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DISSERTATION ABSTRACT

BANK MARKETING INFORMATION: COMPARATIVE ATTITUDINAL 

ANALYSES OF BANK CONSUMERS AND BANK EXECUTIVES

The bank consumer is  an in tegra l part o f the market process o f 
the banking industry. Improved knowledge and information about the 
bank consumer is  a necessity in  a rap id ly  changing society. By study
ing the market process o f the banking industry and by emphasizing the 
ro le  o f modem day consumers in  th is  process, marketing action can 
elim inate some miscalculations leading to  goods and services where there 
is l i t t l e  consumer in te re s t. Consumer-oriented marketing also assists 
in  the determination of goods and services tha t are o f in te rest to the 
consumer and tha t could be p ro fita b ly  implemented, but are not currently  
provided by the banking in s titu tio n s .

The purpose o f th is  study was to develop comparative a tt itu d in a l 
analyses to provide the banking industry w ith  information fo r maximum 
f itu re  development. The a ttitu de  research was designed to assist reg
u la ting  agencies, chartering groups, and bank management w ith  a spec ific , 
documented, consumer-oriented foundation fo r e ff ic ie n t and e ffec tive  
action.

A theo re tica l examination o f the banking industry was made to 
determine whether consumers' a ttitudes were related to the competitive 
market s tructu re , to  product d if fe re n tia tio n , and to the development 
o f d if fe re n t ia l advantage. This theoretica l foundation suggested that 
there was a relevant re la tionsh ip .

To generate the relevant and re lia b le  a ttitu d in a l information 
needed by the banking industry, and to  structure th is  information in to  
an understandable configuration, the fo llow ing general hypotheses were 
proposed;

There are no s ig n ifica n t differences in  the a ttitudes 
o f p riva te  household consumers, commercial consumers, 
bank presidents, and bank o ffice rs  toward th e ir  o v .t l  

bark, other banks, and the ideal bank w ith respect to 
( I j  convenience, (2) location, (3) advertising, (4) bank 
o ff ic e rs , (5) service, and (6) the to ta l bank.

Information fo r  analysis was acquired through five-hundred and 
th irteen  personal interviews in three Oklahoma c it ie s . There were four

Xlll



groups o f respondents; p riva te  household consumers, commercial consumers, 
bank o ffice rs , and bank presidents. A ll calculations were at an .05 
level o f s ignificance.

The s ta t is t ic a l methodology employed in  the a ttitu d in a l analyses 
was a 4 X 3 fa c to r ia l experiment having repeated measures and unequal 
sample sizes, and using a two-way analysis o f variance. A ttitude  p ro file s  
were constructed from the mean scores fo r each respondent group by 
bank class, concept, and scale.

The a ttitu d e  p ro file s  and the s ta t is t ic a l analyses illu s tra te d  
that consumers and bankers have important a tt itu d in a l differences.
These differences provide an in i t i a l  information base fo r  improving 
the co.isumer-banker interface in  the banking industry. Further market 
research of the bank consumer based on th is  in i t i a l  evidence could 
provide more p ro fita b le , spec ific  programs and po lic ies fo r  banks and 
banking.

XIV



- BANK MEETING INFORMATION: COMPARATIVE ATTITUDINAL

ANALYSES OF BANK CONSUMERS AND BANK EXECUTIVES

CHAPTER I 

INTRODUCTION

Banks have reached a period in  th e ir  development when they 

must adopt marketing in  i ts  f u l l  meaning and significance i f  they are 

to meet the many competitive forces o f today and the years ahead.^

The competitive forces w i l l  not be only from other financia l in s t i tu 

tions, but from the insurance and investment industries, as w e ll as
2

business corporations and the government i t s e l f .  Current lite ra tu re  

in  banking and marketing is  concerned w ith implementing marketing pro

grams in  banking in s titu tio n s . This concern is  re lated, in  p a rt, to tlie 

d if f ic u lt y  that theoreticians and bankers are having in  defining the 

actual market structure of the banking industry. In  addition, a few 

w rite rs  have become aware o f the apparent changes in  banlcing industry 

consumers.

Through studies of marketing processes and by emphasis on the 

ro le  o f modem day consumers, the banking industr}'' can develop a 

fomidation fo r improved marketing action. Consumer-oriented marketing

^Robert Lindquist, "Marketing Comes to Banking," Banking, 
(January, 1969), 41-43.

2
Lindquist, p. 41-43.



could elim inate miscalculations leading to products and services o f 

l i t t l e  consumer in te res t. Conversely, i t  can assist in  determining 

products and services tha t are o f in te res t to the consumer, and that 

could be p ro fita b ly  offered but are not currently being provided by the 

banking in s titu tio n s .^

Lack o f Relevant Marketing Information

When s ig n ifica n t information such as p reva iling  consumer attitudes 

and expectations in  a p a rtic u la r market area does not e x is t, decisions 

concerning product, service, and promotion are made in  an information 

vacuum.^ Bankers are constantly faced w ith  the problem o f how best 

to  a ttra c t and hold patrons. Decisions related to  th is  problem fre 

quently are made w ith  re la t iv e ly  l i t t l e  information regarding consumers' 

expectations and competitors' a c t iv it ie s .^

Part o f the movement toward consumer-oriented marketing in  

banking is  the establishment o f a consumer data base. A portion o f 

th is  information can be found through in te rna l research o f account 

changes, new accounts, and s im ila r areas. Some information can be 

determined only by consumer analysis. Specific aspects o f consumers' 

expectations and th e ir  responses to  various appeals are highly abstract

David Hamilton, "Marketing Science: Usefulness to  the Con
sumer," Science in  Marketing, ed. George Schwartz (New York: John Wiley § 
Sons, In c ., 1965), p. 40.

4
R. F. Kelly and R. Stephenson, "Semantic D iffe re n tia l: An 

Information Source fo r Designing R eta il Patronage Appeals," Journal 
o f Marketing, (October, 1967), p. 43-47.

5
K e lly  and Stephenson, p. 47.



and d i f f ic u l t  fo r  consumers to verbalize, but such information would 

provide s ig n ifica n t insight in to  the factors motivating choice o f bank, 

types o f service used, and s h ifts  o f banking connections.^

The lack o f relevant marketing information may be the resu lt 

o f regulatory supendsion. For example, bank examiners c r i t ic iz e  un

sound or risky  loans and investments, but these same examiners ra re ly  

c r i t ic iz e  a bank when i t  does not vigorously compete fo r  business or
n

when i t  does not adequately sen^e local needs, The guidance o f the 

various regulatory agencies appears to be toward in te rna l stockholder 

p ro tection  and not toivard external service.^

Changing Needs and Desires of Bank Consumers

In a dynamic business atmosphere, change is  the constant in

planning, organizing, and co n tro llin g  o f a c t iv it ie s .  Consumers are

changing and management's re spon s ib ility  becomes that o f an tic ipa tion ,

o f adaption, and o f innovation under conditions o f accelerating rates 
9

o f change. This requires an abundance o f knowledge about the needs 

and desires o f consuners and the expected changes in  th e ir  fu ture

^Tynan Smith, "Research on Banking Structure and Performance," 
Federal Reserve B u lle tin , (A p ril, 1966), p. 497.

7
Paul M. H o n 'itz , "Stimulating Bank Competition Through Reg

u la to ry  Action ," Bankin' Markets and Financial In s t itu t io n s , ed. Thomas 
G. Giles and Vincent P. Anilado (Homewood, 111.: Richard D. Irw in ,
In c ., 1971), p. 588.

^Horvitz, p. 388.
9
'W illiam  Lazer, "Competition, Innovation, and Marketing 

Management," Managerial Marketing Polic ies and Decisions, ed. Taylor 
Meloan, Samuel Smith, and John Vhcatley (Boston; Houghton M if f l in  Co., 
1970), p . 56.



demands. Certa in ly, research is needed to id e n tify  these demand trends.

The needs and desires of bank consumers have changed d ra s tica lly  

during the past few decades. Business organizations have become less 

dependent on banking's old-time mainstay, the short-term commercial 

loan. This independence has been the resu lt of the growth o f a lte r 

native c red it sources and o f commercial business consumers' a b il i ty  to

finance themselves in te rn a lly . Company treasurers put id le  cash quickly
12

to  work and keep demand deposit balances to a minimum. These changes, 

however, do not mean tha t commercial business consumers have reduced 

th e ir  ove r-a ll requirements fo r fin a nc ia l senmces. They have simply 

developed d iffe re n t, more varied needs.

Presumably, the private household bank consumer is  also chang

ing. One author states tha t, from the consumer's viewpoint, the two

most important areas fo r  continued change are the services offered
13

and the a ttitude  o f banlc management. Estate planning, c red it cards, 

special checking accounts, and other s im ila r sendees are no.v' common

place in  banks o f a l l  sizes. As the era of the cashless society rap id ly  

approaches, more convenient services, additional hours, and branch 

o ffices  are but a part o f the demand fo r  expanded banking services.

“ ®E.M. Johnson, "How to Measure Your Bank's Image," Banking, 
(December, 1969), p. 63.

John R. Bunting, J r . ,  "One-Bank Holding Companies: A Banker's 
View," Banking Markets d Financial In s t itu t io n s , ed. Thomas G. Giles 
and Vincent P. Apilado (Homewood, 111.: Richard D. Iiw in , In c ., 1971), 
p. 44

12
Bunting, p. 44.

13Johnson, p. 63.
14

Johnson, p. 63.



Determining the Level of Consumer Awareness

The determination o f a consumer's m\^areness and need-satisfaction 

processes is  re lated to  h is  a t t i t u d e s . V / h e t h e r  an ind iv idua l makes 

a purchase m i l  depend la rge ly  upon the a ttitudes he has toward the 

s e lle r , the sales personnel, and the product or service. Many authors 

accept the presence o f a predictive  re la tionsh ip  betnveen a ttitudes and 

ind iv idual behavior as important and relevant marketing information.^^

To plan e ffec tive  marketing strategy fo r  a bank, the leve l o f 

consumer awareness fo r  a given bank, and the consumer a ttitudes toward 

tha t bank must be kncnvn. This is  necessary fo r  two reasons. F irs t,  

d iffe re n t awareness-attitude d is tr ib u tio n s  can lead to qu ite  d iffe re n t 

marketing s tra teg ies; and second, such measurement determines the pro

gress toward sp ec ific  marketing goals.

Very few companies have been w il l in g  to invest in  an on-going 

marketing information s y s t e m . A t t i t u d e  research deals w ith  intangibles 

and may seem d i f f i c u l t  to ju s t i fy  monetarily. Marketing research is  

not inexpensive. However, the investment becomes reasonable when a 

bank recognizes the importance o f possible changes in  consumer attitudes 

and the value o f guides fo r  pred icting  consumer behavior.

^^Johnson, p. 64.

^^For example, see Henr>' Assael and George S. Day, "A ttitudes 
and Awareness as Predictors o f Market Share," Research in  Consumer 
Behavior, ed. David T. K o lla t, Roger D. Blackw'ell, and James J. Engel 
(New York: H o lt, Rinehart, and Winston, In c ., 1970), p. 258.

17
D.W. Tivedt, "How Does Brand Awareness - -A ttitude A ffec t Mar

keting Strategy," Journal o f Marketing, (October, 1967), p. 64.

18,Assael, p. 4.
19

Assael, p. 10.



The use o f market surveys would make possible a be tte r in tegration 

o f the processes o f production and consumption. Production, in  banking, is  

the in s ta lla tio n  o f new bank services and consumption is  the consumer 

acceptance o f the new s e r v i c e s . T h e  market survey would a llo if con

t in u ity  between these two processes which would otherwise be made on 

an indiscrim inate basis. An analysis o f a ttitu d e s , over time, would 

provide the bank management w ith  a consistent, tim e ly, and more specific  

consumer data base fo r  managerial decision making.

Previous Research

The research e ffo r t fo r  banks in  the marketing area has been

lim ite d , re la tive  to  research done in  other industries. A sampling

o f previous research includes the e ffo r t  o f B u tle r, who examined the
22

basis fo r  consumer selection o f a banking fa c i l i t y ;  K irk, ivho exam-
23

ined the opinions o f New Yorkers w ith  respect to  banking; Bogie,

\dio studied the public views on banking; and the lengthy Louis Harris
24

study fo r  the Fu ll Service Banks Foundation. In  a l l  cases the 

analysis o f the data was, in  th is  w r ite r 's  opinion, done in  an un-

20
Hamilton, p. 42.

21
L.R. B u tle r, "Customer Behavior Patterns at Bank Branches," 

Burroughs Clearing House. (October, 1969), p. 30-31.
22

J. K irk, "Customers Asked to  Judge Their Banks," Banking, 
(February, 1970), p. 68

23
W P. Bogie, "More Public Views on Banking," Banking, (March,

1970), p. 37.
24

Foundation fo r F u ll Service Banks, American Public 's View o f 
Bai^s and Bankers in  1970, Report o f a survey conducted by Louis Harris 
and .Associates, (Philadelphia: Foundation fo r  F u ll Service Banks,1970); 
Foundation fo r F u ll Sendee Banks, Community Opinion Leaders' Views o f 
Banks and Bankers in  1970,Report of a survey conducted by Louis Harris 
and Associates (Philadelphia: Foundation fo r  F u ll Sendee Banks, 1970).



sophisticated, often superfic ia l maimer. The results have usually- 

been presented only in  percentage terms, and, in  some cases, the research 

was directed toward the bank executive, disregarding the consumers' 

views on the same subject.

Marketing research, to  date, has not had a s ig n ifica n t impact

25on the day-to-day managerial a c tiv it ie s  o f bank management. The 

e ffo rts  o f various w rite rs  to warn o f marketing complacency have not 

been successful. Nor has the lack o f relevant marketing information 

been a major concern o f bank management, or o f the regulating agencies. 

The research done on consumer a ttitudes and awareness about the banking 

industry has not been complete or successful.

25
A general survey conducted by Donnelly and Ivancevich indicated 

that many banking in s titu tio n s  were not even conducting marketing research.



CHAPTER I I  

THE BANKING INDUSTRY

The puipose o f th is  chapter is  threefo ld . F irs t,  a b r ie f  exam

ination  o f the controversy and disagreement w ith  respect to  economic 

theory in  bank market structure is made. Second, the re la tionsh ip  

between economic theory and marketing as i t  applies to  the banking 

industry is  explored. Third, various reasons why comparative a ttitude  

research may be o f value to  the banking indus tr}'' in  reconciling economic 

and marketing theory is  indicated.

Bank Market S truct e

Analysis o f the market structure o f banking f i r s t  requires 

an e ffo r t  to  define the market structure. The range o f arguments runs 

from monopoly to  monopolistic-competition. The lack o f agreement on 

market structure may, in  some part, be due to whether one speaks o f the 

ideal structure , the ideal competitive goal, o r o f e ffic iency  in  bank

ing operations. The ideal structure o f a fa ilu re -p roo f banking system, 

i . e . ,  a system where no banking in s t itu t io n  ever defaults on i t s  ob

lig a tio n s , is  more compatible w ith the ideas o f monopoly. The ideal 

competitive goal is  more compatible w ith  the ideas included in  mono- 

po lis tic -com pe tition .^  E ffic iency in  banking operations, from the

^Franklin R. Edwards, "The Banking Competition Controversy," 
National Banking Reviev/, (September, 1965), p. 2.



view o f the consumer, is probably best achieved w ith complete competition. 

Complete and to ta l competition should mean lower prices (in te res t) idien 

borrowing, and higher prices (in te rest) ivhen depositing in  a sa'vings 

account. Note, however, tha t e ffic iency  in  banking operations from 

the bankers' viewpoint could mean that w ith  fewer competitors the banks 

would be o f larger average size w ith  lower average costs, and, there

fore, they would be able to pro'vide more services. The confusion then 

becomes more pronounced because, presumably, more services are desired 

by the consuming public. An important conclusion is  th a t, "a judgment

has to  be made about the extent to  which diminished competition is
2

o ffse t by the benefits of lower costs."

An Apparent Oligopoly Industry

Because o f the necessary socia l adjustment o f diminished com

p e tit io n  versus lower cost bene fits , most authors agree tha t the banking 

industry 's  market structure is  an o ligopo ly.^ In evaluating bank 

performance and bank structure Fischer contends that i f ,  somehow, the 

number o f banks serving a p a rtic u la r community were doubled or even

'^Edwards, p. 2.

^Some authors supporting th is  pos ition  are; David A. Alhadeff, 
"Bank Mergers: Competition Versus Banking Factors," Southern Economic 
Journal, (January, 1963); Larry R. Mote, "Competition in  Banking: The 
Evidence," Innovations in Bank Management, ed. Paul F. Jessijip (New 
York: H o lt, Rinehart 6 Kinston, 1969), 452-443; Almarin P h ill ip s , 
"Competition, Confusion, 5 Comiercial Banking," Innovations in  Bank 
Management, ed. Paul F. Jessup (New York: H o lt, Rinehart 6 Kinston, 
1969), 387-401; Gerald C. Fischer, American Banking S tructure, (New 
York: Columbia U niversity Press, 1968).



4
t r ip le d , the loca l market would s t i l l  be o lig o p o lis tic .

Great care must be taken in  drawing conclusions about 
banking markets using conventional economic models, 
fo r  there is  no reasonable p ro b a b ility  tha t even the 
harshest regulation can o ffe r  the banking customer in  
most areas the opportunity to  enjoy the benefits o f 
pure competition; i t  can only present him w ith  the 
p o s s ib ility  o f facing another shade o f o ligopoly.^

A study by Holland compared (a) market areas where the three 

largest banks had n in e ty -five  percent o f the deposits w ith  (b) areas 

where the three la rgest banks had only f i f t y  percent o f the deposits.^ 

Markedly d iffe re n t p ro fits , services to consumers, and banking perform

ance d id  not occur. Holland concluded th a t bank performance was not 

a ffected by the percentage o f deposits held by the three banks, and 

th a t the market structure was o lig o p o lis tic . Another study concluded 

tha t the market structure fo r  banks is  d e fin ite ly  o f an o lig o p o lis tic  

nature, but that the various forms o f o ligopoly are d ire c t ly  re lated to  

the ind iv idua l bank managements and personnel. The executives and 

personnel o f various ind iv idua l banks are most l ik e ly  the primary det

erminers o f the bank market structure fo r  a p a rticu la r community.

Assuming th a t the basic market structure is  some form o f o l i 

gopoly, the actual maintenance o f product d iffe re n tia tio n  may become

4
Fischer, p. 362.

^Fischer, p. 362.

^Robert Holland, "Research Into Banking Structure and Competi
t io n ,"  ^deral^_Resgve_Bi^^ (November, 1964), p. 1391.

^Mote, p. 22.



very d i f f ic u l t .  Some years ago, Chandler stated tha t, "because of th is  

( d i f f ic u l t  product d if fe re n t ia t io n ) , bankers have entered in to  co llusive
O

agreements, to regulate not only prices but also nonprice competition." 

Chandler continues by quoting one banker as saying, "competition is  

carried on among the banks in  a fin e  s p ir i t  o f cooperation."^ Although 

these statements were made in  the la te  1930's and such practices are 

now e x p lic it ly  forbidden by law, the question remains: to  v,"hat extent 

have regulations by various agencies in  e ffe c t forced the industry to  

appear as a "cooperative" perhaps "co llus ive " system to the ultim ate 

consumer? Good banking practices today are often equated w ith  "q u ie t,"  

unobtrusive, nonprice forms o f r iv a lr y  in  the view of both bankers and 

the regulatory agencies.

Impeded Development o f an Optimal Banking Structure

Because o f the d if f ic u lt y  in  maintaining product d if fe re n tia 

tio n , and because o f the "q u ie t,"  unobtrusive, nonprice r iv a lry ,  the 

development o f an optimal banking structure , presumably, has been im

peded. A fu rthe r explanation fo r the lack o f development o f an optimal 

banking structure has been the widespread disagreement bebfeen agency 

economists and academic economists concerning the ultimate ends of

g

Lester Chandler, "Monopolistic Elements in  Commercial Banking," 
Journal o f P o lit ic a l Economy, (February, 1938), p. 21.

^Chandler, p. 22.

^^P h illip s , p. 399.



public p o licy  tcavard the banking s t r u c t u r e . S t u d ie s  have shoim three 

d is t in c t philosophies o f various groups w ith  respect to proper public 

po licy  toward the banking industry. The Comptroller o f the Currency 

desires a "balanced banking s t r u c t u r e . T h e  Federal Deposit Insurance 

Corporation (FilC) re lie s  on the "strengthening of competition doctrine. 

The Board o f Governors o f the Federal Reserve System seeks a "varie ty  

to banking ser.lces doctrine.

A l l  o f the above agencies have in  common th e ir  emphasis on the 

service advantage o f large banks, "ifhat is  perhaps most disappointing 

is  tha t the very bodies tha t have been given the broad charge o f look

ing at the banking structu re  as an organic whole and coming up w ith 

an improved design have construed th e ir  assignments quite narrowly.

In e ffe c t, these banking au tho rities , in  cooperation w ith other state 

agencies, a c tua lly  regulate the competitive structure o f the banking 

industry.

Although a l l  these agencies can ac tua lly  regulate the compet

i t iv e  structure , the degree of regulation va ries. The Comptroller o f

Larry Mote, "A Conceptual Optimal Banking Structure fo r  the 
United S tates," Banking Markets and Financial In s titu tio n s , eds. Thomas 
G. Giles and Vincent P Apilado, (Homewood, 111.: R.D. Irv in , In c .,
1971), p. 6; Larry R. Mote, "Competition in  Banking: The Issues," 
Innovations in  Banking Management, ed. Paul F. Jessup (New York: H olt, 
Rinehart d Winston, 1969), p. 431.

^& o te , "A Conceptual Optimal Banking S tructure," p. 4.

^^fote, "A Conceptual Optimal Banking Structure," p. 4
14

Mote, "A Conceptual Optimal Banking Structure," p. 4.

^Slote, "A Conceptual Optimal Banking Structure," p. 5.

B. Camp, "Maximizing Competition in  the Financial Market," 
Commercial and Financial Chronicle, (October 19, 1967), p. 1484.



the Currency gives the competitive factors a re la tive ly  small weight

in  th e ir  decisions. The FDIC and the Federal Resen'e Board place con-
17

siderable emphasis on po ten tia l competition in  th e ir  actions. A

fu rth e r dilemma arises because the U.S. Supreme Court and various state

Supreme Courts have emphasized the necessity fo r  a functioning compet-

18
i t iv e  system in  banking. A l l  o f the above groups, the courts and 

the various agencies, desire the best public  po licy  toward bank structure 

and competition. The question is :  the best fo r  whom?

The Marketing Concept

Alderson believed that the household as an organized behavior

system must be given special a tten tion  in  creating an ana ly tica l frame- 

19
work fo r  marketing. The household is  an operating e n tity  w ith an 

assortment of goods and assets and w ith  economic functions to perform; 

the consumer is  a u n it fo r  investiga ting  tha t can have very s ig n ifica n t 

economic and marketing im plications. Alderson's concept o f concentrat

ing on various consuming e n t it ie s , such as commercial business consumers

Andrew F. Brimmer, "Market S tructure, Public Convenience, 
and the Regulation o f Bank Mergers,”  Banking Markets and Financial 
In s titu t io n s , ed. Thomas G. Giles 5 Vincent P. Apilado (Homewood, 111.: 
R. D. Imsin, In c ., 1971), p. 402.

S. vs. Philadelphia National Bank, 374 U. S. 321, 357- 
558, (1963); Texas vs. A ir lin e  National Bank, 398 S. W. 2d 805, (1966).

^ \ r o e  Alderson, "The M a ly t ic a l Framework for Marketing," 
Marketing Classics, ed. Ben M. Enis and Keith K. Cox (Boston: A llyn  
and Bacon, In c ., 1969), p. 13.



and p riva te  household consumers fo r  market information, is  a key to 

the understanding o f the marketing concept.

The marketing concept as a way o f th inking can be important 

to  both the ind iv idua l bank and the regulatory agencies. This concept 

is  a managerial philosophy concerned w ith  the m obilization, u t i l iz a t io n ,  

and contro l o f to ta l corporate e ffo r t fo r  the purpose o f helping con

sumers solve selected problems in  ways compatible w ith planned enhance

ment o f the p r o f i t  pos ition  o f the firm.^*^ The emphasis is  on the to ta l 

corporate e f fo r t ,  consumer problem solving, and the p ro f i t  position  

o f the firm . The marketing concept and marketing theory emphasize the 

consumer as the po in t o f o rig in  in  decision making. The contrast be

tween the philosophy o f the marketing concept and the possible non

consumer philosophy o f the regulatory agencies is  s ig n ifica n t.

U de ll’ s study, emphasizing the importance o f consumer orien-

21ta tio n , i l lu s tra te s  two important po in ts. F irs t,  in  today’ s market, 

nonprice facets o f competition occupy a prominent ro le . Second, the 

explanation o f the ro les o f nonprice competitive facets does not l ie  

so le ly  in  the structu re  o f the industry or the size of the firm , but, 

instead, p rim a rily  in  the nature of the product and its  market. Thus, 

the consumer and the bank’ s product, not the regulator)' agencies, are 

the determining factors in  a bank’ s marketing strategy.

? D  ■ •
Robert L. King, "The Marketing Concept," Science in  Market

ing , ed. George Schwartz, chapter 5 [New York: Wiley Publishing 
Company, 1965), p. 85.

21
J . G. Udell, "Hoi; Important is  Pricing in  Competitive 

S trategy," Journal o f Marketing, (January, 1964), p. 48.



Wasem has gone even fu rthe r when he states tha t banks "are
22

not even in  the service business." He suggests th a t, although we 

do not have a market fo r  bank services, we do have a market fo r  the 

services’ benefits . "A service is  only the vehicle fo r  a bene fit.

Nobody buys a checking account; he buys a w an t--sa tis fac tion , conven

ience, or some other bene fit, that does the most fo r him. In fa c t, 

a bank does not even furn ish the convenience; the best the bank can 

do is  make available the means o f convenience."^^

I t  has been suggested that there are three "key phases" to

24
keeping pace com petitively in  America's market place. The f i r s t  o f 

these phases is  the antic ipa tion  and sa tis fac tion  o f the needs and 

desires o f the market, as quickly as possible. Using only the guidelines 

o f the regulatory agencies and the courts, such an tic ipa tion  o f needs 

and desires appears impossible because the consumer is  l e f t  out in  the 

th inking and planning fo r  optimal market structure a c t iv it ie s .  The 

second phase is  the quick recognition o f market changes. I f  the con

sumer is  being le f t  out o f the th inking and planning fo r  banking in 

dustry improvement, prompt recognition o f market changes is  d i f f ic u l t .

The th ird  phase suggested is  the a b il i ty  to  be ready to  meet changes 

w ith  a corresponding s h if t  in  product or service. Again, to ta l con

sumer o rien ta tion  is  necessary.

M. Wasem, "Bank Marketing ’ Laws’ --What Appeals Really 
Work?" Burrou^s Clearing House, (February, 1969), p. 33.

^%asem, p. 33.

^ ^ .F .  May, 'T o ta l Concept o f Marketing," Advanced Management 
Journal, (A p r il, 1967), p. 20.



Evidence o f the Absence o f Marketing Philosophy

25A study published in  1967 suggests that the banking industry

made l i t t l e  use o f the s ig n ifica n t contributions o f the behavioral and

socia l sciences or the marketing concept. "The resu lt o f an absence

o f marketing philosophy at the functional level is  an in s u ffic ie n t or

misdirected e ffo r t  in  marketing research, v ir tu a lly  stagnant product

p o lic ie s , and too much fa ith  in  advertis ing ." Findings o f th is  1967

study suggest th a t the tra d itio n a l strengths o f banks-- authority ,

in te g r ity ,  and fin anc ia l expertise - -  actua lly  are perceived negatively
27

by some ind iv idua ls .

Banks have not re a lly  needed to  innovate, thus fa i .  The banking 

industry has had a captive consumer pub lic . As a re s u lt, bank advertis

ing has attempted to  promote banks generally, speaking in  vague terms 

about fu ll-s e rv ic e  and/or friendliness and re ly ing  on snappy slogans. 

These promotional e ffo rts  are couched in  terms quite understandable

to  a banker, but often o f dubious meaning to that same banker's con- 
28

sumers. In  contrast, the marketing concept philosophy means that 

w ith  knowledge o f consumers, p ro fita b le  innovation can occur in  a chang

ing socie ty. Further, a l l  people are not receptive in  the same degree

^%.H. Brien and J. E. S ta ffo rd, 'The Myth o f Marketing in  
Banking," Business Horizons, (Spring, 1967).

Brien and S tafford, p. 72.

^^Brien and Stafford, p. 74.
78

Robert W. Haas, "Marketing Concept Held Key to  'Less-Check 
Services’ , "  Bankers Monthly Magazine, (September 15, 1969), p. 38.



to  new ideas, nor in  the same terms. Marketing log ic  suggests tha t new 

approaches to consumer banking be tested on various market segments, 

not only fo r  the re ce p tiv ity  o f the new approach, but also fo r  i ts  

p ro b a b ility  o f p ro fitab le  success in  each o f the market segments.

