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Abstract 
 
While the saving environment has become more complex in recent years, so has the demand for 
individual activity. Important impetuses include financial deregulation, globalization, technological 
change, and reformed pension systems. Financial institutions can provide financial advisory 
services to help their customers to obtain positive net benefits by avoiding mistakes and using 
economies of scale, and they can also attract and maintain their customers by creating strong 
relationships. Earlier studies show that the incentive structure often leads to advice that is not to the 
benefit of the customers. In addition, not all customers seek and receive advisory services. The 
objective of this study is to increase our understanding of the relationship between the bank advisor 
– customer relation and the bank customer’s saving behavior.  
 
The scope of the study is to analyze relevant theories and develop a model that includes financial 
advisors as a mediator of saving behavior, and to understand the relational attributes that can affect 
saving behavior. Also, the characteristics of customers with a relational versus a transactional 
exchange form with the bank are explored. Given the problems of establishing causality, the scope is 
also to understand the impact of the relationship and, in particular, face-to-face advisory meetings 
on saving behavior. The analysis is mainly carried out with the help of customer data – both 
objective bank register data and subjective survey data – while the advisor characteristics are to a 
lesser extent part of the data material.  
  
Five studies are carried out using various methodologies, i.e., theoretical review and model 
development, probit and multinomial logistic regressions, difference-in-difference regression, and 
structural equation modelling. In addition, a case study is made analyzing dyads of customers and 
advisors in order to explore theoretical assumptions. Economics and relationship marketing are 
used to explain saving behavior with transactional, interimistic relational, and enduring relational 
exchange forms (Paper 1). Several major findings emerge in the quantitative analysis: First, the 
attributes are longer and stronger, the more relational the exchange form is (Paper 2). A second 
finding is that relational attributes also surface in transactional exchange, a finding that requires 
further research to be understood in more detail (Paper 2). Third, among relational attributes, 
duration and context have the largest total effects on saving behavior, while trust is a mediating 
variable (Paper 5). Fourth, not only demographic and socioeconomic factors can predict whether 
customers use the relational exchange form; psychological factors, such as saving motives and risk 
attitudes, are also predictors. Results are clearly different for women and men (Paper 3). Finally, 
financial advisory meetings are found to increase saving volumes and saving products held in stock. 
The largest effects are found for young customers with low wealth and low profitability to the bank, 
i.e., customers who initially have low activity levels and thus create a large potential (Paper 4).  
 
Limitations include endogeneity problems in general, and selection bias in particular, making it 
difficult to establish causality, and internal and external validity. Future research should focus on 
data management, especially building time series with enhanced methods to adjust for selection 
bias. In addition, studies to better understand the transactional exchange form are needed, as well 
as studies that deepen the definition of relational exchange, not least when alternative channels to 
face-to-face meetings include mobile banking and internet banking, and the digitalization of  the 
social know-how of financial advisors.  
 
Managerial implications include understanding the relational attributes that affect saving behavior, 
such as context, duration, and trust. Also useful to know are the factors that can help to predict the 
probability of a customer’s having a transactional or relational exchange form, i.e., including 
demographics, socioeconomics, psychology, and gender, to see how channels and customers can be 
better matched. Policy implications include using the model in this study to match relational 
attributes to the degree of financial literacy, since the risk of misselling is particularly large for 
relational-oriented customers with low financial literacy.  

 
 
Keywords: Saving behavior, consumer finance, consumer financial decision making, financial 
services, relationship marketing, exchange forms, saving motives, risk attitudes, financial literacy 
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Sammanfattning 
 
Samtidigt som sparandet har blivit mer komplext under senare år, har behovet av individens egen 
aktivitet ökat. Viktiga drivkrafter för denna utveckling har varit finansiell avreglering, globalisering, 
teknisk utveckling och reformerade pensionssystem. Finansiella institutioner kan erbjuda finansiell 
rådgivning för att hjälpa kunderna erhålla positiv nettonytta genom att de då kan undvika att göra 
vanliga misstag och kan få skalfördelar med ökad tillgång till information. Genom att skapa starka 
kundrelationer kan dessa institutioner också använda rådgivningen för att attrahera och behålla 
kunder. Tidigare studier visar att incitamentsstrukturen ofta leder till att rådgivningen missgynnar 
kunderna. Det är heller inte alla kunder som söker och får tillgång till rådgivning. Syftet med denna 
avhandling är att öka förståelsen för sambanden mellan bankkundens sparbeteende, finansiell 
rådgivning och relationen mellan bankrådgivaren och kunden.  
 
I avhandlingens omfång ingår att analysera teorier, utveckla en modell som inkluderar finansiella 
rådgivare som intermediärer till sparbeteende samt förstå de relationsattribut som kan påverka 
sparbeteendet. Dessutom görs jämförelser mellan kunders karaktäristika utifrån deras utbytesform. 
Med hänsyn tagen till svårigheterna att fastställa kausalitet ingår även att förstå hur relationen i 
allmänhet, och rådgivningsmöten i synnerhet, påverkar sparbeteendet. Analyser görs med hjälp av 
kunddata, både objektiva registerdata och subjektiva enkätdata, medan karaktäristiska för 
rådgivarna i mindre utsträckning finns med i datamaterialet.  
 
Fem studier utförs som använder olika metoder, såsom teoretisk genomgång och modellutveckling, 
probit- och multinomiala logitregressioner, ”difference-in-difference” regressioner samt struktur-
ekvationsmodellering. Inledningsvis gjordes också en fallstudie som analyserade dyader av bank-
kunder och rådgivare för att undersöka teoretiska antaganden. Det framkommer att national-
ekonomi och relationsmarknadsföring tillsammans kan användas för att förklara sparbeteende med 
hjälp av tre utbytesformer (transaktion, interimistisk relation, djupgående relation) (Art. 1). Ju mer 
relation utbytesformen innehåller, desto längre och större är relationsattributen (Art. 2). Relations-
attribut finns också representerade i transaktionsutbytet, ett resultat som kräver ytterligare 
forskning (Art. 2). För det tredje framkommer att bland relationsattributen är duration och kontext 
viktigast för att förklara sparbeteendet, följt av förtroende som är en intermediär variabel (Art. 5). 
För det fjärde framkommer att förutom demografiska och socioekonomiska faktorer är psykologiska 
faktorer, såsom sparmotiv och riskpreferenser, prediktorer för utbytesform. Resultaten är markant 
olika för män och kvinnor (Art. 3). Slutligen, givet endogenitetsproblem, syntes finansiella 
rådgivningsmöten öka sparvolymer och antal produkter som bankkunder använder. De största 
effekterna observeras för unga, personer med låga förmögenheter samt personer med låg lönsamhet 
för banken, d v s kunder som initialt har en låg aktivitetsnivå men som utgör en potential (Art. 4).  
 
Begränsningar i studierna handlar om endogenitetsproblemen i allmänhet, och selektions-
svårigheter i synnerhet, vilka gör det svårt att fastställa kausalitet och vilka begränsar extern och 
intern validitet. Framtida forskning bör därför fokusera på datahanteringen genom att bygga upp 
tidsseriedata och utveckla metoder som justerar för selektionsproblem. Dessutom behöver 
transaktionsattributen studeras. Samtidigt är studier som fördjupar förståelsen kring relationen 
viktiga, inte minst som alternativa kanaler till mänskliga rådgivningsmöten – såsom mobilbank och 
internetbank – snabbt vinner gehör i bankerna och bland kunderna.     
 
Avhandlingens implikationer för bankledningar inkluderar ett ramverk som kan användas för hur 
relationen och dess attribut påverkar sparbeteendet, såsom duration, kontext och förtroende. Vidare 
är det användbart att förstå de faktorer som predicerar sannolikheten att kunden har en relations- 
eller transaktionsutbytesform, och de inkluderar demografi, socioekonomiska faktorer, psykologi 
och genus, inte minst som behovet att bättre matcha kanaler med kunder ökar. För politiska 
beslutsfattare kan avhandlingens modell användas för att matcha relationsattribut till graden av 
finansiell förmåga, inte minst som risken för ”misselling” är särskilt stor för relationsorienterade 
kunder med låg finansiell läsförmåga.  
 
Nyckelord: Sparbeteende, konsumenters finansiella beslutsfattande, finansiella tjänster, 
relationsmarknadsföring, utbytesform, sparmotiv, riskattityder, finansiell förmåga 
  



3 

 

 

Acknlowledgements 
 
It was never clear to me that the dissertation project I started in late 2003 would ever be finalized; 
there was always something more pressing that interrupted me, such as a financial crisis or two. In 
the beginning of 2013, when I got the opportunity to work full time on my thesis, everything 
changed.  
 
On the other hand, it is perfectly clear to me that without the help of my supervisors, the project 
would never have been finalized. First and foremost, I want to thank Professor Kent Eriksson, who 
with patience and invaluable guidance supported me throughout the process. The idea of marrying 
relationship marketing and economics I owe to you. I have enjoyed immensely our cooperation 
writing the papers included in the thesis, and our discussions on skype in the past couple of years.  
 
I would also like to thank my co-supervisor, Associate Professor Han-Suck Song, for valuable and 
helpful comments, not least on quantitative methods. You have very much contributed to improving 
the papers included in the thesis, and I truly enjoyed writing one of the papers with you. I am also 
grateful to Professor Mats Wilhelmsson for his support on quantitative methods, and to Professor 
Hans Lind for his comments on my whole work, and, to many other colleagues at the Centre for 
Banking and Finance, and the Department of Real Estate and Construction Management. Not least, 
I am deeply grateful to my co-supervisor Dr. Anna Breman, who shared her great knowledge and 
contributed to my papers, and also – in a fantastic way – introduced the field of behavioral 
economics to me.  
 
I would also like to mention persons who have stimulated me with regard to my research: Karl-Erik 
Wärneryd, Professor Emeritus at the Stockholm School of Economics, and author of The 
Psychology of Saving – a book I cannot be without. In the beginning, Claes-Robert Julander, Karl-
Olof Hammarkvist, and Richard Wahlund were also a great inspiration.  
 
Swedbank has supported me both financially and with unique data in this research project. I would 
like to thank Göran Collert, the late Sören Andersson, and Hubert Fromlet for initiating the 
possibility of conducting research and believing in me. My warmest appreciation goes to Ashkan 
Farnian for providing me with data. Without your commitment and patience, these papers would 
never have been written. I am also deeply grateful to Mats Ferm, Mikael Björknert, Cecilia 
Hernqvist, Anki Ahrnell, Gith Bengtsson, and Birgitte Bonnesen, who have motivated me and kept 
me going. Not least, I would like to thank Swedbank’s 16,188 customers who responded to the 
survey of 10 pages and 90 questions.  
 
In handling the surveys, I would especially like to thank Mikael Kolmodin – you provided great 
creativity and flexibility when you transported the surveys in 21 moving boxes from Stockholm to 
Halmstad, and back again. You and the team you hired, who managed to computerize the surveys, 
are also my heroes. My warmest thanks also go to Tom Walter in Washington D.C. for editing the 
thesis, and making my English so much more beautiful.  
 
Finally, I would like to thank my family and friends for priceless encouragement and support. Your 
interest in my work is a great inspiration to me! 
 
Stockholm, April 2015 
 
 
 
Cecilia Hermansson 
 
 
 
 
 
 



4 

 

Table of contents 

Part I: Summary of the thesis 
 

Abstract………….………………………………………..……………………………………………………………………….…1    
Sammanfattning………………………………………………………………………………………….....………………….2 
Acknlowledgements…………….……………………………………………………………………..……………………3 
 
 

1. Introduction…………………………………………………………………………………………….6 

 

1.1 Why this research is important – the purpose of the thesis. ................................................ 6 

1.2 My research approach ............................................................................................................ 9 

1.3 Definitions and delimitations. ............................................................................................. 10 

1.4 Disposition ............................................................................................................................. 11 

 

2. Theoretical background ....................................................................................................... 11 

 

2.1 The need for an interdisciplinary approach......................................................................... 11 

 
2.2 Literature review ................................................................................................................... 12 

2.2.1 Saving theories ........................................................................................................ 12 

2.2.2 Research related to financial advisory services and saving behavior .................. 14 

2.2.3 Relationship-marketing theories ........................................................................... 17 

 
2.3 Enhancing theory and building a new model ...................................................................... 21 

 
 

3. Research design ..................................................................................................................... 23 

 

3.1 Triangulation: combining qualitative and quantitative data and methods ...................... 23 

 
3.2 Data collection and examination – describing three sets of data ..................................... 24 

3.2.1 Qualitative data  ..................................................................................................... 24 

3.2.2 Quantitative data – from bank register ................................................................ 25 

3.2.3 Quantitative data – from a questionnaire ............................................................ 26 

 
 

3.3 Methodologies used  ............................................................................................................ 27 

3.3.1 Case study ............................................................................................................... 27 

3.3.2 Probit, logit and multinomial logistic regressions ............................................... 28 

3.3.3 Difference-in-difference regression ...................................................................... 30 

3.3.4 Structural equation modelling ............................................................................... 31 
 
 



5 

 

3.4 Estimation and data-related challenges ............................................................................. 32 

3.4.1  Missing data – selection bias ............................................................................... 32 

3.4.2 Endogeneity for other reasons ............................................................................. 33 

3.4.3 Reliability and validity……………………………………………………………………………. 34 
 

4. The structure of the thesis – presentation of case study and papers ................... 36 

 

4.1 Case study  ............................................................................................................................. 37 

4.2 Paper 1 ................................................................................................................................... 41 

4.3 Paper 2 ................................................................................................................................. 42 

4.4 Paper 3 ................................................................................................................................. 43 

4.5 Paper 4. ................................................................................................................................ 43 

4.6 Paper 5 ................................................................................................................................. 44 

 
5. Discussion of findings and conclusions ......................................................................... 45 

 

6. Managerial and policy implications ................................................................................ 49 
 

7. Future research ......................................................................................................................51 

 
References............................................................................................................................... 53 

 
Appendices .............................................................................................................................. 57 

 
A. The questionnaire (translated from Swedish to English)  ................................................... 57 

B. Bank register data - variables ............................................................................................... 60 

C. Case study – summary of transcripts .................................................................................... 61 

 
 
 
PART II: The papers 
 
Paper 1: Eriksson, K., and Hermansson, C. (2014). Searching for new saving behavior  
theories, how relationships between banks’ customers and advisors affect household saving.  
International Journal of Bank Marketing, 32(4), 279-299……….……………………………………….………… 
 
Paper 2: Eriksson, K., and Hermansson, C. (2015). Do consumers’ relational attributes surface in 
transaction exchange in financial services? Submitted to European Journal of Marketing…................ 
 
Paper 3: Hermansson, C. (2015). Using psychological factors to understand the use of financial 
advisory services. Submitted to Journal of Economic Behavior and Organizations………………...……..  
 
Paper 4: Hermansson, C., and Song,H.S. (2015). Financial advisory meetings and their impact on 
saving behavior – a difference-in-difference analysis. Submitted to Journal of Financial Services 
Research………………………………………………………………………………………………………………….…………....... 
 
Paper 5: Eriksson, K., and Hermansson, C. (2015). Bank customers’ subjective views on their bank 
relations and how these relations affect their saving behavior. Submitted to Journal of Consumer 
Behavior………………………………………………………………………………………………. …….………………………….. 



6 

 

 

1. Introduction 

1.1 Why this research is important – the purpose of the thesis 

Financial markets have experienced great changes since the 1980s as a result of, inter alia, technical 

developments, financial deregulation and globalization. The size of the global capital market made 

up of bonds, equities, and bank assets quadrupled during that period, and, according to the IMF 

(2014) it reached US$282,762 billion in 2013, or close to 3.8 times the global GDP.   

For households and private persons investing in capital markets, the complexity in the saving 

environment and the need for individual activity have risen. The number of saving products and 

actors providing financial services has increased. At the same time, the market has become more 

sophisticated with the introduction of new types of products, such as structured products based on 

derivatives. In many countries the pension systems have been reformed, transferring responsibility 

from the public to the individual level. In Sweden, the premium pension system, as part of the 

overall national retirement system, gives each individual the possibility of choosing 5 out of 848 

mutual funds (Swedish Pensions Agency’s web page, as of November 2014), and savers can switch 

funds as frequently as they please. 

Freedom for the individual has increased, but so has the need for own actions. At the same 

time, the market for financial firms has expanded. In Sweden, small pension brokers selling 

advisory services now amount to more than 1,000 (Finansinspektionen, 2012).  About 700,000 

persons have selected some 20 firms to manage their premium pension, made up of about SEK 70 

billion, despite higher fees and lower returns than for those who manage their own funds (Swedish 

Pensions Agency, 2014). The larger financial institutions, including four major retail banks, now 

provide cheaper mortgage loans if customers agree to have their pension savings as part of the 

package. Looking forward, there will be large differences in effectiveness and equality among savers, 

and these differences could increase over time, with negative consequences both for the society and 

the individuals who fall behind. 

Saving behavior is often analyzed in a framework of a household’s or an individual’s ability and 

willingness to save (Katona, 1975), or at the aggregate level (e.g., Keynes, 1936; Modigliani and 

Brumberg, 1954). External factors, such as institutional, economic, and financial developments, 

influence the ability to save, while internal or individual factors, such as psychological traits 

including self-control, attitudes, and motives, influence the willingness to save. So far, there has 

generally been less focus on the process of saving, and specifically on the actors in financial 

institutions who could influence a person’s ability and willingness to save through interaction and 

the building of relationships. If a customer has great trust in a financial advisor, the advisor can use 

this trust to strengthen financial literacy and create value for the customer. At the same time, there 

are risks of misselling, and therefore an increased need for consumer protection.  

In economics and finance, the research on the impact of relationships for banking has grown in 

recent years. The financial advisor has come under observation more in research, in line with the 

increased complexity in financial markets and the growing profits from these types of financial 
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services. Researchers within relationship banking in economics study the relationships between 

banks and customers and their effects on the economy at the aggregate level. Boot (2000, p. 9) cites 

Bhattacharya and Thakor (1993), who conclude that information frictions – asymmetric (and 

proprietary) information – “provide the most fundamental explanation for the existence of 

(financial) intermediaries.” Boot defines relationship banking as the provision of financial services 

by a financial intermediary that 1) invests in obtaining customer-specific information, often 

proprietary in nature, and 2) evaluates the profitability of these investments through multiple 

interactions with the same customer over time and/or across products. In contrast, transaction-

oriented banking focuses on a single transaction with a customer, or multiple identical transactions 

with various customers. Even if Boot claims that relationship banking goes beyond lending and 

applies to other financial services as well, the research on the effects of relationship banking (see 

Thakor, 2000) is mainly related to lending. In a relation between a bank credit manager and a 

borrower, there is an incentive for the bank to understand the borrower’s context, while, in a similar 

relation between a bank advisor and a saver/investor, there is not the same need to understand the 

context of the customer since the bank’s assets are not at risk. The risk structure is more symmetric 

in a lender - borrower context than in a bank advisor - saver context. There is, therefore, a need to 

enrich the theory of relationship banking to include the saver's perspective. 

Hackethal et al. (2012) find that the involvement of financial advisors lowers portfolio returns 

net of direct cost and worsens risk-return profiles, as measured by the Sharpe ratio; it also increases 

account turnover and investment in mutual funds, consistent with incentives built into the 

commission structure of both types of financial advisors. Negative advisory effects on portfolio 

performance are even stronger for bank financial advisors than for independent financial advisors. 

Regression analyses suggest that advisors tend to be matched with richer, older, more experienced, 

and self-employed female investors rather than with poorer, younger, and inexperienced male ones. 

