
 

J. Appl. Environ. Biol. Sci., 5(4)277-282, 2015 
© 2015, TextRoad Publication 

ISSN: 2090-4274 
Journal of Applied Environmental  

and Biological Sciences 
www.textroad.com 

 

*Corresponding Author: Bahareh Behzadi, Department of Executive Management, Science and Research Branch, Islamic 
Azad University, Tehran, Iran. E-mail: Behzadi.vet75@gmail.com 

Identification and Prioritization of Financial and Service Factors Which 
Influence Customers' Attraction                                                          

(Case Study: Post Bank Iran, Tehran Province) 
 

Bahareh Behzadi1, Hossein Vazifehdoost2, Karim Hamdi3 

 
1,2,3 Department of Executive Management, Science and Research Branch, Islamic Azad University,  

Tehran, Iran 
Received: December 22, 2014 

Accepted: February 9, 2015 

ABSTRACT 
 

Financial factors and service quality are important factors in attraction of customers and no organization can live 
on unless it is able to attract and keep its customers. This study aims to identify and rank financial and service 
factors which are effective in attraction of customers of Post Bank Iran  in Tehran Province. This is a descriptive 
apply survey. Statistical population of the research included all customers of Post Bank Iran in Tehran Province 
branches. Cocheran's formula and two-stage cluster sampling was conducted to pick sample members. 384 
questionnaires were distributed and all of them were returned completely. Standard questionnaires were used for 
data gathering. All questions were based on 5-point Likert scale from 1(completely agree) to 5 (completely 
disagree). The results showed that financial factors ranked first in terms of effectiveness and service factors 
ranked second in affecting customers' absorption. 
KEYWORDS: customers' attraction, financial factors, service factors 
 

INTRODUCTION 
 

Many Iranian banks are in transition from traditional banking system to internet banking system. It is 
obvious that customer is the determining element in organizational survival. Appropriate relationship between a 
bank and its customers is affected by many inter- and intra-organizational factors and the importance level of 
factors differs for different organizations (Ghazizadeh, 2011). Today, any organization can not live on if and 
only if it is able to attract and keep its customers. A bank's public relations department should know about the 
effectiveness of different instruments in improvement of relationships between bank and its customers (Durmus, 
Usla and Tesdemir, 2013). In today's competitive and challenging environment, organizations emphasize mainly 
on establishment of stable and profitable relations. Now, satisfaction is not enough on its own and satisfied 
customers should be also loyal. Traditional marketing mainly emphasized on attraction and satisfaction of 
customers but this viewpoint has been changed (Zehir, Sahin, Kitapci, and Ozsahin, 2011). Financial factors and 
service quality are important agents in attraction of new customers (Daee Karimzadeh, 2010). Considering the 
above discussion we try to identify and rank the financial factors and service factors which influence customers' 
attraction in Iranian Post Bank.  
 

RESEARCH LITERATURE 
 
Service factors  

Service offering speed: it is obvious that offering services rapidly and being easily accessible attracts 
customers and makes them prefer the bank to other competitors (Abbas Nejad, 2007).  

Bank services diversity: diversification of services and improvement of facilities provided by banks results 
both in profitability and productivity of banks and attracts more resources. Therefore, bank services should be 
improved and this is what has been done by global successful banks.  

Bank services quality: because service is intangible, a means for differentiating from competitors is 
offering high-quality services.  

E-banking services: if a bank fails to use internet banking opportunities, it will be confronted with many 
challenges in future (Almasi Ramin, 2010).  

Employees' specialized skills: use of skilled employees who have high educational levels is important for 
reducing the gap between customers' expectations and bank performance because provision of bank services 
depends directly on capabilities of workforce in this industry and is an important element in improving 
efficiency (Daee Karimzadeh, 2010).  
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Financial factors 
Since any organization does not have unlimited resources and competition is very fierce, formulation of 

proper competitive strategies is of great importance because focusing resources on subsidiary fields brings 
defeat against competitors who emphasize on main competencies. Considering the above discussion, it can be 
said that having strategies and strategic planning is the best instrument for all financial services institutes which 
try not to yield to changes and keep on consciously (Kaplan and Norton, 1997).  
 
New measurement systems  

Weaknesses of traditional performance criteria and changes in competition environment have required 
organizations to re-design performance measurement systems. In today's competitive environment, companies 
try to outstand in product quality, delivery, reliability, after-sales services and customer satisfaction. None of 
these features can be measured by traditional financial criteria while these criteria are among main targets of 
companies which are active globally. These increase financial criteria. New measurement systems consider 
strategy implementation. Strategy implementation is appropriate decision-making considering strategic links and 
organizational structure, development of budgets, performance strategy, motivational systems and supervision 
over effectiveness and efficiency. When dealing with such systems, senior manager selects a collection of 
criteria which best present performance of strategy. These criteria can be viewed as critical factors of success at 
present and future. If these factors are improved, the company has implemented its strategy. What is important 
for organizational managers is not only tracking financial criteria which depict past performance results but also 
non-financial criteria which result in future performance indices. Unfortunately most organizations compare 
strategies performance results with traditional financial criteria. As it was mentioned before, financial criteria 
constitute only one of the aspects of organizational performance. Performance evaluation by means of non-
financial indices is an issue which received a lot of attention in 1990s because such indices have many 
advantages. For example, these indices are more up-to-date compared with financial indices and are more 
understandable for workforce and are more compatible with organizational strategies and targets. They are also 
flexible over time (Medori and Steeple, 2000).  
Nine golden steps towards customer attraction:  

