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Abstract 
 

In recent years has the banking industry moved online, this creates issues for the banks when they 

are building their corporate reputation. Earlier were the banks creating their corporate reputation 

though face-to-face meetings with the customers, which banks can’t do anymore when their 

customers are using the online banks. Studies show that 98% of the population between the ages 

of 20-45 are using the online bank which makes it important for banks to create their corporate 

reputation online. According to Broon (2007) can banks create corporate reputation though 

customer relations online and the most important parts of customer relations are customer trust 

and customer satisfaction. 

 

Sweden and Finland are two highly developed countries that have embraced technology to a big 

extend which makes this research important in those two countries. Because of that will a 

qualitative research be done in those two countries with focus groups to get a better 

understanding of how customers think banks can create corporate reputation through customer 

relations online. 

  

Our research show that the most important factors when building customer trust are 

communication with the customers, handling customer complaints, information spreading and 

assurances. To build customer satisfaction are the most important factors E-service quality, online 

customer service quality, product variety and seeing to the customers personal needs. The 

conclusion of the study shows that those factors are really important although product variety is 

not so important in Finland because they think that the product variety is about the same 

everywhere, assurances isn’t so important in either country since they take it for granted but 

assurances increases in importance when the customers gets a higher income or take more loans. 

The most important parts is according to our research E- service quality, a good E-service quality 

gives a lot of satisfaction to the customer and that creates a lot of the banks corporate reputation. 

When building trust are communication and conflict handling the two most important parts which 

are the once that should be focused on. 

 

 

 

 

 



  

 

Sammanfattning 
 

Under det senaste åren har bank industrin flyttat online, det har orsakat problemet för bankerna 

när dom bygger sitt företags rykte. För när banker byggde sitt företags rykte gjorde dom det 

genom möten med kunderna ansikte mot ansikte, vilket banker inte kan göra längre när deras 

kunder använder deras online banker. En undersökning visar att 98 % av befolkningen mellan 20-

45 åringar använder internet banken vilket gör det viktigt för bankerna att bygga deras företags 

rykte online. Enligt Bronn (2007) kan bankerna bygga deras företags rykte genom kund relationer 

online, dom viktiga delarna av kundrelationer var enligt henne att kunderna kände sig nöjda och 

att dom litade på sin bank. 

Sverige och Finland är två väldigt utvecklade länder som använder mycket ny teknologi även inom 

bank industrin, vilket gör denna undersökning väldigt viktig för banker i dom här två länder. På 

grund av det ska en kvalitativ undersökning genomförts i båda länderna med en fokus grupp i varje 

land för att få bättre koll på hur kunderna tycker att bankerna ska bygga sitt företags rykte genom 

online relationer. 

Undersökningen visar att dom viktigaste faktorerna när banker bygger sitt företags rykte genom 

att få kunderna att lita på banken är kommunikation med kunder, kund klagomål hantering, 

information spridning och försäkringar om något händer. För att bygga kund nöjdhet är dom 

viktigaste faktorerna E-service kvalitet, online kundservice kvalitet, produkt utbud och kundernas 

personliga behov. Slutsatsen av denna undersökning visar att dessa faktorer är väldigt viktiga när 

bankerna bygger sitt företags rykte fast produkt utbudet är inte så viktigt i Finland för att dom 

tycker att produkt utbudet är ungefär det samma i alla banker. Försäkringar är inte så viktigt i 

något utav länderna eftersom kunderna tar det förgivet, men försäkringarna om något händer blir 

viktigare och viktigare ju mer pengar eller lån kunden har i sin bank. Det finns också skillnader om 

vad svenska och finska kunder är ute efter för att banken ska ha så bra rykte som möjligt. Den 

viktigaste faktorn när banker bygger kund nöjdhet är E- service kvalitet. Att bankerna har en bra E-

service kvalitet gör kunderna väldigt nöjda och genom det kommer mycket av bankernas rykte. 

Dom viktigaste delarna när bankerna försöker få kunderna att lita på dom är kommunikation och 

förmågan att hantera klagomål. Dessa faktorer borde banker fokusera på när dom bygger sitt 

rykte. 
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1. Introduction 

 

In this chapter, the background of the topic is presented and a problem discussion is introduced. 

Finally the purpose and research questions will be established and the outline for the thesis is 

presented. 

 

 

1.1 Background 

 

According to economic theory of reputation, it’s profitable for a company to have a good 

reputation. Therefore, companies are investing in keeping or building their corporate reputation 

(Fregert & Jonung. 2014). The way companies in the financial industry were creating corporate 

reputation was through face-to-face banking where the bank met their customers. However, in 

the last few years, the financial industry has been moving online and this creates problems for the 

banks when they try to build or keep their corporate reputation. Nowadays Internet banking has 

taken over the traditional way of face-to-face banking and therefore banks have to find new ways 

to build or keep their corporate reputation. Based on stat (2014), 87 % of the Finnish and 88% 

(Statista, 2015) of the Swedish population are using online banking and this number increases in 

younger ages. In the age range of 20-45, a stunning 98% (Stat, 2014) uses online banking, which 

creates a problem for the banks when they don’t interact face-to-face with this customer group. 

This has made it more important for the banks to interact in new ways with their customers 

online. Throughout this thesis will we bring down online to online bank and social media to focus 

more on those two rather than the full web.  

 

Reputation matter differently in different industries and in banking they need a good reputation 

because customers are giving the bank their money to keep for them. Moreover, banking is an 

industry where you need good, reputation, every bank should invest in building or keeping their 

reputation (Macey, 2010). Because the financial industry is an industry where the products and 

services are homogenous, banks are looking for other ways to stand out from their competitors. 

Having a good corporate reputation is a great way to stand out from your competitors and it can 
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also be the decider of which bank a new customer will choose, Aijo (1996) ”I believe that 

corporate reputation may be necessary for banks to sustain corporate advantages”.  

 

Building corporate reputation is never easy and a company’s reputation is also very fragile, it takes 

years to build and it can take seconds to disappear and since reputation is also very important for 

the banks, they need to manage it (Alsop, 2004). One of the best ways to build corporate 

reputation is through customer relations, Brønn (2007) stated that according to the customers, 

the most important part of customer relations when building corporate reputation is trust and 

after that was satisfaction. 

 

Building corporate reputation through customer relations online has been proven to be difficult 

because the banks don’t interact with their customers in the same way as they did before 

(Dahlstrom, Nygaardm Kimasheca & Ulvnes, 2014). Customer satisfaction in the financial industry 

has been affected by the move online in the last few years. When the financial industry were 

moving online, the banks need for employees decreased. Because of that are customers now 

going in with the precession that the quality has decreased because the banks are decreasing the 

number of employees (Mukherjee & Nath, 2003). This makes satisfaction more difficult for banks 

to build when the customers go in with the prospection that it’s going to be worse than before. 

 

Building customer relations online can according to Fink, Zeevi & Te’eni (2008) be done online 

since social media allows the bank to interact with their customers in a new way. The most used 

social media are according to both Chikandiwa, Contogiannis & Jembere (2013) and Baird & 

Parasnis, (2011) Twitter and Facebook. This is backed up by data in Sweden and Finland, 66% of 

the Swedish population (Internetstatistik, 2014) and 40% of the Finnish population (Wordpress, 

2014) are using either Facebook or Twitter. Chikandiwa, Contogiannis. & Jembere’s (2013) 

research also showed that those two social media channels were the two most effective ones. 

According to Levy (2013) is one of the successful ways to build customer trust through spreading 

information about the company on social media.  

 

 

1.2 Problem discussion 
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Corporate reputation can make or break a bank. All banks need a good reputation that proves that 

they are a legit bank since the financial market is built on trust (Jarvinen, 2014). During the last 

few years there has been a lot of economic crisis in the world which affects the reputation of all 

banks around the world since, from the customer’s perspective, the financial industry has failed 

(Jarvinen, 2014). During this period, the trust the customers have towards their banks have also 

decreased which have affected how customers see the banks negatively according to Jarvinen 

(2014). Therefore, it is more important for banks to rebuild their corporate reputation and 

according to Walsh, Dinnie & Wiesmaan (2006), Shamma & Hassan (2009) and Brønn (2007) is 

customer relations one effective way of building corporate reputation. According to Brønn (2007) 

was the two most important parts in corporate reputation building customer satisfaction and 

customer trust.   

  

Levy (2013) stated that social media is one of the best ways for the banks to interact with their 

customers online and through that build customers trust. However, banks don’t like to go on social 

media since everything that is posted on social media will stay there forever (Mitic & Kapoulas, 

2012). If banks would become active on social media without a thoroughly developed strategy, it 

could lead to a negative perception of the bank (Mitic & Kapoulas, 2012), this is backed up by 

Stone (2009), who says that this is a common fear among banks. Mitic & Kapoulas, (2012) said that 

some banks felt this problem because they don’t know how their customers feel about them going 

on social media. If they would enter social media, it could hurt their reputation since they are 

proceeded as “high regarded” banks with a lot of richer customers. Furthermore, they don’t know 

what their customers are after and what they want and don’t want their bank to do online which 

is a problem since everything they do online stay there forever. Some banks also believe that they 

don’t have any control over the content in social media since customers can write almost anything 

they want on the banks page (Mitic & Kapoulas, 2012). But according to both Mitic & Kapoulas, 

(2012) and Stone (2009) it is important for banks to be on social media since it would benefit them 

a lot.   

 

Interacting with companies is not the reason customers enter social media. Baird & Parasnis 

(2011), “customers have strong opinions about their social media interactions and, despite their 

embrace of social media, customer’s willingness to engage with companies is nothing companies 

should take for granted”.  The vast majority of the customers are seeing social media as a way to 

interact with their friends and family, and not as a way for the banks to create corporate 
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reputation by interacting with them (Baird & Parasnis, 2011). This makes it even more difficult for 

banks to interact with their customers online.  

 

Butt & Aftab (2013) stated that customers’ satisfaction are being built through the online bank, 

their research found a strong positive connection between customers’ satisfaction and the quality 

level of the online bank. This makes it important for banks to build a good internet bank but 

according to Pikkarainen, Pikkarainen, Karjaluoto & Pahnila (2006) are banks having a hard time 

building satisfaction online. (Pikkarainen, Pikkarainen, Karjaluoto & Pahnila, 2006) “there is 

increasing concern about the possible impacts electronic banking channels, especially online 

banking, have on bank customers’ behavior, but little is known about online banking users’ 

satisfaction with online services”. Mukherjee & Nath (2003) said that there is even more problem 

building satisfaction online, they said that customers going into online banking with the 

perceptions of that the quality of the internet bank isn’t as good as it was before since the online 

banks have decreased the banks need for employees. Since such a big percentage of the Swedish 

and Finnish population are using the online banks on a regular basis makes it really important to 

do research about this. 

 

Since the banks corporate reputation have been decreasing with the last few economic crashes 

must the banks rebuild their corporate reputation, but since the banks don’t interact with their 

customers face-to-face must the banks build their corporate reputation online. The problem 

discussion show that banks are having a hard time interacting with customers online and that the 

banks also don’t know how to build customer satisfaction online.  This makes it hard for banks to 

build corporate reputation online which makes researching this very important.  Since online is a 

big topic will we be looking on the most relevant parts of it when building trust and satisfaction, 

Which is according to Butt & Aftab (2013) and Levy (2013) Social media and online banking. 

 

 

1.3 Purpose and research questions 

 

The purpose of this research is to get a better understanding of what customers expect from 

companies in the financial industry, when the companies are building corporate reputation though 

customer relations online. This thesis will provide additional research in the field of how 
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companies in the financial industry can create corporate reputation through customer relations 

online.  

 

This thesis will look on how corporate reputation can be built through customer relations online. 

Since this is the purpose will this thesis not look on how different channels are being used but 

rather how this can be created and which factors makes it possible to create corporate reputation 

online. Furthermore will this thesis compare on how this can be done in both Sweden and Finland 

and which differences there are between how this can be created in Sweden and Finland.  

 

RQ1: How can the relation between customer trust and corporate reputation online be described? 

 

RQ2: How can the relation between customer satisfaction and corporate reputation online be 

described?  

 

1.4 Delimitations 

 

This thesis will look on two countries, which is Sweden and Finland since those two countries are 

very developed and the majority of the population is using the internet bank to a big extend. This 

research will also limit online to social media and online bank since those are the two most 

important parts. Furthermore will social media be limited to Facebook and Twitter since those are 

the two are the most used. Customer relations will be limited to Customer trust and customer 

satisfaction since according to Brønn (2007) is those the two most important parts of customer 

relations when building corporate reputation.  

 

Two banks will be looked at during this study to make sure that the financial experiences of the 

participants in Sweden and Finland are the same. This is being done since there are two different 

countries that is being compared and because of that will we have to use banks that have a big 

customer base in both countries.  

  

1.5 Thesis outline 
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This thesis is divided into six chapters. It begins with the introduction. The introduction will explain 

the subject and discussing and why doing research in this area is so important, furthermore, will 

also two questions be presented that will be answered later on in the thesis. After the 

introduction will a literature review about the subject be presented, in this chapter will present 

theories that are connected to our problem and research questions be presented and from that 

will a frame of references be emerged. In chapter 3, will the Methodology be discussed and the 

way that empirical data will be collected will also be presented as well as which sample that will be 

used. In chapter 4, the empirical data will be presented. In chapter 5 will the data be analyzed by 

comparing it to the literature and that compare the two cases with each other. In the last chapter, 

will the research questions be answered and finally will limitation, implications to the subject and 

suggestions for further research be presented. 

 

 

2. Literature review 

 

In this chapter will different studies regarding the research questions be presented, after which 

these studies and theories will create the frame of reference for the thesis. 