In this respect, the authors claim that the advisors are similar to babysitters: babysitters are 

matched with well-to-do parents, they perform a service that parents themselves could do better, 

and they charge for it; however, observed child achievement is not boosted by babysitters but by 

positive characteristics of the family. No issues of regulating babysitters emerge, however, because 

the nature of the activity and the contribution are known to all parties involved. Inderst and 

Ottaviani (2012) conclude that banks have a limited incentive to educate naïve customers and, in an 

earlier paper (2009), they found a high risk of misselling if the advisor (or agent) both prospects for 

new customers and provides product advice.  

These studies demonstrate the problems of creating a relationship between a bank and a 

customer based on conditions of mutual commitment and trust. Since the risks of the investment 

are on the customer only, there is an incentive for the bank to realize higher profits through 

commissions and mutual fund fees, and the opportunities for misselling are large, not least when 

the bank is selling to/advising certain groups of savers/investors with low financial literacy. 

Bernheim et al. (2001) and Lusardi and Mitchell (2009, 2011) find widespread financial illiteracy 

among bank customers, with negative consequences for retirement planning, saving, well-being, 
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and wealth accumulation. Almenberg and Widmark (2011) and Almenberg and Säve-Söderberg 

(2011) also find low numeracy and understanding of fundamental financial concepts among Swedes 

in general. They find lower numeracy and understanding of fundamental financial concepts among 

persons who are older, are women, have less education and income, and were born abroad. These 

groups also tend to avoid risk when saving, thus reducing potential return. Financial illiteracy 

affects household decision making in general, including saving decisions.  

Banks and other financial institutions have an opportunity to bridge the gap between the lack 

of financial literacy and the increased individual responsibility for saving, e.g., retirement planning, 

by informing and educating customers while improving saving decisions. However, findings from 

Inderst and Ottaviani (2012), as well as Hackethal et al. (2012), indicate that not all financial 

advisors act with these intentions, not least since other incentives (e.g., provisions and product 

standardization) could lead to a conflict of interest and, thus, advice that does not benefit the 

customer. As a result, lawmakers in several countries (e.g., the EU and US) have developed and are 

continuing to develop financial regulations with the objective of decreasing misselling (see, e.g., in 

the EU, the MiFID and IMD). In Sweden, the 2004 law on financial advisory services has been 

criticized since it is based on assumptions that the investor/saver acts rationally despite abundant 

research to the contrary (Korling, 2010). In addition, the law does not deal with the important 

question of the boundary between advisory services and selling. This is also one of the conclusions 

in a study by Eriksson et al. (2009), in which customers and financial advisors were surveyed with 

the objective of understanding better the application of the law. There is coherence between 

customers and advisors in their belief that the financial advice given is in line with the regulations. 

However, even if customers generally trust their banks, advisors, and the advice given, advisors tend 

to fail to identify their customers’ risk profiles, generally assuming a higher propensity for risk 

taking than what customers express. In addition, if the customers are financially literate, these 

shortages of financial counseling can be overcome, but, if the customers are financially illiterate the 

advice given will not meet their needs – a situation difficult to change with the law in its current 

state.  

Summing up why this research is important, the complexity of saving behavior and what is at 

stake for many people, combined with the banks’ simultaneous engagement in sound counselling 

and misselling, there is a need to 1) analyze theories further and develop a new model including the 

mediating role of financial advisors with regard to customers’ saving behavior; 2) understand the 

relationship between bank advisors and their customers, i.e. in terms of relational attributes, and 

how they are viewed by the customers compared with objective measures of relations; 3) understand 

the bank customers and their characteristics with regard to their relations with the bank and their 

saving behavior; and 4) given the problems with establishing causality, understand the impact of the 

relationship, and in particular financial advisory meetings, on saving behavior.  These four reasons 

also give rise to my research questions going forward, and are part of the objectives of my five 

papers.  
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The overall purpose of this thesis is thus to increase our understanding of the relationships 

between the bank – customer relation, financial advisory services, and customers’ saving behavior.  

 

1.2 My research approach 

The decision to study a topic involves developing an approach to research based on philosophical 

assumptions, research design, and methods (Creswell, 2013).  My epistemological and ontological 

beliefs are mainly grounded in post-positivism and quantitative research, where theories and 

hypotheses are tested by studying and observing the behavior of individuals. Quantitative research 

is preferable for this research question since it can be used to identify factors that influence an 

outcome and understand the best predictors of outcomes. Also, using large data samples and 

quantitative methods allows for generalization of the results.  However, I do realize the need for 

pragmatism and mixed methods, since the theory needed to answer the research question is still 

rather undeveloped and saving behavior is a complex concept. By conducting qualitative research, a 

better understanding of the most important variables to examine can be developed. By open-ended 

questioning in, e.g., case studies, theory can be generated or enhanced. I thus use qualitative 

research methods to enhance an already developed theoretical framework and to confirm or reject 

my assumptions within that framework, rather than, e.g., using grounded theory methods to create 

new theory without or with less pronounced preconceptions.  The choice of methods mirrors my 

epistemological and ontological beliefs, but was also a consequence of time constraints and the 

heterogeneous nature of the research question.  

The choice of research approach in this thesis is therefore to use exploratory 

sequential mixed methods, where qualitative research is first initiated to improve existing theory 

and understand characteristics (case studies used in Phase I below), followed by a quantitative 

phase (Phase II), where theory and hypotheses about relationships are tested using surveys of a 

large sample of the population and logit and probit regressions. Then, in Phase III, the large sample 

of the population is used to try to establish causality, given the endogeneity problems, by using 

difference-in-difference regressions and structural equation modelling. The research design will be 

further developed in Chapter 3 below. 

 

Figure 1: The three phases needed to fulfill the purpose of the thesis, and the linkages to case studies and respective paper.   

 

 

Developing theory and 
understanding of the 

characteristics of bank 
customers, creating a model 

of saving behavior and 
exchange forms 

Analyzing the effects of the 
exchange form on saving 

behavior, given 
endogeneity problems 

Phase I  Phase II 

Case studies 
Paper 1 

 

Paper 4 
Paper 5 

Phase III 

Paper 2 
Paper 3 

Testing theory, i.e. the 
determinants of the exchange 
form, and testing hypotheses 
about characteristics of bank 

customers 
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1.3 Definitions and delimitations 

Saving can be defined in several ways. In economics, saving is mostly defined as “the excess of 

income over consumption expenditure in a period” or as “the difference in net worth at the end of a 

period and the beginning of the period.” Both definitions treat savings as residuals and not as 

primary activities (Wärneryd, 1999). While saving refers to the process of saving, and saving 

behavior emphasizes the behavioral aspects, savings represent the outcome of saving activities 

(ibid). In Paper 1 and in the theoretical background in Chapter 2, the concepts of saving are 

discussed further. In this thesis, the primary focus is on savings, saving and saving behavior in 

terms of 1) the stock of savings, 2) the flow of savings, and 3) the number of saving products.  

The exchange form is defined in terms of how goods and services are exchanged, i.e., in a 

market and a nonmarket form of governance. While transactional exchange is synonymous with the 

concept of discrete exchange (Goldberg, 1976; Macneil, 1978) and is independent of historical and 

social context, or past and future relations between the contracting parties, the relational exchange 

explicitly accounts for the historical and social context and has transactions taking place following 

the mutuality of interest that exists between a set of parties (Dwyer et al, 1987; Kaufmann and Stern, 

1988). Important determinants of the relationships include several attributes, such as commitment 

and trust (Anderson and Wietz, 1992; Morgan and Hunt, 1994). See Paper 1 and the theoretical 

background in Chapter 2 for a deeper discussion on the theory of exchange forms. In this thesis, the 

relational exchange form in financial services has been translated into the activity of bank customers 

meeting with a bank advisor, while it is assumed that the transactional customer never had such 

advisory meetings. In Paper 2, alternative objective ways of defining a relational and transactional 

exchange are included, such as how active the bank customer is in buying the bank’s products, the 

tendency of premium to belong to groups and have contact persons, the bank’s own segmentation of 

customers, etc. This is compared with bank customers’ subjective ways of defining themselves as 

relational or transactional customers. The concepts of transactional and relational exchange can be 

seen as the end points on a continuum, and even if I realize that customers can take on both 

exchange forms at different times in life, a simplification is made here in order to facilitate the 

analysis.  

Delimitations refer mainly to the shortages of important data. The bank customer is analyzed 

in terms of the individual, and not in a household context, despite the influence that spouse and 

children can have on decisions. Similarly, bank customers are analyzed in-depth, while financial 

advisors are explored only qualitatively on a small scale in the case study. The quantitative material 

was not possible to extract with the focus on dyads of bank customers and their advisors, even if that 

would have been preferred. There are also delimitations with regard to the details of bank 

customers’ portfolios, since it was not possible to analyze the type of mutual funds, but only the 

volume of saving going to mutual funds as a saving product, compared with other similar saving 

products, such as shares, investment accounts, deposit accounts, etc. Endogeneity problems arise 

that partly have been difficult to correct for. In addition, there are delimitations regarding the length 

and frequency of the data series. Longer time-series data would have been preferred, not least since 
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saving is an intertemporal decision. The findings made in the qualitative case study have been used 

only to increase our understanding as input in the development of the model, and in the 

quantitative studies. Since the findings of the qualitative study have not been tested in a quantitative 

study, they have a limited generalizability.  These delimitations will be discussed further throughout 

Part I. 

1.4 Disposition  

Part I, i.e., the summary of the thesis, begins with an introductory chapter, where the purpose of the 

thesis is presented, as well as my research approach, definitions and delimitations. In the chapter 

that follows, I discuss the need for a multidisciplinary approach combining theories in economics 

and relationship marketing in order to enhance theory and build a new model on saving behavior, 

where the exchange form is a mediating variable. The literature review that gives the theoretical 

background draws heavily on Paper 1 and Paper 4. The research design is then presented in Chapter 

3, followed by a chapter where I summarize the case studies and the five papers included in the 

thesis. Part I ends with a discussion of the findings, policy and managerial implications, and 

directions for future research. Part II presents the five papers. 

 

2. Theoretical background 

2.1 The need for an interdisciplinary approach  

In economics and economic psychology, saving behavior is mainly analyzed on the aggregate or the 

individual levels. In finance, relationship banking has introduced the dimension of the interaction 

between customer and bank, but there is a need to deepen the analysis of the relationship and of 

what determines that relationship in financial services, not least what it means for saving behavior. 

Relationship marketing explores such characteristics of what makes up a relation between seller and 

customer. In addition, the micro level and the process level of saving can be analyzed by studying 

dyads of sellers and customers from a market governance point of view.  

Therefore, adding marketing theories to finance, economics, and economic psychology is 

important in order to include dimensions that focus on the way the financial services are exchanged, 

i.e., through a transactional exchange form or a relational exchange form; it is, and specifically 

important for saving since saving activities are complex part of financial advisory services, where 

the balance regarding risk and power between seller and customer often is biased. By using an 

interdisciplinary approach, there is a chance of improving our knowledge about how the exchange 

form affects saving behavior in a systematic way. In Section 2.2.1, my interpretation of the 

traditional framework for saving behavior is presented; in Section 2.2.2, the research undertaken so 

far on the impact of financial advisory services on saving and portfolio management is reviewed; 

and in Section 2.2.3, the literature of relationship-marketing theories is reviewed, before the 

theories are combined with economics to develop a new model in Section 2.3.  
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2.2 Literature review  

2.2.1 Saving theories 

The development of saving theories from an historical point of view, reaching from classical 

economics in the nineteenth century, when academicians combined economics, psychology, and 

philosophy, to later attempts to eliminate psychology from economics, and then to a new interest in 

economic psychology and behavioral finance in the twentieth century, is explored in  Paper 1 and 

Sections 2.1 and 2.2, drawing on Karl-Erik Wärneryd (1999):  “The Psychology of Saving – a Study 

on Economic Psychology.” Here I will mainly focus on the antecedents of saving behavior as 

discussed in Paper 1 and Section 2.3.  

The economist’s view of saving is often to treat it as a residual. In more specific terms, saving is 

mostly defined as the difference between the net worth at the end of a period and the net worth at 

the beginning of the period, which would be equal to the excess of income over consumption 

expenditures in a period (Wärnderyd, 1999). Katona (1975) identified three types of saving motives: 

1) contractual, 2) discretionary, and 3) residual saving, which means that only the third type is 

similar to the economic definition of saving. Accumulating capital as a more specific saving motive 

can be done by saving monthly – a contractual type of saving – or by taking discrete decisions at 

specific points in time. With such a motive as making a profit and building wealth, savings are also 

influenced by the change in market value; in the short term, this does not constitute a discrete 

saving decision, although this may lead to a change in saving behavior, adjusting the portfolio as a 

result of the market developments. 

When exploring the antecedents, I choose to focus on Katona’s ability and willingness to save 

(see a framework of the antecedents, as I interpret them in Figure 2.). First, there are external 

factors, such as the economic environment, that have an impact on a person’s ability to save. 

Although global financial markets and foreign trade of goods and services often include a great deal 

of uncertainty and volatility, they still determine national labor market and stock exchange 

developments, and, eventually, a person’s income outlook. On the national level, tax and social 

security systems, such as unemployment benefits, pensions, and tax levels, also have an impact on 

the ability and willingness to save. In addition, the way banks compete and are regulated play a role, 

not least for the interaction between banks and customers. On the one hand, saving ratios have 

declined in the Western world in the light of improved welfare systems and better access to bank 

loans, which reduce the need or incentive to save. On the other hand, recent developments in 

pension systems, which in general are less favorable for the individual, seem to have raised the 

incentive to save, while also increasing financial advisory services related to long-term saving. 

Second, demography and the labor market determine internal or individual factors; these are 

life-cycle dimensions, such as total income and saving horizons. For example, saving to smooth 

consumption over the life cycle leads to a need to save for retirement, especially among the middle-

aged. High-income earners tend to have higher saving rates than low-income earners (Hugget and 

Ventura, 2000). Wealth, on the other hand, seems to have a negative impact on saving in developed 

countries (Salotti, 2010), but on the household or individual level this factor has not been tested 
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(Nyhus, 2000). How education in general directly affects saving behavior also needs more empirical 

testing, but financial literacy seems to have an impact on both the ability and willingness to save 

(Lusardi et al., 2009; Bernheim et al., 2001). 

 

Figure 2:  A framework for explaining the antecedents of saving behavior   

 

Personality traits, expectations, and attitudes play a role, especially for the willingness to save. 

Personality can be defined as behavioral consistency of long duration (Wärneryd, 1999). Saving is 

much about deferring gratification into the future, and to do so there must be imagination or 

thinking about the future, and a willingness to wait, or self-control (Fischer, 1930). The future is by 

nature uncertain, and people’s expectations about the overall macroeconomic situation and their 

personal economic situation have been regularly measured since Katona developed his index of 

consumer expectations in the 1940s. When the index falls, people get more pessimistic about the 

future, the willingness to consume tends to decrease, and saving will thus increase. Personality traits 

may be more difficult to measure, since data often are subjective and gathered by having 

respondents describe themselves from statements about personality. Psychologists and economists 

have mainly examined the role of five important personality factors in explaining the willingness to 

save: extraversion (outgoing), agreeableness (inflexibility), conscientiousness (meticulous), 
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emotional stability, and intellect. In some studies, intellect has been exchanged for autonomy 

(tough-mindedness). Brandstätter (1996) finds that conscientiousness and inflexibility are 

significant factors that have an indirect influence on the intention to save and the saving behavior. 

These concepts can be related to earlier concepts, such as self-control and willpower, important 

ingredients of the behavioral life-cycle hypothesis. Nyhus (2002) finds support in empirical studies 

for the notion that personality factors can explain individual differences in saving behavior, but also 

concludes that results are mixed, and that there is a need for additional empirical studies to reach 

more robust results. Most people have positive attitudes toward saving (Lea et al., 1987), perhaps 

since it is regarded as difficult and even painful. The direct relationship between saving attitudes 

and saving behavior has generally been weak. Wärneryd (1999) models saving behavior using saving 

attitudes, subjective norms, and perceived control to bring about intentions to save; together with 

past saving, these factors determine saving behavior.  

Saving motives seem to significantly contribute to explaining the variance of total money saved, 

but it is difficult to structure them hierarchically. Fischer and Montalto (2009) find that saving 

motives differ by saving horizon. Emergency and retirement saving motives significantly increase 

the likelihood of saving regularly. Longer saving horizons also increase the likelihood of saving.   

Wärneryd (1999) identifies four motives: 1) habit or controlling expenditures, 2) precautionary 

motive, 3) bequest motive, and 4) profit motive. He finds that the habit and precautionary motive 

explain most of the variance. Lindquist (1981) proposes a hierarchical structure of reasons for 

saving, in which the lowest level is to handle cash, the second level is the need to have reserve 

money, the third level is to have sufficient money to buy something expensive, and the highest level 

is the need to manage accumulated wealth. The problem with this type of hierarchical structure is 

that people tend to have many motives that are not mutually exclusive, and motives also vary over 

time in line with the life-cycle hypothesis. For example, retirement saving could be both contractual 

and discretionary: it could be of the greatest importance for those aged 40-60, while saving to buy a 

car or a house could be  more important for those aged 30-39. It thus seems reasonable to link 

saving horizons to saving behavior, and allow for different types of saving. 

2.2.2 Research related to financial advisory services and saving behavior 

The distribution and regulation of financial advisory services differs across countries. In the US, for 

example, it is common that sellers of financial services are independent and charge for their 

advisory services. The Consumer Financial Protection Bureau has been created to supervise and 

protect consumers’ interests, as well as to evaluate existing regulations (Andersson and Korling, 

2012). In the EU, the Markets in Financial Instruments Directive (MiFid) was established to 

harmonize investment services and to increase competition and consumer protection within the EU. 

There is work ongoing to update and improve these regulations within the EU. In Sweden, financial 

advisory services are provided sometimes by independent brokers but more often by retail banks, 

which either charge indirectly when selling their products by increasing their administrative fees, or 

charge directly for advice, such as in private banking services. Without direct charges, it may be 
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difficult to evaluate the advisory services independently from other services. In addition, it is 

difficult to distinguish between advisory services, on the one hand, and marketing and selling, on 

the other. SwedSec is a subsidiary of the Swedish Securities Dealers Association, and in line with 

requirements of the Financial Supervisory Authority, issues licenses to personnel who trade 

securities and are in direct contact with consumers. Over the years, complaints regarding advisory 

services related to saving have increased, and, in 2004, Sweden became one of the first countries to 

regulate financial advisory services (the Swedish Financial Advisory Services to Consumers Act, SFS 

2003:862). See Söderberg (2013), Andersson and Korling (2012), and Korling (2010) for more 

background on the development and regulation of financial advisory services.  

In this section we review the research literature on 1) the reason for using financial advisors, 2) 

the characteristics of the investors or bank customers who use financial advisors, and 3) the impact 

on investors’ saving of using financial advisory services.  

 Bleuthgen et al. (2008) argue that investors theoretically could obtain net benefits (i.e., gains 

from the advice exceed the cost of advice) from using financial advisory services. The theoretical 

basis includes reducing 1) cognitive errors, since individuals make mistakes in complex situations 

(Kotlikoff et al. (2001)) and 2) costly information acquisition, since sub-optimal choices are made 

due to a lack of better information (McCall, 1970)). The potential benefits are thus that advisors 

could help individuals avoid mistakes and also use economies of scale to reduce information costs. 

