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Abstract 
Increasing climate awareness, the Paris Agreement urging institutions to enable the 
economic transition toward sustainability and the looming possibility of environmental 
regulations are challenges facing the banking sector today. This study however chooses 
to see opportunities in a changing retail banking environment, investigating what green 
banking products customers want their bank to provide and how the introduction of green 
banking product might impact customer loyalty. The research was conducted through a 
mixed-method approach consisting of both quantitative and qualitative elements during 
the time-period of January to June 2019. 504 individuals engaged in the survey conducted 
and their answers were both analysed through the development of a customer loyalty 
framework and with theoretical support from the literature gathered. The results indicated 
a positive attitude towards green banking products while also not showing a clear 
preference or desirability for a specific product. Additionally, this study found a positive 
relationship between the introduction of green banking products and increased customer 
loyalty. The study concluded that green banking products suggestively have an 
advantageous position in the evolving financial sector, more specifically in a number of 
years.  
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Sammanfattning 
Ökande klimatmedvetenhet, Parisavtalet som uppmuntrar institutioner att möjliggöra en 
ekonomisk övergång till hållbarhet och hägrande möjligheter till tuffare miljöregler, är 
utmaningar som banksektorn står inför idag. Denna studie väljer emellertid att se 
möjligheter i en förändrad bankmiljö, genom att undersöka vilka gröna bankprodukter 
kunderna vill att deras bank ska tillhandahålla och hur införandet av gröna bank-produkter 
kan påverka kundlojalitet. Undersökningen genomfördes genom en mixed-method 
approach som bestod av både kvantitativa och kvalitativa element under perioden januari-
juni 2019. 504 personer deltog i undersökningen som genomfördes och deras svar 
analyserades både genom utvecklingen av ett ramverk för kundlojalitet och med teoretiskt 
stöd från den samlade litteraturen. Resultaten indikerar en positiv inställning till gröna 
bankprodukter, men visar inte heller en tydlig preferens eller önskemål om en viss 
produkt. Dessutom fann denna studie ett positivt förhållande mellan introduktionen av 
gröna bankprodukter och ökad kundlojalitet. Undersökningen drog slutsatsen att gröna 
bankprodukter sannolikt har en fördelaktig position inom den utvecklande finanssektorn, 
mer specifikt inom ett antal år. 
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1. Introduction - New Environmental Challenges 
This chapter will provide a brief background of current changes and trends relative to 
sustainability in the banking sector. It will be followed by the problematisation identified, 
the purpose of the report, and the subsequent research questions aimed at answering the 
problem. Finally, at the end of the introduction chapter, the delimitations, expected 
contribution and disposition of the report will be presented. 
 

 

1.1 Background 

The retail banking sector will most likely be faced with higher environmental 
requirements in the coming years, with reports surrounding the Paris Agreement stressing 
that significant economic transition is both necessary and ongoing to be able to meet the 
challenges of climate change (Andreeva & Voysey, 2016). In Sweden, the Financial 
Supervisory Authority (FSA) is becoming increasingly aware of the climate challenges 
as well, calling for the banks to take responsibility for a better future in their report 
regarding the financial sector's contribution to sustainable development 
(Finansinspektionen, 2016). In the report they explicitly state: 
 

“Work with sustainability and climate-related risks should be a natural part of 
the business models and risk management of financial firms. It must therefore also 
be a natural part of financial supervision. FI aims to capture these risks in its 
supervisory activities” (Finansinspektionen, 2016, pp.4). 

 
It is reasonable to expect new regulations in the coming years to address these points, in 
particular regarding the third key point. According to the FSA, consumer protection and 
the possibility of greenwashing, which is a term defined as:  
 

“the corporate practice of making diverting sustainability claims to cover a 
questionable environmental record is a vital area and that a lot of companies 
labels their products as sustainable” (Watson, 2017, pp.38).  

 
States that developing products that are environmentally beneficial on paper is not 
enough, the offering must be truly sustainable in all aspects and be tangible to ensure that 
the consumers know what they are purchasing or signing up for (Finansinspektionen, 
2016).  
 
The concept of sustainability and the connection to the international economy is however 
not an entirely new concept brought to light from the Paris Agreement. As early as 1987 
the UN presented a comprehensive report on the environment and development, where 
they listed a number of issues and called for action (UN, 1987). Among the areas 
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discussed, the role of international economy and enabling sustainable development were 
dedicated their own chapter; suggesting that the role as a driver of sustainability for 
corporations has been known for a longer period of time. Returning to the report from 
FSA, it also discusses the role of businesses in sustainable development and that practices 
that take this into consideration generate economic profit for society (Finansinspektionen, 
2016). For the organisations, this infers longer periods of planning and often the deviation 
from standard strategic planning. 
 
Pressure on companies to become more sustainable is not only coming from 
governmental organisations and regulatory authorities, increasingly aware consumers are 
becoming an important factor to consider. According to a report from Cone, 90% of 
global citizens would actively refrain from doing business with an organisation if they 
learned that the company was doing something irresponsible (Cone, 2013). While this is 
not a definite measurement and certainly leaves room for interpretation regarding what is 
considered “irresponsible”, it gives a fair image of consumer preferences and awareness. 
The same report goes on to present surveys conducted on social media usage and finds 
that the interaction with social media allows consumers to engage and investigate 
organisations in a completely new way. This results in numerous variations in publicity 
for the company, both positive and negative. Further confirming the report on increasing 
consumer awareness, both Chen (2014) and Mudassar (2013) brings up the modern 
consumer and how their preferences surrounding sustainability and Corporate Social 
Responsibility (CSR) challenges and provides opportunities for organisations.  
 
This thesis together with Santander Consumer Bank for KTH chooses to see the 
possibilities of investigating green banking products. By introducing these products, one 
sees the potential of positive branding and differentiating itself against competitors, which 
can lead to fulfilling current customer demands and winning potential market shares when 
awareness increases. The aim of this thesis is to investigate customer demands and 
changes in loyalty when faced with green banking products. A Consumer Bank is defined 
through the definition of Retail Banking presented in the Cambridge Dictionary as: 

 
“the activities of banks that provide services to the public and to small businesses 
rather than to large companies and organisations” (Cambridge Dictionary, 
2019). 

 
The aspect of small businesses, as mentioned in the definition above, will not be 
considered in this report and the Consumer Bank commonly referred to in this report is a 
bank within the Swedish region. The thesis should not be seen as a review of current 
policies or strategies and the goal is instead that the insights formulated can be used in a 
managerial or academical setting to create new strategies or increase knowledge of the 
area. 
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1.2 Problematisation and Purpose 
Through the rising awareness of consumers regarding sustainable practices and the 
looming possibility of new regulations from the FSA, a number of organisations should 
be or are already looking at strategies for increased CSR. Technically a retail bank’s 
impact on the environment from corporate practices is considered low, mostly due to how 
banking works and how the impact comes from organisations or practices that they do 
business with. However if regulations would change this, it would most likely drastically 
change the environmental profile of most banks. From the research conducted in relation 
to this report, limited evidence of banks in the Swedish retail banking sector providing 
green products was found and additionally, no actor with an outspoken green profile could 
be identified. There could also not be found a consise definition of what constitutes a 
green bank, with this lack of clarity serving as an obstacle for green banking products 
(European Banking Federation, 2017). If the trend of consumer awareness and activity 
should remain constant and imply a growing public sustainable movement, this would 
imply that financial actors such as banks would stand before a potential consumer loss. 
This is due to the increase in product and label boycott as a result of unsustainable 
practices, which can be seen in a multitude of areas (CONE Communications, 2015). An 
actor that beforehand identified this issue might even be able to capitalise on shifting 
market shares through the offering of green products and by profiling and marketing the 
organisation as “green”. 
 
This study, therefore, recognises the issue that numerous banks might face in the coming 
years, while also realising that the potential risk of losing customers might infer value 
capture through quicker adoption of services and advantage for another actor. Additional 
benefits from investigating this issue further are considered to be a greater understanding 
of what drives customer loyalty as well as benefit to society through increased corporate 
responsibility from a specific sector. The purpose of this study is to investigate what 
preferences and knowledge customers have towards green banking products, and how this 
can impact loyalty towards retail bank’s through increased image and satisfaction levels. 
Furthermore, it aims to be analytical and providing insight into possible services and 
products from actors within retail banking on the Swedish market.  

1.3 Research Questions 
In order to solve the problems identified and provide insight into the areas stated in the 
purpose, two research questions have been formulated.  
 
Research Question 1 - What green services and products do customers expect a bank to 
provide? 
 
Research Question 2 - What is the relationship between green banking products and 
increased customer loyalty? 
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1.4 Delimitations 
As the aim is to examine if consumer banks should transform their product portfolio by 
offering green products to meet the demand of the consumer, the study is limited in scope 
to a retail bank’s potential customers in Sweden and products that they can offer to the 
market. No consideration will be taken to customers or products of other banking 
practises like commercial banking or investment banking. As the study focuses on 
consumers perceptions, the views of experts and banking staff will not be considered. 
Given that the study has the present as timeframe, no analysis will be made in how any 
future implementation of green products could look like, what potential revenues or costs 
could look like and if there are any legal or technical hinders that exist. Nor will the study 
look into the potential environmental effects of the different products presented.  
 
There are also limitations in the applied methodology. The method and research will be 
both quantitative and qualitative in the form of a questionnaire. While the questions will 
be designed and analysed by the authors, the survey will be administered and distributed 
by a paid third party actor, Inizio, which is a reliable Swedish professional research & 
opinion organisation, meaning there will be limited control over who the recipients are. 
The research is therefore limited by the registered customers of the third party actor and 
the algorithms that they utilise to decide who should be a recipient. While the aim is to 
get a good spread in the demographic and geographical base, this cannot be guaranteed. 
The questions asked will also be a limitation. As knowledge surrounding green banking 
products can vary from consumer to consumer and in some cases be very limited, the 
questions will have to be leading and explanatory which also limits the types of questions 
that can be asked. Consideration will also have to take into account that no supplementary 
questions can be asked should the qualitative answers be unsatisfactory.  
 
The study has been conducted between January and June 2019. This restricts the study to 
both current views and opinions and the market conditions that exists during the period. 
The research is also limited to utilise literature and research that has been published before 
this time. Lastly, limitations will be present in what parts of the organisation and theories 
that will be analysed. The focus of this study is on the consumer aspect of green banking. 
Thus, the research will not analyse in-depth what any organisations current internal 
sustainability policies and practises looks like. Furthermore, employee behaviour and 
how the everyday workplace is structured will not be considered.  
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1.5 Expected Contribution 
This section states what this study aims to contribute to, both in term of the Academic 
Contribution but also the Managerial Contribution for banks going forward. 
 

 

1.5.1 Academic Contribution 
Previous research and studies into green banking have contributed with knowledge from 
the organisational perspective of what competitive advantages exist when introducing 
green products and how CSR initiatives can be used to create higher brand loyalty. This 
study aims to contribute with further insights into green banking from the consumer 
perspective by analysing consumer demands and loyalty when faced with green products. 
This research will therefore contribute by filling a current gap in the literature between 
green banks, there products and customer loyalty.  

1.5.2 Managerial Contribution 
The retail banking industry is today a saturated market (Liu et al., 2011) with little 
differences between banks and products. In the face of growing competition and to 
maintain current profitability, a bank’s ability to win new and retain current customers is 
becoming more important. With sustainability becoming a megatrend, consumers are 
showing a larger preference for purchasing environmentally friendly products. This study 
therefore is expected to contribute with insights regarding customer preferences towards 
green banking products within the retail banking sector, with the aim of winning market 
shares and creating higher levels of loyalty from customers.  

1.6 Disposition 
The structure of this report is similar to many other master theses. The current Chapter 
1 is an introduction featuring a short background into the research question as well as 
limitations for the research. In Chapter 2, the literature will be presented and the reader 
will be introduced to many areas that are deemed important to the subject. It will start 
with a brief history of banking and the growing trend of CSR initiatives in companies. 
After that, green banking will be introduced with a focus on the advantages and challenges 
facing financial institutions who wish to introduce green products in their portfolio. The 
chapter will also cover what green banking products exist and a subsequent review of 
green banking products on the Swedish market. Chapter 3 will focus on the theoretical 
aspect, namely customer loyalty theory, how it impacts green practises and what presence 
and implications it has in the banking sector. This chapter will also include consumer 
behaviour 
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Chapter 4 will provide a presentation of the chosen methodology featuring a background 
of how the research question is to be answered, the design of the quantitative and 
qualitative aspects of the questionnaire, analysis of the recipients and evaluation into the 
validity and quality of the answers. After that, the results will be presented and analysed 
in Chapter 5. The chapter will be separated into two parts, the first presenting the 
quantitative data and the second presenting the qualitative data. The following chapter, 
Chapter 6, will feature analysis and discussion into the insights uncovered from the 
questionnaire focusing on individual preferences, green banking products, price 
sensitivity, bank customer loyalty and a critical review. Chapter 7 will conclude the main 
part of the research, feature how the results impact the research questions, the academical 
contribution and managerial implications and the recommendations for future work and 
research. Finally, in Chapter 8 the bibliography will be presented and Chapter 9, will 
feature the questionnaire used.  
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2. From Corporate Social Responsibility to Green 
Banking 
This chapter will provide an examination of the previous research and literature. Firstly 
an introduction into a brief history of the banking sector which is followed by how 
Corporate Social Responsibility has changed in the last century and what impact it has 
had on companies. Finally, Green Banking is introduced with a focus on the 
organisational aspects, what opportunities and challenges an introduction faces, the lack 
of regulation and synopsis of available products and if they exist on the Swedish market. 
 

 

2.1 An Evolving Banking Sector 
This section provides a brief background into the banking sector followed by a summary 
of how Corporate Social Responsibility has evolved in the last 100 years, and what impact 
it has had on companies.   
 

 

2.1.1 A Brief History of Banking 
Banks have throughout history been a large and institutional part in society by providing 
services that stimulate technological innovation and economic development (Schumpeter, 
1911). By acting as a gatekeeper for financing and credit, banks have had the ability to 
shape and transform society whether through encouraging economic growth (King & 
Levine, 1993) (Levine, 1999), financing exploratory expeditions and industrial 
revolutions (Hoyle & Whitehead, 1987) or by providing a lifeline for borrowers with 
finance and credit during economic downturns (Hakkarainen, 2018). 
 
In the past, banks have been protected and hidden from the beneficial pressures that a free 
market creates (Hakkarainen, 2018), but key legislative changes, both national and 
international, since the late-1970s especially in Europe has led to a higher level of 
integration and competition in financial markets (Goddard et al., 2007). However, studies 
indicate that both banking sector reforms and competition exert a positive impact on bank 
efficiency (Brissimis et al., 2008), something that is important for long term economic 
growth (Koivu, 2002).  
 
During the last decades, consolidation and concentration in the banking industry 
(Labonte, 2018) have led to the creation of the theory of “Too big to fail”  (Stern & 
Feldman, 2004), popularised by U.S. Congressman Stewart McKinney in 1984. While 
proponents to this theory claim that economies of scale are important and should be 
preserved (Krugman, 2010), critics say that if they are too big, then they should be broken 
up (Greenspan, 2009). To counteract this, new regulations have come into power like the 
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Dodd-Frank Act in the USA that requires banks to reduce risk-taking by increasing 
financial cushions.  
 
The banks’ responses to the changing competitive environment include the pursuit of 
strategies of diversification, vertical product differentiation, consolidation (Goddard et 
al., 2007) and a Corporate Social Responsibility (CSR) focus to increase earnings and 
mitigate risks.  

2.1.2 The Emergence and Development of CSR 
To elevate the understanding of organisational responsibility towards society and how 
modern perspectives have evolved, this section firstly discusses a historical view into CSR 
and the early research in the area. After that, it views the modern approach to CSR to 
provide insight into how Green Banking eventually became a relevant subject. The study 
into CSR is considered important to provide a foundation for the areas discussed later on 
in the literature review, as it can be viewed as a broader overview of the different areas. 
 

 
 
Historical View of CSR (Later half of the 20th century) 
Defining CSR is no easy task, the research and effort that has been invested in the subject 
throughout the years has been substantial. This study chooses to mirror Carroll’s (1999) 
approach, where he examines the literature for the years 1950-1999 when reviewing the 
earlier research in the area. This is due to a large body of different articles and books 
being produced during that time, allowing for a display of many different definitions on 
the subject of CSR. 
 