  

 

2.1 Corporate reputation 

 

The Literature of marketing and management deals with the concept of corporate reputation since 

the early 80’s, demonstrating that the concept has aroused interest among scholars. ”To build a 

strong corporate reputation do the companies have an internal culture that forges a positive 

opinion of the company by successfully coping with both expected and unanticipated challenges” 

(Firestein. 2006). Corporate reputation can be defined as “the sum of stakeholder views and an 

open statement of collective organizational image” (Walch & Beatty, 2007), other definition of 

reputation is Fombrun (1996) ”Reputation consists of future predictions about the organization’s 

state, deriving from effective reactions of stakeholders and investors towards the organization of 

interest”. 
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Corporate reputation is one of the most important things for a company, Fregert & Jonung (2014) 

“Corporate reputation is counted as one of the most important parts of companies sustain 

abilities”. When a company has a good reputation and is valuable for the customer, the company 

creates an advantage because a company's reputation is not easy to copy because it’s socially 

complexity (Siano, Philip, Kitchen & Confetto. 2010). Corporate reputation is good for a bank 

because it creates corporate advantages over their competitors, which creates profit, Fombrun 

(1996) “managers should pay increased attention to building and sustaining their reputation for 

greater economic returns”. Those advantages that are being created through corporate reputation 

are hard to copy and corporate reputation is therefore one of the best ways to increase the profit 

and stand out from your competitors.  

 

Corporate reputation is also very important for customers. Companies with a good and solid 

corporate reputation can take higher prices for their products, because the customers count them 

as premium products. This is possible because customers are paying for the security a company 

with good corporate reputation brings to the table (Lewis, 2001). The connection between good 

customer relationship and corporate reputation is proven by different studies, Walsh, Dinnie & 

Wiesmaan (2006) showed this connection in their research and  Brønn (2007) backed it up when 

she found the same connection in her research.  

 

Bank’s corporate reputation is very fragile, if a company’s corporate reputation is being harmed 

it’s very hard for that company to get the reputation back to the same level as it was before. A big 

and fast decrease in corporate reputation can harm the company’s profit and in some cases 

threaten the company’s existence (Firestein, 2006). Corporate Reputation is hard to build up but 

easy to disturb, things that can disturb a company’s good corporate reputation can be, for 

example, poor customer service, security problems or if the company lets its customers down in 

other ways (Lewis, 2001). The fragileness of a bank’s reputation can also be connected to other 

external things, Aslop (2004) researched this subject in America after the IT bubble in the 

beginning of the 21st Century and found out that after an economic crisis banks need to rebuild 

their reputation since according to the customers the banks have “failed”. The frequent crashes in 

the last few years makes it even more important for a bank in the industry to build a good 

corporate reputation and to keep it on a level that is manageable.  
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Grunig and Hung (2002) theorized that reputation is a direct product of institutionalizing 

organization - public relationships, so according to them, reputation is managed indirectly by 

relationships. Based on the results of the study, Grunig and Hung (2002) suggested that the quality 

of relationships determines quality relationships and reputation result more from the behavior of 

organizations than from messages disseminated, and the value of relationships includes the value 

of reputation. Good company reputation leads also to more loyal customers, this is shown in 

Bontis , Booker & Serenko (2007) study where different models were being tested and the 

relationship between loyalty and corporate reputation was found (Bontis , Booker & Serenko 

2007).  

 

There is a few different ways of building corporate reputation, one of the most important is 

through customer relations, Shamma & Hassan (2009) “the most important parts when building 

corporate reputation are work place environment, customer relations, products and services 

quality”. According to Fink, Zeevi & Te’eni (2008) social media has provided banks a way to 

interact with their customers, and social media also gives banks the opportunity to build trust 

online. But this is not the only way a bank can use social media to increase their corporate 

reputation, Levy (2013) showed in her research that companies that were active on social media 

have increased the knowledge the customer had about the company and she also showed that the 

more the customers knew about the companies the higher were the companies’ reputations.  

  

 

2.1.1 Social media 

 

In the early 2000s, the Internet was developed and became web 2.0. Web 2.0 helps people to 

build social connections, collaborate and work online with projects (Parise, Guinan & Weinberg, 

2008). These tools in web 2.0 include for example Wikis, blogs, Podcasts, Social networks and RSS 

filters (Andriole, 2010). The evolution started with RSS feed, RSS is used to get the latest news 

from sites that users like and they can also get the latest information without visiting the home 

pages. It makes the internet more effective and people don’t need to find the latest news due they 

are getting it in their RSS feed (Whatisrss, 2013). Social media is allowing banks to share 

information on the internet in an easy way. Because so many people are using social media, 

marketing in social media is becoming more and more important for companies and are also 

effecting on corporate reputation and customer relations building online for banks. This thesis will 
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limit web 2.0 to social media and social media to twitter and facebook since according to Baird & 

Parasnis, (2011) and Chikandiwa, Contogiannis & Jembere (2013) those are the most used tools. 

As mentioned before in the age range of 20-45 a stunning 98% (Stat, 2014) of people are using 

online banking rather than face-to-face banking, this means that face-to-face banking is decreasing 

dramatically with banks. New customers and the social media tool can be used to keep up a good 

customer relations with those customers. 

 

The importance of the web as a channel for business organizations to distribute information 

services and products has increased considerably in recent years. Whether organizations use this 

electronic channel as their only medium of interaction with their suppliers, partners and 

customers or use it to complement their physical channels are constantly examination ways to 

extend their web presence (Fink, Zeevi & Te’eni 2008).  Tsimonis & Dimitriadis (2014) found that 

some reasons why companies are going on social media are because it allows companies to 

market themselves cheaper, become aware of customer opinions and personalize communication 

with customers and engage with them more directly. Customers are using social media to share 

their own information and keep contact with their family and friends. “Users of social media can 

socialize with each other and share information so that a big audience can see which helps people 

to connect with others “(Chu & Meulemans, 2008). Ranchhod (2004) said that most of the 

organizational web pages are made not for sales, but rather for interacting with customers and 

build customer relations.  

 

“Proponents of social media speculate that its interactive nature and rich format are potent to 

support relationships between organizations and consumers” (Mitic & Kapoulas 2012). There are 

some big companies that use social media to obtain customer feedback, create new 

products/offers, strengthen customer loyalty and engage dialogue with their followers, these 

companies are for example Nike, Coca-Cola and Dell (Mitic & Kapoulas 2012). Companies have also 

started to get benefits from the online relationships and started to change all the “likes”, 

“Follows” and “Tweets” to profit (Mitic & Kapoulas 2012). “For the banks social media provides an 

opportunity to understand their customers’ needs so they can segment their customers better in 

marketing purposes” (Mitic & Kapoulas 2012).  

 

Other industries have been affected more by the internet than others. The banking industry is one 

of the industries that has had the most changes in its services when the internet was developed. 
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Banks want people to use internet services rather than original face-to-face banking since the 

online bank is more cost efficient for the banks. Bank are trying to get their customers online by 

increasing online services that can only be used online and rewarding customers for using online 

services. This can be seen as a problem when there is still customers left who want to use the 

normal face-to-face banking, to get rid of those customers’ banks have increased the fees for face-

to-face banking (Fregert & Jonung. 2014). Since banks are steering their customers online they 

need to start building their reputation online and focusing their customer relation strategies more 

towards that market.  

 

From the corporate perspective are the most interesting social medias Facebook and twitter (Aula, 

2010). Facebook has 450 Million users and the popularity of these two social medias makes it 

important for companies to use them (Aula, 2010). Social media expose companies’ corporate 

reputation to higher risks which effects the trust and loyalty of the customers (Aula, 2010). 

“According to research carried out by the distinguished economist intelligence Unit, leading 

European managers consider reputation risk to be the primary threat to business operations and 

the market value” (Aula, 2010). 

 

But if banks become active on social media it could lead to more customers, cheap advertising and 

increased reputation which every bank is after (Stone, 2009). Dijkmans, Kerkhof & Beukeboom’s 

(2013) “consumers intensity of social media use is positively related to their engagement in the 

companies’ social media activities, especially among customers”. “Engagement in the social media 

activities in turn is positively related to corporate reputation, especially among non-customers” 

(Dijkmans, Kerkhof & Beukeboom, 2013). If some banks are going on social media and are 

interacting with their customers online, while others are not, that gives competitive advantages to 

those who do enter social media and that may leave the banks that don’t behind. Which some of 

the banks that have those fears about social media also mention that they believe that this is a risk 

worth taking and that they have to become active on social media, since more and more banks 

have started to open communication with customers and use marketing on their social media 

website (Mitic & Kapoulas, 2012).   
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2.1.2 Online Banking 

 

The internet has become more and more important for companies to communicate and for some 

companies an important way of marketing and distribution (Acharya, Kagan & Lingam, 2008). Not 

all banks are adapting to the new online environment as fast as others, nowadays almost every 

bank is providing online products and services for their customers (Acharya, Kagan & Lingam, 

2008). Because of the increased competition in the banking industry, the bank’s online bank is a 

good way to try and boost its provability with lower costs and improved customer service 

(Acharya, Kagan & Lingam, 2008). This is also the main reason why almost every bank is providing 

their customers online services. 

 

A bank’s online services can also expand the bank’s market reach, according to Callaway (2011) 

the performance of a bank’s online bank can serve a greater geographic area with less costs than 

before (Callaway 2011). Because when the customers are using a bank’s online bank their need for 

personal service decreases and with that the need for local bank offices decreases. This makes the 

customers more willing to travel greater distances to their bank office. This allows banks to 

decrease the cost of local offices and to reach greater distances with their customer base 

(Callaway, 2011). Because of this banks are moving their whole business online and even new 

products do appear more often in online than in face-to-face banking (Callaway, 2011). 

 

 

2.2 Customer Relationship 

  

Customer relations can be defined in different aspects, Clark & Montgomery (1998) defined it as 

“A reflection of a firm’s past actions which provides signals to stake holders about their true 

attributes”, other definition is Deephouse (2000) “The ways in which your company communicates 

and deals with existing customers”. Customer relation is about how companies interacts with their 

customers and how they inform their customers about changes, for example customer relation is 

the connection customers get when they hear the company’s name (Gilbert & Choi, 2003). 

 

It’s really important that companies keep up a good customer relation so that the company can 

keep their current customer base, since it makes economic sense for a company to satisfy and 
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retain customers as the strength and duration of the relationship is directly proportional to the 

resultant profitability (Gilbert & Choi, 2003). Furthermore, a good reputation is being seen as a 

good competitive tool for a bank, like Gilbert & Choi (2003) said “if a bank builds and maintains 

good relationships with customers it cannot be easily replaced by the competitors and therefore 

provides for a sustained competitive advantage”. There is a mutual benefit for both customers and 

banks if they keep up a good relation, banks will be provided with a good reputation and satisfied 

customers that believe the bank and the customers will get a bank they can trust.  

 

Building corporate reputation through customer relation has been proven harder to do online 

than offline. Brønn (2007) found in her research that customers’ trust is clearly the strongest 

indicator of relationship quality between a company and its customers. Trust was followed by 

satisfaction, commitment and control mutuality. The research also showed that the relationship 

measurement increased over the second year in all aspects but the one that increased the most 

were customer satisfaction. This shows that customers’ trust and also customers’ satisfaction are 

the two most important things to build when banks are building corporate reputation through 

relationships online.  

 

 

2.2.1 Customer Trust 

 

Customer trust can be defined as a judgment of confident reliance by a person (a trustor) on a 

person, group, organization, or system (a trustee) where there is uncertainty and risk (Harrison, 

2003). Trust can also be defined as the confidence and willingness one part has to rely on the 

other part. Kumra & Mittal (2004) defined trust in the banking sector as feelings of confidence and 

security on the part of customers that they can have some assurance that the bank will look after 

them.  

 

There is a theoretical basis to suggest that trust is especially important in the financial market 

(Jarvinen, 2014). As Harrison (2003) said that “financial services are highly intangible and therefore 

can be hard to understand, often involve pronounced information asymmetry where there is 

heavy reliance on credence qualities, and perceived risk is particularly high when exchange 

involves the buyer’s savings”. The importance of trust in the financial market is also backed up by 

Hurley, Gong & Wagar (2014) who stated that without the willingness of parties to rely on one 
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another to fulfill obligations, the market will breakdown and exchanges grinds to a halt. A high 

trust level contributes with better relations between the bank and its customers, a high trust level 

is also good for the satisfaction of the customers. Customer loyalty is being built through customer 

trust, a customer that trust its bank won’t change bank if the banks keep up with current 

technology, and doesn’t take their customers for granted. The connection between customers 

trust in the company and the customer loyalty were proven by Yap, Ramayah & Shahidan (2012) 

who found out that there is a big connection between customer trust and customer loyalty 

towards the bank. 

 

Sometimes the trust in banks doesn’t have anything to do with the bank which Jarvinen (2014) 

stated.  Jarvinen (2014) also stated “In banking trust is often dependent on risk especially the risk 

of consumers buying unsatisfactory banking services may affect trust in relationships negatively”. 

Also Kantsberger and Kunz (2010) said that “lack of trust arises from incidents within the 

environment and cannot be influenced neither by the banks or the consumers, and some of them 

originate from the behavior and actions of banks”.  Even financial crashes affect the trust of banks 

even if one particular bank isn’t a part of the financial crash do the behavior of the bank’s 

competitors affect the trust their customers have in them according to Jarvinen (2014).  

 

The confidence in banks have been decreasing since the financial crash in September 2008 

(Jarvinen, 2014). The decline in confidence and trust almost always decrease in economic crashes 

according to Hurley, Gong & Wagar, (2014) and the one in 2008 was no exception, the confidence 

in banks felt globally and it even decreased the confidence in banks in countries that handle the 

crisis well. The frequent crashes increase the need for building trust for banks, and since face-to-

face banking is out dated it needs to be done through online channels. 