Reconciliation o f Economic Theory and Marketing Theory

The e ffo r t  to  re la te  and reconcile the economic views and theories

o f the various agencies w ith modem marketing thought requires fu rthe r

examination o f the ideas o f Chamberlin and A ld e r s o n .B o th  Mderson

and Chamberlin were impressed by the basic heterogeneity and va rie ty  
31

about them. Both were interested tha t the world around them did not

conform to  the basic homogeneity assumed in  the economics o f perfect

and pure competition. Grether states tha t they were convinced that

"a theory should be developed whiich constitu tes a part o f the economic

theor/ o f the firm , and a theory that goes fu rth e r than merely consider-

32
ing economic va riab les ." Grether argues tha t th is  theore tica l devel-

33
opment can occur w ith  modem marketing thought.

29E. H. Chamberlin, The Theory o f Monopolistic Competition, 
5tli ed. (Cambridge: Harvard U niversity Press, 1947).

^^Wroe Alderson, Market Behavior and Executive Action (Home
wood, 111.: R. D. Im dn, Inc ., 19577! - 7

31
E. T. Grether, "Chamberlin's Theory o f Monopolistic Com

p e tit io n  and the L iterature o f M aiketing," Monopolistic Competition 
Theory: Studies in  Impact, ed. Robert E. Kuenne (New York: John Wiley 
S Sons, In c ., 1967), 507-528.

32
Grether, p. 326.

33
Grether, p. 323.



Consimer A ttitudes, Actual Market Structure, and 

Product D iffe re n tia tio n

Chamberlin stated, "anything vihich makes buyers p re fe r one 

s e lle r  to  another d iffe ren tia tes  the thing p u r c h a s e d .A lh a d e f f  

extends the argument by suggesting th a t product d if fe re n tia t io n  does 

not necessarily depend on a product’ s d is t in c tiv e  cha rac te ris tics , but 

on i t s  capacity to  sa tis fy  a consumer's wants.^ I f  the consumers do 

have d iffe re n t views o f the bank "product" and i t s  capacity to  s a tis fy  

th e ir  wants, the regulating au thorities  should have precise information 

about consumer a ttitudes and preferences. Approval or re je c tio n  o f a 

bank charter by the regulating au tho rities  m thou t th is  information 

may be a proper procedure, but i t  may also be a procedure tha t is  less 

than optimal in  deciding the competitive market structu re .

Examples o f pub lic  p o licy  decisions w ithout information on 

consumers' wants and needs are seen in  the various investigations carried 

out by the Comptroller's o ffice  and other bank chartering a u th o ritie s . 

The investigators appear to have focused on what is  best fo r  the com

p e tit iv e  banking structure and not on the wants and needs o f bank con

sumers. Consumers should be a more powerful force in  the deteimination 

o f market s tructu re  and product d if fe re n tia t io n .

^^Chamberlin, p. 8.

^^David A. Alhadeff, "Monopolistic Competition and Banking 
Markets," Monopolistic Competition Theory: Studies in  Impact, ed. Robert
C. Kuenne (New York: John iViley d Sons, In c ., 1967], p. 575.

^^Donald Jacobs, 'The Framework o f Commercial Bank Regulation:
An A ppra isa l," Innovations in  Bank Management, ed. Paul F. Jessup,
(New York: H o lt, Rinehart § Winston, I960), p. 408.



CHAPTER I I I  

IHE METHODOLOGY

The Research Question

I t  has been proposed herein that commercial banking is  an o l i 

gopo lis tic  industry and tha t regulating agencies and bank management 

ty p ic a lly  make decisions which perpetuate th is  o lig o p o lis tic  market 

s tructu re . Marketing theory, however, states that bankers should make 

decisions based on a sound, overa ll management strategy, which, in  

tu rn , is  based on th o ro u^  knowledge o f the consumer.

This research p ro jec t investigates the general question: Does 

a commercial bank in  an o lig o p o lis tic  industry ac tua lly  perform in 

compliance w ith  consumer wants and needs? The basic research involves 

a comparison and analysis o f the a ttitudes o f consumers and bankers.

Do bankers and consumers have d if fe r in g  attitudes toward convenience?

Do the consumers perceive bank advertising d iffe re n tly  than the bankers? 

Are there differences in  the a ttitudes o f consumers and bankers toward 

bank service? How do the a ttitudes  o f bankers and consumers compare 

on bank location, bank o ff ic e rs , and the to ta l bank? Do they agree or 

disagree?

The research in  th is  thesis should (1) be important to  the 

development o f a sound pub lic  po licy  toward the competitive structure 

o f the banking industry, and (2) provide a basis fo r  deterniining the 

consumer responsiveness o f banks.
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An e ffec tive  a tt itu d in a l comparison o f bankers and consumers 

required the formulation o f the fo llo id n g  hypotheses. They are lis te d  

below in  the n u ll form in  order to  fa c i l i ta te  s ta t is t ic a l analyses:

1. There are no s ig n ifica n t differences in  the attitudes o f 

p riva te  household consumers, commercial business consumers, 

bank presidents, or bank o ffice rs  toward th e ir own bank, 

other banks, or the ideal bank w ith  respect to convenience.

2. Hiere are no s ig n ifica n t differences in  the a ttitudes o f

p riva te  household consumers, commercial business consumers, 

bank presidents, or bank o ffice rs  toward th e ir  own bank, 

other banks, or the idea l bank w ith  respect to location.

3. There are no s ig n ifica n t differences in  the attitudes o f

p riva te  household consumers, commercial business consumers, 

bank presidents, or bank o ffice rs  toward th e ir  ovvn bank, 

other banks, or the idea l bank w ith  respect to advertising.

4. There are no s ig n ifica n t differences in  the attitudes o f

p riva te  household consumers, commercial business consumers, 

bank presidents, or bank o ffice rs  toward th e ir  own bank, 

other banks, or the idea l bank w ith  respect to bank o ffice rs .

5. There are no s ig n ifica n t differences in  the attitudes o f 

p riva te  household consumers, commercial business consumers, 

bank presidents, or bank o ffice rs  toward th e ir  own bank, 

other banks, or the ideal bank w ith  respect to service.

6. There are no s ig n ifica n t differences in  the attitudes o f

p riva te  household consumers, commercial business consumers, 

bank presidents, or bank o ffice rs  toward th e ir  own bank, 

other banks, or the idea l bank w ith  respect to the to ta l bank.



Ju s tifica tio n  o f A tt itu d in a l Analysis

A generally accepted d e fin it io n  o f a ttitudes states that an 

a ttitu d e  is  "an organization o f concepts, b e lie fs , hab its , and motives 

associated with a p a rticu la r ob ject."^  Mueller states th a t, "A ttitudes 

re fle c t the jjnpact o f more environmental factors than merely income 

change, and i f  complex combinations o f these factors have a bearing on 

spending decisions, i t  fo llo ifs  tha t consumer spending is  not wholly 

governed, nor w e ll predicted, by the tra d itio n a l financ ia l variab les." 

Brewster, Bruner, and White state tha t "a t the most general leve l, 

one's opinions or a ttitudes serve as mediators between the inner de

mands o f the person and the outer environment - -  the m ateria l, socia l, 

and most immediately, the informational environment of the person."^

O 'N eill found in  h is  analysis that a ttitude  research o ffers a 

p o te n tia lly  useful device fo r  explaining and predicting consumer be

havior. A knoivledge o f consic.rr a ttitudes may provide a sound basis 

fo r  improving products, redesigning packages, and developing and eval

uating promotional programs.^ The findings o f ji^sael and Day have

J. McKeachie and Charlotte L. Doyle, Psychology (Reading, 
Mass.: Addison Wesiey Publishing Co., In c ., 1966), p. 560.

2Eva Mueller, "Ten Years o f Consumer A ttitude Surveys: Their 
Forecasting Record," Journal o f the .American S ta t is t ic a l Association, 
(December, 1964), p. 916.

Bernard P ortix , "Psychological Concepts fo r  Consumer Research," 
Journal o f Advertising Research, (September,1966), p. 32.

^Harry W. O 'N e ill, "Pretesting Advertising With the D ifferen
t ia l  A ttitude  Technique,”  Journal o f Marketing, (January, 1965), p .24.



consistently demonstrated that the emotional dimension o f human beings 

is  s ig n ific a n tly  more e ffec tive  in  explaining variance in  market share 

than the aivareness or usage dimensions.^

A l l  o f these statements reinforce the importance tha t marketing 

analysts are placing on a ttitu d in a l analyses. M  analysis o f a ttitudes 

should be an e ffec tive  too l fo r  tes ting  the hypotheses in  th is  research.

The Semantic D iffe re n tia l

The too l chosen fo r  the measurement o f respondent a ttitudes 

was the semantic d if fe re n t ia l.^  This technique was selected because 

o f i ts  adap tab ility  to  marketing s itua tions, because i t  is  more eas ily  

understood by respondents when they are completing the survey, and 

because a great deal o f infoimation can be co llected in  a re la t iv e ly  

b r ie f  period o f time.

The semantic d if fe re n t ia l was developed by Osgood, Suci, and
•7

Tannenbaum in  the 1950's . I t  is  based on the assumption tha t the 

meaning o f an object includes some subtle d is tin c tion s  tha t are d i f f i 

c u lt  to  describe in  the usual way. Osgood recognized the wide d ive rs ity  

o f possible use o f th is  research to o l when he said that the "semantic

^Henry Assael and George S. Day, "A ttitudes and Awareness as 
Predictors o f Market Share," Research in  Consumer Behavior, K o lla t, 
Blackivell, and Engel (Eds.) (New York: H o lt, Rinehart, ^ Winston, In c .,
1970), p. 268.

6
Charles E. Osgood, George J . Suci, and Perry H. Tannenbaum, 

The Measurement o f Meaning (Urbana; U niversity of I l l in o is  Press, 1957),
7
Osgood, Suci, and Tannenbaum.



d if fe re n t ia l is  a very general way o f getting  a t a certa in  type of 

information, a h igh ly  generalizable technique o f measurement uhich 

must be adapted to  the requirement o f each research problem to  which 

i t  is  applied."^ This d iv e rs ity  o f use can be seen not only in  psy-
9

chological research but in  marketing research as w e ll.

The semantic d if fe re n t ia l is  an e ff ic ie n t means of ge tting , 

in  readily  quantifiab le  foim and in  large samples, not only the d irec 

tio n  but the in te n s ity  o f opinions and attitudes tcn'^ard a concept. The 

semantic d if fe re n t ia l helps to  quan tify  material regarding consumers ’ 

opinions, fee lings, emotional reaction , and to ta l a tt itu d in a l set 

th a t, too often, has been considered abstract, mysterious, and q u a li

ta tive . I t  fa c ili ta te s  the interview ing o f respondents who may not be

too a rticu la te  in  verbaliz ing th e ir  r e a c t i o n s . T h e  semantic d i f fe r 

e n tia l provides objective measurement in  th is  area wtiich has often been

8
Osgood, p. 76.

^For example, see W illiam A Mindak, "F it t in g  the Semantic 
D iffe re n tia l to the Marketing Problem," Journal o f Marketing, XX'v'" (A p ril, 
1961), 28-33; J. A. Mermis, "Salient Findings o f a Customer Survey,”  
Burroughs Clearing House, (August. 1970), 32-33; Laird E. Landon, J r . ,  
''Order Bias, the Ideal Rating, and the Semantic D if fe re n t ia l,"  Journal 
of Marketing Research, (August, 1971), 375-378, fo r  examples o f the 
semantic d if fe re n t ia l being used in  marketing research.

^̂ Mindak, p. 33.

F. Kelley and R. Stephenson, "Semantic D if fe re n t ia l:  An 
Information Source fo r Designing R eta il Patronage Appeals," Journal 
of Marketing, (October, 1967), p. 47.



12neglected in  favor o f gross subjective appraisals.

The semantic d if fe re n t ia l provides a comprehensive p icture  of 

the meaning o f a product. I t  is  a technique fo r  getting at the m u lti

tude o f factors vdiich go to  make up a brand, product, o r company image. 

Easily repeatable, the semantic d if fe re n t ia l can be used as a continuing 

measure sensitive enough to  note changes in  consumer reactions. Stereo

typed responses are avoided and allowance fo r  ind iv idua l frames o f re f

erence is  im p lic it .  The sheer number o f scales and concepts and the 

speed o f adm inistration encourage quick, "top-of-the-m ind," responses. 

Problems o f question phrasing, such as ambiguity and overlapping o f 

statements, are minimized.

Selection o f BiPolar A ttitude  Scales

The word scales used in  th is  semantic d if fe re n t ia l consist of

both sinple one-word adjectives and adjective phrases. Standardized

scales are supplemented by tailor-made ones to  help adapt the semantic

d if fe re n t ia l to  th is  p a rtic u la r research. Further modifications o f the

o r ig in a l fo m  as used by Osgood are the ideas o f b u i l t - in  contro l and

o f competitive analysis. The " idea l bank" class is  the control feature

13
and the "other banks" class is  used fo r  competitive analysis.

Scoring in  th is  form o f the d if fe re n t ia l is  the re su lt o f a

mark placed on one o f the seven line s  between the word pa irs o f each

12Jack C. Friedman and John W. Gladden, "Objective Measurement 
o f Social Role Concepts Via the Semantic D if fe re n t ia l,"  Semyitix D iffe r
e n tia l Techniques, ed. James G. Snider and Charles E. Osgood (Chicago: 
Aldine Publishing Company, 1969), 484-491.

^ ^ e  terms "idea l bank" and "other banks" w i l l  be developed 
la te r  in  th is  chapter.



scale. The lines between the word scales are numbered from one through 

seven w ith the number four denoting the neutral pos itio n . Number one 

represents a very close re la tio n  to  the le f t  adjective or adjective 

phrase, ;vhile number seven represents a very close re la tio n  to  the 

r ig h t adjective o r adjective phrase.

Selection o f C ities fo r  the Survey

The se lection o f the research c it ie s  was based on several factors, 

one o f which was the number o f banks in  a particu la r c ity .  C ities 

having a d iffe re n t number o f banks were selected because th is  may be the 

cause o f d if fe r in g  attitudes among consumer groups and among bank man

agement groups. Other c r i te r ia  were d iffe re n t population size, d if fe r in g  

geographic loca tion  and income d is tr ib u tio n , and varying proxim ity to  

larger metropolitan centers.

The c it ie s  chosen were Ponca C ity , Enid, and Noiman, Oklahoma.
14

There are three banks in  Ponca C ity , four in  Enid, and f iv e  in  Norman.

Id e n tif ic a tio n  o f Respondent Groups

Two bank management groups - the bank presidents and the other 

bank o ffice rs  - were interviewed in  each bank. Two groups w'ere used 

because i t  was th o u ^ t tha t the bank presidents may be more or less 

progressive and imaginative in  th e ir  tn inking than the bank o ff ic e rs .

This would be re flec ted  in  considerably d iffe rent a ttitudes in  the two.

The consumer sector also was divided into Pro component parts:

14
The l i s t  o f banks located in  each o f the three c it ie s  may 

be found in  Appendix A. In  addition , Appendix A contains tables 
l is t in g  the other c r i te r ia  used in  the c ity  selection process.



the commercial consumer and the p riva te  household consumer. Commercial 

consumers were generally defined as proprietorships, partnerships, or 

corporations.^^ The commercial consumer was distinguished from the 

priva te  household consumer because difference in  banking habits, needs, 

and a ttitudes toward banking would be important information.

Sampling Procedures

Information on bank management a ttitudes was collected through 

a census o f a l l  bank presidents and bank o ffice rs . With the help o f 

the Oklahoma Bankers Association, which provided a le t te r  o f introduction 

to  the banks, the census was conpleted w ith  l i t t l e  d if f ic u lty .

Because o f the size o f each o f the consumer respondent groups 

a sampling procedure was in it ia te d . C luster sampling was used fo r  the 

p riva te  household consumer sector. A c lus te r sample is defined as a 

simple random sample in  which each sampling u n it is a co llec tion , or 

c lus te r, o f e l e m e n t s . I t  is  an e ffe c tive  design fo r obtaining a 

specified amount o f information at minimum cost when the cost o f ob

ta in ing  observations increases as the distance separating the elements 
17

increases. Cost was a consideration here as the trave l time and 

distance between c itie s  and the cost o f each administered interview 

was substantial.

^^Further lim ita tion s  are detailed la te r  in  th is  section.

^^V illiam  Mendenhall, Urnian Ott, and Richard A. Schaeffer, 
Elementary Survey Sampling (Belmont, C a lifo rn ia ; Wadsworth 
Publishing Company, 1971), p. 120.

17
Mendenhall, p. 122.



Each c i ty  block in  the three c it ie s  was defined as a c lus te r

and numbered in  sequential order in  a serpentine fashion on a master

map. Once the sample size was determined (as w i l l  be explained la te r ) ,

various blocks were chosen using a table o f random numbers. Because

the number o f households in  each block was not knoivn, another random

number selection was used to designate which comer o f each block was

used as a s ta rtin g  location. A fte r specifying a possible maximum number
18

o f households per block, a th ird  use o f random numbers detemined 

the household to  sample in  that b lock. Thus, the interviewer was to ld  

to  go to a block numbered on the map and interview a p a rtic u la r house

hold. I f  no one capable o f responding was home, the household immediately 

adjacent (moving clockivise) was chosen u n t i l  a response was generated.

The population o f commercial enteiprises fo r  the study was 

defined as those commercial ventures advertising in  the Yellow Pages.

Two d is tin c t types o f commercial consumers were encountered: those 

enterprises se llin g  to  the general public (re ta ile rs ) and those enter

prises se llin g  to  other businesses (wholesalers). There is  a s ig n ifica n t 

lack o f information concerning ind iv idua l commercial wholesale enter

p rises. This information includes such items as sales data, cost of

18At the time o f the survey a possible maximum number o f house- 
'ds fo r  each c i ty  block was determined through actual f ie ld  in ve s ti- 

g"^.ion o f high density divelling areas in  each c ity .  In Enid a possible 
ma' ji.irni o f seventy households was determined; in  Ponca C ity  the number 
is  fo r ty ; and in  Norman the number is  ü\'o hundred.

^ ^ It is  recognized that use o f the Yelloi'/ Pages could introduce 
some bias by excluding some firm s. However, Southwestern B e ll execu
tives stated tha t any business enterprise w'as required to  pay a special 
business rate, and that a l l  businesses paying th is  rate are automatically 
included in  the Yellow Pages. Therefore, i t  was assumed tha t any bias 
would be inconsequential.



goods sold, and net income. In addition , there was a wide va ria tio n  

in  the to ta l number o£ people employed in  the commercial enterprises 

in  the c it ie s  selected fo r the study. Because o f these reasons, only 

those firms having r e ta i l  sales were included in  the sample.

Once the sample size was determined, a random number tab le  was 

employed to select the commercial enterprises to  be interviewed. The 

random numbers were applied to a l l  defined businesses u n t i l  the sample 

size was sa tis fie d .

Deteimination of Sample Size

Three items o f infoimation are required to determine sample 

size: the va ria tion  o f the cha rac te ris tic , the acceptable e rro r, and 

a specified confidence le v e l. The characteristics o f in te re s t are 

a ttitude s . Hcmvever, a ttitudes are not readily ameniable to  q u a n tif i

cation in  the s ta t is t ic a l terms necessary fo r  the determination o f sample 

s ize. Thus, proxy variables were used. The characte ris tic  chosen as 

the proxy variable fo r  the p riva te  household consumer group was house

hold income. Income was selected because th is  information ( in  estimate
21

foim) was available fo r  each o f the c it ie s  in  the survey, and because 

i t  seems reasonable to  assume that the household income cha rac te ris tic

By re s tr ic t in g  the sample to  firms having re ta i l  sales, another 
element o f bias was recognized. A cursory examination o f the 1970 
Oklahoma D irectory o f Manufacturers fo r  the three c it ie s  in  the survey 
indicated that there were many lis te d  in  each c ity  having r e ta i l  sales. 
Therefore, i t  was assumed tha t th is  bias e ffec t would also be minimal.

21"Survey o f Buying Power," Sales Management Magazine, (June,
1971). This source has some lim ita tio n s , but is  the best cu rren tly  
available information.



w i l l  present a representative, consistent, and relevant basis fo r  the

determination o f the va ria tio n  o f household a ttitudes toward banks.

The proxy variab le  chosen fo r  the commercial respondent group was re ta i l

22sales because o f the a v a ila b il ity  o f such data ( in  estimate form), 

and because i t  seems reasonable to  assume that the r e ta i l  sales character

is t ic  w i l l  provide a representative and consistent determination o f the 

commercial consumer a ttitudes toivOTd banks.

Using th is  information, the mean and a standard deviation were 

determined fo r  the income characteris tic  and the r e ta i l  sales character

is t ic  in  each o f the three c it ie s .  The means and standard deviations 

were used to  calculate the coe ffic ien t o f va ria tion .

The c o e ffic ie n t o f va ria tion  takes the form:

V=_s__

X

where:
V = the co e ffic ie n t o f va ria tion  

s = the standard deviation

X = the mean value fo r  the p a rticu la r cha rac te ris tic .

By using the co e ffic ie n t of va ria tion  measuring the re la tive

dispersion o f the ch a rac te ris tic , we have a number that is  independent

o f the u n it o f measurement.

To a rrive  a t an appropriate acceptable e rro r, th is  question

was asked fo r  each o f the respondent groups: "How large an erro r in

the estimate (o f the p a rtic u la r characteris tic) can be to le rated  before

23the inference dram w i l l  lead to  the uTong action?" The ansiver was

^̂ Ibid.
23

Norris H. Hansen, W illiam N. Hunvitz, and W illiam  G. Madow, 
Sample Survey Methods and Theor\\ Volume 1, (New York: John Wiley and 
Sons, Inc ., 1953), p. 52. ^



d iffe re n t fo r  both groups. For the income characteris tic  o f the private 

household consumer group, a ten percent e rro r in the estimate could be 

to lerated. For the commercial respondent group a twenty percent error 

in  the estimate o f the r e ta i l  sales could be to lerated. More accurate 

resu lts were desired from the household group thus, the smaller e rror 

term in  the estimate.

The th ird  necessary ingredient in  the determination o f the 

saiiçile sizes was the specified confidence leve l. I f  an in te rva l is  set 

based on two standard deviations around the sample estimate, one can 

be f a i r ly  confident that X + 2<r_ w i l l  give a confidence in te rva l which 

is  correct n ine ty -five  percent o f the t i m e . 24 Therefore, a confidence 

leve l o f n in e ty -five  percent was seiccted.

Having determined the coe ffic ien t o f va ria tion , the acceptable 

e rro r, and the confidence le v e l, the sample size fo r  each o f the res

pondent groups could be calculated. Hansen, Hurwitz, and Madow state 

tha t when the population is  large re la tive  to  any size o f sample that

may be considered, the computation to  determine the size o f the sample

25needed takes on a fa i r ly  simple form. In addition, these same authors 

state that idien c lus te r sampling is  used and the clusters are enumer

ated completely, the sample size theory tha t applies to  simple random 

sampling is  applicable. Thus, the required formula is  the form;

^%ansen,et. a l . ,  p, 24.

^%ansen, e t. a l . ,  p. 128. 

26
Hansen, e t. a l . ,  p. 245.



N = X V  
" d2~

where,

K = number o f standard deviations associated w ith  a 
n in e ty -five  percent confidence level

V = co e ffic ie n t o f va ria tion

D = leve l of accuracy required.

Using th is  method, the sample size fo r  the two consumer respondent 

groups was c a l c u l a t e d . ^he resu lts  o f the calculations are shown 

in  Table I .

The Bank Classes and the Bank Concepts

For th is  research three broad classes o f banks were developed: 

"my bank," "other banks," and "the ideal bank." The my bank class 

draws out consumers' a ttitudes toivard th e ir  own bank. The other banks 

class was established to give an implied analysis o f competition. The 

ideal bank class v;as established to  give some ind ica tion of what the 

consumers' a ttitudes ivere w ith  respect to what an ideal bank is  or 

should be.

In  the se lection  o f concepts Osgood states tha t the investigator 

must use "good judgement" because o f the in f in i te  p o s s ib ilit ie s .^ ^  In 

exercising "good judgement," concepts ŵ ere desired tha t would allow 

fo r considerable ind iv idua l differences. I t  was assumed that th is  

would augment the amount o f information gained from a lim ited number

27
Hansen, e t. a l . ,  p. 128.

^ ^ e  actual calculations are shown in  Appendix B. 
29

Osgood, p. 77.



TABLE I

S A M P L E  S IZ E  FOR TW O  CONSUMER GROUPS IN  T H R E E  
O KLAHO M A C IT IE S  IN  O C TO B E R , 1971

C ity
Consum er Group

P riva te  Households C om m ercia l Business

Enid 58 47

Ponca C ity 202 33

Norm an 33 72

T O T A L 293 152

32



of concepts.

Bank chartering c r ite r ia  were examined and i t  was determined

that the s ix  major areas o f in te res t to  chartering agencies were also

o f primary in te re s t to  a comparison o f a ttitudes between consumers and

bankers. The Comptroller o f the Currency has as a basic guideline

the fo llo idng :

F ir s t ,  the general character and experience o f the 
organizers and o f the proposed o ffice rs  o f the new 
bank; second, the adequacy o f ex isting  banking 
fa c i l i t ie s  and the need o f fu rthe r banking capacity; 
th ird ,  the outlook fo r the groirth and development of 
the town or c i ty  in  which the bank is  to  be located; 
fo u rth , the methods and banking practices o f the 
ex is ting  bank or banks, the in te res t rates which they 
charge to  customers, and the character o f the ser
v ice  which as quasi-publie in s titu tio n s  they are 
rendering to th e ir  community; f i f t h ,  the reasonable 
prospects fo r  success o f the new bank i f  e f f ic ie n t ly  
managed; s ix th , the convenience and_̂ needs o f the 
community to be served by the bank.^^

A study on bank sidtching offered fu rthe r evidence about con

sumer reaction to  loca tion , service, and bankers' a ttitudes that gave 

supporting information to  the se lection o f the spec ific  concepts.

Further investiga tion  revealed th a t, although studies had been conducted 

on various aspects o f banking, there is  l i t t l e  so lid  quantita tive  ev i

dence as to  ivhat the bank consumer desi r e s . T h e r e f o r e ,  the fo llow ing 

s ix  concepts were selected to  be used in  the research analysis: con

venience, loca tion , advertis ing, service, bank o ffic e rs , and the

Siokes, "Public Convenience and Advantage in  Application; 
fo r  New Banks," Banking Law Journal, [November, 1957), p. 929.

^^"Bank Switching --  I'/hy I t  Occurs," Banking, (December, 1970),
p. S3.

32
Luther H. Hodges, J r. and R o llie  Tillm an, J r . ,  Bank Marketing: 

Text and Cases (Boston: Addison-Wesley, 1968), p. 244.



to ta l bank.

1. CONVENIENCE Ambiguity in  describing, de fin ing , and analyzing the 

convenience concept arises because convenience is  used to  describe 

many s itua tions in  banking. Inconsistencies in  the use o f convenience 

can be seen in  the th ink ing  o f various authors. Euston states th a t, 

"convenience is  the key word in  se lecting a s ite  fo r  a new bank pro ject; 

th is  means a s ite  w ith in  easy reach o f p o te n tia l patrons. I t  must 

also provide patrons w ith  enough space to  serve them quickly and e f f i -  

c ie n t ly ."  “ Contrast Huston's statement w ith  the fo llow ing by B liss 

who states tha t "consumers in  a s itu a tio n  where services are lacking 

w i l l  f in d  i t  'convenient' to  shop in  a la rger store to  get what they 

want, even th o u ^  i t  requires a longer and more arduous t r ip . " " ^

Further confounding the problem is  Cox's notion o f e ff ic ie n t congestion. 

He states, " re ta ile rs  have long done a l l  they could to encourage 

t r a f f ic  because t r a f f ic  means b u s i n e s s . I n  today's environment, 

the banks are becoming part of the suburbs, bu ild ing  new un its  or 

branches in  those states which permit branch banking. Thus, the bank 

s trives  fo r  more "convenience". I t  then advertises fo r  more business, 

increasing t r a f f ic  and congestion. These, in  tu rn , bring about a loss 

in  convenience.

F. Huston, "S ite  Selection fo r  New Bank. B u ild ing ," Banking, 
(October, 1967), p. 43.

34
Perry B liss , "Supply Considerations and Shopper Convenience," 

Journal o f Marketing, (July, 1960), p. 44.
7C

Reavis Cox, "Consumer Convenience and the R eta il Structure 
o f C it ie s ,"  Marketing Classic, Hnis § Cox (eds.) (Boston: A llyn  and 
Bacon, In c ., Ï969), p. 24.



Other authors inse rt the distance idea in to  the convenience 

concept. Kelley, fo r  example, says that "convenience is  composed o f 

time-cost elements, rather than purely sp a tia l consideration. High 

speed roads enabling consumers to  trave l fa rth e r from home on shopping 

tr ip s  are changing consumer views on distance. In our society o f auto

mobile-borne suburbanites, distance between metropolitan points l â l l  

increasingly be judged on a time basis, not a mileage b a s i s . W h a t  

seems probable is  that spreading neüvnrks o f improved highways and 

in tra c ity  thorou^fares w i l l  permit consumers to take s t i l l  more ad

vantage o f the f le x ib i l i t y  provided by automobile transportation.

