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level of acculturation when choosing a provider of financial
services?
 What are Swedish service-providers currently doing in order to
target these customers and what adjustments would be most
beneficial for them to implement in order to obtain more
customers?
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in relation with the SERVQUAL model attributes for explaining their
level of satisfaction
9 Investigating how Swedish banks design and offer their services and
products to immigrant customers
Method: For the method part we relayed mainly on using primary data for our

study. A quantitative data was collected through a questionnaire that
was distributed on Swedes, Iranians and Iraqgis to measure their level of
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through conducting interviews and distributing surveys on Swedish
banks in order to know their management style towards immigrants
living in Sweden and if they design any products or services for them.




Results:

Our three hypotheses were rejected in the final results. As we found out
GKLIF G WLNIYAFLY YR LNIIAQ Odzai
customers in the total service perceived quality.

Also we found out that the level of acculturation does not affect the
level of the perceived service quality of those immigrants, as the people
who have been living in Sweden for a longer period of time did not
show a higher level of acculturation, nor did they show a higher level of
total perceived quality.

Finally we found out that Swedish banks treat all customers equally
regardless of their different cultural backgrounds.




Background to this study

This thesis is a part of a larger collaboration between students during the spring semester of
2009. The aim was to work together in order to collect more data and allow deeper analysis
in the specific area chosen by each student-group. The goal was to come up with advice for
banks on how to target immigrants in Sweden.

During this process a common theoretical framework was decided on and a questionnaire
was developed. The questionnaire was written in English and later translated to several
other languages in order to reach some of the target groups that were not fluent in English.

¢KS OK2aSy aiuNHzGdzNE 2F SIFOK LI LISN ¢l a
master thesis. If a group decided to add more concepts on top of the ones agreed upon at
the beginning of the project they will describe these in the paper. The following theories
were used for the development of the questionnaire and much of the analysis:

The dimensions of culture by Geert Hofstede, Consumer behavior, Acculturation, Culture
(including language and religion), Demographics and the SERVQUAL model. During the
courses leading up to the thesis all students had used the books below and were familiar
with the content. A large amount of articles and books were also covered so the framework
is not based on these books alone.

Fisher, Researching and Writing a Dissertation: A Guidebook for Business Students.
Gronroos, C, Service management and marketing

Jamal, A., Evans M.M., Foxall, G. Consumer Behavior

Cateora, P. and Ghauri, P., International Marketing
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Porter, M.E.: On Competition

Strategic question

All groups agreed to use one or both of the following strategic questions and to find
research questions related to these:

1 How important is the customers ethnic background, culturé kevel of acculturation
when choosing a provider of financial services?

1 What are Swedish serviggoviders currently doing in order to target these
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customers and what adjustments would be most beneficial for them to implement in

order to obtain more cuemers?
Each project will be uploaded separately and available in DIVA.

For further questions you can contact me on tobias.eltebrandt@mdh.se

//Tobias Eltebrandt
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1 Introduction

This section provides an overview of the topic to be studied in which a small background is

given followed by the problem statement, purpose, scope of the staayl targeted
audience.

1.1 Background

A quick look at the growth of population in Sweden, in 1900 the population of Sweden was
5.1 million where 36,000 were born in another country; jumping to 2004 the population had
crossed 9 million but with 1.1 million foreign-born people. During one century the total
Swedish population did not even double, while the number of foreign-born people
increased approximately by 30 times composing about 12% of the total population
(Mangkulturellt centrum, Pocket Facts, 2006, p.12).

Searching throughout the history, we can find that Sweden has been a migration point for
different nations starting from the middle ages till date. This migration pattern has turned
Sweden into a country with diversified ethnic groups holding different cultures
(Migrationsverket, History of the Swedish migration, 2005). This phenomenon has
AYyFE dzZSYOSR (GKS O2dzydNE AY Yl ye gl ea
progress. Among all, one of the important aspects is the level of satisfaction that service
providers are able to create for customers with different cultural backgrounds in Sweden as
a multi ethnic environment. Nowadays many of the multicultural countries such as UK, US,
Canada and Australia have started extensive movements in conducting research towards
the matter of ethnicity and cultural differences due to the continuous changes happening to
the ethnic identities in sharing social space with other cultures. Looking for the related
sources of data and literature in Sweden, it is obvious that this matter has not been studied
in details and financial service providers have not focused on ethnic marketing methods
extensively in the country.

As emphasized by McCracken who is a leading cultural anthropologist in his podcast
managing discontinuous change that was published on Marketing Pop Culture website;
culture and commerce need to go together and it is important to know how families, groups
and individuals live in order to discern how products and brands should be communicated.
Culture is a medium in which brands and services are constructed around (Fields, 2007).

According to the Pocket Facts report prepared by The Swedish Integration Board 2006,
WLNI YAIFYa YR L Nfilp krgef grdupdBs foteighdaofribeofildaSper tha
2004 census (Mangkulturellt centrum, Pocket Facts, 2006, p.20). Based on this, we dedicate
this chapter to study the level of acculturation and its influence on the service quality
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those who are living in Stockholm, Vasteras and Eskilstuna. And in order not to take one side
of the equation and be able to benchmark our results, interviews and online surveys were
conducted with some banks which revealed data about how services are provided for these
immigrants as well as Swedish customers.

1.2 Purpose

The purpose of our study is summarized in three major tasks:

f Running a comparison between WL NEILYNA IjyA SWedibh§cistontérsQlevel of
satisfaction.

| Studying the level of acculturation of WL NJ y A | Yimnhigyaits inLrd\atioly Wwit®
the SERVQUAL model attributes for explaining their level of satisfaction.

1 Investigating how Swedish banks design and offer their services and products to
immigrant customers.

1.3 Scope of the Study

This chapter focuses on two immigrant groups, which are WL NJ y A | Y &whd wére
born in their home countries but have spent various numbers of years living in Sweden.
Moreover the Swedish customers are included and among all financial service providers,
only Swedish banks were contacted. The regional focus of this study is Stockholm, Vasteras
and Eskilstuna.

1.4 Target Audiences

This study can be beneficial for Swedish banks and mainly the marketing and
communication departments who are responsible for designing and communicating services
and products to their customers. Our specific immigrant group constitutes a big portion of
the total immigrant population living in Sweden. Hence it will help banks to know how these
customers perceive the service quality they offer them and what they can do to improve it
in the future.

Moreover, this study can add to the literature that is written about services offered to
immigrants in Sweden and provides further guidelines for students and researchers who are
interested in studying the influence of culture and acculturation on the perceived service
quality.

L NI |j A



2 Theoretical Framework

In this part we focus on thimeories used in analyzing our findings. The major theories that
talk about Hofstede cultural dimensions, SERVQUAL model and acculturation are discussed
in the general chapter while the other theories that discuss the intergenerational value
transmission model relationship marketing, connection between national culture and
management behavior, self reference criterion and some focus on Hofstede dimensions
about Iran, Iraq and Sweden as well as additional theories related to acculturation and
ethnicity.

2.1 The Intergenerational Value Transmission Model

In the consumer behavior world the intergenerational value transmission model emphasizes
that people are not born with their own values; values are learned from one generation to
another, as early lifestyle experience influences the values that are being transmitted
through family, school and religious institutions (Evans, Jamal & Foxal, 2006, p.22).

Values of Society

Cultural Trasnfusive Triad

Early Lifetime

_______________________________________________________________

\ 4

Individual
Internalized Values

Figurel, Integration value transmission model
Source: Evans, Jamal & Foxal, 2006, P.23

As for values transmission and acculturation, Vedder, Berry, Sabatier and Sam (2008) they
emphasize that transmission takes place between people and it differs between parents and
children. For immigrants both parents and children interact with two different cultures with
two different experiences and expectations. It is discussed that the experience of the host
country is more prominent among adolescents as their circle of communication goes
beyond their family and ethnic group members to their school and peer group relationships
in the wider society. While parents do not have the same experience and they get more

-
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involved with members of immigrant groups. Here the parents influence becomes higher in
transmitting their national culture to their children. The writers also use the ecological
approach which was designed by Berry and Georgas that addresses the level of education,
gender roles, and the proportion of life these immigrant adolescents have spent in their
country of residence as social features to compare the lives of parents and children. They
concluded that the larger the proportion of life that an adolescent spends in the country of
settlement and the higher the parental education the lower the family obligations are on
forcing the national values.

Belonging to the own group is what really matter to parents as by the increase of time spent
in the host country the more the children become autonomous in participating in the new
society and the bigger the gap between their own value preferences and what is
represented and accepted by their parents. In the world of immigrants the importance of
family obligations differ between parents and children and it is influenced by family and non
family members. In general children are influenced by other members who control their
way of living and experiences (Vedder et al. 2008, pp.650-652)

2.2 Amendments to Hofstede Cultural Dimensions

Il OO2NRAY3I G2 |1 2FaiSRSQa RAYSyaiazya T2N {6SR
recognized for the score of the four dimensions between these countries.

Sweden has individualism as the highest ranked Hofstede dimension, while Iran and Iraq

that are both considered Muslim countries rank higher in power distance. Uncertainty

avoidance is also high for these two countries. Countries that are high in power distance and

dzy OSNIiF Ay e | @2ARIFYyOS IINBE Y2NB A Sfllew G2 T2
significant upward mobility for its citizens, they are highly rule oriented with rules and

regulations thus inequality of wealth and power have been allowed to grow in the society.

Societies with high uncertainty avoidance do not accept change easily and are not risk

takers in order to avoid the unexpected. Also these countries are more emotional and

motivated by inner nervous energy.

Democracy level is low in these countries, as it is not unusual for new leaderships to arise
from army revolution and not from a diplomatic or democratic change. The individuality
dimension is very low for these countries, as collectivism tends to be dominant in which
close and long-term commitment and loyalty to the member group is very high. While
countries that are low in power distance and uncertainty avoidance like Sweden, have lower
level of inequality and more acceptances for the different opinions with less number of rules
which is the result of more democratic societies.



People in these cultures are more apathetic and do not express emotions. Individuality is
very high in Sweden, in which the ties between individuals are loose and people tend to care
more about themselves and their immediate family (itim International, 2009).

Tablel, Hofstede cultural dimensions for Sweden, Iran and Iraq
Source: itim International, 2009

Power Individualism  Masculinity Uncertainty
Distance /Collectivism  /Femininity Avoidance
Sweden 31 71 5 29
[ran* 58 41 43 59
Iraq 80 38 53 68

*| 2 F S asuriRe$ @& conducted in 1979 before Iran Islamic revolution, subsequent changes had

happened in Iran for which confornms more closelyto the dimensionof other Muslim countries

currently.

2.3 Relationship Marketing

Service providing process leads to interaction between service provider and customers for
which the relationship will be created. These interactions can be direct or indirect, take a
long or short time. In terms of services, there exists always this interaction which is used as
a basis for marketing. The outcome of this relationship is an important factor due to the fact
that if the customer is not satisfied with the created relationship which means if the
customer perceives that s/he receives a lower quality or less value than a competitor, there
the exchange of value for money will stop and customer will turn to other service providers.
Keeping the existing customers is easier/ cheaper than getting new ones to replace the ones
who have been lost (Gronroos, 2007, pp.25-26).

A relationship is developed only when a customer perceives that a mutual way of thinking
exists between customer and service provider and how value is created for customers.
Relationship will be created depending on the way that marketing relationship is
implemented but in the end, it is the customer who decides that a relationship has been
created rather than the firm. The mutual way of thinking mentioned above creates a two-
way commitment that leads to loyalty. It is important to note that loyalty means that both
the customer and the service provider should reach a certain level of commitment to the
other (Gronroos, 2007, p.36).

