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Abstract 

The study investigated factors consumers consider in 

choosing a bank in Ghana. Questionnaires were sent 

to 300 respondents who were selected from the 

sample area of Kumasi, the second capital of Ghana. 

The result revealed five most important factors 

consumers consider when they are selecting a bank. 

They include; availability of Automated teller 

machine(ATM machine), effective and efficient 

customer service, ease of obtaining loan, number of 

branches and the rates of interest on saving. The 

study further revealed that friends and/or family 

members are very important to customer as they 

serve as the first source of information when it comes 

to the selection of banks. On the basis of the findings, 

it was recommended that, banks in Ghana  invest in 

marketing research to identify the needs and wants of 

their customers so as to be able to provide them with 

products and services that will satisfy the identified 

needs  of customers. The study recommends that, 

Ghanaian banks provide consumers with demand  

 

products and also pay more attention to the five most 

important factors mentioned which consumers 

consider when selecting a bank. 

KEYWORDS: marketing strategy, market share, 

competitive advantage, market research, 

consumers, Banks, factors, Ghana. 

Introduction 

Banking is an important contributor to economic 

growth around the world. It provides financial 

services necessary for enterprises and consumers to 

undertake their business: among other things, it 

provides a means to hold and exchange financial 

assets, it intermediate savings to productive 

investment through the supply of credit to businesses 

and consumers, and it enable risk-sharing. Efficient 

functioning of these activities contributes to 

economic growth (King and Levine 1993; Levine 

1997). The banking sector was traditionally 

considered to have operated in a relatively stable 
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environment for decades until recently. During the 

past decades, the banking industry has undergone 

drastic changes, resulting in a market place which is 

characterized by intense competition. The result of 

the aggressive competition has made most banks lost 

substantial proportion of their customers to 

competitors. There is no doubt that competition will 

continue to be significant since new banks keep 

cropping up in the country. Finding a place under this 

intense competition has become crucial for the long 

term profitability and survival of banks. 

The issue of how consumers select banks has been 

given considerable attention by researchers. This is 

because exploring such information will help banks 

identify the appropriate marketing strategies needed 

to attract new consumers and retain existing ones so 

as to gain competitive advantage (Kaynak and 

Kucukemiroglu, 1992). 

With growing competitiveness in the banking 

industry (Grady and Spencer, 1990), and similarity of 

services offered by banks (Holstius and Kaynak, 

1995), it has become increasingly important that 

banks identify the factors that determine the basis 

upon which consumers choose between providers of 

financial services. That is determining factors which 

are pertinent to the consumers’ selection process 

(Boyd et al., 1994).   It is therefore imperative that 

bank managers develop the ability to determine the 

critical bank selection factors for the segments of the 

market they wish to attract and serve. 

LITERATURE REVIEW 

 

 Definition of a Bank or Financial Institution 

A broader definition of a bank is any financial 

institution that receives, collects, transfers, pays, 

exchanges, lends, invests, or safeguards money and 

other valuable items for its customers. The broader 

definition includes many other financial institutions 

that are not usually thought of as banks but which 

nevertheless provide one or more of these broadly 

defined banking services. These institutions include 

finance companies, investment companies, 

investment banks, insurance companies, pension 

funds, security brokers and dealers, mortgage 

companies, and real estate investment trusts. This 

study, however, focuses on the narrower definition of 

a bank and the services provided by these banks to 

the general public. 
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Banks and their Strategic Positioning 

Strategic Positioning is an attempt to distinguish one 

bank from its competitors along real dimensions in 

order to be the most preferred bank for a certain 

market segment or prospect (Zeneldin, 1996). It is an 

attempt to have a clear or unique position in the 

marketplace. Also, positioning is a competitive 

marketing tool that goes beyond image-making. The 

image-making bank seeks to cultivate an image in the 

customer’s eyes and mind. Positioning is a process of 

establishing and maintaining a distinctive place and 

image in the market for an organization and/or its 

individual product offerings so that the target 

market/prospect understands and appreciates what the 

organization stands for in relation to its competitors 

(Kotler, 1994). Ries and Trout (1986) hinted at this, 

stating that: “In the communication jungle out there, 

the only hope to score big is to be selective, to 

concentrate on narrow targets, to practice 

segmentation.” 

In general, the mind accepts only that which matches 

prior knowledge or experience. Millions of resources 

have been wasted trying to change minds with 

advertising. Once a mind is made up, it’s almost 

impossible to change it, certainly not with 

advertising. 