Howard Bowen (1953) provides through his book “Social Responsibilities of the 
Businessman” a thorough look into early views of CSR, here labelled as “Social 
Responsibility”. He argues that there are several interesting aspects to the subject, basing 
his fundamental research on a number of questions such as: “What responsibilities to 
society may businessmen reasonably be expected to assume?” and “What tangible 
benefits might result if the concern of many businessmen about the social implications of 
their work were spread widely throughout the business structure?”. The book mainly 
views several large corporations as an entity and thus examines the impact of responsible 
decision making that a large body of businessmen can have. His book and findings would 
later be used in numerous articles through the years e.g. Morrell Heald (1970) discussed 
the evolution of CSR through the early stages of the twentieth century, reaching similar 
conclusions to Bowen. The basic definition of Social Responsibility is stated as: “It refers 
to the obligations of businessmen to pursue those policies, to make those decisions, or to 
follow those lines of action which are desirable in terms of the objectives and values of 
our society”. 
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Later researchers, primarily figures such as Davis and Walton, further elaborated on the 
concept of CSR. Davis (1960) presented his idea of Social Responsibility as 
“businessmen’s decisions and actions taken for reasons at least partially beyond the firm’s 
economic or technical interest” and also went on to illuminate that Social Responsibility 
is a two-faced concept. One side treats it as the obligation to provide economic 
development and public welfare to the general public and the other side as an obligation 
to nurture human values. He also came to the conclusion that socially conscious decision 
making would in the long-term generate the possibility of financial benefits in the form 
of revenue gain (Ibid.). Furthermore, Walton (1967) elaborated on the subject as well, 
presenting different models and views while also stating his own definition of CSR where 
the relationship between corporations and society must be kept in mind when pursuing 
goals. However, he also stresses that the economic return for investments into CSR might 
not be measurable, thus contradicting Davis point of view. 
 
Later on, Harold Johnson (1971) would present a plethora of definitions which he 
discussed in his work “Business in Contemporary Society: Framework and Issues”. Some 
of the definitions, such as the second one, views CSR as a central part in corporate 
strategy: ”Social responsibility states that businesses carry out social programs to add 
profits to their organization” (Johnson, 1971. p. 54). Parallel to that definition, his first 
definition instead viewed CSR as to how a company balanced multiple interests, in this 
case, the attention to employees, local communities and the nation amongst other with 
increasing profit for shareholders. During the 80s, Thomas M Jones (1980) presented his 
opinions on the subject, where the key takeaways were: Firstly his definition of CSR, 
which stated that corporations have a responsibility towards other groups in society other 
than their stakeholders and that the actions towards these groups must be of voluntary 
nature. Secondly, he viewed CSR as a process and if a corporation followed a decision-
making process geared towards CSR, then that would ensure that the business was 
socially responsible. This definition collected earlier contributions and the definition of 
CSR during the later stages of the 20th century begins to be more consistent. Epstein 
(1987) further solidified the concept and called it the “corporate social policy process” in 
which the business have incorporated business ethics, corporate social responsibility and 
corporate social responsiveness into their organisation.  
 
Conclusively the latter half of the 20th century provided numerous research papers into 
CSR, iteratively building upon earlier researchers and refining the concept. The majority 
reached a consensus that CSR related to the organisations and society, that processes and 
value creation had to coexist with contributions to cultural and human values as well as 
long term sustainability for society as a whole.  
 
Modern View of CSR (21st century) 
Moving into the 21st century, the view on CSR is mostly consistent. The general theme 
is that CSR is about organisations contributing more to society than just maximising their 
profits and academic literature focuses on critique and discussion on the area. Babiak & 
Trendafilova (2011) conducted a survey as well as in-depth interviews and examined the 
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diffusion of environmental management initiatives in business and the motives and 
pressure on management to adopt them. The analysis suggested that strategic reasons 
were the primary driver, even though institutional pressure had a small role. Furthermore, 
they bring up in their conclusion that the social and environmental challenges facing 
society are so complex and multidimensional that the only solution for government, 
nonprofits and businesses is to work together to tackle them. They also comment on the 
less tangible benefits of CSR: 
 

“It also suggests that for many organizations, environmentally focused CSR 
appears to be viewed as a value driver with many benefits that are not reflected 
in traditional financial terms” (Babiak & Trendafilova, 2011, pp.21) 
 
“As Porter and Kramer (2006) stated ‘...CSR can be much more than a cost, a 
constraint, or a charitable deed – it can be a source of opportunity, innovation, 
and competitive advantage’.”  (Babiak & Trendafilova, 2011, pp.21) 

 
Furthermore, they also comment on the importance of a positive corporate image, both in 
the context of their own research but also generally for businesses: 
 

“Any business – but especially sport businesses given the media scrutiny under 
which they operate – must have, as a core competency, an ability to create a 
positive public perception of the organization. This is imperative, considering that 
consumers expect, as an increasing priority, that companies ‘go green’” (Babiak 
& Trendafilova, 2011, pp.21) 
 

To provide further insight into the positive economic impact, Wahba (2007) presented a 
study to present empirical evidence regarding the influence of engaging in environmental 
responsibility on corporate market value. The findings suggest that the market 
compensates those firms that care for the environment, as the environmental 
responsibility exerted a positive impact on the firm market value measured by Tobin’s q 
ratio, an indication of the cost to replace the firm. This confirms stakeholder theory, that 
there are financial benefits to being environmentally responsive (ibid.). Other researchers 
review three theoretical approaches to strategic corporate social responsibility, which are 
described as voluntary actions that enhance the firm’s competitiveness and reputation 
(Orlitzky et al., 2011). The end result and findings suggest that the actions taken should 
result in the improvement of financial and economic performance, thus further suggesting 
the connection between CSR and potential value capture (ibid.). 
  
Halabi et al. (2009) examined selected banks in Bangladesh and looked at their reporting 
of CSR, which although it existed was severely limited. Furthermore, they also identified 
that consumers were in favour of the CSR reporting and would like to see it more since 
they did not feel like the current reporting was up to standard. Jenkins (2004) instead 
discusses and critiques CSR. In the study, the author brings up that small-to-medium 
enterprises and large corporations have different views, applications and outcomes from 
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CSR work. Larger firms are more aware and can more easily visualise tangible benefits 
from the CSR implementations while smaller actor benefits are more intangible. When 
the movement of CSR is growing, it becomes increasingly crucial for the small actors to 
implement the practices into everyday tasks (Jenkins, 2004). 
 
Morsing et al. (2008) discusses a “Catch 22” when it comes to CSR reporting and thus 
provides an interesting angle to the subject. While companies are encouraged to share 
their progress and work within CSR, the visibility of the processes seem to have a negative 
impact as well. They present research which states that the companies most active within 
CSR are also the ones being criticised most, while organisations that do little work within 
the area flies under the radar. Another highlight is that customers are increasingly prone 
to leave the company if they believe that CSR practices interfere with product quality 
(ibid.). 
 
In their opening text, Amaladoss & Manohar (2013) present that the debate surrounding 
CSR have started moving away from public relations and reputation management to now 
focus on competitive advantage and company governance. The study primarily focuses 
on the perspective of India and concludes that the country is lagging behind counterparts 
in USA and Europe, suggesting that the Western countries have adopted the practices 
better.  

 
Sprinkle & Maines (2010) primarily discusses the costs and benefits of CSR practices, 
listing numerous reasons as to why corporations take on CSR responsibilities. Some 
organisations do it because they believe it is the right thing to do, but the author’s also 
highlight that it is hard to distinguish these intentions from those of profit-maximisation. 
Another reason is to show an image of corporate responsibility to convince outside 
stakeholders of sustainable practices. The organisations see it as a necessary cost to avoid 
bad press but as aforementioned research has shown, CSR reporting is not always 
connected with a positive image (Morsing et al., 2008). Furthermore, some other 
corporations choose to see CSR initiatives as a way to recruit talent and retain it. Both 
through the image and sense of pride working there, but also through the investment in 
employees and allowing them freedom in the pursuit of personal projects (Sprinkle & 
Maines, 2010). The fourth view is more focused on the customer, gaining increased 
market share through the corporate image. This is a view that aligns with earlier writers 
and that CSR practices generate long-term value, thus encouraging the organisation to 
pursue this. Another view treats environmental considerations from the corporations as a 
reduction in production costs. Less material in packaging and transporting cuts the costs 
and might also generate benefits through one of the other views aforementioned. The final 
view brought up shows that CSR is sometimes a vital part in risk management, reducing, 
for example, climate impact in a seemingly voluntary fashion while actually trying to 
avoid regulations and taxes (ibid.).  
 
Through conducted surveys on managers and what current CSR activities were currently 
being pursued in their firm, Rangan et al. (2015) grouped the activities into the three 
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categories of Philanthropy, Operational Improvements and Business-Model 
Transformation. In the categories Operational Improvements and Business-Model 
Transformation, the most noteworthy benefits included improving the company’s 
environmental impact, protecting resources the company rely on, creating important 
solutions to a social/environmental problem and the promise of long-term gains. 
Furthermore, the authors discuss that the goals from the different areas of CSR initiatives 
might vary from each other and the different ways of measurements will as well. The 
environmental initiatives are considered to be more tangible, allowing for analysis of cost 
savings and resource reduction. Reducing emissions also constitutes to saved costs due to 
tax alleviations and credits. Considering initiatives focusing on Business Model 
Transformations these tend to be challenging. This due to the emergence of new solutions 
which potential value capture has yet to be crystallised. Naturally leading to corporations 
needing to make decisions that involve more risk, but the risks might reward the 
organisation with processes which both provide financial benefits as well as benefiting 
society (ibid.). 
 
This study will focus on the environmental aspects of CSR while also adopting the general 
view of CSR being a responsibility from organisations to provide benefits outside of other 
practices. However, the theoretical approach will additionally draw from the research that 
suggests that CSR practices have financial and economic benefits, both tangible and 
intangible. 

2.2 Green Banking - An Overview 
In this section, Green Banking will be presented with a focus on the advantages and 
challenges facing financial institutions who wish to introduce green products in their 
portfolio, the lack of regulation governing the products, which green products exist and 
subsequent customer awareness levels of these products on the Swedish market. 
 

 

2.2.1 What is Green Banking? 
Green banking is a global movement to transform the banking sector and develop new 
sustainable business models (Jeucken & Bouma, 1999) and has become a buzzword in 
today’s banking sector (Lalon, 2015). There has been significant progress in the field in 
recent times due to increasing interest in the topic and external pressure on banks to 
consider sustainable practices (Carlucci et al., 2015). However, there is currently no 
definite definition or clarity of what green banking is or includes. This lack of clarity as 
to what constitutes green banking activities and products, such as green loans and green 
assets, represents an obstacle for classification of green assets as well as for the 
identification of further opportunities for green investments (European Banking 
Federation, 2017). Instead many different definitions have been floated around, varying 
in size and content, in different papers and studies.  
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The most simple definition often includes one parameter while focusing on the present. 
Green banking is any form of banking that generates environmental benefits (Lalon, 
2015), that a sustainable bank is a bank not just doing no harm, but instead actively uses 
their financial position to do good (GABV, 2012) or that a bank is considered green if it 
is able to provide credible and innovative products to meet the expectations of green 
customers (Chang & Fong, 2010). Slightly more advanced definitions also include the 
future as a variable. A bank is defined as green if it satisfies two conditions: In the short 
term it should provide green products and services to its customers and in the long term 
the bank should implement a business strategy to meet social responsibility and 
environmental protection standards (Thanh & Hoang, 2015), (Bouma et al., 2001). 
 
Alternative definitions state that a green and sustainable bank is not only a bank that 
focuses on the environment but all aspects and issues of sustainability. Green banking is 
an umbrella term referring to practices and guidelines that make banks sustainable in 
economic, environmental, and social dimensions (Bank of India, 2013). A sustainable 
bank is a bank that not only understands and manages the risks that arise because of 
sustainability issues but also perceives the strategic dimension of these issues (United 
Nations Environment Programme, 2016). 

2.2.2 What Opportunities Can Be Found in Introducing Green Banking 
Products? 

Previous literature and studies have found that there are numerous reasons and 
opportunities for why banks have decided to introduce green products into their product 
portfolio. These range from utilising their position in society for good, lowering 
operational risk, increasing revenue or profit, increasing customer satisfaction while 
attracting new customers and increasing employee motivation as will be mentioned 
below. 
 
As private financial institutions are tied to all economic sectors through their lending and 
investment practices, banks need to recognise their relationship with sustainability 
through their direct or indirect effect (International Finance Corporation, 2017). While 
banks internal/direct environmental effects are low in comparison to other sectors (Pinter 
& Deutsch, 2006), their indirect impact on sustainability (Lay Hong et al., 2015) through 
lending and investments take a share of pollution in the environment (Pinter & Deutsch, 
2006). As mentioned above, because of the bank’s gatekeeper position, they have the 
ability to transform society (King & Levine, 1993), (Levine, 1999). Given the global need 
for an urgent transition to a low-carbon economy and sustainable economic development 
(International Finance Corporation, 2017), the financial sector can play an important role 
in managing climate-related risks and support the transition to a low carbon economy by 
driving investments in climate-friendly and green projects (Financial Supervisory 
Authority, 2016), (International Finance Corporation, 2017).  
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Climate change is expected to have a big impact on the financial sector through transition 
risks with a re-valuation of carbon-intensive assets and physical risks from economic 
damages (Dafermos et al., 2018), thereby having the ability to disrupt the financial 
stability of the entire sector (Financial Supervisory Authority, 2016). By having a wider 
perspective on risk management (Financial Supervisory Authority, 2016) through 
identification and control of environmental and social issues in core banking practices, 
something that is becoming more common, banks can better protect the value of their 
assets in both the short and long term (KPMG & WWF, 2015). Banks are becoming more 
concerned over their clients environmental and social performance which has been an 
additional driver of the introduction of sustainable banking (Carlucci et al., 2015). By 
introducing mechanisms to assess clients ethical and environmental risk exposure, banks 
can minimise risk in their credit portfolio (Hespenheide et al., 2010), therefore protecting 
themselves from future potential losses (Carlucci et al., 2015). 
 
The staple of any business is the ability to generate profit, and the possibility to earn more 
money has always been a key driver of change as well as the motivation to innovate 
quickly. The process of banks going green can be economically successful by helping 
them remain sustainable and competitive (Weber, 2004) by differentiating themselves 
from competitors (Hespenheide et al., 2010). In a global study by Nielsen (2015), they 
found that 66% of customers are willing to pay more for sustainable goods. Subsequent 
studies have found that leading companies and financial institutions that in time recognise 
and pursue green strategies by implementing them in their business plans can see a direct 
material financial impact through increased profits by generating extra revenues and 
cutting costs (Bonini & Swartz, 2014), (Rakic & Mitic, 2013), (Hespenheide et al., 2010).  
 
Today’s customers are not only price or quality conscious but also environmentally 
conscious thus providing priority to low carbon emission products (Mudassar, 2013). In 
fact, according to a survey by Javelin Research (2009), 43% of customers provide the 
opinion that they would prefer a bank which practices green banking activities. Private 
investors are increasingly becoming interested in sustainable financial products that take 
ecological, social, and ethical aspects into account (Eurosif, 2016). Green financial 
products can therefore lead to improved market share (UNEP, 2007). 
 
Studies have found that there is a positive relationship between a bank’s green rating and 
their customer satisfaction (Luo & Bhattacharya, 2016), and that customer expectations 
on green issues have a positive impact on a brands image (Poolthong & Mandhachitara, 
2013). Other studies found that having a green corporate image had a positive effect on 
green customer satisfaction and green customer loyalty. (Chang & Fong, 2010). Therefore 
by being able to offer green products, banks are more likely to be able to draw a wide 
range of customers (Rakic & Mitic, 2013) resulting in a more diversified customer base 
and larger revenues. And while the awareness of green banking is higher within the age 
group 25-35 years; banks can take measures for spreading the awareness about green 
banking to older segments (Ganesan & Bhuvaneswari, 2016). 
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Sustainability has been revealed to be a source of competitive advantage as banks that are 
actively involved in pursuing sustainability can improve their reputation and credibility, 
both outside and inside the organisation, since they are able to increase satisfaction and 
retention (UNEP, 2007), as employees react positively to the opportunity to weave 
environmental and social dimensions into their work (Pampurini & Quaranta, 2018). 
Companies will also have the ability to attract new top talent (Bonini & Swartz, 2014) as 
studies have found that prospective job applicants are more likely to pursue jobs from 
socially responsible firms (Greening & Turban, 2000). 

