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Abstract 

Title: Determinants of Swedish Bank Selection Choices by International students 

Level: Final assignment for Master Degree in Business Administration 

Authors: Sijia Wei and Jingxian Lu 

Supervisors: Aihie Osarenkhoe  

Examiner: Maria Fregidou-Malama 

Date: 2013-September 

Aim: This study aims to explore bank selection criteria employed by international students in 

Gavle, Sweden. 

Methodology: Data was collected through semi-open structure questionnaire. The researchers 

do sampling a total of 101 students in the University of Gavle. After data collection through 

questionnaire, data was analyzed through SPSS19 software. A non-probabilistic convenience 

sampling was employed and data was analyzed to be refined and reduced in a manageable 

way. 

Conclusion: There are four factors which are the main reasons in influencing international 

students choosing banks in Sweden. This study reveals that “Good service provision”, 

“assurance”, “value added service”, “convenience and security” have significant influence on 

the bank selection decision of international students. There is no difference between ethnicity 

in influencing factors. Besides, different genders have same influencing factors as the four 

factors in this research.    

Implications and value of this research: This research steps further in the investigation 

about customer bank selection behavior. It is the research that focuses on individual customers 

of banks especially in Sweden. Furthermore, the results of this research can be beneficial for 

banks to identify appropriate strategies to attract and retain international students. 

Suggestion for future studies: The international students are banks’ potential customers in 



the long run. Because the results of this study are only based on customer’s perceptions, it 

could be an interesting research area for future researchers to investigate the correspondence 

between and service providers’ and consumers’ perceptions. In addition, because one of our 

study limitations was that the research only conducted in one city: Gavle, it would be 

interesting to investigate other Swedish universities international students for the same topic. 
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1. Introduction: 

This chapter consists of four parts. Firstly, the background of this study is described for the 

purpose of introducing the field of retail bank marketing. The second part presents the 

significance of this research. More importantly, the purpose of this study is highlighted in the 

third part. Finally, the fourth part presents the limitation of the study. 

1.1 Background 

Since late 1960s, various researches had been conducted concerning the theme of retail bank 

marketing which were mainly about the behavior of bank customers (Mokhlis et al., 2008). 

Those marketing constructs researches related to retail customers has been developed, in 

which the market segmentation, preferences, bank loyalty, bank service quality, selection 

decisions, bank image, satisfaction and multiple bank users are included (Mokhlis et al., 

2008). As the banking industry is considered increasingly competitive since nearly two 

decades, the financial services industry has the task of differentiating their organizations and 

their offerings in order to attract customers (Blankson et al., 2007). Bank customers are likely 

to have unlimited switching choices in such bank industry with intense competition. It has 

become increasingly significant that banks identify the factors that determine customers 

choose between different providers of financial services (Rao and Sharma, 2010). To win the 

markets, banks should concentrate more on customer expectations (Chigamba and Fatoki, 

2011).  

In order to identify customers need completely and provide suitable services to the customers, 

banking services need to be designed accordingly as well as provided to target customers. 

Thus, a great number of regional and national banks have adopted market segmentation 

strategies. It means that banks target specific market segments which they have the strength 

and advantage (Goiteom, 2011). In this case, banks would concentrate competition within the 
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industry so as to build their customer base. Among different market segment, student market 

is considered as a crucial market segment (Sarwar and Mubeen, 2012). On one hand, it may 

not be profitable for banks in the short term, but in the long term, student will become earners 

and do businesses which rely on the banking services (Sarwar and Mubeen, 2012). On the 

other hand, based on the understanding of the student market segment, their loyalty to the 

bank can be developed before graduation (Chigamba and Fatoki, 2011). 

In particular, within the amount of international activities becoming increased, it promotes the 

extension of proportion of foreigner in a country (Niu et al., 2010). An increasing number of 

students would like to go abroad as a foreign visitor to experience the exotic and study 

acknowledge and skills. As this trend has become powerful today, this area of research about 

customer with international background gradually showing its necessity. 

1.2 The significance of this research 

For international students who are studying in foreign countries, the commercial activity is 

particularly essential. For the purpose of opening up their study career as soon as possible, 

international students need to get familiar with the new country's banking services and open an 

account to get economic support. In this context, it provides an excellent business opportunity 

for commercial banks. 

Even though students are a group of people who are not yet employed, their economic support 

mainly roots in family and government (Mokhlis et al., 2008). First, in terms of buying power, 

the student market is expanding and has become valuable. For example in Sweden, In the 2008 

September academic year, there were 12,400 students with a foreign background among 

students starting studies at a university or university college, an increase of 7 percent over the 

previous year. According to Institute of International Education data, in the fall of 2010, a total 

of 46,810 international student study in universities and colleges of Sweden, an increase of 

11.6 percent from 2009.  Even though the proportion of students with international 
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background is different in various courses, the average proportion of international students is 

higher. For instance, among the degree courses, the pharmacy Bachelor’s program had the 

highest percentage of students with a foreign background, at 69 percent. The master’s program 

for pharmacists and the biomedical laboratory degree program also had a high percentage. (The 

Swedish Institute (SI, 2011). In recent year, the Swedish system of higher education has 

changed significantly. The government of Sweden has introduced tuition fee to the Non-EU 

students and lead to the amount of Non-EU students decreases almost 52 percent in 2011, 

there are still about 7000 new students from outside Europe are granted to study in Sweden. 

Instead of providing free education, government has developed two scholarship programs, 

which grant more than 100 million SEK to attract more highly qualified foreign students (The 

Swedish Institute (SI, 2011). In fact, those changes mean that government expect to attract the 

diverse group of students and maintain a high level of research. Even though the number of 

Non-EU students decreased in 2011, Swedish universities will be able to receive more highly 

qualified students in the near future since the new scholarship scheme. Therefore, 

international students need banks to handle the transaction while banks could not only make 

profit from those services, but also establish a good brand image in the worldwide through 

international customers. International students represent a crucial target market for banking 

services, and the banks need to have the ability to value and understand the specific needs of 

them. 

Also, among all the daily activities of people, the  issue  of  “how  customers  select  

banks”  has  been  given  considerable attention by researchers (Rao and Sharma，2010；

Blankson，2007; Mokhlis et al.,2008; Safakli, 2007; Rao and Sharma, 2010; Nartehand and 

Owusu-Frimpong, 2011; Katircioglu et al., 2011). Exploring such information would enable 

banks to gain a competitive advantage and develop the appropriate marketing strategies which 

are needed to attract and retain members of international student market segment (Mokhlis et 

al.,2008). However, the size of such market segment in Sweden is seems not large enough for 

banks to pay a lot of attention. But banks, which have branches in the worldwide, could not 

ignore the market of international student. For insistence, the “big four” bank group which 
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members cover Swedbank, Handelsbanken, Nordea and SEB, are not only operate in Sweden, 

but also in Europe or all over the world. Those banks will also serve the international students 

as their customers in host countries. It is necessary to provide considerate services for them so 

as to not only make profit from those services, but also establish a good brand image in the 

worldwide. Thus, the ability to seize international student segment and understand the critical 

factors that determine international student’s choice of financial service providers is a critical 

market reality.  

To the best of the authors’ knowledge, no existing work has studied the banking selection 

criteria of international students in Sweden.  Thus, this study is an original work to deal with 

such issue in this area, and it particularly focuses on identifying the determinants of 

international students’ bank selection in Sweden. The proposed study and its research method 

are expected to supplement the gaps in the open literature about students’ bank selection in 

Sweden. 

1.3 Introduction of Banking in Sweden 

In Sweden, bank industry is divided into four categories: banking companies, foreign banks, 

savings banks and co-operative banks. In December 2012, Sweden has a total number of 117 

banks. From the beginning of the 1990s, the number of commercial banks and foreign banks 

has grown fast. The main reasons for this fast-growing are, firstly, the niche banks entering the 

market, secondly, the savings bank restructuring and, finally, the establishment of foreign 

banks.(Swedish bankers’ association, 2011)）There is a “big four” bank group in Sweden. The 

members cover Swedbank, Handelsbanken, Nordea and SEB. And the market share of the “big 

four” accounts for 75%, hence, we choose these four banks as samples in this research to 

represent the banking in Sweden.  

The situation is the same as in Gavle, Sweden. Through a survey of services which are 

provided by the “big four” banks in Sweden, and research on questionnaires for international 
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students, it can be figured out which factors are the key determinant factors, in Gavle, to affect 

international students’ choices. By conducting investigation and questionnaires, on how the 

students choose the services provided by these banks, are analyzed, handling of this issue of the 

international students as the way to improve the bank services to the specific group of 

customers- international students. 

1.4 Aim and purpose 

The purpose of this research is to explore the determinants that affect customers’ decision in 

the process of bank selection, which specially focuses on international student in Gavle, 

Sweden. International student refer to students who are non-Swedish nationals study at any 

Swedish university. Thus, we design our research question as follows:  

What are the important bank selection factors of international students in Gavle, Sweden? 