In a competitive marketplace, a “position” reflects 

how consumers perceive the product’s/service’s or 

organization’s performance on specific attributes 

relative to that of the competitors (Kotler, 1994). 

Thus, banks have to either reinforce or modify 

customers’ perception or image. Positioning plays a 

pivotal role in marketing strategy, since it links 

market analysis, segment analysis and competitive 

analysis to internal corporate analysis. In short, the 

term strategic positioning refers to how a bank 

wishes to be seen in a given marketplace, what its 

values are, and its overall image. A bank can occupy 

a position as a large bank, a global bank, a friendly 

bank, a function bank, or an efficient bank (Zeneldin, 

1996). 

If a bank can position itself favorably within a 

particular marketplace, relative to competitors, it can 

earn high rates of return or profits irrespective of 

average profitability within the market. Competition 

and profitability pressures mean that banks must be 

increasingly responsive to market considerations in 

terms of their positions, management and market 

strategies, their internal and external infrastructure, 
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their use of information technology, and their ability 

to innovate and differentiate. 

 Bank Selection Criteria by Different Types of 

Consumers  

It is believed that who a person is, is reflected in the 

approach employed in handling a task and also how 

innovative they infuse in their approaches, especially 

facility choice. Hence many researchers have 

investigated into this assertion with regard to bank 

selection criteria. This include; bank selection criteria 

by gender, age grouping, business minded person, 

religion etc. 

 Banking Selection Preferences by Gender and 

Age Grouping 

The bank selection criteria used by young customers 

have been largely overlooked in literature. However, 

a number of studies have devoted part of their 

analysis to the importance of selection factors relative 

to age of customers. For example, in part of a study 

conducted by, Boyd et al. (1994) they investigated 

the importance of bank selection criteria in terms of 

the age of the customers. They found out that for the 

age group under 21 years, a bank's reputation plays a 

major role in determining their bank selection, 

followed by location, hours of operation, interest on 

savings accounts and the provision of convenient and 

quick services. The least important factors for this 

age group were found to be the friendliness of bank 

employees and the modern nature of their facilities. 

Another survey conducted by Cetorelli et al (2001), 

gives an indication that, most of the customers who 

takes into consideration whether the bank is network 

or offers ATM services falls between the age group 

of 21 to 30 years, whereas females are most likely 

attracted to banks with reputation as well as security. 

 Empirical Study 

Banking Selection Preferences by Business 

Minded Customers 

Many studies have identified the banking needs of 

business customers. Schlesinger et al. (1987) in their 

study conducted in New York State found that the 

three most important factors in selecting a bank for 

small business customers were lending rates, 

accessibility of borrowing, and the number of 

services offered. Price of service was also found to be 

an important bank selection factor in another survey 

conducted by Buerger and Ulrich (1986). 

Also, Nielsen et al. (1998) conducted a nationwide 

survey in Australia for 25 banks and 2,500 bank 

business customers to rank the factors to be 
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considered more important in bank selection process. 

Their findings revealed that business firms placed 

more importance on the willingness of the bank to 

accommodate their credit needs and the efficiency of 

the bank in its day-today operations. Whereas 

bankers placed more importance to their ability to 

offer competitive prices, a full range of products and 

services and the provision of a personal banking 

relationship. Another study conducted for Athens 

(Greece) by Mylonakis et al. (1998) who studied 811 

bank customers to identify the important factors for 

bank selection criteria. Their study pointed out 

location convenience, attention to customers, 

personalized service as the most important factors in 

the selection of a bank. Driscoll (1999) identified five 

factors (convenience; price; product selection; 

service; and ambience) that customer perceive as 

important for selecting their financial services 

providers. With a survey conducted by Chen (1999) 

on banks in Taiwan in 1997 to identify critical 

success factors adopting various business strategies 

in the banking sector, Data was analyzed highlighted 

four factors, namely the ability of the bank to manage 

operations, bank marketing, developing bank 

trademarks and financial market management. 

Another survey was undertaken by Thornton and 

White (2001) to analyze consumers’ attitude towards 

the usage of financial distribution channels. Their 

findings revealed that banks adopt a multiple 

distribution channel to meet the needs of different 

market segments. This study suggested that if a 

financial institution finds that its profit comes mainly 

from service oriented customers, then it would be 

best for the banks to concentrate on human interface 

type of services like branch network. And if banks 

were to attract or retain convenience, technological or 

change oriented customers, then they should focus 

more on online electronic type of distribution 

channels. Furthermore, in a competitive banking 

scenario, customer service, user friendly technology, 

and more sophisticated customer products are 

important components within the marketing mix, but 

communication is also emerging as a crucial element 

in the marketing activity of a bank (Andrew, 1990). 