Shapira and Venezia (2001) analyze whether financial professionals suffer from cognitive 

errors to the same extent as lay investors, and find that the disposition effect, (such as selling 

winning stocks earlier than losing stocks) is less pronounced for professionals. Potentially, financial 

advisors could reduce different types of behavioral biases of their customers, e.g., home bias, over-

optimism, and self-attribution. For example, Venezia et al. (2011) document that professional 

investors “herd” less than amateurs. Overconfidence could reduce the propensity to seek advice 

(Guiso and Japelli, 2006), at the same time, there are signs of a higher degree of overconfidence 

among the professionals (Shapira and Venezia, 2001; Kaustia and Perttula, 2011). In addition, while 

retail investors may suffer from misconceptions related to risk and return (De Bondt, 1998; Kramer, 

2012), advisors may not do much better. 

What it is the impact of financial advisors and who are the customers using the advice of these 

advisors? Womack (1996) examines stock price movements following “buy” and “sell” 

recommendations by 14 major US brokerage firms. He finds value to the recommendations, viewed 

as returns-to-information search costs, but “buy” recommendations occurred seven times more 

often than “sell” recommendations. Perhaps the brokers wanted to avoid harming potential 

relationships with the companies and, instead, wanted to maintain information flows from the 

companies’ managers. Metrick (1999) analyzes a database of recommendations of 153 investment 

newsletters, and finds no evidence that these had superior stock-selection skills. Anderson and 

Martinez (2008) see only very small abnormal profits around stock recommendations by Swedish 

brokers, not likely to be sufficient to compensate for the commission costs. Bergstrasser et al. 

(2009) compare funds directly sold to investors to funds channeled through brokers, and find that 
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funds sold through brokers have inferior returns even before the fee expenses. In addition, they find 

no superior aggregate market-timing ability. The brokered funds show the same return-chasing 

behavior as most direct-channel funds, while they also have higher distribution fees.  

Mullainathan et al. (2012) find that financial advisors reinforce the behavioral biases and 

misconceptions of their clients. These biases could be return-chasing portfolios, or portfolios with 

company stock or funds with high fees. Advisors encourage return-chasing behavior and push for 

actively managed funds that have higher fees, even if the clients started out with a well-diversified 

low-fee portfolio.   

Bleuthgen et al. (2008) find that financial advice enhances portfolio diversification and reduces 

the portfolio share of equity instruments. At the same time, portfolio turnover is increased and fee 

expenses are higher. Using data from a German retail bank, they observe that bank advisors 

promote diversification both when it is profitable and when it is profit neutral to the bank. Advised 

clients hold on average about 3 percent less equity, perhaps due to clients being more risk-averse, or 

due to the advisors’ influence. The second alternative could include remuneration incentives, or a 

strategy to reduce the bank’s legal and reputational risks. Advised clients instead hold 24 percentage 

points more equity in the form of mutual funds than do the self-directed clients.  

Also, Kramer (2012) finds that financial advisors added value to investors’ portfolio decisions 

since the advised investors had portfolios that were better diversified and carried less idiosyncratic 

risk. He observes no evidence of differences in risk-adjusted performance between the advised and 

the self-directed portfolios.  

Hackethal et al. (2012) followed up on the study carried out by Bleuthgen et al. and used one 

data set from a large German brokerage and another data set from a major German bank. On 

average, the advised accounts have lower net returns and inferior risk-return tradeoffs. Both data 

sets thus show lower Sharpe ratios, but they are even lower with the banks’ financial advisors since 

the range of products offered was smaller. The advised accounts have a higher turnover. Lower 

amounts of funds are invested in directly held stocks, and higher amounts are channeled to mutual 

funds, consistent with the advisors’ remuneration incentives. Advisors tend to be matched with 

wealthier, older, more experienced, and female investors rather than with poorer, younger, and 

inexperienced ones. In this respect, the authors find the advisors similar to babysitters who are 

matched with well-to-do parents, as they perform a service that parents could themselves do better. 

On the other hand, one of the theoretical arguments for using financial advisory services is, as 

discussed above, the possibility of reducing costs for information acquisition. Taking this aspect into 

account, the alternative cost for the wealthier and higher-income investors is likely to be higher than 

for the poorer investor. Also, banks would prefer investment volumes to be larger rather than 

smaller. Thus, in my view, there are both demand and supply factors explaining why advisors tend 

to be matched with the well-to-do investors, even if this may be less effective at the aggregate 

economic level.  

Hung and Yoong (2010) look at situations when individuals improve their financial behavior in 

response to advice and find that unsolicited advice had no effect on investment behavior; however, 
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those who actively solicit advice ultimately improve performance despite negative selection on 

financial ability. They conclude that an implication for policy-makers is that compulsory programs 

of financial counseling would be ineffective. Bhattacharya et al. (2011) find that unbiased advice 

taking is associated with an improvement in portfolio performance, but that only a fraction of 

investors are willing to accept and follow the advice.  While the average advisee’s portfolio efficiency 

in terms of the Sharpe ratio hardly improves, the average advisee who follows the advice does see an 

improvement in efficiency.   

Chalmers and Reuter (2012), using anonymized data from the Oregon University System on 

the Optional Retirement Plan,  find that broker clients’ portfolios are significantly riskier than self-

directed investors’ portfolios. They also underperform by 1.54 percent, corresponding to an annual 

tax of US$530, including the annual fees of 0.89 percent. In exchange for the fees, broker clients 

move out of the default fixed annuity into funds with higher-than-average past returns, and higher-

than-average exposure to several forms of market risk. On average, brokers do not help investors 

construct portfolios that are “at least as good” as the portfolios constructed by self-directed 

investors. Since the brokers’ clients are younger, less educated and lower paid, the authors conclude 

that financial illiteracy dominates financial advice. 

To sum up, there is theoretical support for using financial advisory services in terms of net 

benefits, but not sufficient empirical support since the gains do not seem to exceed the costs. 

Exceptions that show value added from financial advice, i.e., Kramer (2012), Bhattacharya (2012) 

and Bleuthgen (2008), are scarce. Rather, most studies show that advised accounts are not “at least 

as good” as the self-directed accounts. Misselling and strong renumeration incentives could explain 

why advisory services seldom make up for the lack of financial literacy among many investors or 

bank customers. Inderst and Ottaviani (2012) observe that banks have limited incentive to educate 

naïve customers, and, in an earlier paper (2009), they found a high risk of misselling if the advisor 

(or agent) both prospect for new customers and provide product advice.   

2.2.3 Relationship-marketing theories 

2.2.3.1 Transaction exchange theory 

In financial services, just as in any other exchange of goods or services, a distinction can be made at 

a general level between market and nonmarket forms of governance. Market governance will be 

viewed as synonymous with the concept of discrete exchange (Goldberg 1976; Macneil ,1978). With 

transactional exchange, the transaction is independent of the historical and social context, or past 

and future relations between the contracting parties; it constitutes nothing more than the transfer of 

ownership of a product or service. It is assumed that individuals acting on a market are well 

informed and therefore will make rational choices/decisions that could lead to transactions. Forms 

of exchange can either be a discrete exchange (a onetime transaction) or repeated transactions 

(Webster, 1992). Both are nonrelational, but with repeated transactions there is a greater 

opportunity to develop a relationship. Based on the Coase (1937) theory of transaction cost, 

Williamson (1975) views the governance decision as fundamentally a choice between a “market,” 
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based on governance through a price mechanism, and a “hierarchy,” implying governance through a 

unified authority structure. The efficiency implications of adopting alternative governance 

mechanisms are considered. Actors desire to minimize the direct and opportunity costs of exchange, 

which are transaction costs (Williamson, 1975).  

As there are market failures, in the sense that market mechanisms can become an 

inefficient means of mediating exchange, certain dimensions of transactions give rise to transaction 

costs, such as search and information costs, as well as costs of monitoring and enforcing contractual 

performance. These costs can be characterized as sunk costs in that they are relevant only within the 

context of the transaction, and not to other transactions or other actors. Similarly, transaction-

specific investments involve physical or human assets that are dedicated to a particular relationship 

and cannot be redeployed easily. There are three main types of transaction costs. First, there are 

costs associated with carrying out safeguarding to minimize the risk of subsequent opportunistic 

exploitation (Klein et al., 1978; Williamson, 1985). Second, there are costs connected with external 

uncertainty, where too many contingencies to be specified ex ante will cause a need for adaptation 

as events unfold (Rubin, 1990). Lastly, costs arise when there is a demand for evaluation activities to 

ascertain whether contractual compliance has taken place (Alchian and Demsetz, 1972). There are 

direct costs involved with these three areas, and there are also opportunity costs in the form of 

maladaptation or costs incurred as a result of not making an appropriate investment. These 

examples of transaction costs show the limitations of the market-based approach of governance. 

Transactional exchange theory, therefore, views nonmarket governance as a response to 

environmental uncertainty and dependence (Heide, 1994). Williamson (1985, 1991) acknowledges 

the possible existence of bilateral relations. These additions have brought transaction exchange 

theory closer to theories that are focused on non-market and relational dimensions.  

 

2.2.3.2 Relational exchange theory 

In a work that strongly influenced research in relational exchange theory, Macneil (1980) developed 

a multidimensional typology of business exchange that differentiated the “transactional” or discrete 

exchange from a new form of exchange, which he named “relational.” This accounts explicitly for the 

historical and social context in which transactions take place and views enforcement of obligations 

as following from the mutuality of interest that exists between a set of parties (Dwyer et al., 1987; 

Kaufmann and Stern, 1988). Relational exchange appears to capture the spirit of a bilateral power 

system (Bonoma, 1976) in which an individual's utility function is subsumed by the global utility of 

the system, and individual decision makers as a consequence adopt a “unit action” orientation. 

Individual goals are reached in a bilateral system through joint accomplishments, and concern for 

the long-run benefit of the system serves as a restraint on individual tendencies to pursue self-

interest in an opportunistic fashion (Ouchi, 1979; Heide, 1994).  

The development of relationships is not automatic or effortless, since it requires that 

parties engage in exchange activities that are resource consuming (Eriksson and Sharma, 2007). 

Relationships include attributes that must exist to ensure functional (or highly effective) relational 
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exchange. These include commitment and trust (Anderson and Wietz, 1992; Morgan and Hunt, 

1994); communication, cooperation, and interdependence (Anderson and Narus, 1990); norms 

(Heide and John, 1992); social bonds (Han et al., 1993); adaptations (Hakansson 1982; Hallén et al., 

1991); performance satisfaction (Dwyer et al., 1987); and a high degree of mutuality (Heide and 

John, 1992).  

From a relationship-marketing point of view, the goal of developing relationships between 

seller and buyer has been defined as the ability to attract and maintain customers and enhance 

customer relations (Berry, 1983). A series of transactions is transformed into a relationship in which 

both parties are committed to some extent (Anderson and Weitz, 1982). Dwyer et al., (1987) and 

Wilson (1995) note that, although there is initially little trust, it develops through exchange 

episodes, or relationship interactions. There is some variation to how commitments drive the 

relationship process. Commitments that are made against an understanding of the customer’s 

context, and are more specifically adapted to the relationship, develop the relationship most 

(Anderson and Weitz, 1982). Commitments in the relationship development process often are made 

within cooperative relationships and have been found to take time (Fichman and Levinthal, 1991).  

Relationships may be considered a form of contract that serves as a substitute for formal 

contracts or direct control (Rindfleisch and Heide, 1997). Relational norms may not effect buyer 

control, but may act as a moderator of the link between dependence and control in exchange 

relationships. Also, contracts or direct control are needed to serve as a safety net should the 

relational contract temporarily fail (Ring and van de Ven, 1994). Therefore, as there are limitations 

to the relational exchange theory, a basis for a transaction exchange theory still is required.   

 

2.2.3.3 Combining transactions and relations: an interimistic approach 

In transactional exchange, or a discrete form of governance, the individual parties to a transaction 

remain autonomous and rely to a large extent on economic and legal sanctions to enforce 

contractual obligations. In contrast, in relational exchange, the parties account explicitly for the 

historical and social context in which transactions take place. Trust and interdependence, as well as 

relational norms, are important relational attributes and usually develop over time to varying 

degrees. It should be remembered, however, that the transactional and relational exchange forms 

are ideal types of approaches. These ideal types are theoretical inventions and simplifications of 

more complex phenomena, and are used to identify the most characteristic elements. Both theories 

have their limitations and are therefore not necessarily independent of each other.  

There are thus varying degrees of use of transactional and relational exchange in all types of 

exchange governance. The pure form of transactional exchange is limited in its capacity to explain 

exchange governance in exchange relationships in which parties are able to develop relationship-

based governance over time. On the other hand, contracts or direct control, as noted above, are 

necessary to serve as a safety net should the relational contract temporarily fail. Therefore, an 

“interimistic” approach acknowledges the complementary nature of transactional and relational 

forms of exchange. Lambe et al. (2000) draw on Macneil’s conceptualisation of exchange to allow 
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for varying degrees of relational exchange, depending particularly on the time available to develop 

the relationship in its fullest sense. They propose a new structure in which the exchange forms are 

analyzed from a temporal perspective. The exchange continuum is thus structured as follows: 

 

 

Figure 3: The exchange continuum  

 

The left side represents the transactional exchange, the least relational of all exchanges, while the 

right side represents the relational exchange, the most relational of all exchanges. The discrete 

transactional exchange is a onetime exchange (such as withdrawing money from an ATM). Repeated 

transactions are more relational than a discrete exchange since the parties involved have a greater 

possibility of developing a relationship. The interimistic relational exchange (IRE) is a close, 

collaborative, fast-developing, rather short-lived exchange relationship. There is heavy time 

pressure to develop the relationship, and the expectations of further transactions are reduced. The 

enduring relational exchange (ERE), on the other hand, is a long-term relationship. There is 

sufficient time for relational exchange to emerge in an evolutionary fashion (Fichman and Levinthal, 

1991).  

Over the duration of the relationship, the buyer and the seller teach each other about their 

respective resources, such that the seller can fit its offering to the buyer’s context (Eriksson and 

Sharma, 2007). The contextual understanding is difficult to develop in transactional exchange, since 

contexts are often unique to a certain extent and, therefore, requires repeated exchange and 

adaptations (Hallén et al., 1991).     

Trust is a critical variable in relational exchange and is visible when one party has confidence in 

an exchange partner’s reliability and integrity (Morgan and Hunt, 1994). When mutual trust exists, 

unanticipated contingencies will be resolved in a mutually profitable manner (Ganesan, 1994). 

Mutual commitment, in addition, ensures that partners will make both the effort and the 

investments necessary to produce mutually desirable outcomes (Dwyer et al., 1987). 

In an ERE, little or no trust exists at the beginning of the relationship but develops through 

exchange episodes or relationship interactions over an extended period of time. In contrast, an IRE 

allows partners less time to build trust. There may be prior extra-exchange relationship interactions, 

a reputation for fair dealing, and/or pledges substituting for the trust developed over time (Lambe 

et al., 2000). With regard to interdependence, there must be a high level existing or emerging early 

in the life of the relationship in an IRE, as there is not enough time for it to evolve slowly. Similarly, 

the development time for relational norms is shortened by the existence of industry-wide exchange 

norms, partners who have a relational exchange competence, and/or prior extra-exchange 
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relationship interactions. However, a relational norm such as loyalty probably needs some time to 

develop, simply because it is based on experiences and comparisons that the customer makes (Olsen 

2002). 

As a further illustration of the differences between exchange forms, the overarching frame of 

cooperation in the relationship can be considered (Heide and Miner, 1992). Cooperation represents 

a mode of solving problems in order to achieve a joint end (Blankenburg Holm et al., 1996). In 

transactional exchange, such modes may not develop as fully as in repeated exchange relationships. 

2.3 Enhancing theory and building a new model 

The above-described theories can be used to build a model to help explain the role of bank advisor-

customer relationships in saving behavior. The dependent variable in such a model is thus saving 

behavior, and defined here as 1) the stock of savings, 2) the flow of saving, and 3) the number of 

saving products. These three perspectives of saving behavior are analyzed one by one.  The 

independent variables follow from the discussion in Section 2.2.1. These variables are thus linked to 

the ability and willingness to save, and would include such as income, education, stage in the life 

cycle (e.g. career, family structure, and housing type), financial literacy, saving motives, and risk 

attitude.  

 

Figure 4: A model of saving behavior with the exchange form as (partially) mediating variable 

The exchange form will be treated as a partially mediating independent variable, in the sense that it 

is likely to play an important role of mediating between the independent and the dependent 

variables; however the independent variables could still also influence the dependent variable in a 

direct way (Figure 2). This partially mediating variable for saving behavior spans the range from 

relational to transaction exchange. One way the exchange form could influence saving behavior is if 

the relationship between customer and advisor enhances the customer’s financial literacy. Another 

is if the advisor encourages more saving activity by clarifying the need for saving and/or the 

potential for wealth building. At the same time, the customer’s stage in the life cycle, as well as his or 

Mediating variable: 
The Exchange Form 

Dependent variable: 
Saving Behavior as  

1) stock, 2) flow, 3) activity 

Independent variables: e.g. 
income, education,financial 

literacy, life-cycle stage, saving 
motives  

and risk attitudes 
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her different saving motives (e.g., building up wealth or saving for retirement), could influence 

whether or not the customer seeks a deeper relationship with the bank with regard to saving.  

The exchange form is an elusive variable to study. To demonstrate the potential for 

research by including the exchange form as a partially mediating variable, constructs that can be 

used for operationalization are presented. The choice of constructs reflects the nature of financial 

services and the theory discussed above, and is also based on the case studies carried out to deepen 

the understanding of these variables. Thus, the following constructs are identified as a way of 

operationalizing the mediating variable: 

 

1) Duration: The duration of exchange. Examples of concrete measures of duration are 

measures of the length of relationship and frequency of meetings, contacts, or exchange 

regarding savings between customer and bank advisor. 

2) Context: The bank advisor’s and customer’s understanding of each other’s context, 

pertaining to savings. Examples of concrete measures of context are the strength of social 

bond between customer and bank advisor, the history of communication, and the 

performance of past advice. 

3) Trust: The trust in the bank’s advice and the advisor’s knowledge, trustworthiness, and 

integrity; the level of interdependence and mutuality. 

4) Loyalty: The propensity of the customer to switch to another bank; the customer’s use of 

several banks or bank advisors at the same time.  

5) Cooperation: The mutual understanding of how the advisory meetings should work, and 

the extent to which the customer views the advisory meeting as cooperation between the 

customer and the advisor. 

 

All these five independent variables can be used to interpret the mediating variable and may reflect 

relational or transaction exchange. For instance, a relational exchange probably has a longer 

duration, a higher degree of contextual understanding, and a stronger ingredient of trust, loyalty, 

and cooperation. It should be acknowledged that these variables are not without exceptions. For 

instance, there may be transaction exchanges over an extended period of time, with low degrees of 

contextual understanding and loyalty. However, based on the theoretical distinctions made earlier 

between transaction and relational exchange, it is more likely that relational exchange has a longer 

duration and stronger ingredients of contextual understanding, trust, loyalty, and cooperation.  In 

addition to transactional and relational exchange, interimistic relational exchange should be 

considered as an exchange form somewhere in between the two. The reason to include interimistic 

relational exchange is not only theoretical, but also empirical, as advisors may suggest many saving 

products for relatively short time periods when life events change for the customer. For instance, the 

job may change, a house may be purchased, or perhaps there is an inheritance. These life events 

may call for a re-evaluation of savings, followed by periods of no or little exchange with the advisor. 