In particular, in order to investigate the character of International students in choosing banks 

in Sweden, questionnaires are distributed not only to international students of Gavle 

University, but also to the Swedish student so as to find out the difference of bank selection 

criteria between Swedish students and Non-Swedish students. 

After a general review of related studies in other countries, we  intend to do the study in Gavle. 

In order to identify what are the key factors that affect the preference of international students, 

we choose to analyze the situation in banks in Gavle, Sweden. And the respondents we choose 

are the students in Gavle University, who are in different stages including bachelor and master 

degree. In order to get a good comparison, the local students are also included as respondents. 

Through research on this issue, we  give advice or make suggestions for Swedish banks to 

facilitate the services for international student customers. 
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1.5 Limitations of the study 

Most areas of relative researches about bank selection are in the United States and South 

Europe. As Boyd et al. (1994) argues in his research, financial organization assortment criteria 

significance changes among diverse geographical areas and demographic distinctiveness of the 

population, so researches on bank decision making should comprise a variety of demographic 

and geographical segments where important customers are present.  The case for different 

geographical study is necessary. Because of geographical restriction, we choose to analyze the 

situation in Gavle, Sweden. And the respondents we choose are just the students in Gavle 

University, who are in different education levels. In order to get a good comparison, the local 

students are also included as respondents in this research.  
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2. Literature Review 

The literature review is divided into three parts. The first part presents a literature review on 

determinants of bank selection while the theoretical foundation for the study will be discussed 

in the second part. Finally, a model will be developed as a guideline of this research. 

2.1 Literature review on determinants of bank selection 

There are extensive studies about the topic in the area of determining the factors which are 

considered crucial for a customer while selecting a bank. A review of researches about 

customers’ bank choice criteria is presented in this section. 

S afakli (2007) conducts a study in Northern Cyprus to examine the bank selection criteria 

employed by customers. The findings indicate that the most crucial criteria affecting customers' 

bank selection decisions are bank image, service quality and efficiency, parking facilities, 

convenient location, financial factors and affected opinion. The study indicates that it would be 

crucial to deal with different demographic characteristics of respondents as distinctive 

segments and treat different priorities in their bank selection process. 

Katircioglu et al. (2011) conducts a survey of 248 bank customers regarding the bank selection 

instrument in two cities of Romania: Bucharest and Constanta. They identify that seven crucial 

bank selection criteria of Romanian people are providing extensive ATM services, giving 

personal attention to customers, availability of internet banking and telephone, confidentiality 

of the bank for customer records, reputation and image of the banks, appearance of staff to be 

presentable and the number of branch offices around the country. In this case, “the number of 

branch offices around the country” are the most crucial factors determining customers’ bank 

selection. 

Aregbeyen (2011) conducts a research about the determinants of banks selection criteria by 
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business customers in Nigeria. A total of 1750 respondents on the importance of 25 different 

factors while choosing a deposit bank are sought and analyzed. The study reveals that the safety 

of funds and the availability of technology based service(s) are the main reasons for customers’ 

choice of banks. 

In Sweden, there are few researches about bank selection criteria of consumers. Zineldin(1996) 

conducts a survey on banking behavior among Swedish citizen. Total samples of 400 

consumers in four large cities are surveyed for the study. 19 potential factors are identified 

which include reputation, speed of service, recommendation by others, price competitive on 

savings , opening hours, high technological services, convenience of location and so on. He 

finds that friendliness and helpfulness of personnel, accuracy in account management, 

efficiency in correcting mistakes, availability of loans were the most important factors. 

Nevertheless, the advertising and convenience of location do not have significant influence on 

bank selection of Swedish citizen. In general, students are considered as low income group 

because most of them are unemployed and have to depend on their parents to support. Thus, 

when it comes to the topic of bank selection criteria of college students, studies show that bank 

selection criteria are a little bit different from students to others (Cicic et al., 2004). 

Cicic et al. (2004) explore the various factor that influence a student in choosing a particular 

bank in Bosnia and Herzegovina. A total of 300 students aged 19-24 years of the University of 

Sarajevo serves as a sample for the study. They find that reception at the bank play a main role 

in determining bank selection. In addition, friendliness of bank personnel, confidence in bank 

management and low services charges are also crucial bank selection criteria for the student of 

Sarajevo University. 

Sarwar and Mubeen (2012) conduct a research about the factors that affected the bank 

selection decision of the undergraduate students. They find that marketing, attractiveness of 

the bank’s building, people word of mouth influence, banking personnel are factors that had 

significant influence on the bank selection decision of undergraduate students. While the 

research which are conducted by Chigamba and Fatoki (2011) in South Africa, suggests that 



9 
 

University Students considered service, marketing and price, attractiveness, recommendations, 

proximity were significant determinants of the choice of commercial banks. 

Mokhlis et al.  (2008) argue that even though the majority of students are unemployed and 

have to depend on their educational loans, they still represent a crucial target market for 

banking services. They discuss the 9 factors which are considered significant by undergraduate 

students in selecting a bank as well as to examine whether undergraduates will be a 

homogeneous group concerning the way they select a bank. Results of the factor indicate that 

undergraduate students consider secure feelings as the most influential factor in affection of 

selecting a bank. ATM service and financial benefits are the second and third crucial factors in 

order when choosing a bank to patronize. The finding also indicates that undergraduate 

students are not a homogeneous group in the bank selection process.  

In addition, Mohammed (2001) investigated the determinant factors employed in bank 

selection decisions by college students in Bahrain. He finds that bank's reputation, availability 

of parking space near the bank, friendliness of bank personnel and location of ATM are five 

important variable influencing college students bank selection. 

However, it is worth noting that there are no relevant researches regarding the banking 

selection behavior of student segment in Sweden. 

2.2 Theoretical Foundation 

2.2.1 The bank selection process 

In banking today, commercial banks are not only buying and selling money, but also aim to 

provide appropriate financial services to customers (Kaynak and Holstius, 1995). Actually, 

customer-oriented activity refers to marketing which require that banks have a comprehensive 

understanding of customers' attitudes, perceptions and behavior (Kaynak andWhiteley, 1999). 

In addition, banks need to instantly changing their marketing policies and strategies to adapt 
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constant environmental changes as well as match the demand of complex marketplace (Kaynak 

and Holstius, 1995). 

In order to understand choice or selection behavior of individual customer and make 

appropriate marketing strategies, Erdener Kaynak had conducted a great number of empirical 

studies about the determinate of customer’s bank selection. According to Kaynak and Holstius 

(1995) the world could be divided into two types of countries regarding the difference of 

commercial banking industry: cheque-book countries and transfers countries (figure1). Canada, 

the USA and the UK are typically cheque-book countries where cheques account is frequently 

used, while Japan, Finland, Sweden and Germany are typical transfers country where people 

use bank transfer as cashless payments. 

In addition, many researches were conducted in Australia (Kaynak and Whiteley, 1999), 

Finland (Kaynak and Holstius, 1995) and Hong Kong (Kaynak and Kucukemiroglu, 1992) and 

showed that a commercial banks’ marketing orientation is determined by three market segment 

(figure1). Firstly, “task-oriented bank customers” are considered as a consumer group who 

emphasizes on the bank’s professionalism. Secondly, “security-oriented customers” appear in 

the requirement for a bank with a good reputation and high reliability (Kaynak and Whiteley, 

1999). Thirdly, “interaction-oriented customers” usually prefer friendly and confidentiality 

service of the bank (Kaynak and Whiteley, 1999).  Thus, Depend on the classification of 

customers, banks can be able to identify which types of market segment they belong to. 

According to specific market segment, marketing strategies would be clearly developed in 

order to satisfy customers. For example, interaction-oriented customers significantly value the 

banking service quality, such as the variety of services, the attitude of bank employees and 

speed of services. Based on their needs, bank managers could train employees to be more 

polite and efficient in providing services to customers. 

Moreover, customers are divided into frequency usage and infrequency usage, based on the 

frequency of banking services been used. All the processes are leading to the final result--- 

satisfaction. Customers will be loyal if they satisfy with the banking services. On the contrary, 
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they would switch bank when dissatisfaction generates (Kaynak and Whiteley, 1999). 

 

Figure 1: The bank selection process  

 

 

Source: Kaynak and Holstius, 1995, pp.12 

 

Combining the framework which was developed by Kaynak and Holstius (1995), the research 

findings would be analyzed for two purposes. On one hand, students’ bank selection process 
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could be more deeply understand by researchers. On the other hand, it would be beneficial for 

researchers to analyze the market segment of international student. This may help banks to 

develop appropriate marketing strategies to international students. 