This inconsistency and ambiguity lend support to  a statement o f Gelb 

and Stafford: "Convenience as a reason fo r  patronizing a bank is  jus t 

not enough."

2. LOCATION The concepts o f location and convenience often become

so intermingled tha t confusion is  substan tia l. The American Bankers

Association (ABA) l is t s  the fo llow ing tha t should be determined in

drawing the trading area: normal dra;dng radius, t r a f f ic  b a rrie rs ,

t r a f f ic  flow  patterns, driv ing  time, public  transportation routes and

38stops, population density, and competition. Included are items

^^Eugene J . Kelley, "The Importance o f Convenience in  Consumer 
Purchasing," Journal o f Marketing, (July, 1958), p. 36.

37
G. M. Gelb and J.E. Stafford, "Hidden B arrie r to E ffective  

Bank Marketing," Banking, (October, 1968), p. 75.

^^V illiam  H. Baughn and Charles E. b'alker. The Bankers Hand
book, (Homewood, I l l in io s :  Dow Jones-Iris'in, Inc .,  1966), p. 720.



normally re lated to  both convenience and location such as t r a f f ic  barrie rs 

and d riv ing  time.

A study by Bishop and Brown suggests tha t a signif:'.cant number 

o f consumers are subject, fo r  one reason or another, to some form of 

loca tiona l convenience while the remainder are p rim arily  sensitive to  

other market f a c t o r s . T h e  trading area guidelines of the ABA coupled 

i f i th  the study o f Bishop and Bravn imply tha t convenience has been a 

loca tiona l concept, but that market factors other than purely loca tion

a l aspects are becoming more important.

5. ADVERTISING I t  appears that most, i f  not a l l ,  banks judge th e ir

advertis ing 's  effectiveness from an a fte r-th e -fa c t position. A 1967

survey found tha t a few banks re ly  on coupon inqu iries  and increases

in  accounts or other services to  evaluate th e ir  advertising e ffe c tive -
40

ness; most o f the banks seem to avoid or ignore such evaluation.

In  addition , a more recent investigation  concluded that bank advertis

ing  was bank-oriented ra ther than consumer-oriented in  tha t the bank 

consumers were not surveyed or investigated in  an e ffo r t  to improve 

the promotional program. "The advertising agencies, i t  was apparent, 

had l i t t l e  to  do but to  translate the c lie n t 's  d irection  in to  a form 

in s ta n tly  recognizable by him as what he wanted.

R. Bishop and E. H. Brown, Analysis o f Spatial Shopping 
Behavior," Journal o f R eta iling , (Summer, 1969), p. 30.

^^"Suivey Finds Gap Bebveen Bank Execs' Ad B e lie f and Practice,' 
Advertis ing Age, (July 10, 1967), p. 54.

^^Gelb, p. 74.



The advertising concept is  in terre la ted w ith  the concepts o f 

convenience and location. Presumably, the primary advertis ing objective 

is  to  create demand fo r the bank's product over a generally large geo

graphic area. Thus, banks s tr ive  fo r  convenience and excellence o f 

location, only to  advertise to  consumers whose a ttitudes toward bank 

advertising are not known and who are geographically dispersed from 

the bank.

5. BAMC OFFICERS The attitudes o f the bank o ffice rs  d ire c t ly  a ffec t 

the bank consumers as they are a focal point of consumer contact. In 

th is  pos ition  the bank o ffice rs  can have a s ig n ific a n t impact on the 

re la tionsh ip  between the consumer and the bank. In add ition , the bank

ing competence o f the o ffice rs  is o f importance to  the regulating agencies.

6. TOTAL BANK The Total Bank concept investigates the attitudes 

toward the complete in s t itu t io n , enabling the respondents to give th e ir  

a ttitudes o f what banks are or should be.

Construction o f the A ttitude  Scales

The construction o f the a ttitude  scales followed close ly the 

work o f Osgood and Mindak. The emphasis was on f le x ib i l i t y ,  adapta

b i l i t y ,  and relevance to the research question. To achieve th is  

objective, many o f the scales were tailor-made; others were selected 

from l is t s  o f scales used in  other research, bhen a scale was chosen 

from other l i s t s ,  extreme caution was exercised to  ensure i t s  compe

tency to measure the concept under consideration. Sources fo r  the



scales included the l is t s  o f Osgood/^ B r in to n /^  Friedman and Gladden,

M in d a k ,a n d  K e rby /^  A complete l i s t  o f the scales is  in  Table I I .

To avoid any pos ition  b ias, a random procedure was used to

place the scales on the survey document. This resulted in  the adjective

having a favorable meaning never occurring consistently on the same

side o f the scale. .After completion o f the en tire  survey, th is  random

ordering required a special adaptation procedure to  elim inate cancelling
47

effects in  the s ta t is t ic a l analysis. The scales were recorded in  

such a way th a t a l l  "p o s itive " responses were to  the r ig h t ;  a l l  "neg

a tive " responses, to  the le f t .

The survey instructions were o f the same general form as those

developed by Osgood w ith  changes as necessar;'’ to  adapt the instructions

48to  th is  p a rtic u la r  study. In addition to  the instructions each sur

vey document had a cover sheet asking fo r  information from the respond

ent. This information included the respondent's bank, the bank loca tion , 

the respondent’ s category type, and a survey number a ffixed  fo r  control 

purposes. A copy o f the complete survey instrument is  in  Appendix C.

^^Osgood, p. 37.

43
James E. Brinton, "Deriving an A ttitude  Scale from Semantic 

D iffe re n tia l Data," S e m itic  D iffe re n tia l Technique, ed. James G. Snider 
and Charles E. Osgood (Chicago; Aldine Publishing Company, 1969).

^^Friedman and Gladden, p. 490. '^^lindak, p. 29.

^^J. K. Kerby, "Semantic Generalization in  the Formation of 
Consumer A tt i tu d e s ,"  Journal o f Marketing Research, (August, 1967), 
314-317.

47
The po s itive  or negative d irec tion  was determined by th is  author

48
Osgood, p. 83.



TABLE I I

A T T IT U D E  SCALES L IS T E D  BY C O N C E P T  A N D  N U M B ER

Concept
Scale

Num ber Attitude Scale

Convenience 1
2
3

4
5
6 
7

bad-good
u n im p o rtan t-im p o rtan t 
m ore im p o rtan t than se rv ice -n o t m ore  

im p o rtan t than service  
s u p e r io r -in fe r io r  
n e a r -b y -d is  tant 
d ifficu lt d rive -e a sy  drive  
easy to find parking sp ace -d ifficu lt 

to find park ing  space 
accessible -n o t accessible

A dvertis ing 9 should o ffe r  g im m icks-sh ou ld  not
offer g im m icks

10 skeptica l-be lievab le
11 ju s t so much a d ve rtis in g -re  a lly

outstanding advertising
12 frequently seen by you-in frequently

seen by you
13 unhelpful in  p lanning-helpfu l in

planning
14 in fo rm a tive -n o t in form ative
15 ads a ttra c t attention-do not notice ads
16 read-do not read

Service 17
18
19
20 
21 
22
23

24

exorb itant cost-reasonable cost 
ch eerfu l-so lem n  
progrès sive -backw ard  
e n th u s ias tic -h a lf-h earted  
im personal -pe rsonal 
good-bad
same as co m p etito rs-n o t same as 

com petitors  
open late o r  on Sat. is bad-open late  

o r on Sat. is good

39



II  (Cont.)

Concept
Scale

Num ber Attitude Scale

Bank O fficers 25 phony-not phony
26 p ess im is tic -o p tim is tic
27 u n frie n d ly -fr ien d ly
28 cooperative-uncooperative
29 r ig id -fle x ib le
30 pro fess io n a l-am ateu r
31 withdrawn-outgoing
32 p erso n a l-im p erso n a l

Location 33 not convenient-convenient
34 n e a r -b y -d istant
35 in fe r io r -s u p e r io r
36 inconspicuous -showy
37 adequate - inadequate
38 good-bad
39 im portant-un im portant
40 not m o re  im portant than s e rv ic e -  

m ore im portant than service

The To ta l Bank 41 u n fr ie n d ly -fr ien d ly
42 conform ing -nonconforming
43 followe r  -p ioneer
44 s u p e r io r-in fe r io r
45 commonplace -im aginative
46 in e ffic ie n t-e ffic ie n t
47 cooperative -uncooperative
48 offers m any serv ices -o ffe rs  few 

se rvices

40



Administration o f the Survey

A lim ited  p re test was conducted using respondents who were not 

in  the overa ll survey. The resu lts  o f the pretest indicated that the 

instructions were eas ily  understood and the b ipo la r adjective scales 

were not confusing. As has been pointed out by Kerby, a large number 

o f responses in  the neutral pos ition  may indicate redundancy in  the 

selection o f the s c a l e s . A s  there were few neutral responses in  the 

p re test, the scales were judged adequate to  measure the various respond

ent groups’ a ttitudes .

An estimate o f the time needed to  complete an interview was 

made by fig u rin g  the number o f items. An item, in  th is  study, is  the 

pa iring  o f a p a rtic u la r concept w ith  a p a rtic u la r scale. Each subject's 

judgment o f such an item provides a tt itu d in a l information. The number 

o f items on any form o f the semantic d if fe re n t ia l is  simply the number 

o f scales times the number o f concepts. Osgood states tha t the slow

est subjects can ra te a t least ten items per minute, and most come 

closer to twenty items per minute once they get u n d e rw a y .W i th  eight 

b ipo la r adjective scales fo r each o f s ix  concepts, th is  study has fo rty - 

e i ^ t  items fo r  each o f the bank classes fo r  a to ta l of 144 items in  

the survey. Using Osgood's estimate o f time a maximum o f fifte e n  min

utes was deemed s u ffic ie n t to complete the instrument.

Primary considerations in  se lecting interviewers were experi

ence in  working w ith  door-to-door research, e ffic iency, and effectiveness

49Kerby, p. 315. 

^OOsgood, p. 80.



While working with the Oklahoma Employment Commission in  the three 

c it ie s , i t  became clear that to  obtain people w ith these qua lifica tions 

would be d i f f ic u l t  and expensive. Another source was investigated, 

and seven men with experience in  door-to-door research and in  door- 

to-door se llin g  were found. These seven men had worked as a team in 

the f ie ld  the las t two summers and th e ir  appearance and a ttitude  con

vinced the author that they would indeed be e ffic ie n t and e ffec tive .

Specific tra in in g  was given in  interviewing the priva te  house

hold consumer and the commercial consumer. The general instructions 

and tra in in g  fo r  the interviewers began w ith  a review o f the survey.

The route to be follcrwed in  selecting a specific household or the com

mercial enterprise was explained in  d e ta il.  I t  was emphasized that 

phone responses were not to be used. Next, the statement o f introduction 

to  the ind iv idua l respondent was covered. Interviewers were instructed 

to  state that they were conducting research fo r R. C. Shades who was 

doing a study o f bank consumer a ttitu d e s , and that a national banking 

organization - -The Conference o f State Bank Supzr/isors -- was sup

porting  the research. Further, in  regard to  the household consumer, 

they were to ask the respondent in  a p os itive  manner i f  he or she was 

the household member who did most o f the banking. I f  the answer was 

a ffirm ative  the interviewer was to  proceed; i f  not, the interviewer 

was to  ask i f  the other person was home. I f  the major banking member 

o f the household was available, the survey was to be administered to 

that ind iv idua l; i f  not the ind iv idua l contacted was to be asked to  

respond. The interviewer would state tha t i t  would take only a b r ie f 

period o f time to complete the surv'̂ ey instrument and that a l l  replies 

would be kent in  confidence.



The in te rv iew ie r would then give the respondent a copy o f  the 

document and ask him to f i l l  in  the cover sheet and read the in s tru c 

tio n s . The interviewer stressed the need fo r  honest, tru th fu l re 

sponses and v e r if ie d  that the instructions were c lea rly  understood.

I f  needed, the interviewer encouraged the respondent to  move as 

qu ick ly as possible through the document.

The instructions fo r  the commercial respondents varied only 

s l i ^ t l y .  In  contacting commercial respondents the interviewer sought 

to  have the commercial enterprise owner, manager, or the ind iv idua l 

who made most o f the banking transactions complete the survey. The 

res t o f the ins truc tions were the same.

Both o f the bank respondent groups were asked to rep ly to  the 

document as a banker looking a t h is  own bank, other banks, and the 

ideal bank. The balance o f the instructions were as given to  the house

hold consumer and commercial groups. The census o f the bank presidents 

and bank o ffic e rs  was done by the author and not by the interview  team.

A fte r the survey was completed a l l  responses were recorded on 

punched cards fo r  processing. There were three cards fo r each o f the 

respondents w ith  each card shoidng the respondent number on the survey 

document, a c i ty  code, a bank code, and a code fo r  the category o f 

respondent. A l l  s ix  concepts were lis te d  on the three cards. The f i r s t  

card was fo r  the My Bank class; the second card, was fo r  the Other 

Banks class; the th ird  card, fo r  the Ideal Bank class. Each scale 

was numbered sequentia lly to correspond to a p a rticu la r card column.

The data generated by the four respondent groups were analysed 

in  tivo ways. An analysis to determine the mean score fo r  each respond

ent group on each o f the scales fo r  each o f the bank classes by c ity



and fo r  a l l  three c it ie s  in  to ta l was made. This information was placed 

on a "p ro f i le "  form to  provide a general "p ro file  p ic tu re " o f the 

a tt itu d in a l differences as suggested by M i n d a k .A l t h o u g h  no s ta t is 

t ic a l ly  s ig n ifica n t generalizations could be made, obvious differences 

and s im ila r it ie s  could be graphically depicted. The other data analysis 

was the s ta t is t ic a l tests o f hypotheses.

The S ta tis t ic a l Design

As one conducts research in  previously untried areas, i t  has

been suggested that the in te rest should be in  ind ica tion  procedures

52ra ther than conclusion procedures. The p a rtic u la r procedure used

here compliments the goal of examining various behavioral indications

through significance te s ts . I t  is  the resu lting  data analyses that

are important, not the p a rticu la r s ta t is t ic a l technique employed.

The f i r s t  pa rt of the analysis was tes ting  the hypotheses stated

previously, fo llo ifin g  the general outline  described by Winer^^ The

s ta t is t ic a l design was a four by three fa c to r ia l experiment having
54

repeated measures and unequal sample sizes. The procedure was a 

two-way analysis of variance.

There were several aspects o f th is  design tha t deserved con-

^ ̂ Mindak.
52

W illiam W. Cooley and Paul R. Lohnes, M u ltiva ria te  Data Analysi. 
(New York: John h ile y  § Sons, Inc ., 1971).

53
B. J. Winer, S ta tis t ic a l Principles in  Experimental Design 

(Neŵ  York: H o lt, Rinehart § Winston, Inc.,  1964), p. 38.
54

A complete description o f the technique and the formula used 
can be found in  Appendix D.



sidération. The f i r s t  item was the selection o f the dependent variables 

to be analyzed. Using the guidance o f Kerlinger^^ and examining the 

information actua lly  sought in  th is  study, s ix  dependent variables - 

the s ix  concepts in  the study: convenience, location , advertising, 

bank o ff ic e rs , service, and the to ta l bank - were selected.

A fu rth e r aspect was the idea of a fa c to r ia l experiment to 

a l lw  evaluation o f the combined e ffe c t o f t^n or more experimental 

variables simultaneously. Such information permits the evaluation of 

" in te ra c tio n " e ffects  a ttribu tab le  to the combination o f variables 

considered s ing ly . Basically, i t  is  a q u a lita tive  v a r i a b l e . T h e  levels 

o f a p a rtic u la r fa c to r are determined by the kind of inferences the 

researcher desires to  make upon conclusion o f the experiment. Factors, 

in  th is  study, were the respondent groups and tlie  bank class which 

influence the s ix  dependent variables.

The dimensions of a fa c to r ia l experiment are indicated by the 

number o f factors and the number o f levels o f each factor. Here there 

are two facto rs, one having four levels and the other, three leve ls .

Thus, i t  is  a 4 X 3 (read fou r by three) fa c to r ia l experiment. In th is  

4 x 3  design the fa c to r ia l experiment and the levels o f each fa c to r 

may be represented schematically as shorn in  Table I I I  where a  ̂

th ro u ^  a^ designate the leve ls o f factor A and b^ through b^ designate 

the levels o f fac to r B. Twelve possible combinations o f factors ( tre a t

ments) may be formed. These are labeled in  the ce lls  o f the schema.

^^Fred N. Kerlinger, Foundations o f Behavioral Research (New 
York: H o lt, Rinehart § Winston, Inc, 1964), p. 38.

56
Winer, p. 142.



TABLE I I I

S C H E M A T IC  P R E S E N T A T IO N  O F FACTORS AND FA C TO R  
L E V E L S  USED IN  THIS RESEARCH

levels  o f factor B 
(B A N K  CLASSES)

h bs

M y  Bank Other Banks Ideal Bank

^1
Household % ^1^2 a ib j
Consum ers

leve ls  of
fa c to r  A ^2

'Respondent
Groups)

Com m e rcia] 
Consum ers

^2^2 "2^3

^3
Bank &3^2 ^3^3
O ffic e rs

^4
Bank
P residents

V l a^b2 ^4^3

46



For example, the symbol represents the experimental condition 

resu lting  \vhen fac to r A is at leve l a^ and facto r B is  at leve l \>2.

This would be the case where household consumers were evaluating the 

other banks class fo r  a p a rticu la r concept.

In th is  type o f fa c to r ia l experiment there are main e ffects  

and in te rac tion  e ffects fo r both factors A and B. Main effects fo r  

fac to r B determine ^Aether the column means are d iffe re n t, that is  

the experiment is  collapsed by summing over a l l  rmvs. This main e ffects 

test shows any s ig n ifica n t a tt itu d in a l concept as perceived by a l l  

respondent groups. Main e ffects fo r  facto r A deteimine whether the 

row means are d iffe re n t, tha t is  the experiment is  collapsed by 

summing over a l l  the columns. This tes t brings out any s ig n ific a n t 

a tt itu d in a l differences among the four respondent groups over a l l  three 

bank classes.

The AB in te raction  test  alloivs examination o f the in te rac tion  

o f a l l  levels o f fac to r A m th  a l l  levels o f fac to r B. A s ig n ific a n t 

AB in te rac tion  fo r  a p a rticu la r concept means the difference among the 

four respondent groups is not independent o f the three bank classes. 

Equivalently, the difference betiveen the three bank classes is  not 

independent o f the four respondent groups. Thus, the differences are 

the re su lt o f an in te rac tion  bet\v'een attitudes o f the four respondent 

groups toward the three bank classes.

Previously, an example o f a schema was shoim in  the general 

form \diere repeated measures were not included. Since the same group 

o f respondents w i l l  respond to  a l l  three bank classes, repeated measures 

do occur. This takes the fo lla d n g  schematic form:



fa c to r B 
BANK CLASSES

fac to r
A

Respondent
Groiçs

Household
Consumers

H
Commercial
Consumers

Bank
O f f ic e r s

Bank
Presidents

1̂ 2̂ 3̂
%  Bank Other Banks Ideal Bank

The symbol represents a group o f n subjects, G^, a second group o f 

n subjects, continuing u n t i l  Ĝ  represents a fourth  group o f n subjects. 

The subjects in  Ĝ  are observed under treatment combinations a^b^, 

a^b^, and a^b^. Therefore, the subjects in  Ĝ  are obsen’ed under a l l  

levels o f fac to r B in  the experiment, but only under one leve l o f factor 

A. The subjects in  are observed under treatment combinations a^b^, 

a^b2, and a^b^, meaning each subject in  Ĝ  is  observed under a l l  levels 

o f fac to r B in  the e>q)eriment but only under one leve l o f fac to r A, 

namely a^.

The analysis o f variance (ANOVA) m th  repeated measures and 

the F te s t were used fo r the s ta t is t ic a l analyses. The F test  was 

chosen because research has shorn that small departures from normality 

and equa lity  o f variances do not seriously a ffe c t the v a lid ity  o f the



57te s ts , tha t is, the F tes t is  a robust test.  S tr ic t ly  speaking, i t  is  

recognized tha t the F test is pa rt o f in fe re n tia l s ta t is t ic s ,  however, 

i t  is  applied to  a l l  o f the data in  th is  experiment.

By using the ANOVA with repeated measures in  a p x q fa c to r

ia l  experiment, the to ta l varia tion is  pa rtitioned  in  a manner quite

s im ila r to  the case o f no repeated measures. A comparison o f the two

58p a rtit io n s  is  shown in  Table IV.

P a rtit io n  o f the bebveen-cell va ria tio n  is  id e n tica l. However, 

in  an experiment having repeated measures the w ith in -c e ll va ria tio n  

is  divided in to  two orthogonal (non-overlapping] parts . One part is  

a function  o f experimental error plus the main e ffec ts  o f subjects 

w ith in  groups i . e . ,  individual d ifferences. The other part is  a 

function  o f experimental error and B x subject-w ithin-group in te rac tio n .

The problem o f unequal n ’s or sample sizes in  the various ce lls  

is  solved by using the unweighted-means procedure where each c e l l ' s  

mean is determined and treated as a single observation.^^ This allows 

completion o f the analysis using the ANOVA.

Tests on Selected Pairs o f Means

A subsequent analysis, occuring w ith  a s ig n ifica n t AB in te raction

^^R.A. Fisher, The Design o f Experiments, Sixth Edition 
(Edinburgh: O liver and Boyd, 1951).

^^Viner, p. 304.

59The computational procedures fo r  unweighted-means so lu tion 
are given in  Appendix D.



. T A B L E  IV

C O M P A R I S O N S  O F  P A R T I T I O N S

p X q f a c t o r i a l  
(no repeated m easures)

p X q factorial  
(repeated m easu res  on factor B )

cn
o

T o t a l

B e t w e e n  c e l l s  
A p -  1
B  q -  1
A B  (p -  1) (q

W i t h i n  c e l l s

-  1)

n p q  -  1 

pq  -  1

T o t a l

B e t w e e n  c e l l s  
A p -  1
B  q -  1
A B  (p -  1) (q

npq - 1

pq - 1

- 1)

p q ( n  -  1) W i t h i n  c e l l s
S u b j e c t s  w i t h i n  

g r o u p s  
B  X s u b j e c t s  w i t h i n

g r o u p s  p (n

p q ( n  -  1) 

p ( n  -  1)

1) (q  -  1)

w h e r e f a c t o r  A  i s  the  f o u r  r e s p o n d e n t  g r o u p s ,

f a c t o r  B  i s  the t h r e e  b a n k  c l a s s e s ,

a n d  A B  i s  the  i n t e r a c t i o n  e f f e c t  o f  the tw o  f a c t o r s .



or ’when the AB in te raction  was not s ig n ifica n t, but the main effects 

of fac to r A or fac to r B were s ig n ific a n t, was a planned comparisons 

te s t on various pairs of m e a n s . S e l e c t  pa irs o f means were chosen 

to allow closer examination o f spec ific  re la tionsh ips.

For each o f the bank class levels four comparisons were planned: 

p riva te  households w ith  bank presidents; p riva te  households w ith  bank 

o ffic e rs ; commercial consumers w ith  bank presidents; an.d commercial 

consumers w ith  bank o ffice rs . Two comparisons fo r  each o f the respond

ent levels were planned: the lîy Bank class w ith  the Ideal Bank class, 

and the Bank class m th  the Other Banks class.

Dunn's procedure was selected fo r  th is  te s t because i t  was 

easily  adapted fo r  use in  the analysis o f the various comparisons.

This procedure, based on Student's d is tr ib u tio n , consists o f s p lit t in g  

the leve l o f significance («<) among a set o f planned comparisons. The 

difference that a comparison must exceed in  order to  be declared s ig 

n if ic a n t is  given by d iv id ing  of, the leve l o f s ign ificance, evenly 

among the planned comparisons. Thus, i f  the sign ificance leve l is  

.05 and there were f iv e  comparisons to  be made, the tes ting  would actual

ly  be done at the .01 level o f significance. Dunn has constructed 

tables fo r the .05 leve l w ith  various degrees o f freedom. These were 

■used in  th is  analysis. A more deta iled description o f Dunn's pro

cedure is  included in  Appendix D.

%oger E. K irk , Experimental Design: Procedures fo r  the 
Behavioral Sciences (Belmont, C a lifo rn ia : Brooks/Cole Publishing 
Company, 1968), p. 79.



In  the s ta t is t ic a l analyses, the c r i t ic a l  value o f F fo r  fa c to r 

A (the respondent groups case) w ith 3 and 509 degrees o f freedom is  2.60; 

the c r i t ic a l  F value fo r  fac to r B (the bank class case) w ith  2 and 1018 

degrees o f freedom is  3.00; the c r i t ic a l  F value fo r the AB in te rac tion  

w ith  6 and 1018 degrees of freedom is  2.10. In a l l  cases the appropriate 

value o f F was fo r  a n ine ty-five  percent confidence leve l. As the 

degrees o f freedom remained constant in  a l l  s ix  o f the s ta t is t ic a l tests, 

the F values also remained constant in  a l l  s ix  tests . In  the cases 

vhere the in te rac tion  was s ig n ifica n t and planned comparisons were made, 

the c r i t ic a l  value o f t ,  calculated from Dunn's tables as found in  K irk , 

was 2.50.^^

^iKirk, p. 551.



CHAPTER IV 

STATISTICAL ANALYSES OF ATTITUDES

To generate the relevant and re lia b le  a ttitu d in a l information 

needed by the banking industry and to  structure th is  information in to  

an understandable configuration, the fo llow ing general hypotheses were 

proposed:

There are no s ig n ifica n t differences in  the attitudes o f 

p riva te  household consumers, commercial consummers, bank 

presidents, and bank o ffice rs  toward th e ir  om bank, other 

banks, and the ideal bank w ith respect to : 1. convenience,

2. loca tion , 3. advertising, 4. bank o ffic e rs , 5. service, 

and 6. the to ta l bank.

Convenience Concept: Results and Analysis

The resu lts  o f the s ta t is t ic a l analysis fo r  the convenience 

concept are depicted in  Table V. The AB in te raction  was not s ig n ific a n t, 

i . e .  any differences in  a ttitudes among the four respondent groups to 

ward convenience are not a function o f a p a rticu la r bank class. The 

main effects of factors A and B were then examined.

The fac to r A row mean scores fo r  each o f the respondent groups 

are shorn in  Table V I. The scores are approximately equal; the s ta t i s 

t ic a l  analysis fo r  the fac to r A row mean scores was not s ign ifica n t.

The four respondent groups have approximately the same attitudes toward

53



T A B L E  V

A N A L Y S I S  O F  V A R I A N C E  F O R  A T T I T U D E S  T O W A R D  C O N V E N I E N C E  O F  F O U R  R E S P O N D E N T  
G R O U P S  IN T H R E E  O K L A H O M A  C I T I E S  IN O C T O B E R ,  1971

S o u r c e  o f  V a r i a t i o n

B e t w e e n  S u b j e c t s

A ( R e s p o n d e n t  G r o u p s )

S u b je c ts  w ith in  g ro u p s  ( E r r o r  G)

M e a n  S q u a r e

51.  2 9 4 9  

2 9 . 6 6 6 7  

51 .  4 2 2 4

d f

5 1 2

3

509

F - r a t i o

0.  577

W i t h i n  S u b j e c t s

B ( B a n k  C l a s s e s )

A B  ( R e s p o n d e n t  G r o u p s  b y  B a n k  C l a s s e s )  

B X S u b j e c t s  W i t h i n  G r o u p s  ( E r r o r  x )

4 6 .  6 6 6 7  

1 0 0 8 8 . 0 0 0 0  

35 .  0 0 0 0  

2 7 . 0 0 7 9

1026

2

6

10 i d

3 7 3 .  52 1* 

1. 296

* I n d i c a t e s  a  s i g n i f i c a n t  F  v a l u e .



TABLE VI

FACTOR A MAIN EFFECTS FOR THE CONVENIENCE VARIABLE  
IN THREE OKLAHOMA C I T I E S  IN OCTOBER,  1 9 7 1 *

Group Row Mean Score

Private Households 41.4095
Commercial Consumers 41.4583

U1
Bank Officers 42.0747
Bank Presidents 40.5667

*Thc main effects results for this va.riabj.e/ 
factor pairing were not statistically s i gni f i cant



banks in  general w ith  respect to  convenience.

The main e ffec ts  F value associated w ith  fac to r B was s ig n i

fic a n t. These scores (Table V II) show that a l l  respondent groups per

ceive a difference in  the convenience o f the three bank classes. The 

fa c t tha t a l l  groups do perceive differences between the three bank 

classes means tha t, regardless o f where a person banks or works as a 

banker, the respondent's o’.vn bank is  more convenient than a l l  other 

banks in  that c ity .  The results fu rth e r ind icate that the respondent's 

bank is  less convenient than an ideal bank.