2.2.3 Challenges Facing the Introduction of Green Banking Products 
An issue facing the introduction of green products is that banks are relatively slow given 
that they consider themselves to be a more environmentally friendly industry with low 
direct emissions. They also don't face a lot of outside pressure from activists that many 
other industries might incur (Jeucken, 2001), which can speed up innovation and changes. 
Banks also face the risk that if they do not fully engage in sustainable practises, the action 
of implementing a few green products can actually have a detrimental effect on business 
(Berrone et al., 2017), resorting in them having to engage in greenwashing which can 
decrease brand perceptions and ultimately lower financial performance in the long run 
(Nyilasy et al., 2012). Greenwashing is a concept in which the organisation is trying to 
manipulate the public with green “false” PR to promote their organisation as 
environmentally responsible with the aim to increase profit and general support (Rakic & 
Mitic, 2013).  
 
There is also a question of what happens if the introduced green products are not 
profitable and have to be removed from the product portfolio. While no study has been 
found that have analysed the direct effects this can have on the business, when analysing 
that stock market, studies (Doh et al., 2010), (Russo & Nariani, 2013) have shown that 
when a stock is added to a sustainability index it does not stimulate any positive reaction. 
However, when a company is removed from a sustainability index a significant price 
decline can be seen (Doh et al., 2010). This suggests that the market punishes firms for 
not integrating environmental and social concerns when developing strategies (Russo & 
Nariani, 2013). This indicates that investors believe that the company will subsequently 
have a harder time retaining or gaining new customers.  
 
It is also common for the financial return of green banking products to be long term in 
nature, and would therefore conflict with the short term sales mentality found in banks 
(Yip & Bocken 2017). In many cases, the employees who sell the products do not actually 
know how the products have performed, creating transparency issues, yet the employees 
have to meet sales goals otherwise they might get fired (Ibid.).  There is also the issue 
where the costs of introduction can be higher than future sales. Given that the market 
segment for these products is new and niched, this can result in the initial marketing 
expense to promote green products outweighing the potential sales return (Yip & Bocken 
2017).  
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As stated above, in a global poll, Nielsen found that 66% of customers are willing to pay 
more for a sustainable good (Nielsen, 2015). However, research and studies have shown 
that there can be a discrepancy between attitudes shown and actual consumption of 
sustainable products (Bodur et al., 2014), (Bray et al., 2010). Consumers can either 
indicate a desire to consume sustainable products but end up not doing it (Pilaj, 2014), 
(Bray et al., 2010), or indicate the amount that they are willing to pay is higher than what 
they actually are willing to pay (Forbes, 2011). An example of this is when a US utility 
company asked their customers if they were willing to pay a small premium for green 
electricity. The majority of customers said yes, however when the product was launched 
only 5% actually signed up (Ibid.). 

2.2.4 What Green Banking Products Exist? 
Traditional banks offer a wide range of different green products focusing mostly on loans, 
cards and investments (Shampa & Jobaid, 2017). Below is a short introduction to some 
of the main products according to the North American Task Force by the United Nations 
Environment Programme Finance Initiative: 
 
Green mortgages, in general, provide customers with loans at a lower than market interest 
rate if they purchase energy efficient homes or invest in retrofits to make it more energy 
efficient (UNEP, 2007), (NATF UNEP, 2007). Other features can include financing the 
cost of moving between a tradition and energy efficient house, home energy ratings and 
offsetting emissions annually during the loan period (Rakic & Mitic, 2013). 
 
Green home equity loans provide capital to customers to purchase technology or retrofit 
their home in the aim of making it more sustainable (UNEP, 2007), (NATF UNEP, 2007). 
An example of this can be a specific loan to help fund the implementation of solar panels 
or wind turbines (Rakic & Mitic, 2013).  
 
Green car loans are loans that have the aim of getting consumers to buy low emission 
och electric vehicles (UNEP, 2007), (NATF UNEP, 2007). The incentive is often that the 
interest rate is below market rates (Rakic & Mitic, 2013).  
 
Green cards can be both debit or credit cards that are linked to environmental activities 
(UNEP, 2007), (NATF UNEP, 2007). This can often either be donations to environmental 
organisations based on the users purchase amount like the WWF (Rakic & Mitic, 2013) 
or climate compensation and GHG offsetting based on what the user has purchased. 
Another feature can be discounts and lower borrowing rates when buying green products 
(UNEP, 2007), (NATF UNEP, 2007). 
 
Green investments is an umbrella term for all investments made based on green criteria. 
For private investors, this can either be in specific funds or indexes and for institutional 
investors, it can also be in green bonds (UNEP, 2007), (NATF UNEP, 2007). 
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Green deposits/savings account are accounts where individuals and business can deposit 
money that is earmarked to be invested in energy efficient and pro-environment projects 
like solar energy schemes. The maturity of these accounts is usually between one and two 
years and they pay out a slightly higher interest rate than normal deposit accounts (Rakic 
& Mitic, 2013), (Barclays Bank, 2017). 

2.2.5 Green Products on the Swedish Market 
Within Brand Theory, it is widely accepted that having a strong brand name is very 
important. Studies have found that strong brand equity can cause a significant increase in 
profitability (Kim & Kim, 2004), indicating that the more knowledge a customer has 
about a brand, the more likely they are to purchase products from it. In fact, 71% of 
consumers say they are more likely to buy a product from the brand they have a greater 
knowledge of (Onbuy.com, 2017). Given this, one can assume that the same applies to a 
generic product, namely that consumers are more likely to demand and purchase products 
that they have prior knowledge of and exposure to. To understand what exposure 
consumers have to green banking products in Sweden, an industry and performance 
analysis has been completed. The key purpose of analysis and benchmarking is to gather 
various types of business information (Prasnikar et al., 2005) and provide an insight into 
the prevailing business performances on the market.  
 
When analysing the current market conditions to see what products consumers could be 
used to, the findings are mixed. Certain products mentioned above are widespread and 
gain large visibility through marketing whilst others don't exist on the Swedish market. 
Green mortgages are the most widely offered product and all of the banks that are 
considered critical to Sweden’s financial stability offers it. While they vary in their 
guidelines and criteria for who can receive a green mortgage, the incentive for customers 
is similar, in that they receive a reduction of their interest rate. These banks also offer 
consumers and companies the possibility of green investments through green funds and 
bonds. 
 
Several versions of green home equity loans have also been found. These vary from the  
capital being used for whatever purpose the recipient wants as long as it has a green 
purpose whilst in others the capital is earmarked for a specific product like the installation 
of a geothermal heating or the installation of solar panels. No example could be found of 
a Swedish bank offering green cards, green car loans or green deposit/savings accounts.  
This would indicate that consumers would have very little knowledge regarding these 
products should a player choose to introduce them to the market.  
 
While not being on the market yet, the Swedish government has commissioned an 
investigation to see how they can promote green savings or investments through 
favouring tax changes. Ideas being floated are amongst other things green 
deposits/savings accounts like those in the Netherlands or a new investment saving 



 18 

account that has a lower tax rate but that can only be used to store instruments to meet 
certain environmental requirements (Swedish Government, 2018). 
 
From 2008, when no banks in Sweden offered green products to customers (A.T. 
Kearney, 2008), the analysis shows that only about half of available green products have 
been introduced to the market. This indicates that Swedish banks have been slow in 
adopting green products either by their own choice or lacking in demand from consumers. 

2.2.6 Lack of Regulation Pushing for the Introduction of Green Banking 
Products 

Despite the growing influence of sustainability and Environmental, Social and 
Governance- criteria (ESG) in banks, there is a long way to go before standardised 
legislation is in place (Oyegunle & Weber, 2015). While the industry is facing pressure 
from outside stakeholders and Non-Government Organisations (NGOs) who demand 
banks implement green banking practises in their core operations (Day & Woodward, 
2009) it seems that pressure is not strong enough to have a significant impact on the 
financial sector, and that regulators hesitate to integrate sustainability into their financial 
regulations (Oyegunle & Weber, 2015). This can partly be a result of that banks consider 
themselves to be in a more environmentally friendly industry (Pinter & Deutsch, 2006). 
 
There are however some examples of regulations involving sustainability but not in 
industrialised countries. Emerging markets are taking the lead in regulating sustainable 
banking practices, focusing on the impact of the financial sector on sustainable 
development (Oyegunle & Weber, 2015). One example is regulation in China that states 
that banks should restrict loans to heavy polluting industries and instead offer different 
interest rates depending on companies or industries environmental performance (Zhao & 
Xu, 2012). 
 
Various banks have however signed up to voluntary policies and guidelines with the aim 
of incorporating environmental and social issues and to promote green banking in lending 
decisions (Ahmed, 2012). The two main are “A Statement by banks on the Environment 
and Sustainable Development” in cooperation with the United Nation Environment 
Programme which 138 banks are signatories of (UNEP-FI, 2011) and the Equator 
principles in cooperation with the International Finance Corporation which 73 banks are 
signatories of (EP, 2012). 
 
Various factions within the industry have pushed for regulators to ease regulations when 
it comes to green financing in the hope that it will provide a push for banks to become 
greener. An example being The European Banking Federation (2017), that has proposed 
that the current Capital Requirements Regulation (CRR2) and liquidity coverage ratio 
(LCR) should be amended to reduce the liquidity constraints for medium to long term 
green financing. This would, in turn, give banks more incentive to promote green 
financing as they would not be required to tie up as much capital. 
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3. What Affects Customer Loyalty? 
This chapter presents an overview of customer loyalty and which variables previous 
research has found in theory. This will be followed by the presentation of a customer 
loyalty framework developed for this study. Lastly, how customer loyalty impacts green 
practises and banks, and what actions can be taken to increase it will be examined.   
 

 

3.1 Overview of Customer Loyalty Theory  
Customer loyalty theory defines what drives loyalty in customers purchasing behavior 
and is an effective tool in gaining and retaining customers and can be seen as a 
combination of trust, brand image, customer satisfaction, switching costs (Deng et al., 
2010), product quality, product features and price (Mahmud & Gope, 2012). The theory 
and concept are however wide and complex and its definition has been debated in 
literature for decades (Moisescu, 2017). A widely accepted definition is Oliver (1999) 
stating that customer/brand loyalty is: 
 

“a deeply held commitment to rebuy or repatronize a preferred product/service 
consistently in the future, thereby causing repetitive same-brand or same 
brandset purchasing, despite situational influences and marketing efforts having 
the potential to cause switching behavior” (Oliver, 1999. pp.34). 

 
Previous literature into the theory has found that there are two main types of loyalty. 
Loyalty based on inertia (Beerli et al., 2004) or push back force (Liu et al., 2011) and true 
brand loyalty (Beerli et al., 2004) or pull-in force (Liu et al., 2011). The former suggests 
that a brand is bought out of habit because it takes less time and that purchases are forced 
by switching barriers while the latter is a form of repeat purchase behaviour reflecting a 
conscious decision to continue to buy the same brand accompanied by underlying a 
positive attitude, satisfaction and trust in a brand. While both are key aspects affecting 
loyalty (Beerli et al., 2004), research has found that satisfaction has a stronger effect than 
switching barriers (Liu et al., 2011). A competitor who is trying to change consumers 
buying patterns that are based on inertia will find little resistance to the switch if the right 
incentives are offered (Solomon et al., 2006).  
 
Switching costs are consumers actual or perceived perceptions of the time, money or 
effort required when changing providers. If a company can make it complicated to switch, 
through high barriers or unique products (Baumann et al., 2012), the perceived costs 
would increase limiting the likelihood of customers engaging in switching (Jones et al., 
2000). The impact of switching costs is affected by market structure. In a market with 
few alternatives, either monopoly or oligopoly, even a dissatisfied customer with low 
switching costs will not be able to switch as there is no alternative. Switching costs 
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become important when there are viable alternative providers of similar goods in a market 
(Lee et al., 2001). 
 
Within marketing, loyalty has become a particularly important topic for research and 
service providers. In the face of more and more competitive and overpopulated markets, 
companies have shifted their emphasis in marketing from acquiring new customers to 
customer retention. (Shoemaker & Lewis, 1999). In fact, in the airline industry, the cost 
of a frequent flyer program is often higher than general advertisement spending (Ibid.).  
These loyalty or frequent user programs base rewards on recurring purchases and are an 
explicit attempt to enhance retention. These programs encourage repeat and frequent 
purchasing, thereby increasing retention rates by providing incentives and rewards for 
customers (Lewis, 2014). There are two types of these programs; frequency programs, 
which offer free or discount purchases after a certain number of purchases, or loyalty 
programs, which aim to create an emotional attachment by involving customised 
recognition or tailored messages and rewards (Shoemaker & Lewis, 1999). 
 
The importance of customer loyalty and satisfaction is becoming of great importance in 
today's dynamic corporate environment (Mohsan et al., 2001). Studies have found that 
there is a positive relationship between customer satisfaction, loyalty and retention 
(Moutinho & Smith, 2000). Other studies have found that a loyal customer is more 
motivated to be engaged in a company and provide word of mouth recommendations 
(Abbas et al., 2018) and that loyal customers are more profitable through repeat business 
(Bowen & Chen, 2001). Research conducted by Reichheld & Sasser (1990) found that 
just a 5% increase in customer loyalty can produce an increase in profits of 50% in the 
insurance business, 30% in the auto-service industry and 125% for a credit card company. 
They also found that 60% of sales to new customers could be attributed to word of mouth 
recommendations, an indicator of customer loyalty. 
 
In a bigger picture, customer loyalty can be seen as a measurement of the post purchase 
evaluation (Foxall, 2005) section of consumer behaviour theory (Engel et al., 1968). 
While the theoretical subject of consumer behaviour primarily looks at factors that 
influence the different stages of decision-making leading up to a purchase, the final 
element regarding Post-Purchase Evaluation is something that is considered to have a 
substantial impact on future purchasing and customer loyalty (Ibid.), (Foxall, 2005). After 
the purchase of a product and with a positive post-purchase evaluation, a customer will 
be more encouraged in the future to purchase from the same brand/company again (Ying-
Feng et al., 2009), thereby influencing future purchasing patterns through increased levels 
of customer loyalty (Foxall, 2005). 
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Figure 1, Simplification of Consumer Decision model (Engel et al., 1968) 
 

The Consumer Decision model, also know as the Engel, Kollat & Blackwell model (EKB 
Model) (1968) follows the decision process made by a consumer when purchasing a 
product. The first section, Input, focuses on the external stimuli and exposure towards 
product. This then leads to the Information Processing, where the customer aims to 
understand more about the product. This in turn impacts the Decision Process, where 
consumers choose whether to purchase a product. Also impacting the decision to purchase 
is Decisional Variables and External Factors. Decisional Variables are the values that 
are shown by the customer while External Factors are the norms that are present in 
society that influence and stimulate an individual (Ibid.).   

3.2 Customer Loyalty - Developing a Framework 
A Walker information study by Thompson (2005) found that loyal customers were 
primarily driven by three main factors. They are Attitudes that can be both from customers 
or the organisation, Brand Image that is projected by the customers and Customer 
Experience exhibited when customer purchase and uses products from an organisation. 
These three factors have contributed to the creation of a conceptual framework model 
(figure 2) regarding what factors influence customer loyalty and also form the basis of 
evaluating RQ2. 
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Figure 2, Conceptual framework model based on a Walker Information study in 

Thompson (2005) 
 
The Walker information study in Thompson (2005) presents a very brief definition of the 
three factors which is as the following: Attitudes; about the brand, quality and customer 
focus. Brand Image; as an industry leader, trustworthy company and innovative supplier. 
Customer Experiences: with product quality, purchase process, technical support and 
consulting.  
 
Attitudes 
Attitudes can be regarded as either what attitudes are felt by customers towards a company 
or vice versa. By having as an organisation, an attitude that has a customer-oriented focus, 
this encourages employees to embrace an attitude of being in a business that aims to serve 
their customers. This culture that constantly cements customer loyalty through customer-
focused actions and initiatives (Goodwin & Ball, 1999). By organising around customers, 
companies can gain a deeper understanding of them, providing data and information on 
what they can do to increase sales. An example is to use customer data to send customised 
and tailored messages or offers to create a stronger emotional attachment with the 
customer.  
 