2.2.2 SERVQUAL 

As banking is considered a service industry which requires developing individually customized 

service solutions for customers, customer service and satisfaction have been the main areas of 

academic research (Narteh and Owusu-Frimpong, 2011). Many researchers have recognized 

that developing valid measures of service quality is necessary. For example, Frost and Kumar 

(2000) have developed internal service quality model. The P-C-P attributes model is created by 

Philip and Hazlett (1997). The Internet banking model is developed by Broderick and 

Vachirapornpuk (2002). The development of service theories has led to the rise of service 

quality development in the past decades. 

Nevertheless, one of the most critical assessment tools of service quality is SERVQUAL which 

originally developed by Parasuraman et al. (1985). Parasuraman et al. (1985) suggests that 

service quality is a comparison between customer expectation of service and their evaluation of 

the service performance. In other word, delivering good quality of service require conforming 

customers expectation consistently. At the beginning, SERVQUAL was originally measured on 

10 dimensions including 34 items of service. But some of the items are found overlap in later 

researches, so the model has been purified in to five key factors: “reliability”, “tangibles”, 

“empathy”, “assurance” and “responsiveness” (Parasuraman, 1988). The definition is described 

as follow: 

 Reliability: Ability to perform and complete promised service and accuracy within the 

given set of requirements; 

 Tangibles: Physical facilities, equipment and appearance of personnel; 

 Responsiveness: The company have the willingness to provide its customers with prompt 

service;  
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 Assurance: Knowledge and courtesy of employees who have the ability to inspire trust and 

confidence; 

 Empathy: Providing care and giving individualized attention to customers in order to 

satisfy the customers; 

In addition, there are 22 items representing different facets of 5 service quality dimensions. 

Each item consists of two statements: one is to assess the expectations about organizations 

service, and the other is to measure the perceptions of customers about organizations’ service 

(Parasuraman, 1988). Through SERVQUAL research, the difference between customers’ 

expectations and perceptions could be found out so as to improve service. A proper designed 

customer service quality strategy is not only providing a diagnostic perspective for service 

managers, but also be a positive effect on customer satisfaction (Wisniewski, 2001). Apart from 

the five dimensions of service quality, current literatures have suggested that there are other 

factors that play a significant role in bank selection.  In this research, this theory is standing 

on the point of service providers to determine the factors which impact consumers’ bank 

selection decision. 

2.3 Summary of theoretical discussion 

Basing on SERVQUAL theories and other previous similar researches (Zineldin, 1996; Cicic 

et al., 2004; Sarwar and Mubeen, 2012; Chigamba and Fatoki, 2011; Mokhlis et al., 2008; 

Mohammed, 2001), we conclude 21 items (Table 1) that are considered key variables 

affecting students’ bank selection in previous researches and develop a model as a theoretical 

framework of our research. 
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Table 1: The determinants of the choice of commercial banks 

Label Aspects Items 

1 

 

Convenience 1.ATM location, 

2.Internet banking, 

3.Telephone banking, 

4.Opening hours, 

5.Availability of loans, 

6.Ease of opening a current account,  

7.Convenient location 

2 Brand Image 8.Interior(bank hall)environment 

9. Reputation 

10.Recommendation by others 

11. Marketing campaign 

3 Service Quality 12.Reliability: Accuracy in account management, 

13.Assurance: Safety of funds, 

14.Tangibles: Parking facilities, appearance of staff 

and bank building 

15.Empathy: Friendliness and helpfulness of 

personnel, Giving personal attention 

to customers 

16.Responsiveness: Speed of service 

4 Cost 17.Low services charge 

18. Price competitive, 

 

Source: Adapted from Zineldin, 1996; Cicic et al., 2004; Sarwar and Mubeen, 2012; 

Chigamba and Fatoki, 2011; Mokhlis et al., 2008; Mohammed, 2001. 

Depending on 21 items we have selected from previous researches, four aspects are concluded 

(Figure 2): “convenience”, “cost”, “and brand image” and “service quality”.  In order to 

investigate the key factors that affect the preference of international students, 21 items will be 

designed into the questionnaire and let respondents rate the relative importance of each item. 

In the analysis part, the researchers will analyze the data which is collected from 

questionnaires according to the framework. We build this model in order to find out what 

factors are the most important aspects that affect the international students when choosing 

banks as their economic assistant when study in a foreign country. Finally, the model will be 
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modified according to the result of analyzing the data. 

Figure 2: Theoretical framework of research  

 

 

 

 

 

 

 

Source: Adapted from Zineldin, 1996; Cicic et al., 2004; Sarwar and Mubeen, 2012; 

Chigamba and Fatoki, 2011; Mokhlis et al., 2008; Mohammed, 2001. 
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3. Methodology 

This chapter presents the methodology of the research. The methodology is divided into four 

parts: source of data and sampling, design of the research, method of data collection 

techniques is given. In the last part, the statistical method is discussed so as to analyze the 

data. 

3.1 Source of Data and Sampling 

Target respondents include all students in university of Gavle (Högskolan i Gävle). The 

University of Gavle (Högskolan i Gävle) has approximately 14500 students, more than 50 

study programs and second-cycle programs, about 1000 courses in humanities, social and 

natural sciences and technology (Högskolan i Gävle., 2013). Researchers distribute 

questionnaires to students with the help of student union and systemic software which is called 

“Blackboard” in University of Gavle. The other way is distributing questionnaires face to face 

to students in campus.  

The questions of the questionnaire are referred to various previous studies, which are relative to 

the same area in researching the determinants in students’ bank choices (Zineldin, 1996; Cicic 

et al., 2004; Sarwar and Mubeen, 2012; Chigamba and Fatoki, 2011; Mokhlis et al., 2008; 

Mohammed, 2001). From this questionnaire, the students’ attitude and suggestions about the 

bank service would be able to be figured out. Many previous studies, which focus on the 

determinants of students’ banking choice, provide a list of references for building the 

questionnaire. Hence, basing on the analyses of these studies, it can improve the quality of 

questionnaire. Besides, according to five factors of the SERVQUAL thesis, we extend each 

aspect in these theories to form the questionnaire. 



17 
 

3.2 Research Design 

The questionnaire, which is used in this survey, is a semi-open structure questionnaire. The 

questions of the questionnaire are divided into three parts. 

The keynote of the first section of the questionnaire is to gather information about the existing 

behavior of respondents. The respondents are asked that which bank(s) do they use now and 

which services are they using; which bank is the respondents’ favorite and what point do they 

like most, whether they satisfy the bank service, what they suggest that it could be changed in 

a specific bank. 

The second section of the questionnaire is designed to let customers to rate the relative 

importance of each bank attributes. Likert-type scale is used to measure the importance of bank 

attributes, ranging of five levels from 5 (=most important) to 1 (=not important at all) 

(Jamieson, 2004). Twenty one different factors are formulated in this category depend on Table 

1. Those factors are derived from similar studies, which are also focusing on customer bank 

selection criterion considering students. 

The final section of the questionnaire asks respondents’ personal information, which includes 

gender, age, education level, level of income, nationality and whether they are gain civil 

number in Sweden. In the end of this section, comments and suggestions are truly welcome 

for the research. 

3.3 Data Collection 

For the purpose of investigating factors that affect the preference of international students, the 

study is adopted quantitative research approach through the semi-open structure 

questionnaire. 

The questionnaires are distributed not only to international student, but also to local Swedish 
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students, so as to gain the comparison between local and international students and discuss the 

situation of international students comprehensively. As planned, the time from distribution of 

the questionnaire to the end of receiving the answers is two weeks. 

Since there is no previous research concerning the international students’ banking selection 

criteria in Sweden, it required an exploratory study to identify some important variables which 

may not be known thoroughly (Cooper and Schindler, 2003). In accordance with the 

non-probabilistic convenience sampling, a sample size of 300 students is selected. The 

reasons for why we adopt non-probabilistic sampling are not only appropriate for exploratory 

studies, but also enough to collect samples whose subjects sufficiently on variables (Cooper 

and Schindler, 2003). 

Questionnaires were distributed to the students in University of Gavle whoever was 

conveniently through email and in the campus. 300 questionnaires were distributed, then 105 

questionnaires were received and discarded those with missing data, resulting in 101 

questionnaires that were usable. 67 questionnaires were collected through internet, 34 were 

gathered directly from respondents. The response rate was 34%. 

Previous literature and theoretical framework are collected from Internet and relative books as 

our secondary data that are related the topic. 

Validity 

Before the survey was conducted, in order to determine the validity of the questionnaire and to 

improve, we conducted a pilot test. 20 international students were chosen as samples. 

Researchers distributed questionnaires to them and asked them if there is any wrong question 

or misunderstanding, besides if the respondents have any comments on these questionnaires. 

The suggestions were welcome.  

After the pilot test, we adopted a number of the suggestions and improved the questionnaire. 