The scores were not extrem'ely pos itive  (56.0 is  the highest 

possible score) fo r  any of the groups in  Table V II  or fo r  the ideal 

bank class of Table V II .  This would imply that convenience, as per

ceived by the respondents in  th is  study, is  not the most important 

fac to r in  banking. This conclusion is  a contradiction o f tra d itio n a l 

court ru lings and current chartering practices.^

Advertising Concept: Results and Analysis

Analysis o f the advertis ing concept data (Table V II I)  gave 

two s ta t is t ic a l ly  s ig n ifica n t F values fo r the main effects o f factors 

A and B. The AB in te rac tion  was not s ta t is t ic a l ly  s ig n ific a n t, i .e .  

any differences in  a ttitudes among the four respondent groups toward 

bank advertising are not a function o f a p a rticu la r bank class.

D is tin c t differences in  the a ttitudes of the various respondent 

groups e x is t toward bank advertising as indicated by the s ign ifica n t 

F value fo r  factor A. Table IX gives the lower scores fo r  both the

^For example, see United States vs. Philadelphia National Bank, 
1963; and Texas vs. A ir lin e  National Bank, 1966.
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T A B L E  VII

F A C T O R  B  M A I N  E F F E C T S  F O R  T H E  C O N V E N I E N C E  V A R I A B L E  
IN T H R E E  O K L A H O M A  C I T I E S  IN O C T O B E R ,  1971*

T r i a l s C o l u m n  M e a n  S c o r e

M y  B a n k 41 .  5 8 0 9

O t h e r  B a n k s 37,  0 0 0 0

T h e  I d e a l  B a n k 4 5 ,  8 6 7 4

* T h e  m a i n  e f f e c t s  r e s u l t s  f o r  t h i s  v a r i a b l e / f a c t o r  p a i r i n g  w e r e  
s t a t i s t i c a l l y  s i g n i f i c a n t .



T A B L E  VIII

A N A L Y S I S  O F  V A R I A N C E  F O R  A T T I T U D E S  T O W A R D  A D V E R T I S I N G  O F  F O U R  R E S P O N D E N T  
G R O U P S  IN T H R E E  O K L A H O M A  C I T I E S  IN O C T O B E R ,  1971

tn
00

S o u r c e  o f  V a r i a t i o n M e a n  S q u a r e d f F  - r a t i o

B e t w e e n  S u b j e c t s 9 9 .  8 6 1 3 5 1 2

A ( R e s p o n d e n t  G r o u p s ) 17 3 6 . 6 6 6 5 3 19. 2 5 0 »

S u b j e c t s  w i t h i n  g r o u p s  ( E r r o r  G) 9 0 . 2 1 4 1 5 0 9

W i t h i n  S u b j e c t s 6 3 .  0 2 9 2 1026

B  ( B a n k  C l a s s e s ) 1 3 2 8 7 . 0 0 0 0 2 3 5 8 .  7 5 6 »

A B  ( R e s p o n d e n t  G r o u p s  b y  B a n k  C l a s s e s ) 6 5 .  1667 6 1. 7 6 0

B X S u b j e c t s  W i t h i n  G r o u p s  ( E r r o r  T) 3 7 . 0 3 6 3 1018

’i T n d i c a t e s  a  s i g n i f i c a n t  F  v a l u e .



TABLE IX

FACTOR A MAIN EFFECTS FOR THE ADVERTISING VARIABLE 
IN THREE OKLAHOMA CITIES IN OCTOBER, 1971*

VO

Group Row Mean S c o re

Private Households 39.9886
Commercial Consumers 40.3421
Bank Officers 45.6437
Bank Presidents 44.7000

*The main effects for this variable/factor 
pairing were statistically significant.



priva te  household consumers and commercial consumers v,hen compared 

to  the bank o ffice rs  and bank presidents. The louer row mean scores 

fo r  the tivo consumer respondent groups re la tive  to  both banking groups 

is  ind ica tive  o f a less positive  a ttitude  toward bank advertising.

This helps substantiate the theoretica l notion that advertising plan

ners need more kncni l̂edge o f the impact o f bank advertising on consumers.

A large, s ig n ifica n t F value occurred fo r  factor B. These scores 

are shown in  Table X. The s ign ifica n t a tt itu d in a l differences indicate 

tha t a l l  respondent groups see d is t in c t differences in  the advertis

ing o f the three bank classes. The scores fo r  the my bank and the 

other banks classes were less positive  than the score fo r  the ideal 

bank class. Consumers believe that bank advertising can be improved.

The banks included in  th is  research can be tte r achieve th e ir  advertising 

objectives by increasing th e ir  knowledge o f bank consumers.

Service Concept: Results and .Analysis

The f i r s t  o f the s ta t is t ic a l analyses having a s ig n ifica n t AB 

in te rac tion  was the concept o f service. The n u ll hypothesis w ith 

respect to  service was rejected. Differences in  a ttitudes among the 

four respondent groups is  influenced by a p a rticu la r bank c la ss ifica tio n  

(see Table X I ) .

As a s ig n ific a n t .AB in te raction  did occur, the c e ll means were 

analyzed by the process o f planned comparisons (see Table X I I ) . Exam

ina tion  o f the actual c e ll mean scores c lea rly  depicts differences in  

the scores fo r  various respondent groups and bank class combinations.

To state w ith  precision which o f the c e ll means are s ta t is t ic a l ly  d i f 

ferent from one another, planned comparisons were made. The resu lts 

are shoun in  Tables X I I I ,  XIV, and XY.



TABLE X

FACTOR B MAIN EFFECTS FOR THE ADVERTISING VARIABLE 
IN THREE OKLAHOMA CITIES IN OCTOBER, 1971*

Trials Column Mean Score

My Bank 39.8148
Other Banks 36.3158
The Ideal Bank 46,3451

*The main effects for this variable/factor 
p a i r i n g  w e re  s t a t i s t i c a l l y  s i g n i f i c a n t .



T A B L E  XI

A N A L Y S I S  O F  V A R I A N C E  F O R  A T T I T U D E S  T O W A R D  S E R V I C E  O F  F O U R  R E S P O N D E N T  G R O U P S
IN T H R E E  O K L A H O M A  C I T I E S  IN O C T O B E R .  1971

CTlNJ

S o u r c e  o f  V a r i a t i o n M e a n  S q u a r e d f F - r a t i o

B e t w e e n  S u b j e c t s 6 2 .  830  1 512

A ( R e s p o n d e n t  G r o u p s ) 169.  6 6 6 7 3 2. 7 2 8

S u b j e c t s  w i t h i n  g r o u p s  ( E r r o r  G) 6 2 .  2 0 0 4 50 9

W i t h i n  S u b j e c t s 7 2 .  3 6 7 4 1026

B ( B a n k  C l a s s e s ) 1 7 0 3 3 .  0 0 0 0 2 4 3 7 .  4 1 6

A B  ( R e s p o n d e n t  G r o u p s  b y  B a n k  C l a s s e s ) 9 0 . 3 3 3 3 6 2. 3 2 0 *

B X  S u b j e c t s  W i t h i n  G r o u p s  ( E r r o r  T) 38 .  9 4 0 1 1018

* I n d i c a t e s  a  s i g n i f i c a n t  F  v a l u e  f o r  the A B  i n t e r a c t i o n .



TABLE XII

ANALYSIS OF VARIANCE CELL MEANS FOR THE SERVICE VARIABLE 
IN THREE OKLAHOMA CITIES J L N  OuIuBEk, i971

u>

Groups

Private Households 
Commercial Consumers 
Bank Officers'
Bank Presidents

My Bank

43.4403 
46.1842 
4 4 . 5 1 7 2  

47.4000

Trials
Other Banks

3 7 . 7031 
3 8 . 4342 
38  7 5 8 6

36 . 6000

The Ideal Bank

49.4505 
49 . 5658 
4 9 . 1 7 2 4  

5 2 .6000



TABLE XIII

PLANNED COMPARISON TEST POR EACH GROUP OF RESPONDENTS BETWEEN I'HE 
MY BANK AND THE IDEAL BANK CLASS FOR THE SERVICE CONCEPT

Group Description

Private Households

Commercial Consumers

Bank Officers

Bank Presidents

Planned
Comparison

My Bank vs.
The Ideal Bank
My Bank vs.
T!ie Ideal Bank
My Bank vs.
The Ideal Bank
My Bank vs.
The Ideal Bank

Computed 
t value

1 1 .6 8 1 6

4 . 7 1 7 0

4 .0 5 1 5  

1 .8 6 3 4

Critical Statistically 
t value significant

2 . 50 

2. 50 

2 . 50 

2 . 50

Yes

Yes

Yes

No



cr»
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TABLE XIV

PLANNED COMPARISONS TEST FOR EACH GROUP OF RESPONDENTS BETWEEN THE
BANK AND THE OTHER BANK CLASS FOR THE SERVICE CONCEPT

Group Description P l a n n e d
Comparison

Computed 
t value

Critical 
t value

Statistically
significant

Private Households My Bank vs . 
Other Banks 11.1510 2. 50 Yes

Commercial Consumers My Bank vs. 
Other Banks 10 . 8104 2. 50 Yes

Bank Officers My Bank vs. 
O t h e r  Banks 4.96 86 2.50 Yes

Bank Presidents My Bank vs. 
Other Banks 3.8701 2. 50 Yes



TABLE X V
PLANNED COMPARISONS TEST FOR EACH OF THE BANK CLASSES BETWEEN SELECTED 

P A I R S  OF RESPONDENT GROUPS FOR THE SERVI CE CONCEPT

B ank
Class

Planned
Comparison

Computed 
t value

Critical Statistically 
t value significant

My Bank

<y\
o\

Other Banks

Ideal Bank

Private Households vs.
Bank Presidents 

Private Households vs , 
Bank Officers 

Commercial Consumers vs 
Bank Presidents 

Commercial Consumers vs 
Bank Officers

Private Houseliolds vs .
Bank Presidents 

Private Households vs.
Bank Officers 

Commercial Consumers vs 
Bank Presidents 

Commercial Consumers vs 
Bank Officers

Private Households vs.
Bank Presidents 

Private Households vs.
Bank O f f i c e r s  

C o m m e r c i a l  C o n s u m e r s  v s  
Bank P r e s i d e n t s  

C o m m e r c i a l  C o n s u m e r s  v s  
l îank O f f i c e r s

1 .8 0 2 2  

1 .0 9 8 1  

. 5450 

1 .5 8 1 4

. 5020 

1 .0 7 6 1  

. 8221 

. 3078

1 .4 3 3 4  

.2 8 3 5  

1 . 3600 

.3732

2 . 50

2 . 5 0  

2 . 50 

2 . 50

2 . 50 

2 . 50 

2 . 50 

2.  50

2 . 50 

2 . 50 

2.  50

2 . 5 0

No 
No 
No 
N o

No
No
No
No

No
No
No
No



Table X II I  presents the difference in  a ttitudes between the 

my bank and the ideal bank classes fo r the four respondent groups.

Private households, the commercial consumer, and bank o ffice rs  a l l  

had a s ig n ific a n t value ind icating that these groups perceive d if fe r 

ences between the service o f th e ir  mm banks and the service o f an 

idea l bank. The ideal bank had a more pos itive  a ttitude  score with 

respect to  service

The more s tr ik in g  element o f th is  set o f planned comparisons 

is  the t  value associated w ith  the bank presidents group. The c e ll 

mean conparison was not s ta t is t ic a lly  s ig n ifica n t meaning tha t the 

bank presidents did not d istinguish the service o f th e ir  own bank from 

the service o f an ideal bank. I t  is  possible that the top bank manage

ment is  s ladn g  adaptation, innovation, and change.

A l l  groups, as shorn in  Table XW, have s ig n if ic a n tly  d iffe re n t 

a ttitudes toward th e ir  o\m bank as opposed to  other banks in  th e ir  

c i ty  w ith respect to  sendee. The size of the s ta t is t ic a l significance 

is  considerable in  the consumer groups. The banking groups’ scores 

are s ta t is t ic a l ly  s ig n ifica n t but o f a lower magnitude. The consumer 

respondents are quite able to  distinguish the sendee o f th e ir  om 

bank from the service o f other banks. The banking groups can make 

ti.e d is tin c tio n , but fin d  the differences more d i f f ic u l t  to  determine.

The results o f the comparisons fo r various selected ce ll means 

fo r  a p a rtic u la r bank class are shown in  Table X\\ None o f the results 

were s ig n ific a n t fo r the sendee concept meaning th a t, fo r  each com

parison in  a p a rticu la r bank class, there w’ere no s ig n ifica n t a ttitu d in a l 

d iffe iences.



Bank O fficers Concept: Results and Analysis

The analysis as shoivn in  Table XVT indicates that there were 

s ta t is t ic a l ly  s ign ifica n t resu lts  fo r  the main effects on both factors 

A and B, but not fo r  the AB in te raction . The non-sign ificant in te r 

action means that any differences in  a ttitudes among the fou r respond

ent groups toward bank o ffice rs  is  not a function o f a p a rticu la r bank 

class. The s ig n ifica n t F value fo r  fac to r k indicates d is t in c t d i f fe r 

ences in  the attitudes o f the various respondent groups toward bank 

o ffice rs . The rcnv mean scores are shoim in  Table XVII. Consumer groups' 

scores are lOTv'er than those fo r  the banking groups. Consumers perceive 

bank o ffice rs  in  a less pos itive  manner than do the banking groups.

The highest ra ting  o f bank o ffice rs  occurred in  the bank o ffice rs  group.

The s ig n ifica n t main effects F value fo r  factor B are shavn 

in  Table X ^ I I .  These a tt itu d in a l differences indicate tha t a l l  groups 

did perceive differences in  the bank o ffic e rs  o f the three bank classes. 

The fac t tha t the scores fo r  the Bank class was more pos itive  than 

the score fo r  the Other Bank class implies tha t the consumers are 

p a r t ia l to the o ffice rs  o f a bank they patronize. However, these scores 

were less pos itive  than the score fo r the Ideal Bank class. Bank 

o ffice rs  can improve th e ir  e ffo rts  in  a consumer oriented banking pro

cess and generate a more p os itive  consumer a ttitu d e  toward bank o ffice rs .

Location Concept: Results and .Analysis

The analysis to  determine comparative a ttitu d in a l differences 

between groups o f respondents fo r  the location concept resulted in  a



T A B L E  X V I

A N A L Y S I S  O F  V A R I A N C E  F O R  A T T I T U D E S  T O W A R D  B A N K  O F F I C E R S  O F  F O U R  R E S P O N D E N T
G R O U P S  IN T H R E E  O K L A H O M A  C I T I E S  IN O C T O B E R ,  1971

<7l
VO

S o u r c e  o f  V a r i a t i o n M e a n  S q u a r e df F - r a t i o

B e t w e e n  S u b j e c t s 94-  5 8 5 9 512

A ( R e s p o n d e n t  G r o u p s ) 4 1 4 .  3 3 3 3 3 4. 4 7 0 *

S u b j e c t s  w i t h i n  g r o u p s  ( E r r o r  G) 9 2 .  7 0 1 4 509

W i t h i n  S u b j e c t s 9 0 . 3 9 2 8 1026

B  ( B a n k  C l a s s e s ) 2 1 5 6 8 .  0 0 0 0 2 4 4 6 .  2 1 9 *

A B  ( R e s p o n d e n t  G r o u p s  b y  B a n k  C l a s s e s ) 6 9 .  0 0 0 0 6 1. 386

B X S u b j e c t s  W i t h i n  G r o u p s  ( E r r o r  T) 4 8 .  3 3 5 0 1018

» I n d i c a t e  s  a  s i g n i f i c a n t  F  v a l u e .



TABLE XVII

FACTOR A MAIN EFFECTS FOR THE BAlvIK OFFICERS VARIABLE
IN THREE OKLAHOMA CITIES IN OCTOBER, 1971*

Group Row Mean Score

Private Households 44.5188
o Commercial Consumers 44.9430

Bank Officers 47.3046
Bank Presidents 46.9333

*The main effects for this variable/factor 
pairing were statistically significant.



TABLE XVtir

FACTOR B MAIN EFFECTS FOR THE BANK OFFICERS VARIABLE
IN THREE OKLAHOMA CITIES IN OCTOBER, 1971*

Tri als Column Mean Score

My Bank 45. 2105
Other Banks 38.4230
The Ideal Bank 51.3860

*The main effects for this variable/factor 
p a i r i n g  were statistically significant.



s ta t is t ic a l ly  s ig n ifica n t AB in te rac tion  and in  the re jection o f the 

n u ll hypothesis w ith  respect to  loca tion . Differences in  a ttitudes 

among the four respondent groups are influenced by a p a rticu la r bank 

c la ss ifica tio n . The results o f th is  analysis are shoim in  Table XIX.

Examination o f the c e ll mean score (see Table XX) shows d i f 

ferences in  the scores o f various respondent groups and bank class 

combinations. The planned comparisons fo r  the s ign ifican t AB in te r 

action were made. The resu lts are sham in  Tables XXI, XXII, and 

X X III.

Table XXI presents differences in  attitudes between the my 

bank and the ideal bank classes fo r  the four respondent groups. Private 

households had a s ig n ifica n t t  value ind ica ting  that the p riva te  house

hold bank consumer sees a d iffe rence beüv'een the location o f th e ir  

own bank and the location o f an ideal bank. The ideal bank had a more 

pos itive  a ttitude  score w ith  respect to  location. The commercial con

sumer and the bank o ffic e r respondent groups also had s ig n ifica n t t  

values fo r  the m)' bank versus the idea l bank comparison: they perceive 

differences in  the location o f th e ir  am bank and the location o f the 

ideal bank. The most noticeable s ta t is t ic a l occurrence was the t  

value associated w ith  the bank presidents group where the c e ll mean 

comparison was not s ta t is t ic a l ly  s ig n ifica n t. The bank presidents 

d id  not d istinguish the location o f th e ir  am bank from the location 

o f an ideal bank.

When the comparison of the my bank class to the other banks 

class was complete, the resu lts showed tha t a l l  four of the respondent 

groups perceived differences in  location fo r these two bank classes.

The respondents ovn bank received a more positive  score. These scores



T A B L E  X IX

A N A L Y S I S  O F  V A R I A N C E  F O R  A T T I T U D E S  T O W A R D  L O C A T I O N  O F  F O U R  R E S P O N D E N T
G R O U P S  IN T H R E E  O K L A H O M A  C I T I E S  IN O C T O B E R ,  197 1

w

S o u r c e  o f  V a r i a t i o n M e a n  S q u a r e df F - r a t i o

B e t w e e n  S u b j e c t s 6 6 . 2 2 4 6 512

A ( R e s p o n d e n t  C r o u p s ) 4 8 5 .  3 3 3 3 3 7. 613

S u b j e c t s  w i t h i n  g r o u p s  ( E r r o r  G) 6 3 .  7 5 4 4 5 0 9

W i t h i n  S u b j e c t s 5 2 . 6 2 3 8 1026

B ( B a n k  C l a s s e s ) 8 9 5 1 .  5 0 0 0 2 2 5 5 .  9 4 4

A B  ( R e s p o n d e n t  C r o u p s  b y  B a n k  C l a s s e s ) 8 0 . 8 3 3 3 6 2. 3 1 1 *

B X S u b j e c t s  witliLi» g r o u p s  ( E r r o r  T) 34 .  9 7 4 5 1018

^ I n d i c a t e s  a  s i g n i f i c a n t  F  v a l u e  f o r  the A B  i n t e r a c t i o n .



TABLE X X

ANALYSIS OF VARIANCE CELL MEANS FOR THE LOCATION VARIABLE 
IN THREE OKLAHOMA CITIES IN OCTOBER, 1971

' j

Groups
Trials

My Bank Other Banks The Ideal Bank

Private Households 40.8498 37.0580 44.9317
Commercial Consumers 42.63 82 36.3487 45.6118
Bank Officers 44.0690 40 . 3448 47.8621
Bank Presidents 44.5000 34.9000 47.5000
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TABLE XXI

PLANNED COMPARISONS TEST FOR EACH GROUP OF RESPONDENTS BETWEEN THE
MY BANK AND THE IDEAL BANK CLASS FOR THE LOCATION CONCEPT

Group Description Planned
Comparison

Computed 
t value

Critical 
t value

Statistically
significant

Private Households My Bank vs,
The Ideal Bank 8.3714 2. 50 Yes

Commercial Consumers My Bank vs.
The Ideal Bank 4.3768 2.50 Yes

Bank Officers My Bank vs.
The Ideal Bank 3.4533 2.50 Yes

Bank Presidents My Bank vs.
The Ideal Bank 1.1343 2. 50 No



TABLE XXII

PLANNED COMPARISONS TEST FOR EACH GROUP OF RESPONDENTS BETWEEN THE 
MY BANK AND THE OTHER BANK CLASS FOR THE LOCATION CONCEPT

Group Description Planned
Comparison

Computed 
t value

Critical 
t value

Statistically
significant

Private Households My Bank vs. 
Other Banks 7. 7765 2.50 Yes

Commercial Consumers My Bank vs. 
Other Banks 9.2574 2.50 Yes

Bank Officers My Bank vs. 
Other Banks 3.3906 2.50 Yes

Bank Presidents My Bank vs. 
Other Banks 3.6298 2.50 Yes

- j
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TAB L." XXIII
PLANNED COMPARISONS TEST FOR EACH OF THE PANK CLASSES BETWEEN SELECTED 

PAIRS OF RESPONDENT GROUPS FOR THE LOCATION CONCEPT

Bank
Class

Planned
Comparison

Computed Critical Statistically
L value t value bi^nificant

My Bank

Other Banks

Ideal Bank

Private Households vs.
Bank Presidents 

Private Households vs.
Bank Officers 

Commercial Consumers vs 
Bank Presidents 

Commercial Consumers vs 
Bank Officers

Private Households vs.
Bank Presidents 

Private Houseliolds vs .
Bank Officers 

Commercial Consumers vs 
Bank Presidents 

Commercial Consumers vs 
Bank Officers

Private Households vs.
Bank Presidents 

Private Households vs.
Bank Officers 

Commercial Consumers vs 
Bank Presidents 

Commercial Consumers vs, 
Bank Officers

1.7004 
3.3963 
. 8542 

1.3893

1.0053 
3.4270 
.6647 

3.8801

1.1964 
3.0554 
. 8663 

2.1850

2 . 50 
2. SO 
2 . 50 
2 . 50

2.50 
2. SO 
2 . 50 
2. SO

2 . 50 
2 . 50 
2 . 50
2 . 5 0

No
Yes
No
No

No
Yes
No
Yes

No
Yes
No

No



are shoim in  Table XXII. Based on the size o f the confuted t  value, 

the bank respondent groups perceived fewer rea l differences in  the 

location o f th e ir  oim bank and the location o f other banks than did 

the consumers they serve.

Results o f the planned comparisons tes ts  fo r a spec ific  bank 

class fo r  the location  concept are shown in  Table XX III. For the my 

bank class, the s ta t is t ic a lly  s ig n ific a n t scores occur in  the private 

household consumer and bank o ff ic e r  comparison, ind ica tive  o f d if fe r 

ences in  th e ir  a ttitudes toivard the location o f th e ir  own banks. I t  

can be seen in  Table XX, which contains the c e ll means fo r  the location 

concept, tha t the mean score fo r  the my bank class o f the priva te  house

hold respondent group is  lower than that fo r  the bank o ff ic e r  respond

ent group. The lower private household score coupled w ith  a s ign ifica n t

computed t  value implies that p riva te  households perceive location as 

a less pos itive  fa c to r than do the bank o ffic e rs .

For the other banks class the s ig n ific a n t computed t  values

occurred fo r the comparison of the priva te  household consumers to the 

bank o ffice rs  and fo r the commercial consumers to  the bank o ffice rs .

For the ideal bank class the s ig n ific a n t computed t  value occurred 

fo r  the comparison o f the private household consumers to the bank 

o ff ic e r  respondents. In each o f  these the mean scores fo r  the private 

household consumers and fo r the commercial consumers are below the 

score fo r  the bank o ff ic e r  group [see Table XX). This evidence fu rthe r 

supports the idea tiia t private household consumers and commercial con

sumers, perceive location as a less pos itive  fa c to r than do the bank 

o ff ic e rs .



The Total Bank Concept: Results and Analysis

Results o f the s ta t is t ic a l analysis fo r  the to ta l bank concept 

are in  Table XXIV. The analysis indicates tha t there were s ta t is t ic a l ly  

s ig n ific a n t resu lts  fo r  the main e ffects  o f both factors A and B, but 

not fo r  the Aè in te raction . The non-s ign ifican t in teraction  means 

tha t any differences in  a ttitudes among the fou r respondent groups 

toward the to ta l bank is  not a function o f a p a rticu la r bank class.

The s ig n ifica n t F value fo r fa c to r A indicates d is t in c t d i f fe r 

ences in  the a ttitudes o f the various respondent groups toivard the 

to ta l bank. The row mean scores (Table XXV), show that the consumer 

groups rated the to ta l bank variable lower than did the banking groups. 

Tlie consumer segment perceive the to ta l bank variab le  in  a less 

pos itive  manner than do the banking groups.

The main e ffects  F value fo r  fac to r B was s ign ifica n t. The 

column mean scores fo r  the to ta l bank concept are shavn in  Table XX\^I. 

These s ig n ifica n t a tt itu d in a l differences ind icate that a l l  respondent 

groups perceived differences in  the to ta l bank concept o f the three 

bank classes. That the score fo r  the my bank class was more pos itive  

than the other banks score and less po s itive  than the ideal bank score 

is  important: a l l  banks in  th is  study can improve in  the to ta l approach 

to  banking in  th e ir  c i t ie s . Respondents' a ttitudes also indicate tha t 

th e ir  o™ banks are not yet ideal in  the to ta l bank concept.

Summaiy and Conclusions

The resu lts  o f these analyses mean tha t bank executives are 

not informed or aware o f th e ir  consumers' a ttitudes toward the bank-



T A B L E  X X IV

A N A L Y S I S  O F  V A R I A N C E  F O R  A T T I T U D E S  T O W A R D  T H E  T O T A L  B A N K  O F  F O U R  R E S P O N D E N T  
G R O U P S  IN T H R E E  O K L A H O M A  C I T I E S  IN O C T O B E R ,  1971

S o u r c e  o f  V a r i a t i o n M e a n  S q u a r e d f F  - r a t i o

B e t w e e n  S u b j e c t s 55.  9 7 8 5 512

A ( R e s p o n d e n t  G r o u p s ) 2 1 0 . 0 0 0 0 3 3. 8 1 3 *

S u b j e c t s  w i t h i n  g r o u p s  ( E r r o r  G) 55.  0 7 0 7 509

W i t h i n  S u b j e c t s 6 2 .  2 6 1 2 1026

B ( B a n k  C l a s s e s ) 1 4 7 6 2 .  5 0 0 0 2 4 3 9 .  8 8 5 *

A B  ( R e s p o n d e n t  G r o u p s  by  B a n k  C l a s s e s ) 3 1. 8 3 3 3 6 0. 9 4 9

B X S u b j e c t s  w i t h i n  g'-m.ipq ( E r r o r  T) 33 .  5 5 9 9 1018

COo

^ I n d i c a t e s  a  s i g n i f i c a n t  F  v a l u e .



TABLE XXV

FACTOR A MAIN EFFECTS FOR THE TOTAL BANK VARIABLE 
IN THREE OKLAHOMA CITIES IN OCTOBER, 1971*

CO

Group Row Mean Score

Private Households 42.2309
Commercial Consumers 42.0789
Bank Officers 44.0402
Bank Presidents 44.1667

*The main effects for this 
pairing were statistically

variable/factor 
significant.
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TABLE XXVI

FACTOR B MAIN EFFECTS 
IN THREE OKLAHOMA

FOR THE TOTAL BANK VARIABLE 
CITIES IN OCTOBER, 1971*

Trials Column Mean Score

My Bank 42 . 8362
Other Banks 36.8713
The Ideal Bank 47.5770

*The main effects for this variable/factor 
pairing were statistically significant.



ing industry. The four respondent groups thought th e ir  am. bank to  be 

less convenient than an ideal bank. However, regardless o f where the 

p a rticu la r respondent does h is banking or works as a banker, the respond

e n t's  own bank is  more convenient than a l l  other banks in  that c ity .

As the consumer respondents were selected at random from throughout 

each o f the c it ie s , and as th e ir  oivn bank is  more convenient than the 

other banks, i t  seems l ik e ly  tha t convenience is  something more than 

ju s t location. In addition, the scores fo r  the convenience concept 

fo r  a l l  groups were not extremely p o s itive , not even fo r the ideal 

bank class. The meaning is  tha t both consumers and bankers regard 

convenience as important, but i t  is not an overivhelming force in  th e ir  

banking. This contrasts w ith  ru lings o f the courts and various po lic ies  

o f  chartering agencies which give primary emphasis to bank convenience.

S ign ifican t differences in  the a ttitudes o f bank consumers 

and bank executives resulted fo r  the advertis ing concept. The lower 

scores fo r  the consumer groups re la tive  to  the banking groups indicate 

a less positive  a ttitude  by consumers toward present bank advertising.