Holstius et al. (1995) cited efficiency and courtesy as 

the most important attributes in determining overall 

customer satisfaction, while other important 

attributes were convenience of location, range of 

services, reputation and availability of innovations. 

Similarly, the importance of location decisions in 

satisfying customers is also emphasized in the 

previous studies (Kaynak and Kucukemiroglu, 1992; 
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McCullough et al., 1986). Laroche et al. (1986) 

conducted a survey in Canada and found that speed 

of services, and factors relating to the competence 

and friendliness of bank personnel and convenience 

of location were the major factors which consumers 

perceived as important in their selection of a bank. 

Zineldin (1996) conducted a survey of 19 potential 

factors which customers consider as important in the 

selection of a bank in Sweden. These factors include 

reputation, recommendation by others, interesting 

advertisement, convenience of location, opening 

hours and high technological services. Each 

respondent was asked to rate the importance of each 

of the above-mentioned factors on a scale of 5 (very 

important) to 1 (completely unimportant). His study 

revealed that friendliness and helpfulness of 

personnel, accuracy in account/transaction 

management, availability of loans and provision of 

services were the most important factors. Another 

study on bank selection criteria by Yue and Tom 

(1995) was based on Chinese- Americans residing in 

Sacramento, California. The important factors of 

bank selection by the customers were found to be 

efficiency of services offered, bank’s reputation, 

bank fees, location, and interest rates on saving 

accounts. 

 Newcomers and Their Banking Selection 

Preferences 

In 1980, Riggall surveyed a sample of 

250``newcomers'' to a community in the USA to find 

out when and why they chose a particular bank. Like 

many previous studies, convenience of location (to 

home or work) appears to be the most influential 

factor for bank selection by newcomers. 

Other determinant factors were reported to be 

influence of friends (also found by Mason and Mayer 

(1974) and Fitts (1975)), low service charges, 

availability of automated teller machines (ATM), and 

employer uses the same bank. Laroche et al. (1986) 

also investigated 140 households in Montreal, 

Canada, to find out how people select their banks in 

such a competitive banking environment. In ranking 

the selection factors, results show that friendliness of 

staff plays the major role in the bank decision 

process, followed by hours of operations, size of 

waiting lines, convenience of location, and efficiency 

of personnel. 

A study by Javalgi et al. (1989) in the USA using 

``analytic hierarchy process'' found that financial 

factors are the chief criteria in customers' bank 

selection decisions. Findings of this study show that 
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financial factors such as safety of fund, interest on 

savings accounts, and availability of loans scored 

high. Other determinant factors were found to be 

convenient location and bank's reputation. 

 Religion/Culture and Choice of Bank 

Among other purposes, Erol et al (1990) study was 

designed to determine the bank selection criteria used 

by customers of conventional and Islamic banks in 

Jordan. Generally, factors which scored highly were 

fast and efficient services, bank's reputation and 

image, friendliness of bank personnel, and 

confidentiality of bank. Haron et al (1994) examined 

difference choice criteria for Islamic banking and 

conventional among Muslim and non-Muslim. 

Identical with Erol et al (1990), factor analysis 

showed religion is not the major in banking selection. 

There is no important difference in choice criteria for 

banking among Muslim and non-Muslim. Both of 

them put quality and fast services as their most 

important bank selection factor for banking. 

 Selection Consideration by University Students 

A limited number of studies dealing with the topic of 

bank selection criteria of college students have been 

conducted in the West. One earlier study reported in 

unpublished dissertation of Gray (1977) described an 

investigation of student attitudes towards banking in 

the U.K. He reported convenience and parental 

influence to be the most important factors influencing 

British students’ bank selection. In addition, Kazeh 

and Decker (1993) studied the opinions of 209 

university students in Maryland, USA to obtain 

information about the determinants of consumers' 

bank selection decisions. Overall, the highest ranking 

determinant attributes were: service charges, 

reputation, interest charged on loans, quick loan 

approval, and friendly tellers. 