 

 

2.2.1.1 Building Customer Trust Online  

 

Customer trust means that the customer rely on their bank and feel safe for using their services 

and applications. Customer trust can be built online in different ways, it can, for example, be 

created through social media or from the banks online applications. The most important part in 

building customer trust online is social media (Baird & Parasnis 2011). Social media allows 

company to interact with their customers and through that build customer trust. 
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Baird & Parasnis’s (2011) study shows that implementing social media in the companies has been 

very successful, but even then not all companies are using social media. In the banking industry 

social media has become a popular way to create corporate reputation although some banks still 

fear it (Mitic & Kapoulas, 2012). Baird & Parasnis (2011) ‘‘To successfully exploit the potential of 

social media, companies need to design experiences that deliver tangible value in return for 

customers’ time, attention, endorsement and data“. Baird & Parasnis (2011) showed that the 

majority of customers use social media to connect with family and friends, some of the private 

users didn’t even think that brands should go on social media because they see it more as a 

personal application. 

 

There are also several significant gaps between what companies think customers want from their 

social media activities and what customers actually want. In exchange of their time, endorsement 

and personal data, consumers expect something tangible (Baird & Parasnis 2011). “Understanding 

what customer’s value, especially when they are in the unique environment of social platform, is a 

critical first step toward building a social CRM strategy” (Baird & Parasnis 2011). Customers want 

to feel that there is a benefit for them to use social media, and not just a benefit for the 

companies. 

 

Mukherjee & Nath (2003) found in their research three main components that create trust, their 

figure is showed in figure one below. 
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Source: Mukherjee & Nath (2003) 

 

“Shared value is the extent to which partners have beliefs in common about what behaviors, goals 

and policies that are important or unimportant, appropriate or inappropriate, and right or wrong” 

(Mukherjee, & Nath, 2003). Internet bank will count these factors as privacy, values, ethics and 

security that customers and companies share. Mukherjee & Nath’s (2003) study shows these 

factors are important when creating trust online, security is an important factor in banking 

industry since banks are managing people’s private information and assets. Online banking is 

creating and keeping most sensitive information about the customer which is their financial 

information. Customers’ are concerned about the security issues of internet banking and the 

concerns have a negative impact on how much the customers’ are using the internet bank. Having 

a good security on your internet bank increases trust of the customers, because the trust the 

customers have for the bank will increase if the customers gets the feeling that their financial 

information and assets are safe. 

 

Communication can be defined as “the formal as well as informal sharing of meaningful and timely 

information” (Mukherjee & Nath 2003). Trust is negotiated through communications according to 

Mukherjee & Nath (2003) and therefore, it can be counted as one of the most important factors 

Figure 1: Building trust 
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when a bank is building customer trust. The factors that make communication effective are 

openness, speed of response, customer complain and quality of information (Mukherjee & Nath, 

2003). Levy (2013) found a connection between information spreading and corporate reputation, 

but that might have been through the connection with customer trust, which in its case, lead to 

corporate reputation. Levy (2013) stated that the more customers knew about the company the 

better reputation the company had.  

  

Other part of communication is customers’ complaints which are often being managed trough 

social media or over the phone between people that manage the internet bank and the customer. 

Good managing of customer complaints increases the trust and the satisfaction the customers 

have after a bank transaction. If the customers’ complain are being handled properly the 

customers feel like the banks care and that they can manage any potential problem they have 

after the transaction and before the next (Molina, Consuegra & Esteban, 2007). An important part 

of customer complaint is also to solve the problem that the customers’ have according to 

Mukherjee & Nath (2003). 

 

Gefen and Straub (2001) found out that because internet banking has become a bigger part of 

banking it’s critical to build customer relations through social media. (Mukherjee & Nath, 2003) 

shows that customer trust increases when banks are interacting, informing and handling problems 

with customers in social media. (Mukherjee & Nath, 2003)” The trust in banks is formed through 

openness in information involved individual customers and their relationship with the bank”. 

 

Opportunistic behavior is defined as “Self-interest seeking with guile” (Mukherjee & Nath, 2003). 

Due to the higher risk of opportunistic behavior by online banks owing tonaccent and poorly-

developed rules and regulations, customers frequently have low levels of trust in online banking 

(Mukherjee & Nath, 2003).  

 

Ndubisi, Wah & Ndubisi (2007) also looked at the components that affect the trust in the bank, the 

model of their research is shown in figure two below. 
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Figure 2: Building trust 2 

Source: Ndubisi, Wah & Ndubisi (2007) 

 

The most important components in building trust are communication and conflict handling, which 

also can be seen before in Mukherjee & Nath (2003) study. One of the communication component 

in Mukherjee & Nath’s (2003) study was conflict handling, conflict handling was important in both 

studies which means that this is one of the most important components when building trust. 

Communication in Ndubisi, Wah & Ndubisi’s (2007) study “refers to the ability to provide timely 

and trustworthy information to customers, this had an effect on customer trust and this is backed 

up by Levy (2013) who stated that information spreading is important for relations between banks 

and their customers, one great way to spread corporate reputation is through social media.  

  

Research about building trust online has also been done by Jan & Abdullah (2014), their research 

was about if technology critical success factors (CSF’s) in relationship could have an impact on 

both customer trust and customer satisfaction. Jan & Abdullah (2014), predicted that it would 

have an impact on customer satisfaction and customer trust but they also predicted that customer 

trust would have a positive relation on customer satisfaction, their model is shown in figure three 

below. The most impactful parts of their technology critical success factors was: 

- Impact of internet 

- Call centers 

- Information systems 

- Security 
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Figure 3: Building trust 3 

Source: Jan & Abdullah (2014) 

 

Those four parts of technology critical success factors had an impact on customer trust and 

satisfaction, according to Jan & Abdullah (2014) it’s very important for a bank to use internet since 

the most impactful part was the impact of internet. Having a communication with your customers 

can be achieved on both internet and also by having call centers which was also one of the most 

impactful parts, having a call center allows customers to keep a direct line of communication with 

their bank and it also allows the bank to deal with customer complains in a great and personal way 

which affected the trust of the customers according to Jan & Abdullah’s (2014) research. Security 

is also leading to trust according to their research and having a secure bank is important when the 

banking industry has moved online. Those factors had a bigger impact on trust than satisfaction, 

the connection between customers’ trust and customers’ satisfaction which are proven to be 

significant and have an impact on building customer satisfaction online. 

 

Like Levy (2013), Jan & Abdullah’s (2014) and Ndubisi, Wah & Ndubisi (2007) studies showed are 

information spreading an important part of building customer trust online, so  this can be counted 

as an important part of building customer trust online. Also the online security a bank can bring 

effect the trust customers have for their bank according to Jan & Abdullah (2014) & Ribbink, van 

Riel, Liljander & Streukens’s (2004). But even more important is the part of communication which  

Jan & Abdullah’s (2014) and Mukherjee & Nath (2003) studies showed, allowing your customer to 
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communicate easily with your bank and handling customer complaints well have an big effect on 

the trust your customers have for your company.  

 

Communicating with your customers is important like Baird & Parasnis (2011) recommended 

companies to recognize that social media is a game changer. In their study Baird & Parasnis (2011) 

found out that social media will become the gateway for future companies to interact with their 

customers. As companies are designing their social media programs they need to think of their 

customers holistically and consider their social media interactions in the context of other customer 

touch points with the company (Baird & Parasnis 2011). If the companies aren’t sure what the 

customers value are in their social media communication, should the banks try to think like a 

customer and what they should value when using social media. Also, if it doesn’t help the 

company to decide or find out what the customers are after could the banks ask it from the 

customers, which would decrease the error of concentrating on the wrong values. Baird & Parasnis 

(2011) also recommended that the companies should be clear when giving out information to the 

customers in social media. 

 

 

2.2.2 Customer Satisfaction 

  

Storbacka, Strandvik & Gronroos (1994) defined customer satisfaction as “Perceived sacrifices 

(price, other sacrifices) across all service episodes in the relationship compared with some explicit 

or implicit comparison standard”. Other definition is Walsh, Dinnie & Wiedmann (2006) who 

defined it as the value the customer have after a transaction. According to Levesque & McDougall 

(1996) should customer satisfaction be viewed as an attitude “For example in retail banking there 

is an ongoing relationship between the service provider and the customer”.  

  

Customer satisfaction is very important for the long-term success of a company, Yap, Ramayah & 

Shahidan (2012) stated that the long-term success of a company is closely related to its ability to 

adapt to customer’s needs and changing performances. There is also a strong relationship 

between customer satisfaction and corporate reputation which Walsh, Dinnie & Wiedmann (2006) 

and Brønn (2007) found in their studies. Walsh, Dinnie & Wiedmann (2006) also found the 

connection to be so significant that they ended up recommending companies to focus their 

marketing interest more strongly on increasing and monitoring customer satisfaction. They stated 
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that the monitoring of customer satisfaction is very important to get an early warning in order to 

be able to take suitable steps against a drop in customer satisfaction.  

 

Customer satisfaction is also beneficial for advertising and recruiting new customers to the bank, 

since satisfied customers usually talk good about the bank they are satisfied with. File & Prince 

(1992) proved this in their research, they said “Satisfied customers are engendering in positive 

word of mouth that they will tell others who were external to the transaction of their pleasure 

with the service and service provider”. Indeed if customers talk about their good experience with a 

bank transaction it will lead to a more general positive reputation of the bank. File & Prince (1992) 

found in their research that it was the word from friends that was the one that people listen most 

to. More satisfied customers bring new customers and because there is a relationship between 

satisfaction and trust more satisfied customers will lead to a general perception that the bank can 

be trusted. Yap, Ramayah & Shahidan (2012) stated that the connection between customer 

satisfaction and customer trust is very strong. The connection between customer trust and 

corporate reputation is also strong which again proves the relationship between customer 

satisfaction and corporate reputation.  

 

Customer satisfaction also creates great competitive advantage and can differentiate your bank 

from your competitors in an industry where the services are about the same. Building customer 

satisfaction online has been proven to be harder to establish since you don’t meet your customers 

face-to-face, social media has provided bank with an opportunity to create customer satisfaction 

after a transaction and also improve the banks complaint handling in a new way online.  

 

 

2.2.2.1 Build customer satisfaction online 

  

The banking industry is moving online which means that the customer satisfaction has to be built 

in other ways than it was being built before. When the banks are moving online the banks demand 

for employees’ decreases, this can create the impression on customers that the banks’ service 

quality is decreasing and therefore have the satisfaction customers have before the transaction 

decreased on the perception of the bank (Al-Hawari & Ward 2006).” This is why it’s even more 

important for banks to find new innovative ways to build customer satisfaction” (Al-Hawari & 

Ward 2006). Al-Hawari & Ward (2006) shows in their study that banks in Australia and UK were 
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actively encouraging customers to use their online services, this created an impact negatively for 

the customer’s perceptions of the service quality due to reductions in human interaction in service 

exchanges.  

 

“When building customer satisfaction through online services is one of the most important parts 

E-service quality (electronic service quality)” (Al-Hawari & Ward 2006). According to Zeithaml, 

Parasuraman, & Malhotra (2002) electronic service quality can be defined as “the extent to which 

a web site facilitates efficient and effective shopping, purchasing and delivery”. Other definition of 

E- service quality is by Barrutia, Charterina & Gilsanz (2009), who suggest that ”electronic service 

quality consists of perceptions towards the progress of online service delivery and the outputs 

received as a result of the progress”. 

 

The E-service quality is one of the key factors when determining the customer satisfaction online. 

Customers that the companies are hearing from are the customers that aren’t satisfied with the 

service quality and the customers that are satisfied are quiet (Zeithaml, 2002). For customers E-

service quality means that the benefits of the internet are used in an effective way, positive 

themes can be counted as flexibility, convince and efficacy. Negative themes can be counted like 

lack of control and security risks (Santos, 2003). E-service quality is coupled to customer 

satisfaction and a higher level on E-service quality leads to better customer satisfaction according 

to Zeithaml (2002). 

   

Ribbink, van Riel, Liljander & Streukens (2004) were in their research looking for a connection 

between E-service quality and customer’s satisfaction and trust. They used five variables as E-

service quality, they used assurance, ease of use, E-scape, responsiveness and customization 

which is shown below in figure four.  
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Figure 4: Build satisfaction  

Source: Ribbink, van Riel, Liljander & Steukens (2004) 

 

They found that E-service quality was connected to satisfaction, and satisfaction in its case has an 

impact on trust. Assurance was on its own significant for E-trust and were very important for trust 

according to Jan & Abdullah (2014) & Ribbink, van Riel, Liljander & Streukens’s (2004). 

Furthermore the most important factors of E-service quality to build satisfaction were ease of use 

and E-scape. This study proves that the relationship between E-service quality and trust goes 

through customer satisfaction which makes it really important for building corporate reputation 

online.  

 

This area has also been studied by Herington & Weaven (2009), at the beginning of their study 

they had lots of different variables that they thought would affect customer satisfaction. But they 

found out that several of them were not effective in building customer satisfaction online, the 

explanation to why those wasn’t effective anymore was that a lot of those variables where apply 

able in face-to-face banking but they wasn’t apply able online. The factors that they found most 

effective to create customer satisfaction online were:  

- Personal needs  

- User-friendly online page 

- Efficiency 
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In this study having an efficient online page was the most efficient way to create customer 

satisfaction online, slightly less but still important was seeing to customer needs and having a user 

friendly page. Seeing to personal needs is important because it gives customer the personal 

services they want in their banking which makes this variable important. Those three variables 

together explained 38 percent of customer satisfaction according to Herington & Weaven (2009). 

This study proves once again the importance of having a good and easy to use internet bank and 

that a good internet bank affect a lot of the satisfaction that customers have after a transaction.  

  

Other scientist group to research this area is Rod, Ashill, Saho & Carruthers (2009), the figure of 

their model is shown below in figure five, and they looked at if internet banking service quality had 

an impact on customer satisfaction. The variables they used in internet banking was online 

customer service quality, online information system quality and banking service product quality.  