In  addition, a l l  respondent groups see d is t in c t differences in  the 

advertis ing of the three bank classes. The ideal bank received a 

p os itive  score substan tia lly  higher than the other two bank classes, 

but th is  score was considerably lower than the maximum possible score 

o f  56.0. The consumers believe that bank advertising can be improved 

and that th is  advertising can have a greater consumer compact. Banks 

can be tte r achieve th e ir  advertising objectives by increasing th e ir  

knoivledge o f consumers, and i t  appears tha t present methods o f pre

advertis ing market research do not provide bank management w ith accurate 

consumer marketing information.



There were s ig n ifica n t differences in  the attitudes o f the four 

respondent groups tmmrd the service o f the three bank classes. Both 

consumer groups thought th e ir  own bank's service was better than a l l  

other banks in  th e ir  c ity .  Bankers agreed, but found the d is tin c tio n  

between the service o f th e ir  own bank and a l l  other banks more d i f f ic u l t  

to  make. The priva te  households, commercial enterprises, and bank 

o ffice rs  preferred the service o f the idea l bank to  the service o f 

th e ir  oim bank. The bank presidents were unable to  make a d is tin c tio n  

between the service o f these two bank classes. Evidently the oppor

tu n ity  fo r  improvement in  consumer-oriented bank service is  being 

slowed by the a ttitudes o f the bank presidents. From the consumer 

po in t o f view, a l l  banks in  the c it ie s  surveyed could improve th e ir  

service.

There were d is t in c t differences in  the attitudes o f the four 

respondent groups toward the bank o ffic e rs . The consumer groups have 

a less positive  a ttitude  toward the bank o ffice rs  than do the banking 

groups. The most pos itive  ra tin g  o f bank o ffice rs  occurred in  the 

bank o ffice rs  respondent groups.

A l l  respondent groups perceive s ig n ifica n t differences in  the 

bank o ffice rs  o f the three bank classes. These groups have a p a r t ia l i ty  

fo r  the bank o ffice rs  o f th e ir  oivn bank, but rate them substan tia lly  

below the o ffice rs  o f an ideal bank. The p a r t ia l i ty  o f consumers to 

ward th e ir  own bank o ffice rs , coupled w ith  the analyses concerning 

the sei-vice o f an ideal bank denote the bank o ffice rs  as a very impor

tan t part o f the consumer-bank in te rface. Consumers believe th is  in te r 

face can be improved through the development of stronger, consumer-



oriented bank o ffice rs .

The location concept generated s ig n ifica n t differences in  the 

a ttitudes o f the four respondent groups fo r  the three bank classes.

A ll four respondent groups had more pos itive  a ttitudes toi-zard the 

location o f th e ir  mvn bank than the location o f other banks in  th e ir  

respective c it ie s . Both consumer respondent groups and the bank o ffice rs  

perceive the location o f th e ir  own bank as less desirable than the 

ideal bank’s. The bank presidents, however, do not make a d is tin c tio n  

between the location o f th e ir  own bank and tha t o f an ideal bank.

These contrasting a ttitudes mean that the bank presidents should en

courage the determination o f what locationa l characteristics th e ir  

consumers desire to have improved.

In  addition, the household consumers as compared to  the bank 

o ffic e rs , were less pos itive  in  th e ir  a ttitudes toward the location 

of th e ir  own bank, other banks, and the ideal bank. Bank location is 

not as important to the consumer as i t  is  to  the banker. Nor is  the 

locationa l aspect o f banking as important as regulatory agencies, charter

ing groups, and courts have stated.

The four respondent groups had d is t in c t differences in  th e ir  

a ttitudes toward the to ta l bank concept. Both consumer groups perceive 

the to ta l bank less p o s itive ly  than e ithe r o f the banking groups. In 

addition, a l l  respondent groups had d is t in c t a tt itu d in a l differences 

toivard the three bank classes. Regardless o f where the respondent 

works o r does his banking, h is oim bank is  preferred to other banks.

The ideal bank, however, is  most preferred, ind ica ting  the p o s s ib ilit ie s  

of improved bank operations. P ro fitab le  consumer sa tis fac tion  should 

become the cruc ia l c r i te r ia  when banks examine th e ir  po lic ies and p ro 

grams fo r  improvement.



CHAPTER V

PROFILE ANALYSES OF RESPONDENTS' ATTITUDES

P ro file  analysis of respondents' a ttitudes is  designed to i l l u s 

tra te  a tt itu d in a l differences graphically and to present a "p ic tu re " 

o f the comparative responses fo r  each concept scale pa iring . Since 

considerable ,a ttitud inal infoimiation was collected fo r each bank class, 

respondent group, concept, and scale, only the sa lien t analyses are 

discussed. A ll resu lts  are presented, however.

A ttitude  P ro files  fo r  A l l  Respondents in  A ll C ities

Table XXVII presents the mean scores fo r  a l l  respondents fo r  

the my bank class. Table XXVIII contains the graphic p ro file  o f these 

mean scores. These scores represent respondents' a ttitudes toivard the 

bank where they curren tly  do business or, fo r bank o ffice rs  and p re s i

dents, where they work.

Only minor differences occurred fo r  the convenience concept. 

Examination of the advertising concept, hawever, illu s tra te s  cases 

where there were distinguishable differences in  a ttitudes among the 

various respondent groups. Although the bank presidents were neutra l, 

the other three respondent groups thought banks should not o ffe r  adver

t is in g  gimmicks. Consumers perceive advertising as less believable 

than do tJie bankers. The consumers are neutral as to  whether th e ir  

om  banks' advertising is  outstanding. The bank presidents were also 

neutra l, while the bank o ffice rs  had a generally more positive  a ttitude
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TABLE XXVII

OCKŒPT AND SCALE ^EAN SCORES FOR TIE W  BANK CLASS OF AIL RESPONDENTS 
BY RESPONDENT GROUP IN TrfREE OKLAHOIA CITIES IN OCTOBER, 1971

Concept

Convenience

Advertising

Service

Bank Officers

Location

The Total Bank

Scale Private Caiiiercial Bank Bank
Nuzber Households Consumers Officers President:

1 6.1538 6.1447 5.8103 6.1000
2 6.0034 6.0855 6.3620 5.8000
3 4.7508 5.0065 4.9310 5.7000
4 5.3105 5.4210 5.3965 5.1000
S 5.8704 6.6119 6.3621 5.8000
6 5.6484 5.6710 5.6896 5.4000
7 4.9283 5.3421 4.9482 4.6000
8 5.4846 5.8881 5.7063 5.4000

9 5.7645 5.3815 5.3620 4.8000
10 5.5153 5.8289 6.2758 6.2000
11 4.0238 4.3289 5.1896 5.2000
12 4.2798 5.0855 5.5172 6.3000
13 4.5972 4.6250 5.4310 4.4000
14 5.0989 5.3552 5.6034 4.7000
15 4.5358 4.7828 5.6551 5.5000
16 4.6723 4.8157 5.8965 6.0000

17 5.7610 6.0921 6.1896 6.0000
18 5.9283 6.2500 5.8793 6.1000
19 5.9522 6.2039 6.1379 6.3000
20 5.6689 6.1644 5.9327 6.3000
21 5.3105 5.8881 6.103^ 6.500C
22 6.0853 6.2894 6.086i 6.ÙCCC
23 3.5597 3.6381 4.0517 4.9000
24 5.1740 5.6578 4.0862 5.500C

25 5.3754 5.9863 6.2758 5.6000
26 5.3003 5.6315 5.8965 6.2000
27 5.9215 6.0921 6.4137 6.5000
28 5.8054 5.9342 6.0344 6.1000
29 5.1296 5.0723 5.5172 5.3000
30 5.7815 5.9276 6.1551 6.0000
31 5.3686 5.4210 5.7931 6.2000
32 5.5426 5.7236 6.0862 6.2000

33 5.7952 6.0460 5.7586 6.2000
34 4.9931 5.8289 5.8793 5.60''O'
35 5.4948 5.6184 5.8275 S.h'.'c.
36 4.30n 4.5723 5.2931 5.200:
37 6.0341 6.0921 6.0517 6.70:':
38 6.0068 6.1907 6.1724 6.5000'
39 5.7098 5.8881 6.3520 6.800":
40 2.5085 2.4013 2.7241 2.100:

41 6.1911 6.3618 6.2758 6.5000
42 2.8122 2.5263 2.5517 3.000:
43 4.6996 4.4O05 5.4827 5.90:1 :
44 5.6962 5.7828 6.1896 5 .sc.:
45 4.7849 4.7763 5.4482 5.C0-
46 5.0580 6.3223 5.9827 5.5:0
47 6.0921 6.3421 6.2758 6.70:0
48 6.1331 6.1513 6.2931 6.700':
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TABLE XXVIII
PROFILE OF MEAN SCORES FOR ALL RESPONDENT GROUPS IN THREE 
OKLAHOMA CITIES FOR THE MY BANK CLASS IN OCTOBER, 1971

very
closely
related

quite only
closely sliRhily
related related

neutral
only

slightly
related

quite very
closely closely
related related

SCALE

1. bad

2. unimportant

3. iTiore important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible

Convenience

not more important 
than service

. .  important

superior

easy drive

easy to find 
parking space

  accessible

Advertising

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost

18. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

Service

should not offer 
.  gimmicks

Bank Officers

... believable

really outstanding 
 advertising

frequently seen 
. by you

helpful in 
.  planning

_ informative

ads attract 
.  attention

_ read

 reasonable cost

  cheerful

_  -  progressive

  enthusiastic

  personal

_  good

not same as 
 competitors

open late or on 
. Sal. is good

_______ not phony

_______ optimistic

_______ friendly

_______  cooperative

_______ flexible

_________professional

_______ outgoing

_______ personal

88



CONTINUED

• ' = - 7

dosel,'"
related

quite
closely
related

only
slightly
related

SCALE
33. not convenient

34. distant

35. inferior

36. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services _

neutral

Location

only
slightly
related

quite very
closely closely
related related

convenient

nearby

superior

showy

________adequate

-------------  good

________ important

more import: 
than service

The Totol Bank

_  friendly 

nonconform:: 

_  pioneer 

_  superior 

_  imaginative

 efficient

_  cooperative

offers many 
. services

Private Household: __
Commercial Consumers: 
Bank O ffice rs : _  _  
Bank P r e s i d e n t s .
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toward th e ir  advertising. Consumers’ attitudes indicate they see the 

advertising less frequently than the banking groups. They pay less 

attention to the bank advertising than do the bankers, and they read 

the bank advertising less. Present bank advertising can be improved 

from the consumers' po in t-o f-v iew .

For the service concept o f the my bank class, p riva te  house

holds' a ttitudes tavard th e ir  own bank indicate less enthusiastic, 

less progressive, less cheerfu l, and more costly  service, than per

ceived by the banking groups. Both consumer groups perceive s im ila r it ie s  

in  the service o f th e ir  mm bank and the other banking in s titu tio n s  

in  th e ir  c ity ,  and they see th e ir  ô m banks' service as less personal 

than do the banking groups. Being open la te  or on Saturday received 

a positive  response by a l l  groups except bank o ffice rs .

The responses to  tlie bank o ffice rs  concept are in te resting  

because the bank o ff ic e r  respondents rate themselves "less phony" than 

do the other three respondent groups. The consumers were generally 

less pos itive  toward bank o ffice rs  than were the banking groups. I f  

the bank o ff ic e r  is ,  indeed, a key figu re  in  the consumer-bank re la tio n 

ship, the bank o ff ic e r  should examine closely h is  ro le  in  th is  re la tio n 

ship.

For the loca tion  concept, the private households and commercial 

consumer groups are neutra l about the general appearance o f th e ir  own 

bank's location. Tlie banking groups perceive the general appearance 

o f th e ir  o\m banks' location as more "showy." Consumer groups attitudes 

indicate tlia t location is  not as important a fac to r to  them as i t  is  

to  the bank presidents or the bank o ffice rs . A l l  groups agreed that



location was not more important than service.

The resu lts  fo r the p ro file  o f  a ttitudes to^’ard the to ta l 

bank concept ind icate that consumers are neutral to whether the to ta l 

bank is  commonplace or imaginative, o r whether i t  is  a fo llow er or a 

pioneer. The banking groups have a generally positive a ttitud e  toward 

the imaginative, pioneer poles o f these scales. A ll groups agreed 

th a t th e ir  bank is a conforming in s t itu t io n .

Tables XXIX and XXX give the mean scores and the a ttitude  pro

f i l e  fo r  the other banks class. For the concept o f convenience an 

in te resting  a ttitu d e  p ro file  occurred fo r  the private household group. 

This group perceives the other banks ’ convenience to be more near-by 

than d is tan t and more accessible than not accessible. They are un

decided whether i t  is  a d i f f ic u l t  or an easy drive. The commercial 

business respondents and the bank o ffice rs  generally have th is  same 

a ttitu d e  p ro f i le .  D is tin c t differences occurred with the bank p re s i

dents group. They perceive the other banks' convenience to  be more 

bad than good, and more in fe r io r  than superior. They are undecided 

between near-by versus d is ta n t. The bank presidents th ink the other 

banks are not accessible, and the drive d i f f ic u l t ,  with some problems 

in  find ing parking. Consumers perceive other banks to be more gener

a l ly  convenient than do the bank presidents. Consumers do not see 

the other banks' convenience as a negative influence in banking.

For the concept o f advertis ing the tivo consumer groups were 

passive in th e ir  a ttitudes . Tlie p ro f i le  closely surrounds the 

neutral pos ition . This contrasts w ith  a more extreme p ro f ile  fo r the 

two banking groups: the banking groups are more aware o f competitive 

advertising than are the concumers.

Although there were some differences in  the attitudes of the



TABLE XXIX

CONCEPT ASH SCALE MEAN SCORES FOR H E  CTIER BAVK CLASS OF ALL RESPCKDENTS 
BY RESPONDENT GROUP IN THREE OKLAHOMA CITIES IN OCTOBER, 1971

Concept

Convenience

Advertising

Service

Bank Officers

Location

The Total Bank

Scale Prirate C o œ rc in l Bank Bari:
NAimbor Households Consumers Officers Presiic:.

1 4.9658 4.9934 5.5000 3. “C‘ '
2 5.2389 5.0460 5.9137 6.oc::
3 4.5255 4.7434 4.3793 5.50:.'
4 4.7372 4.3355 5.0344 3.TC :
S 5.7441 5.3882 6.2414 4.70'::
6 4.7645 4.6513 4.9137 3 .C :':
7 4.4914 4.4473 4.0344 7 G'-| ' ■
8 5.0580 5.0197 5.3103 3.9':::

9 5.2354 4.7763 5.1379 5.40:0
10 4.8634 5.0460 5.2586 4.10-;
11 3.7576 4.0328 4.2586 3.7:0:
12 4.2081 4.0855 5.6206 6
13 4.0716 4.0986 4.5000 4 . : : - :
14 4.6962 4.6776 4.8965 4 .2 0 .'
15 4.4812 4.5526 5.1034 5.2: :
16 4.4573 4.3750 5.5344 6.3C.'.'

17 4.7815 5.1250 5.6206 5.3000
18 5.0000 5.0000 4.8103 4
19 5.1945 5.2105 5.3793 4.7c::
20 4.9795 5.0460 5.4482 4..500:
21 4.5563 4.7960 5.1034 5.1C:,;
22 4.9351 5.Ü460 5.5172 5.1'::.
23 3.5119 3.4539 3.2758 4.1::':
24 4.7440 4.7565 3.6034 3.4000

25 4.7098 4.7894 5.0862 5
26 4.6860 4.7236 5.2586 4.9':::
27 4.8839 4.8947 5.5172 5.02:0
28 4.8668 4.7697 5.1551 4 .so::
29 4.4812 4.3092 4.6206 4.30'::
30 5.2013 5.0855 5.5172 5 .CO::
31 4.5972 4.7039 4.9310 5 .0 : .:
32 4.5563 4.9144 5.1551 4.30:2

33 4.8600 4.6907 5.2931 4 .2 :":
34 4.8873 4.5526 5.1896 4.00::
35 4.7098 4.4934 4.8620 4.1" :
36 4.3447 4.3223 4.9655 4.3:7:
37 5.1262 5.0986 5.8103 5 .3 0 "
38 5.1092 5.0460 5.6896 4 .9 : : :
39 5.1262 5.1842 5.9432 6 .CO:':
40 2.8941 2.9605 2.5862 1.90:7

41 5.0409 5.1907 5.6551 5.07:7
42 3.3344 3.0328 2.5172
43 4.1467 3.8223 4.0517 4!3777
44 4.7269 4.7434 5.0862 4 .5 : : '
45 4.3310 4.3421 4.2241
46 4.9697 5.1973 5.4310 5.C:'
47 5.0273 5.0197 5.4482 4 .7 :"
48 5.2764 5.0394 5.9655
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PROFILE OF \EAN SCORES FOR .ALL RESPO\DBT CROUPS IN THREE 
OKLAHOMA CITIES FOR HE OTHER B.ANKS CLASS IN OCIORER, 1971

very
closely
related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking s p a c e _______

8. not accessible

quite
closely
related

only
slightly
related

neutral

Convenience

only
slightly
related

quite very
closely closely
related related

not more important 
. than service

important

superior

 near-by

easy drive

easy to find 
  parking space

________accessible

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost

18. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. oDcn late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

Advertising

Service

___

should not offer 
gimmicks ,

believable

really outstanding 
advertising

frequently seen 
by you

helpful in 
planning

informative

ads attract 
attention

read

. reasonable cost

. cheerful

. progressive

. enthusiastic

. personal

- good

not same as 
. competitors

open late or on 
. Sat. is good

_______ not phony

_______ optimistic

_______ friendly

_______ cooperative

 _______ flexible

 _________professional

 ------------ outgoing

 _______ personal

_i3_



CONTIK̂ D

very
closely
related

quite
closely
related

only
slic'ntlv
related

SCALE

33. not convenient

34. distant

35. inferior

36. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor- 
. tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

!7. uncooperative

48. offers few
services _

neutral

Location

only
slichtlv
related

quite
closfiy
related

very
closely
related

convenient

  nearby

superior

________ adequate

important

The Total Bank

more important 
than service

_  friendly 

nonconforming 

_  pioneer 

_  superior 

_  imaginative 

_  efficient 

_  cooperative

offers many 
. services

Private Household: _  
Commercial Consumers; 
Bank O fficers: -• -• 
Bank Presidents: . . . . .
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various groups tavards the service concept most o f the scores were 

reasonably close. An important exception occurred because bank pres

idents perceive other banks' being open la te  or on Saturday as more 

bad than good. These sane bank presidents ra te  th e ir  am banks' being 

open la te  or on Saturday as a desirable trend.

For the concepts o f bank o ff ic e rs , location  and the to ta l bank

fo r the other banks class the scores o f the four respondent groups 

were s im ila r w ith  only small d ifferences.

The scores and the a ttitu d e  p ro file s  fo r  the ideal bank class 

are sham in  Tables XXXI and XXXII. The scores represent respondents'

a ttitudes tam rd  what an ideal bank should be. The a ttitu d e  p ro file s

are approximately the same fo r most o f the concept-scale pa irings.

Both consumers and bankers have the same basic expectations as to wh.at 

an ideal bank should be. An exception to  th is  general agreement occurs 

in  the analysis o f advertising. The scores o f both consumer groups 

were less pos itive  than the scores fo r  the banking groups. An emphasis 

on "usual" advertis ing methods would not have a s ig n ific a n t impact. 

Current promotional methods should be reevaluated. In  addition the 

bank presidents believe the service o f an ideal bank should not be the 

same as the competitors, A i le  the other three groups were undecided 

on th is  po in t.

A ttitu de  P ro files  fo r Enid, Oklahoma, Respondents

Results o f the p ro file  analysis fo r  the my bank class in  Enid 

are shown in  Tables XXXIII and XXXTlh The two consumer groups had 

respondents from the four banks in  Enid. I t  was somewhat surpris ing 

to  fin d  tha t the consumer groups in  Enid perceive th e ir  own banks'



TABLE XXXI
CONCEPT AND SOME MEVN SCORES TOR TIE IDEU BANK CLASS OF ALL RESPONDENTS

BY RESPONDENT CROUP IN' niREE OKUlOflA CITIES IN OCTOBER,, 1971

Scale Private Commercial Bank Bsnk
Concept NHorier Households Consumers Officers Presidents

Convenience 1 6.6325 6.6184 6.7413 6.7000
2 6.4300 6.4210 6.6206 6.6000
3 5.2389 5.6052 5.4310 5.6000
4 6.2832 6.2500 6.3965 6.6000
5 6.2253 6.3832 6.1725 6.2000
6 6.4266 6.3092 6.5172 6.4000
7 6.3993 6.2697 6.6551 6.7000
8 6.5358 . 6.4934 6.7068 6.7000

Advertising 9 5.8259 5.0460 5.3103 4.9000
10 6.4266 6.2105 6.8620 6.8000
11 4.7406 4.9210 6.4482 6.7000
12 5.3412 5.4868 6.6551 6.4000
13 5.9897 5.6513 6.3103 6.2000
14 6.2901 6.4013 6.7758 6.9000
15 5.5324 5.7368 6.7241 6.9000
16 5.5597 5.7236 6.6034 6.9000

Service 17 6.6450 6.5986 6.4827 6.7000
18 6.7133 6.5921 6.7931 6.9000
19 6.5972 6.5723 6.8448 7.0000
20 6.6109 6.6381 6.8620 7.0000
21 6.4744 6.5263 6.8620 6.8000
22 6.7098 6.6710 6.8793 7.0000
23 4.1740 4.1513 4.3620 6.1000
24 5.5255 5.8157 4.0862 5.1000

Bank Officers 25 6.4129 6.4210 6.1379 7.0000
26 6.3583 6.3486 6.4482 6.8000
27 6.6962 6.6118 6.8448 6.8000
28 6.6587 6.5328 6.7931 7.0000
29 6.0375 5.8223 6.3793 6.7000
30 6.5392 6.4539 6.8275 6.4000
31 6.2491 6.1842 6.4482 6.6000
32 6.3959 6.4736 6.6206 6.9000

Location 33 6.5563 6.5592 6.7758 6.6000
34 6.2969 6.3026 6.3793 6.3000 •
35 6.3651 6.3486 6.6551 6.6000
36 4.0955 4.7105 5.7241 5.5000
37 6.4880 6.5065 6.7068 6.8000
38 6.5972 6.6250 6.7241 6.8000
39 6.3174 6.3421 6.5862 6.7000
40 2.2150 2.2171 2.3103 2.2000

The Total Bank 41 6.7679 6.7236 6.9137 6.9000
42 3.0648 2.8684 2.5862 3.8000
43 5.4948 5.3815 6.3275 6.4000
44 6.5358 6.5392 6.3103 6.9000
45 5.6075 5.7302 6.2241 6.7000
46 6.6552 6.6381 6.8275 7.0000
47 6.6211 ; 6.6710 6.8620 6.9000
48 6.6040 6.5526 6.6896 6.8000
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PROFILE OF mAR SCORES FOR .ALL RESPONDENT GROUPS IN THREE
OKLAHOm CITIES FOR TIC IDB\L BANK CLASS IN OCTOBER, 1971

very
closely
related

quite only
closely slightly
related related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible

neutral

Convenience

only
slightly
related

quite very
closely closely
related related

_  good

important

not more important 
than service

superior

near-by

easy drive

easy to find 
   parking space

   accessible

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

Advertising

Service

should not offer 
.  gimmicks

believable

really outstanding 
 advertising

frequently seen 
_  by you

helpful in 
.  planning

. informative

ads attract 
,  attention

. read

17. exorbitant cost

18. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. oDen late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

reasonable cost

cheerful

progressive

enthusiastic

personal

Bmnk Officers

not same as 
competitors

open late or on 
Sat. is good

_  not phony

________ optimistic

_ friendly

_ cooperative

.  _ flexible

professional

outgoing

 t v j v - L . _________personal
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CONTINUED

verycloselyrelated
nuitecloselyrelated

onlysliehtlvrelated
SCALE

33. not convenient

34. distant 

3.5. inferior

36. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services

neutral

Locatioa

onlyslichtlvrelated
quitecloselyrelated

verycloselyrelated

The Total Bank

________ convenient

_______  nearby

.............. superior

_______ showy

  adequate

I ------------------good

  important

more important 
. than service

friendly

. nonconforming

pioneer

supenor

imaginative

efficient

cooperative

offers many 
seiwices

Private Household: __
Commercial Consumers: 
Bank O fficers: -• -•
Bank Presidents:

98



TABLE XXXIII
MEAN SCORES OF EN'ID, OKLAiiW\, RESPONHENT CROUPS BY (X.XŒPT AND SCALE 

FOR TUE MY BANK CLASS IN OCTOBER, 1971

Concept

Convenience

Advertising

Service

Bank Officers

Locaticn

Hie Total Bank

Scale Private Conmercial Bank Bank
limber Hccscholds Consumers Officers Presidents

1 5.8965 5.9148 5.9565 6.0000
2 6.0172 6.1914 6.3478 6.3333
3 S.0852 5.2553 4.8695 6.6666
4 5.3793 5.4255 5.4347 4.0000
5 4.4311 5.5320 5.6087 4.6666
6 5.5172 5.5106 5.8260 5.0000
7 5.4310 4.9148 4.8260 3.3333
8 5.5517 5.7234 5.7391 4.3333

9 6.1724 4.7446 5.2173 5.3333
10 5.7241 5.6808 6.2173 6.0000
11 3.8965 3.9787 4.9565 4.3333
12 3.9137 4.9574 5.1739 6.6666
13 4.3965 5.2553 5.8260 3.3333
14 4.6379 5.4680 5.5217 4.6666
15 4.2758 4.7446 5.5652 5.6666
16 4.1206 4.8510 5.6521 7.0000

17 5.5172 5.9574 6.0869 6.3333
18 5.6551 6.1063 5.5652 6.3333
19 5.9482 6.0212 6.0434 6.6666
20 5.5000 5.9148 5.6956 6.3333
21 4.9655 5.4255 6.0000 6.6666
22 5.8103 6.0851 6.1301 6.3333
23 3.6379 3.4042 4.2173 3.0000
24 4.8965 5.4893 4.0000 3.3333

25 5.1034 5.6595 6.4782 4.6666
26 4.9310 5.5957 6.2173 6.3333
27 5.4482 5.8936 6.4782 6.3333
28 5.4137 5.8085 5.9130 6.6666
29 5.1551 4.5531 5.4782 6.0000
30 5.6896 5.9361 6.1739 6.3333
31 5.1724 5.2127 5.6956 6.0000
32 5.1206 5.7021 6.1304 6.6666

33 5.1724 5.5531 5.9130 6.0000
34 4.4482 5.3404 6.0869 5.0000
35 5.3275 5.0425 6.1304 3.6666
36 4.1034 4.2553 5.7825 4.6666
37 5.8965 5.9574 6.4782 6.0000
38 5.7413 5.9361 6.4347 5.3333
39 5.5689 5.7446 6.3913 6.3333
40 2.4482 2.6808 2.3478 3.0000

41 5.9310 6.1702 6.2608 6.6666
42 2.9482 2.3404 2.3043 2.0000
43 4.4482 4.0212 5.2608 6.0000
44 5.5344 5.3829 6.1739 5.3333
45 4.5517 4.6170 4.9565 5.3333
46 6.1034 6.1702 6.1739 5.6666
47 5.8448 6.3404 6.1304 7.0000
48 5.8965 6.1489 6.2608 6.6666
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PROFILE OF NEAN SCORES FOR ENID, OKL'\HOM\,RESPONDBir GROUPS 
FOR THE MY B.AXK CLASS IN OCTOBER, 1971

very
closely
related

quite only
closely slightly
related related

neutral

Convenienct

only
slightly
related

quite very
closely closely
related related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible

-  good

.  important

not more important 
.  than service

.  superior

- near-by

.  easy drive

easy to find 
.  parking space

. accessible

Adverfisin;
9. should offer 

gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost

18. solemn

19. backtvard

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

. 28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

Service

Bank Officers

should not offer 
. gimmicks

. believable

really outstanding 
. advertising

frequently seen 
. by you

helpful in 
. planning

. informative

ads attract 
. attention

_  read

_  reasonable cost 

_  cheerful 

_  progressive 

_  enthusiastic 

_  personal 

— good

not same as 
_  competitors

open late or on 
_  Sat. is good

_  not phony 

_  optimistic

friendly 

. .  cooperative 

_  flexible 

_  professional 

_  outgoing 

. .  personal
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COniNUED

verycloselyrelated
quitecloselyrelated

onlyslightlyrelated
SCALE

33. not convenient

34. distant

35. inferior

3G. inconspicuous

37. inadequate

38. bad

39. unimportant

49. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

43. offers few
services _

neutral

Locatloa

onlyslightlyrelated
quite veryclosely closelyrelated related

The Total Bank

convenient

— nearby 

_  superior

 showy

 adequate

—  good

 important

more important 
. than service

_ friendly 

.. nonconforming

pioneer

supenor

imaginative

efficient

cooperative

offers many 
services

Private Household: __
Commercial Consumers:
Bank O ffice rs : ...........
Bank Presidents: —
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convenience as more superior, as more accessible, v ith  easier parking 

than the bank presidents perceive th e ir  om banks' convenience. Regard

less o f where the consumer banks, he generally perceives h is bank's 

convenience as a more pos itive  fac to r tlian does h is  bank's president.