Attitudes that consumers feel towards the brand are based on what products or service a 
company provides, and how they align with an individual's values, needs or preferences. 
If one or all of these align, then a consumer will have a positive attitude towards a brand 
and be more likely to purchase products from it. Attitudes are one of the Decisional 
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Variables in the EKB Model that impact whether a customer will purchase a product in 
the Decision Process (Engel et al., 1968). 
 
Brand image  
Brand image is defined as a set of features and ideas that the customer connects with a 
particular product or brand (Cambridge Dictionary, 2019). Brand image can therefore be 
seen as what customers think of a brand and is a very efficient vehicle to improve both 
customer value and satisfaction, and in turn increase customer loyalty (Lai et al., 2008). 
 
Customers tend to repurchase or recommend a business to others with a favourable image 
in the belief that it provides an assurance of a low-risk purchase through well-known 
goods and services (Kandampully & Suhartanto, 2003), even if this is not completely true. 
A brand or company’s image impacts customer buying behaviour to the point that it is of 
the highest importance to maintaining a desirable image (Kandampully & Suhartanto, 
2003). Previous research has found that a company's image is an important factor in the 
choice of purchasing among customers, especially among prior customers (Heung & 
Wong, 1996), (Ostrowsky et al., 1993). Other studies have found that there exists a 
positive relationship between image and a customer’s intention to repurchase, exhibit 
loyalty and recommendation (Kandampully & Suhartanto, 2003) and that corporate 
image is a strong antecedent for establishing customer loyalty (Kim & Lee, 2010). Bontis 
et al. (2007) found that customer loyalty can be enhanced by increasing the reputation 
and image of a company.  
 
While brand image is not an explicit part of the EKB model (Engel et al., 1968), It’s 
different features can be associated to several different parts. Firstly, as stated above, a 
favourable brand image will increase the rate of recommendations (Kandampully & 
Suhartanto, 2003), which is an external stimuli in the Input section. Secondly, having a 
favorable brand image will impact the memory section in the Information Processing 
part. Lastly, a positive brand image can, when matched with the norms and influences of 
the External Factors have a positive effect on customer loyalty. Altogether, this previous 
research indicates that if a customer has a positive image of a brand, they are more likely 
to purchase products from it 
 
Customer Experience 
Customer experience is defined as the way a customer feels at all stages of doing business 
with an organisation (Cambridge Dictionary, 2019). A recent IBM report found that 
customer experience is a key factor for companies to utilise when building customer 
loyalty (Kleinberger et al., 2007). While “all stages” is a loose term, Johnson & Fornell 
(1990) introduced a framework where both prior expectations and perceived performance 
are the main components of customer experience and can be measured through customer 
satisfaction. Greater satisfaction has in the past been proven as an impacting factor of 
customer loyalty (Kandampully & Suhartanto, 2003). One explanation behind this is that 
consumers tend to be rational and risk-averse i.e. they might have a tendency to reduce 
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their risk and stay with a service provider that they already have a good experience with 
(Minh & Huu, 2016). 
 
Studies in multiple industries; Banking, pest control, dry-cleaning, fast food and 
healthcare; have shown that customer satisfaction of the products offered and service 
quality received have a significant effect on a customer’s purchase intention regardless of 
which industry is present (Cronin & Taylor, 1992), (McAlexander et al., 1994), (Lai et 
al., 2008). A reason behind this is the feedback loop that exists in the EKB model (Engel 
et al., 1968). Greater satisfaction levels in the post-purchase evaluation will impact the 
memory section of a customers future Information Processng, thus making a customer 
more willing to purchase from the same brand/company again (Ying-Feng et al., 2009). 
This prior research indicates that the more satisfied customers are in the products offered 
and the service received, the more likely they are to have stronger loyalty to a certain 
brand.  

3.3 How Green Business Practises Impacts Customer Loyalty  
Many previous studies have explored and researched the issues of customer loyalty and 
customer satisfaction as found above. However, as stated by Chang & Fong (2010), 
Asgharian et al. (2012) and Chen (2013) none of these studies have looked into how they 
are linked to green or environmental issues. In other words, green customer loyalty is an 
area that has only recently, since the dawn of the current decade, become a relevant 
research topic.  Asgharian et al. (2012) define green customer loyalty as the following (It 
can be noted that the definition is very similar to Oliver’s definition of customer loyalty 
presented above.): 

Green customer loyalty is the customer's desire to keep his or her relationship 
with an institute which has environmental or green concerns and re-buy or be the 
patron of its preferred product regularly in the future. (Asgharian et al., 2012, 
pp.500) 

 
Of the few studies that have researched the link between customer loyalty and green 
issues, all claim that this linkage is positive. Asgharian et al. (2012) found that green 
customer satisfaction had a potentially positive impact on customer loyalty while Chen 
(2013) found that this positive relationship also extended to green trust and green 
perceived value. Within the car industry, Hur et al., (2013) found that satisfied buyers of 
hybrid cars displayed stronger intention to repurchase and to recommend the car to their 
peers, while also being less price sensitive.  
 
Other studies have found that there exists a positive relationship between a company's 
green rating and their customer satisfaction (Luo & Bhattacharya, 2016) and that a 
customer expectations on green issues have a positive impact on the brand image 
(Poolthong & Mandhachitara, 2013). Another study found that having a green corporate 
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image had a positive effect on green customer satisfaction and green customer loyalty 
(Chang & Fong, 2010). 
 
In regards to changes in customer loyalty when adopting sustainable practises, research 
indicates that it has a positive effect. Adopting green banking practises sends a positive 
signal to stakeholders and customers regarding their commitment to the corporate 
environment (Igbudu et al., 2018). This can, in turn, increase brand loyalty as studies have 
found that people that have higher concerns about these issues will be more loyal to a 
brand after the company decided to go green, thereby generating a competitive advantage 
(Kuchinka et al., 2018). 

3.4 Customer Loyalty In the Banking Sector 
Deregulation in the traditional product and the service-oriented retail bank has created an 
environment that allows consumers a considerable choice in satisfying their financial 
needs (Levesque & McDougall, 1996). This has resulted in retail banks becoming 
increasingly customer oriented, directing their strategies towards increasing customer 
satisfaction and loyalty (Ibid.), thereby further strengthening the need for customer 
loyalty and its theoretical base (Beerli et al., 2004). Retaining current customers is 
becoming imperative for saturated service-related industries (Liu et al., 2011).  
 
Currently, the retail banking industry tends to be characterised by a high level of spurious 
loyalty, a loyalty that is there so long as the bank keeps on dishing out bribes or incentives, 
given the minimal differentiation that seems to exist between banks and their products 
(Javalgi & Moberg, 1997). This is one of the reasons why financial institutions are 
looking for ways of building customer loyalty (Mohsan et al., 2011). A bank's capacity 
to increase revenues is contingent on the extent that they can attract new customers and/or 
sell complementary products to existing customers (Brush et al., 2012).  
 
Studies have found that loyal and satisfied customers are more likely to recommend their 
bank to friends if they have a favourable attitude towards it (Sivadas & Baker-Prewitt, 
2000) and are more resistant to other banks offers. They are also more likely to be 
interested in other products from the banks apart from their originating product 
(Chocholakova et al., 2015). Customer’s with higher levels of satisfaction are more likely 
to concentrate all their business to one bank (Reichheld, 1993) by having a greater share 
of their deposits, savings and investable assets with their primary bank (J.D. Power, 
2013). This should in turn increase profit for the bank through reduced marketing costs, 
increased sales and reduced operational costs (Mohsan et al., 2011). Gallup (2000) found 
that engaged and loyal customers generate 37% more in revenue than a disengaged 
customer while Reichheld & Sasser (1990) found that just a 5% increase in customer 
loyalty can produce an increase in profits of banks by 85%. 
 
Banks have long recognised the value of stickiness and have found that the more products 
each customer has, the less likely they are to switch to another bank. Customers with only 
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one product at a bank will stay for an average of 18 months; with two product this, in 
turn, increases to four years, and with three or more products the corresponding figure 
increases to 6.8 years (Fiserv, 2010). 

Previous studies have examined several antecedents to increase loyalty shown by banking 
customers. Alam & Kokhar (2006), found that this could be done by introducing new 
innovative products and services. Both Levesque & McDougall (1996) and Shanka 
(2012) highlighted that it is necessary to improving customer satisfaction levels, which in 
turn will increase the level of loyalty. This was confirmed by Ehigie (2006), who found 
that customer satisfaction was the leading factor in determining loyalty. This can be done 
by improving service quality, which has been found to be critical factors that influence 
the competitiveness of a bank. By providing high levels of service quality, a bank can 
differentiate itself from competitors (Minh & Huu, 2016).  

Banks can try to further create high switch barriers making it harder for customers to 
leave for a competitor, hence increasing customer loyalty (Afsar et al., 2010), through 
inertia (Beerli et al., 2004). Consumers are already used to banks providing unique 
products, like loans or mortgages that have a high perceived switching cost (Baumann et 
al., 2012) making it easier for them to accept new unique products that have high 
switching costs. Banks can also try to introduce more thorough loyalty programs, offering 
valuable benefits i.e. rewards based on credit card spending (Dowling & Uncles, 1997) 
making it more financially sensible to remain as a customer.  

In order for banks to ensure customer loyalty and be able to restrict switching behaviour, 
banks must be able to anticipate the needs of their customers (Kandampully & Duffy, 
1999), satisfy current economic demands and try to build an emotional attachment 
(Baumann et al., 2012).  The combination of these factors would appear to create an 
unbreakable “shield” for the customer relationship that would defend the bank against the 
customer acquisition efforts of competitors. (Baumann et al., 2012).  
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4. A Mixed Method Approach 
In this chapter, the applied methodology will be presented. This includes a description of 
the abductive research process used throughout the research, the convergent parallel 
mixed method approach applied in the research design, how quantitative and qualitative 
data were collected and subsequently analysed. The chapter will end with a presentation 
of the quality and validity, both in terms of internal and external, of the report as well as 
the ethical considerations.   
 

 

4.1 Research Design 
In order to best answer the chosen research questions, and to understand the reasoning 
behind the answers, a mixed method research has been designed and executed. A mixed 
methods research design is a procedure for collecting, analysing, and mixing both the 
quantitative and qualitative methods (Creswell & Clark, 2010), with the reasoning behind 
this is that there is a basic assumption that the usage of both quantitative and qualitative 
methods provides a better understanding of the research problems than either method in 
its own right (Creswell, 2002).  
 
The survey has been conducted based on the convergent parallel mixed method approach, 
where the purpose is to simultaneously collect both the quantitative and qualitative data, 
merge the data, and use the results to understand the chosen research problem with the 
rationale and the strength being that one data collection form supplies strengths that offset 
the weaknesses of the other form, thereby providing a more complete understanding of 
the given results (Ibid.). The weakness, on the other hand, is that there exists a difficulty 
in how to merge and then asses data that diverges (Ibid.). As the data collection will be in 
the form of a questionnaire, this means that the recipient will answer questions of both a 
quantitative and qualitative nature.  
 

 
Figure 3, Convergent parallel mixed method approach (Creswell, 2002). 
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The aim with the quantitative data was to provide numeric data on a large number of 
people allowing for analysing trends, comparing responses and finding a relationship 
between different variables. The aim of the qualitative data was to provide deeper insights 
into the phenomenons uncovered by providing an understanding and interpreting the 
larger meanings for why a participant answered in a certain way by allowing them to 
explain their views and opinions. Given that the two methods have different goals there 
is little doubt that they will offer different perspectives and provide a richer and more 
complex picture of the problems faced (Creswell, 2002). 
 
One of the major challenges and the drawbacks with applying a qualitative approach in a 
questionnaire is that a large variety of responses will be gathered, some long and some 
short and with varying quality, and will have to be analysed fairly and consequently.  
Given that both quantitative and qualitative questions have featured on the same 
questionnaire, a convergent parallel mixed method approach has been conducted. 
 
This study additionally follows the abductive methodology approach with real-life 
empirical observations as the starting point for the chosen research topic (Kovacs & 
Spens, 2006). This is followed by borrowing and applying theories from other disciplines 
(Stock, 1997) to explain the observed phenomenon that is used as the starting point 
(Dubois & Gadde, 2002). The aim of the abductive methodology approach is to develop 
existing theories (Kovacs & Spens, 2005) and apply them to a new context.  
 

 
  

Figure 4, The abductive research process (Kovacs & Spens, 2005) 

4.2 Data Collection 
The research has chosen a target group of 25-60-year-olds in Sweden with the view that 
this group best represents a typical bank’s customer base. As the research aims to analyse 
consumer demands and behaviour from this specific target group, an internet survey was 
deemed most appropriate. However, to eliminate any geographical or age bias and to get 
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a fair representation of Swedish consumers, the survey could not be administered by the 
researchers as the sampling would be restricted by the researcher’s narrow internet user 
community. Instead, a third party player was instructed to complete a pre-recruited panel 
survey where the samples of participants were chosen through quota sampling but could 
be generalised for the population. 
 
The advantage of a pre-recruited panel is that it can provide the speed of an internet 
survey, eliminate the lengthy recruitment process that is normally required, minimise the 
costs associated with the survey and attract a generalised population outside the internet 
user’s community that would otherwise not be possible to reach (Fricker, 2012). In the 
survey in question, the third party player used simple random sampling to choose 504  
individuals from their pre-recruited population, based on the quota instructions of a fair 
representation of the Swedish population but within the target group of 25-60-year-olds.  
 
The downside with pre-recruited panels is that there exists a possibility where panel 
participants may respond differently to surveys than first time participants, also called 
panel conditioning or time-in-sample bias (Fricker, 2012). There is also the risk of non-
responsiveness with fewer participants answering than expected (Ibid.). This has however 
been circumvented with the third party player guaranteeing a certain amount of responses. 
There also exists the risk of measurement error, whereby participants either do not answer 
sensitive questions thoughtfully or misunderstand a question (Ibid.). To minimise the risk 
of this error, the survey is anonymous, does not cover any sensitive bank details and has 
been thoroughly tested multiple times with different individuals to limit the risk of 
misunderstanding.  
 
In total, the survey engaged 504 individuals, with all 504 responding to the quantitative 
questions and 247 responding to the qualitative questions.  
 

 Number of individuals 

Engaged 504 

Participated 504 

Quantitative analysis 504 

Qualitative analysis 247 

Table 1, Number of responses from the questionnaire 

4.3 Data Analysis 
The survey constructed has been divided into three sections, each with a specific aim and 
subject matter. In addition to this, a separate section of demographics will be presented, 
however, this is not a part of the survey and is instead something provided by the third 
party distributor. The focus areas of the survey are based on the findings from previous 
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research and the literature review as well as the stated research questions. A summary of 
the four sections are presented below (table 2) followed by a more in-depth analysis below 
that.  
 

Survey sections Purpose 

Demographics To identify the respondent's background 
information (age, geographic, gender etc). 
This can then be used to analyse the 
distribution and validity of the survey  

Individual Preferences To identify individual preferences 
concerning important factors regarding 
current loyalty levels and personal 
preferences regarding sustainability. This 
can then be cross-referenced and 
compared with later parts of the survey 

Green Banking Products To identify trends regarding the 
knowledge, usage and preferability of 
green banking products  

Customer Loyalty To investigate and identify trends 
regarding what impact that green banking 
products can have on customer loyalty and 
what the effects can be  

Table 2, Sections of the questionnaire 
 
Demographics 
This section has the aim of gathering information about the recipient that can be used in 
the analysis. The information gathered is; age, geographic location, gender and the highest 
level of education. This information can then be used to analyse the distribution and the 
external validity of the survey. 
 