  

 

 

Figure 5: Build Satisfaction 2  

Source: Rod, Ashill, Saho & Carruthers (2009) 

 

Rod, Ashill, Saho & Carruthers (2009) results from the research showed that “The results 

demonstrate that the structural model explains 64,3 percent of the variance in overall banking 

service and overall banking service explained 68,4 percent of the variance in customer 
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satisfaction”. This shows that internet banking has a huge impact on customer satisfaction, 

banking service quality didn’t have an impact on overall internet banking service quality although 

banking service product quality had a big impact on customer satisfaction itself. This proves that 

online customer service quality and online information system quality had a big impact on overall 

internet banking service quality. 

 

According to those studies the most important way of creating customer satisfaction online is 

having a good and easy to use internet bank, which creates customer satisfaction, and the most 

important parts of the internet bank are that it’s easy to use for the customers and that the online 

bank is efficient. Having a good online customer service quality didn’t affect the overall banking 

service quality but it affected customer satisfaction to a level, the product variety the bank offer 

have an impact on the satisfaction a customer feels for the bank according to Rod, Ashill, Saho & 

Carruthers (2009). According to Ribbink, van Riel, Liljander & Streukens (2004) & (Yap, Ramayah & 

Shahidan (2012) are customer satisfaction having an impact on customers’ trust to a level that 

makes it significant for building trust online, and that trust also has an impact on the creation of 

customer satisfaction.  

 

 

2.3 Frame of references  

 

There is a big connection between customer relations and corporate reputation according to 

Walsh, Dinnie & Wiesmaan (2006), Shamma & Hassan (2009) and Brønn (2007). According to 

Brønn (2007) are the most important parts of customer relations when building corporate 

reputation customer trust and customer satisfaction. 

 

Our frame of reference are looking at four factors in trust and four factors in satisfaction that 

affect the corporate reputation of the companies. To answer our research question one “How can 

the relation between customer trust and corporate reputation online be described?” will these 

four factors be looked at:  

- Communication  

- Information spreading  

- Conflict handling  

- Assurance 
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The literature stated that those where the most significant and important factors in trust and they 

appeared several times and sometimes in different formulations. Communication mean how good 

the bank is to communicate with their customers online which is important according to Ndubisi, 

Wah & Nbudsis (2007), Biard & Parasnis (2011) and Mukherjee & Nath (2003). A good 

communication with your customers will, according to our literature review, lead to increased 

trust in the bank. Information spreading is also an important part in building customer trust for 

banks according to Ndubisi, Wah & Nbudsis (2007), Levy (2013) and Jan & Abdullah (2014). If 

customers know more about their bank their willingness to trust their bank will increase. This 

makes it important for bank to spread information about the bank to their customers, and through 

that get the customers to get the feeling like they know a lot about the bank which will increase 

their trust. Handling customers’ complaints is also very important for a bank to do according to Jan 

& Abdullah (2014) & Ndubisi, Wah & Ndubisi (2007), if the bank solve a problem that a customer 

have with them, will that according to our literature review be a happy customer that feels like 

he/she can trust his/her bank. Having assurances for the customers also makes the customers to 

trust their bank according to Jan & Abdullah (2014) and Ribbink, van Riel, Liljander & Streukens 

(2004). Assurances include thing like security a bank is providing and promises of what happens if 

their money would disappear.  

 

In research question two “How can the relation between customer satisfaction and corporate 

reputation online be described?” to answer this question will the folloing four factors be looked 

at: 

- E-service quality 

- Product variety 

- Online customer service quality 

- Personal needs 

 

The literature stated that these where the most important factors for building customer 

satisfaction online. There is also a connection with trust and satisfaction that is relevant, Ribbink, 

van Riel, Liljander & Streukens (2004) found that it goes from customer satisfaction to customer 

trust but according to Jan & Abdullah (2014) it’s more significant the other way. Customer 

satisfaction can be built through good E-service quality according to Ribbink, van Riel, Liljander & 

Streukens (2004), Rod, Ashill, Saho & Carruthers (2009) and Herington & Weaven (2009), 
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customers are more satisfied with their banks if the online services that the bank is providing run 

smoothly and are easy to use (Al-Hawari & Ward 2006). E-service quality is being ranked as one of 

the most important parts in building customer satisfaction online according to Ribbink, van Riel, 

Liljander & Streukens (2004), Rod, Ashill, Saho & Carruthers (2009). The variety of products and 

services the bank is offering is according to Rod, Ashill, Saho & Carruthers (2009) also important 

for the customer’s satisfaction. Also online customer service has a big effect on customer 

satisfaction. According to Rod, Ashill, Saho & Carruthers (2009) online customer service quality is 

one of the most important parts when creating customer satisfaction, they found in their research 

that it affected a lot on the overall internet banking service quality the customer perceived which 

makes this factor important for our research. Another significant factor is personal needs 

according to Herington & Weaven (2009) and Ribbink, van Riel, Liljander & Streukens (2004). This 

factor was highly connected with customer satisfaction when researching what customers want 

from their online bank wich makes it important for our research. But seeing to personal needs is 

according to Herington & Weaven (2009) very hard but important for the banks when giving the 

customer the best experience and keeping them satisfied.  

  

 

Figure 6: Frame of references  

Emerged frame of references 
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Table 1: Frame of references 

Emerged frame of references 

 

 

3. Methodology 

In this chapter will the methods on how empirical data will be collected be presented, furthermore 

will also the method on how the data analysis  will be done be presented. Also will approach, 

research strategy, sample selection, data collection, analysis and the reliability and validity of the 

thesis be presented.   
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3.1 Research purpose  

 

The descriptive research method is opposite for theoretical research. When doing a descriptive 

study it means that the research is limited, close collected and doing deep analyses of the data. In 

this study method the researcher does minimal analyses of the data, the interviewer keeps in the 

same level with the respondents and the data is not introduced by using explaining concepts 

(Marshall and Rossman, 2010). Descriptive research can be defined as attempts to explore and 

explain while providing additional information about a topic (Bryman & Bell, 2011). This research 

purpose tries to describe what is happening in detail, filling in the missing parts and expanding our 

understanding of the subject (Bryman & Bell, 2011). 

 

This thesis is going to explain better how customers think customer trust and satisfaction can be 

built online and how they think it affect the bank’s reputation. Furthermore is the thesis looking 

on how customers think differently in Sweden and Finland. To explain this a deeper understanding 

is required and therefore is descriptive research the natural choice for us in our research purpose.  

 

 

3.2 Research approach  

 

The qualitative approach provides a deeper understanding of the phenomenon under 

investigation (Saunders, Lewis & Thornhill, 2009). Qualitative study is a research approach where 

the emphasis during the data collection and data analysis is focused on words rather than 

quantifying the data. A qualitative research approach is inductive, interpretive and constructionist 

in its nature (Bryman & Bell, 2011). The qualitative method investigates the why and how of 

decision making, not just what, where, when, or "who", and is popular among political science and 

special education and education majors (Bryman & Bell, 2011). 

  

Qualitative research allows the researchers to get a better understanding of the subject and in this 

case how customers really think, not in general since qualitative research is looking at a few 

people but for a greater amount of time to get a deeper understanding of why they think that 
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way. The thesis want to find out how banks can create customer trust and satisfaction online and 

which factors affect corporate reputation, furthermore, will the thesis look at how customers 

think banks can develop these factors online. To answer the research questions are a deeper 

understanding of what customers’ think required. Qualitative research provides the opportunity to 

get this deeper understanding that is required. 

 

 

3.3 Research strategy  

 

Case study is used in situations to contribute to our knowledge of individual, groups, 

organizations, social, political, and related phenomena (Yin, 2013). Case study is a common 

research method in political science, business and educations purposes (Yin, 2013). Bryman & Bell 

(2011) stated that “Case analysis is one of the most general and applicable methods of analytical 

thinking”. Yin (2013) “A case study allows the researcher to focus on a case and retain a holistic 

and real-world perspective-such as in studying individual life cycles and small groups behavior”. A 

case analysis can either be multiple or in some cases singular due to the special nature of the 

singular case (Bryman & Bell, 2011). Case study research excels at bringing the researcher to an 

understanding of a complex issue or object and can extend experience or add strength to what is 

already known through previous research (Bryman & Bell, 2011). Case studies emphasize detailed 

contextual analysis of a limited number of events or conditions and their relationships (Bryman & 

Bell, 2011). 

 

This thesis is contributing to a subject and are looking at how a customer group are thinking which 

makes case analysis a good choice. This thesis will use multiple case analysis, and two cases will be 

looked at. Case one is Sweden and how they think about this subject, our second case will be 

Finland and how they think about this subject. Sweden and Finland have been chosen because 

they are developed countries that are using social media and internet bank to a big extend which 

makes it important for banks in those countries to create corporate reputation online. The thesis 

will also look at if there are any differences in how banks in those two countries can create 

corporate reputation online through customer satisfaction and trust. Because of this, the natural 

research strategy for us is to choose the case strategy. To get people with the same experiences in 

the both countries will the thesis only use participants that are customers at either Nordea or 
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Danske Bank, those two were chosen because those two are the two banks that have a good 

customer base in both Sweden and Finland.  

 

 

3.4 Data collection  

 

The original idea with focus groups was that you knew that people with certain experiences could 

be interviewed in an unstructured way about that experience. Focus groups make it possible for 

the scientist to get an understanding why people think like they do (Bryman & Bell, 2011).  A focus 

group allows an argument between the participants about the subject and they also question each 

other’s opinions, this gives the scientist the opportunity to get more realistic descriptions of what 

the participants think (Bryman & Bell, 2011). The group dynamic in a focus group allows the 

participants to define the problem in new and innovative ways and the participants can also 

produce creative ideas about the subject in question (Bryman & Bell, 2011). Focus groups allow 

interviewers to study people in a more natural conversation pattern than typically occurs in a one-

to-one interview (Saunders, Lewis & Thornhill, 2009). 

 

Focus groups are the optimal way for us to collect data both in Finland and in Sweden because it 

allows us to get a deeper understanding and it also allows our participants to interact with each 

other and discuss the subject so they might come up with thinks they haven’t thought of before. 

Our focus groups will be semi structured because if the participants starts discussing this topic will 

better results be provided.  

 

 

3.5 Sample selection  

 

Successful statistical practice is based on focused problem definition, in sampling, this includes 

defining the population from which our sample is drawn. A population can be defined as including 

all people or items with the characteristic one wishes to understand (Bryman & Bell, 2011).  

Sampling can also be defined as “any procedure that draws conclusions based on measurements 

of am proportion of the population” (Saunders, Lewis & Thornhill, 2009). A population consist of 

every part of which you make your selection from, the scientist can make his sample selection 
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from a population that can consist of either nation, cities, gender, schools or ages (Bryman & Bell, 

2011).  

 

This thesis is looking from the customer’s perspective, the sample contains university students 

from Sweden and Finland. The reason to why university students were chosen are because they 

are in the age range of 20- 30 which is in age group that uses online banking the most, which 

makes them the most important group for banks to reach with their online services. Students are 

also probably the ones that are going to be the banks best customers in the future. Sweden and 

Finland are very technologically advanced countries that are using online banks to a huge extend, 

which makes it more important for banks to create corporate reputation towards these countries 

online rather than face-to-face. 

  

The students that are going to be interviewed are going to be chosen from different faculties and 

from different parts of Finland and Sweden. The students in Sweden are chosen from Luleå 

University of Technology because there are lots of students from different parts of Sweden. The 

University have also lots of different faculties which makes it easy to find respondents with 

different opinions and interests. In Finland the students are chosen from different universities, 

some respondents are from University of Vaasa , Novia Yrkeshögskola and some are from Hanken 

”svenska handelshögskola”. The students that are taking part to our focus group have to have a 

Facebook account and use social media daily. They must also be either Nordea’s or Danske Bank’s 

customers, because the participants need to have the same financial experiences. When 

comparing two countries is it important that the banks are working in a similar way, therefore is 

Nordea and Danske bank chosen because they are working in a similar way in both Sweden and 

Finland. Furthermore, does these two bank also have a big customer base in Sweden and Finland 

which makes them the perfect candidates. The focus groups are going to include 6 students each 

and there will be one focus group in Sweden and one in Finland. 

 

When the participants were chosen was the important factors their nationality, age and which 

bank they were customer in. The respondents were chosen randomly after they met those three 

criteria. An E-mail were sent asking about those criteria and the first six that matched those 

criteria were chosen for the focus group. 

 

 



  

    32 

 

 

 

The participants in the Swedish are being shown in the following table: 

Gender Age Bank Nationality 

Male 28 Nordea Sweden 

Male   23 Nordea Sweden 

Female  22 Nordea Sweden 

Male  21 Nordea Sweden 

Male 27 Danske Bank  Sweden 

Female 23 Danske Bank Sweden 

Table 2: Swedish participants 

 

And the participants from the Finnish focus group are showed in the table below  

 

Gender Age  Bank Nationality 

Male 23 Nordea Finnish 

Male  22 Nordea Finnish 

Male 21 Nordea Finnish 

Male 23 Danske Bank Finnish 

Male 22 Danske Bank Finnish 

Female 21 Danske Bank Finnish 

Table 3: Finnish participants 

 

The sample is very male dominant since it is 75% males’ and 25% females’. This is not a problem 

because gender was not a requirement for the study, the important parts when choosing 

participants were Bank, nationality and age. The reason to why the different banks are an 

important factor is because we want the participants to have about the same experiences. 