Questionnaires were modified according to the comments and suggestions from 20 
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respondents. Then, we distributed questionnaires to students through Email and face to face 

contact. In particular, questionnaire not only distribute to international student of Gavle 

University, but also to the Swedish student so as to find out the difference of bank selection 

criteria between Swedish students and Non-Swedish students. With assistance from student 

union, questionnaires were sent out by email, and the number of questionnaires could be able 

to count clearly. Each case of the face to face survey, information of this survey was clearly 

explained to the respondents. In addition, in order to ensure respondents complete the whole 

process, they have least 30 minutes to finish the questionnaire. The questionnaire was 

immediately collected when it was filled out. 

Reliability 

According to Cooper and Schindler (2003), data reliability is concerned with a measurement of 

consistency. In order to check the reliability of the data, we adapt one of the most commonly 

indicators of internal consistency: Cronbach’s alpha test in the SPSS 19. Pallant (2010) 

suggested that Cronbach's alpha is a test for a survey's internal consistency and finding scales 

are reliable. Values range of Cronbach's alpha is from 0 to 1. Higher values indicate  higher 

average correlation among the 21 terms. In general, at least 0.7 Cronbach alpha values is good 

enough. In this case, Figure 3 presents that Cronbach’s alpha score is 0.855 which means that 

questionnaire is reliable to test at any place. 

Figure 3: Cronbach’s alpha test 

 



20 
 

3.4 Data Analysis and Interpretation 

After the answers being received, researchers will use the Statistical Package for the Social 

Sciences to analyze it. SPSS is among the most widely used programs for statistical 

analysis in social science (Pallant, 2010). 

In the chapter of empirical study, we present the results of respondents’ profile data which is 

collected from 101 questionnaires. Each item in Part I and Part III of the questionnaire will be 

presented using percentages figures and tables.  

SPSS is used for the simple descriptive data, which describes the mean score of factors. In 

order to determine the factors which affect the choice of the bank, the answers reflect in a way 

of ranking the importance of different factors. Since there are many influencing factors in this 

study, after collecting the answers from questionnaires, the authors conducted the advanced 

statistical procedures of factor analysis. Because there are a large number of variables to be 

tested in the research, authors use a data summarization and reduction technique--- 

“Exploratory factor analysis”, which analyses as well as simplify interrelationships among 

those variables (Pallant, 2010). By exploratory factor analysis, a large number of individual 

scale items would be refined or reduced to a more manageable number (Pallant, 2010). It 

helps us understand and distinguish those variable influencing items. The “Exploratory factor 

analysis” method can find out the similarity among these items in a straightforward way. And 

this is one of the reasons why this method has been chosen for this research. On the other 

hand, this analysis method also had been chosen in previous researches about bank selection 

topics to make it clear when presenting the way in which the researchers got results (Zineldin, 

1996; Cicic et al., 2004; Sarwar and Mubeen, 2012; Chigamba and Fatoki, 2011; Mokhlis et 

al., 2008; Mohammed, 2001). 

Vaus (2002) mentioned in his research that, these observable variables can be extracted into 

factors by factor analysis. Each factor represents a basic property. In this way, even though 

questions are formulated in a similar way, readers can distinguish these variables. So the 

http://en.wikipedia.org/wiki/Statistics
http://en.wikipedia.org/wiki/Statistics
http://en.wikipedia.org/wiki/Social_science
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factor analysis method is suitable for research about determinant factors of international 

students in Sweden choosing their bank. 

Hatcher (1994) suggested that, if you adapt factors analysis in the research, it will be a large 

sample procedure. The number of the subjects in the sample ought to be at least 100 subjects, 

5 times  than the number of the variables (Hatcher, 1994). So the number of respondents is 

101, which is considered to be adequate. What is more, we believe that this “Exploratory 

factor analysis” technique is appropriate for this particular analysis. 

Pallant (2010) suggest that there are three steps in conducting factor analysis. The process of 

analysis is presented as follow: 

1) KMO and Bartlett's Test 

KMO and Bartlett's Test is employed to examine whether the data set of the questionnaire 

is appropriate for factor analysis. 

2) Factor extraction and rotation 

Factor extraction and rotation are techniques which are used to reduce the large number of 

variables so as to determine the number of factors. 

3) Factor interpretation 

According to the result of factor extraction and rotation, each factor would be named 

depending on understanding the content of variables. Mean value of factors will be 

calculated and ranked in order of importance. 

Moreover, by comparing mean value of different group of students, we test whether there are 

differences among Swedish and Non-Swedish students, and between male and female 

international students in selecting banks. So that we would found out the character of 

International students in choosing banks in Sweden and give further suggestions for banks to 

appeal and retain International students as their customers. 
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4. Empirical Study 

This chapter consists in two sections. Firstly, the descriptive analysis of customers will be 

conducted regarding general information of respondents and respondents banking behavior. 

The second section presents the respondent’s bank selection criteria as well as the mean scores 

of each item. 

4.1 Descriptive Analysis 

This chapter presents the result that we got from the questionnaire. The questionnaire is also 

presented at the end of this paper as appendix I. Questionnaires were distributed to the 

students in University of Gavle whoever was conveniently. There were two ways for 

researchers to send questionnaires, one was through email and the other was at the library in 

campus. 300 questionnaires were distributed and 101 effective questionnaires returned. The 

response rate was 34%.The researchers sent 250 questionnaires through Email, while 50 

questionnaires sent in library in University of Gavle. At the end of the planned questionnaire 

distribution period, 105 questionnaires were received and discarded those with missing data, 

resulting in 101 questionnaires were usable. 67 questionnaires were collected through internet, 

34 were gathered directly from respondents. 

4.1.1 Customers Profile 

Because the topic of this research is international students’ bank selection, in order to 

investigate characters of International students in choosing banks in Sweden, the comparison 

to local students’ situation is needed. So each part below, in 4.1, present the data in separated 

way. And the data about international students will be put extra weight than local students’ 

data in this thesis. 

Firstly, the respondents’ nationality ratio is shown in the Table 2: 
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Table 2: Respondents’ ethnicities ratio 

 Frequency Percent 

Total 101 100% 

International students 82 81.2% 

Local student( Swedish 

students) 

19 18.8% 

 

In the summary of customer profile along with four categories: gender, age, education level, 

monthly economic support/ income. The data is presented below: 

 

 

 

 

Table 3: Results of profile data of the respondents (International student) 

Gender  Male 56.1% 

 Female 43.9% 

Age 16-20 years old 1.2% 

 21-23 years old 54.9 

 24-26 years old 30.5% 

 Above 26 years old 13.4% 

Education stage Bachelor 30.5% 

 Master 69.5% 

 PHD 0% 

Monthly economic support 

/income 

Less than SEK. 5, 000 18.3% 

 SEK.5,000-8,000 45.1% 

 SEK.8, 000- 12 000 28.0% 

 over SEK. 12, 000 6.1% 

 Skip this question 2.4% 

 

 Table 4: Results of profile data of the respondents (Local student) 

Gender  Male 42.1% 

 Female 57.9% 

Age 16-20 years old 5.3% 

 21-23 years old 47.4 

 24-26 years old 15.8% 
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 Above 26 years old 31.6% 

Education stage Bachelor 94.7% 

 Master 5.3% 

 PHD 0% 

Monthly economic support 

/income 

Less than SEK. 5, 000 10.5% 

 SEK.5,000-8,000 21.1% 

 SEK.8, 000- 12 000 47.4% 

 over SEK. 12, 000 21.1% 

   

 

As data shown in  Table 3, the international student respondents’ male and female ratio is 

1.28:1. Males account for 56.1%, while females account for 43.9%. The international student 

respondents’ age are all above 16 (includes 16), with no exception. The majority of the 

international student respondents’ age ranges from 21 years old to 23 years old, which 

accounts for 54.9%. 24-26 years old respondents represent 30.5%. Then, 13.4% of 

respondents are over 26 years old. The least amount of respondents is between the 16-20 

years old, which accounts for 1.2%. In terms of education level, most international student 

respondents are taking or have acquired their master degree, while respondents who have or 

are taking bachelor degree occupy 30.5% .The question about monthly economic support/ 

income is in order to compare the necessity to open bank accounts. Most of international 

student respondents’ monthly economic support/ income are in the range of SEK. 5000 to SEK. 

8000, which account for 45.1%. Then, the range of SEK. 8000 to SEK.12000 comprise of 

28.0%. The number of people with economic support/income less than SEK.5000 is 18.3%, 

which ranks third. The minimal percentage is 6.1%, who have economic support/ income of 

more than SEK.12000. 

As the data which is shown in Table 5, there are 72.0% international students respondents are 

users of Swedish bank service while 28.0% are nonusers. 100% Swedish student are the users 

of Swedish banks. 
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Table 5: Results of profile data of the respondents (International student) 

1. Do you use banking service in Sweden? 

Yes 72.0% No 28.0% 

2. Are you satisfied with banking services you have now? 

Yes 90.2% 

No 9.8% 

3. The reason why people don’t used Swedish banks 

I don’t have personal number. 56.5% 

I use other alternatives. 34.8% 

Lack of awareness. 8.7% 

Other. 13.0% 

 

Table 6: Results of profile data of the respondents (Local student) 

1. Do you use banking service in Sweden? 

Yes 100% No 0% 

2. Are you satisfied with banking services you have now? 

Yes 100% 

No 0% 

3. The reason why people don’t used Swedish banks 

I don’t have personal number. X 

I use other alternatives. X 

Lack of awareness. X 

Other. X 

In the international student part, when the authors ask the nonusers to choose their reasons. 