Individual Preferences 
This section’s focus is to identify individual preferences about the recipient. The first 
question focuses on the recipient’s loyalty level towards their current bank by identifying 
the satisfaction, confidence and current level of a lock-in effect. The second question is 
about the recipient's preferences towards sustainability and green banking products which 
allows the recipient to be self-critical through an assessment of their own preferences and 
covers how sustainable they think they are, whether companies should take responsibility 
regarding sustainability and what knowledge currently exists on green banking products. 
The data collected in this part can then be used as a base reference point, allowing for 
cross-referencing and comparison with answers given in later parts of the survey.  
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Green Banking products 
The section focuses on identifying trends regarding the knowledge, usage and 
preferability of green banking products. In the first part, recipients are asked to identify 
which green banking products that they had prior knowledge of and following that, which 
products they would be interested in. The products are specific for retail banking 
customers and to avoid any form of bias or error, the products in question include a 
definition which comes from the North American Task Force by the United Nations 
Environment Programme Finance Initiative (UNEP, 2007), (NATF UNEP, 2007).  
 
In the following question, recipients are faced with a set of statements regarding their 
willingness to buy a green banking product in different scenarios and are asked to take a 
stand on these. This question is both aimed at identifying willingness to use, but also 
willingness to engage in the lock-in effect by purchasing several green products at the 
same bank. The last part aims to identify the price sensitivity of the recipients by asking 
them to judge how much they are willing to pay for a green card compared to their current 
card. That the question uses a green card as an example should not be viewed as the most 
important product, rather it is a product that is easily comparable with current bank cards 
in regards to price and functionality. The data in this section can then be analysed to see 
what services and products consumers want from a bank offering green products.  
 
Customer Loyalty 
This section aims to investigate and identify trends regarding what impact that green 
banking products can have on customer loyalty and what the effects can be. In the first 
question, recipients are faced with a set of statements regarding what would make them 
decide to change their bank to a competitor and are asked to take a stand on these 
scenarios. These claims have been chosen based on their relevance to the research 
questions, and while there are many more reasons to change bank, these are not relevant 
and therefore the recipient is not asked to take a stand on them. In the second question, 
recipients are faced with a set of statements regarding what effect green banking products 
can have on their loyalty towards a bank, and are asked to take a stand on these scenarios. 
These claims vary from increased lock-in effect, increased satisfaction, increased trust 
and whether stickiness would increase. The data collected in this section can then be 
compared with responses from the individual preferences section to see if green banking 
product can have a positive effect on customer loyalty.  

4.3.1 Quantitative Data Analysis 
Each section in the survey will feature several different quantitative questions. The first 
section features two quantitative questions, the second features four and the final section 
features two. The questions were closed-ended and featured a mixture of Nominal scale 
(category scale), Ordinal scale (ranking scales) and Interval scale (rating scale) type 
responses (Creswell, 2012). The aim of the quantitative questions was to identify trends 
and quantify the popularity of certain responses within the target group.  
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The data has been gathered and received from the third party player in excel form which 
has subsequently been used in the data interpretation and analysis.  

4.3.2 Qualitative Data Analysis 

Within the green banking section, there are two qualitative questions where the participant 
is asked why they have answered as they have on the previous question. The aim of the 
question is to get a deeper understanding of the participant's reasons for how they 
responded on why they prefer certain green products over others while allowing the 
identification of comments beyond what is expected (Creswell, 2012). Within the 
customer loyalty section, the last question on the survey allows participants to comment 
on why they think that green products have had a low priority amongst retail banks in 
Sweden. This question is not associated with any closed-ended question, allowing 
participants to fully analyse the question and their answers without any external influence, 
removing possible bias. The aim of the question is to get a deeper understanding of why 
consumers think that banks have been slow at introducing green banking products.   
 
To analyse the qualitative responses, a coding process was utilised (figure 5), (Creswell, 
2012). The first step was to read through the different responses for each different 
question to get an overview of the responses. The next step was to select which data to 
use by eliminating and disregarding responses that are either irrelevant, incomplete or 
otherwise did not contribute to the research questions, as they could compromise the 
validity of the analysis (Creswell, 2012). The next step was assigning a code word to each 
response that accurately describes the content and meaning of it. The specific code was 
assigned based on the perspectives mentioned or from an actual word used which is called 
“in vivo codes” (Ibid.). The next step included creating a long list of all the codes and 
reducing the number of codewords by grouping similar codes together to a more coherent 
and focused selection of codes. The last step then resulted in the aggregation of similar 
codes to create several different major themes for every qualitative question. The themes 
were based on the most frequent codes and were used as a basis in the analysis, 
simplifying a large number of answers into valuable and clear insights.  
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Figure 5, Coding process in Qualitative Research based on Creswell (2012) 

4.4 Quality and Validity of Data Collected 
In this section of the methodology, the internal and external validity of the research will 
be presented 
 

 

4.4.1 Internal Validity 
When discussing the relevance and applicability of the research conducted in this study, 
it is deemed natural to refer back to Campbell & Stanley’s (1963) research on internal 
and external validity. While Campbell & Stanley mainly focuses on experimental 
research, later researchers have argued that it is applicable in a wider range of research 
methods, noticeably in quantitative studies such as descriptive, causal etc. (Onwuegbuzie, 
2000), (McMillan, 2000). However, Onwuegbuzie (2000) takes it further in his research 
and provides a rationale for all types of quantitative studies when it comes to the relevance 
of internal and external validity. It is with consideration to that conclusion that this study 
chooses to evaluate the validity of the research conducted.  
 
Looking at the internal validity foremost, it focuses on how the research was designed 
and the general quality of it. It concerns whether the conducted research provides a setting 
where findings are interpretable and without the internal validity the experiment/research 
is uninterpretable (Campbell & Stanley, 1963). The survey conducted to collect 
quantitative and qualitative data aims to answer the research questions and to align with 
the purpose initially stated. To ensure that the queries that the survey consisted of 
delivered insight into the research questions, a thorough literature study was conducted 
earlier in this report to understand the research area. Together with the insights gained, a 
theoretical foundation was identified which enabled the mapping of areas connected to 



 34 

the two sub-research questions. With consideration to the mapping shown in figure 6, all 
elements in the survey were evaluated and included respectively excluded depending on 
the overall fit with the match. The areas which initially were lacking questions were 
addressed through the development of new questions. The result of this process was a 
survey that gained validity through an iterative process and extensive research. 
Furthermore, the survey was piloted in several iterations, both with groups of people 
working in the bank sector as well as random samples of individuals that fit the target 
group. Feedback was collected from each round and implemented into the survey. While 
developing a perfect and completely exhaustive survey is most certainly an impossible 
task given the time and scope of this research, the process applied to develop the questions 
and composition of this survey is considered to have increased it’s quality noticeably. 

 
Figure 6. Mapping of research question areas 

 
Referring back to the research of Campbell & Stanley, it is also important to discuss if 
the investigation conducted actually posed questions and provided a setting which could 
generate insights into the research area (Campbell & Stanley, 1963). The survey initially 
consists of a section that explains the survey to the participant. What the purpose of the 
research is and what their data will be used for. Additionally, it is also explained what 
“green” and “green banking” is defined as in this particular context, thus elevating the 
participant’s knowledge of the subject and therein also reducing the effects of previously 
attained knowledge and bias affecting answers. Furthermore, the questions in the survey 
are somewhat unique. Similar structure and formulations were found during the literature 
review, but the specific questions regarding green banking products and customer loyalty 
connected to green practices are unique to this study. While this can be argued to be a 
drawback to the research, the extensive process of developing the questions 
aforementioned as well as the similarity in structure with earlier studies is considered to 
offset that drawback. The uniqueness of the questions asked is instead viewed as a 
strength, providing insight into an area which has been sparsely investigated. 
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Continuing on the earlier mentioned aspect of bias in the research, the work and effort 
put into the construction of the survey should offset the major impact of bias, but it does 
not by itself guarantee a result free from bias (Malone et al., 2014). The subject of 
participant bias has been addressed thoroughly in earlier sections, but measurements were 
also taken in the study to reduce the researcher’s bias. Through using a third-party to 
conduct the investigation, the sample group was extended outside of the individual’s 
personal sphere and allowed for a greater variation in samples. The collection of data was 
naturally handled by an actor that did not have a direct connection with the research, thus 
allowing for objective data collection. Through the usage of an external actor, the study 
reached and received more answers from participants than would have been possible 
through self-distribution. This naturally generated more data to analyse and easier 
identification of trends. 
 
Conclusively, the internal validity of this study is considered to be of good quality. 

4.4.2 External Validity 
External validity refers to the question of generalisability. To what population, setting or 
variables, can the research that has been conducted, be generalised to (Campbell & 
Stanley, 1963):   
 

“while the question of external validity, like the question of inductive inference, 
is never completely answerable, the selection of designs strong in both types of 
validity is obviously our ideal” (Campbell & Stanley, 1963, pp.5 ) 

 
In order for the survey and the number of respondents to statistically represent the study’s 
target group of 25-60-year-olds in Sweden, it has to be statistically valid. This can be 
found by calculating the minimal amount of respondents needed using the formula below 
and comparing this to the actual amount of respondents. The population (N) of the target 
group in Sweden is 4 767 093 (Statistiska Centralbyrån, 2018 (1)). Assuming that a 5% 
precision level (e) is needed to accurately represent the target group, the sample size (n) 
of the survey needs to be 400 individuals (Israel, 1992). 
 

 
 

In total, the survey engaged 504 individuals. When comparing this sample size to the 
required amount for the survey to be statistically valid as calculated above, one can see 
that the survey is statistically valid within the target group 25-60 years old. A more 
detailed description of the distribution can be found in table 3, where respondents were 
grouped in a dozen years of birth, categorised by the current population and the number 
of respondents.  
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Year of Birth Sample size (1) Respondents 

1983-1994 1 687 941 152 

1971-1982 1 550 013 188 

1959-1970 1 529 139 164 

1959-1994 4 767 093 504 

Table 3 Sample size and distribution of respondents 
 
 

 
Figure 7, Demographics: Distribution of Age 

 
The timing of the questionnaire could impact overall confidence and satisfaction levels. 
During the previous year, several major Scandinavian banks have been involved in money 
laundering scandals, which have received large amounts of negative media attention in 
Sweden. While this is an external issue that the questionnaire cannot take into perspective, 
there is a risk that this can impact participants opinions and confidence levels in banks.  

4.5 Ethical Aspects 
Research Ethics has been considered important in the process of writing this study and 
has thus been applied continuously throughout the methodology. By research ethics it has 
in this study been defined as:  
 

“The ethics of research concern appropriateness of the researcher’s behaviour in 
relation to the subjects of the research or those who are affected by it.” (Gray, 
2013, pp.68) 

 
Naturally, the methods applied as well as the interaction with different stakeholders and 
individuals of interest has been handled with an ethical approach. In practice, this implies 
that the conducted survey was designed with concrete disclaimers regarding the voluntary 
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nature of the answers as well as ensuring the secrecy and confidentiality of collected 
information. Additionally, every participant was informed of why the survey was 
conducted, how the information would be used and what research questions the study 
aims to answer. Every answer was considered anonymous and designated a reference tag 
rather than associating specific answer with the participant’s name. Continuing on the 
aspect of avoiding bias the survey was distributed to a large sample of participants, 
providing insights from a broad range of ages and different demographics. The only 
limiting factor on who received the survey was that they needed to be above the age of 
25 and below the age of 60, a limit introduced due to the nature of the research and that 
the desirable insights were specifically from bank consumers. No other limit was however 
applied to the survey, instead, the assumption was made that every person within this age 
span is in the possession of a bank account. If a participant deviated from this assumption 
it was simply considered negligible. 
 
Further building upon the ethical aspects and more specifically the constitutional rights 
of the participants, the survey and data collected will take the General Data Protection 
Regulation (GDPR) into consideration. The personal information collected from 
participants did not encompass anything that could be linked to the specific person and 
every participant was informed that they can have their data removed at any given time. 
The data collected was stored and protected in a password protected database, only 
accessible by the two authors of this study.  
 
As a final note, the environmental aspect of the methodology has been kept to the 
minimum. All sources have been digital and the literature study and surveys have been 
conducted online, minimising the use of paper close to zero, thus resulting in a low 
emission impact.  
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5. Empirical Results 
In this chapter, the quantitative and qualitative results will be presented. These have been 
gathered through the Convergent parallel mixed method questionnaire, based on the 
mapping of research areas (figure 6), conducted by a third party player and then analysed 
by the authors. The quantitative results will be presented foremost followed by the 
qualitative results. In total, the quantitative part of the questionnaire attracted 504 
responses while the qualitative part attracted up to 247 responses.  
 

 

5.1 Quantitative Results - Positive Attitude and Unclear Preference 
In this section, the quantitative results of the questionnaire will be presented. The results 
will be presented in the same order that they appeared in the questionnaire, starting with 
Demographics and followed by Individual Preferences, Green Banking Products and  
Bank Customer Loyalty  
 

 

5.1.1 Demographics 

The aim with the distribution of the questionnaire was to get a fair representation of the 
Swedish population within the target group of 25-60 years old that was statistically valid. 
In table 3, the distribution of age was presented, showing a good spread amongst the 
different ages. In figure 8, the distribution of gender is presented, showing that 51% of 
participants identify as men and 49% identify as women. No participant identified as 
other. A minority of participants, 21%, live in Sweden’s three largest cities, Stockholm, 
Göteborg and Malmö, while the remaining 79% live elsewhere in the country, as seen in 
figure 9. Furthermore, 37% have a degree from University or College, 32% have studied 
at a University or College but not completed a degree and 31% only have up to a high 
school degree (figure 10).  
 

 
 
Figure 8, Demographics: Distribution           Figure 9, Demographics: Distribution 
of gender in questionnaire          of geographic location 
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Figure 10, Demographics: Distribution 

of educational level 

5.1.2 Individual Preferences 
Participants were asked whether or not they agree with certain statements that aim to 
understand their current loyalty levels towards their bank, presented in figure 11. There 
was no restriction on the number of statements that the participants could agree with. As 
the results show, a majority are currently satisfied with their current bank, however, 
confidence levels in their bank are much lower. Only a third of the participants think that 
it is important to have all of their services and products at the same bank, a preference for 
only being a customer at one bank could therefore not be supported by the respondents. 
Noteworthy was also that the younger segment (25-36-year-olds) showed 22% higher 
satisfaction compared to confidence. 

 
Figure 11, Question 1: Do you agree with any of the following statements? 

 
The current perceived environmental interests of the participants are shown in figure 12, 
where participants were asked to judge whether or not they agree with certain statements 
and more than one statement could be agreed on. As is shown, two-thirds think that 
companies should take responsibility for environmental work, yet only one third think 
that banks should introduce more green banking products. This indicates a desire for 
companies to work on internal issues, not external. Nearly half of all participants consider 
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themselves to be environmentally conscious and only 3% of the asked consumers had a 
good knowledge of green banking products, below what was expected. In general, the 
younger generation (25-36-year-olds) were more interested in environmental issues than 
the older generations and women were on average 15% more inclined to agree with 
statements 1,2,3 and 6 than the male respondents. 

 

 
Figure 12, Question 2: Do you agree with any of the following statements? 

5.1.3 Green Banking Products 

When the participants responded to which of the products shown in figure 13 they had 
prior knowledge of, a third of the respondents had heard of a product listed in the question, 
in comparison to the former question in figure 12 where only 3% considered themselves 
knowledgeable regarding green banking products. This suggests that the participants 
might have underestimated their own knowledge regarding the subject or that they had 
only briefly seen a product, thereby not considering that constituted as good knowledge. 
Furthermore, the younger segment of the respondents tended to have a higher knowledge 
regarding products, generally having knowledge of several products and further 
cementing the younger generation as the most interested in environmental issues. It was 
also found that if an individual had prior knowledge of one specific green banking 
product, they often had knowledge of more than one, namely 1,7 products on average. 
Two-thirds of participants however did not have any prior knowledge of the products 
presented.  
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Figure 13, Question 3: Have you heard of the following green products? 

 
Following whether the respondents had heard about a product or not, they were then asked 
to rank their interest in the different green products presented, as seen in figure 14. The 
original questionnaire asked them to rank from 1 (highest interest) to 6 (lowest interest). 
For better visualisation, the answers have been inverted to make sense in a diagram and 
to the reader in figure 14. Green Investments followingly is the product that was ranked 
the highest, i.e. of the highest interest, and Green Unsecured Loans of the lowest interest. 
While a small preference can be seen, a single product does not stand out majorly and a 
consensus amongst the respondents could not be established. There is a small correlation 
between the prior knowledge regarding the product and the interest shown, but not enough 
that it was considered of further interest to the study. The standard deviation for the 
different interest levels varied between 1,57 and 1,77. This standard deviation can be 
considered high, indicating a large spread in the different responses gathered. 