Strong customer relationships are based on long-term interactions that are resulted from
customers recognizing the benefits that accrue from either allowing the supplier to become
Y2NB Ay@2ft SR Ay GKSANI @l fdzS OKFAYy 2NJ
relationships work best when customers are actively looking for tailored solutions for their
own buying problems. In this era, consumer marketing depends highly on mass-



customization which increases the opportunity for one-to-one marketing. Marketing
communications can be tailored particularly using direct mail and database marketing
solutions. Nowadays, an increasing number of organizations are seeking to talk to their
customers based on a far more detailed understanding of their lifestyles and life cycle stage
(Peck, H., Payne, A., Christopher, M. & Clark, M. 2004, pp. 412- 414).

2.4 Conceptualizing Ethnicity and Identity

In the literature that talks about ethnicity, identity and consumer behavior, researchers
found it hard to find the proper relationship between both of them. In this field Laroche et
al. 1992 in their article Wn Examination of Ethnicity Measures: Convergent Validity and
Cross-Cultural EquivalenceQ they identify between two different methods for measuring
ethnicity and identity which are subjective and objective measures. In the subjective section
they focus on the idea that ethnicity is an issue of a personal belief in which it reflects an
individual psychological identity about their cultural attributes. As for the objective measure
which is a complete contrast of the former one, the socio-cultural traits such as religion,
language and cultural traditions are taken into consideration. So when measuring ethnicity
it should be highlighted which indicators were used subjective or objective. Added to these
two measures there is the intensity of attachment within ethnic groups, as in many cases
individuals with a strong ethnic association are also combined with those with a weak
attachment (Burton, 2000, pp.856-857).

As for the idea of whether ethnic minorities will accept the culture of the host country or
reject it, Rex in his sociological research Wontemporary Nationalism, Its Causes and
Consequences for Europe- A Reply to DelantyQargues about the point of the attitude of the
host country towards ethnic minorities. He emphasizes that there are three ways in which
the host country can respond to ethnic groups: first assimilate minorities on equal terms,
second treat them as a second class citizens or finally understand and recognize the cultural
diversity on the private level while preserving a shared public and political culture (Burton,
2000, p.857).

The acculturation models of measuring ethnicity, identity and consumption are faced with
some limitation. First the culture of the ethnic groups is perceived as a static one and they
consider acculturation as the way consumers accept or reject the culture of the host country
referring any change of the culture to the level of acculturation and ignoring the concept
that the ethnic group culture could evolve the same as the culture of the host country.
Second, there is an assumption that individuals have the complete freedom and a level of
autonomy in choosing what to adopt from the host culture and what to retain. This belief
ignores the idea that ethnic groups are obliged sometimes to accept some dimensions of
the host culture due to some constraints and in order to ensure conformity in the society.
The final limitation is the situational ethnicity that focuses on the idea that the cultural and
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social identities are affected by the social surroundings and the product being bought
(Burton, 2000, pp. 858-859).

2.5 Connection between National Culture and Management Behavior

According to Hofstede 1983 nationality and management are related to each other due to
three different reasons: a) nations are political units rooted in history with their own
institutions, legal, educational anthbor market systems, b) informal organizations are
usually culturally based and ggsychologicafactors and our way of thinking are partly
influenced bynational cultural factorsformed by early family relations and educational
systems which differ from country to county

As discussed by Lindell & Arvone (1996) there are three different management styles;
employee orientation, task orientation and development orientation. In the employee
orientation style the manager tends to build a close and friendly relationship with his
employees, showing concern and supporting his subordinates, while in the task orientation
style all the efforts are designed and structured in order to achieve the group formal goals,
here the roles of the manager and subordinates are well defined. As for the third style
Wevelopment orientationQt was developed recently due to the changes that are happening
in the business world, so a new management style that enforces flexibility and change was
needed that generates new ideas and creates competence.

Task Orientation
- Employee Orientat

Development Orie

High Power Distan

Low Power Distan

High Individuality Development Orientation

Task Orientation &
Employee Orientation

Low Individuality

High Masculinity Task Orientation

High Femininity Employee Orientati

High Uncertainty Avoidance Task Orientation

Low Uncertainty Avoidance Development Orientation

Figure2, The relationship between the cultural dimensions and the three management styles
Source: Lindell.M & Arvone.) 1996, p.17



In the study they compared managers from six different European countries, two Latin
European countries (Belgium and France) and four Nordic countries (Sweden, Norway,
Finland & Denmark). They based their research on the relationship between management
styles YR | 2 Fcaltirs Rlisddsions, coming up with the following assumption.
Countries with higher power distance are controlled through systems and structures and
they tend to be more task oriented. While countries with low power distance tend to have
more consultation in their management style and more employees oriented. Employees are
considered more important than technology and decisions are made in co-ordination with
the employees.

As for the second dimension individuality-collectivity, they assumed high individuality to be
connected with development orientation and high conformity to be connected with task or
employee orientation. Regarding masculinity and femininity they assumed managers in
masculine countries to apply more task orientation attitude since they initiate structure,
while managers in feminine countries show more employee orientation.

As for the final dimension uncertainty avoidance, countries with low degree in certainty
avoidance tend to be more risk takers and initiate innovation which means they might adopt
the development orientation in there management style, while countries with high
uncertainty avoidance tend to think and worry more about the future and look for clear
requirements, here more task oriented attitude could be anticipated.

Upon conducting the analysis they found out that Nordic managers came lower in task
orientation and they are characterized as planning and order behavior. Also it showed that
Nordic managers came higher on employee orientation, they are friendly and supportive for
their subordinates. As for development orientation, both Latin and Nordic countries were
evaluated more or less equally. Nordic managers showed that they encourage their
subordinates to think along new lines, while Latin managers push more for growth and
doing things in new ways. But in such countries the manager is the source of orders, while in
b2NRAO YIF Yyl 3ISNAE A (KReEthd madgerfudedhid sabdddinbtes@oSomé
up with new ideas.

As for the direct relation of national culture with management style, it was found that
national cultural is highly related to the task orientation behavior, H2 T4 1 SRS Q4
were related to the management style in a way but the other two managerial behaviors
were more controlled by management actions and patterns of the manager and the
organizational culture. So national culture is an important factor in shaping the
management behavior but there are other factors that play a role in determining the
management behavior in the different cultures.
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Figure3, Classification of background factors explaining variances in management behavior
Source: Lindell.M & Arvone.) 1996, p.29

2.6 Self-Reference Criterion (SRC)

LG Aa GKS dzyO2yaOAa22dza NBEFSNBYyOS (2 2ySQa 24\
basis for decisiongiere knowledge is considered the product of the history of the own

marketer culture that he uses spontaneously in other markets when faced by any problem.

Usually these values and norms are different from those in the host country which causes

problems in decision making. The constant use of SRC prevents the marketer from taking

the cultural differences into consideration or recognizing these differences which are known

by ethnocentrism. The most successful way to control SRC is to recognize its existence in our

behavior and be aware of the cultural differences (Ghauri & Cateora, 2006, pp.15-16).



3 Method

The method part gives a clear idea about why we chose this topic, how we created our
literature review and formulated the conceptual frame work. This is followed by explaining
the process of data collectipmnalysis, the limitations we faced and thmeliability and
validity of our paper.

3.1 Topic Selection

CKAA &aGdzRé Ay@SadAadalrasSa GKS AYLERNIEFYyOS 2F O
their level of satisfaction and the kind of relationship that banks build with their immigrant

customers in Sweden. Today we are living in the era of mobility and change which has

caused societies to become more multi-cultural where ethnicity has become an increasingly

important consumer characteristic (Burton, 2000, p.853). The instability of life in some parts

of the world has caused people to migrate from their home countries in search of a better

future for them and their families. Moreover individuals are seeking superior academic and

profession opportunities globally.

Why Sweden? Throughout the previous decade the situation in Sweden has been
encouraging for emigrants to move there. According to the statistical data released by the
Migration Information Source (2006), Sweden has accepted refugees from neighboring
countries between 1938 and 1948. Then the labor immigration was facilitated between
1949 and 1971. Family reunification and refugees from developing countries were
welcomed during the period 1972 and 1989. Asylum seekers from southeastern, Eastern
Europe and Middle East started their migration to Sweden since 1990 to present as well as
the free movement of EU citizens within the European Union.

These waves of migration were followed by the decision that was taken by the Swedish
parliament in 1984 which encouraged refugees to scatter all over the country so that the
whole of Sweden could contribute to fulfilling the social integration aim causing most of the
Swedish cities to be multi-cultural (Anderson, 1996, p.21).

Before arriving in Sweden, we heard a lot about the number of foreign-born people who live
there. Upon arriving and experiencing the daily life, we found that this is an alive issue,
foreign-born and natives share public areas and spaces such as buses, supermarkets and
parks while at the same time we could still hear people talking in different languages in the
streets. After all of these observations and living in Sweden- Vasteras for 10 months, our
tutor brought up the topic of this study to be considered, we were interested to participate
and further investigate it since it is highly related to our situation as foreigners living in
Sweden and to our observations. Each of us come from different nationality; Jordanian and
LN YAFY YR dzLl2Yy FdzNHKSNJ NBaSFkNOK ¢S F2dzyR
constitute a major proportion of the immigrants living in Sweden who came as refugees in

-
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the eighties and increased at tK S 06 S3IAY Y A Y 3 SieFwe &pkKal themndtigen Q & @
fly3adzZ 3S&andFaqis@TNY WABKO YR CINBAZ 6S 6SNB |0
in their own languages allowing them to express themselves freely and share with us all the

experiences that they faced while dealing with the Swedish banks.

Banks have been chosen for one main reason; people from different cultures and
nationalities deal with banks and a two way interaction is common, so it would be
confirmed to us that both immigrant and Swedish customers use this service and deal with
the same banks. Moreover it is the type of business from which the service quality
dimensions could be evaluated and measured.

3.2 Literature Review and Choice of Theories

Our research process went through two major steps; at the beginning we looked into
information that enriched our knowledge in the field of ethnicity and service providers; then
upon gaining the sufficient information we started looking for the suitable theories that
helped us in building our conceptual framework.

Our first source of information was the university databases; mainly we used Emerald,
JSTOR and ABI/Inform. Our research keywords were ethnicity in Sweden, ethnics and service
providers, acculturation, multicultural marketing and service marketing. Google scholar was
in so much of help in finding the suitable articles that relate to our topic of study. This first
phase introduced us to some case studies that were conducted in this field. The US
experience in dealing with the different ethnic groups as a success story was of a great help
in showing how the financial service providers targeted Hispanics through developing
special services and communication messages that talk directly to them. Moreover these
articles provided us with information that helped us start questioning the situation we have
in Sweden, such as the differenceso¥ RS Y2 ANJ LKA O&l YW (5 MISIyA VL NY YA
and Swedish customers and it is effect on the offered services, the inexperienced immigrant
customers and how they seek information to satisfy their needs and wants from external
sources, the type of relationships that immigrant customers seek to target, the sensitivity in
dealing with immigrants and the effect of the cultural differences between immigrants and
the host country.

The specialized journals like the Journal of Marketing Management and Journal of Consumer
Marketing gave us more precise information that is related to our topic. One of the useful
arti A0t Sa GKIGO ¢S F2dzyR Ay (GKS W2dzaNyFE 2F al NJ
al Ny SGAy3ayY !/ NAGA O fDawwBu@oh @aDAR This &ticlé disdudsed & NA (0 (
a similar case, of how service providers in England consider the market a homogenous one
and they do not consider ethnicity as an individual consumer characteristic that require
special attention and marketing. This article focuses a lot on the importance of having a

11



reliable and accurate research in order to get the sufficient information about your ethnic

market and how to design your research method for this task. From this study we added on

the theories of ethnicity and identity and the different types of acculturation. Another

dza S ¥ dz FNIAOES GKIFIG ¢S F2dzyR Ay (GKS Ww2dzN
Intergenerational Transmission of Values in National and Immigrant Families: The Role of

%S A (i 3 SPAaul Medder, doBn Berry, Colette Sabatier and David Sam (2009), from this

article we were introduced to the intergenerational value transmission model that was used

as a theory in understanding how values are transmitted and shape the actions of each

culture.