Because of that isn’t the lack of Danske bank participants a problem for this thesis since we don’t 

look on how different banks are doing it differently.  
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3.6 Data analysis   

 

Cross-case analysis is a research method that facilitates the comparison of commonalities and 

difference in the events, activities, and processes that are the units of analyses in case studies (Yin, 

2013). Cross-case analysis enhances researchers’ capacities to understand how relationships may 

exist among discrete cases, accumulate knowledge from the original case, refine and develop 

concepts, and build or test theory (Bryman & Bell, 2011). Furthermore, cross-case analysis allows 

the researcher to compare cases from one or more settings, communities, or groups. This provides 

opportunities to learn from different cases and gather critical evidence to modify policy (Bryman & 

Bell, 2011). 

 

This thesis, are looking at how customer trust and satisfaction affect corporate reputation and 

how customer trust and satisfaction can be built online in Sweden and Finland. Furthermore, is the 

thesis looking to see how banks can create corporate reputation through customer satisfaction 

and trust online differently in those two countries. Because this is being done is cross-case analysis 

our data analysis choice.  

 

  

3.7 Quality standards  

 

For determining the quality and credibility of the data and findings for this thesis will the thesis 

look on two different aspects, Validity and Reliability.  

 

3.7.1 Validity 

  

According to Yin (2013) there are three different ways of determining a study’s validity, construct 

validity, internal validity, and external validity. The validity of a study is important since it makes 

the findings more credible. This thesis will only focus on construct validity and internal validity, 

since external validity can’t be apply able on this study. External validity is how you can generalize 

your research (Bryman & Bell, 2011) and this thesis can’t do that due to the small population and 

the small amount of focus groups. 

 



  

    34 

 

3.7.1.1 Construct validity 

 

According to Yin (2013) is construct validity really important in a case study which makes it 

important for this thesis. Construct validity is how good you can identify correct operational 

measurements for the concepts being studied (Yin, 2013). To make the validity of the study better 

can you use multiple sources of evidence or establish a chain of evidence or have key informants 

reviewed draft case study report (Yin, 2013). In our study are we using multiple sources from 

different articles to make sure that the construct validity of this thesis is high.  

  

 

3.7.1.2 Internal validity 

 

According to Yin (2013) are internal validity explained by the establishment of “a causal 

relationship, whereby certain conditions are shown to lead to other conditions, as distinguished 

from spurious relationships”. With internal validity we try to find out if the X does cause Y, and if 

we can prove the relation between X and Y and that there is no other factors affecting the results 

(Bryman & Bell (2011). To make sure the internal validity of this thesis is high we have read a lot of 

theory and during our focus groups we have asked our participants to think about why X affects Y. 

Because we are talking with the participants and going into the deep we are increasing our 

internal validity and making sure that there is no hidden variable between X and Y. 

 

 

3.7.2 Reliability 

 

According to Bryman & Bell (2011) there are two different ways of determining a study’s reliability 

and that are though looking at the external reliability and internal reliability.  

 

3.7.2.1 External reliability 

 

External reliability is if the same study can be repeated and get the exact same results (Bryman & 

Bell, 2011). This is a hard criteria to meet since it’s hard to get the exactly same social 
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environment. Our research is also very limited since we only have two different focus groups with 

6 participants each, which makes it even harder to replicate. Translations will also be a problem 

since we are doing focus groups in both Sweden and Finland, this is a problem because the focus 

groups are being conducted in the participants’ native tongue. To reduce this problem will the 

translations start from English and then be translated to both Swedish and Finnish. The data from 

the focus groups will be translated in the same way to avoid it being translated from for example 

Finnish to Swedish and then English. To decrease this problem have we recorded the focus groups, 

this was done so we can listen to the focus groups  several times to make sure nothing is being 

over looked or translated in a wrong way. Furthermore might the participants in the focus group 

be affected by different backgrounds values and experiences with their bank which might make it 

difficult to get the exact same results from other focus groups. 

 

 

3.7.2.2 Internal reliability 

 

Internal reliability is when the scientists in a research team don’t analyze the same data in the 

same way (Bryman & Bell, 2011). This will affect our study since we are two people who will 

analyze the data. To minimize this problem we are both going to analyze the same data and 

discuss how we analyze the data. We are also going to videotape our focus groups, which allows 

us to review our focus groups’ interviews and discuss about them together. To make sure that the 

focus groups go in the same direction we both are also going to be present during the first focus 

group interviews. During the second ones only one will be present because of limited language 

skills.  We are also using an interview guide for our semi structured focus group to make sure that 

the focus groups go into the same direction.  

  

 

4. Empirical data: 

 

In this chapter, will the data that has been collected be presented in order to be able to answer our 

research questions. The data was collected through two focus groups, one in Sweden and one in 

Finland. First will trust be presented followed by satisfaction and last corporate reputation. 
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4.1 Trust  

 

In this chapter will the trust data be presented, first will the trust data from Sweden be presented 

followed by the trust data collected from Finland.  

 

 

4.1.1 Swedish focus group, trust 

 

Trust was important for corporate reputation according to our focus group. The focus group felt it 

was critical to trust their bank since they are giving the bank their money to do different things for 

them and also to keep. Trust gave them the confidence to use new services or products that the 

bank provides and also did the trust built relations between the customer and bank. 

 

Communication was important for the participants trust because it gave the impression that the 

bank cared about the customers banking activities and one also said that it built relations between 

the bank and the customer. How a customer felt about communicating on social media was very 

different and there wasn’t any pattern between gender, origin, age or which bank they used. 

Some liked to communicate with their bank official on social media and most of them would like 

to keep it private, one even expressed his concern about sending a private message on Facebook 

to his bank because Facebook saves all data from chats and he didn’t want Facebook to have that 

personal information. Dealing with the bank privately was what most of the participants liked 

because they didn’t want their personal banking information to be official. Some of the 

participants are dealing with stocks and they used more than one bank, they also followed their 

second bank on social media and felt like the niched banks did their social media better than their 

regular bank did. The niched bank Avanza was held out as an example of a bank that is on social 

media and are doing it well, Avanza also gave out the impression that they had a thought out 

strategy which big day-to-day banks like Nordea and Danske Bank didn’t give out. The reasons why 

they followed their bank on social media were very different, some did it just because, others did 

it because they were interested in what the bank wanted to say and one did it because he wanted 

information about potential future jobs at the banks. Although the general concern were that 
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social media is good for a bank to have and it provides them with a lot more than it takes from the 

bank. 

  

Spreading information was also important for the focus group since they want to know what’s 

happening in the bank, although spreading information on social media wasn’t very popular since 

most of the participants saw it as advertising. The bank may not mean it as advertising but it 

comes out that way to the customers according to the participants. Although they said that they 

saw it and it had an impact of what they knew about the bank but they still didn’t like that the 

bank did it. They thought that it would be better to do on the banks website although they also 

mentioned that the bank probably don’t have as many customers seeing it on the website. The 

participants mentioned that the more you know about the bank the more you trust them which 

makes this a way to create trust online. Our participants said that they felt like the bank should 

show more that they are spreading information rather than doing advertising on social media to 

make sure that it doesn’t come across like advertising. 

  

Conflict handling was very important for the Swedish focus group, they wanted the bank to fast 

and easy solve any problem that they had with their bank and if the banks did that the customers 

felt like they could use more of the banks services since they know the bank will help them if 

anything goes wrong. Customer complaints can be handled through social media today and the 

participants saw it like a good way for banks to increase their presence online, a lot of banks are 

using it at the moment and according to our focus group are Nordea answering faster on social 

media than they do on their website. They also saw social media as a good way for customers to 

get a lot of other customers with them and force the bank to change something they thought the 

bank should change. This can create a lot of problems for the banks and is good for the customers 

but if it’s being handled well by the banks it’s creating a lot of trust for the banks according to our 

participants. But if the customer complaint isn’t handled well the customers will get very angry 

and start thinking about changing bank according to our participants. The most important part of 

customer complaint was to solve problems easily and fast according to the focus group. They 

wanted the bank to do it without them as customer not having to do a lot but to report the 

problem. 

 

The security of the online banks are being questioned when a lot of cards and accounts are being 

hacked, also do the E-mail fraud’s that are happening in Sweden raise the question of how secure 
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the banks’ securities are. But because the banks are handling the hacks in a good way does that 

increase the trust the customers have for the banks. This happened to one of the participants a 

few weeks ago and because the bank handled it well did it increase her trust for the bank, but 

internet isn’t a safe place and there is a lot of hackers who threaten the security of the online 

banks. But our participants didn’t really care about that since they are students and have a limited 

economy and the banks are handling it well but they did raise a question of how they would feel 

about the security if they had a lot of money. They said that if they had either more money or big 

loans in a bank their concern about their bank’s security would be significantly more important 

than it is for them now.  

 

They thought that banks in Sweden don’t really communicate the security of their online banks 

and the participants also felt like they took the security for granted even though there are 

problems with hacking cards. One reason why they didn’t really thought about security was 

because Sweden has “insättnings garanti” which is that the government secure up to 100 000 euro 

that the customers have put in the bank. This exists in all of EU and also a few countries outside 

EU. Because none of our participants is close to this number means that the government secures 

all the money that they have in their bank which provides safety that the banks don’t need to 

work for.  

 

Satisfaction has, according to our participants, a strong effect on the trust they have in their banks. 

One of our participants said “A professional experience makes me satisfied with my bank 

transaction and that also increases the trust that I have in my bank”. That satisfaction affect trust 

was very obvious to our participants and they said of course are there a connection between 

satisfaction and trust. They felt this connection because it is releasing the stress if they know that 

their bank transactions would go through easily. 

 

 

4.2.1 Finnish focus group, trust 

 

When the focus group discussed how banks could create customer trust by using social media, the 

participants came up with different opinions and ideas on how the banks could improve their 

customers trust. They also discussed how the banks should interact with their customer in their 

social media and what they shouldn’t do in their social media. The participants thought that trust 
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is an important factor when building corporate reputation, the focus group started to discuss 

about what they thought was important for customer trust. 

 

Communication was very important to the Finnish focus group because the participants thought 

that if the bank didn’t communicate with their customers they would get the impression that the 

bank has something to hide or something they don’t want to tell their customers. The focus group 

also thought that if a customer is trying to reach the bank but cannot or if the bank cannot solve 

the problem, it will decrease the trust of the bank. They also wanted the online communication to 

go through personal messages on the banks website rather than doing it official or on social 

media. They thought that the bank should use social media but a link that goes to the website 

where the customers could find the things that the bank wants them to see. 

 

One other important factor that also came up was information spreading. The participants 

thought that it was important for the banks to inform their customers about the bank’s new 

products, services and about the bank itself. They felt like the information should be found on the 

bank’s own page rather than social media but again they thought that the banks could use social 

media as a boost to increase the number of customers that were seeing it. Although they didn’t 

think social media was so important since if the customers need information they go to the bank’s 

own webpage and that is where you should find the information rather than on social media. But 

one of the participants thought that the social media plays a big role in information spreading 

about the bank and its news since a lot of the bank’s customers are using a social media daily and 

especially in younger ages. The other participants agreed on that social media is a good boost for 

information spreading but many of the Finnish bank customers aren’t following their bank on 

social media which makes it less important and also the reason to why most of them thought that 

the bank’s own webpage is more important than social media. The Finnish customers wanted their 

banks to increase their information spreading about the new services, products and also any 

eventual security issue the bank might have.  

 

Customer complaints was also an important factor and the Finnish customer was very scattered 

on how they wanted banks to handle their customer complaints. Some of the participants thought 

that it is okay for the bank to handle it in public but the majority of the participants thought that it 

wasn’t okay. They thought that a customer with bad experiences could have exaggerated opinions 

and that would affect other customer to more negatively opinions about the bank from other 



  

    40 

customers. But they thought that the bank should always reply to any comments/questions the 

customer post on the bank’s social media site and if the bank doesn’t do that they thought that 

the bank has something to hide or doesn’t care about its customers. The focus group thought that 

customer complaint handling through social media could bring publicity for the bank but it can go 

both ways. The bank could get good publicity if the bank handle the customer complaint well but 

it could also go the other way around if the bank fails to handle the customer in a professional 

matter. Also the participants thought that negative comments from customers on the bank’s social 

media page would harm the trust of other customers that read those comments. If the customer 

loses a lot of trust, the participants thought that it could lead to the customer leaving the bank, 

since it is so important and because trust is hard to build.  

 

Other important part was also assurances and especially the security of the bank. This was 

important since the participants wanted their personal information to be safe. The focus group 

thought that their personal information is safe in their banks and they took it for granted so the 

bank didn’t need to inform the customer of what security program they use but they did want to 

know about any security issues the bank might have. Some of the participants felt like there was a 

lack of security since there is a lot of hackers online and that is a problem the banks must see to. 

Although the general consent of the focus group was that the security was good enough to keep 

their information safe. But a lot of security breaches would make them change bank immediately 

because they would feel like their money wasn’t safe anymore. 

 

Trust is an important factor for the banks corporate reputation according to participants since not 

trusting your bank leads to customer changing their bank. One of the participants stated that he 

thought that his trust in a bank is free the first time. He motivated this by comparing the banking 

industry to the construction industry, and said “when you are renovating your house and hire a 

construction worker to do the renovation for you, you trust the construction worker to do their 

job and do it well and if he doesn’t you lose all trust for him immediately”. With that comparison 

he meant that the trust is given at first but if anything bad happens you will lose all trust 

immediately.  One thing that the focus group felt would take away their trust immediately was the 

loss of their financial information to a third person. 

 

The participants thought that there was a connection between customer satisfaction and 

customer trust, they also felt like trust was very important in the banking industry since most of 
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the participants have their life savings in the same bank and if they would keep their life savings 

there they would have to trust the bank.  

 

 

 

 

 

4.2 Satisfaction 

 

The empirical data from our Swedish and Finnish focus groups will be presented below, in 4.2.1 

will the empirical data from Sweden be presented followed by the empirical data from Finland in 

4.2.2.  