 
Figure 14, Question 4: Which of the following green products would you be interested 

in? 
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How green banking products impacts participants willingness to buy from and 
recommend the bank has been answered by participants in the following question. 
Participants were asked to judge how different statements agreed with them, from do not 
agree at all to agree completely. In the figures below (figure 15, 16, 17, 18, 19), agree 
have been summarised from those in the questionnaire who agree partially and agree 
completely i.e. have a positive response, while do not agree has been summarised from 
those who do not agree at all and disagree partially i.e. have a negative response.  
 
As can be seen, if the participants are already considering applying for a new banking 
product, more would be willing to apply for a green banking product. The same can not 
be seen in regards to a spontaneous application. It is also noteworthy that 48% of 
participants prefer to have several green products at the same time compared to 30% for 
a generic bank product as seen in figure 17. The only response with a clear majority was 
that if there was a specific loan to make a green investment in their house, they would 
take it as shown in figure 18. Within the different sexes, there is a big difference in the 
responses. The spread between men and women choosing not to agree with a statement 
was on average 18,6 percentage points. For women, this spread was split between agree 
(10,2 percentage points) and uncertain/do not know (8,4 percentage points). 

 

 
 
 
 
 

Figure 15, Question 6a: If I am 
considering applying for a new 
banking product, I am more willing to 
apply if the product is green 

Figure 16, Question 6b: I would be 
more willing to spontaneously apply 
for a bank product if the product is 
green 
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The last quantitative result in this section, concerned how price sensitive participants 
were. The question was asked to see whether participants would be willing to pay for a 
green product if it was identical in other forms with a current product. More than one 
response was allowed, however, given the low amount of responses, it can be assumed 
that some misunderstood this and instead answered what their highest preference was. If 
you would want to pay the same fee, then it should be assumed that you would want to 
pay a lower fee. As can be seen in figure 20, only 6% of participants were willing to pay 
a higher monthly fee for a green banking product, which indicates a high level of price 
sensitivity. This is further emphasised in figure 21, where 66% of participants are willing 
to change banks if they are offered a lower price of the same products. 17% of those asked 
showed an unwillingness to purchase a green banking product regardless of any price 
changes. 8% of the younger segment would be willing to pay a higher monthly fee in 
comparison to the oldest generation where only 2% would be willing to pay more. 

Figure 17, Question 6c: I 
would prefer having several 
green banking products at the 
same bank 

Figure 18, Question 6d: I would be more 
willing to make a green investment in the 
house if there was a specific loan with 
lower interest rates 

Figure 19, Question 6e: It is more 
likely that I would recommend my 
bank if it had a green product range 
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Figure 20, Question 7: Does the following statement describe you? I would be willing to 

switch to a green card that is identical to my current card? 

5.1.4 Bank Customer Loyalty 

This question and subsequent results, looked into the participant’s proneness to switch 
banks and what the main trigger of that switch would be. Once again, in this question 
participants were allowed to agree with more than one of the statements. As figure 21 
shows, price reduction in existing products was the most apparent reason, with two-thirds 
of the respondents highlighting it. Following closely was confidence in the bank, 
supporting the aspect of customer loyalty and its importance in the choice of bank. While 
the numbers are lower for the other two options, it is noteworthy that a quarter of the 
respondents stated that the offering of green banking products was a factor in their choice 
of banks. Signalling that even though price sensitivity seems to be the main factor, the 
environmental aspect holds a role as well moving forward.  
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Figure 21, Question 9: Does the following statement describe you? I would be more 

willing to change bank if... 
 

How different green banking initiatives/products impact participants satisfaction and 
confidence in their banks has been answered by participants in the following questions. 
Participants were asked to judge how different separate statements agreed with them, 
from do not agree at all, to agree completely. In the figures below (figure 22, 23), Agree 
have been summarised from those in the questionnaire who agree partially and agree 
completely i.e. have a positive response, while do not agree has been summarised from 
those who do not agree at all and disagree partially i.e. have a negative response. Given 
that the questions have attracted similar responses, not all questions will be visualied in 
figures.   
 
All of the responses to question 10a-f have a positive majority to the statements, signalling 
that a broad green product range is desirable from the perspective of the survey 
participants. 45% of participants would me more willing to switch to a bank with a broad 
green product range and at the same time, 42% would me more willing to apply for several 
other non green products. Just under 50% agree that a broad green product range would 
increase confidence and satisfaction levels, while the same amount agree that the absence 
of the products when other banks are providing them, would reduce satisfaction. Finally, 
the respondents were less inclined to switch from a green product to a non-green 
equivalent.  
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5.2 Qualitative Results - Low Confidence Levels, Increased 
Through Green Practices 
In this section, the qualitative results of the questionnaire will be presented. The results 
will be presented in two sections, In the first part, covering questions related to Green 
Banking Products, five different themes were identified. In the second part, related to the 
question focusing on Bank Customer Loyalty, six different themes were identified. 
 

 

5.2.1 Green Banking Products 
Two questions collected the answers that, after repeated iteration, resulted in the 
following five themes and headlines for green banking products. The themes identified 
were: Negative Attitude, Internal Prioritisation, External Prioritisation, Confidence in 
Banks and Price Sensitivity. The first question asked respondents to describe why they 
ranked their interest in the suggested green banking products as they did in figure 14, 
granting insight into their choices. This was question 5 in the questionnaire. The other 
question instead focused on the respondent’s willingness to pay for a specific green 
banking product, exemplified by a green bankcard but ultimately left up to the individual 
to choose which as stated in figure 20. This was question 8 on the questionnaire. The 
qualitative answers aim to complement the quantitative results here as well, granting 
insight into why a respondent was willing or unwilling to pay for a green product.  
 
Negative Attitude 
One of the primary themes identified in the qualitative responses gathered were a 
relatively negative attitude towards green banking products in general. The reasons were 
numerous, some respondents did not have an interest at all on a personal level, suggesting 
nothing more than disinterest. Others did not believe in the concept of green products and 
therefore had no interest in ranking them specifically or paying more for them. Another 

Figure 22, Question 10b: I would have 
a higher confidence in a bank that 
offers a broad green product range 

Figure 23, Question 10f: I would be 
less willing to switch from a green 
banking product to a non-green 
banking product 
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group believed that Sweden already has a very low carbon footprint and that it was not 
important to further decrease that footprint through these types of products. Additionally, 
a group of respondents voiced opinions regarding exaggeration of environmental impact 
or that “greenwashing” has become an irritating political question and that they did not 
support those products. Finally, personal choice and low knowledge regarding the 
products were prominent answers. Respondents stated that they wanted to personally 
decide where to expend their money rather than allowing the bank to make that choice 
for them. Furthermore, due to a lack of understanding regarding the products, the 
participants were reluctant to either rank them or pay increased monthly fees for them. 
 
Internal Prioritisation 
The theme of Internal Prioritisation can be seen as individuals’ different priorities when 
making their choices. Several participants stated that they made their choice based on 
what is most relevant for them now and what current products they have, while others 
were more forward-looking, stating that future intentions were the reasoning behind their 
choices. Others motivated how often and to what extent they used a product was 
important, highlighting that they would prefer lower overall costs. Noteworthy was the 
positive suggestion that specific green banking products could be used to help alleviate 
the high-cost barrier when making investments either in their home or car.  
 
External Prioritisation 
The theme of External Prioritisation highlights the external factors participants thought 
of when making their choices. Several mentioned that their motivation was based on 
which product could have the greatest impact on the environment, either transport and 
housing that have the largest singular impact, or bank/credit cards that are used to make 
several smaller transactions daily. That several products could be used as an incentive to 
motivate people to make environmentally conscious decisions or alternative green 
practises was also used as motivation. Another participant highlighted that green 
investments were the most important as they could put external pressure on other 
companies to become more environmentally friendly. Lastly, a participant mentioned that 
their motivation was based on the negative impact of green car financing, namely that 
there are more benefits with using a car until it breaks down rather than purchasing a new 
car with lower emissions.  
 
Confidence in Bank 
Another major theme identified was how low confidence in banks impacted participants 
interest in green banking products. Several participants highlighted that they did not want 
banks to take responsibility for environmental issues, stating that they think that banks 
should stick to their core practises. Others stated that they have had a previous negative 
experience of banks and therefore they wanted to choose on their own what causes to 
support. There was also a fear that banks would increase prices on other products to offset 
the costs associated with green products. Another issue identified was a lack of 
transparency with green products which could open up the possibility of misuse. Several 
answers noted that they were worried that banks would only use these products to increase 
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their own profits by not allocating the correct amount to the environment or that the lack 
of regulation would make it hard to control where the money should go.  
 
Price Sensitivity 
The final theme identified surrounding green banking products were price sensitivity and 
what affected the individual’s willingness to pay. Initially looking at the responses that 
motivated a low price sensitivity it was found that the encouragement of green choices 
was a major motivation for the respondent’s willingness to pay. Additionally a belief that 
the environment is important further motivated the higher price. Another group of 
answers suggested that as long as it was clear where the increased fee was invested, they 
were willing to accept a higher cost. However, low transparency would change the 
opinion and answers of that group. Similarly, another set of answers explained that they 
were prone to pay more for a beneficial product, as long as the increased fee did not 
exceed their current fee by a large amount. Ultimately some respondents did not use the 
product they were asked about, but if the option of a green alternative existed they would 
be willing to use it. 
 
Regarding the majority that did not want to pay a higher fee, thus suggesting a high price 
sensitivity, also motivated their answers in a number of ways. The most prominent 
answers stated that their personal economy was a limiting factor, there was no interest in 
switching to another product unless the price was lower or equal to what they paid today. 
Some answers did not use the personal economy as a limiting factor, instead, they stated 
an opinion that they considered everything expensive today and therefore could not 
motivate a higher fee. Additionally, they showed an unwillingness to increase the bank’s 
profits through the usage of their personal savings. However, some respondents were less 
willing to pay for ideological reasons, believing that being environmentally conscious 
should not be an expense. They instead argued that this behaviour instead should be 
premiered through lower costs. On a similar track, some answers suggested a discontent 
with the higher price tag on ecological products overall, not only bank products.  

5.2.2 Bank Customer Loyalty 
This section contained one qualitative question, where the responses were collected and 
coded, resulting in the following six themes; Financial, Confidence in Bank, Perplex 
Product Category, Consumer Demand, External Pressure and Institutional Priorities. 
The question asked participants to motivate why they think that green banking products 
have had a low priority amongst retail banks in Sweden which was question 13 on the 
questionnaire.  
 
Financial 
When asked about why participants thought that banks had been slow with the 
introduction of green products, a large body of respondents considered the financial 
aspect to be the most prominent cause. Issues such as lower potential revenue connected 
to green products were considered to hinder a bank's commitment. This was further 



 49 

backed up by answers that suggested a distrust in the motives displayed by the bank, 
choosing only to premiere and promote green products when there is a financial incentive 
attached. Other comments did not show distrust but instead discussed that the new 
products perhaps posed complications when it came to long-term growth, thus deterring 
possible investment into the products. 
 
On the same subject but with a different viewpoint, some respondents mentioned costs as 
the limiting factor. They believed that the initial investment costs might be too high for 
the banks when pursuing green products. Similar answers talked about the margins being 
lower when comparing to other services and products offered today. They then came to 
the conclusion that it was the more logical action to not invest in this area. Finally, a small 
number of respondents identified alternative costs as an issue, discussing that there might 
be more beneficial investments that can be made instead of green products. 
 
Confidence in Bank 
Another major theme was the customer’s overall confidence in the bank. Many 
respondents believed that the different products were complicated and that the bank might 
make mistakes or have a problem making the right choices. Furthermore, they also 
believed that the bank needed a lot of information to make sure the customers were 
convinced of the product offering. As it is right now, they did not believe the banks could 
provide that information or produce an overall confidence level that would bridge this 
gap. The relation and aspect of trust were recurring, the confidence between customers 
and banks was considered low and hard to improve right now.  
 
Perplex Product Category 
Perplex product category was also an occurring theme, with several commenting that 
green banking products are more of an unknown commodity than other banking products, 
making it harder to create an explanation or sales pitch that is simple for customers to 
understand. Furthermore, motivations included that there is a general uncertainty over the 
content of a green product making it hard to explain the actual benefit or contribution of 
the product and that banks might lack the necessary competence amongst employees to 
create and market these products.  
 
Consumer Demand 
That banks have not yet fully invested in Green Products was by many motivated by the 
fact that there has been a generally low demand towards these products. They stated that 
the number of customers that would be interested was too few to make a financially viable 
and desirable product. Others motivated that Sweden is already prominent within 
environmental issues, with high environmental taxes, making the need for these types of 
products from banks low.  
 
External Pressure 
The lack of External Pressure was also a theme identified. Firstly the fact that politicians 
have not made any statements against banks surrounding the lack of green products or 
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have tried to introduce any regulations, was highlighted by several participants. 
Furthermore, the fact that mass-media has not made it a hot topic and that there is 
currently no social pressure from the general population was also mentioned as a 
contributing factor. A different motivation was that since no other bank has tried to 
introduce a broad portfolio of green banking products, there doesn’t exist any competitive 
pressure for other banks to follow suit. 
 
Institutional Priorities 
Banks as an old institutional organisation with different priorities was a popular theme 
amongst the answers. Some argued that the low emission from the bank sector allowed 
them to sneak under the radar of environmentally friendly initiatives due to low impact 
and therefore products to reduce emissions are given a low priority. Others believed that 
the old institutions have deeply rooted standard practices and they therefore were slow or 
difficult to change today. On a similar note, answers suggested that long-term planning 
from the banks have focused on financial growth as well as business development. Long-
term sustainability planning has been lacking in the organisations and priority has 
therefore been low. In regards to priorities, Motivations include that banks are having to 
spend a lot of resources on other issues like digitalisation and anti-money laundering and 
therefore do not have the resources to invest in new complicated products or that banks 
want to focus on their core practises.  
 
Moving to another area, banks were considered afraid of change and unwilling to update 
their business model. This is also naturally related to answers that thought banks were not 
up to date on current trends, norms and potential future demands when it came to areas 
outside of their core operations. They conclusively believed that banks lacked foresight 
and needed to expand their field of view. Finally, a smaller number of respondents 
combined many of the earlier stated thoughts and presented the idea that due to the 
historical development of the banks, there was a lack of measurements and tools within 
the organisation to tackle these new green products. This therefore inferred complications 
and a low priority. 
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6. Analysis and Discussion - Defining the Future 
In this chapter the results will be discussed and analysed, providing insights based on the 
results, theory and literature. The chapter will commence by analysing the responses 
gathered from the Individual Preferences, followed by Green Banking Products, Price 
Sensitivity and Customer Loyalty. Finally, a critical review of the questionnaire and 
analysis will be presented. 
 

 

6.1 Individual Preferences 

While a majority of customers are satisfied with the services and products that banks 
provide, only a minority are confident in how banks operate. While it's hard to determine 
exactly why this is, the results indicate that this could amongst other reasons be due to 
past negative experiences that impact the Imformation Processing of the EKB model 
(Engel et al., 1968) or the belief that banks only make choices that increase their profits 
at the convenience of their customer. Another factor that could have influenced 
confidence levels negatively in banks, and was a recurring answer in the qualitative 
results, are recent money-laundering scandals involving several large Scandinavian 
banks, which have been given a large amount of media exposure during the last year. 
Given that the banking industry has always had a level of secrecy regarding its practises, 
these latest negative scandals in a few banks, can add fuel to customers fears that more 
unethical practices will be unearthed in other banks, that in many cases can be illegal. The 
discrepancy between confidence and satisfaction levels shows that these two are not 
completely correlated and that an individual can be satisfied, but not confident in their 
bank. The biggest difference can be found in the millennial generation (25-36 years old) 
highlighting the fact that this generation is young, therefore lacking a path dependency 
and is often considered more value-driven and when a company goes against these values, 
confidence subsequently drops.  
 