This might relate to the improvable aspect for Swedish banking service. First of all, 56.5% 

respondents chose “I do not have personal number”. 34.8% has other alternative as their 

economic assistant. The main choice they have is they use their home country bank which 

also provides an international functioning credit card with international service.  

At last, 8.7% respondents lack of awareness of Swedish banks, like band, location, services 

and so on. All of them are international student, they came to Sweden without knowing the 

way to get information about banks, not only mass media, but also school introduction.  
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4.1.2 Banking Behavior of Customers 

There are four largest banks in Sweden - Swedbank, Handelsbanken, Nordea and SEB. The 

big four banks occupy 75 percent of the total market. And there are a large number of smaller 

Swedish-owned banking companies with different ownership structures co-existing with them. 

Within these smaller Swedish-owned banking companies, saving banks and banks which 

concentrate to private customer are of two main types. Saving banks have been transformed 

into companies, most of them have Swedbank as part-owner. Banks which concentrate to 

private services handle their service mainly through internet and by telephone. Most of these 

smaller banking companies are established in the last ten years (Swedish bankers’ association, 

2011). In this thesis, there are four banks as choices in the questionnaire, and also offered 

“others” as choice where respondents could specify the name of their bank uses. 

 

 

 

Table 7: Rank of banks used by the respondents (International student) 

Which bank/s do you choose for your banking services? 

Swedbank 40.7% 

Handelsbanken 26.4% 

Nordea 23.7% 

SEB 16.9% 

Other, please specify 0% 

 

Table 8: Rank of banks used by the respondents (Local student) 

Which bank/s do you choose for your banking services? 

Swedbank 42.1% 

Handelsbanken 26.3% 

Nordea 21.1% 

SEB 10.5% 

Other, please specify 10.5% 

The questionnaire is designed in accordance with above banking structure in order to find out 
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which bank is the most popular bank among Sweden students. As revealed in Table 7, the 

most popular one among international student is Swedbank, which is chosen by 40.7% 

respondents. Also, in Table 8, 42.1% Swedish students choose Swedbank as their bank 

servicer. So Swedbank is the most popular choice. 26.4% and 23.7% international student 

respondents respectively would like to use Handelsbanken and Nordea. SEB is chosen by 

relatively low rate among international student respondents, which is 16.9%. The Swedish 

student respondents have the others choices like Länsförsäkringar bank and Danske bank. 

The respondents were asked which services they use. Before questions were being designed, 

the researchers investigated the four big banks- Swedbank, Nordea, SEB and Handelsbanken, 

so that can get a list of services they providing to most customers. Services which are offered 

by banks are very similar in most banks, such as accepting of diverse types of deposits, 

granting variety of credit facilities, international banking services and rendering of local and 

international money transfer services.  

 

Table 9: Customers’ Usage of Banking Services (International student) 

Current account 75.6% 

Saving account 68.3% 

ATM service 64.6% 

Transfer 51.2% 

Loan/credit 18.3% 

other, please specify 8.5% 

 

Table 10: Customers’ Usage of Banking Services (Swedish student) 

Current account 84.2% 

Saving account 89.5% 

ATM service 52.6% 

Transfer 57.9% 

Loan/credit 26.3% 

other, please specify 0 
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As the result which is shown in Table 9, the usage rate has been  ranked from high to low. 

According to the international student respondents’ answers to questionnaires, the usage rate 

in current account accounts for 75.6%, while that of saving account is 68.3%. These two 

services are the most widely used services in international student. As revealed in Table 10, 

current account and saving account services are also the most wide used services, but the 

percentage of saving account is higher than that of current account. Then, 64.6% international 

student respondents are beneficiaries of ATM service and 51.2% of them are using the 

services like national or international transfer money. Because credit facilities require 

customers to provide related information to checked and judged. The percentage of 

international student respondents is relatively low than the percentage of local student 

respondents. Also, this service usage rate totally ranks fifth among all the services, which is 

relatively low in the focus of student users. Besides, in the international student respondents’ 

answers, 8.5% respondents mentioned internet and mobile banking service in the blank of 

“others”. 

In this research, every Swedish student has personal number, while some international 

students have and some of them do not have personal number. And the problem of lack of 

personal number, like we mention above, is the main reason for why the international students 

are nonusers of Swedish banks. So the ratio which is shown in Table 11, we can tell that most 

international students (58.5%) do not have personal number.   

Table 11: Do you have personal number (International student) 

 Frequency Percent 

Valid Yes 34 41.5 

No 48 58.5 

Total 82 100.0 
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4.2 Determinants of choice of commercial banks 

In general, the respondent’s bank selection criteria could be explained by comparing the mean 

score of each item. These mean scores and standard errors for each multi-item scale are 

described in Table 12. Evidence in Table 12 shows that the most important factor is the “It 

provide internet/online banking facility” with a mean score of 4.45 on a five point Likert scale, 

followed by item of “Banks service provision is fast and efficient’, “Performing the promised 

service dependably and accurately”, “Providing good service attitude to customers” and “Easy 

of opening a current account”. On the contrary, “parking facilities” with mean score of 2.24 

and “advertisements about its services in mass media” with mean score of 2.66 were 

considered the least important items concerning students’ bank selection. 

 

Table 12: Determinants of bank selection 

Rank Items Mean 

Standard 

Error 

1 It provide internet/online banking facility 4.45  0.78  

2 Its service provision is fast and efficient 4.07  0.92  

3 

It perform the promised service dependably and 

accurately 4.00  0.92  

4 It provide good service attitude to customers 3.95  1.07  

5 Easy of opening a current account 3.90  1.07  

6 The security arrangement at the bank   3.86  1.08  

7 Positive properly handle customer's complaints  3.73  0.98  

8 The facilities of ATM services 3.71  1.10  

9 The convenient location of the bank 3.69  0.94  

10 The reception at the bank 3.52  1.16  

11 It offers appropriate range of service 3.49  1.01  

12 Recommendation from my family and/or my friends   3.45  1.14  



30 
 

13 

It provides interest earning in a relatively short period of 

time 3.43  1.04  

14 Its interest rate on savings is high in contrast to others 3.41  1.20  

15 Its service charge is low compared to others 3.38  1.13  

16 Its extended operation hours (i.e Saturday, evening etc ) 3.26  1.17  

17 Its interest rate on loans is low in contrast to others  3.15  1.24  

18 Good appearance of staff and bank building  3.11  1.21  

19 It offer phone banking facility 2.99  1.31  

20 It advertises it’s services in mass medias 2.66  1.18  

21 It provide parking facilities 2.24  1.22  

 

However, further analysis would be complicated and difficult to conduct with the large amount 

of items. In order to investigate relationships among these items and reduce into a manageable 

number of components, the factor analysis is used in next part. 
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5. Analysis and Discussion 

In this chapter, analysis and discussion are presented based on the empirical finding. Firstly, 

a brief introduction is presented about factor analysis. Secondly, the finding reports described 

the outcome of factor analysis in three steps. Choice criteria for both Swedish and 

Non-Swedish students, male and female international students would be ranked in order based 

on the mean importance of each factor. Finally, the result of factor analysis is discussed 

linking to previous theories presented in chapter two. 

5.1 Exploratory Factor Analysis 

“Exploratory factor analysis” is a data summarization and reduction technique which is able to 

investigate relationships among a large number of individual scale items and to reduce to a 

more manageable number(Pallant, 2010). Compared with mean-ranking analysis, ‘factor’ 

refers to the group of related variables in factor analysis, could improve the quality of the 

analysis as well as delivering a holistic view of the selection criteria (Pallant, 2010). In other 

word, 21 variables of the survey are analyzed to several underlying dimensions in the set of 

choice criteria. 

5.2 Steps in factor analysis 

There are three main steps to conduct factor analysis in SPSS. Details would be explained 

below. 

1. KMO and Bartlett's Test 

In order to decide whether a particular data set is appropriate for factor analysis, the 

Kaiser-Meyer-Olkin (KMO) and Bartlett's Test need to be conducted before factor analysis. 

According to Pallant (2010) KMO and Bartlett's Test measure of sampling adequacy which 

identifies the strength of inter-correlations among those items. The KMO index should be 
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above 0.6 and the Bartlett’s test of sphericity index should less than 0.05(Sig.<0.05) which 

suggests the sample of survey is good enough for factor analysis. As Table 13 shows, the value 

of KMO (0.755) and the value of Bartlett’s test of sphericity (0.000) indicate that the factor 

analysis is appropriate. 