In Figure 5, the saving behavior model with the empirical design is explained.  
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Figure 5: A Saving behavior model with the empirical design of the mediating variable – the exchange form – explained 

 

3. Research design 

3.1  Triangulation: Combining qualitative and quantitative data and methods  

In order to reduce possible validity and reliability problems often occurring when using one set of 

data and single quantitative methods, I have chosen to include multiple sets of data and multiple 

methods, by combining a qualitative case study with several quantitative methods, and by 

combining in-depth qualitative data with register and survey data. Triangulation is generally 

defined as the combination of methodologies in the study of the same phenomenon (Denzin, 1970).1 

In the social sciences, the use of triangulation can be traced back to Campbell and Fiske (1959), who 

developed the idea of "multiple operationism." They argued that more than one method should be 

                                                             
1 Denzin also refers to multiple theories and multiple researchers, but I have limited triangulation to multiple 
methods and multiple data sets. 
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used in the validation process to ensure that the variance reflected that of the trait and not of the 

method.   

As discussed in 1.2., my research approach includes enhancing theory and developing a new 

model to be tested empirically, but does not include creating new theory by using grounded theory; 

instead qualitative research in terms of a case study is carried out within my theoretical pre-

position.  

 

3.2   Data collection and examination – describing three sets of data 

3.2.1 Qualitative data 

One important advantage of conducting a case study was the possibility of gaining a deeper 

understanding of what characterized the dyads of advisor and customer. The purpose of carrying 

out a case study was to explore our theoretical assumptions, rather than drawing conclusions for 

statistical generalization.  By focusing on analytical (as opposed to statistical) generalization, Yin 

(2003) stresses that cases in a case study are not sampling units and should not be chosen for that 

reason. Thus, the cases were chosen to provide knowledge about the assumed attributes for each 

exchange form – transactional exchange, interimistic relational exchange, and enduring relational 

exchange – and were chosen to best resemble the customer-seller relationships in each exchange 

form.  

Two methods were used to identify the customers corresponding to the type of exchange. First, 

the “transactional” customer was one of the author’s acquaintances. She had made herself known as 

someone who had rejected a relationship with a particular bank or bank advisor. Preferably, a 

customer who had passively chosen to be a transactional bank customer should have been included, 

since it could be expected that there are differences in skills, income, wealth, etc., between a 

customer who actively opts out from a relation, and a customer who has not actively taken that 

decision. Second, the two “relational” customers were identified with the help of staff at two selected 

bank branches, one in the city center and the other in a municipality near Stockholm. The selection 

was made in order to get the two customers as close as possible to, on the one hand, the interimistic 

relational exchange and, on the other, the enduring relational exchange. All in all, five interviews – 

including three customers and two advisors – were made in the Stockholm area in April 2004. 

Each interview lasted 1 ½ hours. My supervisor and I conducted all five interviews. Questions 

were asked in a semi-structured manner, following a prepared format but leaving room for follow-

up questions. The interviews were focused in that they looked for the attributes in the model. 

However, the follow-up questions gave permission to obtain details of buyer-and-seller reactions, 

specific emotions, and any information that could enhance the model. The interviews were taped 

and transcribed. Each interviewer then wrote a summary; these interviews were negotiated and 

merged into a single view on each interviewee. Data were coded by comparing the interviewee's 

answers to the attributes of each type of exchange in our model. Data were also grouped on a looser 
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basis in order to capture information that was not part of the model. Appendix C contains excerpts 

from these summaries. 

 

3.2.2 Quantitative data – from bank register  

Bank customer register data were provided by one of the major commercial banks in Sweden, 

Swedbank, facilitated as part of a combination of my bank employment and doctorate studies. This 

unique data set gives an insight to individuals’ saving portfolios and their economic situation. The 

register data, which were randomly drawn from three strata, and then anonymized, was used for 

Papers 2, 3, 4, and 5.  

Three groups of customers were distinguished and randomly selected from the total bank 

register of customers 18 years and older with some type of engagements with the bank and within 

customer segments where Swedbank was the principal bank:  

 

1) Relational customers – as characterized by individuals having meetings with bank advisors 

during the last year (i.e., 2012), and with the most recent meeting in February 2013.  

 

2) Interimistic relational customers – as characterized by individuals having at least one 

meeting with a bank advisor between 2006 and 2012. Later, this group was reduced to 

include only the period 2006-2011 to avoid overlapping of exchange types (the adjusted 

register data in table 3.1). 

 

3) Transactional customers – as characterized by individuals who never have had meetings 

with the bank’s advisors.  

 

The sample of 90,627 was drawn from a population of 2.3 million customers, i.e., 300,000 

relational customers and approximately 1 million each of interimistic relational and transactional 

bank customers. The sample size chosen was large, recognizing the need to have a low margin error, 

and a high confidence level. In addition, using many parameters in relatively complex models (often 

logistic) and conducting a survey, where response rates tend to be low, contributed to the decision of 

having a large sample size in the register data.  

To adjust for disproportionate sampling, since the share of relational bank customers selected 

was disproportionately large, two methods were used. Using sampling weights in survey data in 

Stata was one method to restore the balance, but this limited the possibilities of methods and 

validation tests. The other method was to randomly reduce the sample so that the three groups were 

proportional to the population size. Since the data sample still was large, this method did not limit 

the type of regressions due to sample size.  

A total of 60 variables gives information on a number of areas such as age, postal address, 

income as recorded by the bank from installments, saving products, loans, investment volumes, the 

bank’s costs, income and profitability per customer, customers’ use of channels (internet, telephone 
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banking, bank cards, etc.), and customer segments (see a full list of variables in Appendix B). In 

order to follow customers over time, the status for each customer for January and March 2013, was 

given for most of the variables, and for some variables the status for March 2010 was also given.  

 

 
 
Table 1: Register and questionnaire data (numbers) with response rates (%) for original register data before recoding. 

 
 

Limitations and difficulties with the data included the question of whether the customer should be 

interpreted as an individual, or as being part of a household. There were no indications if the 

individual was single or part of a larger household, and who in the household made most of the 

financial decisions. The survey data (see below) could provide some information, but only for a 

smaller part of the sample. Another problem was the few data points in time, and, as saving is about 

taking intertemporal decisions, i.e., giving up something today to gain benefits tomorrow, the data 

should preferably have been time-series data for the panel. Another problem was the insufficient 

information as to whether bank customers had parts of their assets invested in other banks or 

financial institutions. Some information was available in the data register, as defined by the bank’s 

own segment, and for that small part of the sample that did not have Swedbank as their main bank. 

Thus, this part of the sample could be removed when found necessary. Also, for parts of the sample, 

information about whether the bank was the main bank could be provided by the survey data, since 

the questionnaire included questions about having a main bank, and whether the customer used 

many banks at the same time. 

 
3.2.3 Quantitative data – from a questionnaire 

To be able to understand the bank customers’ subjective views of their relationship with the bank 

and their saving motives, a survey was undertaken and the data used in Paper 2, 3, and 5. A postal 

questionnaire was sent to the customers in the register data base on April 11, 2013 (see the summary 

of questions asked in Appendix A).  A pre-survey had been carried out with 200 customers before 

the main survey was conducted, inter alia, to control for questions found hard to interpret by the 

customers. The deadline for the main survey responders was May 6, 2013, but answers coming in 

during June were also accepted. The purpose of combining the register data with a questionnaire 

was to enhance the understanding of subjective views on the customers’ relationship with the bank 

and the bank advisor. Thereby, it was possible to test the validity of the predefined exchange groups 

and also to test our theory and model of these groups’ impact on saving.  

We asked questions to all customers about their perceived relationship with the bank and the 

bank advisor regardless whether they were transactional, interimistic relational, or relational 

customers. A challenge was how to survey the transactional customers, since they, according to our 

Exchange Register Deceased Recoding Adjusted Questionnaires Number of Response

Forms Data or missing Register Data reached customer Responses Rate (1)

Relational 30270 10 40115 30043 7181 23.9%

Interimistic 30144 50 9855 20239 29866 5623 18.8%

Transactional 30213 39 30174 29504 3314 11.2%

Total 90627 99 9855 90528 89413 16118 18.0%
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definition, did not have a relationship with a bank advisor. We therefore included an option 

whereby the customer could note  “not applicable – do not have a bank advisor.” Even so, 

surprisingly, many of the so-called transactional customers responded to these questions, which  

information we then used in Paper 2 to discuss how relational attributes surface for transactional 

exchange. We found relational attributes, as perceived subjectively by customers in the survey, also 

appearing in the group of transactional customers measured on various objective grounds. Possibly, 

marketing practice is so relational that even customers who by objective means should appear to be 

transactional perceive there are elements to their exchange. Also, customers could regard the 

contacts with the telephone bank to be with an advisor. Another explanation could be contacts made 

with the branch office, which although not be called advisory meetings by the bank, were deemed so 

according to the customer.   

The response rate of the survey was relatively low, at 18 percent, representing 16,188 answers. 

The character of the survey, with 10 pages and some 90 questions, partly explain the outcome.  

Furthermore, the type of subject, characterized as sensitive by many customers, helps to explain the 

low response rate. In addition, we did not remind the respondents and did not encourage answering 

by sending out gifts – something that could have improved the situation, not least since the large 

number of surveys sent out contributes to a negative trend in response rates not only in Sweden, but 

also internationally. The problem of the low response rate and missing data is discussed in greater 

depth in Section 3.4.1. 

The answers were anonymized by substituting name and contact information with an ID 

number, then computerized by a company (Prudentia Information), and made available in a SPSS 

data base in September 2013; they were later transferred to Stata by me. The number of variables 

was 121, comprising a combination of string and numeric values, most of them according to an 

ordinal scale (Likert-type scale) with seven score options. Apart from subjective data on the 

relationship with the bank, the variables included nonmetric and metric data on family structure, 

housing, education, professions/employment, wealth and income data, saving motives, risk 

attitudes, and financial literacy.   

3.3 Methodologies used  

3.3.1 Case study 

The case study was carried out to evaluate and test our empirical research design, which was 

deductively developed from the theoretical framework presented above, and to enhance our 

understanding of the relationships between sellers and buyers of financial services. The main 

objective of the case study was thus to improve the research design, and not to extend conclusions 

from interviews to other situations. Kidder and Judd (1986) refer to a “negative case analysis for 

hypothesis generation,” and in the same manner my study was used to develop and improve the 

research design. The constructs or attributes of “context,” “duration,” “loyalty”, and “trust” were 

chosen to describe the character of the relationship between customer and bank seller/advisor. By 

carrying out a qualitative case study and interviewing dyads of customers and sellers, the 
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understanding of these attributes was enhanced, including how they relate to customers and sellers. 

In addition, there was a possibility of finding alternative attributes, by adding “cooperation” as an 

attribute to be tested quantitatively.  

3.3.2 Probit, logit and multinomial logistic regressions 

In a logit or probit model, the dependent variable is a binary response, taking on values for two 

categories, 0 and 1. These binary models estimate the probability that y=1 as a function of 

independent variables and with a linear combination of features the probability of the outcome is 

estimated. In Paper 3, I explore the relationships between the characteristics of bank customers and 

their exchange forms, i.e., what is the likelihood that a person with motives to save for retirement is 

a relational bank customer. This probability function can be defined as (Green, 2003): 

 
p = pr[y = 1|x] = F(x’β ). 

 
For the logit model, F(x’β) is the cumulative distribution function (cdf) of the logistic distribution, 

and the predicted probabilities are limited between 0 and 1 as follows: 

 

F(x’β ) = Ʌ(x’ β) = 𝑒𝒙′𝛽   = exp(x’ β). 

      1+𝑒𝒙′𝛽 1+ exp(x’ β) 
 

For the probit model, which I use in Paper 3, F(x’β) is the cdf of the standard normal distribution, 

and the predicted probabilities are limited between 0 and 1 as follows 

 

F(x’β ) = Ф(x’ β) = ∫ Ф(𝑧)𝑑𝑧
𝐱’β

−∞
. 

 
The model coefficients are estimated using the maximum likelihood method, and the interpretation 

of the coefficients is limited to the sign where an increase in x increases or decreases the likelihood 

that y=1 (or that the outcome of 1 is more or less likely); however, they cannot show the magnitude 

because different models have different scales of coefficients. Instead, the marginal effects are 

reported, and they reflect the change in probability that y=1 given one unit change in x; since the 

marginal effects depend on x, they have to be estimated at a specific value of x (typically the means 

or the average): 

 
δp/δxj = F’(x’β )βj. 

 

The marginal effects for the logit model are 

 

δp/δxj = Ʌ(x’β ) [1 - Ʌ(x’β )] βj =   𝑒𝒙′𝛽      βj. 

                      (1+𝑒𝒙′𝛽) 2   
 

The marginal effects for the probit model are 

 
δp/δxj = Ф(x’β )βj. 
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For dummy independent variables, the marginal effect is expressed in comparison to the base 

category (x=0), and for continuous independent variables, the marginal effect is expressed for a 

one-unit change in x. The probit and logit models produce almost identical marginal effects, 

although the coefficients differ. Except for extreme values of probabilities, the logit and probit 

functions are almost identical, except that the logit is farther away from the bounds when the curve 

“turns the corner.” One advantage with logit models is the possibility provided of calculating odds 

ratios or risk ratios. In economics, probit models are used more frequently where the main focus is 

on marginal effects. Some researchers prefer logit models when data sets are large (Cakmakyapan 

and Goktas, 2013). 

The models are usually evaluated in terms of their goodness of fit by examining the 

percentage of correctly predicted values, i.e., outcomes when the predicted 1 is actually 1 (true), and 

the predicted 0 is actually a 0, true, compared with false outcomes obtained by predicting a 1, when 

the actual is 0, or by predicting a 0 when the actual is 1. The percent correctly classified should 

exceed 70 percent to be an acceptable model (Econometrics Academy). McFadden’s pseudo R2 can 

also be used to evaluate the strength of the model, and the log likelihood of a model with an 

intercept only is compared with a model with independent variables included. This ratio should 

exceed 25 percent to be acceptable (ibid).  

Usually the logit model is used when there are more than two categories in the 

dependent variable. The extension, called a multinomial logistic regression, is used when the 

dependent variable falls into one of a set of more than two categories that cannot be ordered in a 

meaningful way, such as in the case of this thesis (Paper 2) where the three exchange forms 1) 

transactional exchange, 2) interimistic relational exchange and 3) relational exchange are regressed. 

Given a set of independent variables, the model assumes that a linear combination of the observed 

features is used to predict the probability of each particular outcome of the dependent variable. The 

data need to be case specific, but the independent variables do not need to be statistically 

independent from each other, although collinearity must be low so that it is possible to differentiate 

between the effects of the variables. It is also important that there be independence of irrelevant 

alternatives (IIA), i.e., the odds of preferring one category over another should not be dependent on 

the presence or absence of other “irrelevant” alternatives. The multinomial logit model can be 

formulated as follows (Green, 2003): 

Prob (Yi = j) = 
𝑒𝛽´𝑗𝑋𝑖

∑ 𝑒𝛽´𝑗𝑋𝑖   3
𝑘=1

.    

 
In the latent variable formulation of the multinomial logit model, the utility reached of the ith 

individual choosing the jth outcome represents a systematic component and a random error term 

component. The error component of the latent variables follows a Gumbel logistic distribution 

(Green, 2003):   

 

F(εij) = exp (𝑒𝜀𝑖𝑗).      

http://en.wikipedia.org/wiki/Latent_variable
http://en.wikipedia.org/wiki/Multinomial_logit
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Three vectors of coefficients β1, β2, and β3 are estimated corresponding to the different outcomes or 

choices. If β1 (corresponding to the outcome “Relational”) is chosen as the base outcome, the vector 

is set to zero, and the remaining two coefficients can be interpreted as the change relative to β1. In 

order to analyze the results, instead of analyzing the β-coefficients, marginal effects have to be 

calculated. The probabilities for each outcome, respectively, are 

 

Prob (Y=1) = 
1

 1+∑ 𝑒𝛽´𝑗𝑋𝑖3
𝑗=2

      

 

Prob (Y=2) =  
𝑒𝛽´𝑗𝑋𝑖

1+∑ 𝑒𝛽´𝑗𝑋𝑖3
𝑗=2

    

 

Prob (Y=3) = 
𝑒𝛽´𝑗𝑋𝑖

1+∑ 𝑒𝛽´𝑗𝑋𝑖3
𝑗=2

 .  

3.3.3  Difference-in-difference regression 

In the bank data register, there is a panel with saving behavior (stock, flows, products) for two time 

periods, January 2013 and March 2013. For one of the groups in the panel, there was an advisory 

meeting in February. Another group also had advisory meetings, but not in February. If the trend of 

saving is assumed to be similar for the two groups, although not necessarily their means, it would be 

possible to analyze the effects on saving from the advisory meeting in February 2013. In a quasi-

experimental design, a difference-in-difference regression is used (Wooldridge, 2006).  

With panel data, one can follow each individual over the two time data points, and compare the 

development for the treatment and the control groups. Let SB_Prodit be the saving behavior of total 

products held by customer i during time t, let SB_Fund it be the saving behavior of funds channeled 

to mutual funds for customer i during time t, and let AMFeb it be a binary indicator equal to one if 

customer i had an advisory meeting in February 2013. Thus, the model is 

 

Δlog (SB_Prodit) = βP0 + βP1AMFeb it + ΔuPi       t=January, March 2013 

Δlog (SB_Fund it) = βF0 + βF1AMFeb it + ΔFui     t=January, March 2013 

 

There are unobserved fixed effects, such as age, gender, income, wealth, and location. However, 

since these factors were roughly constant between January and March 2013, they can be differenced 

away. Wald tests show that the differences between the two periods are statistically insignificant. 

Then the difference-in-difference estimator can be expressed as  

 

βPi = ΔSB_Prodi (treat) – ΔSB_Prod i (control) 
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βFi = ΔSB_Fund i (treat) – ΔSB_Fund i (control) 

 
Note that if the data are pooled, so that two cross sectional data sets are compared before and after, 

but without the possibility of following each individual over the two periods, the model is somewhat 

more complicated. For the individual i, this initial setting performs the following linear regression: 

 
Outcomei =  β0 + β1 * periodi + β2 * treatedi + β3 * periodi * treatedi +  i.  

 

The estimated coefficients have the following interpretation: 
 

̂ 0: The mean outcome for the control group on the baseline. 

̂ 0 + ̂ 1: The mean outcome for the control group in the follow-up. 

̂ 2 : The single difference between treated and control groups on the baseline. 

̂ 0 + ̂ 2: The mean outcome for the treated group on the baseline. 

̂ 0 + ̂ 1 + ̂ 2 + ̂ 3: The mean outcome for the treated group in the follow-up. 

̂ 3 : The difference-in-difference or impact coefficient. 

 

The main difficulties are to establish a control group that is similar to the treatment group, except 

for the treatment. An experiment would be to ask 1,000 persons to come to the bank, and for 500 of 

them to meet with randomly selected advisors and the other 500 to take their decisions on their 

own. With this quasi-experiment, we cannot know why the customers came to see the advisor, the 

quality of the advisor, or if there were any fixed effects that are differenced away but are 

systematically related to whether a customer had a financial advisory meeting in February or not. In 

future research, propensity score matching could be used, but in Paper 4, we compare the treatment 

group with several groups to see whether results are robust.  

3.3.4 Structural equation modelling 

Structural equation modelling (SEM) is used to explain the relationships among multiple variables 

(Hair et al., 2006). It examines the structure or interrelationships expressed in a series of equations, 

similar to a series of multiple regression equations. These equations depict all of the relationships 

among constructs involved in the analysis, which are unobservable or latent factors represented by 

multiple variables. SEM is used to test a structural theory, and therefore combines factor analysis 

where the constructs are built up with multiple regression analysis where the relationships are 

tested.  The six steps of a SEM are thus to 1) define individual constructs, 2) develop the overall 

measurement model, 3) design a study to produce empirical results, 4) assess the measurement 

model’s validity, 5) specify the structural model, and 6) assess the structural model’s validity. 