As for the other part of the study which is the statistical data, we were introduced to
Mangkulturellt centrum which is a specialized center that deals with diversity and
multiculturalism in Sweden, from their website we downloaded the Pocket Facts-Statistics
on Integration which provided us with all the information about the number of ethnic
groups living in Sweden divided by nationality, demographics, level of education, labor
market, income, housing & health. Also from this study which is conducted by The Swedish
Integration Board in collaboration with Statistics Sweden we were able to know about the
history of immigrants living in Sweden and the reasons behind the different waves of
migration.

In order to get information about culture, acculturation and service management which

mainly guide this study, we narrowed our source of used books in to four®  W{ SNIAOS
al yF3sSYySyid |yR alNJSGAYy3IY [/ dza (2 Y SNadhratlany I 3SYS
Gronroos (2007), this book talks mainly about service marketing and the new trends in

building successful relationships with customers and how to maintain it. Grénroos discusses

new theories that are related to service marketing; the total perceived quality theory that

talks about the expected quality and the experienced quality and how service providers

should manage between both of them. The other part of the book helped us understand

how companies manage their relationships with their customers.

¢tKS aSO2yR 0221 Aa WYtSNRLISOGAGSE 2F {OFyRAY
by Gothenburg School of Economics and Commercial Law and contains several studies that

investigate the Scandinavian management style. For our thesis we used the study that was

done by Martin Lindell and Jouko Arvonen, which G I £ 1 & F062dzi W¢KS b2NR)J
Style-l Yy LY @SAaGA3IFGA2YyQd | SNBE Ay (GKA& addzRe
dimensions with the three management styles and come up with a link between the

national cultural and management behavior. These results helped us to further understand

the management style of the Swedish banks.

The third book we used A & W/ 2 y & dzY SyNartinE s, BmaddziE and Gordon
Foxall. (2006). We used this book to build more on our understanding of culture and

-
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acculturation since it mainly covers the different aspects of the consumer behavior and how
the behavior of individuals is shaped and controlled by the values they carry and the culture
they relate to. The theory of the intergenerational value transmission model is the main
theory that we used from this book.

¢KS frad o0221 Aa WLpPynieASaAN3(r and\PRIl Eateoraa(2006), tBeli A y 3 Q
book mainly talks about how to run a business in a multicultural environment and the

analysis that should be done to understand each new market. From this book we are using

the self reference criterion theory which is an important one in understanding how
companies perceive and evaluate the markets they are operating in.

3.3 The Development of Theoretical Framework

Searching through several related articles and books helped us in developing our theoretical
framework. Selecting the right theories that match with the problem statement and the
purpose of the study questions was of a high importance. Theories can act as keys and only
the right key would lead to the right answer. In developing this framework, we applied a
chronological view to analyze and interpret the gathered data as a way to answer our
purpose.

Our theoretical framework mainly covers theories that helped in responding to our three
LJdzN1J2aS&a 2F (GKS addRReéod CANBRG ¢S adl NISR o8
LNIJAQ FYR W{gSRAAKQ Odzai2YSNE fSOS§of2F al i
Odzf GdzNBE KSf LISR dza G2 RSTFAYyS | (22t G2 FNIYS
expectations and how they are shaped according to their cultural backgrounds. Hofstede

theory acted as a key in figuring out the differences between immigrants and the host
O2dzy i NBE Q& Odzt GdzNIF f @I f dzSa o

Getting benefit of the SERVQUAL model, we were able to gather information about the way

immigrant customers perceive the quality of services provided by banks that is executed by
measuring the differences 6 S 6 SSy (KS Odzai2YSNARQ SELISOG!L (A3
be performed and their experience of the service quality. Information covered by the

SERVQUAL instrument, enabled us to crosstab all the other variables with the SERVQUAL

dimensions.

The second task of the study was figuringout i KS f S@St 2F | OOdz ( dzNJ (A 2
immigrants in relation with the SERVQUAL model attributes for explaining their level of

satisfaction. Here for this task we searched for acculturation and ethnicity theories that

defined the frame to interpret the related questions we asked these customers. The

theories of intergenerational values transmission model, ethnicity and identity were
implemented.
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The last part dealt with answering questions about the banks operating in Sweden in terms
of gaining knowledge about how they target those immigrants. Service providers are
defined in accordance with their customers and the type of relationship they are able to
build with them. We used the relationship marketing theory, the relationship between
national cultural and management behavior and the self reference criterion theories in
analyzing the gathered information from the related questions to reach this aim.

With reference to the developed theoretical framework, we were able to conceptualize
three hypotheses that guided the process of documenting our findings, analyzing them and
coming up with the final conclusions.

Hypothesis 1: Swedish customers are likely to be more satisfied with the service they
receive from their financial service provider compared to Iranian and Iraqi customers.

Hypothesis 2: Iranians and Iragis who have been living in Sweden for a longer time are
more accultured than the ones who have been living here for a shorter period of time.

Hypothesis 3: Iranians and Iragis who have been living in Sweden for a longer time are
more satisfied with the service they get from their financial service provider compared
to the ones who have been living here for a shorter period of time.

14
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3.4 Data Collection
¢tKAE &4SOGA2y SELIXLIIAya Ay RSGIAfE GKS GeL)s
guestionnaire and banks survey distribution and finally the analysis of the data.

3.4.1 Primary Data

Primary data is the core of our study, and it is split into two parts; quantitative and
gualitative data. The quantitative data was collected through a questionnaire that was
distributed on Swedish, Iranians and Iragis customers.

As for the qualitative data it was designed in two ways, interviews and surveys with the
Swedish banks. For the interviews we used semi-structured questions so by this we can
direct the path of the interviews but at the same time give some space for the interviewee
to feel free in adding any point s/he wants. Those interviews were conducted face to face.
As for the surveys we used pre-coded and open-ended questions as to minimize the time for
answering the survey and keeping it within the direction of the study. Different types of pre-
coded questions were used, such as likert scale, multiple choice, ranking questions,
dichotomous, checklist and some short open-ended questions.

Covered through: (Semi-Structured for
interviews and pre-
coded and open-
(EES ended for surveys)

- Direct Interviews

v \J

Primary Data

Covered through:

\d
- Interviews

Customers - Emails Pre-coded questions
- Web based survey

Figureb, Type and method of collecting primary data

3.4.2 Sample Size

¢CKS alyYLXS 2F (GKS aidldsRrR LORYIEAG (1ay R Tm g oW {Wd SR
it has been performed through the random sampling method which covered both genders

with different age groups, educational level and number of years they have been staying in

Sweden. The breakdown of the total sample based on age, gender, level of fluency in

Swedish language, level of education and number of years staying in Sweden is represented

in the following table. In general, 139 females and 113 males were interviewed.
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Table2, Sample breakdown

: lranian  Iragi  Total  Swedish  Total |
Age bands 18-25 10 6 16 49 65
26-35 36 19 55 41 96
36-45 7 13 20 19 39
Over 45 22 20 42 20 62
Gender Male 37 30 57 56 113
Female 39 27 66 73 139
Fluency in Swedish Fluent 40 24 64 - 64
Not Fluent 36 33 69 -- 69
Level of education Secondary School or Lower 12 23 35 45 80
Professional Certificate 10 9 19 24 43
Bachelor's degree 26 14 40 41 81
Masters degree 21 7 28 12 40
PHD (Doctoral Degree) 4 4 8 3 11
No Answer 3 - 3 4 7
Number of years stayingin  1-5 Years 26 31 57 - 57
Sweden 6-19 Years 32 21 53 - 53
More than 20 years 17 5 23 - 23

The respondents live in three cities; Stockholm, Vasteras and Eskilstuna. Throughout the

gK2tS addzReé 46S NBFSNI G2 WLNIXYyAlFLya YR LNIIAZ
our sample we have considered those of Iranians and Iragis who were born in their home

countries and have moved to Sweden after spending several years in their home countries.

We have tried to keep the balance among the size of different studied groups as much as
possible. A total of five questionnaires were deleted due to the poor accuracy in delivered
answers.

3.4.3 Secondary Data

The secondary data was used on a minimum scale in this study and covering two

dimensions. Firstly, the statistical data that was collected from The Swedish Integration

Board study and the Migrationsverket website. From this data we were able to know the
YdzYo SN 2F AYYAINIyGa tAGAYy3I AY {6SRSY IyR Ay
about the migration waves that happened in Sweden.

Secondly, the online databases and e-journals that were used to collect relevant studies and
papers that talk about ethnicity and service quality that helped in enriching our information
and writing our theoretical framework.
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3.4.4 Distributing Questionnaires

Starting with the banks survey, our first contact with banks was on the 3" of April 2009, we
met the banks representatives in one of Malardalend Q dzy’ A @S NBnitked3"8f20 FI A
March 2009 and through paying visits to the branches in Vasteras. After that we started
sending emails to Swedbank, SEB, Nordea, Handelsbanken and Lansforsakringar branches in
Vasteras. Those emails were followed by visits to the branches to confirm receiving the
emails and assigning dates for the interviews and filling the surveys. After so many visits we
were able to arrange for interviews with two of Swedbank front teller employees on the 28"
of April 2009 that lasted for 45 minutes and then it was followed by a survey that was filled
by one of the private banking sector employees on the 7" of May 2009. Afterwards, on the
17" of May 2009 Lansforsakringar bank sales manager working in Vasteras branch replied
back with a filled survey. In May 2009 we got responses from Nordea-Vasteras, SEB -
Eskilstuna and Stockholm. All the interviews and survey were conducted in English. The
table below shows the names and positions of the employees that contributed in this part.

Table3, List of the banks contacted

‘ Bank Name of the Employee Title

W Bjorn Vikman Private Banking

Swedbank cVasteras Bobby Ehnberg Teller-Direct contact with
customers

Swedbank ¢Vasteras Elina Starhagen Private Banking
Lansforsakringar-Vasteras Maria Sandberg Sales Manager
Nordea ¢ Vasteras Patrik Borg Advisor
SEB ¢ Eskilstuna Hilya Koc Customer Service Manager
SEB ¢ Stockholm Belgin Fortaci Diversity Issues

As for the customersCuestionnaire, we started distributing our questionnaire on the 3™ of
May 2009 and finished distributing on the 18" of May 2009. Our distribution areas covered
Vasterds, Eskilstuna and Stockholm. For the Swedish respondents we distributed our
questionnaire in MalardalenQa | Y A @S NE Nastéras d0d E¥kliskdrd)Sadter that it
was distributed in the train to Eskilstuna and to some of the retail shops in both cities. Most
of the respondents were self assistant in filling the questionnaire. Regarding the Iranian and
Iragi respondents, first we approached the Swedish language schools in Vasteras and
Eskilstuna, then we distributed it to the shops and restaurants owned by ethnics living in

-
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Vasteras and to some Iranian and Iragi families that we met during our stay in Sweden and
finally an online version was created and posted on Facebook related groups and sent by
email to some Iraqi institutions contact list and friends in order to cover respondents living
in Stockholm. The majority of the respondents were self assistant in filling the
guestionnaire, but also some interviews we conducted and some answers we received from
the online version of the questionnaire.