 

 

4.2.1 Swedish focus group, satisfaction 

 

Satisfaction was also important to our focus group since if they felt satisfied with their bank they 

didn’t see any reason for why to leave the bank, and it also made the participants to use more of 

their bank’s services.  

 

Good E-service quality was very important for our participants’ satisfaction, especially a good 

internet bank was extremely important. They believes that the online bank should be logical and it 

should also be easy to use so you can do almost all of your banking services easily online. They 

highlighted the ability to do everything easy yourself as one of the parts that they are really 

looking for in their online bank. Some of the participants didn’t want to contact their bank at all, 

they wanted to do everything themselves. The services and products that the banks offer were 

also extremely important for a good online bank especially for those that are investing in the 

financial market. One of our participant felt like it was so important that he had changed bank 

from SEB to Nordea for the improved stock exchange variety. Both Nordea and Danske bank have 

one of the best stocks variety in Sweden, this made it so that those participants who had the 

niched bank Avanza didn’t really use Avanza since their regular banks offered the opportunity to 

buy stocks on more markets than Avanza does. Our participants in the focus group would also be 
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willing to pay higher rates on their loans and also would those who invested in stock pay higher 

cartages for the convenience of having everything in the same bank. 

 

The online customer service that the bank is providing is also important, Danske bank has a very 

good online customer service according to our participants, but they also mentioned that they 

might have to have it since they lack offices in Sweden and especially up north where their most 

northern office is in Umeå. Nordea’s online customer service was good but not as good as Danske 

banks’ was, according to our focus group, since it, according to them, took more time to get a 

response from Nordea which they thought might have something to do with Nordea’s big 

customer base in Sweden. This affected how satisfied they felt with their bank according to them 

and it was important to some extend but not to the same extend that the E-service quality was. 

 

Seeing to the customer’s personal need was also important according to our participants. The 

participants wanted personal service from the bank when they needed help. Most of them wanted 

that personal service to be online either through a chat in their web page or through personal 

messages in social media. Our participants also wanted a personalized first page in the internet 

bank where they could place shortcuts to the services that they use often, they felt like this would 

increase the ease of use and speed of the internet bank. Since every customer is different they felt 

like this would be a great way to personalize the bank and make it more user friendly.  

  

Even here the fact that satisfaction affect the trust our participants had for their bank were 

obvious, which means that the connection between trust and satisfaction is strong and significant 

and the customer knows about it. 

 

 

4.2.2 Finnish focus group, satisfaction 

 

Satisfaction is important to our Finnish focus group because it increase the benefits for the 

customers since it gave the customers more value for their money. A satisfied customer were also 

unlikely to change bank although they did state that if they didn’t trust their bank they couldn’t be 

satisfied. 
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The participants thought that the most important factor in satisfaction building online was E-

service quality because the online application was what the customer was using almost every day. 

Because they used it so often they thought that they felt the quality of the bank through the e 

service quality, which means that a lot of the customer’s perception of the bank comes from the 

bank’s online bank. The participants also felt that the online bank should be made to match their 

personal needs, with that they meant that the bank should allow them to create their opening 

page themselves in the online bank and the opening page should be personalized by the customer 

so they could place their most used services there to make the internet bank more user friendly 

and faster. They also wanted their banks to improve their mobile applications since they felt like it 

was to narrow and wanted more services there. The most important part of the E-service quality 

was that the online bank was easy to use, safe and that the bank had good online customer 

service. A not user friendly online bank would make them change bank since they want the 

application of the bank to work as good and as smoothly as possible when they use the bank.  

 

Having a good online customer service quality was also important to the focus group since that 

would increase their satisfaction a lot. Their satisfaction would increase because they get better 

contact with their bank and it makes them feel more special as a customer. All the participants 

thought that the customer service quality does play a very important part when building customer 

satisfaction online. They said that they would like to get help online if they had any problems with 

the banks software, services or products. They want the banks response almost immediately after 

they have reported the issue they have and if they have the same problem over and over again 

their satisfaction would decrease because the bank hasn’t fixed it. The participants also thought 

that there should be a live chat so that you can contact the bank when you are still using the 

online bank which would make it a lot easier. According to our focus group, the live chat would 

increase their satisfaction because it increase the customer service which they felt was very 

important for their satisfaction. Although they wanted to do a lot online they did also thought that 

it was important with the occasional meeting with their bank face-to-face when dealing with 

bigger issues like house loans. Bad customer service have also made two of our participants 

change their bank since it took a long time and when they got the service they didn’t feel satisfied 

with the answer and after that they changed bank. 

 

Product variety was also important since the participants wanted their bank to provide any service 

they might need so they could have everything at the same place. Although they didn’t find it that 
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important since they thought it was about the same variety in most banks. Both Danske Bank and 

Nordea’s customers thought that both banks had enough variety in both loan possibilities and 

investment opportunities. All participants were also willing to pay higher loan rates, courage fees 

and take lower interest rate on the money they put in the bank for the opportunity to have all 

their financial assets in the same bank.  

 

Seeing to personal needs was also an important factor to our focus group. Seeing to the 

customer’s personal needs was important for the participants since they get more personal service 

and by personalizing the internet bank they would get an internet bank that is easier to use and 

goes a lot faster for them when they are using it. The participants also thought that if the online 

bank is too complicated to use or takes a longer time to use, it will lead to the customers wanting 

to change their bank. They also wanted the bank to provide even more personalized customer- 

personal service thought the personalized online meetings or an online chat to make the customer 

feel more important.  

 

The participants did also see a relationship between trust and satisfaction, if the trust is good for 

the bank will it increase the satisfaction for the bank. They wanted a bank they could trust and if 

they trusted their bank the satisfaction level would also increase for the bank according to our 

focus group. 

 

They thought that social media could be used to increase customer satisfaction. They thought that 

the banks should be on social media although most of them thought that they shouldn’t interact 

with the customers so much there since it could go bad for the bank. They thought that the social 

media page should be used to monitoring the customer satisfaction through a fast questioners 

that would be really fast to go through, but still give the bank an overlook on how satisfied their 

customers are. They also thought that bank could spread information through social media to 

reach more customers. 

 

 

4.3 Corporate reputation 

 

The empirical data about corporate reputation will be presented below, first will the Swedish data 

be presented followed by the Finnish data.  
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4.3.1 Swedish focus group, corporate reputation 

 

The connection between customer’s trust and satisfaction and corporate reputation were obvious 

to our focus group, the more they trusted their bank the better reputation it had. The same 

applied to satisfaction, the more satisfied the customers were after their transactions and with 

their bank in general the better they thought about their bank. Corporate reputation are allowing 

the banks to take higher fees for their services since the customers are presiding the bank to be a 

place where they can safely place their money. 

  

Nordea was perceived by their customer like a bank they can trust with good quality service and 

they also felt like their money were safe there. Those that were customers in Nordea also felt like 

they have good personal service and also they got the impression that the bank care about their 

customer’s needs. They also perceived Nordea as a good investment and somewhere they could 

place their investments. Nordea is also one of the biggest banks in Sweden and according to our 

participants that were customers in the bank felt like Nordea had one of the best reputations in 

Sweden. Nordea are preceded by their customers as a very ethical bank but they couldn’t give any 

specific example to why they thought that, but they said that “Nordea should communicate ethical 

things if they are doing them”.  

 

The participants that weren’t customers in Nordea perceived the bank as a good bank with quality 

services but they couldn’t really explain why they felt like that about Nordea. They also felt like 

Nordea had the services the customers want but their customer service wasn’t anything special 

according to those that wasn’t customer in the bank. Even by those that wasn’t a customer in the 

bank felt like Nordea would be a good investment since it is a strong and stable bank. They also 

had the impression that Nordea was a very ethical bank but once again they couldn’t put the work 

on why they thought that. Furthermore they felt like if they would change bank in the future it 

would be to either Nordea or SEB since those two had best reputation in Sweden. If their bank had 

a bad corporate reputation did our customer thought they would change bank since they thought 

they would get the feeling that the other banks are better than theirs. 
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Danske Bank was perceived by the participants as a quality bank but they had the reputation of 

being more of a company bank rather than a day-to-day bank. They got that impression because 

Danske Bank is doing a lot of good analytical analyses in for example the stock market, and they 

also give out the impression of being a very professional bank. The customers also feel like they 

have a very well-functioning webpage which ones again the customer felt like the bank had to 

have since they don’t have a lot of offices in Sweden. The customers also had the impression that 

Danske Bank are less ethical than Nordea which according to our participants might be since they 

see them as a business bank and therefore see them as a little more profit oriented bank.  

 

Those that wasn’t customers in Danske Bank also said that they perceived Danske Bank as a high 

quality business bank. Those that invested in stocks said that they read the stock analyses by that 

Danske Bank releases which according to the participants increased their perception of it being a 

business bank. If our participants would change bank was corporate reputation one of the most 

important parts they would look at when they decided what bank they would go to. And it could 

also lead to the customers changing their bank if it would have a bad reputation. 

 

 

4.3.2 Finnish focus group, corporate reputation 

 

Corporate reputation was important for the Finnish focus group because it made them trust their 

bank more, if the bank had a good reputation it meant for the participants that many earlier 

customers were satisfied with the banks services and they felt like they could rely on that bank. If 

a bank has a good corporate reputation our participants will also recommend the bank to others 

since they would want to give their family and friends a good bank. 

  

The participants thought that their bank had good reputation since they trusted their bank and 

they also felt satisfied with their services. A bank that keeps their customer satisfied and also have 

their customers trusting them will not get a bad reputation and the customers will not see a 

reason for leaving that bank. The focus group thought that corporate reputation is an important 

factor when they are choosing a new bank since it gives you the first impression about the bank. If 

our participants’ bank would have a bad reputation it could lead to them leaving their bank since it 

would create miss trust with the bank.  
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Nordea and Danske Bank had good reputations in Finland according to our focus group. Danske 

Bank’s customers were a little bit more satisfied with their bank than Nordea’s customers were 

since Danske Bank had better customer service. The reason why Nordea’s customers felt they 

were a little less satisfied was because they felt that Nordea’s online bank and customer service 

was outdated and that they haven’t spent much time to improve it. Danske Bank’s better 

customer service gave them a better reputation than Nordea in Finland. Nordea is bigger than 

Danske Bank which our focus group thought could be one reason as to why they had worse 

customer service than Danske Bank had.  

 

Lost reputation was also very hard to build up again according to our focus group, they felt like if 

the bank has failed once they would fail again and if the bank would mess up their trust or 

satisfaction they felt like they would change to a new bank. 

 

 

5. Data analysis 

 

This chapter will make sense of the data that were presented in the previous chapter by comparing 

the data with the theory. The chapter will be finished by doing a cross case analysis by comparing 

the focus group in Sweden with the one in Finland to see it there is any difference between Sweden 

and Finland.  

  

5.1 Case analysis Trust 

 

A case analysis will be done on both the Swedish and Finnish data that were collected about trust. 

First will the Swedish data be analyzed and after that will the Finnish data be analyzed. In table 

four below is a fast summery of how trust has been defined throughout our thesis. 
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Table 4: Trust frame of references 

 

5.1.1 Case analysis Sweden, trust 

 

Trust was important when building corporate reputation online according to Brønn (2007) & 

Shamma & Hassan (2009) and our focus group agreed about that, they felt like it was important 

for banks to build relations. Trust was important for the participant because you need to trust 

your bank when you are giving them your money. When building trust online our focus group said 

that conflict handling was the most important part because they wanted the bank to be able to 

handle any problem in a fast and professional manner. This increased the trust they had for the 

bank a lot, they wanted to be able to use any service the bank has and if it didn’t go the way they 

planned they wanted the bank to fix that and that also increased the security the customer felt for 

the bank. This matched what Jan & Abdullah’s (2014) and Ndubisi, Wah & Ndubisi’s (2007) stated 

about conflict handling although our focus group felt like it was more important than our 

literature stated. The factor that was second most important to the Swedish focus group was the 

communication a bank had with their customer. The focus group stated that if you talk and 

communicate with your bank and get a great response from the bank the more you believe what 

the bank is saying in general. Ndubisi, Wah & Ndubisi’s (2007),  Mukherjee & Nath, (2003) stated 

that the more you communicate with the bank the more do the customers trust increase which 

matched what the focus group said. Communication was according to our literature review 

extremely important for the trust which it also were for our focus group although according to our 
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literature review were it the most important when it was slightly less important for our focus 

group. 

 

Information spreading was also an important factor, our focus group also found information 

spreading to be important and stated “The more you know about the bank the more you trust 

them” which also Levy (2013) stated. Knowing things about the bank increase the trust according 

to both our data and Levy (2013), Mukherjee & Nath (2003), Jan & Abdullah’s (2014) and Ndubisi, 

Wah & Ndubisi’s (2007), but the focus group also said that spreading information is hard to do 

since it usually comes across to the customer like advertising which is how the participants saw it. 

Assurances were important according to Jan & Abdullah (2014) and Ribbink, van Riel, Liljander & 

Streukens’s (2004) although it wasn’t that important according to our focus group. The reason to 

why it wasn’t important was because they didn’t have so much money in their bank, but when 

they would start working and start earning more money they believed that they would care a lot 

about the security in the bank. Also, when they are starting to loan money to buy a house or a car 

they believed that the importance of the security would grow a lot. Our focus group said that 

“Because the government secures up to 100 000 euros isn’t the security of the bank that 

important for me at the moment but when I get more money in the bank the importance of the 

security will increase”, since the government is securing the money did our participants take the 

security for granted. 

 

If the customers trust their bank, it also increases the satisfaction the customer feels with towards 

the bank. This relation was relevant according to both Jan & Abdullah (2014) and our focus group, 

if the customers feel like they can trust a bank their satisfaction will increase also. This was 

according to our focus group because if you trust your bank you don’t think so much about the 

transaction and it decreases the stress you have when you, for example, are paying bills or 

transferring money. You know the money will come go to the place you want it to go to and the 

decrease of stress leads to increased satisfaction.  