For Enid respondents the a tt itu d in a l differences toward adver

t is in g  are of considerable magnitude. Bank consumers oppose the o ffe r 

ing o f gimmicks in  advertising and perceive the advertising as ju s t 

so much advertis ing. The private household consumers see the adver

t is in g  in frequently  and they are neutral to i t s  usefulness in  planning. 

Both consumer groups had a neutral a ttitude  w ith  respect to the adver

t is in g 's  a b il i ty  to  a ttra c t a tten tion  or to the reading o f the advertis ing. 

For advertis ing, neutral scores on these scales are negative indicators 

o f consumer a ttitudes. A revised promotional po licy  fo r  Enid banks 

would be appropriate.

With regard to the my bank service concept priva te  household 

consumers perceive th e ir  own bank as less cheerful, less progressive, 

and less enthusiastic than the bank presidents do. The p riva te  house

hold consumers are neutral regarding impersonal versus personal service and 

tavard la te  hours o r Saturday openings. Bank presidents thought la te  

hours or Saturday openings bad, but commercial business consumers thought 

la te  hours or Saturday openings good.

Related to service are the attitudes o f consumers toward bank 

o ffic e rs . Consumers perceive th e ir  own banks' o ffice rs  as less o p ti

m is tic , less fr ie n d ly , less cooperative, less f le x ib le , less professional, 

and less personal than do the banking groups. The bank o ffice rs  can 

develop an improved banking a ttitude  in  both th e ir  personal and banking 

re la tionsh ips w ith  bank consumers.



In the analysis o f the my bank concept consumers and bank 

o ffice rs  perceive th e ir  ora banks' location as decidedly more superior 

than do the bank presidents. In addition, consumers perceive th e ir  

avn banks' location as less convenient and less important than do the 

banking groups. The bank consumers and bank executives do have d i f fe r 

ing a ttitudes w ith respect to bank location. A managerial emphasis 

on the convenience and importance o f bank location is  not warranted.

The p ro file  analysis o f the to ta l bank concept indicates the 

same general a ttitu de  p ro file  fo r  the four respondent groups. Both 

consumer groups are neutral to whether th e ir  banks are fo llowers or 

pioneers, or whether they are commonplace or imaginative. Private 

household consumers perceive th e ir  am to ta l bank as less cooperative 

than do the other three respondent groups.

Results fo r the other banks analysis in  Enid are in  Tables 

XXXV and XXXVl. For the convenience concept both consumer groups and 

the bank o ffice rs  perceive the other banks' locations as b e tte r than 

does the bank presidents group. Bank presidents also perceive the 

drive to other banks and the find ing o f a parking space as d i f f ic u l t .

Advertising received the same generally consistent scores as were 

depicted in  the analysis o f a l l  respondents in  a l l  c it ie s . The 

a ttitude  p ro file s  o f the four respondent groups fo r the service, bank 

o ff ic e r ,  location, andtotal bank concepts closely para lle led  each other.

The results o f the a ttitude  p ro file  analysis fo r  the ideal 

bank are shown in  Tables XXX\T1 and XXXVlll. Some o f the more s ig n i

fic a n t a tt itu d in a l differences occur on specific  scales from the con

venience, advertising, and service, and bank o ff ic e r  concepts. Con

sumers th ink convenience not more important than service. Bank



TABLE XXXV
!.EAX SCOPXS CF EMD, OKL\!m \, RESrCXDTXT C.CUTS BY CCN'CErT AXD SCUE 

FOR 'DE 011ER BANKS CLASS IN OCTOBER, 1971

Concept
Scale

Number
Private

r'ouscholds
Conrercial
Coitsirrers

Sank
Officers

Bank
Presidents

Convenience

Advertising

Service

1
2
3
4
5
6
7
8
9

10
11
12
13
14
15
16

17
18
19
20 
21 
22
23
24

S .1724 
5.4137 
4.7068 
4.7758 
5.6552
4.8275 
4.4432
4.8275

5.2413
5.1206
3.8275 
4.1551 
4.0689 
4.5172 
4.0862 
4.2586

4.6206
4.8620
5.1896 
4.8965 
4.5000 
5.0172
3.1896 
4.5689

5.0425
5.2765
4.7446
4.1914
4.8724
4.7254
4.5957
5.1702

4.3191 
5.3829
3.9148 
4.0638 
3.9787 
4.6170 
4.8085 
4.5744

5.2127
5.1702
5.3191
5.3191
4.9148 
4.8723 
3.2978 
4.8297

5.5652
6.2173
4.9565
5.0000
6.4348
4.4782
3.6036
4.7826

4.7826 
5.5043 
4.3478
5.1304
5.0434 
4.9130 
5.4347
5.1739

5.6956
4.8695
5.1304
5.1739
5.0434 
5.3043 
3.6086
3.7826

3.3333 
6 .0000
4.6666 
4 . 3333
4.0000
3.6666
2 .6 6 6 6
4.3333

6.0000
4.6666
3.6666 
6.0000
3.6666
4.3333
5.3333
6 .6 6 6 6

6.3333
3.3333
5.0000 
4.5666
5.3333
5.3333
4.0000

Bank O fficers 25
26
27
28
29
30
31
32

4.7413
4.7758
4.8103
4.9310
4.6034
5.2586
4.7241
4.5000

4.7234
4.5957
5.0212
4.8723
4.0425 
5.0000 
4.7021
5.0425

5.2608
5.3478
5.4782
4.9565
4.5652
5.3043
4.21/3
5.0000

5.6666
5.0000
5.0000
4.6666
4.3333
5.6666
5.0000
3.3333

Location 33
34
35
36
37
38
39
40

4.6206
4.7758
4.6896
4.4137
5.1724
5.0862
5.3965
3.1896

4.3829
4.0851
4.4042
4.3404
4.9361
4.8936
5.0000
3.3617

5.3913
5.2608
4.8695
4.9130
5.8695 
5.8260 
6.1739 
2.6086

4.6666
4.3333
4.6666
4.3333
5.6666
5.3333 
6.0000
2.3333

The Total Bank 41
42
43
44
45
46
47
48

5.0517
3.4655
4.2413
4.8275
4.3793
5.1551
5.1034
5.2758

5.3404
3.2340 
3.7446 
4.1893
4.2340 
5.2978 
5.0851 
4.9787

5.5652
2.3043
3.9565 
5.1739
3.9565 
5.3478 
5.3913 
5.7826

4.6666
1.6666 
5.0000
4.6666
4.6666
5.6666
5.3333
5.3333
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TABLE XXXVI

PROFILE OF ?'E4N SCORES FOR ENID, OKIÆŒLX, RESPONDENT GROUPS
FOR THE OTHER BAVXS CL\SS IN OCTOBER, 1971

very
closely
related

quite
closely
related

only
siifjiuly
related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible

neutral

ConvenicQce

only
slightly
related

quite
closely
related

very
closely
related

 good

 important

not more important 
 than service

 superior

 near-by

 easy drive

easy to find 
. parking space

. accessible

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost

18. solemn

19. baclavard

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

AdvertUine

Bank Officers

/ . /

should not offer 
_______ gimmicks

________ believable

really outstanding 
. advertising

frequently seen 
. by you

helpful in 
.  planning

. informative

ads attract 
. attention

. read

.  reasonable cost 

.  cheerful 

.  progressive 

. enthusiastic 

.  personal 

- good

not same as 
.  competitors

open late or on 
. Sat. is good

  not phony

 optimistic

 friendly

  cooperative

  flexible

  professional

 -------------- outgoing
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COm’IK'UED

verycloselyrelated
quitecloselyrelated

onlyslightlyrelated
SCALE

33. not convenient

34. distant

35. inferior

36. inconspicuous

37. inadequate 

33. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace 

45. inefficient

47. uncooperative

48. offers few
services __

neutral

I/ontloa

onlyslightlyrelated
quitecloselyrelated

verycloselyrelated

-  - I

•V - —

The Total Bank

. convenient 

. nearby 

superior 

, shc’''y 
, adeq '.a.e 

good

important

more important 
. than service

. friendly 

. nonconforming 

. pioneer 

_ supe- 

. ir.'.aginative 

■ ffic'ent 

. Cl operative

offers many 
. st.vices

P'^hvate Household: _  
Commercial Consumers: 
Bank O ffice rs : -• -• 
Bank Presidents: . . . .
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TABLE Xmil
ficAN SCORES CF EXID, OKLAIOL',, FESPONDENT QŒUTS Bï CONCEPT AND SCALE 

FOR ■niE IDEU EAT< CLASS IN OCTOliffl, 1971

Concept
Scale

Nutier
Private

Hcuseholds
Coœcrcial
Ccnsnncrs

Bank
Officers

Bank
Présidents

Convenience 6.8S6S
6.5862
5.8965
6.6034
6.4433
6.7413
6.6724
6.6S96

6.7446
6.5319
5.8297
6.5531
6.6596
6.6170
6.6595
6.6595

6.7826 
6.6956 
5.5217
6.3913 
6.1305
6.3913
6.7826
6.7826

6.6666
6.6666
3.6666
7.0000
6.6666
7.0000
7.0000
7.0000

Advertising 9
10
11
12
13
14
15 
15

5.7068
6.6379
5.3793
5.3793 
6.1896 
6.3965 
5.4827 
5.8448

4.6170
6.4042
5.3191
5.7446
5.7446 
6.3829 
5.7872 
5.9787

5.1304
6.8260
6.3913
6.5217
6.2608
6.7391
6.6521
6.6521

5.0000
7.0000 
6.6666
7.0000 
6.6666
7.0000
7.0000
7.0000

Service 17
18
19
20 
21 
22
23
24

6.8103
6.8275
6.8275
6.8275 
6.6379 
6.8965 
4.2413 
5.0862

6.7872 
6.8085 
6.7234
6.7872
6.5106 
6.8510
4.5106 
6.1063

6.2608
6.8695
6.8695
6.8695 
6.7826 
6.9130 
4.5652 
4.1739

7.0000
7.0000
7.0000
7.0000
7.0000
7.0000
7.0000
3.0000

Bank Officers 25
26
27
28
29
30
31
32

6.6551 
6.4827
6.8275
6.8275 
6.3275
6.6551 
6.5517 
6.6034

6.7659
6.6382
6.6808
6.5319
5.7872
6.5744
6.4255
6.5531

6 .0 000
6.5652
6.9130
6.6521
6.2173
6.6956
6.1739
6.6086

7.0000
7.0000
7.0000
7.0000 
6.6666
5.0000 
6.6666
7.0000

Location 33
34
35
36
37
38
39
40

6.7413
6.4655
6.5517
4.1551
6.6206
6.7931
6.5344
1.9655

6.5957
6.5519
6.4468 
4.8297 
6.5744 
6.7872
6.4468 
2,3191

6.9130
6.3478 
6.6956
5.6521
6.7826
6.7826
6.6521
2.3478

7.0000 
6.6666
7.0000
6.0000
7.0000
7.0000
7.0000 
2.3333

The Total Barik 41
42
43
44
45
46
47
48

6.8520
3.8448 
5.8103 
6.6896 
6.0344
6.8448 
6.7931 
6.7241

6.9148
3.0212
5.4255
6.6595 
5.9787
6.8510
6.8510
6.6595

5.8695 
2.5217 
6.3478 
6.7826
5.8695 
6.7391
6.8695 
6.6521

7.0000
4.3333
6.3333
7.0000
7.0000
7.0000
7.0000
7.0000
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PROFILE OF ^EAN SCORES FOR ENID, OKLAHOMA, RESFONDDfT CROUPS 
FOR IFE IDEAL BANK CLASS IN OCTOBER, 1971

very
closely
related

quite only
closely sliphlly
related related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space -

8. not accessible

neutral

Convenience

only
slightly
related

quite very
closely closely
related related

not more important 
than serviee

important

supenor

near-by

easy drive

easy to find 
parking space

accessible

A dvertis inc

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost

18. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

Service

Bunk Officer*

should not offer 
gimmicks

believable .

really outstanding 
advertising

frequently seen 
by you

helpful in 
planning

informative

ads attract
attention

read

. reasonable cost 

. cheerful 

. progressive 

. enthusiastic 

. personal 

- good

not same as 
.  competitors

open late or on 
. Sat. is good

not phony

_ optimistic

friendly

cooperative

flexiole

professional

outgoing

personal
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CONTINUED

verycloselyrelated
quitecloselyrelated

onlyslightlyrelated
ae.AL.e,

33. not convenient

34. distant

35. inferior

35. inconspicuous 

37. inadequate

33. bad

39. unimportant

40. not more Impor
tant than 
sendee:

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services

neutral

Location

onlyslightlyrelated
quitecloselyrelated

verycloselyrelated

convenient

superior

--------------- adequate

important

The Total Bank

more important 
than service

friendly

nonconforming

pioneer

superior

imaginative

c.fficient

cooperative

offers many

Private Household: _  
Commercial Consumers: 
Baiik O fficers: -• -•
Bank Presidents: . . . .
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presidents perceive convenience more important. An emphasis on bank 

convenience to  the detriment o f service would be inappropriate. The 

results substantiate previous findings fo r  advertis ing, i . e . ,  adver

tis in g  generally is  perceived less p o s it iv e ly  by consumer groups than 

by banking groups. For the ideal bank class the meaning is even more 

important. The to ta l promotional program fo r  the bank should be re 

examined. The service concept analysis indicates tha t both consumer 

groups and the bank o ffice rs  group are neutra l as to  whether the ser

vice o f an ideal bank could be d iffe re n tia te d  from the ideal bank’s 

competitors. Bank presidents are convinced th a t the service o f an 

ideal bank should not be the same as the competitors. Bank presidents 

also perceive the ideal bank o ff ic e r  as less professional than any 

o f the other groups.

A ttitu d e  P rofiles fo r  Ponca C ity , Oklahoma, Respondents

The general a ttitu de  scores fo r  Ponca C ity  respondents closely 

approximate the a ttitude  scores fo r  Enid respondents. The resu lts  

fo r the my bank class are in  Tables XXXIX and XL. Consumers perceive 

the convenience of th e ir  own bank to  be good, while the bank executives 

were less positive  in  th e ir  responses. The p riva te  household consumers 

fin d  i t  more d i f f ic u l t  to park than the bank presidents, and they also 

have a less positive  a ttitu d e  tabard the a cce ss ib ility  o f th e ir  own 

bank as compared to  the bank presidents. The commercial consumers 

are generally more pos itive  toward th e ir  own banks than are the p r i 

vate households. Advertising in  Ponca C ity rates a generally less 

pos itive  or neutral a ttitu d e  fo r  the consumer, re la tive  to  the scores 

o f bank executives. For th is  p a rticu la r concept, consumer n e u tra lity



TABLE mix
MEAN SCORES OF POiVĈ  CITY. OKL'iiCMA, RESFCNTID.T CROUPS BY CONCEPT AND SCALE 

FOR THE W  BANK CLASS IN OCTOBER, 1971

Concept

Convenience

Advertising

Service

Bank Officers

Location

The Total Bank

Scale Private Coraiiercial Bank Bank
Nuuber Households Consumers Officers Presidents

1 6.3069 6.4242 5.6500 5.3333
2 6.0792 6.3030 6.5000 5.3333
3 4.6683 4.7878 5.1500 4.6666
4 5.2475 5.7575 5.4000 6.0000
S 5.0793 6.1919 5.5500 4.6666
6 5.7277 6.0303 5.4500 6.0000
7 4.6683 5.7575 5.0500 6.0000
8 5.4158 6.5151 5.5500 6.6666

9 5.6930 5.6666 5.2000 4.3333
10 5.3861 6.3333 6.4000 6.3333
11 4.1039 4.3030 5.6500 5.6666
12 4.4504 5.0303 5.6000 7.0000
13 4.6980 4.3939 5.4500 4.3333
14 5.2673 4.7272 5.9000 6.0000
15 4.7574 4.2424 5.9000 5.6666
16 4.9158 4.2727 6.2000 5.6666

17 5.8910 6.5454 6.4500 5.6666
18 5.9801 6.7272 6.4000 6.0000
19 6.0099 6.5151 6 . 200c 6.6666
20 5.7277 6.5757 6.2500 6.0000
21 5.3267 6.3030 6.3000 6.0000
22 6.1336 6.6060 6.2500 6.0000
23 3.5247 3.0000 4.2500 ■ 5.0000
24 5.1336 5.3030 3.9000 5.3333

25 5.4207 6.5131 6.7000 7.0000
26 5.3910 6.0000 6.0000 6.3333
27 6.0148 6.3939 6.6000 7.0000
28 5.8811 6.5151 6.1500 7.0000
29 5.1534 5.8787 5.9000 4.6666
30 5.8267 6.2727 6.4000 6.6666
31 5.4504 5.7272 6 . jOOO 6.6666
32 5.6336 5.8787 6.1500 6.0000

33 6.0544 6.6969 5.7000 6.3333
34 5.1930 6.2121 6.0500 6.0000
35 5.5643 6.3939 5.8500 6.3333
36 4.3960 5.1515 4.9000 4.6666
37 6.0841 6.3636 5.7000 7.0000
38 6.1089 6.3636 5.9500 7.0000
39 5.8514 5.8787 6.4000 7.0000
40 2.5445 2.2727 2.9500 2.6666

41 6.2475 6.5454 6.3500 6.3333
42 2.8118 2.3333 2.6000 3.3333
43 4.8267 3.7575 6.0500 5.3333
44 5:7475 5.7272 6.4500 6.0000
45 4.8465 4.4545 6.2500 5.3333
46 6.0742 6.5757 6.1500 6.0000
47 6.1683 6.6060 6.6000 6.6666
48 6.2178 6.5151 6.5500 6.3333
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PROFILE OF Î EAN SCORES FOR PC-NQ CITY, OKLAHOMA, RESPONDENT
GROUPS FOR THE MY BANK CLASS IN OCTOBER, 1971

very
closely
related

quite
closely
related

only
slightly
related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

5. difficult drive

7. difficult to find
parking space

8. not accessible

neutral

Ccnvenirnce

only
slightly
related

quite
closely
related

very
closely
related

-  good

_ important

not more important
-  than service

. superior

-  near-by

-  easy drive

easy to find 
.  parking space

.  accessible

9. should offer
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do hot notice
ads

16. do not read

17. exorbitant cost

18. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

.Advertising

Service

Bank Officer:

should not offer 
.  gimmicks

_ believable

really outstanding 
.  advertising

frequently seen 
.  by you

helpful in 
.  planning

. informative

ads attract 
. attention

. read

.  reasonable cost 

.  cheerful 

.  progressive 

.  enthusiastic 

.  personal 

- good

not same as 
.  competitors

open late or on 
_ Sat. is good

25. phony 

25. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

not phony

________ optunistic

friendly

cooperative

flexible

professional

outgoing

personal
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CONTINUED

verycloselyrelated
quitecloselyrelated

onlyslich'tlyrelated
SCALE

33. not convenient

34. distant

35. inferior

36. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services

neutral

Location

onlyslightlyrelated
quitecloselyrelated

verycloselyrelated

convenient

superior

adequate

important

The Total Bank

more important 
than service

. friendly 

. nonconforming 

. pioneer 

. superior 

. imaginative 

. efficient 

. cooperative

offers many 
. services

Private Household: __
CoiMercial Consumers: - 
Bank O fficers: -• -•  -■ 
Bank Presidents: .........
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indicates an unsatisfactory promotional performance. Both consumer 

groups th ink th e ir  cr̂ Ti bank's service to be the same as the competitors. 

Bank presidents in  Ponca C ity  perceive th e ir  o\vn banks' service as 

d iffe re n t from the competitor's service. Household consumers are gen

e ra lly  less pos itive  in  th e ir  a ttitudes toivard sendee than any o f the 

other three groups. Commercial consumers are the most pos itive  tavard 

th e ir  avn banks' service.

Bank o ffice rs  are seen by the consumers as more phony, less 

op tim is tic , less fr ie n d ly , and less outgoing, and more impersonal than 

they are perceived by e ith e r o f the banking groups. Location fo r  the 

private household consumer is  less superior and less important than 

i t  is  to  the bank executives. The to ta l bank is  a fo llow er to  the 

commercial consumer; the p riva te  household consumers are undecided 

on th is  scale. Banking groups th ink  th e ir  om banks are pioneers.

A ll  four groups th ink th e ir  oivn bank is  a conforming in s t itu t io n .

Ponca C ity consumers view b e tte r the convenience o f other 

banks, measured by parking ease and a cce ss ib ility , than do the bank 

presidents. Consumers perceive the service o f other banks to  be 

cheerful, progressive, and enthusiastic. The bank presidents are 

negative or neutral on other banks service. Consumers a ttitudes toward 

the to ta l bank are neutra l on the commonplace-imaginative scale. Bank 

presidents rate the to ta l bank as fa i r ly  commonplace. These resu lts 

are shovm in  Tables XLI and XLII.

The scores and a ttitu d e  p ro file s  fo r  the ideal bank class in  

Ponca C ity  are found in  Tables X L III and XLIV. The more s ig n ifica n t 

disagreement occurs in  the advertis ing and location concept.



TABLE XLI
MEAN SCORES OF POXCA CITl', O K U im i, RESTONTCNT GROUTS BY CONCETT AXD SCALE 

FOR THE OTHER B.A.\:<S CLASS IN OCTOBER, 1971

Concept
Scale

.Nunber
Private

Households
Corr:iercial
Consawrs

Bank
Officers

Bank
Presidents

Convenience S.OCOO 
S. 2673 
4.4207 
4.7623 
4.8614 
4.7970 
4.5495 
5.1732

5.6060 
5.4348 
5.0909 
4.5454 
4.9697 
5.0303 
4.8787 
5.5151

5.5500
5.9500
3.7000
4.9000
5.3500
5.4500
4.2500
5.5000

5.0000
5.6666
5.6666
4.0000
4.6666 
3.333?
2.0000  
4.0000

Advertising 9
10
11
12
13
14
15
16

5.2376
4.8168
3.7376
4.1782
4.1089
4.7920
4.6138
4.5346

5.0606 
5.4545 
4.0000
3.7575 
4.3030
4.7575 
4.1212
4.0606

5.2500
4.9500
3.8000
5.8500
4.3500
4.7000
4.5000
5.9000

4.3333
4.0000
4.0000 
6.6666
4.3333
5.0000
5.3333
6.3333

Service 17
18
19
20 
21 
22
23
24

4.8811 
5.0396 
5.2623 
5.0297 
4.5990 
4.9455 
3.6287 
4 !7920

5.5757 
5.3939 
5.6363
5.5757 
5.3030
5.3636
3.3636
4.3636

5.6000 
5.0500 
5.3000 
5.4500 
5.1000
5.6000 
3.0000 
3.5500

5.0000
4.0000
3.6666
3.6666
4.6666
4.0000 
3.3333
3.0000

Bank Officers 25
26
27
28
29
30
31
32

4.7079
4.6584
4.9653
4.9009
4.4752
5.2326
4.5940
4.5643

5.7878
5.5757
5.6969
5.3636 
5.2121 
6.0000 
5.2424
5.3636

4.7500
5.2000
5.5000
5.1000
4.5500
5.6500
5.6500 
5.0500

4.0000
3.3333
4.3333
4.6666
3.3333
4.6666
4.0000
4.3333

Location 33
34
35
36
37
38
39
40

5.0346
5.0445
4.7821
4.3415
5.2178
5.2178 
5.1089 
2.7722

5.4848 
5.3939 
5.0909 
4.5454 
5.7878 
5.6363 
5.6666
2.4848

5.4500
5.6000
4.9500
5.0500
5.8000
5.5500
6.2000
2.2500

5.0000 
4.3333
5.0000
4.0000
5.6666
4.6666
5.6666
2.6666

The Total Bank 41
42
43
44
45
46
47
48

5.0792
3.2821
4.1980
4.7475
4.3663 
4.9702 
5.0891
5.3663

5.7878 
2.6969 
5.2424 
5.3636
4.7878 
5.8787 
5.5151
5.7878

5.8000
2.8500 
3.9000
4.8500 
4.2500 
5.7000 
5.5500 
6.2000

4.3333
3.0000
3.3333
4.0000
2.3333 
4.6666
5.0000
5.0000
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PROFILE OF MEIN SCORES FOR PONCA C ITY, OKLAHOMA, RESPONDENT
GROUPS FOR THE OTHER BANKS CLASS IN OCTOBER, 1971

very
closely
related

quite only
closely slightly
related related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible

neutral

Convenience

only
slightly
related

quite very
closely closely
related related

7;------ -  good

_ important

not more important 
_ than service

.  superior

.  near-by

.  easy drive

easy to find 
.  parking space

-  accessible

Advertising

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

infrequently 
seen by you

unhelpful in 
planning

14. not informative

15. do not notice
ads

16. do not read

17.

18.

19.

20. 
21. 
22.
23.

24.

25.

26. 

27.

• 28. 

29. 

30

31.

32.

exorbitant cost

solemn

backward

half-hsarted

impersonal

bad

same as com
petitors

open late on 
Sat. is bad

phony

pessimistic

unfriendly

uncooperative

rigid

amateur

withdrawn

impersonal

Bank Officers

Service

/ /

should not offer 
.  gimmicks

.  believable

really outstanding 
.  advertising

frequently seen 
.  by you

helpful in 
. planning

. informative

ads attract 
. attention

read

. reasonable cost 

. cheerful 

. progressive 

. enthusiastic 

. personal 

- good

not same as 
. competitors

open late or on 
. Sat. is good

not phony

optimistic

friendly

cooperative

flexible

professional

outgoing

personal
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CÜNTINUHÜ

verycloselyrelated
quitecloselyrelated

onlysliqhtlyrelated neutral

Location

onlyslightlyrelated
quitecloselyrelated

verycloselyrelated
SCALE

33. not convenient

34. distant

35. inferior

36. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follotver

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services _

The Total Bank

, convenient 

nearby 

superior 

showy 

adequate 

good

important

more important 
. than service

.  friendly 

.  nonconforming 

.  pioneer 

.  superior 

.  imaginative 

_ efficient 

. cooperative

offers many 
. services

Private Household: _  
Commercial Consumers: 
Bank O fficers: -• -• 
Bank Presidents: . . .
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TABLE XLIII
hEAN SCORES OF FON'CA CITY, OKLMH.'A, RESPO.NEENT GROUTS BY OKCEFT ,V\D SCALE 

FOR H E  IDEAL SAXX CLASS IS OCTOBER, 1971

Concept

Convenience

Advertising

Service

Bank Officers

Location

The Total Bank

Scale Private Ccmxzrcial Bank Bank
Sitrhcr Households Consumers Officers Presidents

1 6.6089 6.7575 6.7500 6.6666
2 6.3960 6.6666 6.6000 6.6666
3 4.9356 5.8787 5.4500 5.6666
4 6.2376 6.3030 6.4000 6.6666
3 6.1382 6.4349 6.4000 6.0000
6 6.3465 6.2727 6.8000 6.0000
7 6.3168 5.9696 6.7000 6.6666
3 6.5099 6.4242 6.3000 6.6666

9 5.8910 5.3333 5.2000 4.0000
10 6.3910 6.4242 6.9000 6.6666
11 4.5396 4.6666 6.5000 6.6666
12 5.3762 4.8787 6.7500 6.6666
13 6.0000 5.5454 6.7000 6.5333
14 6.2871 6.3636 6.9000 6.6666
15 5.5584 5.5757 6.8500 6.6666
16 S.6089 5.5151 6.6500 6.6666

17 6.6138 6.6969 6.5500 6.3333
18 6.7475 6.4545 6.9000 7.0000
19 6.5940 6.6666 6.9500 7.0000
20 6.5990 6.7575 6.9500 7.0000
21 6.4455 6.6666 6.9500 6.6666
22 6.7425 6.6666 6.8500 7.0000
23 4.1435 4.3333 4.7500 4.3333
24 5.3514 5.2121 4.0500 5.0000

25 6.3316 6.2121 6.6000 7.0000
26 6.3465 6.7878 6.6000 6.6666
27 6.7277 6.7575 6.9500 6.6666
28 6.6950 6.6666 6.9500 7.0000
29 5.9554 6.2121 6.5000 6.6666
30 6.5544 6.6363 6.9000 7.0000
31 6.1980 6.4545 6.8000 6.3333
32 6.4059 6.4545 6.6000 6.6666

33 6.5148 6.7272 6.7500 6.3333
34 6.2425 6.4242 6.6000 6.3333
35 6.3168 6.6666 6.7000 6.6666
36 4.1039 4.5151 5.7000 5.3333
37 6.4752 6.5151 6.7500 6.6666
38 6.5891 6.6666 6.8000 6.6666
39 6.2871 6.2727 6.8000 6.6666
40 2.2821 1.7878 2.2500 3.6666

41 6.7821 6.8484 6.9500 7.0000
42 2.7920 2.2727 2.5500 3.3333
43 5.4405 4.3939 6.5000 6.3333
44 6.5346 6.4848 6.9000 6.6666
45 5.5396 6.1818 6.6000 6.0000
46 6.6386 6.6666 6.9500 7.0000
47 6.5940 6.6666 6.9000 6.6666
48 6.6089 6.8484 6.7500 6.3333
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PROFILE OF MEAN SCORES FOR PONCA CITY, OKLAIiOMA, RESPONDENT
GROUPS FOR H E  IDE'C BANK CLASS IN OCTOBER. 1971

very
closely
related

quite only
closely slightly
related related

neutral

Convenience

only
slightly
related

quite very
closely closely
related related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost

18. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

/ \

 good

 important

not more important 
than service

 superior

 near-by

 easy drive

Service

easy to find 
- parking space

. accessible

should not offer 
-  gim.micks

. .  believable

really outstanding 
advertising

frequently seen 
. .  by you

helpful in 
_  planning

_  informative

ads attract 
. attention

. read

-  reasonable cost

cheerful

- progressive

enthusiastic

personal

good

not same as 
competitors

open late or on 
Sat. is good

Bank Officers

not phony

optimistic

_  friendly

cooperative

flexible

professional

... outgoing 

-------------  personal

119



CONTINUED

verycloselyrelated
quitecloselyrelated

onlyslightlyrelated
SCALE

33. not convenient

34. distant

35. inferior

35. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming 

43 follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services _

neutral

Location

onlyslightlyrelated
quitecloselyrelaied

verycloselyrelated

_ . convenient

supenor

________ adequate

important

The Total Bank

more important 
than serviee

  friendly

 noneonforming

._  . pioneer

 superior

 imaginative

 efficient

 cooperative

offers many 
. services

Private Household: __
Commercial Consumers: 
Bank O ffice rs : -• -
Bank Presidents: .......
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Attitude P ro files  o f Norman, Oklahoma, Respondents

The scores fo r  respondents in  Norman are sho^m in  Tables XLV 

and XLVI fo r  tlae my bank class, in  Tables XLVII and XIA/III fo r the 

other banks class, and in  Tables XLVIX and L fo r the ideal bank class.