In Paper 5, three attributes of the relationship are built up in terms of constructs, and then the 

relationship between these three constructs and a dependent variable, a construct called saving 

behavior, is tested. A model is built up according to theoretical foundations that are used to set up 
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hypotheses, and, through testing these hypotheses, the model is either assessed fit or not. If not, by 

using theoretically relevant assumptions and the empirical framework, the model provides 

modification indices that are then used to build a model that is assessed fit. In this way, SEM, if used 

in an accurate and responsible way, is actually used to enhance theory. In Paper 5, the model that 

was found to be fit was different than the original model, and, instead of having three constructs 

with a direct effect on saving behavior, trust was seen as a mediating variable.  

3.4 Estimation and data-related challenges 

3.4.1 Missing data – selection bias 

The low response rate for the questionnaire emphasizes the need to analyze the possible adverse 

impact of missing data and the related problem of selection bias. The means testing of independent 

variables with regard to the question of whether the bank customer had responded to the 

questionnaire-based survey or not shows significant differences (see Table 2, where a comparison is 

made for the reduced or adjusted sample). This calls for measures to deal with selection bias since 

the dependent variable will be observed only for a restricted nonrandom sample, i.e., for those 

answering the survey. Factors that make a customer more likely to answer the survey could be age, 

gender, income, wealth, living in a large city, having a mortgage, and having a contact person at the 

bank. The t-test refers to a test of the null hypothesis that the mean of the sample with survey 

responders does not equal the mean of the sample with survey non-responders. As the test failed to 

reject that hypothesis, the two means are statistically different from each other. 

 

 
 
 
Table 2: A comparison of means of the Survey responders and the Survey non-responders in the sample adjusted for 
disproportionate sampling 

 

Since the dependent variable is not always observed and selection bias seems to be present, a 

condition of customers responding to the survey is added to the regressions (like the probit 

regression); the selection equation then is the following: 

Yj 
select = (Surveyj+ε2j >0),      

 
where  ε1 ~ N (0,1) 
 ε2 ~ N (0,1) 
 
 corr(ε1, ε2) = ρ, 

Total Sample Survey Responders Survey Non-Responders t Pr (|T| >|t|)=

N=52369 N=7525 N=44844 0.0000

Age 47.48 54.90 46.20 -36.45 0.0000

Gender (Male=1, Felmale=0) 0.486 0.459 0.490 4.917 0.0000

Net Income per month 12065 14498 11658 -19.21 0.0000

Wealth 188706 323444 166133 -24.08 0.0000

Mortgage (1/0) 0.266 0.360 0.250 -20.03 0.0000

LargeCity (1/0) 0.789 0.822 0.783 -7.592 0.0000

Have a Contact Person (1/0) 0.460 0.622 0.433 -30.79 0.0000
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where Yj select is a binary variable taking a value of 1 for customers who responded to the survey, 

and 0 for those who did not respond. When ρ  ≠  0, i.e., when there is correlation between the error 

terms of the outcome and selection equations, the probit model will produce biased results. The 

probit with selection procedure is intended to correct for selection bias and provide consistent, 

asymptotically efficient estimates for all the parameters in the model.  

Variables found suitable for distinguishing between those who chose to answer the survey and 

those who did not were Age, Gender, Income, Wealth, and Mortgage. For the model to be well 

identified, the selection equation should have at least one variable that is not in the outcome 

equation; here, the variable “Have a Contact Person” was chosen. However, there should be an 

instrumental variable that affects the dependent variable of the selection equation, but not that of 

the outcome equation. To find such a variable is very difficult, since most of the variables that affect 

the relationship with the customer also affect their exchange form or customers’ saving behavior. 

Hence, because identical factors are here affecting the selection equation and the outcome equation, 

Heckman-type estimators will identify from distributional assumptions for only the residuals 

(Sartori, 2003). Interpreting the results from the probit adjusted for selection bias therefore has to 

be done with caution. This problem constitutes a major difficulty in the overall thesis as it affects 

Papers 2, 3, and 5, i.e., all papers where survey data are present.  

3.4.2 Endogeneity for other reasons  

Selection bias is one type of endogeneity discussed above. The thesis also has problems with other 

types of endogeneity. The most common endogeneity problem is underspecifying the model, i.e., 

excluding a relevant variable (Wooldridge, 2006). Saving behavior, being a complex phenomenon as 

seen above in Figure 2, has both external and internal variables, and often the demographic and 

socioeconomic variables included in the model are insufficient, resulting in low R2-values. The 

variables needed, such as personality traits, are more difficult to come by. In addition, when 

collecting subjective measures, more endogeneity problems arise, such as selection bias, discussed 

above, stemming from low response rates.  

Another problem is that of unobserved heterogeneity. This arises when fixed characteristics of 

individuals that predict the dependent variable, saving behavior, and the independent variable, e.g., 

exchange form, are not controlled for. This problem could be present in Paper 4, since wealth, 

income, or any unobservable variable, such as financial literacy and risk, could be systematically 

related to whether a customer had a financial advisory meeting in February (treatment group) or not 

(control group).  

Another concern is simultaneity bias, which is present when direction of causality could be 

reversed.  There is an example of this type of endogeneity in Paper 5, where the number of products 

held by the customer could actually contribute to the bank’s understanding of the customer’s 

context, and not just the other way around. Also, in Paper 3, there is an example where the advisory 

meeting, or the relational exchange form, leads to a motive to save for retirement, rather than the 

motive to save for retirement leading to the relational exchange or the financial advisory meeting.  
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Because of how saving behavior is analyzed and its complexity, there is great difficulty in 

finding instrumental variables that are correlated with the independent variable but not the 

dependent variable. It is important to discuss the vast problems of endogeneity in the papers 

included in this thesis. Caution is thus needed when trying to establish causality, and, as a start, the 

analysis provided deals more with finding the correlation between variables. Seeing saving behavior 

as an intertemporal decision, and including the quality aspect of financial advisors, the process 

should thus be seen as dynamic and iterative, and requiring longer time-series data (see future 

research).  

 
3.4.3 Reliability and validity   

There are two important concepts that depict the quality of the quantitative research. To simplify, 

first, if reliability is good, we measure it in a secure and sound way, and, second, if validity is good, 

we measure what we have intended to measure.  

Reliability is high when the error component is small and does not fluctuate randomly from 

one moment to the next (Kidder and Judd, 1986). The actions I took to support high reliability 

included making sure the survey had questions that measured single dimensions. Nevertheless, 

there are 5 out of 90 questions where more than one dimension is measured. In B9 and B13-B15 the 

respondent has to combine his/her interest in economic matters and financial markets even though 

she or he might be interested in only one of them. The intention was, however, to capture economic 

and financial issues as one concept, although not all customers may see it that way. The fifth 

question where two dimensions are measured is D17, where the respondent answers a question 

about whether the advisor understands his or her saving and borrowing needs, even though the 

respondent may feel that only one of these areas is understood by the advisor. In the rest of the 

survey, I believe the objective to measure one dimension has been fulfilled. 

To avoid large error components, I sent out a pre-survey to establish that questions could be 

interpreted by the respondents.  

I also closely followed the activities of the team that transferred the postal survey data to digital 

data, to make sure they had the right resources, including time to computerize the material with 

high quality. Afterwards, I checked the data register for awkward numbers and contacted the team 

to correct anomalies. The same applied to the register data, where I discussed thoroughly with the 

bank staff the meaning of each variable included.  

Even if the measure is reliable, it may not measure the right construct; thus validity is also 

important to discuss. It can be expressed as the correlation between the theoretical definition and 

the operational definition.  

I have chosen to use more than one method and more than one data set to support validity 

(Campbell and Fiske, 1959). Wolming and Wikström (2010) describe how the simplified 

interpretation of validity – that the validity of a test is high “if it measures what it purports to 

measure” – has evolved to include more types of validity (content validity, criterion-related validity 

and construct validity) and how construct validity now maintains a central and overarching position 

by embracing almost all forms of validity evidence. According to the authors, most researchers now 
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agree that “it is not the test itself (or any other measuring procedure) but how its outcome is 

interpreted and used that should be the focus in a validation process’ (ibid, p. 118). 

In supporting high validity, I focused on convergent and discriminant validity, both of which 

are important to establish in order to conclude construct validity.  

Whereas with convergent validity, there is a need to establish that measures that should be 

related actually are related, it is the opposite with discriminant validity, i.e., the measures that 

should not be related in reality are not related. In the papers that make up the thesis, a number of 

constructs have been built, e.g., duration, context, trust, and risk tolerance. I have focused on 

studying the theoretical relationships within and between the constructs, as well the empirical 

relationships.  

A number of tools are available to establish convergent validity in the confirmatory analysis, 

such as tests for unidimensionality, factor loadings and their measurement errors, the reliability of 

each indicator, and the composite reliability and average variance extracted. To follow an example of 

this exercise and the references in the literature, see Papers 2, 3 and 5. To conclude discriminant 

validity, I formed confidence intervals with the standard error of the correlation between the 

constructs; if the correlation was low, discriminant validity could be concluded.   

A related topic is scaling. I have used a Likert-type scale when measuring the attitudes of the 

survey responders. Interpretations of Likert data are always relative, as the scale is ordinal and is a 

ranking. The distance between the item categories are not equivalent since they can be interpreted 

differently by respondents. Thus, the mean and standard deviation are inappropriate to use for 

ordinal data, and the median should instead be employed (Jamieson, 2004).  In addition, non-

parametric tests should be used for ordinal data.  However, Harvard psychologist S.S. Stevens (1946, 

p.679) pointed to the concept of meaningfulness: In the strictest propriety the ordinary statistics 

involving means and standard deviation ought not be used with these scales, for these statistics 

imply a knowledge of something more than the relative rank-order of data. On the other hand, for 

this “illegal” statisticizing there can be invoked a kind of pragmatic sanction: In numerous 

instances it leads to fruitful results. 

Knapp (1990, p.123) refers to this meaningfulness and also supports openness to Stevens’s 

handling in some cases of ordinal scales as interval scales even though a “true” zero point is needed. 

He asks: Does the scale have a zero point, however arbitrary it may be?  

Stevens (1946) wrote (p.679): Only occasionally is there a concern for the location of ‘true’ 

zero point, because the human attributes measured by psychologists usually exists in a positive 

degree that is large compared with the range of its variation. In this respect these attributes are 

analogous to temperature as it is encountered in everyday life. Intelligence, for example, is 

usefully assessed on ordinal scales which try to approximate interval scales, and it is not necessary 

to define what zero intelligence would mean.  

The attributes measured in this thesis, e.g., trust and context, could be viewed in the same 

manner. Labovitz (1967) has also shown empirically that it matters little if an ordinal scale is treated 

as an interval scale (see Knapp, 1990), p.122). When making up the scale and operationalizing, the 
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construct theory should be used, and in this respect the number of categories is important (Knapp, 

1990). In line with Weijters et al. (2010), the type used here was a 7-point Likert scale with only 

endpoints labeled and with a midpoint included, in order to improve the estimation of linear 

relations like SEM. Also, Preston et al (2000) show that, from the point of view of reliability, 

validity, discriminating power and respondent preferences, scales with between 7 and 10 categories 

are preferred.  

Continuing the discussion on validity, in Paper 4, we discuss if it is really the treatment that 

increases transfers to mutual funds and enlarges the stock of financial products, or if there are other 

factors that cause these changes. The endogeneity problems discussed in Section 3.4.2 thus have a 

negative impact on validity and make the interpretation of the outcome difficult.  The validity 

discussed in Paper 4 refers to internal validity, i.e., to what extent one can draw conclusions about 

the causal effects of one variable on another; however, there is also external validity which answers 

the question to what extent we can generalize from the research sample (Kidder and Judd, 1986). I 

believe the 90,000 bank customers, representing 2.3 million Swedish bank customers, are 

representative of Swedish bank customers in general, since the bank providing the data is large and 

has a similar structure as the other large banks in Sweden, is located in all parts of the country, and 

has customers from all categories of bank customers (with regard to age, wealth, income, etc.). The 

selection bias problem discussed in Section 3.4.1, however, could make the sample less 

representative, and even though methods were used to try to correct for this, caution is necessary 

when interpreting the results. Another issue is if all bank customers have equal received invitations 

to meet financial advisors, or if the bank picks only the wealthiest, the most knowledgeable, and the 

most active customers, who, like Hackethal et al. (2012) point out, could take care of themselves and 

do not need banks as babysitters. By removing customers who do not have the bank as their main 

bank, as well as customers in the least interesting or lowest segments as defined by the bank, this 

problem is reduced somewhat.  

4. The structure of the thesis – presentation of case study and papers 

The thesis comprises one case study representing the three types of exchange forms and five papers 

that analyze the relationship between financial advisors and their bank customers with regard to 

saving behavior. They were undertaken to enhance knowledge about the attributes that 

characterizes the exchange forms in financial services and, specifically to learn the following: 1)  how 

these attributes affect saving behavior, 2) how these attributes can differ when analyzed with 

objective and subjective data, 3) what characterizes the relational and transactional type of bank 

customers, and how the relational financial advisory meeting affects the saving behavior of those 

customers who had the meeting compared with those customers who had not had the meeting. Note 

that even if the case study is not intended to be published, it has contributed to our understanding 

of the relational attributes. Also, after the case study had been conducted, the attribute 

“cooperation” was added to the original model.  
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4.1 Case study  

4.1.1 The transactional exchange 

The person selected to represent the transaction customer is Karin, 44 years old with a PhD in 

chemistry and a family of two children and a common-law husband. She works for one of the major 

pharmaceutical companies and earns SEK 44,000 per month. Karin has one principal bank, SEB, 

and does business with two other banks. Karin searches the market for the best possible 

alternatives, and as a result of this search she put her deposits in one bank, Skandiabanken, and her 

mortgages in a housing mortgage corporation (SBAB). She seldom visits her banks, she does not 

have an advisor, and she manages her financial affairs on her own on the internet.  

She thinks she is risk averse, and believes she is a bit more interested in financial markets and 

investments than most people. At the interview, we tested Karin’s knowledge of financial markets 

and services with ten questions, and she answered correctly on eight. She seemed more 

knowledgeable than she said she was.  

Karin expresses distrust towards the banks in the sense that she thinks that no bank cares for 

her, and that banks are not interested in her because of her comparatively small financial resources 

and loans. Both she and the banks were regarded to be passive in developing contacts: “If I had 30 

million, they would knock on my door,” she said. In terms of the variables selected to signify a 

transaction customer, Karin fits the profile fairly well: she is not involved with the bank with respect 

to the “context” attribute, has not stayed with one bank for very long, and has little trust in banks. 

We can thus conclude that Karin fits the category of “transaction exchange” reasonably well. 

4.1.2 The interimistic relational exchange 

The persons selected to represent the interimistic relational exchange are an advisor from the bank, 

Greger, and a customer, Maria. Maria is 64 years old and lives with a man but is not married. She 

has three children and four grandchildren. She works as a dental nurse and has an income of SEK 

17,000 per month. She has been a customer of Swedbank since 1960, except briefly in 1975 when 

she switched to Nordea after a divorce. Since she did not feel “at home” there, she switched back to 

Swedbank, where she today has no loans, holds mutual funds, and gets financial advice.  

During the IT financial crisis in 2001, when the stock market fell and no one contacted her 

from Swedbank, she sold her mutual funds and switched to Investeringshuset, a financial 

institution, while keeping Swedbank as her main bank. She visits her advisor, Gregor, twice a year. 

She is the one contacting the bank: “You don’t get any contact if you don’t call yourself.” She feels 

secure and satisfied with the advice she gets, but she is not satisfied with the fees the bank charges.  

Also, she finds it hard to evaluate the results of the financial advice since she has had many 

advisors and the current one is rather new. The former advisor was not good, but the one before was 

better. The current advisor has not asked her about her living situation or her plans for retirement. 

She would like to take on more risk, but the advisor seems more cautious. She thinks the advisor 
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focuses too much on selling the bank’s products, and she would like him to be more independent 

when giving advice. In our test, she got five out of ten questions right.  

Greger is in his thirties. He has not finished his degree in business administration, but has 

worked in another bank six-seven years and also in a British mutual fund company. Greger 

answered four out of eight questions right in our test, but thinks that issues like the real interest rate 

and the currency don’t have much impact on investments. He has worked at Swedbank for one year 

and regards himself sufficiently knowledgeable to give advice about financial markets and products, 

although he admittedly lacks some knowledge about insurance. Greger has met Maria twice and 

believes he has given advice that has improved her financial position by developing safer solutions. 

He contacted her as the new advisor when inventorying his stock of customers, not because she had 

sold her mutual funds and he was trying to get her to return to Swedbank. He knows about her 

investments at Investeringshuset; he wants to help her with her income tax declaration and support 

her with juridical expertise and, maybe, bring in an insurance specialist. However, developing 

unique solutions for her would not be viable since Maria is not a big customer.  

Greger’s and Maria’s descriptions of each other and their exchange are similar on several 

accounts. However, they do differ in that Greger does not fully understand Maria's context, her risk 

preferences, or the ways in which she evaluates the advice she gets. For instance, Maria switched to 

another firm because her stocks fell and nobody from her bank contacted her with suggestions on 

what action to take. Apparently, Maria would have wanted contact at the time, but the advisor did 

not know this. In addition, Greger thinks the relationship is more important for Maria than results, 

but Maria seems more interested in results and is prepared to take on more risk. Greger views Maria 

as a passive customer and thinks it has to do with developments on the financial markets, but Maria 

thinks the bank is too passive.  

An interpretation of Greger’s and Maria’s exchange in terms of the variables selected suggests 

that they fit the mold of interimistic relational exchange quite well, with medium-level context, 

duration, and trust/loyalty.  

4.1.3 The relational exchange 

The persons selected to represent the relational exchange are Kurt, who is a bank advisor, and 

Richard, who is a customer at the bank. Richard is 57 years old, lives alone, and, after inheriting it 

from his father, owns part of a real estate company. He declares an income of SEK 30,000 per 

month, but his financial wealth (of some SEK 12 million) and his real wealth (a condominium flat 

and a summer house) are large. He has been a customer at Swedbank since 1994/95, and his 

company is also a customer. He does not have loans or mutual funds, and instead he invests in 

bonds (one-third) and shares (two-thirds).  

He has two advisors at Swedbank, and he can contact either one as he pleases, although they 

call him every other week. He regards himself as a passive customer, since he gets many proposals 

that often do not result in an investment. He wants stable growth in his portfolio and realizes that it 
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would be impossible to demand high growth with the low risk he prefers. He has a well-diversified 

portfolio and refused to buy ICT shares during the boom of the late 1990s.  

Richard has trust in banks in general, arguing that they employ serious people who manage 

them well, and that they have financial muscle. The bank’s responsibility is to sell services, and he 

trusts that the bank takes the responsibility for the services it sells. He does not consult friends and 

family; he turns to the bank, his accountant, and business partners, and follows the news in the 

media as well. He answered nine out of ten questions right in our test. He trusts the bank more than 

other sources of macroeconomic analysis. He does not make decisions based on the bank's advice, 

but follows developing trends and takes a longer perspective in the management of his wealth. He 

thinks the advisors know his living situation sufficiently well.  