The original version of questionnaire was formulated in English and it is worth mentioning

that they were distributed in four languages; Farsi for Iranians, Arabic for Iragis and English

and Swedish for Swedish respondents. For the Farsi and Arabic versions we translated the
jdzSadA2yyl ANBa 2dzNESt @dSa aAyOS AGQa 2dzNJ Y2 (K
same nationality to proof read and to ensure clarity and accuracy of the questions upon

which some revisions were done. The Swedish version was only distributed on two

respondents and it got translated by a native Swedish speaker.

3.4.5 Analysis Plan

First we should clarify that we considered both Iranian and Iragis as one cultural group, as
based on Hofstede cultural dimensions both countries score the same in the four
dimensions and there is a lot of commonalities between both countries.

The quantitative data was interpreted by using excel for time limitation purposes. Each time
the data was filtered according to the different tests we wanted to do. Means, percentages
and standard deviations were calculated to compare and assess the correlations between
variables. Also the data was further used to know the perceptions and the insights of these
immigrant groups. As for the qualitative data that was collected from the interviews with
the banks, we summarized what those banks wrote and said and came up with a general
understanding about how they perceive immigrants living in Sweden, how they target them
and what kind of services and products they offer them.

According to Burton (2000) the subjective and objective measures were took into
consideration when we evaluated the ethnicity of those immigrants. For the subjective
measurement we took into consideration the personal beliefs of those immigrants that
reflect the individual psychological identity about their cultural attributes while in the
objective measure we studied the socio-cultural traits such as language and cultural
traditions. By this, we make a balance between subjective and objective views.

The below table describes the relationship between our research purpose, hypotheses and
the type of tests and cross tabulations that were done to analyze the quantitative and
gualitative data.
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Table4, Data analysis plan

‘ Research purpose Hypotheses DEVERAMEWAS
Running a comparison H1: Swedish customers are 1 SERVQUAL dimensions vs.
0S0G6SSy -LWL NiIAYOA likely to be more satisfied with nationality
W{ g S RikE&AKXQY SONE Q the service they receive from 1 Gender as a factor to
satisfaction their financial service provider measure total service

compared to Iranian and Iraqi quality satisfaction
Odza Gt 2 YSNE Q 1 Level of education as a

factor to measure total
service quality satisfaction
Relationship and loyalty
Age as a factor to measure
total service quality
satisfaction
 Number of years dealing
with the same bank as a

=a =4

factor to measure total
service quality satisfaction

f  Measuring total level of
satisfaction

Studying the level of H2Y YWL NX YAl Y& 9 Theinfluence of duration of
I OOdzt (G dzNJ G A 2y  have been living in Sweden for staying in Sweden on the
LNIIJAQ AYYAZdNI alongertime are more language factors

with the SERVQUAL model accultured than the oneswho  Cultural group they refer
attributes for explaining their ~ have been living here for a themselves to

level of satisfaction aK2NISNJ LISNR 2 Fq Measuring the level of

Iturati
H3Z: WL NI YAl ya |y occtdraton

Relationship and loyalty of
have been living in Sweden for P yary

WLNYYAFY YR

a longer time are more satisfied ) )
. i immigrants

with the service they get from )

L . . . Factors affecting the

their financial service provider o )

decision of choosing a bank

compared to the ones who

. Relationship between level
have been living here for a P

AK2NTSNI LISNR 2 F of service satisfaction and

fluency in Swedish language
T Number of years vs.

SERVQUAL
Investigating how Swedish Findings about Swedish banks
banks design and offer their management style in dealing
services and products to with immigrants

immigrant customers
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3.5 Limitations

In the process of conducting the research we encountered some obstacles that affected the
collected data. First the distribution process took more time than expected due to the long
guestionnaire we had, as the average time to fill the questionnaire was around 15-20
minutes, thus the respondents were not willing to spend this time filling it. Second; our
guestionnaire included some personal questions for which immigrants did not feel
comfortable answering them. Third; it was hard to find Immigrants who have been living in
Sweden for more than 20 years and more. Lastly; only a few number of banks showed
interest in cooperating with us for which it limited the amount of data gathered about how
the different banks operating in the region of our study deal with Iranian and Iraqi
immigrants, thus the reliability of the gathered data was affected.

3.6 Reliability and Validity

The number of respondents we have is 262; this number is not big enough to come up with
a precise gquantitative judgment but to give a notion and idea about the topic of the study.

Our hypotheses were formulated as guidance for the whole study for which a number of

tests were performed to answer each hypothesis. Therefore the results we got were treated

as qualitative A Y T2 NXF GA 2y Ay 2NRSNI (2 3 S llife sty@e andlS 2 LI S Q
not numbers that are used to run statistical tests.
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4 Findings and Analysis

The findings and analysis part is split into three sections that adheres to the purpose of our
study. Firdy S  adGF NI 6AGK GKS O2YLI NRaz2y o0SG6SSy
customers level of satisfaction, secondestudythe 1e3St 2 F | OOdzf G dzNI GA2 Y
LNFJAQ AYYAINIYyGa Ay NBfFGA2Y 6A0GK GKS { 9w\
satisfaction and finallyve Investigatehow Swedish banks design and offer their services and
products tothe immigrant custoners.

4.1 The Political and Banking Situation in Iraq and Iran

Banking industry in Iraq is split in to two eras; the first era goes back to the former regime of
Saddam Hussein. In that period banks were controlled by the government and they were
not allowed to follow the technological developments happening internationally. As for
private banks, they started operating in Irag only in 1992, but they were banned from
having any international transactions.

The banking scene was controlled by two main state-owned commercial banks the Rafidian
and the Rasheed. These two banks owned 90% of the total financial assets (Iraqgi National
Investment Commission, 2009).

Moreover Iraq went through a long and hard sanctions period from August 1990 F 1 SNJ L NJ |j €
invasion of Kuwait till May 2003 and the US invasion of Iraq. These sanctions caused
RSGSNAZ2NI GA2Y AY (KS théddwpsQ declifethhgé 2ovéntional Y U K A
social services that is provided for Iraqgis (UNICEF, 2003).

After the end of this era, the banking system in Iraq was a fragile one, which was
characterized by lack of modern technology, outdated systems, payments in cash, no voice
or data connections, documents within the same branch or other branches were carried by
courier, IT systems that did exist were damaged or stolen during the 2003 chaos, interest
rates on banking system and most of the loans were given for one-year only and were
rotated annually, with the interest rate re-set each year.

In the second era which comes after the year 2003 and the collapse of the old regime a
major change happened in the political system in Iraq which caused a change in the banking
system as well. As of late 2005 a change in the Iraqi banks capabilities and services started
to take place which include; deposits, credit facilities, investments activities, foreign
currency dealing, securities and trade services. But the insecure situation in Iraq after the US
invasion of Iraq is causing a delay in the development of the Iraqgi banks (Iragi National
Investment Commission, 2009).
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Nowadays Iranian banks are facing two main obstacles in terms of growth and advancement
inolyl1Ay3 GSOKy2ft238T O2dzy iNEQa LRtAGAOIT &aAd
in relationship with foreign banks from one side and the low rate borrowing funds in
comparison with high inflation rate from the other. The two explained factors have strongly
affected the banking revenue which is considered as the main source of different drawbacks
in providing the service to the customers causing an international isolation (Loeffler, 2009).
Another problem is the limited resources in dealing with customers that result in long
waiting queues and employees work long overtime hours which decrease their level of
performance and treating customers in a negative way. Iranian banks are not using the
modern banking methods and equipments in a high extent and this restricts the level of
provided service to the highly demanding customers who have some trade agreements with
foreign companies (lranian Banking Challenges, 2008).

42 | 2YLI NRA &2y 0SU6SSY WL NI Gastdmsis F YR L
Level of Satisfaction

The first task of knowing if there is a difference in the level of satisfaction between Swedish
Odzai2YSNA YR WLNIYAIFIY YR LNIYIAQ Odzad2YSNE
customers using the SERVQUAL model attributes and finding if there is a correlation

between these attributes and gender, age, years of dealing with the bank and level of

education, moreover test the strength of relationship for both nationalities.

4.2.1 Measuring SERVQUAL Dimensions vs. Nationality

To measure the level of satisfaction for each service quality dmSy & A 2y Y2y 3 WL NI
IragiQ I YR  W{storBeRAfisk W calculated the means of the SERVQUAL five
dimensions which are important influencers for the overall quality perception. In the table

below we calculated the means of the five characteristics for both groups followed by a
total foreachone. Wb Q@ NBLINBaSyida G§KS ydzYoSNI 2F NBaLRyR

Table5, Level of satisfaction for each service quality dimension for each sample group

SERVQUAL

Dimensions Reliability Responsiveness Assurance  Empathy Tangibility

Nationality N Mean Mean Mean Mean Mean Mean STDV
Iranians & Iraqis 133 4.01 4.00 3.97 3.89 4.00 3.97 0.61
Swedish 129 3.85 3.80 3.84 3.71 3.71 3.78 0.64
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This test indicates that WL NJ y A | ycustoryefR ard.mde $ptisfled with the service they
get from Swedish customers but with a slight difference between the two figures,
(mean=3.97) for WL NJ y A | ycustoryelR andl (Mdari3178) for Swedish customers. Both
groups agree on the reliability dimension as the one that scored highest in the service they
get and on empathy as the weakest dimension, so there is consonant on the score of the
highest and weakest dimensions. Beside these results there is a significant difference in the
tangibility dimension, quality perceived for this dimension is low for Swedish customers
(mean=3.71) while for WL NI Yy A | Y &thelqyaRy perddivedj i& Bigh (mean=4.0). In
general both groups agree on the perceived service quality dimensions for the first four
attributes, while they disagree on the level of perceived quality for the last dimension;
tangibility.

4.2.2 Measuring SERVQUAL Dimensions Based on BenderQ

The below table measures the level of satisfaction for each service quality dimension based

on gender for 60 20K 3ANRdAzLIAT QLN}XYAlLYya FYR LNIIjAAQ
calculated means for each of the SERVQUAL dimensions is calculated separately as well as

the overall mean for each gender is shown in the last column. According to the calculated

means for each gender the level of satisfaction of WL NJ y A | Yy &is highérRhanLthed |j A & Q
Swedish customers. Within each of the two customer groups, women are more satisfied

compared to men, WL NI YAl Yy feinafeR (mdaiNd.of) AwBile Swedish females
(mean=3.85).

Tableb, Level of satisfaction for each service quality dimension for different YendersCiccording to
each sample group

SERVQUAL
Dimensions Reliability Responsiveness Assurance Empathy Tangibility Total
Nationality N Mean Mean Mean Mean Mean Mean STDV
Male 67 3.88 3.86 3.90 3.79 4.01 3.89 0.62
Iranians and Iragis
Female 66 411 4.09 4.10 4.06 4.02 4.07 0.61
Male 56 3.78 3.70 3.72 3.55 3.55 3.66 0.63
Swedish
Female 73 3.89 3.88 3.90 3.79 3.79 3.85 0.63
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Figur§7, Service quality perception for each SERVQUAL dimenfions bgsed onA‘g’enderQF 2NJ WLNY VALY
FYR LNIXIJAQ YR W{gSRAAKQ Odzad2YSNA

According to the means presented for each SERVQUAL dimension based on gender,

reliability is scored the highest for the three customeNJ ANR dzLJA T WL NF ¥Q Iy |y
FYR W{6SRAAK YIfSa IyR FSYI{f{SaQ 6KA{fS WLNI
highest and this is followed by assurance dimension agreed by all of the four groups as the

second important dimension. The least scored SERVQUAL dimension in forming the

Odza 12 YSNE LISNOSLIiA2Yy Aa G yAAOMR AWEL s FRMNA KYLWI
FSYIfSAQ 6KSNBFAa WLNIYALY eloyt empathy §f derviddd £ Sa Q
provided by their banks. The graph is showing the trend as explained. So looking into the

gender aspect, it is shown that females drive the level of satisfaction for both groups, with

similarity for the most important and least important factors, and disagree among males for

the perceived service quality dimensions.

