is that inépst approach has a potential to
help the researcher to take into considerationilpidiises, opinions and experiences grasped
through deep understanding, it can moreover hetpthigain a new direction of the research
if he/she gets stuck and cannot move further, heweavithout a traditional, positivist
approach he/she will never find out how much asegame beliefs, patterns, influences, etc.
spread among the population. For the purpose oketiag research both approaches play an
important role. Interpretivist approach helps twdfnew ideas, reveal unknown opportunities
and thus makes marketers to benefit from it whesigiéng their marketing campaigns and
advertising, but without a traditional approach ke#ers would never be able to find out and
predict how successful will steps and changes irketimg be, and what impact they will
have on the whole target population.
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Conclusion

Positivist and interpretivist paradigm each entaitsexceptional insight into consumer
behaviour research. The aim of this paper was &duate potentials and limits of these two
methodological approaches. We managed to fulfilaaor thanks to studying and analyzing
each approach separately considering its theoré@cikground, but also practical implication
in the area of consumer behaviour of students &endtg of commercial banks. We evaluated
each approach, identified its limits and disadvgesaresulting from their philosophical
assumptions, but we also evaluated them on the bégindings that each of them was able
to reveal considering the studied phenomenon, stadeonsumer behaviour. We analyzed
the foundations and differences of positivistic amtdrpretative research in order to be able to
properly exploit each approach in the manageriatfme. One of our partial aims, to detect
influences and motivations behind students” deeisimking when choosing a bank and
product for their personal finance was followeditplementing two studies, each following
principles of different approach. When evaluatingd anterpreting results of these two
branches of our research we crafted and suggelsie@d@ncrete solutions for enhancement of

marketing activities of commercial banks targeting segment of college students

Moreover, we also managed to reveal and express avbahe potentials and benefits
of combining positivist and interpretivist approaeind we suggested when and how they can
be combined in consumer behaviour research andrel a model for practical managerial
implication. It might seem ironic, but we designdgds model on the basis of backward
criticism of our own research in the phase of tesyithesis. Thanks to the fact that we were
conducting the focus group and designing the questéire form simultaneously and we
processed and evaluated their findings separatedy,could identify practical limits and
potentials of each approach. Later, when we condptire results in the synthesis phase we
found these approaches tend to supplement each b#wause where one approach fails to
provide results applicable for practice of mark&téne other can help, thus we developed the
model. This model indicates the most favourable lwaation of approaches for the practical

use within the field of consumer research.
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Enclosure 1: Promotional materials of chosen acsoion students
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Enclosure 2: Promotional materials of chosen aativifor students
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Enclosure 3: Video record — focus group
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Enclosure 4: Questionnaire form — Marketing surgeypank products for college students

Marketing survey on bank products for college studets

Dears students,
As a students of Economic Faculty UMB | devote nifyteea research in the sphere of consumer beha¥ior
students when choosing and managing their persimaalces in Slovak commercial banks. This way, ulek
like to ask You for cooperation by submitting thisort questionnaire. Is is aimed for graduate stisdeho
manage their account in one of banks operatingl@va® market. Filling in the form will take You
approximately 6 minutes. The questionnaire is amag, thus You can answer truly and spontaneolsly.
highly appreciate the time and effort You devotghis questionnaire. THANK YOU
1. Choose Your gender: *
man
woman
. You are a students of: *
1st degree
2nd degree
3rd degree
. In what proportion do You cover your own expencs? *
| pay all my expences myself from my own
| pay the majority of my expences
| pay approximately half of my expen
a majority of my expences is covered by my parents
all my expences are covered by my parents
4.which package of services / in which bank do youse? *
(in case You use more of them, choose the one ¥eunore often)
SPOROZziro vysokoskolak / Slovenska spdiide
Young Balik 26 / Unicredit bank
otp READY konto / OTP banka
Index / Volksbank
Start konto / VUB banka
Tatra Personal Academy / Tatra banka
CSOB Studentskydet FUN Get /CSOB
Index Extra / Volksbank
Tatra Personal Young / Tatra banka
Axion /Dexia banka
Postkonto Junior / PoStova banka
nevyuzivam vyhody Studentskéhétull
Your first personal account ﬂ
(in case You use more personal accounts, congidesrie You have been using for a longer period)
5. When did You open your first personal account? *
i during the high school studies (or before startirggcollege)
[ during the college studied
o. Which factor were important at the time of Ydiust personal account establishment? *
(label the influence of individual factors: 1 —imfluence, 5 — very high influence)
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2 —low 3 — medium 4 — high 5 — very high
influence influence influence influence
Amount and attractiveness c[ i i i
services included
Price of accoul o o o i
Prestige & financial stabilit = i i i
of the bank
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Overall impression from the [2 i e e
bank — attractive buildings/