Only a third of those asked stated that they think it is important to have one bank for all 
their banking products. This indicates a low level of true brand loyalty (Beerli et al., 2004) 
as consumers prefer to engage with multiple banks instead of focusing on just one bank. 
Customers choose to engage with the bank that is either best at a certain product or can 
offer it at the best price. However, given that the question only focused on their preference 
rather than actual purchasing habit, there remains a possibility that whilst consumers do 
not think it is important to choose one bank, they might do so out of habit. Beerli et al. 
(2004) and Liu et al. (2011) stated that there are only two types of loyalty, and this would 
indicate that loyalty based on inertia is the dominating factor amongst banking customers.  
 
The banking industry is today a saturated market; this makes retaining current customers 
of utmost importance as found by Liu et al. (2011). It should therefore be alarming for 
banks that a majority of customers have good knowledge of how to switch banks. While 
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this does not indicate that customers will change as there can still be perceived costs of 
switching, the fact they have knowledge about it shows that banks have not done enough 
to either create high barriers or unique products as stated by Baumann et al. (2012). The 
results therefore confirm what Javalgi & Moberg (1997) found, namely that banks need 
to keep on dishing out bribes or incentives for customers to remain loyal. 
 
When analysing the perceived environmental interests, it can be noted that just under half 
of the participants stated that they consider themselves to be environmentally conscious. 
This is somewhat lower than what was expected, however, this can be due to the nature 
of the question which is very open for interpretation. That slightly fewer people buy 
sustainable products were however expected given that these products are usually more 
expensive and that some customers have indicated that they do not believe that products 
actually are sustainable and that companies are instead only greenwashing. When asking 
whether banks should expand their green product portfolio, a third agreed with the 
statement. While this could indicate a lack of interest in the products, the results could 
imply a lack of knowledge about the benefits of the products, a concern regarding the lack 
regulation that control how banks create the products or a concern that banks will engage 
in greenwashing to push products on consumers that are not actually green.  
 
Additionally, a large majority stated that they wanted companies to take responsibility for 
environmental issues confirming Mudassar (2013) results that customers prioritise 
companies that provide low carbon emission products. A very surprisingly low 
percentage of respondents stated that they had good knowledge of green banking products 
or knowledge of how banks work with green issues. This shows that banks have been 
unsuccessful at communicating their environmental policy to customers compared to 
companies in other industries. This issue will be further analysed in the section below.  
 
Noteworthy with the results is that there is a large contrast between how different genders 
feel towards environmentalism. In general, women are much more positive than their 
male counterparts. A similar contrast can also be seen when analysing the different age 
groups. The younger generation is, as with women, more affirmative in comparison to the 
old generations. The latter confirms what Ganesan & Bhuvaneswari (2016) found, namely 
that the younger generation have a higher awareness of these issues.  

6.2 Green Banking Products Preferences and Interest 
Customer knowledge of green banking products and the green practices of their respective 
banks were surprisingly low when looking at the results. While it was expected that the 
consumers would have a low general conception of the green banking products, as 
suggested by the analysis of introduced and available products on the market (see section 
2.2.5), the figures were still lower than what was expected. Interestingly enough, the 
following question (figure 13) regarding knowledge of a specific product showed a higher 
recognition than what could be expected from the low numbers in the former question 
(figure 12). Moreover, preferences and interest in sustainable banking were clearly 
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indicated in figure 12 and further supported in the literature. This refers back to studies 
showing a growing interest in sustainable financial products that take ecological, social, 
and ethical aspects into account (Eurosif, 2016), as well as the survey conducted by 
Javelin (2009) where customers indicated a preference for a bank which practised green 
banking activities. This was expected to have a greater impact on customer knowledge 
than what was shown in the survey. While it is uncertain why these figures differ majorly, 
an explanation could be that the respondents simply underestimated their own knowledge-
level and realised that they recognised products when presented with them. The choice of 
wording might have been a factor as well, as “good knowledge” may have been too 
interpretable and that many participants thought that they needed to know everything 
about the product to agree with the statement. Moreover, while most of the products listed 
in question 3 have a similar grade of recognition Green Investments have a much higher 
number than the rest. An explanation to this is that it is the product that has been most 
prominent and introduced in the Swedish bank market, naturally resulting in a greater 
exposition towards the general public. Comparing the results with the aforementioned 
literature in this study, it corresponds with the low penetration stated in A.T. Kearney’s 
(2008) report and the analysis of which products have been introduced since then. 
 
To shed more light on the subject, the qualitative question regarding why banks have had 
low prioritisation towards green products grant some insights. Among the reasons listed, 
customer demand and knowledge regarding the products is prominent and it is also 
brought up that the banks have not pushed the issue enough due to numerous reasons. 
These answers are also supported in the literature, noteworthy Jeucken (2001) who argues 
that a main issue facing the introduction of green products is that banks are relatively slow 
given that they consider themselves to be a more environmentally friendly industry. They 
also don't face a lot of outside pressure from activists that many other industries might 
incur, correlating with some of the themes identified in the qualitative results, noticeably 
External Pressure and Institutional Priorities.   
 
Conclusively, the low consumer knowledge can very likely be explained by the low 
market penetration and visibility of the products as it is supported by both the literature 
and the results gathered in the survey. The large gap in recognition between Green 
Investments and the other products is suggestively an effect due to its higher prioritisation 
and increased exposition towards consumers from the banks. This suggests that if an actor 
wants to introduce a green product on the market it is important to prioritise it and provide 
both ample exposition towards consumers as well as information regarding 
functionality/benefits. This will help customers in the Input and Information Processing 
sections as part of the decision process in the EKB model (Engel et al., 1968).  
 
Changing the subject from what the respondents knew about the green banking, to instead 
looking at how they ranked their desirability for the green products, the insights are more 
diffuse. The results indicate no major preference for one product over another since the 
rankings showcase similar levels of attractiveness, although there is certainly a disparity 
between the highest ranked, Green Investments, and the lowest ranked, Green Unsecured 
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Loans. While it could possibly be explained through a correlation between knowledge 
level and ranking, the homogeneous distribution of the other green products provides no 
simple explanation. Should the survey be extended to a larger group of respondents this 
correlation might be easier to either prove or disprove, but in this report it will be 
considered unclear. Furthermore, the qualitative results also indicate that there is no major 
factor affecting how consumers rank their different preferences. The identified themes 
had a more or less uniform distribution and had one characteristic in common: the 
individual. The answers and themes can with few exceptions be traced back to situational 
preferences, whether it is a question of environmental benefit or personal financials, to 
the disbelief of climate change or general disinterest in the area. Followingly, there is no 
clear insight into the area of preferential ranking other than that it is connected to the 
specific individual. If the goal is to increase the desirability of a product, then it follows 
that one should aim to satisfy personal preferences. This therefore corresponds to the EKB 
model where the Decisional Variables inpact a customer purchasing decision behavior 
Engel et al., 1968).  
 
While the desire for green banking products yielded no major preference, the willingness 
to apply for any of them is a positive sign that they have an opportunity to become a core 
product in banks product portfolios in the future. In figure 15, customers show that they 
would be willing to substitute a traditional bank product for a green product if they were 
going to apply for a new product. While there are more who say that green products will 
not impact their choice to spontaneously apply for a new product as shown in figure 16, 
a third is saying that this is the case implies that green banking products are products that 
those who are environmentally interested will want to obtain even if they might not fulfil 
a specific need.  
 
In the above sections, low demand/knowledge, institutional, low confidence in banks and 
other priorities have been discussed as reasons why banks have seen green banking 
products as a low priority. As seen in the qualitative results, more reasons were 
established. One of the major themes identified was the financial aspect of green banking 
products, namely that banks either did not think they could increase their revenues enough 
or that costs associated with the introduction were too high. This line of reasoning can be 
interpreted as just a conscious business decision, specifically, that banks think that the 
payback of the products is not large enough to motivate the initial investment. That there 
has existed a lack of external pressure on banks to change was also mentioned, concurring 
with Oyegunle & Weber (2015). Mass media and politicians have in general focused 
campaigns on industries that have high direct emissions rates, like the transport industry 
or the manufacturing industry. The banking industry that is in general seen as an 
environmentally friendly industry (Pinter & Deutsch, 2006), can therefore be seen as an 
unnecessary industry to wage a campaign against. Lastly, the fact that green banking 
products are unknown raises the question of the complexity of the products and if banks 
have the capabilities to be able to create and market them in a way that customers 
understand their content and the benefits of them. There can also be uncertainty amongst 
banks what the effects of regulation can have, given the complexity of the products. Banks 
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would not want to first introduce products that customer gets used to, then having to 
change them once regulations are introduced.  

6.3 Price Sensitivity 

In the global Nielsen survey (2015), 66% of customer stated that they would be willing 
to pay more for sustainable goods. However, this does not correspond to the results shown 
in figure 20, where less than one in ten would be willing to pay more. What figure 20 
shows is that price sensitivity is high amongst bank customers. A majority would not be 
willing to accept a higher monthly fee to purchase green products. This is further 
emphasised in the responses shown in figure 21, were a majority state that they would be 
willing to change banks if their existing products were offered at a lower price. As the 
qualitative results show, this can in part hinge on that many customers think that they 
should be rewarded for choosing a green product rather than punished or that they think 
banking products already are expensive thereby struggling to pay more given a tight 
personal economy. Another part could be that customers do not have high enough 
confidence in banks to accept paying more for a product that is currently not governed by 
regulations. This second statement is interesting and understandable, given that it is 
usually customers who have a lower disposable income that ends up paying more for their 
banking products considering the increased risk that they have of defaulting.  
 
It can be noted that the least sensitive customers towards the price of green products were 
the youngest generation (25-36-year-olds), even though it can be assumed that they would 
have the lowest disposable income. As Ganesan & Bhuvaneswari (2016) found and 
confirmed by this study, the younger generation has shown to have more of a concern and 
awareness towards the environment, indicating that one's interest in a subject has an 
impact on price sensitivity. Somewhat less surprising is that those who have a university 
or college degree and/or live in Sweden's three largest cities are less price sensitive as 
they should on average have a higher disposable income. Usually, higher disposable 
income tends to result in lower banking costs which can also explain a slight willingness 
to accept higher prices. For this reason, there is a risk that if green banking products were 
to have a much higher price, they would only serve to become status symbol product that 
only those in the middle to upper class can afford them.  
 
Several previous studies have found that banks could increase their profits by generating 
extra revenues (Bonini & Swartz, 2014), (Rakic & Mitic, 2013), (Hespenheide et al., 
2010). The results collected however indicate that this can not be done by shifting 
customers over to green products if they cost more. Only 6% of consumers indicate that 
they are willing to accept a higher monthly fee, however as shown by Bodur et al, (2014) 
and Bray et al, (2010) this number could be inflated as there can be a discrepancy between 
the attitudes shown in the questionnaire and the actual consumption of the products. 
Instead, the results show that to increase revenues through the introduction of green 
banking products, banks will have to cross-sell products so that each customer owns more 
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than one or rely on having to attract new customers, thereby diversifying their customer 
base, confirming what Rakic & Mitic (2013) found.  

6.4 Bank Customer Loyalty Through the Developed Framework  
The discussion regarding customer loyalty will mainly be based on the framework 
presented in Section 3.2, comparing the results and linking them to each respective branch 
for insights. Three subheadings will be used for the discussion: Attitudes, Customer 
Experience and Brand Image. A fourth and final subheading will then be used to 
summarise findings leading to the conclusion chapter. However, before the framework is 
analysed, the increased rate of recommendations and appetite for several green products 
at the same bank will be analysed.   
 
Word of mouth recommendations is an important and inexpensive form of viral marketing 
that banks hope to achieve in saturated markets, where product offerings are very similar. 
As seen in figure 19, the introduction of green banking products would result in more 
people recommending their bank to a friend than would otherwise not. As stated above, 
confirming what Rakic & Mitic (2013) found, one of the pillars for banks to increase 
revenues from green products is by having to attract new customers which can be done 
through recommendations. This creates a positive feedback loop, where to increase 
revenues from green products you need new customers and to attract new customers you 
need customer recommendations due to green products. As Abbas et al., (2018) stated, 
loyal customers, are more motivated to provide word of mouth recommendations. One 
can therefore assume that this can be reversed, where a higher degree of recommendations 
dictates higher levels of loyalty. Additionally, in the EKB model recommendations play 
a vital role in the Information Processing stage (Engel et al., 1968). When a prospective 
new customer is gathering information to support their decision making, 
recommendations influence this process either positively or negatively. Therefore, the 
increased loyalty and following recommendations suggestively attracts new customers 
which might adopt the positive view of the organisation. Consequently, this could 
stipulate that the fact that more people would more likely recommend their bank if they 
introduced green banking products imply a higher degree of loyalty based on the products 
being offered. 

As found in figure 11, and analysed in the Individual Preferences section, one-third of the 
customers think it is important to have one bank for all their bank products. When it comes 
to green banking products, this increases to nearly half. Albeit, this could be due to the 
convenience of having several green products at the same bank that provide synergies for 
each other, the fact that there is a difference between the responses indicates that this 
might not be the case for all. Instead, the opinion could be that once customers have found 
a bank that they think provides the best green products, they stay with that bank, thus 
creating a first mover advantage to the bank who can first provide sufficient products. 
This would, in turn, imply a level of true brand loyalty towards the bank, stated by Beerli 
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et al. (2004), as customers would make a conscious decision to remain and purchase 
products from the same bank.  
 
Attitudes 
As the first factor driving customer loyalty, Attitudes is the theme most tightly connected 
to personal preferences and the individual customer. Referring back to the results of 
Question 2 (figure 12), respondents have clearly indicated that their attitudes towards 
environmental responsibility are favourable. Additionally, the results visualised in 
Question 6 (Figure 15, 16, 17, 18, 19) and Question 10 (Figure 22, 23), show that the 
same preference can be seen, suggesting further that green banking products have a 
positive impact on customer attitudes.  
 
Revisiting the aforementioned literature, increased satisfaction with the product offering 
infers a stronger loyalty to a certain brand, in this case, a bank (Cronin & Taylor, 1992), 
(McAlexander et al. 1994), (Lai et al. 2008). In combination with the responses in 
Question 10, which supports a higher general satisfaction and confidence in their current 
bank with the introduction of a broad green product range, the introduction and promotion 
of green banking products seem likely to increase customer loyalty. Additionally, Igbudu 
and fellow researchers (2018) presented a study where they explicitly stated that the 
adoption of green banking practices derived a positive response and attitude shift when 
showing corporate commitment to environmental questions. Referring to consumer 
behaviour theory as well, attitudes also make up a part of the Decisional Variables and 
therefore influence the decision making process (Engel et al., 1968). Increased positive 
attitude followingly affects both the current purchase intention as well as future decisions, 
thus seemingly increasing customer loyalty. However, it is unlikely that just the 
introduction of an arbitrary green banking product will increase customer loyalty. As has 
been discussed in the former section, no clear preference or reasoning behind product 
ranking could be seen in the results and indicates that it is driven purely by personal 
preferences and needs. It therefore seems like a necessity to identify the customers’ 
values, needs and preferences and considering these when choosing to introduce green 
banking products. If done correctly, the new products are likely to increase customer 
loyalty. 
 
Customer Experience 
Moving to the second element of the framework, Customer Experience has been 
discussed thoroughly in literature, Moutinho & Smith (2000) showed a positive 
relationship between customer satisfaction, loyalty and retention and other studies have 
stressed the importance of satisfaction and loyalty in the dynamic corporate environment 
(Mohsan et al., 2001), (Solomon et al., 2006). Solomon and fellow researchers also 
identified that the switch between actors tends to be easier should the right incentives be 
presented. Considering this and the results from the survey, banks should be concerned 
over the apparently low resistance present towards switching banks. Both the perceived 
knowledge of how to change banks was identified as high and widespread as well as the 
indication that respondents would change banks due to lower prices or higher confidence 
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in the new bank. However, increased satisfaction levels in the post-purchase evaluation 
affects the memory section of the EKB-model (Engel et al., 1968). This suggestively 
offsets some of the uncertainty regarding the low resistance, through the increased 
willingness to purchase from the same brand again (Ying-Feng et al., 2009). While the 
results did not support statements where green banking products were a direct incentive 
to switch, other results (figure 20) indirectly inferred that they could be a factor.  
 