1. Never ignore previous customers when attracting new customers. 
2. Try to solve problems arisen regarding relationship with customer.  
3. Always create a win-win position.  
4. The customer is not always right but tries to make him or her understand this.  
5. Customer seeks pleasure and not satisfaction.  
6. Don't forget that the customer has many options.  
7. Listen to customers' voice to learn about his or her demands.  
8. Have positive viewpoints towards products and services.  
9. Put yourself in customers' shoes to feel his/her feelings.  

 
Research conceptual model 
 
 
 
 
 
 
 
 

 
 
 
 
 

Figure1. Research conceptual model 
 

RESEARCH METHODLOGY 
 
This research is a descriptive survey and in terms of target it is an applied study. Statistical population of 

the research included all customers of Post Bank Iran in Tehran Province branches. Cocheran's formula and 
two-stage cluster sampling was conducted to pick sample members. 384 questionnaires were distributed and all 
of them were returned completely. Standard questionnaires used in this research evaluated four constructs: 

Financial factors 

Service factors 

Attraction of 
customers 
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financial factors, service factors, satisfaction and trust. They contained 37 questions based on five-point Likert 
scale from 1 (completely agree) to 5 (completely disagree). Cronbach's alpha was greater than 0.7 in all cases 
and it was equal to 0.823 for the whole questionnaire. This shows a high reliability coefficient.  
 

RESEARCH RESULTS 
 

Research findings and data analysis  
Descriptive and inferential statistics were used for data analysis. We first learned about demographic 

features of the population using SPSS22 software and then investigated the research hypotheses and causal 
relationships among constructs using structural equations modeling technique in LISREL 8.54 software.  
-Demographic features of respondents  
Data revealed that 31% of respondents were female and 69% were male. Most respondents  (53.39%) had 
bachelor degree and least of them (4.17%) had PhD and most of them (32.29%) were aged 30-35 years old and 
least of them (4.69%) were aged 45 and above.  
- Investigation of research constructs features 

 
Table 1.one-sample t- test results for investigation of existing features of the constructs under study 

variable  mean  SD  statistict df  Sig.  Test result  
Service factors  3.432 0.580 14.576 383 <0.001 Above average 

Financial factors  3.459 .646 13.939 383 <0.001  Above average 
Customer satisfaction  3.378 0.683 10.830 383 <0.001 Above average 

Customer trust  3.480 0.526 17.904 383 <0.001 Above average 

 
Considering the results of table 1, significance level of the test for all four constructs was smaller than 0.001. 
further, considering the means column, it can be seen that all four constructs are above average and favorable.  
-Results of data sufficiency test  
KMO index was used for factor analysis. This index was equal to 0.797 for data. as this index approaches to 1, 
the size of data is more appropriate for factor analysis. Bartelt's test was also used for investigation of 
correlation matrix. Bartelt's test was smaller than 0.05 four all four constructs as depicted in table 2. Therefore, 
the hypothesis of uniqueness of correlation matrix is rejected and it can be concluded that factor analysis is 
appropriate for identification of structure of variables. 

 
Table 2. KMO and Bartelt's test statistic 

testKMO 0.797 

Bartelt test 
χ2  10314.084 
df 666 

Sig 0.000 

 
Reliability and validity of the questionnaire  

a. retest method: to this end, we first implemented the questionnaire on a group of 30 respondents within 
two weeks experimentally and then we investigated the correlation between these two steps. Correlation was 
equal to 0.829 which is an acceptable figure.  

b. Cronbach's alpha coefficient: calculation of Cronbach's alpha was another method for measuring 
reliability. Cronbach's alpha for a sample of 30 members was equal to 0.823 which is acceptable.  

 
Table 3.table of abbreviations, factor loadings, remainder of Cronbach's alpha, composite reliability and AVE 

index item 
Factor 
loading 

remainder 
Composite 
reliability 

AVE Cronbach's alpha 

Service factors(SER)  

SER1 0.84 0.29 

0.949 0.673 0.886 

SER2 0.8 0.36 
SER3 0.78 0.39 
SER4 0.8 0.36 
SER5 0.78 0.39 
SER6 0.84 0.29 
SER7 0.86 0.26 
SER8 0.83 0.31 
SER9 0.85 0.28 

Financial factors(FIN) 

FIN1 0.83 0.31 

0.951 0.661 0.798 

FIN2 0.83 0.31 
FIN3 0.79 0.38 
FIN4 0.8 0.36 
FIN5 0.82 0.33 
FIN6 0.83 0.31 
FIN7 0.79 0.38 
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FIN8 0.81 0.34 
FIN9 0.83 0.31 

FIN10 0.8 0.36 
FIN11 0.8 0.36 

Customer stisfaction (SAT) 