 

 

5.2.1 Case analysis Finland, trust 

 

Our literature review shows that some of the most important parts when building customer trust 

are communication, information spreading, conflict handling and assurances. These factors were 
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also mentioned when we were doing our interviews with the focus group in Finland. According to 

Mukherjee & Nath (2003) and Biard & Parasnis (2011) were communication one of the factors that 

affected the trust a customer had towards his bank, which it also was for our focus group. 

Communication was the most important part of the factors that created trust according to both 

Mukherjee & Nath (2003), Biard & Parasnis (2011) and our focus group. The participants thought 

that if the bank doesn’t communicate with the participants they had something to hide, which 

would affect their trust a lot. The focus group thought that the communication should be fast 

when customer were contacting the bank about any problems they have. If the bank responded 

slowly the focus group were getting the impression that the bank don’t really care about their 

problems which would bring down their trust of the bank. The Finnish focus group thought that 

the communication should be through the bank’s webpage rather than social media since they 

thought social media was for communicating with family and friends rather than bank which Biard 

& Parasnis (2011) were talking about in their research.  

 

Other very important factor to our focus group was information spreading, this was mentioned by 

Ndubisi, Wah & Ndubisi’s (2007), Levy (2013) and Jan & Abdullah (2014). They said that increased 

information about the bank would also increase the trust that the participants have for the bank 

which the participants of our focus group also mentioned. Although the literature stated that 

social media would be a great way to spread information did the participant thought the webpage 

would be better since the lack of followers on the Finnish banks social media. Customers wanted 

information about the bank but most importantly they wanted to know about new services or 

products that the bank is offering to their customers. The focus group also wanted information 

about any security problems that their bank might have. 

 

Conflict handling was mentioned as one of the most important parts when building customer trust 

according to Ndubisi, Wah & Ndubisi’s (2007), Jan & Abdullah (2014) and our focus group. The 

customers wanted their issues and conflicts with the bank to be handled smoothly, fast and 

gracefully. Some banks are using social media to handle conflicts at the moment which some of 

the participants didn’t like since they wanted it to be more personal but some of the participants 

still wanted their conflicts to be handled through social media and had no problems about it being 

official. Handling conflicts could lead to either good or bad publicity depending on how the bank 

handled it, so the participants thought that if the bank should use social media for conflict 

handling they have to do it well. 
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According to Jan & Abdullah (2014), & Ribbink, van Riel, Liljander & Streukens’s (2004), the banks’ 

assurances are important for the trust customers have for their bank. When talking about 

assurances the participants focused on the banks security the most, everyone in the focus group 

thought that their bank had a good security system although some where more worried about it 

than others. However, it was one person from each bank so there was no bank that was worse 

than the other. The participants took the security for granted and thought the banks didn’t need 

to inform them so much about it although they wanted to know immediately when there was an 

issue. They thought that a lot of security issues would make them change bank since it would 

decrease the trust they had for their bank. 

 

 

 

5.2 Case analysis satisfaction 

 

The data about satisfaction will also be analyzed, first will the Swedish data be analyzed and then 

will the Finnish data be analyzed. Below in table five is a fast summary of how satisfaction was 

defined in our frame of references.  
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Table 5: Satisfaction frame of references 

 

 

 

5.2.1 Case analysis Sweden, satisfaction 

 

Satisfaction was also an important part when bank were building corporate reputation online 

according to Walsh, Dinnie & Wiesmaan (2006), Brønn (2007) and our focus group. Satisfaction is 

important because it makes the customers happy with the banks services which leads to them 

using its services to a bigger extend. Our focus group thought it was very important for banks to 

keep satisfying their customers because it (leads them to trust the bank as well). The relation 

between satisfaction and trust exists according to Jan & Abdullah (2014), Ribbink, van Riel, 

Liljander & Streukens (2004) and our focus group.  

 

E-service quality was one the most important variable according to Ribbink, van Riel, Liljander & 

Streukens (2004), Rod, Ashill, Saho & Carruthers (2009) and Herington & Weaven (2009) but our 

focus group ranked it as the most important factor when building satisfaction online. Having a 

good internet bank increased the satisfaction the customer had with the bank, some also wanted 

the opportunity to do all their banking services, except loans, themselves which would ease some 
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pressure of the bank. Allowing customers to do most of their banking business themselves 

decrease the banks requirement for personal and it also satisfies some customers to a bigger 

extend.  

 

Having a wide range of products was important according to Rod, Ashill, Saho & Carruthers (2009) 

and to our focus groups too. One of the participants changed bank because the bank he had didn’t 

offer the services he wanted. A wide range of products was more important for customers that 

were investing, and it were still important for the customers that were not investing but (there) 

was a big difference between the two. Having a wide range of services were important for 

customers, since if the bank they use can’t do something they will find a bank that can, this was 

important for the satisfaction and also one of the biggest variables that got the customer to 

change bank.  

 

Online customer service quality was also an important factor for satisfaction building online 

according to Rod, Ashill, Saho & Carruthers (2009) and our focus group who also felt like this was 

really important. Having a good online customer service quality was important because some of 

our participants would like to do everything online and the ones that didn’t want to do everything 

online also agreed that this is important, since it release some pressure on the phone services 

which some wanted to use. Being able to do almost everything online was important to most of 

the participants in the focus group. They felt this was a very important variable in the satisfaction 

they had with their bank. 

 

Seeing to personal needs online was also important to both Ribbink, van Riel, Liljander & 

Streukens (2004), Herington & Weaven (2009) and our focus group, making the internet bank 

more personal was something our focus group thought would really increase their satisfaction. 

Making the online bank more personal would increase the ease of using it and that will increase 

the customer satisfaction according to our focus group. The literature was also talking about the 

importance of making the online services more personal for the customers. Seeing to personal 

needs was also important in online customer service quality and our focus group said that there is 

a need for greater personal message services on the banks website. By increasing these, the 

satisfaction would increase as well, according to our literature review and focus group. 
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5.2.2 Case analysis Finland, satisfaction 

 

Our participants in the Finnish focus group felt that satisfaction were important since they felt a 

good satisfaction would increase the benefits for the customers and give the customers more 

value for their money. Which Fombrun (1996) said that it creates corporate advantages and allow 

the company to take out higher fees when their products are counted as premium products.  

 

According to our literature review some of the most important factors when building customer 

satisfaction are E-service quality, product variety, online customer service quality and personal 

needs. These also came out to be important factors for our Finnish focus group. The customers in 

the focus group thought that  E-service quality was most important and after that came personal 

needs and  online customer service quality and finally they thought that the product variety was 

important although not as important as the others.  

 

According to Ribbink, van Riel, Liljander & Streukens (2004), Rod, Ashill, Saho & Carruthers (2009) 

and Herington & Weaven (2009), the most important part in building customer satisfaction online 

is E-service quality which was also the most important part according to our focus group in 

Finland. The Finnish participants  thought that the most important parts of the E-service quality 

were ease of use, safe and that the bank had good online customer service which also Ribbink, van 

Riel, Liljander & Streukens (2004) and Rod, Ashill, Saho & Carruthers (2009) held out as very 

important. This was important to them because they used it so often and it was where the 

customers’ general perception of the bank came from.  

 

Product variety was important according to Rod, Ashill, Saho & Carruthers (2009) although it was 

important but the least important factor of those four when building satisfaction online according 

to our focus group. They thought that the products were about the same everywhere and that the 

investing opportunities that one bank offered wasn’t that more extensive than the others. 

Although they were willing to pay more for the opportunity to have all their financial services and 

products in the same place which Fombrun (1996) was talking about. The product variety did also 

affect their satisfaction but since most of the banks in Finland have a big variety in investments 

was this not extremely important to our focus group.  
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Having a good customer service quality online was important according to both Rod, Ashill, Saho & 

Carruthers (2009) and our focus group, our participants wanted the opportunity to chat online 

with their bank and that would increase their satisfaction since “the customers get better contact 

with their bank and it makes them feel more special as customers”. They wanted the online chat 

to be very fast and efficient so it could solve any issue they might run into when they are using 

their banks’ online bank.  

 

According to Ribbink, van Riel, Liljander & Streukens (2004) and Herington & Weaven (2009) are it 

also important to see to the customer’s personal needs when building the customer’s satisfaction. 

The focus group also thought this was important when building customer satisfaction since it 

would give them the feeling of the service being more personalized and that would give them the 

impression that the bank care about their customers. Furthermore did the focus group expect that 

a more personalized online website would increase the satisfaction they felt with their bank.  

 

 

 

5.3 Case analysis corporate reputation  

 

The data about corporate reputation will be analyzed here, first will the data from Sweden be 

analyzed and after that will the data from Finland be analyzed. The thesis are defining corporate 

reputation in a way that is stated in table six below. 

 

 

Table 6: Corporate reputation frame of references 

 

 

5.3.1 Case analysis Sweden, corporate reputation 
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Corporate reputation can, according to our focus group, Walsh, Dinnie & Wiesmaan (2006), 

Shamma & Hassan (2009) and Brønn (2007), be built through customer satisfaction and customer 

trust. The importance of corporate reputation for a bank was very clear in both the literature 

review and in our focus group. If our participants will change bank one of the most important 

thing they would look for were the new banks corporate reputation, this was also one of the 

benefits with having a good corporate reputation according to Fregert & Jonung (2014). According 

to Fombrun (1996) and our focus group customers are willing to take a little less interest rate or 

have a little higher rate on their loans to get a bank they are satisfied with and can trust. A bank 

like that has premium products and services and can take a little higher interest rate because of 

their corporate reputation according to Fombrun (1996) which our focus group also said. A lack of 

corporate reputation could according to Firestein (2006) lead to the customer leaving the bank, 

this is backed up by our focus group’s participants who said that they could leave the bank 

because they feel like some banks with better corporate reputation are better than the bank they 

got and would therefore change banks. 

 

 

5.3.2 Case analysis Finland, corporate reputation 

 

Corporate reputation is one of the most important things for a company according to Fregert & 

Jonung (2014) and our focus group agreed to this, since that was the biggest thing they would look 

for if they were to change bank. Corporate reputation can be built online through customer 

relations according to Walsh, Dinnie & Wiesmaan (2006), Shamma & Hassan (2009), Brønn (2007) 

and our focus group agreed to this, because the more you trust your bank the more you like your 

bank and the same thing goes with satisfaction, the more satisfied you feel the more you talk good 

about the bank. Corporate reputation also gives corporate advantages Fregert & Jonung (2014) 

which our focus group agreed with since they would look for corporate reputation when they are 

looking for a new bank and also were corporate reputation a reason for leaving the bank. A bank 

can also through their corporate reputation get premium products of which they can take higher 

prices for according to Fombrun (1996). Our focus group agreed with Fombrun (1996) on this since 

they would be willing to pay more money for a banks services and products if the bank had 

everything so they could get all their financial assets in one place.  
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The focus group also mentioned that the corporate reputation is given for free for the first time, 

but if it’s ruined, it’s very hard to build up again, that again after the bank has broken it according 

to our focus group and Lewis (2001). 

 

 

5.4 Cross case analysis 

 

There were many similarities between the Swedish and Finnish data that we collected, but also 

there were some differences in the data. Trust and satisfaction were significant for banks when 

they are trying to build corporate reputation according to both the Swedish and Finnish focus 

group. The most important trust variable in Finland was communication when in Sweden it was 

Conflict handling, the Finnish focus group thought that the banks are hiding something if the banks 

doesn’t communicate with their customer. In the Swedish focus group were this important 

although not as important as conflict handling was, the Swedish focus group wanted the bank to 

handle their problems as soon as possible which was most important for their trust in the bank. 

The Swedish focus group wanted their problems to be handled in a direct and professional matter 

which increased their trust a lot if the bank did so. Conflict handling was also an important factor 

in Finland, they wanted fast responses from their bank and they wanted the responses the same 

day. If the bank didn’t respond fast it lead to the customers getting the feeling that the bank didn’t 

care which lowered their trust for the bank. 

 

Communication was also important in Sweden according to our Swedish focus group since they 

thought that the more you communicate with your bank the more you believe what they are 

saying. But the way to communicate was very different between all the participants in both 

countries, although everyone wanted personal communication with their bank some still thought 

that social media was good  to communicate while others demanded it to be on the corporate 

website or in the internet bank. Information spreading was important in both Sweden and Finland, 

because the more you know about your bank the more you trust them. The way to spread 

information was pretty similar in both countries, they both wanted the banks to do it on their 

webpage and then use social media to spread it, but the participants in Sweden were skeptical if it 

would come out as advertising and therefore make the customers angry and make them to stop 

following their bank on social media. Assurances was not so important for neither the Finnish 

focus group nor the Swedish not in these ages at least. It wasn’t so important to the Swedish focus 
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group because they thought that the government were securing their money and they aren’t that 

involved with loans and things like that yet. The Finnish focus group took assurances for granted 

and that the banks don’t need to inform them about the security although they wanted to know if 

there was any problems with the security. The Finnish focus group didn’t talk about the future and 

the Swedish focus group said that they would care more about the assurances when they start 

working, making more money and taking loans from the bank.  

 

Satisfaction was also an important part according to both the Swedish and the Finnish focus 

groups. Satisfaction was important because the customers want to be pleased with their bank and 

their services. Satisfaction also affected the trust the customers had for their bank as well as the 

trust the customer had for their bank affected the satisfaction the customer felt of their bank. The 

most important variable in building satisfaction was the E-service quality in both Finland and 

Sweden. In Sweden it was important because they wanted to do it all themselves in the online 

bank and their satisfaction increase if they are able to do everything online. In Finland were it 

important because the customers are using it every day and because they want it to run smoothly 

and it was there the participant got the idea of the quality of the bank.  