Holstius and Kaynak (1995) surveyed 258 bank 

customers in Finland in order to determine the 

importance of selected patronage factors used by 

Finnish customers in choosing their banks. Results 

indicated that the chief determinant factors for 

Finnish customers appeared to be: reception at the 

bank, fast and efficient services, lower service 

charges, friendliness of personnel, and perceived 

confidentiality. Yue and Tom (1995) studied the bank 

selection criteria used by Chinese-American residing 

in Sacramento, California. The major determinant 

factors were reported to be efficiency of services 

offered, bank's reputation, bank fees, convenient 

location, and interest rates on saving accounts and 

loans. 
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Mylonakis et al. (1998) studied 811 bank customers 

in the greater Athens area in Greece to identify the 

important bank selection criteria that urban 

consumers of saving accounts use in the Hellenic 

bank market. The results indicated that Greek bank 

customers behave in a similar way to bank customers 

in advanced bank markets, who are seeking good 

service in a safe, fast, and technologically modern 

environment. 

Selection factors scoring high were location 

convenience and quality of service (attention to 

customers, personalized service, no queues). The 

importance of technology and speed has also been 

confirmed by Coyle (1999) who observed ``Future 

Bank'' trade show in Minneapolis (USA) where 250 

bank vendors participated. Coyle reported that the 

competitive bank of the future is the one which can 

offer speedy, technology based services (e.g. ATM, 

Internet) backed by an effective staff training. The 

studies reported in this section of the article indicate 

that success and competitiveness of a bank, to a large 

extent, is determined by becoming more customer 

focused. This was confirmed by Driscoll (1999) who 

reported that customers select financial services 

providers based on five factors: convenience; price; 

product selection (breadth and depth) service; and 

ambience  (customers' experience). 

Lewis (1982) also conducted a study on banking 

behavior among British students. A total sample of 

716 students (514 first years and 202 final year) in 11 

universities and colleges in the Greater Manchester 

area were surveyed for the study. She found that 92 

per cent of the first-year college students surveyed 

thought they would stay with their present bank until 

the end of their course. About 80 per cent of the final 

year students believed they would continue with the 

same bank even after graduation. In addition, it was 

found that convenience of location to college and 

parental advice and influence were the predominant 

factors having a bearing on students’ choice of bank. 

A study by Thwaites and Vere (1995), also conducted 

in a British setting, showed that proximity of an 

ATM to college, free banking service and overall 

student offer were the top three selection criteria 

employed by college students in selecting which 

banks to patronize.Their cluster analysis revealed 

four distinct student segments: Incentivisers, 

Borrowers, Collegiates and Traditionalists. Each 

segment represents distinct customer characteristics 

in terms of selection criteria employed in selecting 
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banks. In his article about American college students, 

Schram (1991) pointed out that “convenience 

remains the primary reason why most college 

students choose their banks.”  

 Identifying the needs of the customer 

 A number of researchers have examined the criteria 

by which consumers select banks. Boyd et al. (1994) 

asked respondents to rank the criteria which they 

perceived to be most important in the selection of a 

financial institution. Overall, the five most important 

criteria identified were reputation, interest on savings 

accounts, interest charged on loans (the latter two 

“price” considerations for the marketing mix), quick 

service and location in the city. The relative 

importance of selection criteria varied between 

groups of respondents, except that reputation was 

selected by all household categories except divorced 

people. 

Khazeh and Decker (1992) also studied selection 

criteria of banks in the USA. Their methodology was 

particularly useful in that it focuses attention on the 

selection criteria which would lead a customer to 

choose one bank over another, that is, the importance 

of the item to consumers and also the degree to which 

they perceived they could differentiate between 

banks on the provision of this item. Their findings 

revealed that the most important selection criteria 

were service-charge policy (price), reputation 

(positioning) and competitiveness of loan rates 

(price). 

Another US study by Plank et al. (1994) investigates 

another important area: gender differences in 

selection criteria. The findings showed that husbands 

and wives have different criteria by which they judge 

the quality of service received. Husbands placed 

higher relative importance on personal recognition 

and attention while wives placed higher relative value 

on comfortable service (for example, tellers who 

smile), feeling at home in the bank, evening banking 

hours, polite bank personnel, and so on. These 

findings could be relevant to Poland as women 

traditionally make the household financial decisions 

(Kennington et al., 1993). 

A comparative study of Hong Kong’s domestic and 

foreign banks (something which may well be 

important for Poland in the future because of the 

planned entry into the Polish market by foreign 

banks) was conducted by Kaynak and 

Kucukemiroglu (1992). This study investigated the 

importance of a series of factors in choosing a 
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commercial bank. Fast and efficient service and 

friendliness were found to be important selection 

criteria, then the efficiency of completing banking 

transactions and convenience. The authors also 

recommend that banks follow a market segmentation 

strategy in order to differentiate themselves by 

creating an image which is tied to the provision of a 

few services or elements of service quality. 