 

Table 13: KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.755 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 713.531 

df 210 

Sig. 0.000 

 

2. Factor extraction and rotation 

After the KMO and Bartlett's Test indicating that data is appropriate for factor analysis, next 

step is to extract the number of underlying factors which indicated interrelationships among the 

set of variables (Pallant, 2010). There are several extraction techniques that could be used in 

SPSS. But the most common techniques are principal components analysis (Pallant, 2010), as 

results showed in the Table 14. Principal components analysis not only describes the underlying 

relationship between a numbers of variables, but also is the base for researchers to determine 

the number of factors (Pallant, 2010). 
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Table 14: Total variance Explained  

 

 

Comp

onent 

Initial Eigenvalues 

Extraction Sums of 

Squared Loadings 

Rotation Sums of 

Squared Loadings 

Total 

% of 

Variance 

Cumula

tive % Total 

% of 

Variance 

Cumu

lative

 % Total 

% of 

Varian

ce 

Cumulat

ive % 

1 5.612 26.722 26.722 5.612 26.722 26.72

2 

3.126 14.886 14.886 

2 2.202 10.484 37.206 2.202 10.484 37.20

6 

2.792 13.296 28.182 

3 1.664 7.926 45.132 1.664 7.926 45.13

2 

2.464 11.731 39.913 

4 1.345 6.406 51.538 1.345 6.406 51.53

8 

2.441 11.625 51.538 

5 1.198 5.704 57.242       

6 1.108 5.279 62.520       

7 .995 4.737 67.258       

8 .875 4.169 71.427       

9 .851 4.053 75.480       

10 .730 3.478 78.958       

11 .671 3.193 82.152       

12 .576 2.742 84.894       

13 .545 2.597 87.491       

14 .447 2.126 89.617       

15 .409 1.947 91.565       

16 .378 1.800 93.365       

17 .346 1.650 95.014       

18 .325 1.547 96.562       

19 .294 1.402 97.963       

20 .234 1.114 99.077       

21 .194 .923 100.00

0 
      

Extraction Method: Principal Component Analysis. 

 

In order to determine the number of factors, the most common technique--- Kaiser’s criterion is 

employed to assist in the decision. Kaiser’s criterion is also named eigenvalue rule which sets 

that factors with an eigenvalue above 1.0 would be retained for further analysis (Pallant, 2010). 
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There are two conflicting needs existed in the decision making process. On the one hand, the 

fewer factors, the better. On the other hand, the more variance represented the original data set, 

the better (Pallant, 2010). As total variance explained, Table (Table 14) showed that there are 

only six components’ total eigenvalue above 1.0. That is to say maximum 6 factors are 

identified and represented 64.360% of the original data. However, according to Pallant (2010), 

for a data exploration technique, the number of factors are determined on research background, 

theoretical framework and researchers’ judgment rather than by a hard statistical rule. Thus, 

combined with the theoretical framework of this article and preferred fewer factors, four factors 

are identified and explained more than half of the variance (52.859%). 

Before the items are classified regarding the above number of factors, rotation is necessary. The 

rotation of the factor structure would clarify variables load onto specific factor (Field, 2005). A 

matrix of the factors loadings shows which variable load on which factor (See Table 15: 

Rotated Component Matrix). Each items has 4 types of factor loading number (component), 

the highest number in the 4 component indicate that the item belong to which factor. The 

higher loading of the items shows higher correlation with each factor. In addition, variable with 

a loading less than 0.4 would be omitted (Field, 2005).  

 

Table 15: Rotated Component Matrix 

 Rotated Component Matrix
a
 

Factors and Items Component 

1 2 3 4 

1 It perform the promised service dependably and 

accurately 

.799 .089 .200 -.111 

2 It provide good service attitude to customers .670 .369 -.136 .078 

3 It provide internet/online banking facility .648 -.232 .163 -.178 

4 Its service provision is fast and efficient .633 .063 -.053 .360 

5 Easy of opening a current account .616 -.029 .115 .407 

6 It offers appropriate range of service .495 .455 .251 .141 

7 Positive properly handle customer's complaints  .446 .186 .177 .378 

8 It provide parking facilities .015 .751 .179 -.074 

9 It advertises it’s services in mass medias -.095 .713 .097 .342 

10 The reception at the bank .198 .574 .000 .370 
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11 It offer phone banking facility -.113 .540 .265 -.002 

12 Good appearance of staff and bank building  .269 .538 .097 .204 

13 It provides interest earning in a relatively short period 

of time 

.281 .443 .258 -.061 

14 Its interest rate on loans is low in contrast to others  .067 .221 .736 .097 

15 Recommendation from my family and/or my friends .022 .125 .650 .129 

16 Its interest rate on savings is high in contrast to others .230 .232 .648 .074 

17 Its service charge is low compared to others .262 .089 .564 .406 

18 The convenient location of the bank .231 .105 .124 .730 

19 The facilities of ATM services .011 -.021 .377 .621 

20 The security arrangement at the bank -.016 .138 .027 .525 

21 Its extended operation hours (i.e Saturday, evening etc ) -.039 .110 .468 .487 

 Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

 a. Rotation converged in 7 iterations. 

 

 

3. Factor interpretation 

Basing on step two, four factors are identified. All items are retained because of the factor 

loadings above 0.4. Moreover, mean score of every variable is computed in order to identify the 

importance of variables to students in the bank selection process. However, SPSS would not 

label and interpret each of the factors, so four factors need to be named depending on 

understanding of the content of variables (Pallant, 2010). 

The first factor in Table 16 indicates “performing the promised service dependably and 

accurately”, “good service attitude to customers”, “internet/online banking facility provision”, 

“service provision is fast and efficient”, “easy of opening a current account”, “offering 

appropriate range of service”, “positive properly handle customer's complaints”. This factor 

accounts for 27.115% of the total variance. This factor can be labeled “good service provision”. 

In particular, it should be noticed that provide internet/online banking facility (mean= 4.45) and 

service provision is fast and efficient (mean= 4.07) have the highest mean in this factor. In other 

word, the vast importance of online banking and speed of service determining student bank 

selection. 
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Table 16: Results of factor analysis 

Factors and Items Factor 

loadings 

mean % of  

Variance 

Factor 1:Good service provision 

 

3.94 27.115 

1 It perform the promised service dependably and 

accurately 

.799 4.00 

2 It provide good service attitude to customers .670 3.95 

3 It provide internet/online banking facility .648 4.45 

4 Its service provision is fast and efficient .633 4.07 

5 Easy of opening a current account .616 3.90 

6 It offers appropriate range of service .495 3.86 

7 Positive properly handle customer's complaints .446 3.73 

Factor 2:Value added service 

 

2.99 11.007 

8 It provide parking facilities .751 2.24 

9 It advertises it’s services in mass medias .713 2.66 

10 The reception at the bank .574 3.52 

11 It offer phone banking facility .540 2.99 

12 Good appearance of staff and bank building .538 3.11 

13 It provides interest earning in a relatively short 

period of time 

.443 3.43 

Factor 3:Assurance 

 

3.34 8.083 

14 Its interest rate on loans is low in contrast to others .736 3.15 

15 Recommendation from my family and/or my 

friends 

.650 3.45 

16 Its interest rate on savings is high in contrast to 

others 

.648 3.41 

17 Its service charge is low compared to others .564 3.38 

Factor 4:Convenience and security 

 

3.63 6.654 

18 The convenient location of the bank .730 3.69 

19 The facilities of ATM services .621 3.71 

20 The security arrangement at the bank .525 3.86 

21 Its extended operation hours (i.e Saturday, evening 

etc ) 

.487 3.26 

 

The second factor has been labeled “Value Added Service” which identifies a dimension based 
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on extract service provided by bank. “Parking facilities”, “advising in mass media”, “the 

reception at the bank”, “phone banking facility”, “good appearance of staff and bank building”, 

“providing interest earning in a relatively short period of time” accounts for 11.007% of the 

total variance. Here, it should be noticed that parking facilities and parking facilities are the 

least important item in the factor as well as among all items. 

The third factor containing items regarding fees, loans and recommendation had been labeled 

“Assurance”. Items include “interest rate on loans is low”, “recommendation from family and 

friends”, “interest rate on savings is high”, “service charge is low compared to others”, accounts 

for 8.083% of the total variance. Within this factor, recommendation from family and friends 

(mean= 3.45)is the most important item. On the other hand, the least important item is “interest 

rate on loans is low” (mean= 3.15). 

The fourth factor had been named “Convenience and security”.  Items concerning the 

convenient location of the bank, the facilities of ATM services, the security arrangement at the 

bank, extended operation hours, account for 6.654% of the total variance. Within this factor, 

security arrangement at the bank (mean= 3.86) is the highest ranked whereas extended 

operation hours (mean= 3.26) is the least important. 