25



4.2.3 Measuring Total Satisfaction Based on %he Level of EducationQ

The following table demonstrates the total level of service quality a F G A& FIF QG A2y 27
andlraf AQ YR W{46SRAAKQ OdzAG2YSNA | OO2NRAY3I (2

Table7, Level of total service quality satisfaction based on $he level of education(Zor each sample
group

Education level | Secondary PHD
Schoolor  Professional Bachelor's Masters (Doctoral
Nationality Lower Certificate degree degree Degree)
N 35 19 40 28 8
Iranians and Iragis
Mean 4.10 3.06 3.95 3.70 4.06
N 45 24 41 12 3
Swedish
Mean 3.89 3.71 3.67 3.89 3.48
Total Mean 3.99 3.38 3.81 3.79 3.77
4.5

3.: * ;>¢<

2.5

15

0.5

Secondary School  Professional Bachelors Masters PHD
or Lower Certificate

e |ranians & Iragis e Swedish

Figure ¢ 2 G t &S NI A OS |j dz thafi® P SIS NDB LER &Y BF AR BYNIWW
WIEeSRAAKQ Odzaid2YSNA

The above table shows that there is no significant correlation between the level of

education and the level of service satisfaction perceived by both group of customers. The
KAIKSad LISNOSAGSR aSNBAOS ljdzrt AGe KIFa oSSy N
secondary or lower level of education (Mean = 4.10 and 3.89). There is no similarity among

\a
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the other educational groups in the way they perceive the service quality and as a result it is
shown that the influence of the level of education is very low in how customers perceive the
quality they get from their banks.

¢tKS WwaSO2yRINE &aoOKz22f 2NJ f2¢6SND 3INPRdzLJ
expectations and less demanding which results in higher level of satisfaction.

4.2.4 Measuring Loyalty Based on e Number of Years Dealing with the
Same BankQ

Here loyalty is calculated based on the number of years each group has been dealing with
the same bank. For accuracy the Swedish respondents who were born after 1984 were
excluded from this test and WL NJ Yy A | Y redpoyidents whbl-h§vd 2en staying in
Sweden for less than six year were also excluded as we want to make sure that respondents
in this test have spent more than six years in Sweden and also have passed the legal age for
opening a bank account.

Table8, Level of total service quality satisfaction based on he number of years dealing with the
same bankCIor each sample group

Number of years dealing with
the same bank

Less than More than 6
Nationality one year 1-3 years 4-6 years years
N % % % %
Iranians and lragis 76 0.00 17.72 13.86 68.42
Swedish 93 4.30 8.60 7.53 79.57

In the relationship and loyalty dimension both WL NJ y A | Yand $u&lishQxdédorjeis Q
spend more than 6 years dealing with the same bank, (79.57%) for Swedish and (68.42%) for
Iragis and lranians. However on an item level Swedish customers showed more loyalty but
with (4.30%) for customers who spend less than one year dealing with the same bank.
WL NI Y A I ¥ Q@skonidrs showed (%) in the less than one year variable and scored
higher in the one to three years and four to six years variables than the Swedish customers.

In general both groups tend to build long term relationships with their banks and the idea of
changing it seems to be low across both customer groups.
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Moreover; it was mentioned by some of the respondents from the Swedish language school

in Vasteras that the Swedish government recommends the bank for them the moment they

arrive in Sweden, and their money is usually deposited into their accounts so it would not be

recommended to change it.

4.2.5 Measuring Satisfaction Based on WgeQ

Another test that is used to measure the total service quality satisfaction of both groups is
taking age as a key variable. The table below lists the relationship between four age bands

and their level of satisfaction.

Table9, Level of total service quality satisfaction based on WgeCor each sample group

Age groups
Nationality 26-35 36-45
N 16 55 20 42
Iranians and Iragis
Mean 4.05 3.92 3.98 4.09
N 49 41 19 20
Swedish
Mean 3.96 3.71 3.44 3.70
4.2
/
4 — —_—
3.8 \\
> \//
3.4
3.2
3
18-25 26-35 36-45 45+
e |ranians & Iraqis == Swedish
Figure9,¢ 2 G £ aSNIBAOS ljdzZh f Ade LISNOSLIWGAZ2Y ol

customers
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The test indicates that there is no significant correlation between age and level of
satisfaction for both customer groups. Each age group scored differently between the two
categories of customers; even it did not show any similarity of the level of satisfaction for
any same age band. For Iranians and Iraqgis, the average service quality score of respondents
for age group 45 years and above makes the highest level of satisfaction (mean=4.09), while
respondents of age group 26-35 score the lowest with (mean=3.92). As for Swedish, the
average service quality score of respondents for age group 18-25 makes the highest level of
satisfaction (mean= 3.96), and respondents of age group 36-45 score the lowest with
(mean=3.44).

4.2.6 Measuring Satisfaction Based on the Number of Years Dealing with
the Same BankQ

In this test a cross tab has beenrun 6 S 6SSy WiIKS ydzYoSNI 27
RSEFEAY3I gAMWW KIS ddGIBRegiffiRA I GA&TEF OGA2Y Q
of respondents into consideration.

Table10, Level of total service quality satisfaction based on W {i fuSber of years dealing with the
same bankCIor each sample group

Number of years dealing

with the same bank

Less than one More than 6
Nationality year 1-3years  4-6years years
N 16 53 12 52
Iranians and Iragis
Mean 3.80 4.07 3.99 3.96
N 2 11 18 98
Swedish
Mean 3.23 3.72 4.06 3.72
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Figure10, Total service quality perception based on Wy dzY 6 SNJ 2 F

@€SINE RSIfAYy3 &)
F2NJ WLNIYALY YR LNIAQ FYR W{4gSRA

aKQ Odzai2YSNa
According to the calculated means that represent the level of perceived service quality, the

highest service quality has been scored by Swedish customers who have been dealing with

their bank between four and six years (mean=4.06). Whereas Iranians and Iragis who have

been dealing with their major bank from one to three years scored the highest with an

average total perceived quality of (mean=4.07). Both groups have the lowest perceived

service quality among customers who have been receiving services from their banks for less

than one year.

4.2.7 Measuring Total Satisfaction among Both Nationalities

The following test has been run to measure the general service quality perceived by the two
ANRdzZLIAT QLNIYAFY&A FYR LNIIAEQ [difder quesfiosSRA &8 KQ
that were asked in the questionnaire. This test includes two questions about the level of

general satisfaction and the general perceived service quality provided by the bank. The aim

is to measure the level of customer satisfaction without any further analysis to compare

against the detailed tests ran above and make sure of the reliability of the gathered data.

According to the following table the level of satisfaction of Iranians and Iraqis is described

by the (mean=4.04) which is slightly higher compared to the (mean=3.95) calculated for the

Swedish customers that supports the findings in the previous sections.

Tablell, Level of total service quality satisfaction for each sample group

Level of satisfaction ‘

N Mean STDV
Iranians and Iraqis 133 4.04 0.61
Swedish 129 3.95 0.64

30



Analysis

In accordance with our first hypothesis, to test the level of satisfaction of both groups, we
examined the demographic factors and the duration spent dealing with the same bank for
which we found G K G WL NJ y dudtoyherslané oreLsiNibfitid Acdnpared to the
W{ 6 SRA a KoékinghtNER crludeb from the demographic tests, we found out that there
is no relationship between the level of perceived service quality and the factors of age and
level of education as there was no specific trend identified while comparing the means of
each age and educational groups. But when we tested gender versus level of perceived
service quality, it was shown that there was homogeneity in the level of satisfaction
declared by females in both groups in which they scored higher than males.

Beyond the demographic factors, we wanted to know the maximum duration that each

group spends dealing with the same bank and the effect of this duration on the level of

perceived service quality. The results showed that the majority of both groups spend more

OKF Yy AAE &SI Na RSFEAY3a gA0GK GKS alyYS oblyl Iy
of customers who spend less than one year with the same bank was zero. As for the effect

of the number of years spent with the same bank and the level of perceived service quality,

both groups agreed that the least level of satisfaction was stated by the customers who

spend less than one year dealing with the same bank. Moreover there was no similarity

revealed for both groups which shows there is no significant relationship between the two

variables.

The previous tests did not provide us with enough information to come up with a suitable
Fylfeara 2FTROKHI VAN QAzA W2 YFNR | NBE Y2NB al (A:
group. Based on Groénroos opinion about the perceived service quality, interactions create

GKS Y2YSyida 2F GNMziK gKAOK AYLI OGa sdivikeS Odza (i
quality is based on five dimensions that could influence the level of service perception. The
AYLRNIFYOS 2F (KS&aS RAYSyairzya Aa adzowaeSOGA
cultural background. Since our sample group is immigrants and refugees who were born in

[
.

()

their home countries, they have had the chance to experience the service in both home and
host countries. Mainly their expectations are built upon the experiences they had in their
home countries and not based on what Swedish banks promise to offer.

According to Hofstede cultural dimensions, there is a considerable difference in ranking

SIFOK 2F (GKS AYRSES& lY2y3 620K O02dzy i NBE 3N dzL
in power distance and uncertainty avoidance. Based on the relationship of culture and

service quality, customers with high power distance would not expect service providers to

offer high performance quality and thus agree to tolerate poor service quality. As for the

other dimension, customers with high uncertainty avoidance consider the five service

quality dimensions as of a high importance.
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{ SNDAOS ljdzr f AGé Aa YSIF&adz2NBR o6& (y28Ay3a GKS
perceptions F YR SELISOGlI GA2y&ad WLNIYAIFIYy& | yddonl NI |j A &
their previous experiences with banks in their home countries therefore their expectations

could be considered low according to the cultural factors mentioned previously. Due to the

cultural differences among both country groups in which Sweden scored low in power

RAalGl yOS I YR dzy OSNI I Ay (@ I 2 ARl yOS> i KS R
perceptions and expectations was very high. When expectations are exceeded, customers

would perceive the quality as more than satisfactory and this is what happened to our

sample group.

la F2N) W{6SRAAKQ OdzAaG2YSNBEX (GKSe& olasS G§KSAN]
LINBOA2dza SELISNASYyOSa 6A0GK 20KSN) { 6SRAAK 0oty
perceived and expected quality is not that significant in which their expectations are only

met without being exceeded.

Finally our hypothesis Swedish customers are likely to be more satisfied with the service
they receive from their financial service provider compared to Iranian and Iragi customers is

A > 4 oA

NE2SOGSRZ YR WLNYYALFY | yR withd slightQiffeferstzd (1 2 Y S NI
compared to the W{ & S RustdmErQHofestede power distance and uncertainty avoidance
dimensions are the key cultural determents in supporting these differences.

4.3 Studying the Level of Acculturation in Relation with the

SERVQUAL Dimensions
ForWL NJ Yy A | yYimmigfddtsth Bplain ih€lr Level of Satisfaction

In this part of the research the level of acculturation of WL NJ y A I Y imrhigfaRts ik NI [j A Q
being measured in order to figure out their level of satisfaction, taking the number of years

they have been living in Sweden as a key factor and the SERVQUAL model as the way to

measure their level of satisfaction.