SAT1 0.74 0.45 

0.939 0.609 0.815 

SAT2 0.71 0.50 
SAT3 0.71 0.50 
SAT4 0.73 0.47 
SAT5 0.8 0.36 
SAT6 0.79 0.38 
SAT7 0.83 0.31 
SAT8 0.82 0.33 
SAT9 0.82 0.33 
SAT10 0.84 0.29 

Customer trust (SAT) 

TRU1 0.84 0.29 

0.921 0.627 0.830 

TRU2 0.83 0.31 
TRU3 0.81 0.34 
TRU4 0.83 0.31 
TRU5 0.8 0.36 
TRU6 0.74 0.45 
TRU7 0.68 0.54 

 
As it can be seen in table 3, Cronbach's alpha values and composite reliability coefficients are greater than 0.7 
for all elements. Therefore, reliability of the questionnaire is verified. Furthermore, AVE value for all indices 
are greater than 0.5. therefore, convergent validity of the questionnaire s also acceptable.  
 
-Inter-construct relationships tests 

In this section we deal with testing the relationships among constructs. To this end, we implemented the 
model of the research in LISREL software. Investigation and analysis of measurement models in primary stages 
of confirmatory studies is important and useful because it contributes to evaluation of development of 
constructs. Furthermore, analysis of structural models can illuminate theoretical weak points and contribute to 
research results interpretation. Thus, structural equations modeling technique involves two main stages: model 
preparation and model test. In model preparation, the researcher uses all theories and accessible information to 
propose a model anddescribes causal relations model between variables. Relationships between variables can 
depict hypotheses which extract causal relationships between observable and latent variables from theoretical 
space. The next stage involves fit test and consistency of these theories with empirical data gathered from a 
population (Kalantari, 2008).  

In this section we draw research conceptual model in the form of a path diagram and use different fit 
methods for measuring its fitness. A complete model of structural equations actually indicates a mixture of path 
diagram and confirmatory factor analysis. Figures 1 and 2 indicate standard estimation coefficients and 
significance numbers of structural model of the research. Some fit indices are also obvious in the final section.  

 
Figure 1.standard estimation coefficients for research structural model 
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Figure 2.significance numbers of research conceptual model 
 
Based on the final model, it can be seen that all relationships mentioned between variables in the research 

are positive and significant. Thus, research model is supported.  
Before we deal with and discuss the model, it should be mentioned that RMSEA is one of the best fit 

indices in structural equations modeling. This index is actually the very deviation test for every degree of 
freedom. For models which have good fit, it should be less than 0.08. thus, models with RMSEA values greater 
than 0.08 have weak fit. Another index for fit is the result of Kai-squared divided by df. This value should be 
less than 3 (Houman, 2005).  

Considering the output of LISREL, kai-squared is equal to 306.01 and df is 206. Thus, Kai-squared divided 
by df for research conceptual model is equal to 1.484 which is an acceptable value. Furthermore, the output of 
the model indicates that RMSEA is equal to 0.05 which is an acceptable value. The two aforementioned indices 
and also other indices of fit are acceptable and this shows that there is a small difference between the research 
model and the observed data. 

Research hypothesis: service and financial factors influence customer attraction positively.  
According to the outputs of structural equations modeling in figures 1 and 2, significance level between 

service factors and financial factors and customer attraction are equal to 6.96 and 7.94 respectively which are 
greater than 1.96 and this shows that the relationship between service factors and financial factors and customer 
attraction is significant in 95% confidence level. Further, considering the path coefficients it can be concluded 
that financial factors with a path coefficient equal to 0.53 rank first and service factors with a beta coefficient 
equal to 0.44 rank second in terms of influencing customer attraction.  
 
Conclusion  

The results showed that financial factors construct rank first in affecting customer attraction. Among these 
factors, "the amount of loans given to customers" with a beta coefficient equal to 0.32 ranked first, "diversity of 
awards given to free-of-interest depositors" with a beta coefficient equal to 0.28 ranked second, "waiting time 
for receiving loans" with a beta coefficient equal to 0.27 ranked third. Moreover, among service factors, the 
construct "innovative loans" with a beta coefficient equal to 0.33 ranked first, "provision of enough information" 
with a beta coefficient equal to 0.31 ranked second and "appropriate behavior of employees" with a beta 
coefficient equal to 0.26 ranked third. Thus, if the Post Bank wants to attract its customer's satisfaction via 
financial factors, it should pay more attention to them. Banks can provide customers with diversified loans 
because they mainly emphasized on this section of services.  

Apparently, customer attraction may face some barriers and failure to regard them may stop the firm in 
competition. Temporary activities for customer attraction will not be successful if we do not identify challenges 
ahead of customer attraction. 
 
Recommendations  
Investigations around the followings can contribute to deepening of the results of this research:  

1. Investigation of challenges and solutions for improvement of customer attraction  
2. Offering a model for developing and improving customer attraction 
3. Investigation of this subject in other banks  
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4. Since customer attraction is a competitive advantage, it is recommended that future studies deal with 
financial and service factors in Iranian Post Bank such that these criteria can be identified and some 
solutions can be provided. 
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