In the analysis o f the my bank class tliere ;vere some important 

a ttitu d in a l differences concerning the concept of convenience. Con

sumer respondents th ink the convenience o f th e ir  ovn banks not as good 

as the bank presidents do. Consumers are undecided as to whether con

venience is  more important or not more important than service. Bank 

presidents are confident that convenience is  not more important than 

service. Bank presidents perceive th e ir  oi\n bank to  be near-by while 

consumers are neu tra l. They also th ink i t  easier to fin d  a parking 

space as compared to  the bank presidents.

For tiie advertis ing concept both consumer groups and the bank 

o ffice rs  group th ink  th a t banks should not o ffe r gimmicks. The bank 

presidents are undecided. Private households are neutra l as to whether 

the advertising is  h e lp fu l in  planning, or informative. Private house

holds perceive th e ir  own banks' advertis ing to  be ju s t so much adver

t is in g , that they infrequently see. The bank presidents disagree.

The promotional po lic ies  o f Norman banks needs to be reevaluated.

The household consumer respondents and the bank o ffice rs  th ink 

th e ir  own banks’ service to  be the same as the competitors' service.

The bank presidents and the commercial consumers th ink  th e ir  own banks ’ 

service is  not the same as the com petitors'.

As to  loca tion  priva te  household respondents regard th e ir  own 

banks as less good and as less important, than do the bank presidents.



TABLE XLV
MEAN SCORES OF NORMAN, OXLAMCMA, RFSPnVPENT GRarPS RY COrCEPT .AND SCALE 

FOR LME .W BANK CLASS IN OCTOBER, 1971

Coiîcept

Convenience

Advertising

Service

Bank Officers

Location

The Total Bank

Scale
NL2."ier

9
10
1112
13
14
15
16

17
18
19
20 21 
22
23
24

25 
25
27
28
29
30
31
32

33
34
35
36
37
38
39
40

41
42
43
44
45
46
47
48

Private
Households

5.7575 
5.5151
4.6666
5.5757 
4.3637
5.3939
5.6363 
5.7878

5.4348
5.9393
3.7575
3.8787 
4.3333
4.8787
3.6363 
4.1515

5.3939
6.0909
5.6060
5.6060
5.8181 
6.2727
3.6363
5.8787

5.5757
5.3939 
6.1818
6.0303
4.9393
5.6666 
5.2121
5.7272

5.3030
4.7272
5.3636 
4.1212 
5.9696 
5.8484
5.0909
2.3939

6.3030
2.5757
4.3636
5.6666
4.8181
5.8787 
6.0606
6.0303

CcntTiorcial
Consuiisrs

6.1666
5.9166
4.9444
5.2638
5.4028
5.6111
5.4305
5.7083

5.6666 
5.6944
4.5694 
5.1944
4.9722
5.5694
5.0555
5.0416

5.9722 
6.1250 
6.1805 
6.1388 
6.0000
6.2777
4.0833 
5.9305

5.9583
5.4861
6.0833 
5.7500
5.0416 
5.7638 
5.4166
5.6666

6.0694
5.9722 
5.6388 
4.5138
6.0555
6.2777 
5.9661
2.2777

6.4027
2.7361
5.0694
6.0694 
5.0277 
6.3055 
6 . 2 2 2 2  
5.9861

Bank
Officers

5.8000 
6.2000
4.7333 
5.3533
4.7334
5.8000
5.000
5.8666

5.8000 
6.2000
4.9333
5.9333
4.8000
5.3333
5.4666
5.8666

6.0000  
5.6666 
6.2000  
6.0666 
6.0000
5.8000 
3.5333
4.4666

5.4000
5.2666 
6.0666 
6.0666
5.0666
5.8000
5.2666
5.9333

5.6000
5.3333
5.3333
5.0666
5.8666
6.0666
6.2666
3.0000

6.2000
2.8666
5.0666 
5.8666 
5.1333
5.4666
6.0666
6.0000

Bank
Presidents

6.7500
5.7500 
5.7300
5.2500
5.7500
5.2500
4.5000
5.2500

4.7500
6.2500
5.5000
5.5000
5.2500
3.7500
5.2500
5.5000

6.0000
6.0000
5.7500
6.5000
6.7500
5.7500
6.2500
6.7500

5.2500 
6.0000
6.2500
5.0000
5.2500
5.2500
6.0000  
6.0000

6.2500
5.7500 
6.0000 
6.0000
7.0000
7.0000
7.0000
1.0000

6.5000
3.5000
6.2500 
6.0 000  
6.0000
5.0000
6.5000
7.0000
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TABLE XLVI

PROFILE OF ^EAN SCORES FOR NORMAN, OKLAHOMA, RESPONDENT GROUPS 
FOR THE MY BANK CLASS IN OCTOBER, 1971

very
closely
related

quite
closely
related

only
slightly
related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible

neutral

ConYcnienca

only
slightly
related

quite
closely
related

very
closely
related

-  good

-  important

not more important
-  than service

-  superior

-  near-by

- easy drive

easy to find
-  parking space

- accessible

9. should offer 
gimmicks

10. skeptical

11

A dvertis in j

12.

13.

just so much 
advertising

infrequently 
seen by you

unhelpful in 
planning

14. not informative

15. do not notice
ads

16. do not read

17.

18.

19.

20. 

21. 

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

exorbitant cost

solemn

backward

half-hearted

impersonal

bad

same as com
petitors

open late on 
Sat. is bad

phony

pessimistic

unfriendly

uncooperative

rigid

amateur

withdrawn

impersonal

Service

Berk Officers

should not offer
- gimmicks

- believable

really outstanding 
. advertising

frequently seen 
. by you

helpful in 
.  planning

. informative

ads attract 
. attention

. read

.  reasonable cost 

.  cheerful

- progressive 

.  enthusiastic 

.  personal

-  good

not same as 
.  competitors

open late or on
- Sat. is good

. not phony 

. optimistic

- friendly

. cooperative

- flexible 

professional

. outgoing 

personal
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TAJ3LE XLVI 

CONTINUED

verycluselyrelated
quitecloselyrelated

onlyslightlyrelated
SCALE
33. not convenient

34. distant

35. inferior

35. inconspicuous 

37. inadequate

33. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. conunonplace

46. inefficient

47. uncooperative

48. offers few
services

neutral

Locatioa

only
slightly
related

quitecloselyrelated
very

closely
related

convenient

superior

- L . ________ adequate

important

The Total Bank

more important 
than service

_ friendly 

„  nonconforming

pioneer

superior

imaginative

efficient

cooperative

offers many 
services

Private Household: _  
Commercial Consumers; 
Bank O ffice rs : -•
Bank Presidents ; . , . .
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TABLE XLVTI
MEAN’ SCORES OF MORM.AX, OKLyiCMA, RESPONDENT CROUPS BY COÏŒPT AND SCALE 

FOR TEE an-ER B.ANINS CLASS IN OCTOBER, 1971

Concept

Convenience

Advertising

Service

Bank Officers

Location

Tne Total Bank

Scale
Nurier

9
10
11
12
13
14
15 
15

17
18 
19. 
20 
21 
22
23
24

25
26
27
28
29
30
31
32

33
34
35
36
37
38
39
40

41
42
43
44
45
46
47
48

Private
Households

4.3939
4.7575 
4.8484 
4.5151 
4.1919 
4.4545
4.2121
4.7575

5.2121
,6969
,7575
,4848
,8484
,4242
,3636

4.3333

4.4545
5.0000
4.7878 
4.8181 
4.3959
4.7272 
3.3636
4.7575

4.6656
4.6969
4.5151 
4.5454 
4.3030 
4.9090 
4.3939 
4.6060

4.2121
4.1212
4.5050
4.2424
4.4848
4.4848
4.7575
3.1212

4.7878
3.4242 
3.6666
4.4242 
4 . 0303 
4.8131
4.5151
4.7272

Ccmercial
Consumers

4.6805
4.6944 
4.5833 
4.3333 
4.4584
4.4305 
4.1527
4.6944

4.9444 
4.6388
4.1250
4.2500
4.0833
4.6805 
4.5333 
4.3888

4.8611
4.7083
4.9444
4.6250 
4.4861 
5.0138 
3.5972
4.8888

4.3750
4.4166
4.4444
4.4305 
4.0694 
4.7222 
4.4583
4.6250

4.5277
4.4722
4.2777
4.2083
4.8888 
4.8750
5.0833 
2.9166

4.8194 
3.0555 
4.1388
4.6250
4.2083
4.8194 
4.7500 
4.7361

Bank
Officers

5.3333
5.4000
4.4000
5.2666
4.8000
4.8666
4.4000
5.8666

5.5333
5.6000
4.7333 
6.0666
3.8666
5.1333
5.4000
5.6000

5.5333
4.4000
5.8666
5.8666
5.2000
5.7333
3.1333
3.4000

5.2666
5.2000
5.6000
5.5333
4.8000
5.6666 
5.0666 
5.5533

4.9333
4.5333
4.7333
4.9333
5.7333
5.6666
5.2666
3.0000

5.0000
2.4000
4.4000
5.2666
4.6000
5.2000
5.4000
5.9333

Bank
Presidents

3.0000
6.2500
6.7500
3.0000
2.7500
2.2500
3.7500
3.5000

5.7500
3.7500
3.5000
6 .0 0 0
4.5000
3.5000
5.0000
6 .0 000

4.7500
4.7500
5.2500
5.7500
5.2500
5.7500
4.7500
3.7500

5.7500 
6.0000
5.5000
5.0000
5.0000
4.7500
5.7500
5.0000

3.2500
3.5000
3.0000
4.5000
5.2500
4.7500
6.2500
1.0000

5.7500
4.0000
4.5000
4.7500
4.0000
4.7500
4.0000
5.2500
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PROFILE OF m W  SCORES FOR NOR^m, OXI^Aim^, RESPO^mEXT CROUPS
FOR IHE OTHER BANKS CLASS IN  OCTOBER, 1971

very
closely
related

quite
closely
related

only
slightly
related

9. should offer 
gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost 

IS. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

neutral

Coovcnience

only
slightly
related

quite
closely
related

very
closely
related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

6. difficult drive

7. difficult to find
parking space

8. not accessible _

Advertising

Service

Bank Officers

.. important

not more important 
, than service

_  superior

_  near-by

easy drive

easy to find 
_  parking space

accessible

should not offer 
_ gimmicks

 believable

really outstanding 
—  advertising

frequently seen 
- by you

helpful in 
_ planning

. informative

ads attract 
. attention

. read

.  reasonable cost 

.  cheerful 

.  progressive 

.  enthusiastic 

. personal 

- good

not same as 
. competitors

open late or on 
. Sat. is good

 not phony

 optimistic

 friendly

 cooperative

 flexible

 professional

  outgoing

 personal
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CONTINUED

verycloselyrelated
quitecloselyrelated

only
sliehtly
related

SCALE

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services

neutral

Location

onlyslightlyrelated
quite veryclosely closelyrelated related

33. not convenient

34. distant

35. inferior

36. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor
tant than 
services

The Total Bank

convenient

nearby

superior

showy

adequate

good

important

more important 
. than service

. friendly 

.  nonconforming 

.  pioneer 

.  superior 

.  imaginative 

_ efficient 

. cooperative

offers many 
. services

P riv â t; Household: __
Commercial Consumers:
Bank O ffice rs : ...........
Bank Presidents : . . . .
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TABLE XLIX
MEAN SCORES OF OXLAUCC'A, RESPONTFNT CROUPS SY CONCEPT AND SCALE

FOR 1FE IDiLU acNTC CLASS IN OOODER, 1971

Concept

Convenience

Advertising

Service

Bank Officers

Location

The Total Bank

Scale Private Camercial Bank Bank
Nunber Households Consumers Officers Presidents

1 6.7575 6.4722 6.6666 6.7500
2 6.3636 6.2361 6.5333 6.5000
3 5.9393 5.3333 5.2665 7.0000
4 6.0000 6.0277 6.4000 6.2500
S 6.0607 6.1667 5.9334 6.0000
6 6.3636 6.1250 6.3333 6.2500
7 6.4242 6.1527 6.4000 6.5000
S 6.4242 6.4166 6.4666 6.5000

9 5.6363 5.1944 5.7333 5.5000
10 6.2727 5.9861 6.8666 6.7500
11 4.8484 4.7777 6.4666 6.7500
12 5.0606 5.5972 6.7333 5.7500
13 5.5757 5.6388 5.8666 5.7500
14 6.1212 6.4305 6.6666 7.0000
IS 4.8484 5.7777 6.6666 7.0000
16 4.7575 5.6527 6.4666 7.0000

17 6.5454 6.4305 6.7333 6.7500
18 6.3030 , 6.5138 6.5333 6.7500
19 6.2121 6.4305 6.6666 7.0000
20 6.3030 6.4861 6.7333 7.0000
21 6.3636 6.4722 6.8566 6.7500
22 6.1818 6.5555 6.8666 7.0000
23 4.2424 3.8333 3.5333 6.7500
24 5.6060 5.9027 4.0000 6.7300

25 6.4848 6.2916 5.7333 7.0000
26 6.2121 5.9583 6.0666 6.7500
27 6.2727 6.5000 6.6000 6.7500
28 6.1515 6.4722 6.8000 7.0000
29 6.0303 5.6666 6.4666 6.7500
30 6.2424 6.2916 6.9333 7.0000
31 6.0303 5.9027 6.4000 6.7300
32 5.9696 6.4305 6.6666 7.0000

33 6.4848 6.4583 6.6000 6.5000
34 6.3333 6.0972 6.1333 6.0000
35 6.3333 6.1388 6.5333 6.2500
36 3.9393 4.7222 5.8666 5.2500
37 6.3333 6.4533 6.5333 6.7500
38 6.3030 6.5000 6.5333 6.7500
39 6.1212 6.3055 6.2000 6.5000
40 2.2424 2.3472 2.3333 1.0000

41 6.5151 6.5416 6.9333 6.7500
42 3.3636 3.0416 2.7335 3.7500
43 5.2727 5.8055 6.0666 6.5000
44 6.2727 6.5277 6.7333 7.0000
45 5.2727 ■ 5.3611 6.2666 7.0000
46 6.4242 6.4861 6.8000 7.0000
47 6.4848 6.5555 6.8000 7.0000
48 6.3636 6.3472 6.6666 7.0000
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F K U f i L t  U h M li\\ bLUKi-,b hUR NORMAN, OKLAHOm, RESPONDENT GROUPS
FOR THE IDEA. BANK CLASS IN OCTOBER, 1971

very
closely
related

quite only
closely slightly
related related

neutral

Convenience

only
slightly
related

quite very
closely closely
re la 'A  related

SCALE

1. bad

2. unimportant

3. more important
than service

4. inferior

5. distant

5. difficult drive

7. difficult to find 
parking space

3. not accessible

not mure important 
than service

- ,  important

-------------- supenor

near-bv

easy drive

easy to find 
-------------parking space

_______ accessible

Advertising
9. should offer 

gimmicks

10. skeptical

11. just so much
advertising

12. infrequently
seen by you

13. unhelpful in
planning

14. not informative

15. do not notice
ads

16. do not read

17. exorbitant cost 

13. solemn

19. backward

20. half-hearted

21. impersonal

22. bad

23. same as com
petitors

24. open late on
Sat. is bad

25. phony

26. pessimistic

27. unfriendly

28. uncooperative

29. rigid

30. amateur

31. withdrawn

32. impersonal

Service

should not c ff- 
. gimmicks

 believal le

really outstanding 
  adveri-ising

frequently seen 
. by you

helpful in 
. planning

. informative

ads attract 
. attention

. read

reasonable cost

cheerful

progressive

enthusiastic

oersonal

good

not same as 
competitors

open late or on 
Sat. is good

B>nk Officen

not phony

optimistic

- . friendly

cooperative

flexible

professional

outgoing

personal
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CONTINUED

verycloselyrelated
quitecloselyrelated

onlysliei'tlyrelated neutral

Location

only
sliqhtly
related

quite
closelyrelated

SCALE

33. not convenient

34. distant

35. inferior

35. inconspicuous

37. inadequate

38. bad

39. unimportant

40. not more impor
tant than 
services

41. unfriendly

42. conforming

43. follower

44. inferior

45. commonplace

46. inefficient

47. uncooperative

48. offers few
services _

->------

very
closely
related

The Total Bank

  convenient

  nearby

—  superior

 showy

  adequate

—  good

—  important

more important 
.  than service

friendlv

 nonconforming

pioneer

supenor

imaginative

efficient

cooperative

offers many 
. services

Private Household: __
Commercial Consumers:
Bank O ffice rs : ...........
Bank Presidents; . . . .
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M l groups agree th a t loca tion  is  not more important than service .

For the totaZ bank concept consumer respondents perceive th e ir  

oisTi banks to  be m.ore conforming than do the bank presidents. Bank 

o ffic e rs  th ink th e ir banks more commonplace than do the bank presidents. 

A lth o u ^  the banking respondents th ink the to ta l bank a pioneer, the 

p riva te  households are undecided. The commercial consumers perceive 

th e ir  oivn banks as less o f a pioneer than do the bank presidents.

Norman consumer respondents e x h ib it.a  generally more undecided 

a ttitu d e  toward the other banks class than do the consumer respondents 

in  the other c it ie s . For the convenience concept the scores fo r  the 

consumer groups were clustered around the neutra l p o s itio n . However, 

the bank presidents were very negative in  th e ir  a ttitudes toward the 

convenience o f other banks. The advertis ing concept scores fo r con

sumers were also tig jh tly  clustered around the neutra l p o s itio n  but the 

scores fo r the banking groups were no t. The bankers are more aware 

o f the advertising o f other banks. The scores o f the consumer respond

ents fo r the service , bank o ffic e r , loca tio n , and the to ta l bank con

cepts were e ith e r in  the neutra l category or c lose ly clustered around 

the neutra l p o s itio n . This im plies a general lack o f knoivledge about 

the other banks on the part o f the consumer groups. Bank presidents 

were very negative to\:ard the loca tion  o f other banks.

With some minor exceptions the p ro file  o f a ttitu d e  scores fo r 

the idea l bank depicted s lig h t a ttitu d in a l d ifferences. In  general 

the bank presidents are more p o s itive  in  th e ir a ttitu d e s . Both consumer 

groups do not have extremely p o s itive  a ttitu d e s  toward ide a l bank ad

v e rtis in g . This is  re fle c te d  in  the scales on read, do not read; on 

ads a ttra c t a tte n tio n , do not notice ads; and on unhelpful in  planning^



h e lp fu l in  planning. The consumer groups are neutra l as to  whether 

the idea l bank advertising should be outstanding or ju s t so much ad

v e rtis in g . This is  strong evidence to support the argument th a t present 

bank promotional p o lic ies  need reexamination.

Summary and Conclusions

I f  not e x p lic itly , the courts and various state and federal 

chartering agencies have strong ly im plied th a t convenience is  a loca tion 

al concept. The resu lts  o f the p ro file  a ttitu d in a l analysis on location 

and convenience tend to  contrad ict that im p lica tio n . The consumer 

respondents agree th a t loca tion  o f th e ir bank is  not as important as 

service , ye t these same consumers are undecided as to  whether conven

ience is  more important than service. Consumers a ttitudes toward what 

an idea l bank would be ind icate tha t se r/ice  is  more important than 

loca tion . These same consumers th ink bank convenience only s lig h tly  

less important than service. In  addition loca tion  is  not as important 

to the consumers as i t  is  to the bankers. Bank consumers are making 

a d is tin c tio n  betvs’een convenience and lo ca tio n .

Other important conclusions re su ltin g  from the p ro file  analyses 

include the fo lla d n g :

1. P ro file s  o f the respondents' a ttitu d e s  toward 
advertis ing established a strong foundation fo r 
reevaluating present advertis ing or promotional 
programs o f banks. The advertising programs now 
being used are unsatisfacto ry.

2. Banking hours, in  general, are noiv established to 
b e ne fit bankers ra the r than consumers.

3. Bank o ffice rs  should reexamine th e ir  ro le  in  the 
consumer-bank re la tio n sh ip . The consumers see 
the bank o ffic e r as a personal lin k  between



him self and the bank. The bank o ffic e rs  can 
strengthen th is  re la tionsh ip  by developing a more 
consumer-oriented philosophy. The re su lt would 
be a more concerned, honest, trustw orthy, and 
p ro fita b le  performance by the bank o ffic e rs .

4. Consumers in  Enid perceive th e ir  ot\Ti bank's 
o ffice rs  as less o p tim is tic , less fr ie n d ly , less 
cooperative, less fle x ib le , less pro fessiona l, 
and less personal than do the banking groups.
Enid banks need to  devise and implement pro
grams or p o lic ie s  th a t would a ss is t the bank 
o ffic e rs  in  improving th e ir  consumer-banker 
re la tio n sh ip .

5. Ponca C ity  bank o ffic e rs  are perceived by the 
consumers as more "phony", less o p tim is tic , less 
cooperative, and less outgoing than they are 
perceived by e ith e r o f the banking groups. These 
re su lts  are a fu rth e r ind ica tion  o f the previously 
stated need fo r a greater consumer-oriented a t t i 
tude o f bank o ffic e rs .

6. The consumers are undecided as to  whether the 
to ta l bank is  commonplace or im aginative, a 
fo llow er or a pioneer. Bankers should attempt 
to  inform  or educate the consumers as to  Federal 
and s ta te  regulations or p o lic ie s  tha t m ight have 
a bearing on these perceptions.

7. Consumers believe service to be much more im port
ant than loca tion  and s lig h tly  more important than 
convenience.

8. Consumers in  Ponca C ity  perceive th e ir  avn bank’ s 
sendee to  be the same as the competitois ' ; a lth o u ^  
the bank presidents perceived th e ir  oim bank's ser
vice as d iffe re n t from the corapetitiois ' .  The same 
a ttitud e s  occur in  Norman. A ll Enid respondent 
groups th in k  th e ir  own bank's service to  be the same 
as th e ir  com petitor's w ith  the exception o f the 
bank o ffic e rs  who are undecided. Consumers perceive 
very l i t t l e  d iffe rence in  the service o f various 
banks. The lack o f a d istinguishable d iffe rence
in  the sendee o f banks should encourage creative  
development o f new sendees and improvement o f 
consumer-oriented p a rtic ip a tio n  o f a ll bank em
ployees .

9. Norman consumers th in k  th a t th e ir  own bank is  
not as near-by, re la tiv e  to  the bank presidents, 
but they also th in k  th a t i t  is  easier to  fin d  a 
parking space there than do the bank presidents 
o f Norman. The Norman consumers do not see the



distance to th e ir  bank or its  parking fa c ilit ie s  
as a deterrent to  th e ir  banking practices.

10. Norman household respondents th ink  the loca tio n  
o f th e ir  am bank less good and less important 
than do the Norman bank presidents. Bank loca
tio n  should not be an area o f excessive managerial 
emphasis in  banking.

11. Consumers in  Norman perceive th e ir  o \ \ t i  bank to  
be more conforming than do the bank presidents.
By developing a strong consumer o rien ta tion  the 
banks could discover p ro fita b le  new services, 
p o lic ie s , or programs th a t would be accepted by 
bank consumers.

12. Consumer respondents in  Norman are generally more 
undecided about other banks in  th e ir c ity  re la tiv e  
to  the consumer respondents in  Enid o r Ponca C ity . 
E vidently the more banks a c ity  has, the more 
d if f ic u lty  the consumers have in  making a d is tin c tio n  
between th e ir  am banks and a ll other banks.

13. The Noiman consumers had scores fo r a ll  other banks 
on the bank o ffic e rs , loca tio n , and the to ta l bank 
concepts th a t were e ith e r in  the neutral category 
o r c lose ly  clustered around the neutral p o s itio n .
The generally undecided scores im plies a lack o f 
knavledge about the other banks on the p a rt o f the 
consumer groups. The banks could bene fit from a 
program th a t informs the consumers about the bank 
o ffic e rs , the lo ca tio n , and the general make-up
o f the to ta l bank.

14. Bank consumers are not as negative toward other 
banks as are the bank executives. Throu^ de ter
mined consumer-oriented programs banks can improve 
th e ir  com petitive p o s itio n .

15. Some divergence occurred betiveen the a ttitu d e  pro
f ile s  o f the tivo consumer groups. Segmentation o f 
various banking markets or groups would be desira
b le . Such segmentation would a lia : fo r  the develop
ment o f programs or services th a t would s u it the needs 
o f a p a rtic u la r group o f consumers.

16. Commercial consumers in  each o f the three c itie s  
generally have more p o s itive  a ttitudes toward th e ir 
am  bank than do the household consumers. Evidently 
bank executives are provid ing more p o s itive  banking 
practices to the businessman, than to the household 
consumer.



CHAPTER VI

B.ANK CONSUMER RESEARCH: IMPLICATIOXS AND AREAS 
FOR FURTHER RESEARCH

Consumer-Oriented Banking 

The differences in  a ttitudes among bankers and bank customers 

suggests th a t banking is  generally not consumer-oriented -- at least 

not in  the three communities surveyed. I f ,  in  fa c t, bank managements 

and regulators throughout the industry are not consumer-oriented i t  

may be because o f a lack o f knmvledge concerning bank consumers. E vi

dence o f th is  deficiency was seen in  the a ttitu d in a l d ifferences in  

each o f the s ix  s ta tis tic a l analyses. S ig n ifica n t d ifferences in  the 

a ttitu d e s  o f the bank consumer and the bank executive were apparent. 

The idea l bank received a considerably h igher score than current banks 

in d ica ting  a d is tin c t lack o f perfection  in  o r even sa tis fa c tio n  w ith  

current banking operations. S pecific areas where consumer-oriented 

improvements in  bank operations are ju s t if ie d  have become c lea r.

Implied Managerial Considerations

Based on the resu lts o f the analysis o f the advertising con

cept, the banks in  the c itie s  surveyed are p lacing too much fa ith  in  

the promotional bene fits  o f advertis ing. Instead o f having read ily  

available  knowledge o f consumers’ a ttitu de s  to  use in  d e ta ilin g  the 

th ru s t o f the promotion from the p a rtic u la r bank’ s po in t o f view, the 

bank management is  forced to  re ly  on assumptions in  the development
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of promotional packages. Therefore, lo c a l media and advertis ing  agencies 

are in  a p o s itio n  to ove rse ll the promotional bene fits  o f advertis ing . 

Managerial con tro l o f advertis ing  is  more desirab le .

The second managerial consideration is  connected w ith  the analysis 

o f the bank o ffic e r concept. The bank o ffic e r  is  an important ingred ient 

in  a consumer-oriented bank. He is  the personal lin k  beüceen the in d iv id u 

a l consumer and the bank in s titu tio n s . Trust and confidence in  th is  

re la tionsh ip  are very m portant. The genera lly low consumer a ttitu d e  

tavard bank o ffic e rs  suggests th a t the tra in in g  o f these employees, 

p a rtic u la rly  in  communication, p ub lic  re la tio n s , and marketing s k ills  

is  essentia l to  successful banking.

Another managerial consideration concerns the implementation 

o f market segmentation p o lic ie s . Through appropriate market segmen

ta tio n  a series o f specia l promotions could be aimed a t p a rtic u la r 

consumer segments, or an o rig in a l service could be designed fo r a 

p a rtic u la r segment. Rather than a p o lic y  tre a tin g  a ll consumers as 

p a rt o f the mass market, market segmentation allcuvs fo r maximum 

p ro fita b le  re la tionsh ips w ith  various consumer groups.