431 Iy Tt dzS Wdber&FWearsBli @Ay 3 Ay LH{WBRSITIN 2y Y

At this stage, the influence of duration of stayingAY { 8 SRSY 2y GKS (KNBS
{6SRAAK a4 GKS FTANRG fIy3dzad 3SQ:r Wi S@St 2F 7Fi
0KFY { #aS Beanddéted. The highest score in each of the mentioned categories

belongs to the Wanians and IraqisQvho have lived in Sweden for 6-19 years which does not

show any definite trend. In other words regardless of the number of years spent in Sweden,

WLNIFYya YR LNIIAAQ KIFI@S (SLIW GKSANI 26y 1 y3a
and friends to a high extent and they have not accepted Swedish as their first language even

though their level of fluency in Swedish is getting better over the longer period of time.
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Tablel2¢ KS Ay Ff dzSyO0OS 2F WydzYoSNJ 2F @SFENRBR adlreAy3a Ay

L t .
anguage aspec First language Use of languages
Number of stated as Fluentin other than
years staying in Sweden Swedish Swedish Swedish
N Mean Mean Mean

1-5 Years 57 2.17 2.42 4.23

6 ¢ 19 Years 53 2.60 3.81 4.38

20 Years and more 23 2.17 3.65 4.00

4.3.2 Testing the Cultural Group Immigrants refer themselves to

The aim of this test is to know to which cultural/regional group WL NJ y A I ycustoryel® L NJ |j A
refer themselves to; is it the Swedish culture or any other different one taking their level of
involvement in this group into consideration. The number of years living in Sweden is being
taken as a key variable that could shape their sense of belonging to this cultural/regional

group.

Table13, ¢ KS Ay Tf dzSyO0S 2F WydzYoSNJ 2F &SI NAR adleéeAay3a A
refer themselves (i 2 Q

Other Cultural
Groups

Category Swedish
Cultural Group

Involvement
Involvement

Number of years

Staying in Sweden

1-5 years 57 15.80 3.22 84.20 3.38
6-19 years 53 41.51 2.77 58.49 S0
20 Years and more 23 34.78 3.44 65.22 3.1

WL NI Y A | Vrespoydents WwHeJhayeAb&en living in Sweden for 6-19 years show the
highest level of belonging to the Swedish culture (41.51%) but with the lowest level of
involvement (mean=2.77), and the respondents who have been living in Sweden for more
than 20 years show the highest level of involvement with the Swedish culture (mean=3.44).
Across the three groups of how many years those immigrants have been living in Sweden,

the average percentage of referring to other cultural groups and the level of involvement is
Ffglreéea KAIKSHULHFRMIDIRERWNEOQS | OKFy3IS Ay GKS f
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above is being noticed, where the level of involvement is higher with the Swedish cultural
group but with a higher reference for the other cultural group.

This table shows that even if some respondents assume that they belong to the Swedish

culture, their level of involvement is very low with this groupas Al A& aK218y Ay I
& S |. MEgeDeral the percentage of people who refer themselves to the other cultural

groups is higher across the three groups, 8 A 1 K | OK Ll y 3 S anll &dNdeio&pS QH N
were a high level of involvement is being reflected but with a low percentage of reference

to this group.

4.3.3 Measuring the Level of Acculturation

This table gives a thorough analysis of the level of acculturation for WL NI YAl Yy |y R |
immigrants; a deeper understanding on the item level is being studied on some cultural
behaviors in relation with the number of years they have been living in Sweden.

Tablel4, ¢ KS Ay Ff dzSyO0S 27F WydzyoSKJdZ Tibdibols 0B 3 GF @Ay 3 Ay

Number of years staying 20 Years and
in Sweden | 1.5 vears 6 ¢ 19 Years more

Cultural Aspects

N 57 53 23
| mainly celebrate events that are not typically
. 3.54 3.72 3.48
Swedish
| celebrate typical Swedish events in a Swedish
3.53 3.67 3.56

way

| often engage in activities (meetings, parties)
where Swedish or English are not the main 3.38 3.41 3.52
languages used

| often buy products that are found only in ethnic

2.82 3.51 3.74
stores
If I would see ads in my own language | would be
. 3.88 3.28 3.00
more attracted to it
| want to feel that the ad is targeting me as an
3.61 3.36 3.22

individual, not my family or group
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Looking at the basic item of the acculturation table, WL NJ Y A I Y redpghdntsL NJ |j A Q

celebrate both the Swedish and their own events at the same time with a stable mean score
across the three year bands. As for their level of engagement in non Swedish activities,
there is a slight increase in their level of engagement. For their shopping habits there was a
noticeable increase in buying their products from the ethnic stores over the specified period

of time with (mean=2.82) F 2 NJ (i K §-p LIS SA RBO Y Y6RTaY F2NJ 0 KS LIS

FYR Y2NBQd 2KSy (GKS& ¢gSNB aiSR | 02dz
showed less interest in seeing ads in their own language by the time spent in Sweden, as the
YSIY P2RISWMEQ Aa 0 dFFNI 0wsR &XKISNE S Yy R
the decrease in their interest. Adding to the language aspect of ads, they expressed more
interest in seeing ads that target them within a group and not as individuals, the decrease in
mean was continuous across the three year groups with (mean=3.61) for the first group and
(mean=3.22) for the last one.

When respondents were asked about their close friends and the second most common
nationality among their friends, more than (85%) of the respondents said that their closest
friends are of their same home nationality regardless of the number of years they have been
staying in Sweden, they were even referring to their friends from their home country as
WA YS | a Y eeveyif thely Bold ItHe Sviedis® nationality. As for the second
common nationality of their friends, (40%) of the respondents mentioned the Swedish
nationality regardless of the number of years they have been living in Sweden. Another
point that was brought up by one of the respondents from the Swedish language school in
Véasteras was that she wants to have Swedish friends in order to practice the language and
know more about the Swedish habits, but she finds it very hard to interact or mingle with
them. The community of Swedish people she knows is limited between her neighbors and
tutors in the school.

4.3.4 StrengthoftheRSf | A2y A KA L) 2 Fimiigeahtd v A | v

WLNIYAFLY YR LNIJAQ AYYAINIYyGA O0dzAf R I

deal with across the three year bands mentioned in the table.
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Table15,¢ KS Ay ¥t dzSy OS
iKS alyY$S o6lylQ

Number of years dealing
with a bank

Number of

years staying in Sweden

2F WydzYoSNJ 27

Less than 1
year

1-3 years

e Sk N&a

AileAy3

More than 6

years

4-6 years

1-5years 57 28.1 68.4 3.5 0.0
6-19 years 53 0.0 24.5 17.0 58.5
20 years and more 22 0.0 4.5 4.5 91.0

More than 6 years

4-6 years

1-3 years

Leass than 1 year

0% 10% 20%

30% 40% 50% 60% 70%

80%

90% 100%

m 1-5years ®6-19years 20 years and more

Figurell,¢ 2 G f & SNIBAOS ljdzr t Ade LISNOSLIiA2Y oFaSR 2y W
F2NJ WLNIYALY YR LNIJAQ FYR W{gSRAAKQ Odzad2YSNA
¢CKS Y2aid aA3ayAFAOIY(d GFNRIFOGES Ay (KAA éraf
been dealingwiththesaYS o0l y1 X & GKS LISNOS¢gie SISNFQ NI &
FYR GKSy AlG 2dzyLia (2 odpmdmr:0 F2NJ GKS &SI N
oFlyR WwWiSaa GKIYy M @SIENRT Al A& y20A0SR GKI
AY {6SRSY I'yYR (K8 BSEKREDRSK RE®RI REBONBMm &S |

¢tKS {(IFr0fS o0Sf2¢

LINE GARS& |

aSO02yR

58 U2

gl e

immigrants have with their banks in Sweden. A crosstab between the number of years they

\a
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have been living in Sweden and some cultural elements regarding language and celebrations

2F GKS AYYAINIyGaQ K2YS O2dzyiNEB Aa R2YySO
dealing with a bank that offers information in their own language and they did not consider

it a key factor to switch to that bank, while they showed a minor increase in the idea of

having a bank that shows interest in their own culture, but even though this increase of

mean (Mm1=2.61, m2=2.68, m3=2.74) is not strong enough to influence their decision about
switching to other bank.

Table1l6,¢ KS Ay ¥f dzSyO0S 2F WydzyoSNJ 2F @SIFNE adleiay3
aspects

Number of years staying in Sweden

20 Years and
1-5Years 6 ¢ 19 Years more
Cultural and language aspects Mean 1 Mean 2 © Mean3 |
N 57 53 23
If another bank offered me information (text) in my 3.07 2.90 2.78

own language | would probably switch to that bank

If another bank had an employee speaking my 2.77 2.73 2.56
language | would probably switch to that bank

If another bank showed interest in my culture (e.g. Eid 2.61 2.68 2.74
or Chinese new-year) | would probably switch to that
bank

4.3.5 Factors Affecting their Decision in Choosing a Bank

In order to test the factors that affect the decision they take when choosing a bank, two
variables were tested, first the characteristics and features of the bank which included;
location, brand, fees and interest rate, service quality and languages spoken by the staff, as
for the second variable it included the opinion of my family, my friends of my own
nationality and friends of other nationalities.
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Table17, ¢ K
WL NI Y A

w»
Qe >
<
- -+

dzSy O0S 2F WydzYoSNJ 2F &SIFNR adreAiy3a Ay
L N

Y

20 years and
1-5 Years 6 ¢ 19 Years more

Number of years staying in Sweden

Preference
Mean STDV

N 57 53 23 133 --
Bank characteristics, features and quality of services 4.15 3.95 3.88 3.99 0.72
What my family and friends think of the bank 3.08 2.94 3.03 3.02 1.08

The importance of bank characteristics scored higher as a total mean (3.99) from the
opinion of their family and friends (mean=3.02). Looking at the trend of the first variable,
there is a slight decrease in the importance of bank characteristics in choosing the bank they
deal with, as for the second variable, some minor changes are taking place across the three
year groups but they are all happening around the (mean=3.00) which reflects a neutral
change. As for the languages spoken by the staff that was included in the first variable, it is
worth mentioning that it scored the lowest across the other factors in this variable and thus
affected the total average negatively.

4.3.6 Total Satisfaction Bl & S RFluéngy in'$edish LanguageQ

A crosstab between Wi S @S € 2F aSNBAOS &l GAaATFIOUA2YQ | YF
following table. WL NJ Yy A I Y sDwhb ¢r& notLfiNehtljinh Swedish scored the same

satisfaction mean as the ones who speak fluent Swedish (mean=4.00). In other words there

is no significant difference among both groups and there is no correlation between fluency

in Swedish and level of service satisfaction.

Tablel8,[ S@St 2F G204t aSNWAOS ljdz ftAde alrdAraaFTl Olazy
group

Language | Not fluent in Swedish Fluent in Swedish

SERVQUAL N Mean N Mean

4.01

Iranians & Iraqis 69 4.00 64

When WL NJ Y A I Y respoydBnts e abiked @bout the major language they use to
communicate with their bank, (86%) of the total sample said that they use Swedish to
communicate with their bank regardless of their level of fluency. The idea of translator was

\a
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brought up by some respondents, while one respondent mentioned that he uses Farsi in
dealing with his bank since there is an Iranian employee working there. English is considered
the second language of communication and (12%) of the total respondents are using it as
their main language. Moreover it was highlighted by one of the respondents that they like
to use Swedish in their communication in order to be forced to learn the language and
practice it more.