Kurt – Richard’s advisor – is in his forties. Although without a university degree, he does have 

20 years of experience of trading and giving financial advice. He regards himself as reasonably 

knowledgeable about the bank’s products and financial markets, but he thinks he lacks a full 

understanding of the linkages between the business cycle and the stock market. Kurt gave us the 

right answer on seven of the eight questions in our quiz.  

With regard to giving advice to Richard, he cooperates with another Swedbank advisor, Carina. 

They meet once every two or three months for about one hour, and they talk over the phone every 

other week. Kurt gives his advice on stocks, while Carina takes a holistic view of the portfolio, 

including giving suggestions on fixed-income investments. Kurt is satisfied with his relationship 

with Richard; he perceives Richard as satisfied, loyal, and uncomplicated. He thinks he knows 

enough about Richard’s context and his needs for financial services. He finds Richard more 

knowledgeable than most customers and thinks it is good his customer understands the relation 

between risk and return. According to Kurt, Richard is risk averse, with security as his goal, and he 

does not think Richard has a yield target for his investments. It took a long time to persuade him to 

invest in shares.  

Kurt views Richard as passive, as he seldom undertakes any selling or buying. Kurt wishes his 

customer was more active, but he does not want to pressure him too much to accept business 

proposals. Since Kurt acknowledges Richard’s cautious style, he thinks Richard has trust in him and 

the bank, and it is better to make sure that Richard does not switch to another bank because 

Swedbank does earn money on Richard. Since Kurt thinks Richard is a relational client, he does not 

believe it matters if the bank’s rating falls or if a competing bank has a better internet bank. Stability 

is paramount for Richard. 

Kurt’s and Richard’s descriptions of their exchange are almost a perfect match. They have a 

very coherent view on their exchange. However, their description does not include the deep 

contextual understanding and trusting relationship that the typology of the relational exchange 

suggests. Instead, Kurt and Richard discuss financial products and portfolio management, but they 

do so purely on the level of a business exchange.  The relationship between Kurt and Richard largely 

consists of a series of meetings where they discuss personal financial issues. During these 

discussions, they agree, disagree, or postpone decisions on purchases of financial services. The 
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discussions do not include Richard’s context, meaning his company, his real estate holdings, his 

motive for saving, or the way he uses financial services in daily life. Richard trusts the bank in the 

sense that he expects it to fulfill the business agreement reliably. Neither Kurt nor Richard considers 

the relationship a warm and cordial social relationship that transcends the borders of business. 

Richard does, nevertheless, enjoy being invited to the bank’s social events.  

In the literature on social and business exchange and relationships, Kurt and Richard's 

behavior resembles cooperation. Cooperation is defined in three main ways. First, cognitive 

development theory defines cooperation as striving to attain common goals while coordinating one’s 

own feelings and perspective with a consciousness of the other’s feelings and perspective (Piaget, 

1950). Second, behavioral learning theory defines cooperation as acting in ways to maximize joint 

rewards and minimize joint costs (Thibaut and Kelley, 1959). Third, social interdependence theory 

defines cooperation as individuals working together to accomplish shared goals (Deutsch, 1962; 

Johnson and Johnson, 1987).  

Kurt and Richard cooperate through acts that they agree are of joint benefit, which means that 

they are closer to the behavioral learning theory. Kurt and Richard do not base their cooperation on 

consciousness of each other's feelings and perspectives, and they do not share goals, meaning that 

both the cognitive development and the social interdependence theory describe the situation poorly. 

The following quote from Richard illustrates the point: 

 
It would be immensely stimulating if everything fit, but I think the result is much more 
important than to feel very good about being advised. It becomes even nicer if you enjoy it, 
but the result is what counts.  

 

There is an element of trust between Richard, on one hand, and Kurt and the bank, on the other. 

However, this kind of trust does not refer to anything other than that Richard trusts that the bank 

and the advisor will ably fulfill their part of the agreement he perceives that they have. The following 

quotes illustrate the point: 

 
The bank is capitalized and makes much money; it is an oligopoly market and it acts 
accordingly, but this has nothing to do with trust for the bank. The people who run the bank 
are serious people, and the bank is well kept.’\ 
 
-- 
Interviewer: ”Do you trust the advisors?” 
Richard: ”I assume that they are honest people. What do you mean by trust, for what?” 
Interviewer: “For instance, for their advice.” 
Richard: “We are talking about a decision situation where you as a customer must take 
your responsibility. Trust… 
--- 
Well, they are responsible. I trust that they take it upon their responsibility that things go 
well. They do not want to give bad advice, because it becomes wrong if they do.” 

 

Trust can be defined as a willingness to be vulnerable to another party (Mayer et al., 1995), and 

Richard is clearly not willing to be vulnerable because he is responsible if the investment goes 

wrong. Richard trusts the advisors’ and the bank’s ability to do their job, and their integrity. Richard 
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does not trust their kindness or benevolence. Apparently, Richard’s trust is very specifically defined, 

and can be described as”trust that they do their job.” Business applications of cooperation according 

to the behavioral learning theory find that business-to-business relationships are developed through 

mutual adjustment to achieve a better match between the buyer and seller (Hallén et al., 1991). 

Based on the in-depth study of one adviser – customer relationship, cooperation in the relationship 

is important. The attribute “cooperation” was therefore added to the attributes in the model after 

conducting the case study.  

4.2 Paper 1: “Searching for new saving behavior theories – how relationships  
between banks’ customers and advisors affect household saving” 

The first paper is a theoretical review. The theories used are saving-behavior theories and 

relationship-marketing theories, focusing on the market and the nonmarket types of governance 

when goods and services are exchanged.  These exchange forms are then analyzed and related to the 

financial services sector. Based on the findings from the case studies and the theories researched, a 

model is developed that relates saving behavior with bank advisor/customer relationships.  

The purpose of the first paper was thus to develop a model that not only relates traditional 

independent variables like socioeconomic and demographic factors to the dependent variable saving 

behavior, but also includes the impact of the relation between the customer and the financial 

advisor.  

The findings are a model that, in line with Lambe, Spekman and Hunt (2000), distinguishes 

between three kinds of exchange forms (relational, interimistic relational, and transactional) for the 

governance of financial services provided by the bank advisor to the customer. The attributes found 

relevant for financial advisory services – and therefore important to examine empirically – were 

duration, context, trust, loyalty, and cooperation. The hypothesis was that the deeper the relation, 

the stronger the relationship attributes in the model. Hence, the duration is longer, more context 

about the customer’s saving and borrowing needs, as well as risk profile, is known to the bank 

advisor or the bank, the customer has more trust in and loyalty to the advisor, and both the advisor 

and the customer see the relationship as cooperation where value is created over time. The 

relationship is modelled as an intermediary or mediating variable in the model.  

The main contribution is the use of several theoretical research fields to build the model that 

take the relationship between the bank advisory and the bank customer into account. By including 

relationship marketing, a new way is proposed to systematize the impact of financial advisory 

services for saving decisions in saving theories. The findings are important to test empirically how 

the relationship influences saving decisions. Thus, the contribution to research is the use of 

relationship marketing in saving theories, and the contribution to policy makers and financial 

services firms is knowledge about how to analyze the role of bank advisors in customers’ saving 

behavior. Even if regulators presume that banks influence their customers’ savings behavior, the 

way that this influence works needs to be better understood.  

 



42 

 

4.3 Paper 2: “Do consumers’ relational attributes surface in transaction exchange in 
financial services?” 

The second paper expands on the first paper by empirically testing the attributes of a relationship 

for the three types of exchange forms. By using a multinomial logit regression, the likelihood of 

being a relational, interimistic relational, or transactional bank customer is assessed. The data used 

were both objective and subjective. A data register from one of Sweden’s main commercial banks 

was used and anonymized, and from that sample a postal survey was sent out, answered by 18 

percent. The survey provided subjective data from the answers to questions asked about the bank 

customers’ views on their relations with the bank and the bank’s advisor.  

The purpose of the second paper was thus to examine how bank customers, categorized as 

relational, interimistic relational, or transactional customers, differ in terms of three relational 

constructs or attributes: i.e., duration, context, and trust. The three categories of exchange forms 

were analyzed in four objective ways: 1) occurrence of face-to-face financial advisory meetings, 2) 

whether customers had a contact person and/or belonged to the key customer concept, 3) according 

to the customer’s activity in terms of using the bank’s products, and 4) the bank’s own segmentation 

of bank customers. These four ways of categorizing the bank’s customers were then matched with 

the customers’ subjective view of the relationship with the bank advisor.  

The findings were related to the three hypotheses stated about the attributes and the exchange 

forms: 1) along the exchange continuum, duration is longer in relational exchange than in 

interimistic relational exchange, and longer in interimistic relational exchange than in transactional 

exchange; 2) context is relatively small in transactional exchange, medium in interimistic relational 

exchange and largest in relational exchange, and 3) trust is relatively small in transactional 

exchange, medium in interimistic relational exchange, and largest in relational exchange. For the 

first way of dividing the sample, i.e., having face-to-face meetings, the hypotheses about duration 

and trust were supported, while the hypothesis about context was only partly supported since 

although context was smaller for interimistic relational and transactional exchange than relational 

exchange, a smaller context for transactional than interimistic relational exchange could not be 

supported statistically. For the second way, also only the hypotheses for duration and trust could be 

fully supported. For the third way, only the third hypothesis about trust could be supported. For the 

fourth way, the bank’s own segmentation, only contextual knowledge was significant; however, 

testing the differences in context between the two categories did not prove to be statistically 

significant.   

The contribution of the study is the greater understanding of how relational, interimistic 

relational, and transactional exchange forms can be studied empirically. Researchers (Lambe, 

Spekman and Hunt, 2000) have argued that the boundaries between transaction and relation can be 

unclear, and by introducing their intermediary form, interimistic relational exchange, theories are 

developed. There could be several interpretations of the finding that relational attributes also 

surface for the groups of interimistic customers and transactional customers. Marketing practice 

could be so relational that even customers who by objective measures appear to be transactional 
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perceive that there are elements of relationship in their exchange. There could also be different 

views on what the customer’s relationship should be with the advisor, who could be part of a 

telephone bank or working at a branch office without belonging to the profession advisor. In 

addition, since banking is an industry known for its relationship-based practice, it would be 

important to test these findings in other industries. It would also be important to test not only 

relational attributes but also transactional attributes.  

4.4 Paper 3: “ Using psychological factors to understand the use of financial advisory 
services” 

The third paper takes into account the research examining the socioeconomic and demographic 

characteristics of customers who uses financial advisors, and expands research by also examining 

psychological factors. A probit regression is used to find the likelihood that certain characteristics of 

bank customers are matched with the exchange form, i.e. whether they are relational or 

transactional bank customers. An assumption is that relational bank customers have financial 

advisors and transactional customers do not use advisors, but instead use information from 

relatives, friends and media.  

The objective of analyzing the relationship mode between bank customers’ characteristics 

related to psychological factors and their exchange form with the bank is fulfilled by using the 

objective bank register data from one Swedish commercial bank, and survey data sent out to the 

same 90,528 customers. Since the sample was stratified, with one-third transactional customers and 

two-thirds relational customers, and disproportionate to the population, the sample was reduced 

and reweighted to represent Swedish bank customers. In addition, the response rate was only 18 

percent, which implied that the model had to be adjusted for survey non-responders, and in the 

probit regressions that were carried out, only some 5,300 observations were included.  

Hypotheses were stated about the relationship between two psychological factors and the 

exchange form, i.e., bank customers’ motives for saving, and their attitudes towards risk. The main 

findings were that motives to save for wealth and retirement – and also contractual saving – were 

positively related to being a relational bank customer, while the motive to save for rainy days was 

negatively related. Of particular interest to banks and regulators was the finding that the three 

saving motives noted above were significant for men, but only the retirement motive for women. For 

women, as opposed to men, risk tolerance, in terms of a trade-off between risk and return, was a 

significant predictor of being relational. The study shows the importance of broadening the analysis 

of demographic and socioeconomic factors to include psychological factors in order to understand 

how the bank interacts with its customers as a group and with certain subgroups.  

4.5 Paper 4:  “Financial advisory meetings and their impact on private saving – a difference 
in difference regression” 

By using a difference-in-difference regression, it is possible to compare the saving behavior before 

and after a financial advisory saving meeting for two groups: 1) a treatment group that had the 

meeting, and 2) a control group that had had meetings in the past, but not in the period examined. 
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In this way, a quasi-experiment is carried out, and fixed factors like age, gender, income, etc. can be 

differenced away since they are the same before and after the meeting. The regression is facilitated 

by a panel data of more than 90,000 bank customers; however, longer time-series data for the panel 

would have made it possible to study the effects before and after the meeting in a better way.  

The purpose of the fourth paper is thus to see if there are differences in saving behavior after a 

financial advisory meeting, and to examine the impact of the financial advisor on private saving. The 

dependent variable is either the total financial products held in stock by the bank customer, or the 

amount transferred monthly to mutual funds. These two types of saving behavior represent 

discretionary saving behavior and contractual saving behavior. The difference-in-difference 

indicator is the difference in saving over time, comparing treatment and control groups. The 

original control group was made up of customers who had had a financial advisory meeting in the 

past, 2006-2011, but not during the period examined.  

Findings included that the effect of a financial advisory meeting on mutual funds transfers was 

22 percent, and the effect on financial products held in stock was 2 percent. Robustness tests were 

made varying the control groups with a moving window of years in which the control customers had 

had their last meeting, 2006-2007, 2007-2008, 2009-2010, etc. The farther away in time from the 

treatment period, the smaller the difference indicator. The results with the earliest years were 

similar to those with the bank customers who never had had financial advisory services meetings, 12 

percent. The closer in time to the treatment period, the larger the difference indicator, which 

reached 28 percent. One explanation could be that, as customers who are used to meeting advisors 

regularly are dependent on their meetings to take decisions, they are more likely to postpone 

decisions until the next meeting than the transactional customers who take their own decisions.  

The main contribution of the study was the possibility it afforded to analyze the effects for 

different categories of customers, i.e., varying their age, gender, income, wealth, location and 

profitability for the bank. The largest effects were noted for the young, the customers with low 

wealth, and the ones who contributed to low profitability for the bank. Even if saving behavior 

changes during a longer time (up to six months, according to banks) after a meeting, the effects 

measured right after the meeting (March 2013) could serve as a measure of minimum impact.  

By adding data observations, the model can be improved. Banks can use this model to study the 

impact of advisory meetings, to compare the effects with other distribution channels, and to see how 

the saving behavior for different categories changes. Banks can also use this model to study the 

impact on profitability, but for this a longer time period is needed, combined with an analysis of the 

tools required to move customers from low- to higher-profitability categories.    

4.6 Paper 5: “Bank customers’ subjective views on their bank relations and how relations 
affect their saving behavior” 

In the fifth paper, a structural equation model is used to explore the importance of relational 

attributes for saving behavior. The data used are both the objective register data from the sample of 

90,528 bank customers and the subjective survey data sent out to the same sample. To adjust for 
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disproportionate sampling, the sample was reweighted to represent the population of bank 

customers in Sweden; accordingly, the sample was reduced to approximately 52,000 customers. The 

relatively low response rate for the survey data then contributed to a further reduction of 

observations to about 7,000 customers in the structural equation model. 

The purpose of the study was to determine if the relational attributes had effects on saving 

behavior, and if so, which of the three attributes examined (duration, context and trust) was the 

most important. The hypotheses were in line with the model developed in Paper 1 in terms of longer 

duration and more context and trust for a relational customer than a transactional customer, but in 

this study the effect on the dependent variable, “saving behavior”, was also examined. The definition 

of saving behavior is similar to the one developed in Paper 4, i.e., the number of financial products 

held in stock, and the monthly transfers to mutual funds. In that way, we analyzed both the 

discretionary and the contractual part of saving behavior.  

Hypotheses stated that 1) the longer the duration of the relationship between the customer and  

the bank, the larger the saving behavior, 2) the greater the customer’s perception of the bank’s 

understanding of the customer’s context, the larger the saving behavior, and 3) the greater the 

customer’s perceived trust in the bank behavior, the larger the saving behavior. Duration was 

adjusted to control for age, so that not only the age of the customer was of importance.  

The findings were as follows. The original model, in which duration, context, and trust had only 

a direct effect on saving behavior was not fit; however, when it was improved through interactions 

between theoretically relevant assumptions and by our empirical framework, trust was established 

as a partially mediating variable, whereby duration was needed to build context, and both duration 

and context were needed to build trust. Thus, the duration attribute had the largest impact on 

saving activity, closely followed by context; meanwhile, trust had a lower impact on saving activity 

but served as a mediating variable, picking up indirect effects from context and duration.  

The contribution of the study is that we were able to establish that relationship attributes such 

as duration, context and trust can explain saving behavior, and that it is also possible to establish 

the relative importance of the three attributes examined in this study. It is also of importance to find 

that trust is a partially mediating variable through which the other attributes are channeled.  

The implications for the banking industry is that it is important to also survey subjective 

measures of the relationship between bank advisors and their customers, since these can contribute 

to knowledge that can create business opportunities for banks, while improving the possibility of 

banks’ delivering products that are adjusted to customers’ life context and saving needs. To attract 

new customers is important, but the relative importance of duration in this study also shows that it 

is important to maintain customers by focusing on understanding the customer’s context and 

building trust.   

5. Discussion of findings and conclusions 

The overall purpose of this thesis was to increase our understanding of how the relationship 

between banks and their customers relates to the customers’ saving behavior. First, we 
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acknowledged that there was a lack of theories that included the relationship between the 

bank/bank advisor and the customer when analyzing saving behavior. We therefore saw potential 

for combining economics with relationship marketing, and for focusing on both the market and 

nonmarket form of governance for how services are exchanged, i.e., with a transactional and 

relational exchange form. Since relations can be adjusted to the situation for many bank customers, 

we drew upon Lambe et al. (2000) to also include interimistic relational exchange. In the first 

paper, we combined these theories and developed a new model where the exchange form is a 

mediating variable, and where relationship attributes are part of the operational design to measure 

the strength of the relation according to the exchange continuum.  

In Paper 2, the hypotheses that resulted from the model were tested, i.e., the attributes of the 

relationship. From a survey, customers’ subjective views on their relations were matched with 

objective ways of measuring the relationship. We decided to test only duration, context, and trust 

since it was more difficult to reach high validity for the constructs of loyalty and cooperation; there 

were also problems of multicollinearity when including these two constructs. One assumption was 

that the face-to-face meeting could be a measure of the strength of the relationship, and, in Paper 2, 

we find that the three attributes of duration, context, and trust, as perceived subjectively by 

customers, are significant measures of the relationship between bank advisors and their customers. 

We also find that this is valid for one objective measure of relationship – the face-to-face meeting – 

while it is less valid for other objective measures. Context is the main attribute for the bank’s own 

segmentation of customers, and trust is more important when measuring according to the products 

held, having a contact person, being one part of the bank’s key customers, etc. Another interesting 

finding that contributes to the research on exchange forms is that relational attributes are also 

present for transactional customers. Even if it is important to test these findings in less relationship-

oriented industries than banking, and also to test the exchange forms from the perspective of 

transactional attributes, it is interesting from both an academic and a practical perspective to 

examine subjective and objective measures of exchange form attributes and to evaluate the 

discriminant validity of the constructs. 

The next step was then to test whether these relational attributes as perceived subjectively by 

the customers could have an impact on saving behavior. In Paper 5, we discovered that the model 

that draws on Paper 1 – i.e., its assumption that there are direct effects on saving behavior from 

these three attributes – is not fit. Instead, developing our theoretical framework further with the use 

of empirical data, we find that longer duration leads to more context and trust, and that more 

context also leads to more trust. Therefore, context and duration have direct and indirect effects on 

saving behavior, as measured by the funds channeled to mutual funds and the number of financial 

products held in stock by the customer. Trust, on the other hand, has only direct effects and is 

instead a mediating variable. The largest impact comes from duration, closely followed by context. 