For a bank to  be consumer-oriented the support o f tlie  bank 

president is  necessary. The need fo r top bank management involvement 

in  consumer-oriented banking was discovered in  the analysis o f the 

sendee concept. Bank presidents are unable to  d is tingu ish  th e ir  own 

bank’s service from an ide a l bank’ s se rv ice , although th e ir  o ffic e rs  

and consumers can make the d is tin c tio n . The meaning is  th a t top man

agement is  not a llo idng  substan tia l innovation o r adartation to  occur.

Top management cooperation and enthusiasm are necessary i f  new programs 

and p o lic ie s  are to  be implemented.



Another managerial consideration is  concerned w ith  the e ffe c t 

o f regula tion  re s tra in ts  on the sa tis fa c tio n  o f consumer wants and needs. 

A th o ro u ^  analysis o f consumer awareness might rind  th a t the bank 

consumer requires education about areas wb^re regulation forb ids de

s ira b le  action. For example, consumers may desire bank branches fo r 

maximum convenience o f loca tion . Many sta tes, including Oklahoma, 

fo rb id  branch banking. In  sudi cases, the consmers should be so 

motivated th a t they w il l  acquire and accept new patterns o f thought, 

new ha b its , and new banking s k ills .  The educational process i t s e lf  

could be a b e n e fic ia l veh ic le  fo r improved consumer re la tio n sh ip s .

Implementation and app lica tion  o f a ttitu d e  research in  banking 

is  possible and necessary today. A sound consumer data base can be 

formed by continuing research in  a ttitu d e  analysis. This continuing 

approach ava ils bank management o f sp e c ific  and e x p lic it inform ation 

on trends in  consumers’ changing a ttitu d e s . Khwledge o f these a ttitu d e s  

provides a b e tte r method o r basis fo r improving e x is ting  services, fo r 

evaluating promotional programs, and fo r  determining needed or unknown 

services. The very act o f managerial involvement in  consumer research 

can create a p o s itive  a ffe c t. The management o f a bank w il l  lik e ly  

develop a more personal in te re s t in  consumers and become more a le rt 

to  cues in d ica tin g  consumer wants, desires, needs, and a ttitu d e s .

Areas fo r  A dd itiona l Research

Analysis o f the s ix  banking concepts ansivered many questions 

concerning the o rig in a l hypotheses. As in  most research, the analyses 

not only supplied answers to  previous questions, but also ca lled  a t

te n tio n  to  areas deserving fu rth e r research.

One area is  the controversy concerning convenience and loca tion .



This research raises more than doubt; i t  presents some evidence tha t 

the consumer segments perceive convenience and loca tion  as d iss im ila r 

concepts. Further a ttitu d e  research could determine the m.ore spec ific  

consumer d iffe re n tia tio n  o f convenience and loca tio n , and the consumer's 

d e fin itio n  o f convenience.

A second area o f possible fu rth e r research is  an examination 

o f the promotional programs o f banking in s titu tio n s . More e ffe c tive  

and p o s itive  consumer advertising programs w il l  require fu rth e r research 

in to  sp e c ific  a ttitu d e s  o f bank consumers. This research should be 

designed to  fin d  leve ls o f awareness and predispositions coward banks 

and to  determine what promotion would have the best e ffe c t on various 

bank consumer segments.

Research o f consumer a ttitu d e s  toward service would help in  

iso la tin g  areas needing the most improvement. Research would help to  

iso la te  needed bank services not c u rre n tly  o ffe red , and to  determine 

which bank services can be offered p ro fita b ly  a t d iffe re n t times dur

ing  the day.

The idea l bank concept could be the vehicle  fo r establishing 

d e fin itiv e  consumer a ttitudes about uie fu tu re  o f banking, in  general 

and about sp e c ific  areas o f current banking practices needing the most 

improvement. I t  would provide a benchmark fo r  fu tu re  improvements.

The ideal bank concept could be used to  analyze consumer a ttitudes 

and to  compare them to  banker a ttitu d e s  and the re la ted  guidelines o f 

regula ting agencies.

In the ea rly  p a rt o f th is  thes is  the actual market structure 

o f the banking industry was examined. Further research in to  methods 

o f bank d iffe re n tia tio n  could, also, probe the im plications o f con-



sumers ' in a b ility  to  d is tingu ish  among banks. This research suggests 

the p o s s ib ility  th a t the more banks in  a c ity ,  the more d if f ic u lt  i t  is  

fo r the consumer to  d is tingu ish  or d iffe re n tia te  among the various 

banks. A dd itiona l research should determine how many banks in  one . 

market area is  optim al.

Bank consumers are very loya l to  th e ir  oivn banks. This lo y a lity  

e x is ts , even though they apparently disagree w ith  bankers on various 

aspects o f banking. Further investiga tion  o f consumers' a ttitudes 

would determine reasons why a consumer changes or refuses to change 

banks.



A P P E N D IX  A

A L L  BANKS SU R VEYED  IN  T H R E E  OKLAHOM A C IT IE S



TABLE L I

A L L  BANKS SURVEYED IN  THREE OKLAHOMA CITIES

C ity Nam e of Bank

E nid C e n tra l N ational Bank and T ru s t Co. 
F ir s t  N ational Bank and T ru s t Co. 
S ecu rity  N ational Bank 
Com m unity Bank and T ru s t Co.

N orm an A m erican  Exchange Bank & T ru s t Co. 
C ity  N ational Bank and T ru s t Co. 
Oklahom a N ational Bank 
S ecu rity  N ational Bank and T ru s t Co. 
F ir s t  N ational Bank and T ru s t Co.

Ponca C ity F ir s t  N ational Bank and T ru s t Co. 
P io n eer N ational Bank  
The Security  Bank
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TABLE LU

POPULATION, LOCATION, .AND ÊTROPOLIT.AN PROXIMITY 
OF THREE OKLAHOMA CITIES *

Population Location Proxim ity to 
M etropolitan Center

Ponca C ity 26,500 North Central 
Oklahcma

50 miles

Enid 44,600 Northwest
Oklahoma

100 miles

Norman 52,600 South Central 
Oklahoma

15 miles

*Figures are estimates taken from "Sur/ey o f Buying Paver," Sales 
Management Magazine, June, 1971.
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TABLE L U I

INCOME DISTRIBimON OiARACTERISTICS 
OF THREE OKLAHOMA CITIES *

Income Group Population %

Ponca C ity $ 0 - 2999 17.3
3000 - 4999 9.6
5000 - 7999 15.7
8000 - 9999 12.5

10,000 and over 45.0

Enid $ 0 - 2999 19.6
3000 - 4999 12.2
5000 - 7999 20.8
8000 - 9999 15.3

10,000 and over 32.1

Noman $ 0 - 2999 19.9
3000 - 4999 14,8
5000 - 7999 25.1
8000 - 9999 13.8

10,000 and over 26.4

*Figures are estimates taken from "Survey o f Buying Paver," Sales
Management, June, 1971.
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A P P E N D IX  B 

C A L C U L A T IO N  O F  S A M P L E  S IZ E



TABLE LTV

S A M P L E  S IZ E  C A LC U LA TIO N S FOR  
PONCA C IT Y , O K LAHO M A, 

HOUSEHOLDS

Income Category Num ber of 
Households - X

X%

1 1661 2 ,7 5 8 .9 2 1

2 921 848 ,241

3 1507 2 ,2 7 1 ,0 4 9

4 1200 1 ,440 ,000

5 4311 18 ,584 ,721

5 9600 2 5 ,9 02 ,9 32

X = 1920

(£ X )2  = 92, 160,000  

s = \ /  £ X ^ -  ( l X ) ^ / n  = 1363
V n -1

K = 2 

D = + 10%

V  = s = .7 1
~ T

N =
j 2 —  = 202

K -  number o f standard deviations associated with a n in e ty -five  
percent confidence.

V  = coefficient of varia tio n  

D = leve l o f accuracy requ ired
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table lv

S A M P L E  S IZ E  C A LC U LA TIO N S  FOR PONCA C IT Y ,  
C O M M E R C IA L  EN TE R P R ISE S

OKLAHOM A,

Sales Category Sales (000) X X%

Food 14, 156 200,392 , 336

G eneral M erchandise 10,376 107,661, 376

F u rn itu re  and 
Appliances 2 ,910 8 ,468 , 100

Auto 3 ,7 7 6 77 ,018 , 176

Drug 2 .9 8 6 8 ,9 1 6 , 196

O ther 16,005 256 ,160 ,025

6 55, 509 658,616 , 209

X  = 9251

(1 X )2  = 3 ,0 8 1 ,2 4 9 ,0 8 1

i3 = \  I  £X '^ (£X )'^ /n  = 5386
n -1

K  = 2 

D  ̂ +20%

V  = _ f _
X  = .58 2 2

N = = b .
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T A B L E  L\T

S A M P L E  S IZ E  C A LU LA TIO N S  FO R N O R M A N ,
HOUSEHOLDS

O K LA H O M A ,

Incom e Category
N um ber of 

Households -  X X%

1 3 ,2 8 4 10,784 ,656

2 2 ,4 4 2 5, 963, 364

3 4, 141 17, 147,881

4 2, 277 5, 184,729

5 4, 356 18,974 ,736

5 16,500 5 8 ,0 55 ,3 66

X  = 3300

(£ X )^  = 272,250 ,000

/n  = 949

K = 2

D = ! i o %
V = ®

X =

N =
DZ - = 33
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T A B L E  .LVII

S A M P L E  S IZE  C A LC U LA TIO N S  FOR N O R M A N , O KLAHOM A, 
C O M M E R C IA L  EN TE R P R ISE S

Sales Category Sales (000) X X%

Food 2 2 ,9 4 4 526,427, 136

G eneral Merchandise 6 ,4 2 9 4 1 ,3 3 2 ,0 4 1

F urn itu re  and 
Appliances 3 ,4 1 5 1 1 ,662 ,225

Auto 19,710 388,484, 100

Drugs 3 ,3 6 3 11 ,309 ,769

O ther 35,779 1,280, 136,841

6 91,640 2 ,259 , 352, 112

X = 15,273

(£ X )2  :: 8, 394,889, 600

" -  (£ X )^ /n  = 13,113s -1 £ X  - ( 2
\ J   E T

K = 2

D = t  20%

V = J _ 85

72
—F T "
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T A B L E  'LVIII

S A M P L E  S IZ E  C A LC U LA TIO N S FO R E N ID ,
HOUSEHOLDS

OKLAHO M A,

Income Category
Num ber of 

Households-X X%

1 3 ,058 9 ,3 5 1 ,3 6 4

2 1,903 3 ,6 2 1 ,4 0 9

3 3 ,245 10, 530,025

4 2 ,387 5 ,6 9 7 ,7 6 9

5 5,007 2 5 ,0 70 ,0 49

5 15,600 54,270 , 616

X = 3,120

( i X ) 2  % 243 ,360 ,000

ts = . / £ X ^  - ( £ X p /n  = 1184
n - i

K c 2

D  ̂ t  10%

V = - j  .  .3 8

N Z ^ 58
D -
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TABLE LIX .

S A M P L E  S IZ E  C A LC U LA TIO N S  FO R E N ID , OKLAHO M A, 
C O M M E R C IA L  EN TE R P R ISE S

Sales C ategory Sales (000) X X2

Food 20,730 429 ,732 ,900

G enera l M erchandise 21 ,031 442, 302,961

F u rn itu re  and 
Appliances 5,370 28, 836,900

Auto 17,791 316, 519,681

Drugs 3 ,668 13,454 ,224

O ther 37,541 1,409, 326,681

6 106, 131 2 ,6 4 0 , 173,347

X  = 17, 688

(£ X )2  = 1 1 ,2 6 3 ,7 8 9 .1 6 1  

£ X ^  - ( £ X )^ /n
n - 1 

K  = 2

D = t  20%

V  =_3_ = . 6 9  
X

N = K fy Z
d 2 = 47
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A P P E N D IX  C 

TH E C O M P L E T E  SU R VEY DO CUM EN T



INFORMATION SHEET

NAME OF BANK

C IT Y

R ESPO N D EN T T Y P E

B.

C.

D.

SU R VEY N U M B E R
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INSTRUCTIONS

The purpose o f th is  study is  to  measure the MEANINGS o f c e r ta in  th ings to 
various people hy having them judge concepts against a se ries  o f d e s c r ip tiv e  scales. 
In tak in g  th is  te s t ,  p lease make your judgments on the basis o f what these things 
mean TO YOU. At the top o f each page of th is  survey you w i l l  f in d  a sub jec t to 
judge. Under each major sub ject area you w i l l  f in d  d i f fe re n t  concepts to  he judged 
and beneath that concept a se t o f sca les. You are to  ra te  each concept fo r  the major 
sub jec t area on each o f these scales in  o rde r.

Here is how you are to  use these sca les :

I f  you fe e l that the concept is  VERY CLOSELY RELATED to  one end o f the sca le , you 
should place your check-mark as fo llo w s :

f a i r   X_

f a i r

u n fa ir

u n fa ir

I f  you fe e l that the concept is  QUITE CLOSELY RELATED to one or the o ther end of 
the scale (but no t e x tre m e ly ), you should place your check-mark as fo llo w s :

strong

strong

weak

weak

I f  the concept scorns ONLY SLIGHTLY RELATED to one side as opposed to  the o the r side 
(but is  no : re a lly  n e u t ra l) ,  then you should check as fo llo w s :

ac tiv e passive

a c tiv e passive

The d ire c t io n  toward which you check, o f course, depends upon which o f the two ends 
o f the scale seem most c h a ra c te r is t ic  o f the th in g  you are ju dg ing .

I f  you consider the concept to  be NEUTRAL on the sca le , bo th sides o f the scale 
EQUALLY ASSOCIATED w ith  the concept; then you should p lace your check-mark in  the 
middle space:

safe dangerous

IMPORTANT: (1) P lace your check-marks IN THE MIDDLE OF SPACES, no t on the
boundaries:

THIS NOT THIS 
 ;______ :______ : X : _____ X:______ :______ :

(2) Be sure you check every scale fo r  every concept--DO NOT OMIT ANY.

(3) Never pu t more than one check-mark on a s in g le  s c a le .

PLEASE DO NOT LOOK BACK AND FORTH through the item s. Do no t t r y  to  remember 
how vou checked s im i la r  items e a r l ie r  in  the te s t .  HAKE E.ACH ITEM A SEPARATE AND 
INDEPENDENT JUDGMENT. Work a t f a i r l y  high speed through th is  te s t .  Do not worry 
or puzzle over in d iv id u a l item s. I t  is  your f i r s t  im pressions, the immediate " fe e l
ings" about the ite m s , th a t we want. On the other hand, please do no t be care less, 
because we want your tru e  im pressions.
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MY HANK

very quiteclosely closelyrelated related

Convenience

only only quite  very
s l ig h t ly  n eu tra l  s l ig h t ly  c losely  closely  
re la ted  re lated  re la te d  re lated

bad

un im portant

more im portan t 
than se rv ice

su p e rio r

near-by

d i f f i c u l t  d r iv e

easy to  f in d  
pa rk in g  space

access ib le

should o f fe r  
gimmicks

s k e p t ic a l

ju s t  so much 
a d v e r t is in g

fre q u e n tly  seen 
by you

u n h e lp fu l in  
p lann ing

in fo rm a tiv e

ads a t t r a c t  
a tte n tio n

read

reasonable cost

c h e e rfu l

p rog ress iv .

e n th u s ia s tic

im personal

good

same as com peti
to rs

open la te  or on 
S a t. is  bad

phony

p e s s im is t ic

u n fr ie n d ly

coopera tive

r ig id

p ro fe s s io n a l

w ithdrawn

personal

A dve rtis in g

Service

Bank O ffice rs

good

im portant

not more im portan t 
than se rv ice

in fe r io r

d is ta n t

easy d riv e

d i f f i c u l t  to  f in d  
parking space

not access ib le

should no t o f fe r  
gimmicks

be lie vab le

re a lly  ou ts tand ing  
a d v e rtis in g

in fre q u e n tly  seen 
by you

h e lp fu l in  
p lanning

not in fo rm a tiv e

do no t n o tic e  ads 

do no t read

e x o rb ita n t cost

solemn

backward

h a lf-h e a rte d

personal

bad

not same as com
p e t ito rs

open la te  o r on 
Sat. is  good

not phony

o p t im is t ic

f r ie n d ly

uncooperative

f le x ib le

amateur

outgoing

impersonal
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MY R;\XK
Location

very quitecioscly closelyrelate! related
only

s ligh tly
related

neutral
only quite 

s liqb tly  cioscly 
related related

v e rycloselyrelated
not convenient

nearby

in fe rio r

inconspicuous

adequate

good

iitportant

not nore impor
tant than services

convenient

distant

superior

showy

inadequate

bad

unijrportant

more irportant 
than service

The Total Bank

unfriendly

conforming

follower

superior

comonplace

ine ffic ien t

cooperative

offers many 
services

friendly

nonconforming

pioneer

in fe rio r

imaginative

e ffic ien t

uncooperative

offers few 
services

OTMER B.WKS 

Convenience

bad

unimportant

more important 
than service

superior

near-by

d if f ic u lt  drive

easy to find 
parking space

accessible

should o ffe r 
gimmicks

skeptical

just so much 
advertising

frequently seen 
by you

unhelpful in  
planning

informative

ads attract 
attention

read

Advertising

good

important

not more important 
than service

in fe rio r

distant

easy drive

d if f ic u lt  to find 
parking space

not accessible

shculd not offer 
gimmicks

believable

rea lly  outstanding 
advertising

infrequently seen 
by you

helpful in  planning 

not informative 

do not notice

do not read
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Mr BANK

Bank O ff ic e rs

very q u ite  only only quite  very
closely cioscly s l ig h t ly  n e u tra l  s l i g h t l y  c ioscly  c losely
re la ted  re la ted  re la te d  re la te d  re la ted  re lated

not convenient

nearby

in fe r io r

inconspicuous

adequate

good

im portant

not more impor
ta n t than 
serv ices

u n fr ie n d ly

conform ing

fo llo w e r

superio r

commonplace

in e f f ic ie n t

cooperative

o ffe rs  many 
serv ices

The T o ta l Bank

  convenient

__ d is ta n t

  s u p e rio r

_  showy

  inadequate

 bad

  un im portant

more im portant 
than serv ice

f r ie n d ly

nonconforming

p io n e e r

in f e r io r

im ag ina tive

e f f ic ie n t

uncooperative

o ffe rs  few 
se rv ices

OTHER BANKS

Convenience

bad

unim portant

more im portan t 
than se rv ice

sup e rio r

near-by

d i f f i c u l t  d rive

easy to  f in d  
pa rk ing  space

accessib le

should o f fe r  
gimmicks

s k e p tic a l

ju s t  so much 
a d v e rt is in g

fre q u e n tly  seen 
by you

un h e lp fu l in  
p lann ing

in fo rm a tive

ads a t t r a c t  
a t te n tio n

read

A d v e rtis in g

good

im p o rtan t

no t more im portant 
than serv ice

in fe r io r

d is ta n t

easy d r iv e

d i f f i c u l t  to  f in d  
pa rk in g  space

not accessib le

should no t o f fe r  
gimmicks

b e lie v a b le

r e a lly  ou tstanding 
a d v e r t is in g

in fre q u e n tly  seen 
by you

h e lp fu l in  p lanning

no t in fo rm a tive

do not no tice  
ads

do not read
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Service
q u itevery q u ite  only or.l,

c lo ic ly  c iosc ly  s l ig h t ly  n eu tra l  s l ig h t ly  c ioscly  c losely  
r c l i t c d  re la te d  re la ted  re la te d  re la te d  re la ted

reasonable cost

c h e e rfu l

p rogressive

e n th u s ia s t ic

im personal

good

same as competi
to rs

open la te  or on 
S a t. is  bad

e x o rb ita n t cost 

solemn 

backward 

h a lf-h e a rte d  

personal 

_ bad

not same ascompetitors
open la te  or on 
S a t. is  good

Bank O ff ic e rs

phony

p e s s im is tic

u n fr ie n d ly

coopera tive

r ig id

p ro fe s s io n a l

w ithdrawn

persona l

n o t convenient

nearby

in f e r io r

inconspicuous

adequate

good

im portan t

no t more impor
ta n t  than 
se rv ices

u n fr ie n d ly

con form ing

fo llo w e r

s u p e r io r

commonplace

in e f f ic ie n t

coopera tive

o ffe rs  many 
se rv ices

Location

The T o ta l Bank

  not phony

  o p t im is t ic

  f r ie n d ly

uncooperative

  f le x ib le

  amateur

  outgoing

im personal

convenient

d is ta n t

su p e rio r

showy

inadequate

bad

unim portant

more im portan t 
than se rv ice

f r ie n d ly

nonconforming

pioneer

_ inferior
im ag ina tive

_ e f f ic ie n t

uncooperative

o ffe rs  few 
se rv ices

157



U)I;AL BANl

Convenience

'c rv  q u ite  only on ly
c lo s e ly  c lo s e ly  s l ig h t ly  n e u tra l s l i g h t ly  
re la te d  re la te d  re la ted  re la te d

quite veryclosely ciosclyrelated related
bad
unim portant

more im portan t 
than serv ice

su p e rio r

near-by

d i f f i c u l t  d rive

easy to  f in d  
p a rk in g  space

access ib le

should o f fe r  
gimmicks

s k e p t ic a l

ju s t  so much 
a d v e r t is in g

fre q u e n tly  seen 
by you

u n h e lp fu l in  
p lann ing

in fo rm a tiv e

ads a t t r a c t  
a t te n t io n

read

reasonable cost

c h e e rfu l

p rog ress ive

e n th u s ia s tic

im personal

good

same as com
p e t ito rs

open la te  on 
S at. is  bad

phony

p e s s im is t ic

u n fr ie n d ly

coope ra tive

r ig id

p ro fe s s io n a l

withdrawn

personal

A d v e rt is in g

Service

Bank O ff ic e rs

good

im portan t

not more im portan t 
than se rv ice

in fe r io r

d is ta n t

easy d rive

d i f f i c u l t  to f in d  
pa rk ing  space

not accessib le

should no t o f f e r  
gimmicks

b e lie va b le

re a lly  ou ts ta nd ing  
a d v e rtis in g

in fre q u e n tly  seen 
by you

h e lp fu l in  
p lanning

not in fo rm a tive

do no t n o tice  
ads

do no t read

e x o rb ita n t cos t

solemn

backward

h a lf-h e a rte d

personal

bad

not same as 
com petitors

open la te  o r on 
S a t. is  good

no t phony

o p t im is t ic

f r ie n d ly

uncooperative

f le x ib le

amateur

outgoing

im personal
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lur.ftL O A lik

Location

very quite only only quite very
C;oscly closely s ligh tly  neutral s l ig h t ly  closely c lo se ly
related re lated related related related re la ted

no t convenient

nearby

in fe r io r

inconspicuous

adequate

good

im portant

no t more impor
ta n t than

u n fr ie n d ly

conform ing

fo llo w e r

su p e rio r

commonplace

in e f f ic ie n t

cooperative

o ffe rs  many 
serv ices

The T o ta l Bank

convenient

d is ta n t

superio r

showy

inadequate

bad

unim portant

more im portant 
than serv ice

f r ie n d ly

nonconforming

p ioneer

in fe r io r

im aginative

e f f ic ie n t

uncooperative

o ffe rs  few 
services
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APPENDIX D

T H E  C O M P L E T E  S T A T IS T IC A L  M ETH O D O LO G Y IN C L U D IN G  
ANALYSIS O F  V A R IA N C E  W IT H  R E P E A T E D  MEASURES AND  

U N E Q U A L S A M P L E  SIZES IN  A FOUR BY TH R EE F A C T O R IA L  
E X P E R IM E N T , AND ALSO IN C L U D IN G  DUNN'S P R O C E D U R E  

FOR P L A N N E D  COM PARISON



ANOVAR PROCEDURE

The firs t  req u irem en t is a table o f inform ation as shown in

Table (i).

Table {1/

RESPO ND EN T  
CLASS 
(F ac to r A)

Concept 

BANK CLASS -  B F a c to r

T O T A L

P riva te  
Household
Consumers

C o m m erc ia l

ni+nj+1
- Pni+nj+2

ni+nj+nK  

= Pni+nj+nk+1
Presidents

ni+nj+nk+nl

Scores for each respondent are the sum of a ll scores on a concept 
fo r a p a rtic u la r  bank class. These scores are  then entered  in  Table (i) .
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The second step is the development of an AB sum m ary table  
as shown in Table ( ii) .

Table (ii)

T O T A L

G Grand Tota l

Each ce ll in the above m a tr ix  is the sum of a ll respondents scores in  
each group - -  bank class ce ll of Tab'’ .-, (i/. In addition, the total 
column are .-ummed as shown above.

The th ird  step is a m odification  becu ' -e if unequal ce ll s izes. The 
use of unweighted m eans is employed where cell sizes are  unequal, 
to establish c e ll n equality . This Is done by dividing each ce ll entry  
in Table (ii) by the num ber o f subject'" in  that ce ll. Thus a new 
sum m ary table AB: - is developed w lc  -c- AB ^ = ABA/n.^. The p rim e

denotes m ean en tries .

A note should be made on the use oz symbols when using the un
weighted means method.

n  ̂ = num ber L i  respondents i--. each sample s ize , by 
respondent group

p -  num ber of respondent groups or samples (4)

q = num ber of bank classes ( i)

The degrees of frc -c o m  for sums of squares change slightly . In  this 
unweighted means m ethod np is replaced with N  throughout, where  
N = n^. F o r  exam ple,

p (n - 1) becomes N -  p

p (n -  1) (q - 1) becomes (N - p) (q - 1).
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Using the pre ceding inform ation an analysis o f variance table can be 
constructed ihowing the computational procedure. See Table ( i i i) .  
The form ulas and the source of the form ulas components are  found 
in table ( i i i i ) .

Table ( ii i)

ANALYSTS O F  V A R IA N C E  FOR T H E  U N W E IG H TE D  M EANS, 
R E P E A T E D  MEASURES CASE

Source of 
V aria tio n Computational Form ula df

B E T W E E N  SUBJECTS

A .  (G 'Z /p g ^

Subjects ’V. groups j j ^ P ^ m ) / ^  -  |^(A ?/n^q)J

W IT H IN  SUBJECTS

B

AB

P

(£ B j2 )/p  .  (G '^ /pg)

£ (A B ;.)^  - (£ A (^ ) /q  - (£ B j" )/p + (G '^ /p g )2 \ / „ x / r . | 2  j

N (q -  1)

q - 1

(p - l} (q - l)

B X  Subj. w . 
grps.

X
- I

(A B .y V n . ( £ P  m )/q ^(A. /n-q) (N -p )(q -
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T A B L E  (iiii)

FO RM U LAS FOR ANOVAR W IT H  U N E Q U A L C E L L  SIZES AND  
T H E  SOURCE O F THE FO RM U LAS CO M PO NENTS

F O R M U LA SOURCE OF M AJO R COMPONENTS

G '^ /p g O' from  A B L sum m ary table

A- fro m  A B '. . sum m ary table

B '. fro m  A B '..  
J iJ

sum m ary table

AB ' from  each ce ll in A B '; . sum m ary table 
ii D

£ (A . /n .q )

( £  P rn l /q

A ll o f these form ulas d erived  from  orig inal 

sum m ary tables (i) and (ii)
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DUNN'S PROCEDURE

The f irs t step is  to determ ine what the planned comparisons are , 
These comparisons a re  ■ group one with group four; -roup one with  
group three; group two with group four; and group two \/ ith  group 
three, fo r each of the levels of factor B . F o r each of the levels o f 
factor A , two comparisons a re  planned. These comparisons are 
t r ia l  one w ith tr ia l th ree , and t r ia l  one w ith t r ia l  two.

The second step is to compute the pooled m ean square. The form ula  
fo r the pooled mean square as in this analysis req u ires  the following  
form ula:

pooled MS = (df^) p  + (dfg) (M S g rro r  2̂

dfj  + dfg

The pooled MS then becomes p a rt of the fo llow ing s ta tis tic  for com 
parisons between groups:

t = %Ti  -

Pooled MS 1 T 1

where X . = ce ll m ean o f group j in t r ia l  Tj .̂

X j: = ce ll m ean of group j ' in t r ia l  T^.

N j = num ber of respondents in the sam ple j .

Nj I = num ber of respondents in the sam ple j ' .

This t s ta tis tic  is  compared to a c r it ic a l value of 2. 50 as contained 
in Dunn's M u ltip le  Com parison Test Tables as published by K irk . ^

F o r the two com parison of the levels o f B, ti.e statistic  is of a 
slightly d iffe ren t fo rm  because the sample siz<- is constant for each 
com parison. The form ula  is:

^Kirk, p. 551.
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t =  -  ^ jT i '

n T  (^ ^ e rro r  t )

■where = ce ll m ean of t r ia l  i fo r  group j

jT i  " ce ll m ean of t r ia l  i' fo r group j

-  num ber of respondents in group j

M S e rro r  T  ~ M ean Square e r ro r  te rm  fo r tr ia ls

This t s ta tis tic  was com pared to a c r it ic a l value of 2. 50 as contained 
in Dunn's M u ltip le  Com parison T es t Tables as published by K irk .
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