4.3.7 Total Satisfaction BI & S RNughbérofearsSi @ Ay 3 Ay { 6SRSy

The correlation between the number of years staying in Sweden and the level of satisfaction

over each SERVQUAL dimension is tested. Paying more attention shows that WL NI YA | ya |
L NI Whb &ale been staying in Sweden for W@ &SI NE QX KI @S a02NBR
highest influencing factor in their level of perceived quality (mean=4.11) and empathy as the

lowest with (mean=3.93). For WL NJ Yy A | Y &vholhaldbeeh INihg lin Svdeden for W-a9
@8SIENBQX (KS KAIKSad NI y]1SR { %66rand the[lowdtA YSY & A
mentioned is responsiveness (mean=3.91) whereas for the group stayed A Y { 6 SRSy T2 NJ
years and moreQ> NBALRYAAODSYSaa A& NI yénpdthyilitkeS KA IK
lowest score with the (mean=3.77). In general there is no significant correlation between

the number of years stayed in Sweden and the level of service satisfaction for each

dimension.

Tablel9, Level of totalser@A OS ljdzZ ft AGe arFrdAaFTlkOlAzy o6laSR 2y Wy
each sample group

SERVQUAL
Dimensions Reliability Responsiveness Assurance empathy Tangibility Total

Number of years
staying in Sweden N Mean Mean Mean Mean Mean Mean STDV
1-5Years 57 3.95 4.04 4.05 3.93 4.11 4.03 0.49
6-19 Years 53 4.06 3.91 4.04 4.00 4.02 4.03 0.67
20 yearsand more 23 3.93 3.94 3.80 3.77 3.81 3.85 0.77
Total 133 3.98 3.96 3.96 3.90 3.98

Respondents mentioned while answering the questionnaire that they are happy with how
banks treat them equally like any other W{ ¢ S RustanférQtheir requests are fulfilled
through the normal process that is applicable for any other customer, this gives them more
confidence and security in which they know they are in safe hands.
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One more comparison that was brought up is the languor in performing jobs, which causes a
delay in serving customers. But they relate this to the more patient and relaxed Swedish
employees and management style.

Analysis

Our second and third hypotheses focus on the level of satisfaction and acculturation of
WLNIYAFY FTYR LNYJAQ Odzali2YSNE® ¢KSAS KeLRiGKS
which is considered a major indicator in measuring the level of acculturation, results

showed that by time, fluency in speaking Swedish language increases but at the same time

they do not consider it as their first language and they keep using their home language in
communicating with their family and friends. The results showed that there is an imperfect

relation between language adoption and advancing acculturation. Apparently our sample

group uses the Swedish language according to the physical context they are in whereas they

continue using their home language in communicating with their social group.

Another measured aspect is the cultural group that respondents refer themselves to and
their level of involvement in that culture. The longer time they have been living in Sweden
did not reflect an increase in the percentage of the immigrants who refer themselves to the
Swedish cultural group. It is worth mentioning that the group who refer themselves to the
Swedish cultural group and have been staying in Sweden for 20 years and more, showed
more involvement in the culture of the host country than the respondents from the same
year group who refer themselves to other cultural group, despite the fact that the
percentage of immigrants who refer themselves to other cultural group is nearly double the
size of the other group.

Other factors such as shopping habits, cultural celebrations and media communication were

considered to assess the level of A Y Y A 3 Ndcujfuatio® WL NI YAl ya YR LNJI|j.
both home and host cultural celebrations without any specific preference but their

participation in non Swedish activities are increasing across the time. As for their shopping

habits, they still prefer to buy their products from the ethnic stores. For the media
communication, they still like to be targeted in the context of a group but messages do not

have to be in their home language.

Relating these results to the intergenerational value transmission model in which they
emphasize that values are transmitted from one generation to another through family,
school, friends and early lifestyle experience, we can say that those immigrants who were
born in their home countries, have acquired most of their values from their home cultural
environment. The results of their interactions with the host country reflect that the majority
of immigrants still refer themselves to other cultural groups, celebrate their own events as
well as the Swedish events and buy their products from the ethnic shops. Even throughout
the years, they still practice their cultural values acquired in their home countries and their
experiences they got in the host country were the result of their involvement with the

-
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members of the same immigrant group. Belonging to the own group is what really matters
F2NJ WL NI Yy A lay their tlogeR frigndéladp inénfbned to be from their own
nationality in (85%) of all the cases and all of the above affects their level of acculturation.

As there are four different alternatives of acculturation, we can relate our sample immigrant

group to the integration model since they are adopting some of the host culture values

while maintaining their original culture. During the acculturation process, there has been no
weakening of the immigNJ Y i & Q culfutidehfityand this segment can be categorized

Fa WEGOdiili dz2ZNBRQ | YR -Qdzf Hsd&hn@ difilatioa is ri2ghtively WO A
related to consumer acculturation and lessen the chances of immigrants to adapt and adopt
mainstream values and behaviors, we can support our previous findings by mentioning the

high affiliation of our group with their community which decreases their level of
acculturation.

Measuring the relationship and loyalty that immigrants build with their banks, a positive
NBfFdA2yaKALl 6l a NBO23IyAl SR 0SG6SSy WiGKS ydz
FYR WIiKS ydzYoSNJ 2F &SIFNAR GKSeWLANISYAR yRSHYVIR Y
customers indicate that this relationship will hardly be affected by the emergence of other

banks that are willing to provide them services in their home language, but they might show

a slight interest in considering banks that take their home cultural events into consideration.

They even emphasized that they care more about the bank characteristics, features and

quality of services than the opinion of their family and friends.

Both factors of Wi KS ydzYoSNJ 2F & SlahdBWTE Wd2S8/ 0¥ 3 ANY a{LBS |
{ 6 SRA &K drelnyt dediBiveif&t@rsindrivind 0 KS AYYAINIyiGaQ t S@St
perceiving the service quality they receive. It is important to note that the majority of
WLNIYAFY YR LNIJAQ Odza2YSNE dz&aS { 6SRAAK | 2
with their banks.

This level of satisfaction that immigrant customers show towards the Swedish banks can be

f A0SR dzy RSNJ G KS WwWaAiddzr A2yl f SO Kyirkddrdl @ Q | Y F
and social identities are affected by their social surroundings and only some level of

consumer acculturation is taking place in which immigrants take it as an opportunity of

socializing in order to know the behaviors, attitudes and values of the host culture.

Our second hypothesis Iranians and Iraqgis who have been living in Sweden for a longer time
are more satisfied with the service they get from their financial service provider compared
to the ones who have been living here for a shorter period of time and the third hypothesis
Iranians and Iraqgis who have been living in Sweden for a longer time are more accultured
than the ones who have been living here for a shorter period of time were both rejected.
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4.4 Swedish Banks Attitude towards Immigrant Customers
Findings and analysis dfow Swedish bankslesign and offer their
services and ppducts toimmigrant customers

It was significant that all of the banks were aware of the changes happening in the
demographics of the Swedish society and the increase in the number of immigrant
customers they serve on a daily basis. Accordingly their experience in dealing with different
types of customers is developing and their knowledge about the need of the different
services they require is growing. Diverse nationalities of customers were brought up by the
interviewees like Iranians, Iragis, Chinese and Turkish, but they show no differences in the
way they serve them, only one interviewee refused to announce the different nationalities
of their customers expressing that by law they are not allowed to do this.

For market research, most of them mentioned that they conduct specific types of research
to measure the service quality they offer and to know their customers in general, but no in-
depth research is conducted for the customers who come from different cultural
backgrounds. Even when they register any new customer, they do not show any interest in
knowing his background and they only take the information mentioned in the passport to be
included in their database. Some banks hire employees from other cultural backgrounds due
to their personal qualifications that fit the job, in addition they can help in dealing with the
immigrant customers in terms of language they speak in common, but managers do not
consider hiring such employees for these specific purposes.

The official communication language for dealing with customers is Swedish, either spoken
by the employees or used for most of their print materials; in addition most of the
employees have the ability to speak in English and few print materials were provided in
English by only one of the interviewed banks. Customers who do not speak Swedish or
English and deal with banks that do not even have employees who could speak their own
language, are usually accompanied by relatives or friends who are able to speak the
language or they use body gestures to get their job done.

All of the banks agreed that customers from different cultural backgrounds are considered
as a potential market in the future and some new services and products could be designed
F2NJ GKSY odzi Ffaz2 o685 dzaiS thderStanding’{ass riStRoked
implemented by banks, as only half of them mentioned that there is a focus on these
segments in their market positioning strategy. Their marketing strategies towards these
segments were contradicting with their previous understanding, as most of the banks

KQ Odz

FINBSR 2y KIFI@Ay3 aidlyRFNRAT SR LRftAOASa F2N

customers and they also emphasized that they treat their customers equally regardless of

-
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their cultural backgrounds and if they want to treat them in another way it could be only
through adapting some services or products for them that they can get inside the bank
without any official campaigns that release these services or products. It was interestingly
mentioned by the customer service manager and the advisor of two different banks that
they recently adapted a customer service center that could provide the information for
customers in different languages.

When banks were asked to rank the importance of the cultural, demographical and level of
acculturation factors they might take in considering those immigrants as a new market
segment. Demographics, language and culture were ranked the three most vital aspects that
they might mull over when designing new services and products, while adaptation to the
local community, national identity and religion were given a second priority. According to
the elements of culture, some factors are given the higher priority that are important to
gather and analyze in order to understand the cultural background of these immigrants.

Swedish banks appeared poorly placed to meet the needs of the customers with different

Odzft GdzNF £ ol Ol AINRP Az RAYRVRY2 NS G FR WR2ADNISa 4
WASEF NBFSNBYOS ONR (G SNR 2s5Wedish bakikS froiBtakirig khe G A &
Odza G2 YSNRE Q Odzf ( dzNJ € RAFTFSNBYyOSa Ayildz O2yaAa
messages. Most of the interviewees talked highly of their institutions marketing strategy by
SELINBaary3d Al Ay G S NafeattoRdhal dpgorbunitey & G A Gdzi A2y Q&

Moreover the interviewees pointed out that their company policy was to offer all

consumers an equal opportunity to get access to the same services and products

irrespective of the culture and adaptation factors. The followind A Sy GAYSyd 41 & O2
do not think that immigrants have different financial needs, we have to better communicate

2dzNJ 2FFSNBE YR aK2¢g GKIFIG GKS&@ FFNB AYLRNIIy
non-discriminatory policies whereby all potentialcdza 1 2 YSNA | NB GNBI 1SR WS
may ignore the needs of such groups and thus losing a potential investment that the bank

could benefit from in the future.

From the attitude of the Swedish banks, we can understand the behavior of the host

country towards the immigrants as they try to assimilate them on equal terms as the
W{gSRAAKQ OdzAG2YSNE® | SNBE 6S FTAYR | AAYAf I NJ
0KS WLNIYALFY YR LNIIJAQ OdzAalG2YSNR GKAsyl AY
developed as customers perceive a mutual way of thinking exists between customer and

service provider and how value is created, but this relationship is not built on the idea of
2NHIFYAT FGA2Yy&aQ GFAE2NBR Y N) S AwidBrstdddnyof dzy A O
0KS AYYAINIyYylG OdaAal2YSNRQ tATFTSaGetsS FyR Odz Gd
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A general finding from speaking with the representatives of the banks, who worked in direct
contact with customers, was that none of the banks faced any major problems while dealing
with immigrants despite their different nationalities. Most of the issues they addressed
were related to language barriers, knowing about the services and products they offer and
finally educating them about the Swedish financial laws and regulations.