interier, atmosphere,

individual and professional

attitude etc.

References and experiencesgs

family

References and experiencesgs

friends

Marketing activities of the [
bank, advertisments, presents,
extra benefits for
students(clubs, discounts,
contests, etc.)

Bank accessibilty (distance C C C C
from home/school etc.)

Others (please, fill in what other factors wereadfigh influence when opening Your first
personal account)

]—

i Your actual personal account ﬂ
(in case You use more personal accounts, congidesrie You have been using for a longer period)

7. Have You ever considered the change of a bank efe you have Your personal account? *

E yes

0 no

...It yes, what was the reason?

8. Have You ever actually changed the bank where Yichave Your personal
account? *(except for automatic transformation whermerge of banks, change of
business name etc.)
[T yes
0 no

... yes, what was the reason?

9. How do you evaluate your account in comparisorotalternatives offered to students
by other commercial banks? *(in case You use mongersonal accounts, consider the
one You have been using for a longer period)
it is much more advantageous

it is more advantageous

it is comparible

it is less advantageous

it is much less advantageous
| cannot compare

slefelelelc

10. Choose, what benefits You can enjoy with Yourdmk for free : *(choose services
you can use in your personal account package freé charge!)
0 EUR openning fee and simultaneously 0 EUR minindemosit
unlimited amount of withdrawals from own ATMs
all SMS notifications, for every transaction
account statement on email daily free of charge
egular contests for “attractive” awards
discounted withdrawals abroad
management of account free of charge

7117171717
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If You coul make Your decision today?

11. If You could make Your decision about the cho&of Your personal account/Your bank, what
factors would be important to You?* (label the influence of individual factors: 1 — no influence, 5 —
very high influence)

1-no 2 —low 3 —medium 4 — high 5 —very high
influence influence influence influence influence

amount and attractiveness i i i i

services included

price of accour E r r E

Prestige & financial stabilit = i r r i

of the bank

Overall impression from the [ i i i i

bank — attractive buildings/
interier, atmosphere,
individual and professional
attitude etc.

References and experiences=
family

References and experiences
friends

Marketing activities of the [

bank, advertisments, presents,

extra benefits for

students(clubs, discounts,

contests, etc.)

Bank accessibilty (distanc = i E E i
from home/school etc.)

Others (please, fill in what other factors weredfigh influence when opening Your first persoraicant)

12. If You could make Your decision about the choi of bank that will govern Your finances, where
would you look for information? * (label according to preferences: 1 — definitely no, 5 — definitelygs)
1 — definitely 2 — probably Maybe yes, 4 — probably 5 — definitely

no no maybe no  yes yes
Official webpages of ban = i r r i
Informative brochures ¢ E i E E i
banks
Personal visit for the purpo: = i r r i
of market survey
From the marketing campaigp? [ [ [ [
/TV shots, ads in magazines
etc.)
From news and online atricleg | i i |
comparisons and forums on
this topic
I would ask friends on the = i E E i

experiences
Other (fill in where elsewhere You would look fefermation about products of individual banks)

Qterfin

******F I N | S H******
Thank You for Your tame, the reward is the goodifigethat You helped someone. :-)

Submit
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