However, the most remarkable ones of these four factors reported above, are the first and the 

fourth factor which are identified by higher mean than the other factors, emphasizing the 

importance of “service provision”, “convenience and security” for bank selection criteria by 

this market segment. 

Next part of analysis set out to exam whether students constitute a homogeneous group 

concerning the way they choose the bank. Both Swedish and Non-Swedish students, male and 

female international students would be ranked in order of the mean important of factors. 



38 
 

Table 17: Differences in bank selection criteria by ethnicity 

Factor Mean Ranking 

Swedish student International student 

Good service provision 3.95 3.94 1 

Convenience and security 3.51 3.66 2 

Assurance 3.42 3.33 3 

Value Added Service 2.87 3.02 4 

 

Table 17 shows that both Swedish students and International students are in the same order of 

mean importance rating of factors. It indicates that there are not significant differences 

between Swedish and non-Swedish students concerning their evaluation of bank attributes. 

However, respondents who are International student appear to place more importance on 

“Value Added Service and” (mean=3.20) and “Convenience and security” (mean=3.66). On the 

other hand, Swedish student has higher mean values for “Good service provision” (mean=3.95) 

and “Assurance” (mean=3.42). 

 

Table 18: Gender Based Ranking of Importance by International students 

Factor mean Ranking 

 Male Female 

Good Service provision 3.98 3.88 1 

Convenience and security 3.70 3.60 2 

Assurance 3.47 3.15 3 

Value Added Service 3.15 2.86 4 

 

While the survey data is analyzed according to gender separately to female and male 

international students, the results of mean value that are used to examine the statistical 

differences between male and female international students regarding various bank selection 

factors. Table 18 shows that both male international students and female international students 

are in the same order mean importance rating of factors. It also indicates that there are not 

significant differences between males and females. 
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5.3 Discussion 

Table 5 shows a phenomenon that is caused by the policy in Sweden: the student cannot get 

personal number if their period of study is less than one year. In University of Gavle, there are 

a great number of exchange programs and study programs are in the period of less than one 

year. Because students do not have personal number, basing on the rule of bank, banks cannot 

open an account with the same service package same as to student who have personal number. 

Even more, banks cannot open account for the student who do not have personal number. 

This directly leads to some students who are without personal number to becoming non users 

of Swedish bank services.  

Also from the data which is shown in Table 5 and Table 6, we can conclude that most of the 

students in University of Gavle are users of Swedish bank service, and most of them are 

satisfied with it. In the questionnaire survey, the authors ask for the trouble experiences (Q6, 

Appendix I) which can be given to Swedish banks as advice to improve. Typical trouble 

experiences are like these reasons below:  

 “Because we do not have personal number, we are not qualified to apply for the credit 

card. So it makes kinds of hard to buy something that we need, like flight ticket and so on, 

online.”;  

 “I cannot use the online banking, because I have no Swedish person number to apply for 

this service.”; 

 “I don't like the new way we log in money now, by using machines.” 

 “Swedish language barrier in understanding bank's services procedures.” 

From these opinions, we can see there are two main problems exist in Swedish bank service 

for international students nowadays. One barrier is personal number. The other one is the 

limited solutions to respect different users’ habit. That is to say, there is no suitable choice for 

users to handle function as they used to be with clear understanding. 
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The reasons why the students do not use Swedish banks service may help the banks satisfy 

their customers if they correct some aspects like: open credit card to students who have no 

personal number, care more about the way people use banks. 

After the analysis of basic information, by using the factor analysis method, the authors got 

four factors which is the main determinants influencing international students’ choice of 

banks. 

Table 19: Mean and ranking based on Factors 

Factor Mean Ranking 

Good service provision 3.94 1 

Convenience and security 3.63 2 

Assurance 3.34 3 

Value Added Service 2.99 4 

 

In order to analyze differences in factors determining students’ bank selection, a ranking table 

is developed to describe the mean score of each factor. Table 19 presents findings concerning 

the importance of bank selection criteria factors. The top factor that in the list is “Good 

service provision”(mean= 3.94). Service provision was considered as a crucial factor in 

previous studies which also studied students’ bank section criteria. Nartehand and 

Owusu-Frimpong (2011) conducted a study about students’ significance of bank selection 

criteria in Ethiopia. The authors found that service provision was ranked as second most 

important factor for bank selection decision. In addition, this factor was ranked as the most 

important criteria for bank selection decision by South Africa students (Chigamba and Fatoki, 

2011).Thus, good service provision is recognized as one of the most important factors that 

influence students’ bank selection.  

According to Kaynak and Whiteley (1999), the respondents of this survey could be identified 

as interaction-oriented customers. Interaction-oriented customers place important on the 

relationship between the bank and themselves very much. They usually prefer fast, efficient 

and friendly service of the bank. Such finding indicates that Swedish banks need to pay more 
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attention to the relational exchanges for the purpose of attracting and retaining students which 

is a crucial market segment for commercial banks. In particular, online banking facility was 

considered as the most crucial item in this aspect. Kaynak and Whiteley (1999) suggest that 

Sweden is a typical transfer country which banking industry relies on cashless payment 

system. It is a fact that both Swedish and Non-Swedish students depend on online banking as 

their main way of payment in Sweden. The result can be explained that students are 

accustomed to conduct their banking activities online. Banks require improving the services, 

especially in terms of online banking, so as to attract more students to choose the bank. 

On the contrary, “Value Added Service” (mean=2.99) is ranked fourth most influential out of 

four factors. Most of the students do not think this factor is important. Especially, parking 

facilities, advertising of the bank and the phone banking are ranked at the bottom of the list. 

That is to say international students seldom drive the car to the bank branches; rather they use 

the phone banking or concentrate on the advertisement of bank. In Nartehand and 

Owusu-Frimpong (2011) research, the result revealed that parking facilities and the advertising 

of the bank just were ranked the fifth most important out of seven factors. Value Added Service 

is not the focus of students’ attention because they would not get benefit from those services. 

The “Convenience and security” (mean= 3.63) is rated as the second most important factor 

influencing student when deciding which bank to patronize. This factor was ranked fourth out 

of nine in the studies conducted by Mokhlis et al. (2008) in Malaysia. Nartehand and 

Owusu-Frimpong (2011) found that Ethiopian student consider the Convenience/ security 

factor ranked near the bottom of the list. Compare with those researches, location of the bank 

branches and the ATM service which bring convenience to the students are other crucial factors 

need to be considered. In addition, because of security arrangement of the bank get the highest 

mean in this factor; the enhancement of security would give safety and confidence  to attract  

students. 

The “Assurance” (mean=3.3475) factor, which involve in financial benefits and the bank 

reputation, ranked as the third important selecting criteria by the students of Gavle university. 
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This is consistent with previous findings, Almossawi (2001) research found that financial 

benefits were third important selecting criteria by college students in Bahrain. Rao and sharma 

(2010) also found the assurance were the third important factors in motivating choice of a bank. 

Even though assurance was not as crucial as the top two factors, it still is a significant mean of 

attracting students. Students open an account not only for deposing, but also other services like 

account transfer and personal loans. 

Furthermore, the findings reveal that differences are not significant in bank selected criteria 

based on ethnicity and gender, because there are no significant difference in the mean value 

for ethnicity (Swedish student and Non-Swedish student) and gender (male and female 

international student). Similar to the earlier research conducted by Chigamba and Fatoki 

(2011) in South Africa, suggests that there are no significant different for male and female 

student regarding the way of bank selection. On the contrary, Mokhlis et al., (2008) conducted 

a research to examine whether undergraduates would be a homogeneous group concerning the 

way they select a bank in Malaysia. Findings show that gender and ethnicity differences affect 

students’ attitudes toward banking services.  
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6. Conclusion 

 This chapter presents the results of this research. Then, it discusses the implications to 

students and even the whole society in the second part. And according to the results, advices 

to Swedish banks to facilitate the services for international student customers are given in this 

part.. In the third part, it discusses the limitations in this research.  The fourth part, presents 

suggestion for future research. 

6.1 Results 

The aim of this research was to find out the exact determinants that affect international 

students’ decision in the process of bank selection in Gavle, Sweden. The respondents we 

choose are the students in Gavle University, who are in different education stages including 

bachelor and master degree. In order to get good comparison, the local students are also 

included as respondents. 

 

This research puts forward determinants of customer choice especially for students in 

University of Gavle (Högskolan i Gävle), Sweden, standing on the shoulders of previous 

researches in same field. The main determinants which are found out in previous researches 

are concluded, in the first step, so that we can design the questionnaire to be as 

comprehensive as possible. These determinants include four aspects: convenience, brand 

image, service quality, and cost. Convenience is an overall concept covering convenient 

location of the bank, opening time convenience. Service quality has branches like service 

effectiveness, accuracy in account management, safety of funds, parking facilities, appearance 

of staff and bank building, workers’ attitude to customers and their responsiveness. Bank 

interior environment, marketing activities in mass media and bank popularity constitute 

banks’ brand image. Popularity is one aspect of brand image which is built on word of mouth, 

action in marketing campaign. Last but not least, the cost of service is an independent and 
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very important factor. After the analysis of questionnaires, basing on the factor analysis 

results, the researchers get four determinants in this research. They are “Good service 

provision”, “Value added service”, “Assurance”, “Convenience and security”.  