Even if Paper 5 shows that relational attributes have effects on saving behavior, we still have to be 

cautious about causality because of endogeneity problems, such as customers saving more, may also 

increase the bank’s knowledge of the customer.  
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Another way of analyzing the impact of a financial advisory meeting on saving behavior was 

undertaken in Paper 4, when we used a difference-in-difference regression to study the changes for 

two groups: 1) those who just had a face-to-face meeting, and 2) those who usually have these 

meetings but did not do so at that time. In line with Hackethal et al. (2012), we find larger funds 

channeled to mutual funds after a meeting, and to a minor extent, a larger stock of financial 

products held by the customer, which could be seen as a parallel to findings of higher account 

turnover after the meetings. Also, in Paper 4, we have to be cautious when drawing conclusions 

about the effects of the treatment since there were uncertainties about whether the customers who 

received the treatment were similar to the customers who were part of the control groups. There is a 

risk that the difference that emerges between the treatment and the control group is a combined 

result of investor heterogeneity and advisor influence, which we cannot measure.  

In Paper 3, I expanded on the findings from Paper 2, and using the face-to-face meeting as a 

proxy for relational exchange, tried to match demographic, socioeconomic and psychological factors 

to the two exchange forms, relational and transactional. Despite the difficulties involved in 

establishing causality, I find characteristics that can predict the exchange form. The younger bank 

customers are more often matched with the relational exchange, and in particular the rich 

customers with mortgages tend to seek and get face-to-face advisory services. The customers who 

save for retirement and build up wealth are more likely to be relational customers. Among the 

customers who are less likely to be relational customers, we find the poor, the urban, and the 

customers with motives to save for rainy days, as well as those with high risk tolerance in terms of 

trade-off between risk and return. Interestingly, both the customers with low and high financial 

literacy tend to be transactional customers; perhaps they are either less interested or they have 

confidence they can take their own decisions. Saving motives and risk tolerance behaved differently 

as predictors for being an advised customer among women and men. This is in line with large 

gender differences with regard to saving behavior as well.   

I would like to be confident in the conclusion that the relationship between the bank and the 

customers affects saving behavior, and that savings rise after financial advisory services, as defined 

above. The papers point to the possibility of using the model developed in Paper 1 and suggests that 

it was fruitful to combine economics and relationship marketing. Relational attributes are important 

in the financial sector – for both private customers and their sellers of financial services – and have 

an impact on saving behavior.  

There are, however, many data problems; this means that one has to be cautious when 

analyzing the results. Endogeneity problems have been discussed throughout the thesis and 

permeate all the findings. We have problems in knowing who took the initiative to have the financial 

advisory meetings, and thus have problems with concluding causality. We also have problems when 

analyzing the subjective data that came across in the survey, since the response rate is low and there  

are significant differences between the responders and the non-responders. The endogeneity 

problems reduce both the internal and the external validity of the thesis.  
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Table 3: Data, methods and main findings of the five papers 
 

 

# Paper Research Question Data Method Main findings

Paper 1 Develop model of No empirical Theoretical Review Three kinds of exchange forms (relational, 

saving behavior data but case Model Development interimistic and transactional) influence

including the study carried saving behavior

relation between out earler 

the bank customer increased Attributes to measure the exchange form

and the financial understanding include duration, context, trust, loyalty 

advisor of relational and cooperation - these attributes are

attributes longer or stronger the more relational

the exchange form is

Paper 2 How bank customers Register data Multinomial Logit The hypotheses in article 1 are supported, i.e. 

categorized as trans- for objective Regression the attributes are longer or stronger the

actional, interimistic data and adjusting for more relational the exchange form is

and relational differ survey data selection bias

om terms of three for subjective

relational attributes, data Comparing objective and subjective measures

i.e. duration, context of the relation, the attributes duration, context  

and trust and trust match with face-to-face
meetings, but less so for other objective

N varies between measures, e.g. the bank's segmentation

5997 and 12066

observations Relational attributes also surface

depending on in transactional exchange and this leads to a

model questioning of the discriminant validity of contstructs

Paper 3 Using psychological Register data Probit Psychological factors l ike saving motives and

factors to understand and survey Regression risk tolerance can predict the use of financial

the use of financial data for adjusting for advisory services face-to-face

advisory services psychological selection bias

factors There are clear gender differences:only the motive to

save for retirement is significant for women, while for 

N=5230 men also wealth and rainy days are significant motives 

Risk tolerance is only significant for women, not for men

Paper 4 The financial Register data Difference in After a financial advisory meeting, there is 

advisory meeting Difference Regression an increase in saving to mutual funds of 22 percent

and the impact No need to adjust and of financial products held in the bank of 

on private saving for selection bias 2 percent, compared with those who had not had

the financial advisory meeting

N varies between

28774 and 57226 The largest effects are noted for the young,

depending on the ones with low wealth, and those who

model contribute to low profitability to the bank -

and these customers have low levels to start with

Paper 5 The importance of Register data Structural Equation Relational attributes subjectively perceived by

relational attributes for saving Model bank customers have an impact on saving 

for saving and survey without behavior

behavior data for adjusting 

relational for selection bias Duration and context have the largest total effects

attributes on saving behavior, while trust is a mediating 

N= 3693 variable
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Nevertheless, the thesis has contributed to research in a number of ways: 1) by combining 

theories of economics and relationship-marketing, 2) by developing a model of saving behavior 

taking into account the relationship between banks and their customers, 3) by building up a data 

base with a panel that will be possible to follow over time, and 4) by using many different methods 

to understand the impact of the relationship and see the characteristics of relationships and their 

customers. Not least, the thesis has not avoided discussing difficult areas such as disproportionate 

sampling, selection bias, and other types of endogeneity problems that could and should be dealt 

with in a more thorough way going forward.  

 
 

6. Managerial and policy implications 
 

The thesis gives rise to implications for financial firms and regulators. For bank managers, the 

saving-behavior model developed provides an understanding of how the fundamental properties of 

the exchange forms can explain customer perception and behavior. The relationships between 

banks, their advisors, and their customers influence saving behavior. Thus, it is crucial to 

understand the relational attributes. This thesis shows the importance of the attribute of duration in 

influencing saving behavior, as the length of the customer relation provides an opportunity for 

banks to learn the customer’s context, e.g., his or her saving and borrowing needs, risk tolerance, 

and overall life situation. By knowing the customer’s context, there is a possibility for the bank to 

build trust, which can be used to create value. The process is iterative, which means that the value 

created, combined with trust and a perception by the customer that the advisor understands him or 

her, enables the bank being able to keep the customer and extend the duration.  

Not all customers prefer to have deep relationships with the bank and/or the bank’s advisor. 

Thus, it is also important to understand the characteristics of customers who want to have a deeper 

relation, compared with those who prefer an interimistic relation when the demand for a relation 

arises, and those who buy financial products with a transactional exchange. The customer base is 

heterogeneous with regard to the exchange forms. Demographic and socioeconomic factors are 

important, but psychological factors should also be understood. One example that the thesis shows 

is that motives to save can differ between the exchange forms, and that these also differ for women 

and men. Banks could and should survey their customers not only with regard to their 

socioeconomic situation but also with regard to their exchange forms and psychological traits.  

Banks have for some time preferred to meet their customers face-to-face to be able to sell their 

services and influence their behavior, but competition, technological developments, and 

digitalization are opening up more channels that can be used to reach customers. The internet, calls 

to the telephone bank, use of mobile telephone banking, and visits to the local branch office are 

important channels, and for a bank focusing on costs, the digital ones could be more cost-effective. 

The thesis shows that the largest effects on the saving volume from a financial advisory meeting 

were seen for the three categories: the young, those who had low levels of saving to start with, and 

those who naturally provided the bank with low or negative profitability. Some of these customers 

may, going forward, prefer other channels than the face-to-face meetings, and it is crucial not to lose 
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these categories of customers, who will need sound advice also when services are being digitalized. 

Combined with the finding that duration matters, we can see that focusing on the young customers 

pays off, despite their low profitability in a short-term perspective. 

Standardization of financial services is a trend that is accompanying the digitalization of 

services. There is a risk that customers will be segmented according to their wealth or income, age, 

or family status, but this thesis shows the need to work with a more sophisticated and micro-

oriented type of segmentation. By combining exchange forms with customers’ characteristics and 

context, there is a better prospect for matching customers with the right channel at the right time. 

Even if customers shift exchange forms from transactional to interimstic relational to enduring 

relational, depending on their situation and need of financial product, it would be beneficial for the 

banks to better understand the process behind these shifts and, conversely, when customers are 

more or less stable in their choice of exchange form. How the banks interact with their customers 

would be, to some extent, dependent of the exchange form. If a customer is mainly relational, the 

bank should provide a solution to the customer based on relational attributes, to show that it 

understands the customer’s context. If the bank can show that it is a competent partner and a 

problem solver, trust is built. The whole concept delivered by the bank is then evaluated by the 

customer from the combined perspectives of relational attributes, price, and quality of the product. 

If the customer is mainly transactional, standardized products will be evaluated by the customer 

with regard to price and quality only. Depending on how well the banks can deliver digitalized 

financial services, the room for interimistic relational exchange increases. Trust is then not being 

built in the banks’ advisors but in the bank, its brand, and its technological platform. Still, the 

aspects of the exchange forms and their attributes will be important to understand, regardless of 

whether the services are exchanged face-to-face or on the internet.    

Policy-makers and regulators can make use of this framework to analyze banks’ and financial 

firms’ interaction with their customers, and how this interaction affects saving behavior. 

Interestingly, the law (2003:862) entitled Financial Advisory Services to Consumers Act, which was 

taken in 2003 and came into force July 1, 2004, was not primarily based on research but on public 

demands to protect the consumer from financial firms’ misselling and provision of bad advice. The 

law specified that a businessman providing financial advisory services should ensure that the person 

performing the advisory services be sufficiently competent, that he/she document what occurred at 

the time the advisory service was provided, and that the consumer be provided with that 

documentation. Demands for a repeal of the law are now increasing. Few customers can prove their 

case and get compensation for bad advice. There are difficulties in defining what advisory services 

mean, and how to differentiate between advisors and sellers. Also, the definition of competence is 

blurred. This thesis points to the need for analyzing financial advisory services, including the build-

up of a relationship with an advisor, as a mediating variable when studying saving behavior – a 

model that can also be applied to decisions on mortgages, insurances, and other financial areas. The 

relational attributes seem to have effects on saving behavior, and the financial advisory meeting 

appears to lead to increased investment volumes. Earlier research (Eriksson et al. , 2009) points to a 
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lack of understanding on the part of financial advisors with regard to customer context (saving and 

borrowing needs, risk tolerance, etc.), as well as to situations in which customers place too much 

trust in their advisors. In particular, problems arise when bank customers lack financial literacy. 

This situation suggests there is a need to examine the advisors’ competence in relation to the 

customers’ competence. Often, the most competent advisors are provided for the wealthiest and 

most financially knowledgeable customers, i.e., private banking services. It could be the case that 

less competent advisors are matched with less financially literate customers.  This thesis, however, 

suggests grouping the medium-literate customers with the relational customers, while grouping the 

least and the most literate with the transactional customers. Relational customers are exposed to 

both sound advice and misselling. At the same time, digitalization will lead to the delivery of more 

standardized products to customers, and there is a risk that these will be delivered regardless of the 

customers’ risk profiles and overall life context. The room for misselling could increase, and 

regulators will need to monitor how digitalization affects the quality of financial services. The 

framework provided in this thesis facilitates the analysis of a way to distinguish customers 

according to their preferences with regard to exchange forms. As these exchange forms differ, and as 

they affect saving behavior, it is important to understand in what way customers and banks, going 

forward, interact regardless of whether the services provided are online or face-to-face.  If and when 

the law to protect financial consumers is reviewed, the aspects of exchange form, distribution 

channel, and customer/advisor characteristics should be analyzed more extensively.   

 

7. Future research 
 
This thesis has used panel data on bank customers, with a unique combination of objective and 

subjective data, to examine the relationship between the exchange forms used in financial services 

and saving behavior. Both qualitative and quantitative methods have been used, and in the process I 

have come across a number of difficulties, such as endogeneity problems. The richness of the data, 

as well as the data and methodological challenges, demonstrates a need to continue the research on 

this subject. I see a number of interesting research topics, going forward.  

First, there is room for more analyses using the variables collected about bank customers’ 

consumption of financial services, their socioeconomic and demographic status, financial literacy, 

risk tolerance, as well as their views on their economic situation and their relations with the bank. 

One example is to analyze the relationship between bank customers’ balance sheets and their risk 

attitudes. Another is to compare bank customers’ objective and subjective financial literacy.  

Second, the panel should be developed to include time-series data, micro segments of 

customers and their portfolios in detail. This will improve the possibilities for drawing conclusions 

on causality and how, over time, financial advisory meetings/the relational exchange form influence 

bank customers’ saving behavior. It would also be preferable to match advisors to their customers, 

forming dyads, at least for a part of the sample, in order to better evaluate the advisors’ advice to 

their customers.  
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Third, the methodological and data problems discussed in the thesis should be dealt with in-

depth in order to improve the validity of the results. Learning from other data panels is important, 

as well as finding instrumental variables suitable for the data set. One way of avoiding endogeneity 

problems is to do experiments and quasi-experiments.  

Fourth, the survey examined the attributes of a relationship, and in Paper 2 we demonstrated 

that these attributes were also relevant for the transactional exchange form to some extent. 

However, it would be meaningful to survey customers whose focus is on the transactional exchange 

form, as well as the interimistic relational exchange form, as base cases in a further study of 

exchange forms. Then a comparison could be made to see differences with regard to transactional 

and relational attributes. 

Fifth, as discussed under managerial and policy implications, financial advisory services will no 

longer include face-to-face meetings for a large share of bank customers, going forward. Alternative 

channels include mobile banking, internet banking and the telephone bank. Thus, there is a need to 

understand the standardization and digitalization of financial customer relations. In particular, it 

would be interesting to understand how relations between banks and their customers are changing 

in the context of digitalization. This study shows the importance of duration, context, and trust as 

attributes of a relationship in financial services. Will it be possible to create trust on the internet, 

and will trust mainly be built up in relation to the bank’s brand and its technological platform? Will 

the use of big data support the bank in understanding the customers’ context? How can the social 

knowledge of financial advisors be digitalized?  

One hypothesis related to the digitalization and standardization of financial services is that 

both bank customers and banks will want to focus more on interimistic relations, rather than the 

more time-consuming and resource-rich enduring relations. Since bank customers make up a 

heterogeneous group, it will be important both for banks and regulators to better understand the 

characteristics of those customers who prefer shorter and just-in-time services, compared with 

those who prefer a deeper relation. Or will the same customer shift between exchange forms and 

channels depending on which financial product is in demand? Equally important is to understand 

how the quality of financial services changes in the light of digitalization, i.e., if digital platforms will 

make it easier to be pedagogic and, to give sound advice, or if the likelihood increases for both 

misunderstanding and misselling. I believe that future research has much to gain from the 

framework developed in this thesis, and that, regardless of the channel, bank customers will interact 

with banks in various ways that most likely continue to affect saving behavior.  
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Appendices 

A. The questionnaire 
 
SECTION A – Introductory questions about living situation 
 

1. Birth year: 
2. Education: □ No finalized education, □ Pregymnasial education, □ Gymnasium,  

□ Postgymnasial eduation < 3 yrs, □ Postgymnasial education > 3 yrs 
3. Housing: □ Inborn or second hand □ Rental, □ Condominium, □ House/townhouse , □ Farm 

property 
4. Family status: □ Single, □ Single with children, □ Married or cohabitant without children, □ 

Married or cohabitant with children 
5. If children: The number of children living at home, birth year of children 
6. My working situation at the moment: □ Working full time, □ Working part-time, □ Retired, 

□ Long-term sick , □ On early retirement, □ Studying, □ Unemployed 
Working position, profession …. 
If other working situation than above, please state what …. 

7. How many banks do you have? 
8. Is Swedbank your main bank: Yes/No 
9. Do you have an advisor who you have met during the last year? Yes/No 

If yes, how long have you had your current advisor……. 
10. How long have you been a customer at Swedbank: □ < 1 yr, □  About 1-5 yrs, □ About 5-10 

yrs, □  More than 10 yrs 
 
 
 
SECTION B – Questions about you view on money, economic matters and the banks 
advisory service (1= Totally disagree, 7= Totally agree) 
 

1. I save to improve my personal financial and economic situation 
2. I save to create safety in case something unforeseen happens 
3. I save for retirement 
4. I have a monthly saving 
5. I do not save, I consume my income entirely  
6. For larger expenditures or investments (excluding buying real estate) I’d rather save than 

take up a loan 
7. I would feel anxiety if I did not have any savings 
8. To buy on installment is prodigal 
9. I am interested in economic matters and financial markets 
10. I follow the media about the developments on the financial markets 
11. I follow the media about the development of new saving products 
12. I have the knowledge to manage my economic situation in a good way 
13. I learn about economic matters and financial markets primarily from the bank 
14. I learn about economic matters and financial markets primarily from media and the 

internet 
15. I learn about economic matters and financial markets primarily from family, relatives, and 

friends 
16. I understand the risks I take with my investments 
17. I save only in saving products I understand 
18. I am familiar with how the law about financial advisory services influences the bank’s 

advisory services 
19. I can accept to lose part of my saving capital if the chance of getting a good return is great 
20. I think one has to take risk in order to gain something 
21. I realize I can lose part of saving capital if financial markets weaken 
22. I would like to increase the risk involved in my saving because I think the return is too low 
23. I follow up on my savings every quarter 
24. I follow up on my savings every year 
25. I seldom or never follow up on my savings 
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26. I do not have any savings to follow up on 
27. I prepare myself when meeting a financial advisor 
28. I regularly make changes in my savings that follow the developments on the financial 

markets 
29. I most often use the internet bank to handle my banking business 
30. I most often use the telephone bank to handle my banking business 
31. I most often visit one of the bank’s branch offices to handle my banking business 
32. I think it is important to have good control over my savings   
33. I am satisfied with my return from saving in mutual funds 
34. The European financial crisis has influenced my choice of mutual funds very much 
35. I think it is important to choose mutual funds in the premium pension system (PPM-

system) 
36. When a new technical product (for example IT or telecom products) is launched I am one of 

the first to buy 
 

37. Which alternative do you choose, tick one: 
□ I choose to get SEK 1000 with 100% probability  
□ I choose to take part in a lottery and get SEK 2000 with 40% probability  
   (and nothing with 60% probability) 
 

38.  Which alternative do you choose, tick one: 
□ I choose to get SEK 1000 with 100% probability  
□ I choose to take part in a lottery and get SEK 2000 with 60% probability  
   (and nothing with 40% probability) 

 
 
 
SECTION C: 

 
1. How high is the Riksbank’s inflation target? 

□1.0% □2.0% □3.0% □Do not know 

2. If there is a risk that inflation will exceed the inflation target, what should the Riksbank do? 
□ Lower the repo rate   □ Raise the repo rate     □ Do nothing     □ Do not know 

3. If the nominal interest rate is 5% and the expected inflation is 2%, how high will the real 
interest rate be (approximately)? 
□ 2.5% □ 3.0% □ 7.0 % □ Do not know 

4. A savings product where you will receive a guaranteed amount at maturity, and the return 
follows the equity market, is called: 
□ Equity Fund □ Hedge Fund    □ Equity-linked security   □ Do not know 

5. Mutual funds have different risk levels; which of these mutual fund types is generally 
viewed as having the highest risk? 
□ Balanced Fund □ Bond Fund      □ Equity Fund      □ Do not know 

6. The definition of the P/E-ratio is: 
□ Price per share divided by earning per share   
□ Price per share divided by own capital per share 
□ Price per share divided by the sales per share 
□ Do not know 
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SECTION D: Questions about your relation to the bank and/or advisor 
(1= Totally disagree, 7= Totally agree, 8= not applicable, do not have advisor) 
 

1. I regard myself to be a long-term customer of the bank 
2. I expect good service from my bank 
3. I expect active contacting from my bank 
4. I am satisfied with my bank 
5. I would recommend my bank to others 
6. My choice of bank is dependent on the bank’s offers 
7. My choice of bank is dependent on the bank’s advisor 
8. I use several banks simultaneously  
9. I have switched banks in the last five years 
10. I have considered switching banks the last five years, but have not done so 
11. There is too little difference between the banks to find it worth switching banks 
12. I have had the same advisor a long time 
13. I meet my advisor sufficiently often 
14. The meetings with my advisor are sufficiently long to be able to go through my economic 

situation 
15. I am satisfied with my current advisor 
16. My advisor knows about my living situation 
17. My advisor knows about my saving and borrowing needs 
18. My advisor gives me advice that is in accordance with my situation 
19. My advisor knows about my view on risk with my savings 
20. I expect good service from my advisor 
21. I expect active contacting from my advisor 
22. The advisory services contributes to an improvement of my economic situation  
23. I entirely trust the advice I receive from my advisor 
24. The advisor is knowledgeable 
25. The advisor is trustworthy 
26. The advisor has integrity 
27. I view the advisory meeting as a cooperation between me and the advisor 
28. The advisor and I have the same opinion about how the advisory services should be carried 

out 
29. I usually follow the advice I receive from the advisor 
30. The advisory services mostly seem to be way for the bank to sell their products 
31. I think it is worth putting in time on the advisory meeting 

SECTION E – Questions about your current economic situation 

1. Your individual annual income before tax last year (SEK)? 

□ < 100,000 □ 100,000-199,999 □ 200,000-299,999 □ 300,000-399,999 □ 400,000-
499,999 □ 500,000-599,999 □ > 600,000 
 

2. Do you usually have anything left of the salary when the next arrives, or not? Yes/No 

3. If not single, the total household annual income before tax last year (SEK)?  

□ < 200,000 □ 200,000-299,999  □ 300,000-499,999 □ 500,000-999,999  □ > 1, 000, 000 

4. If not single, your contribution to the total household income? 

□ 0% □ < 40% □ 40-60% □ >60% □ 100% 
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5. Financial assets can be shares, bonds, mutual funds, cash, etc.; how large is your 
household’s total financial net assets (i.e., financial assets minus all types of debts, SEK)? 
 