 

Both countries also felt like it was important to have big variety of services, In Sweden this was 

more important for the customers who were dealing with stocks than it was for the customers 

who didn’t used stocks. In Finland were it also more important for the people that invested in the 

financial market but still important for those who didn’t although it wasn’t that important in 

Finland since they felt like the banks variety of the services and products were about the same in 

every bank. Having a variety of services is important because it could make customers to leave 

their bank for a competitor because the bank didn’t offer the things the customer are after.  

 

Other important factor in satisfaction building was online customer service quality, this factor was 

also important in both Sweden and Finland. The Finnish focus group said that they wanted the 

quality to be good so it would decrease the number of times the customer would have to contact 

the bank. In Sweden the focus group wanted speed in the responses from the bank which the 

Finnish focus group also wanted. The Swedish focus group wanted the service quality to be good 

enough that it could solve any problem or question they had about the bank. This factor was more 

important in Finland than it was in Sweden since the Finns wanted more personal service in 

general.  



  

    59 

 

Seeing to the customer’s personal needs was also important for both the Swedish and Finnish 

focus group. This was important because it made the customer feel more important for the bank 

and that increased their satisfaction, this was also more important for the Finnish people than it 

was for the Swedish. The Swedish focus group thought that personalizing the online bank was 

important because it would increase the quality of the online bank since the ease of using the 

online bank would be better. The Finnish focus group thought also that making the online bank 

more personal and it would also increase the ease of use and the speed of using the online bank. 

Both of the focus groups wanted the ability to personalize the first page in the online bank to the 

services they use so it could be easier.  

 

Corporate reputation was affected by both trust and satisfaction according to both focus groups. 

The corporate reputation was important for both focus groups when they are choosing a new 

bank. A lack of corporate reputation could also make the customer change bank according to both 

focus groups. If the customer’s bank lack corporate reputation and one other bank has a better 

corporate reputation, it creates the feeling for the customer that the other bank is better and 

therefore, the customer can choose to change bank on the base of general perception of the two 

banks. In Sweden were the customers willing to take higher rates to get a bank they know what 

they would get from and in Finland were the customers willing to pay a higher cortege for their 

stock purchases to get a bank that they knew what they got from which matched a lot with each 

other. 

 

 

 

 

 

 

6. Conclusion & Implications 

 

In this chapter will the research questions be answered, then will a general conclusion be presented 

and then will implications, limitations of the thesis and some recommendations for future research.   
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6.1 Research question one 

 

Our research question one is “How can the relation between customer trust and corporate 

reputation online be described?”. The relation between the two is very strong and important for 

the company and the customer, if the customer’s trust increases the banks corporate reputation 

increases and the customer becomes more willing to pay more for services that the bank provides. 

Customer trust also created satisfaction for the customer, a bigger trust in the bank allows the 

customer to relax more after a transaction since they know that the transaction will go through 

without any problems and if there is any problems the bank will help the customer solve it. 

 

The findings of the research show that some of the most important variables in building trust 

online is communication and conflict handling, if a bank is having a good communication with their 

customer it will decrease the mistrust the customers have for the bank and it will also give the 

impression to the customer that the bank cares about the customers’ banking activities. Handling 

conflicts in a good manner also increase the trust the customer has for the bank a lot. If the bank 

solves any problem the customer has the customer becomes more  willing to use more of the 

banks services since they know that if anything goes wrong the bank will still help them. Handling 

conflicts in a professional manner also increase the trust since it gives out the impression of the 

bank being a professional bank.  

 

Other factors like information spreading was also very important for the customers when banks 

are building trust online. Information spreading is important and like one of our focus group 

members said “The more you know about your bank the more you trust them”. Spreading in 

formation online is important but it is also tricky since it can easily come across to the customers 

as advertising. Assurances was not so important for the trust which makes it less important for  

the banks to communicate since the student customers in Sweden and Finland take it for granted 

and the government are securing up to 100 000 euros. Assurances are more important to 

communicate to customers with loans and higher incomes that have more money to secure since 

the Swedish focus group said that they would care more about the assurances when they got 

more money or take big loans.  
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6.2 Research question two 

 

Our second research question is “How can the relation between customer satisfaction and 

corporate reputation online be described?”. Even customer satisfaction has a huge importance in 

banks reputation. Satisfaction is important because it is built from customer’s daily use of the 

banks products and services. If the customers become satisfied they also start trusting the bank to 

a bigger extend, which creates benefits since trust makes the customers use more of the banks 

services.  

  

The most important factor is E-service quality. E-service quality affect customer’s satisfaction 

strongly because it is the part of the banks services that they use most. This can also be counted as 

important for corporate reputation since the customers perception of the bank comes from their 

daily use of the online bank. The most important parts of e- service quality are ease of use, 

fastness and independent usage. Customer service online was also counted as a very important 

factor when building corporate reputation through customer satisfaction. Customer service should 

be fast and effective, if the customer has to contact the bank’s customer service about the same 

problem several times will it decrease the satisfaction towards the company. This leads to 

customers having negative thoughts towards the bank and that can make them change their bank. 

Also the banks should see to the customer’s personal needs so that the use of internet services 

can be personalized to customer’s needs. This is also important for customer service since the 

customers thinks the bank could personalize the service more towards the customer’s needs. The 

personal needs in online banking was also mentioned to be an important part of customer 

satisfaction because it increases the ease of use and the speed for the customers when they are 

using the online bank.  

 

Having a big variety of products did also affect customer satisfaction. Having a variety of products 

allow the customer to choose between those and allowing the customer a variety of choices 

increase the satisfaction the customers have towards their banks. Having a variety of products also 

gives the bank a reputation of having what the customer wants and allows them to make more 

business that way. 
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6.3 Conclusion 

 

Our research found that corporate reputation is important for banks and it gives them a lot of 

advantages. A bank’s corporate reputation can make the bank stand out from their competitors 

due to their reputation, a bank’s reputation allows the bank to take higher rates and fees, get new 

customers easier and keep their current customer base. The research also found out that the 

customer’s trust and customer’s satisfaction are two extremely important factors for banks when 

they are building corporate reputation online. 

 

Trust can be built by having good communication with the customers, handling complaints in a 

good and professional matter, spreading information about the bank and also through assurances. 

The two most important factors are communication and customer complaints, information 

spreading was also important but very hard to execute without it getting perceived as advertising 

by the customers. Assurances was important for the customer although student customers took it 

for grated since they didn’t have so much money and also didn’t have any loans at the bank. But 

when they make more money does this factor increase in importance which the banks should 

recognize and focus on assurances towards their customers with higher incomes.  

 

A bank can build communication through social media, their webpage and their online bank, how 

the customer wanted to communicate was very individually and there wasn’t any pattern of who 

wanted what. The majority of the customers wanted to communicate privately and expected their 

bank to give them fast and relevant answers. The ability to solve any complaints or problems the 

customer have with the bank also gave trust, customers expect the bank to handle any issue they 

have with the bank in a quick and professional matter. Information spreading is a tricky part for 

the bank since it comes across to the customer as advertising, doing that on social media can make 

the customer a bit angry and makes them stop following the bank and doing it on their webpage 

will decrease the about of customers that sees it. Doing it the right way is important and gives the 

customer the opportunity to know more about the bank which is important since the more you 

know about the bank the more you trust them.  

 

Important factors for the customer’s satisfaction is e-service quality, product variety, online 

customer service quality and personal needs. The e-service quality was by far the most important 

part for the customer satisfaction, customers expect a very good quality of the banks online 
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services and especially on the online bank. The reason to why this is so important on the online 

bank is because customers are using this on a daily basis. Customers also expect the bank to have 

a big variety of products available on their web page, this is important for all customer but it’s 

even more important for customers that are investing in the financial market. Customers want the 

possibility to choose the services they want and the more choices they have the more satisfied 

they get.  

 

Customers also expect a good online customer service quality since they want the bank to solve 

their problems easily and fast. Customers felt like this was really important and thought that this is 

something the bank should focus more energy on than they are doing at this moment. Making the 

service and online bank more personalized was also something the customer expected the bank to 

do, they wanted the opportunity to make their own first page in the online bank because it would 

make it easier to access the services or products they wanted to use.  

 

There is a difference on how Swedish and Finnish customers expect their bank to build corporate 

advantage online. The Swedish customers are more focused on doing it yourself online and when 

they have a problem does they expect the bank to solve it quickly. The Finnish customers wanted 

more personal service, the personal service the bank offed was extremely important to them and 

their trust and satisfaction towards their bank.  

 

 

6.4 Implications 

 

In this chapter will implications for theory and practitioners be described. First will the 

implications for the theory be presented and after will the implications for the practitioners be 

presented.  

 

 

6.4.1 Implications for theory 

 

The purpose of this research is to get a better understanding of what customers expect from 

companies in the financial industry, when the companies are building corporate reputation though 
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customer relations online. By answering our research question have we been able to describe and 

explain what customers expect companies in the financial sector to do when they are building 

corporate reputation though customer relations online.  

  

Our findings support previous research that claimed that customer satisfaction and trust are really 

important for building corporate reputation. The results also support the economic theory of 

reputation that a good corporate reputation allows the company to increase their profits by being 

able to take higher prices, make more customers and keeping current customers.   

 

This research also partly explains what customers expect from companies in the financial industry 

when they are building corporate reputation through customer relations online. The research 

explain that customer expect companies to have good communication, spread information, 

assurances and conflict handling to build the customers trust and through that create corporate 

reputation online. Furthermore, does the research also explain that customers expect companies 

in the financial industry to have a good internet bank, good online customer service, seeing to the 

customers’ personal needs which match a lot with the theory. Although our research found that 

product variety was way for important then the theory applied. Furthermore does the research 

also contribute with ways banks can create those factors online which the theory was lacking.  

  

 

6.4.2 Implications for practitioners  

 

This thesis also give implications for practitioners in the financial industry. Our research show that 

corporate reputation is very important and it allows companies in the financial industry to take 

higher fees from their services, get new customers and also keeping current customers. 

Companies in the financial industry can create corporate reputation through customer trust and 

satisfaction. Our research shows that trust can be built through: 

- satisfaction  

- assurances  

- spreading information about the company  

- communication 

- customers’ complaints 
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The two most important part to focus at is having a good communication with the customers and 

seeing to customers complaints. In Finland was the most important part to keep a good 

communication with the customers since that give the customer the feeling that the bank cares 

about them. In Sweden was customers’ complaints the most important part to build trust online, 

they wanted the bank to be able to handle their complaints in a fast and professional matter and if 

the company did that will that increase the customers trust for the bank.  

 

Our research also shows that satisfaction can be built through:  

- Trust 

- E-service quality 

- Personal needs  

- Online customer service quality 

- Product variety  

 

Having a good E-service quality was by far the most important part and in E-service quality was the 

quality of the internet bank really important.  E-service quality was the most important in both 

Sweden and Finland. Customer are using it so often that this is where they get their perception of 

the bank from, having a good E-service quality create very satisfied customers that are very 

pleased with their banks which increases the banks corporate reputation. 

 

 

6.5 Research limitations 

  

Our research has no external validity which makes it impossible to generalize the study, the 

population of the study to students that are between 20 – 30 years old and are customers in 

Nordea and Danske Bank. Furthermore is the study limited by the few amount of focus groups 

that were used which also makes it harder to generalize. The study never looked at income and 

how active the participants were with the banks services for example are the participants 

investing in the financial market and the amount of loans they have, this might also affect the 

limitations of the study to low income taker with low amounts of loans. This study was also 

performed in Sweden and Finland which limit the study to those two countries.   
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6.6 Future research 

 

There are a few suggestions to future research based on this study. We would recommend further 

researchers to do this research on a bigger population with a bigger amount of focus groups. 

Furthermore do we recommend the researchers to ask the participants of the focus group about 

how much they are using their bank, for example if the participants have a lot of loans or if they 

are investing in the financial market. Since that can make the customers answer different.   

 

We also recommend future researchers to look at other age groups and also non students, since 

another customer group that are making more money will probably have different views on how 

they want their bank to act. We also recommend further researchers to look at this connection in 

other countries and see if the results are the same. Furthermore, do we also recommend future to 

look on why personal service is more important in Finland than Sweden.  

 

We would also recommend future research to look on how banks are using social media and how 

they are trying to make their online bank better to increase the customers satisfaction.   
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Annex 1, Focus groups questions 

 

Trust 

1. How do you feel about communicating with you bank on social media? PM or 

comments on their page?  

2. How do you feel about bank’s spreading information on social media? Is it better 

to do it on their web page? 

3. Should banks handle customer complains on social media? Should they do it on 

their page where everyone can see it or in PM where it’s more private? 

4. Do you think increased customer complain handling would increase your trust for 

your bank? 

5. Do you think your bank’s security systems can keep your personal information 

safe?  

6. How do you think your bank can communicate their security to their customers? 

7. Which assurances is important for you in banking industry? 

8. If you are satisfied with your bank do that increase the level of trust you have for 

your bank? 

9. Which factors do you find most important when banks are building trust online? 

Satisfaction  

10. What do you like or dislike with your online bank?  

11. Do you think makes a good online bank? Why? 

12. How do you think banks can improve their online customer service quality?  

13. Do you think social media should be used to improve customer service quality? 

Why?  
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14. Do you think your online bank is adapted to your personal needs? 

15. What is missing to personalize your online bank?  

16. If your trust your bank do that increase your level of satisfaction with your bank? 

17. Which factors do you find most important when banks are building customer 

satisfaction online? 

Corporate reputation 

18. Is your bank known as a good quality bank? 

19. Do you think your bank cares about their customer’s needs??  

20. Is your bank a good option to make an investment in? 

21. Do your bank act with the values you have? 

Other questions to find important factors  

22. Have anyone of you ever changed bank? What made you change bank? If no, 

what would make you change your bank? 

23. What is important for you if you are going to change bank? 