The basis of the results in this research is the analysis of questionnaires. This research 

investigates the determinants of bank selection standing the point from the services’ 

importance. Hence, which service should be paid more attention has been proved. It is 

important especially in the situation in which the service acceptors are the international 

students.  

Basing on the Table 16, in the “Good service provision” factor, “banks perform the promised 

service dependably and accurately” ranks first in the list of items, which mean score is 4.00.  

In the “Value added service” factor, the reception (mean=3.52) at the bank is important for 

international students. Because international students can get information about the bank 

service in the reception and if they have problems, in the reception they can get help from 

workers.  

In the third factor “assurance”, in the view point of international students, “The 

recommendation from family or friends” (mean=3.45) becomes the most important item 

which leads them to choose a bank. International students are different from local students. 

They are lack of information about banks. And the trust has not been built yet. The only media, 

at the first step international students come to new countries, is their friends. They can get 

banks’ information maybe only through the one that they trust. For international students 

overseas, the role is friend.    

The fourth factor is “Convenience and security”. Among all items in this factor, “the security 

arrangement at the bank (mean =3.86)” is the one that most international students care about. 

For international students, they need transferred money from their families or supporters. If 

the security arrangement can be trusted enough, the consumer would worry about losing 
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money in transfer. In China, the transfer fee is high. So many Chinese students’ families 

transfer large funds. That is why the item-“security arrangement of transfer and deposit” is 

really important. 

Basing on the result we found from this research, we can modify  Figure 2: Theoretical 

frame work of research into Figure 4. 

Figure 4: Framework of research  

 

 

 

 

 

 

 

 

 

The results of this research can be used for reference by banks in Gavle, Sweden to improve 

the services quality, especially for international students. The main achievements in this 

research include further stepping in the research in customer behavior especially in Sweden, 

and enriching the meaning of individual customer choice behavior in banking industry.  

Choice of 

international 

student 

Good service provision 

Convenience and security 

Value added service 

Assurance  

 Dependent variable 
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6.2 Implication 

Result from this research reveals that 4 major factors affect students in choosing a bank are 

“Good service provision”, “Value added service”, “Assurance”, “Convenience and security”. 

It suggests that commercial banks need to consider the 4 factors seriously when banks design 

marketing strategies.   

The differences between four factors are significant. For the first factor, international students 

treat good service provision as the most important one. The services should not be different 

from the services offered to people who have personal number. The problems, like banks 

offering different services to students due to that the students do not have personal number, 

have a negative impact on their bank selection. Second factor is the value added service. 

Banks should add some complimentary services, especially for the special need of customers 

will improve the satisfaction. The third factor is assurance. Because the special attribute of 

banking industry, ensuring deposit safety, transfer safety, effectiveness is important. As 

international students study abroad, they pay more attention than others to transfer safety. 

Hence, the enhancement of security would give confidence so as to attracted more international 

students to patronize. 

 

6.3. Limitation 

As our respondents come from different countries (there are 14 different countries’ 

respondents in this research), it is difficult to conclude different banking industry policies all 

around the world. Each country has policies in banking, basing on its local condition and 

situation, no matter in Europe or not. So it is difficult to summarize the policies various from 

one another between different countries. Since the backgrounds of students are variable, but 

one thing in common: they are all come to Sweden to study, and they will choose banks 
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depending on their individual preference. So we divided the respondents into two types: 

international student and Swedish local student. 

The process of making decision by individual customer is complex. In this research, we 

choose some elements/stages in the process of individual choosing behavior and image these 

elements are in an ideal situation background. We do this research for the individual customer 

in general. The varieties of special needs are not taken into consideration yet.  

This research did not implement in other areas in Sweden. So there is a lack of comparison 

between different area’s international students in Sweden. We deal with the case of the Gavle, 

Sweden. So there must be limitation of our study. The result can possibly be generalized in 

other areas of Sweden which have the same economy and political system. 

From the deadline we received the questionnaires till the final analysis results are born, there 

is a period of time. So we cannot ensure that there is no change in that gap of time. From 

designing the questionnaire, sampling to analysis, we strictly took control of the possible 

deviation happened. But the possibility of deviation still exists. Therefore, the conclusion can 

only represent the result of data collection at the deadline of questionnaire survey. 

6.4 Future research suggestions 

Because the results of this study are only based on customer’s perceptions, it could be an 

interesting research area for future researchers to investigate the correspondence between and 

service providers’ and consumers’ perceptions.  

In addition, majority of the samples are students who have not been employed, a longitudinal 

study of these students will be interesting to conduct so as to figure out whether their bank 

selection behaviors would change after graduation. And the sample we focus is  the students 

in one city in Sweden, if do the same topic in more cities, regions, it would be better. 

Moreover, due to the great potential of student market, it would be beneficial for bank to design 
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a marketing program in order to attract and retain students.  
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Appendix I: Survey Questionnaire 

Survey Questionnaire 

Dear Respondents,  

The keynote of the questionnaire is to collect information about factors that affect customer 

(university students) choice of bank. The focus respondent of this questionnaire is all students 

of the University of Gavle. All your feedback will be used as data analysis for our graduate 

thesis of master thesis in major of business administration. And also the result in this research 

will be used as reference to improve the service quality of Swedish banking. The questionnaire 

does not involve your name, and the information you provide will not be used in addition to 

other channels outside of our graduate thesis. This questionnaire only takes 5 minutes of your 

time. Thank you very much for your support and cooperation. 

 

Please write “√” to all your responses. 

Part I: Banking Behavior of Respondents 

1.  Do you use bank services in Sweden? 

Yes    No 

2.  If your response to Q1 is no, why? 

I don’t have personal number. Lack of awareness. 

I use other alternatives. 

Please specify which alternatives you 

choose________________. 

Other. please specify your reason 

______________________ 

3. If your response to Q1 is yes, which bank/s do you choose for your banking services? 

(Multiple answers possible). 

 

Swedbank Handelsbanken SEB Nordea 

Other, please specify    

4. What type of service/s do you use in that bank? (Multiple answers possible).  

Current 

account 

Saving account    Loan/credit  Transfer    

ATM service      other, please specify ______________ 

5.  Are you satisfied with banking services you have now?                          

Yes No 

6.  If your response for Q5 is No, what trouble have you met before? 

______________________________________________ 
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Part II: Importance of each attribute of bank 

Please mark “√“ on number for each statement by using the following scale ranging based 

on their degree of importance.   

4=most important   3= important 2=less important 1= not important at all 

Factors   Level of importance   

1  Easy of opening a current account 1  2  3  4  5 

2  The convenient location of the bank 1  2  3  4  5 

3  The reception at the bank   1  2  3  4  5 

4Its extended operation hours (i.e 

Saturday, evening etc ) 

1  2  3  4  5 

5  The security arrangement at the bank  1  2  3  4  5 

6  The facilities of ATM services   1  2  3  4  5 

7  It provide internet/online banking 

facility 

1  2  3  4  5 

8  It offer phone banking facility 1  2  3  4  5 

9  It advertises it’s services in mass 

medias   

1  2  3  4  5 

10 Recommendation from my family 

and/or my friends  

1  2  3  4  5 

11  Its service charge is low compared to 

others 

1  2  3  4  5 

12  Its interest rate on loans is low in 

contrast to others  

1  2  3  4  5 

13  Its interest rate on savings is high in 

contrast to others  

1  2  3  4  5 

14  It provide good service attitude to 

customers 

1  2  3  4  5 

15  Its service provision is fast and 

efficient 

1  2  3  4  5 

16  It perform the promised service 

dependably and accurately 

1  2  3  4  5 

17  It provides interest earning in a 

relatively short period of time 

1  2  3  4  5 

18  It offers appropriate range of service. 1  2  3  4  5 

19It provide parking facilities 1  2  3  4  5 

20Good appearance of staff and bank building           1  2  3  4  5 

21  Positive properly handle customer's complaints1  2  3  4  5 

Part III: Personal Information 
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1.  Gender of respondent:     Male                Female 

2.  Age of respondent:       

16-20 Years 21-23 Years 24-26Years   >26 years 

3.  Education stage you are in: 

Bachelor Master Doctor 

4.  Could you indicate in which category your monthly economic support /income 

belongs?   

Less than SEK.5, 000 SEK.5,000-8,000  SEK.8, 000- 12 000    Over SEK. 12, 

000  

5. Do you have personal number? 

Yes No 

6.Nationality:_________________________ 

7.  Comments (if you have comments regarding this survey, please fill in)  

____________________________________________________. 