□ Debts larger than assets □ 0-100,000 □ 100,001-499,999  □ 500,000-999,999  
□ > 1,000,000  
 

6. Real assets can be houses, condominiums, summer houses, etc.; how large is your 
household’s total real assets (approximate market value in gross terms, SEK) 
 
□ do not own real assets □ < 100,000 □ 100,001-999,999 □ 1,000,000 – 1,999,999  
□ 2,000,000- 2,999,999 □ 3,000,000-3,999,999 □ > 4,000,000 
 

7. How large were the mortgages you had linked to your real estate …. SEK 

8. The date of your filling in this questionnaire ………………… 

 
 
 
 
 

B. Bank register data 
 
Demographic and socioeconomic data: 
 
Age, gender, postal code, student, retirement, net income (sum), child allowance 
 
Information about customer status: 
 
Date for latest advisory meeting, internal behavior status, date when relation with the bank started, 
if customer has contact person at the bank, key customer concept, MER concept, key customer 
MER,  premium concept, private banking customer, customer segment 
 
Channels: 
 
Internet bank, internet payment, telephone bank personal service, telephone bank personal service 
– the bank has called customer, telephone bank self -service, telephone bank self- service–
utilization, number of withdrawals from ATM 
 
Financial products bought and held by the customer: 
 
Credit card, has bought equity-linked security, sickness insurance, work-related retirement 
insurance, individual pension (IP), guarantee to be given a mortgage, salary customer, retirement 
insurance, number of property insurance, bank card, bankgiro, bank card used in ATM, bank card 
used in shop 
 
Amounts on debt and assets: 
 
Installment debt payment, guaranteed credit, not utilized credit on account, monthly transfer to 
mutual funds, monthly transfer to IP, monthly transfer to capital insurance, sum withdrawn this 
month, given credit, accepted debt, mutual fund value, capital insurance value, mortgage value, 
deposit account, IP value, securities value, ISK value, leasing rest value, total investment volume, 
total loan volume, currency account, currency loan.  
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Case studies – summary of transcripts 
 
The transactional customer: Karin 
 
Karin is 44 years old, and has two children and a common-law husband, Hans. She is a chemist with a 
PhD and works for one of the major pharmaceutical companies. Her gross income is SEK 44,000 per 
month, and her financial wealth is still small or medium sized. Karin owns half of a house in Järfälla 
outside Stockholm, where she and her family live. She has a mortgage on the house of some SEK 
240,000. Karin uses the SEB as her principal bank for her salary; she also saves in Skandiabanken, has 
a mortgage in the SBAB, and holds some passive mutual funds in Banco and some passive accounts in 
Swedbank. Karin uses her salary account, the ATM, and a credit card (but does not know the limit). She 
has a saving account, interest rate mutual funds, share mutual funds, and an account for individual 
shares. She uses the internet bank for payments and buying shares; she has a mortgage but no 
consumer loans. 

Karin saves to have a buffer, for vacations, and to be able to buy a summer house. She also saves 
for retirement and for the children, but these two motives are not the most important. Karin has 
deliberately chosen to have several banks and searched for the ones with the highest-saving interest 
rate and the lowest mortgage interest rate. One reason to switch banks again would be to collect all her 
savings in one place, but it would be too tedious, she thinks. She seldom visits her bank(s), she does not 
have an advisor, and she manages all her financial affairs on the internet on her own.  

She does not believe the advisors to be particularly knowledgeable, and she also thinks they act 
like sellers, not advisors. Neither would she like to use the time needed to meet advisors and go over 
her economic situation. Karin has studied one semester of business administration at the university; 
she reads the business news but not the special magazines about financial markets. Her common-law 
husband, Hans, is interested and discusses investments with her. She thinks that she is risk averse.   

She regards herself as being a little more interested than most people, but thinks she lacks 
sufficient knowledge to make good decisions about investments. She answered right on eight of the ten 
questions we asked in the knowledge test. She seemed more knowledgeable than she said she was.  

Karin is rather satisfied with the banks in regard to the situations in which she has had contact. 
She does, however, think that there is no bank that cares about her. She would consider having an 
advisor if there were someone she could trust, but at present she does not trust the banks; she also 
regards herself as being too small a customer for the banks to be interested in her. The advisors are for 
the “fat cats,” she says. She regards both herself and the advisors as passive in developing contacts. “If I 
had 30 million, they would knock on my door,” she says.  
 
The interimistic customer: Maria 

Maria is 64 years old. She lives with a man but is not married. She has three children and four 
grandchildren. She lives in a flat in the municipality of Lidingö, close to Stockholm. She also has a 
summer cabin in Dalarna. She works as a dental nurse and earns SEK 17 000 per month. Her financial 
wealth is small or medium sized. She does not have any loans. Maria has been a customer of Swedbank 
since 1960, except in 1975 when she switched to Nordea after a divorce. She did not feel at home there, 
so she switched back. At Swedbank, she keeps her salary for transfers. She has got mutual funds and 
she gets advice from the bank.  

In 2002, she sold her Swedbank mutual funds and switched to Investeringshuset, a financial 
institution. Already in 2001, she had been contacted by Investeringshuset and, after the fall on the 
stock exchange and when nobody at Swedbank contacted her, she chose to have someone else manage 
her funds.  

She has kept Swedbank as her main bank, and she has also some savings at the National Debt 
Office. Her financial wealth has increased since she moved over to Investeringshuset, and she is 
satisfied that she moved her funds. Maria visits Swedbank twice a year for advice. She says that she is 
the one contacting the bank. “You don’t get any contact if you don’t call yourself.” When we interviewed 
her, she had received advice regarding her income tax declaration.  

Maria feels at home and secure with Swedbank. However, she was less satisfied with the bank 
when the stock exchange fell and she was not contacted by the bank. She is not satisfied with the fees 
the bank charges. The former advisor was not good; the one before was better. Maria is in general 
satisfied with the current advisor, but cannot judge the results yet since it is too early. She judges an 
advisor by the results.  
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The current advisor has not asked about her situation in life and how she would like to live when 
she retires. At present, she would like to take on more risk, but the advisor seems to be too cautious. 
She would like to have a more independent advisor, who gives advice about more than Swedbank and 
the bank’s products. Maria uses a salary account and an ATM, but not credit cards. She has mutual 
funds that are mixed between bonds and stocks; she uses the telephone bank but not the internet bank. 
Maria also has pension insurance funds through Sparliv and has stocks with the Ericsson company.  

Maria reads the business news, but she does not consider herself very knowledgeable. In our test, 
she got five questions out of ten right. She likes risk and has been patient, which has made her wealth 
grow. Maria’s main saving motive is to save for her pension and to be able to retire early despite a low 
salary. She also saves for her children, to increase her wealth, and to have some fun. She does not have 
any automatic transfers except for the SEK 200 she transfers monthly to Sparliv. 
 
Maria’s advisor: Greger  
 
Greger is in his thirties. He has not finished his degree in business administration but has worked six-
seven years in another bank and also in a British mutual fund company. Greger has been at Swedbank 
for about one year and does have some insight into how the bank works. He regards himself as 
sufficiently knowledgeable to give advice about financial markets and products, but he says he lacks 
some knowledge on insurance. Greger has advised Maria since September 2002 and has met her twice 
before. Greger contacted her when the former advisor left and while he was inventorying his stock of 
customers. The reason was thus not because Maria had sold her mutual funds and left for 
Investeringshuset. Today, Greger has contacted her to give advice on her income tax declaration. 

Greger knows about Maria’s investments outside Swedbank and thinks it makes it easier to give 
advice when Maria is so open in her relations with him. Maria is a normal customer with regard to 
openness, according to Greger. He is Maria’s main advisor and contact person in the bank, but he plans 
to contact a juridical expert to give advice in May and maybe also an insurance specialist. However, 
developing unique solutions would not be viable as Maria is not an important customer.  

Greger is satisfied with his relationship with Maria. He thinks that he has given advice that has 
improved her financial position by developing safer solutions. He thinks that Maria also is satisfied with 
him. He views her as a customer equally interested in the holistic picture and the short-term results.  

On a concrete question about what is important for Maria, Greger answers that the relationship 
seems more important than the results. Even if a high-risk mutual fund held by Maria would fall in value 
Maria would still be satisfied, according to Greger, since the most important thing would be to be 
pedagogic in explaining the situation to her. Greger thinks Maria would switch banks if she didn’t feel 
positive about the holistic, “big picture” advice. He thinks three years is needed to be able to evaluate the 
advice. The period he has worked with her is therefore too short for evaluation.  

Greger hopes that his advice is better than the former advisors’, and that his advice is safer and 
more secure. He has tried to sell an equity-linked bond, but it did not fit her. He has reviewed her family 
situation, and living and ownership conditions. He has also analyzed her children’s potential financial 
situation when she passes away. He has ensured that she has the right accounts and funds. He thinks 
that it is important to win a customer’s trust. He does not stress certain things too hard and does not 
apply too much pressure. He is also open with what he does and what he thinks. Greger views Maria as 
being a passive customer in her relations with the bank, but he thinks it is an effect of financial market 
developments. Greger answers right on four of our eight knowledge questions for advisors. He thinks 
that these questions are often not very important in his relations with customers, such as regarding the 
real interest rate, the currency’s impact on the funds, etc. 
 
The relational customer: Richard 
 
Richard is 57 years old. He lives in a condominium flat in Stockholm and he owns a summer house. 
Richard owns part of a real estate company and declares an income of SEK 30 000 per month. His 
financial wealth is large, and amounts to SEK 12 million. Richard has been a customer of Swedbank since 
1994/95. Richard’s company is also a customer of the bank. His relationship to the bank strengthened 
when he inherited the company and also other assets from his father. Richard does not have any loans, 
and he does not own mutual funds; instead, he invests in bonds (one-third) and shares (two-thirds).  

Richard has two advisors at the bank. He thinks it is the bank that has chosen to place two advisors 
there for him, and he can contact either one as he pleases. He is contacted every other week by telephone. 
Sometimes Richard contacts the bank. A meeting usually lasts one hour. Richard works through the 
advice himself, often without any investment results. He takes his time to get to know the products 
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before he makes any decisions. Richard regards himself as passive: “I could imagine I would be a more 
fun customer if I had been active,” he says. Richard argues that the bank’s role as an advisor is to sell its 
services to Richard, and that it is the customer’s responsibility to judge if he or she should buy the 
services. Richard uses an ATM and credit cards. He has saving and capital accounts, and an account for 
individual shares. He pays his bills on the internet, but does not buy shares online. He uses electronic 
bills to some extent. Until not long ago, Richard used checks. He regards himself being slow in taking on 
new technology.  

He does not own mutual funds, options, equity-linked bonds, or other structured products. Richard 
chooses a path of slow but rather certain growth for his portfolio since one-third of it is in interest-
bearing papers. He says with emphasis that there is not any good advice available that leads to high 
growth with low risk. Instead, argues Richard, it is his deliberate decision to avoid some investments in 
order to get stable growth for the portfolio. Richard’s investment strategy is to have a diversified 
portfolio, with relatively low risk. He has a portfolio that is overweighted in the same industry as 
Richard’s company. The advisors have argued against this, but he wants to take this risk deliberately. 
Because he has knowledge about the industry, the risk is low, he argues.  

Richard is rather satisfied with the bank and the advisors, arguing that it could be worse. The bank 
measures well against other banks and suits his company. The advisors listen to him and understand his 
investment strategy. The result is more important than to reach any enormous heights of satisfaction 
with the advice. “To relate well is nice, but the results are more important,” he says. Richard argues that 
the bank and the advisors act as they should as they respect his saying no to their offers. He says he 
refused ICT-shares during the boom of the 1990s. He thinks the advice with regard to diversification has 
been valuable. Richard has trust in the bank and thinks it has serious people who manage the bank well, 
and that the bank has financial muscle. He does not listen more to his accountant than to the bank. The 
accountant has been with the family for 35 years, and he has great trust in him. According to Richard, the 
accountant has another role as he does not sell a product like the bank. Richard had received advice from 
the accountant referring to certain rules, while the bank referred to other, conflicting rules that could 
ease his tax burden. Richard has not made a decision, but will control the basis for the decision by again 
asking the accountant and the bank. The bank’s responsibility is to sell services, and he trusts that the 
bank takes responsibility for the services it sells. Richard does not consult friends and family, but turns 
to the bank, the accountant, and his business partners; he also follows the news in the media. 

When it comes to macroeconomic analysis, he trusts the bank more than other channels. However, 
Richard does not make decisions based on the bank’s advice, but listens to how trends develop. Richard 
looks for a longer-term perspective in the management of his wealth. He does not often use the bank as a 
financial partner to speak to and to do business with. He does not want to mismanage his savings, but he 
wants time for other things in life. He thinks he has sufficient knowledge to make financial decisions. 
Common sense is important, he thinks. Richard performs well, answering nine out of ten questions 
correctly on our knowledge test. He regards himself as knowledgeable to the extent that he can invest 
according to his common sense and his skill level. Richard regards the bank staff as knowledgeable 
enough on their own; they can consult with their colleagues if they do not know the answers to questions. 
Richard thinks the advisors know about Richard’s situation in life such that he is unable to ask for more 
in this regard. Richard is often contacted by other fund managers. He has not yet considered switching 
but could imagine that it could come later. So far, Richard has considered his relationship with 
Swedbank as important. It is good and bad, but mostly good. A banking relationship one has had a long 
time could be valuable if anything happens.  
 
Richard’s advisor: Kurt 
 
Kurt is in his forties. He does not have a university degree but does have 20 years of experience of 
trading and giving advice on the financial markets. He regards himself as having sufficient knowledge 
about the bank and the financial markets, but he thinks he lacks a full understanding of the linkages 
between the business cycle and the stock market. He knows how to use the resources within the bank, 
but he says it is difficult to understand the system. He has learnt which persons he should call to get the 
answers needed in order to perform the services required. Kurt gives us the right answer on seven of the 
eight knowledge questions in our quiz. Kurt cooperates with Carina in giving advice to Richard.  

Kurt has had Richard as a customer for about one year, but the customer’s company has had 
Swedbank as the principal bank longer. Kurt is the expert in giving advice on stocks, while Carina 
overviews the big picture and gives suggestions on interest rate investments. They meet Richard every 
other, or every third, month, but have telephone contact upon the bank’s initiative every other week. 
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Kurt is satisfied with his relationship with Richard. He perceives Richard to be a satisfied, loyal, and 
uncomplicated customer. Kurt is certain that Richard does not have relations with other banks. Richard 
does not have loans or any complicated family relations. “Everything is homogeneous and honest, 
nothing is uncomfortable that could hit us back later on,” he says. Kurt thinks he knows sufficiently 
about Richard’s life context, and that he understands Richard’s needs for guidance on financial services. 

Kurt thinks Richard is more knowledgeable than the average in Sweden when it comes to risk, since 
Richard tries to understand the industries as a basis for stock investments. Besides the bank advisors, 
Richard listens to his accountant and his business partners. Richard understands the relationship 
between high yield and high risk. Richard now has a diversified portfolio because he sees it as a way to 
lower risks. Security is also the goal for Richard’s investments, according to Kurt, who doesn’t think 
Richard has a yield target for his investments. Kurt believes Richard to be risk averse. It took a long time 
to persuade Richard to buy shares. Richard has a high exposure to the industry he works in, as he has 
over-weighted this industry among his shares.  

The advisors find that Richard seldom undertakes any buying or selling of shares. He is passive with 
his own portfolio. Recently, Carina tried to introduce equity-linked bonds as a part of the portfolio 
strategy, but Richard did not answer yes or no. The decision is pending, but the advisors will reintroduce 
the issue later. It is important to present the case well. Kurt is very careful not to stress his business 
proposals too much, as Richard wants to reflect and act slowly. Kurt says that he tries to understand 
Richard’s thoughts on investments without putting pressure on him. At the same time as he tries to teach 
Richard about new opportunities, he wishes Richard was more active. 

Kurt thinks Richard has trust in him and the bank. Therefore, Kurt acknowledges the advisors’ 
cautious style. If Kurt were to put too much pressure on Richard, the relation might not hold. Kurt has 
never tried to sell any short investments. The goal to get Richard more active must be balanced with the 
understanding that Richard might not want that, that he could become less satisfied and even switch 
banks. Kurt is of the opinion that the bank earns money on Richard. One deal a year brings in SEK 
15,000. Kurt does not think that Richard cares a great deal about fees and interest rate terms, even if he 
sometimes asks questions about those terms.  

Kurt says that Richard is a relational customer so it does not matter if the bank’s ranking falls or if a 
competing bank has a better internet bank. Richard will not switch banks because of that – the most 
important thing is that the relationship is historically comfortable and calm. Stability is paramount. 

 