A survey of 50 consumers in Poland in the spring of 

1994 (Hill et al., 1994), identified some key issues 

for Polish consumers associated with the decision-

making process for personal banking services and 

provided a rough measure of the effectiveness of the 

various banks’ efforts to market new products and 

services. This survey found that consumers had 

relatively undeveloped recognition of the need for or 

desirability of the new products introduced by the 

banks, and that the banks are only applying fairly 

rudimentary marketing practices, that is, a focus on 

price and promotion, especially advertising, in order 

to win business. Some interesting sidelines also 

emerged. A major reason for the limited amount of 

take-up of new products was that consumers either 

saw no need or could not afford these banking 

products, especially since the banks tend to impose 

very stringent conditions on the granting of credit. 

There are still serious concerns among Polish 

consumers about the safety and security of banks, a 

hold-over from the scandals, financial difficulties and 

failures in the industry. Many consumers use more 

than one bank, either because they are shopping for 

rates or in order to spread the perceived risk to their 

deposits. However, when asked what the banks could 

do to get them to try new products, the most common 

suggestions were improved communication (i.e. 

information about products, conditions, etc.), quality 

and professionalism in bank staff and offerings, 

pricing (higher rates on deposits, lower rates on 

loans) and better targeting. One positive note was that 

consumers did recognize that the banks were making 

efforts to improve and that overall, the changes were 

seen as being positive in direction. 

Taking into account all the above, a list of 

“universal” selection criteria can be suggested under 

four headings: reputation, price/cost, convenience 

and reliability and service. It is worth noting that 

almost all banks are providing these services making 

the banking sector very competitive.  The Under 

listed factors also affect competition in the banking 

sector. 

Summary of the Review 
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A review of literature indicates that studies related to 

bank selection criteria have been mainly conducted in 

the case of more developed countries. Such studies 

have contributed substantially to the literature on 

bank selection factors but their findings may not be 

applicable to developing countries due to different 

cultural, political and economic setup. The present 

study attempts to partially fill the gap in the literature 

through an empirical analysis of bank selection 

criteria employed by developing countries. 

RESEACH METHODOLOGY 

Research Methodology and Questionnaire Design  

This study used multi strategy approach in 

investigating and collecting data and information. 

The study used both quantitative methodology and 

qualitative methodology to compliment each other.  

The study sought to take advantage of the advantages 

both research methods present to a researcher, 

Population & Sampling Procedure 

According to Babbie in 2005, Population for a study 

is that group (usually of people) about whom the 

researcher wants to draw conclusions. It is never 

possible to study all the members of the population 

that interest researcher. In every case, researcher 

selects a sample among the population (Babbie, 

2005). This current study mirrors all bank consumers 

in the Kumasi metropolis of Ashanti Region. In all 

there are about three hundred thousand (300,000) 

bank consumers in Kumasi metropolis. The sampling 

procedures that were employed were quota and 

purposive sampling techniques. Quota sampling is 

usually used for a larger population. In using the 

quota sampling, the Kumasi metropolis was divided 

into five groups, that is, north, south, east, west and 

the center of Kumasi. The Northern (Abuakwa area) 

represented the layman’s view. The eastern that is, 

Santasi Atonsu represented the industrial area. The 

western part of Kumasi (Suame Tafo area) also 

represented the manufacturing populace view. The 

central part of Kumasi ( Adum) represented the 

business minded people. The southern part of Kumasi 

(Kwame Nkrumah University of Science and 

Technology) represented the student population. 

Afterward purposive sampling technique was used to 

select sixty (60) respondents from each quota. In 

using purposive sampling technique, respondents 

were asked if they have a bank account before they 

were handed over the questionnaire. This is because 

those with bank account were the main target for the 

study. The purposive sampling enabled the research 

questions to be answered and met the objectives of 
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the study. The sample size for the entire study was 

three hundred (300) respondents.  The justification 

for this was from Patton (2002 cited in Saunders et al, 

2007). 

RESULTS, ANALYSIS AND DISCUSSIONS 

 Demographic information 

The researcher in the questionnaire ascertained some 

general question on the demographic information of 

respondents. It represent demographic statistics of the 

respondent and it include; sex, age, marital status, 

education level and occupation.  