A positive majority stated that both satisfaction and confidence would be higher in a bank 
that provided a broad green product range. Additionally, results showed a lower tendency 
to switch from a current green product to a non-green equivalent and that satisfaction with 
their current bank would decrease if other actors provided green banking products while 
their’s did not. These results indicate a positive customer experience when presented with 
the concept of green banking products as well as a negative reaction when presented with 
their absence. As the banking industry is a typically homogenous industry which offers 
similar products and generally has a hard time differentiating themselves through product 
offering (Javalgi & Moberg, 1997), the introduction of green banking products seemingly 
provides an opportunity for that differentiation. The increased retention rate and interest 
in the new products combined with a well-formulated value offering should indicate a 
better customer experience and followingly an increase in the bank’s customer loyalty as 
suggested by researchers (Kleinberger et al., 2007), (Levesque & McDougall, 1996).   
 
Brand Image 
If Attitudes can be considered as to how the consumers view the actual products 
associated with the company and Customer Experience the interaction with the 
organisation, Brand Image instead views the entire picture that the organisation emits 
(Cambridge Dictionary, 2019). If that image is positive, the bank could therefore use it to 
increase customer value and satisfaction for current customers as well as providing a 
desirable picture to prospective clients (Lai et al., 2008). Results from the survey indicate 
the importance of environmental work, respondents showed a desire for organisations to 
take their responsibility in these issues. Clear green banking initiatives should naturally 
indicate that a bank is assuming their responsibility but the qualitative results also show 
a potential downside to this.  
 
A part of the respondents indicated a negative attitude towards green products, much due 
to an excess of companies labelling initiatives and products as “green” even though the 
environmental benefit could be considered negligible. This trend of “greenwashing” 
could, given the current low confidence levels in banks, negatively impact the brand 
image of a bank that introduced a product which, even though it has a proven positive 
environmental effect, were lacking information. As was also indicated in the results, clear 
information regarding the products is important and believed to be a reason to as why 
green banking products have been a low priority from Swedish banks. To maximise the 
chances of an increased positive brand image the bank should therefore focus on 
providing clear information to as why it is beneficial without overselling it. If this is 
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successfully implemented and the brand image is improved, customer loyalty is improved 
as well (Kim & Lee, 2010), (Kucinka et al., 2018). 
 
Summary 
Conclusively, the impact of green banking products seems to affect customer loyalty 
positively. As each branch has been analysed, the results and literature support either 
direct or indirect positive impact on Attitudes, Customer Experience and Brand Image 
which in turn fuels the framework and supports the idea of increased customer loyalty 
through green banking. While this study does not prove a definite relationship between 
green banking products and customer loyalty it is believed to contribute to existing 
literature within Green Customer Loyalty, which is a previously relatively unexplored 
research area (Chang & Fong, 2010), (Asgharian et al., 2012), (Chen, 2013). 

6.5 Critical Review 
To get a better idea of the accuracy of the data collected, a critical review of the 
questionnaire and analysis has been conducted. A limitation with the questionnaire was 
that it only reached 504 individuals. While this made the survey statistically valid given 
the size of the sample group, overall trends would have been more easily identified and 
verified had the engaged group been larger. While the aim was for the questionnaire to 
be distributed in a way that made it representative of the Swedish population, this could 
not be guaranteed, as the distribution depended on the third-party players algorithms and 
pre-recruited panels. The use of a third party actor, together with a fixed budget hindered 
the possibility of follow-up questions if any uncertainties or irregularities with the 
responses had arisen. This could have deepened the analysis with more clear outlines or 
interesting responses.   
 
A limitation with the qualitative results was a lack of respondents compared to the 
quantitative results. While one of the questions attracted 247 responses corresponding to 
a nearly 50% response rate, this fell to below 20% for the remaining questions. Although 
this probably would not have impacted the themes identified, it could have impacted the 
strength of the themes. As was identified during the coding process, the number of 
negative responses was higher compared to what was expected from the quantitative 
responses. This indicates that individuals with negative perceptions were more vocal in 
their opinions and views than those with positive views.  
 
In regards to the timing of the questionnaire, as mentioned in the external validity (section 
4.4.1), this could have impacted overall confidence and satisfaction levels. In August 
2018, The Swedish Quality Index (2018) reported that overall customer satisfaction for 
the industry was 66%. That the satisfaction level has dropped to 59% in this questionnaire 
could be explained by these different scandals. These scandals seem to have impacted 
overall trust towards the industry, thereby influencing green banking products negatively. 
Another observation is that there had not existed any prior similar questionnaires in 
Sweden which prohibited the possibility to identify trends, set over a long time period to 
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see if any changes in opinion had occurred. This would have made an interesting addition 
to the analysis of the results.  
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7. A Positive but Uncertain Outlook for Green 
Banking Products 
In this chapter, the conclusion of the study will be presented. The first part will highlight 
the connection between the results and analysis of the study’s research question. This is 
followed by the academical contributions and managerial implications as well as 
recomendation for the introduction of regulations towards green banking products. 
Finally, the recommendations for future work will be given.   
 

 

7.1 Implication for Research Questions 
The research questions were formulated to investigate the problem areas and grant insight 
into them. The results, both of quantitative and qualitative nature, as well as the analysis 
and discussion surrounding them, are believed to have answered the research areas 
identified in the research mapping (figure 6) and provided the insights desired.  
 
Research Question 1 - What green services and products do customers expect a bank to 
provide? 
 
Consumers do not expect their banks to introduce specific green products, instead, they 
have shown a preference towards organisational responsibility regarding the 
environment. Followingly this implies that actions and the introduction of products 
catered towards environmental benefit outside of their main purpose would be a welcome 
initiative. While there was no clear preferred product, a positive attitude towards the 
products could be seen and personal preference and attitude were identified as the driving 
factor behind the choices. Attitudes and preferences differed depending on segments, with 
both women and the younger generation more positive towards green banking products. 
The younger generation will furthermore be older and have a larger purchasing power by 
the time of implementation and a new generation of similar values might have arisen 
 
Higher knowledge of the existence and functionality of the product also suggestively 
showed a positive correlation with desirability, although this could not be fully verified. 
However there was a clear indication that price was a factor, the products should not be 
more expensive than current alternatives. This was both due to ideological reasons where 
making the environmental choice should be premiered rather than taxed as well as that 
the consumers did not see the marginal benefit of the products as a reasonable motivator 
for higher fees. Conclusively further in the future, in a world where all parts of society 
take collective responsibility for the planet and its’ environment and the youngest 
generation have gotten older, green banking products might be a possible replacement for 
core banking products today, given a well-functioning implementation of the products. 
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Research Question 2 - What is the relationship between green banking products and 
increased customer loyalty? 
 
Through the usage of the developed customer loyalty framework and with support from 
the theoretical contributions of the EKB-model, green banking products were determined 
to influence customer loyalty positively. The improvements in Attitudes, Customer 
Experience and Brand Image that could be seen associated with the green banking 
products suggested improved customer loyalty towards the bank. Furthermore, the results 
also indicate a higher tendency to recommend their bank when providing green products 
as well as overall higher satisfaction with them. Supplementing this, the literature within 
consumer behaviour also suggested positive correlations with improved Attitudes and 
Customer Experience.  
 
However this was not a direct connection with green banking products, but rather a 
supporting body of literature that cemented the insights gained through the customer 
loyalty framework. The inclusion of consumer behaviour theory additionally added 
insights into the decision-making process of the customer, showing that positive post-
purchase impressions influenced future decisions and implied a higher retention rate of 
customers satisifed with green banking products. The results and framework do however 
not guarantee a correlation between customer loyalty and the introduction of green 
banking products, due to the scope and limitations present in the work. Nonetheless, the 
responses heavily indicate a positive relationship, especially when introducing them 
thoroughly through clear information and purpose with the products. It is therefore 
recommended that a consumer bank aiming to increase its customer loyalty and retention 
look into investigating green banking products.  

7.2 Academic Contribution and Managerial Implications 
Most previous research into green banking products has focused on what competitive 
advantages exist for banks who choose to introduce them. This study has, on the other 
hand, contributed to academia from the consumer perspective by analysing consumer 
demands and highlighting that personal preferences and attitudes are drivers in the 
purchasing behaviour of green banking products. This study has also contributed to 
finding a positive relationship between the introduction of green banking products and 
increased levels of customer loyalty. This is an angle of research that could not be 
identified when reviewing previous research.  
 
As for the managerial implications for banks and the financial industry, this study 
contributes with the insights that there currently does not exist a concrete preference for 
any singular product, rather, all available products achieve similar interest levels from 
consumers. Instead, interest levels differ depending on demographics, resulting in the 
possibility of gaining market shares within that segment. The study also highlights how 
customer knowledge of a product has a large impact on how the product is perceived and 
subsequent interest levels to it. Lastly, the study has also contributed to the knowledge 
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that customers have a high price sensitivity, and are not that open to higher price levels 
for green banking products. Instead for the products to become financially viable, banks 
will need to utilise cross-selling of products, with customers open to apply for several at 
the same bank and to attract new customers which would be helped by the higher tendency 
to recommend exhibited by customers interested in green banking products.  
 
Additionally, this thesis would recommend the FSA and the banks on the Swedish market 
to introduce regulations on green banking. As has been discussed, the uncertainty and 
perplexity regarding green banking products create confusion and low knowledge levels, 
which was observed to impact desirability negatively. Clear regulations would have the 
double-sided benefit of both creating a more uniform image of what a green banking 
product is and how it functions, while also making it clearer to the consumer what they 
are, thus increasing transparency and desirability. Furthermore, the aspect of green 
washing would be mitigated by limiting the bank’s possibility to simply label something 
as green and could even increase the consumers confidence in the bank should they be 
able to follow the regulations and show this in a satisfactory way. Conclusively, 
regulations on green banking products would produce a clearer image of the services for 
both the bank providing them and the consumers using them, and is likely an important 
step for green banking products to establish themselves on the Swedish market. 

7.3 Recommendations for Future Work 

To get a better picture of how different target groups respond to the products, it would be 
of interest to gather a greater demographic variance of respondents. While this would be 
more costly, it would provide a better picture of how interests and knowledge vary from 
city to city or age. The downside with only one study is that it creates a picture of the 
market during a brief time period. It does not allow for the identification of trends and 
how opinions have changed. A downside with one questionnaire is that it does not allow 
for additional questions to be asked in the survey should they be deemed necessary during 
the analysis. This is evidenced by this study where several interesting topics were 
identified during the analysis but were unable to be confirmed due to the lack of data. 
Therefore a recommendation would be to conduct a more long term study, which would 
allow for the analysis of trends.  
 
To get a better picture of the preferences of the target group, the next step would be to 
conduct more specific quantitative or qualitative studies, instead of a mixed method that 
was used in this study. This would allow more in-depth questions and analysis into the 
topic.  Alternatively, as found in the results, individual knowledge levels into green 
banking products were very low. This can have impacted overall interest registered, as it 
can be hard to be interested in a product that you do not recognise or understand. 
Therefore a recommendation for future studies is to utilise focus groups as a qualitative 
approach. There an expert could explain the content/benefits of the product, eliminating 
the lack of prior knowledge allowing for a more fair representation of interest.   
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To understand whether green banking products are something that banks should invest 
in, this study can be used as a basis for further strategic analysis. The next step would be 
to analyse the market potential and if there exists a business case in introducing the 
products, featuring an evaluation into the revenues and costs associated with the products. 
The subsequent step would be to develop and field test the products to see if there are any 
differences between customers opinion on paper or reality. The last step would be to 
develop a go to market strategy for how to introduce the product to the general population. 
While these steps are all outside the scope of this study, they will need to be conducted 
should the products become of interest to a bank.  
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9. Appendix - Questionnaire  
In this appendix section, the questionnaire in English will be presented. The language of 
the questionnaire has been translated from the original version in Swedish to English 
resulting in the tongue not necessarily correct. A digital version of the survey was also 
created that was used by the third party player. This version featured minor differences 
to create a more estetik online survey.  
 

 
 
Questionnaire 
 
In this survey, we want to know your opinions regarding green banks and corresponding 
products and services associated with them. 
  
A bank is defined as green if it has communicated that it has been or will be offering its 
customers green products and services, or that it has the ambition to implement a strategy 
for social responsibility and to protect the environment. 
  
”Green” in the context of this survey treats products, that beyond their main purpose also 
has an environmental focus or connection. For example, loans that encourage customers 
to buy environmentally classed houses or financing with better terms when choosing an 
electric vehicle. 
  
The survey is carried out on behalf of a Swedish bank and the purpose is to understand 
how green bank products affect customer loyalty and what you as a customer expect from 
your bank. Estimated time to complete the survey is approximately 5 minutes. Please try 
to answer as honestly as possible. 
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Section 1: Individual Preferences  
 
Question 1 – Does the following statement describe you? 
  

I am satisfied with my current bank 

I have confidence in my current bank 

I have knowledge of how to switch banks 

I think it is important to have ONE bank for all my banking products 

  
Question 2 - Does the following statement describe you? 
  

I am an environmentally conscious person 

I choose green products if possible 

I think it is important that companies take a responsibility in environmental work 

I have knowledge of how my bank works with green issues 

I have good knowledge of green banking products 

I would like banks to expand their green product range 
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Section 2: Green Bank Products 
  
Question 3 – Have you heard of the following green products? 
  

Green Mortgages (Mortgages with lower interest when buying energy 
saving/environmentally classed houses) 

Green Unsecured Loans (Loans for investing in products to make houses more 
sustainable, for example, solar panels or geothermal heat) 

Green Investments (Investments based on green criteria. E.g. green funds, green 
indexes or green obligations) 

Green Car Financing (Financing with a lower interest to buy a car with low or no 
emissions) 

Green Savings Account (Account where money can be locked to  a higher interest 
rate and are earmarked from the bank for green purposes) 

Green Bank Cards (Bank or credit cards connected to environmental activities, for 
example, a part of your fee is donated to an environmental organisation or is carbon 
offset based on purchases) 

  
Question 4 – Which of the following green products would you be interested in? Rank 
the following products where 1 is the product you are most interested in and 6 is the 
product you are least interested in. 
  

Green Mortgages   

Green Unsecured Loans   

Green Investments   

Green Car Financing   

Green Savings Account   

Green Bank Cards   

  
Question 5 – Why did you rank the products as you did in question 4? 
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Question 6 – How well do the following statements describe you? 
  

  Do not 
agree at all 

Disagree 
partially 

Agree 
partially 

Agree 
completely 

Undecide
d/Don’t 
know 

If I am considering 
applying for a new 
banking product, I am 
more willing to apply 
if the product is green 

         

I would be more 
willing to 
spontaneously apply 
for a bank product if 
the product is green 

         

I’d prefer having 
several green banking 
products on the same 
bank 

         

I would be more 
willing to make a 
green investment in 
the house if there was 
a specific loan with 
lower interest rates 

         

It is more likely that I 
would recommend my 
bank if it had a green 
product range 
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Question 7 - Does the following statement describe you? 
The green bank card in the question is an example product. If it does not interest you, it 
is fine to think of an alternative green banking product. You can answer yes or no to all 
options in the question. 
  

I would be willing to switch to a green card that is identical to my current card but 
with a lower monthly fee 

I would be willing to switch to a green card that is identical to my current card but 
with the same monthly fee 

I would be willing to switch to a green card that is identical to my current card but 
with a higher monthly fee 

No, not interested 

  
Question 8 – How do you motivate your answers to Question 7? 
  

Section 3: Bank Customer Loyalty 
  
Question 9 - Does the following statement describe you? I would be more willing to 
change bank if... 
  

I have more faith in the new bank 

The new bank offers other banking products in addition to my existing ones 

The new bank offers my existing bank products at a lower price 

The new bank offers green banking products that interest me 
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Question 10 - How well do the following statements describe you? 
  

  Do not 
agree at 
all 

Disagree 
partially 

Agree 
partially 

Agree 
completely 

Undecided
/Don’t 
know 

If I want to change 
bank, I am more willing 
to switch to a bank with 
a broad green product 
range 

         

I would get higher 
confidence in a bank 
that offers a broad green 
product range 

         

I would be more 
inclined to apply for 
banking products at a 
bank that offers a broad 
green product range 

         

I would be more 
satisfied with my 
current bank with the 
introduction of a broad 
green product range 

         

I would be less satisfied 
with my current bank if 
it did not offer green 
banking products while 
all other banks offered 
it 

         

I would be less willing 
to switch from a green 
banking product to a 
non-green banking 
product 

         

  
Question 11 – Green banking products have had a relatively low priority on the behalf 
of the Swedish banks, why do you think this is? 
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