Further understanding of the style of relationship which the Swedish banks have built with

their immigrant customers and their management style which is based on their national

culture, countries with low power distance and uncertainty avoidance like Sweden achieve

0Sald Ay WSYLX 2eSS 2NASyYyGldA2yQ YR WRS@STt 21
O2dzZ R 0SS GNIXyatradSR G2 KAIKSNI SYLRSSNN¥YSYI
customers and loyalty for the bank they work for. This leads to creating a better relationship

GAOK Odzad2YSNBER® !'a F2N) GKS WRSGSt2LIYSyid 2NAS
any proofs as we need further information about organizational culture and management

behavior.
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5 Conclusion

The overall purpose of this study was to know the relationship between the level of

I OO0dzf GdzNF GA2Y YR GKS aASNWAOS ljdzr t Ade LISNDS
Sweden when dealing with Swedish banks. This purpose has been fulfilled by a) making a

O2YLI NRAaz2zy oO0SGANSY A@OL NIVYRA W] 6ISYRR aKQ Odza G2 YSN
dlddzReAy3a GKS tS@St 2F F0O0dA GdzNF A2y 2F WLNI
SERVQUAL model attributes for explaining their level of satisfaction, and c) Investigating

how Swedish banks design and offer their services and products to immigrant customers.

The comparison between the two groups showed 0 KI G WL N} YALFY | YR LNIIJ
moresk GA&FASR (K Ilwfh alsligh différénde Hdtwhedn Kh@ both means. The
demographic factors were not of any significant importance in analyzing this difference
however Hofstede cultural dimensions showed the importance of the cultural backgrounds
in shaping the level of service quality expectations. Countries with high power distance and
high uncertainty avoidance like Iran and Irag are more controlled by rules and therefore
they can tolerate any power forced on them and any in-equality in treatment, while Sweden
that scores lower on both cultural dimensions focuses more on treating people equally.
Moreover our immigrant sample group mainly consists of refugees who escaped from their
unstable and inconsistent political situation in their home countries, enforced sanctions and
wars thus the mentioned factors deteriorate the living conditions of the citizens and
decrease the technological developments and service quality of banks in their home
countries.

So the expectations of WL NI YAl Y | Y R ark blitlpr tBeir Sozdencss WithNE
banks in their home countries on the contrary to the Swedish customers and as a result the
services offered exceeded their expectations leading to higher satisfaction. These outcomes

rejected our hypothesis which assumed that Swedish customers are more satisfied than
YNJ YAFYA . YR LNIIljA&AQ

When the service quality for those immigrants was measured based on the number of years
they have been living in Sweden and their level of acculturation, it was shown that the
WLNIYAFY YR LNIIjAQ Odza (i swédsiNElture ddSthe duynbed A Yy (i
of years they have been living in Sweden did not show a high level of acculturation for the

C\
(0p))
111

ones who have been living in Sweden for more than 20 years. Also the results showed that
there is a high affiliation between those immigrants and their cultural groups which is
working negatively with their level of acculturation. Language was not an important factor
in measuring their level of acculturation and satisfaction, since both groups who speak the
language fluently and who do not, demonstrated the same level of satisfaction. Also when
the SERVQUAL dimensions were tested against the number of years they have been living in
Sweden, their level of satisfaction was not increasing as the number of years was growing

-
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even though those groups tend to build long term relationships with their banks. Hence
these results also rejected our hypotheses that predicted an increase in the level of
satisfaction by the increase in the number years those immigrants have been living in
Sweden and the increase of their level of acculturation.

The last purpose is related to the banks. All of the banks showed that they do not design any
special products or services for the different cultural groups although they are noticing how
multicultural the Swedish society is becoming. Banks also added that they consider
customers from the other cultural groups are the future potential but they do not intend to
design any special products for them, they fairly customize some products or services for
them that could be offered inside the bank, but no further customized communication could
be executed. Hofestede cultural dimensions helped us in understanding their management
behavior that could be more employee oriented. The Swedish banks style in dealing with

OdzAa G2 YSNE OFy 068 lor®K IANIR@MI SYNANISHUVHity Fhey W@ § S 3 8

customers equally regardless of their different cultural backgrounds. This could clarify the
concept of the long term relationship and the high level of satisfaction of those immigrant
groups, as they like the way they are treated equally; an attitude that they miss in their
home countries and a gap that is fulfilled for them in Sweden.

In general we can say that the level of acculturation was not a decisive factor in controlling
GKS tS@St 27F al (A a FlstOreds.Thé culuifal aspdctMdd ¢ skronger
influence on them, since our entire sample group is considered as foreign-born immigrants
who experienced the unstable situation in their home countries that is reflected on the type
of service they receive. This made them appreciate the level of service quality they are
receiving in Sweden.

This study contributes to the under-researched area of immigrants in Sweden and how
services are provided to them. To validate our results, we tried to take both sides of the
equation and check how customers get the service and what banks offer, the usage of the
SERQUAL model increased the possibility of getting validated results since it is tested and
approved and finally several statistical tests were run to back check the validity of the data.

In this part we could refer to what was suggested by Rex, that there are factors that affect
the level of identification and acculturation within the ethnic minorities. First the concept of
the homeland and the dream of return, the host country and the fight they do against being
treated as inferiors because of their racial characteristics and finally other possible countries
of future settlement (Burton, 2000, P. 857-858).

For the future research directions numerous issues could be addressed. Studying the service
qguality between the first and the second generation would give a better understanding of
the level of acculturation and the expected service quality. Another group of immigrants

fAGAY3a AY {6SRSYy &aK2dzt R 6S &GdZRASR Ay 2NRSNJ

of satisfaction towards Swedish banks and their level of acculturation, other study could be

-
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conducted on a bigger sample size and finally some social aspects could be studied in order
to know why the level of acculturation is low among those immigrants which could also
affect their level of satisfaction from another perspective.
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Appendix A/ Customers Questionnaire, Farsi Version
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Appendix B/ Customers Questionnaire, Arabic Version
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Appendix C/ Banks Questionnaire

Full Name:

Position:

Years of experience in this position:

Number of years with this bank:

Name of company:

How often do you serve customers from different nationalities?
What nationalities are they?

Which one has the majority?

W oo NOUL R WN R

Did you feel that serving these different nationalities have affected your strategies in

dealing with customers? In what way?

10. If yes, do you design special communication tools for them?

11. If no, what could be the reason in your opinion?

12. In which language do you communicate with them?

13. Do you have print advertisements specially targeting ethnic customers or have you done
any adjustments to target them?

14. If yes, what kind of adjustments did you do?

15. Do they ask for any services or treatments other than the ones you already provide?

16. If yes, what kind of services and treatments? Do you face any problems in designing
these services?

17. How do you respond to the different needs of other nationalities?

18. Do you have employees from other nationalities other than Swedish?

19. In what way do you think they will add to the company?

20. Do you conduct any market research to measure the service quality you provide to your
customers?

21. If yes, how do you get benefit of the research result to enhance the services offered to
ethnic groups?

22. Do you conduct any market research or do you have any databases which would provide
you with the information about the nationality of your customers and the type of
services offered to them?

23. Do you provide the services designed for the ethnic groups to other Swedish customers
as well?

24. What are your future plans and strategy in this regard?
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Appendix D/ Banks Survey

10.

Name:

Organization:

Position:

Is the bank aware of the changes happening in the characteristics of the
Swedish population?

] Yes ] No

Do you have experience of serving customers from different ethnic groups?

1 Yes [ ] No

Can you list the nationalities of the three major visiting customers other than customers from
Nordic countries?

1.

2.

3.

Did your organization hire employees from the mentioned nationalities in question number 6 to
FFHOAEAGIGS GKS aSNBAOS 2FFSNBR G2 0O0dzadG2YS
otherwise Q#9)

[ ] Yes [ ] No
If the answer is yes, then how is consumers response over this tactics:

Very Satisfied  Satisfied Neutral Less Satisfied ~ NotSatisfied 52y QU Y

5 4 3 2 1 0

Did you notice any difference in the type of services these customers from different nationalities
ask for?

[ ] Yes [] No
If yes, what kind of services? Please select for service Nationality 1 you selected in Q6
[_] Bank Loan [_] Saving Account [] Financial Management

[_] Pension [ ] Insurance [ ] Other:

[_1 Financial Management of special account, retirement, trusts and inheritance
Please select service for Nationality 2 you selected in Q6
[ ] Bank Loan [_] Saving Account [] Financial Management

[_] Pension [ ] Insurance [ ] Other:

[_1 Financial Management of special account, retirement, trusts and inheritance
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11.

12.

13.

14.

15.

16.

17.

Please select service for Nationality 3 you selected in Q6
[_] Bank Loan [_] Saving Account [] Financial Management

[_1 Pension [] Insurance [] Other:

] Financial Management of special account, retirement, trusts and inheritance
2 KIG A& @2dz2NJ 2NBFYAT GA2yQa OdzaNNByid YINJ S
[_] We treat them the same as Swedish customers
[] We adapt some products/services only for them
[__] We adapt some advertisement only for them

[ ] Complete product, service and advertisement adaptation for them

What changes did your company adapt related to marketing strategy you selected in Q.11?

In which language do you communicate with customers? (list the languages)

(1) (2) (3)

Does your organization provide all information regarding financial process in any or more than one
of the following languages: (other than Swedish or Nordic languages)

[ ] English [ 1 Polish ] Farsi (Persian)
] Arabic [ ] Turkish 1 Any Other:

What solution your bank adapted for below mentioned problems in terms of language
Needed Services Solutions

1. Counter problems

2. Customer problems

3. Online problems

4. Customer Service (Telephonic)

5. Any other:

Does your company conduct any research to know the type of customers they deal with?
[] Yes ] No
If yes how do they use this data to formulate services for these ethnic groups?

Please Specify:
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18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

What kind of activities your company does in order to maintain a special positioning in the minds
of their customers?

Is there any special focus on ethnic groups while positioning your company?

] Yes ] No

Do you conduct any service quality measurement survey?

] Yes ] No

How do you rate Age, Gender, income status factor in importance for considering ethnic
consumers as new market segment:

Most Important Important Neutral Less important Not important
5 4 3 2 1

How do you rate the cultural factor in importance for considering ethnic consumers as new market
segment:

Most Important Important Neutral Less important Not important
5 4 3 2 1

How do you rate the Language factor in importance for considering ethnic consumers as new
market segment:

Most Important Important Neutral Less important Not important

5 4 3 2 1

How do you rate Religion factor in importance for considering ethnic consumers as new market
segment:

Most Important Important Neutral Less important Not important

5 4 3 2 1

How do you rate National Identity factor in importance for considering ethnic consumers as new
market segment:

Most Important Important Neutral Less important Not important

5 4 3 2 1

How doyourated ! RI LIGF GA 2y 2F £ 2 Olfdtor O tapottateNISr cahsideriigY
ethnic consumers as new market segment:

Most Important Important Neutral Less important Not important

5 4 3 2 1
From the above factors to which you give priority for market segmentation? (please rank with
number)

() Age, gender, income status
() Culture
() Language
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28.

29.

30.

31.

32.

33.

34,

35.

() Religion

() National identity

() Adaptation of local culture by immigrants

¢ A0

O2YLI yeQa LRGSYGAlIt SGKyAO O2yadzySNa
[ ] Eastern European

[ ] Southern European

[ ] Western European

] Eastern Asian

[ Nordic
[ ] Middle East
[_]Southern Asian

] Other:

Would above selected potential ethnic consumer group(s) (in Q#28) be potential in future also?

[ ] Yes

Would above selected potential ethnic consumer group(s) (in Q#28) be unique in terms of their

special needs in future also?

] Yes

Does the services designed for ethnic consumers are also used by Swedish consumers?

[ ] Yes

[ ] No

1 No

[ ] No

If your company has never designed any products or services for ethnic groups, then what is your
opinion in the need to target ethnic groups living in Sweden as a different consumer group?

Do you think standardized marketing is enough to target all customers in Sweden?

[] Yes

LT

b2

[1 No

2 Ke

RARY QiU @2dzNJ 2NBFYyAT FGAz2y O2yaiRr

What are your future intentions to target ethnic consumers?
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