  

The general trend in Ghana’s population structure 

reveals the dominance of the female population over 

males. For instance the 2000 Population and Housing 

Census puts the national figures gender split as 49 

percent to males and 51 percent to female 

(GSS,2002). The age structure of the population in a 

country provides a picture of the level of age 

dependency in the economy and also serves as a 

determinant for measuring economic activity of the 

population. It also gives an indication of the level of 

awareness and responsibility within the populace. 

From the survey, the ages of the respondents 

interviewed reflects a high rate of the population who 

are economically active. Age and sex influence the 

work a society does as well as the selection pattern of 

products and services. A population is considered 

either old or young depending on the proportion of 

people at different ages. Figure 4.1 shows the sex 

structure whiles table 4.1 portrays the age structure of 

the distribution:  

 

sex of respondents

44.3

55.7

Female

Male
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Authors Field Survey, 2018  

Figure 1.0 Sex of Respondents 

Figure 1.0 shows the gender distribution of the 

respondents and it portrays a high dominance of 

males to females. With a sample of 300 respondents, 

133 are females and 167 are males representing 

44.3% and 55.7 % respondents respectively. This 

revelation is differing from the national population 

trend where females dominated; the reason could be 

that financial decision responsibility is usually made 

by the male since they are seen as the primary wage 

earners in the household. 

Again, table 1.0 indicates the age structure of the 

respondents. The table illustrates a mix of age 

groupings who expressed their opinions on their 

banking preferences. The study would therefore 

attain a diverse description of results as far as the 

objective is concerned. The majority fell within 21-

29 years representing 36 percent from one hundred 

and eight respondents (108). This is subsequently 

followed by those within 30-39 years which account 

for 30 percent whiles the third major category is 

those below 20 years constituting 11.3 percent. These 

three age groupings are economically active. 

Table 1.0: Age structure of respondents 

 

Authors Field Survey, 2010 

2.0 Marital status of respondents 

 Frequency Percent 

less than 20 34 11.3 

20-29 108 36.0 

30-39 90 30.0 

40-49 30 10.0 

50-59 26 8.7 

60 and above 12 4.0 

Total 300 100.0 
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The result for marital status shown in the table below indicates that 44.0% are single, 52.0% are married and 4.0% 

are widowed. This shows that majority of the respondent in this study are married. 

Table 2.0: marital status 

 Frequency Percent 

Single 132 44.0 

Married 156 52.0 

Widowed 12 4.0 

Total 300 100.0 

Authors Field Survey, 2018 

 

3.0 Educational Level of respondents 

Education is a key to development and this is 

reflected in the quality of a country’s human 

resource. It determines the level of development and 

the productivity of a country and the people’s 

understanding and appreciation of policies and bye-

laws. It is also assumed that a person’s level of 

education reflects the kind of job avenues available to 

that person. In Ghana, educational qualification is 

frequently used for job placements, thus people with 

high level of education, for example up to the tertiary 

level have a high tendency of working in “white or 

blue collar jobs” in the formal sector while those with 

lower educational qualifications normally find 

themselves in menial jobs, petty trading and farming 

in the informal sector. 

A person’s level of education reflects the approach 

employed in handling a task and also how innovative 

they infuse in their approaches especially facility 

choice. In the case of this study, the education level 

was important to adequately assess a person’s level 

of education and the factors they will opt for when 

selecting a bank. Also, if there is a direct relationship 

between ones level of education and the probability 

of the person transacting business with banks. Below 

is a figure showing the distribution of the educational 

levels of the sampled citizens of the Kumasi 

Metropolitan area. 
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Authors Field Survey, 2018 

Figure 2.0: Educational Level of Respondents 

With the exception of 12.4 percent who had had no 

formal education as compared to 22.1 percent for the 

Kumasi metropolis as contented in the 2000 Housing 

and Population Census, about 88 percent of 

respondents cumulatively had received some form of 

formal education at school with majority being 

through the tertiary institution representing 38.7 

percent.  

 Occupation status of respondents 

The occupation of the sampled population became an 

imperative assessment to ascertain the category of 

profession that frequently patronage a financial 

products and services to inform decision making. 

The result indicated that, Students were the highest 

group (respondents) which were interviewed. They 

constitute 34 percent of the overall distribution from 

the views of one hundred and two (102) people. 

Educational Level 
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occupational status

10%

34%

34%

22%

unemployed

Student

Formal

Informal

  

Authors Field Survey, 2018 

Figure 3.0: occupation status 

Also, from figure 3.0, those employed in the formal 

sector were the second highest group of respondents 

that were interviewed. They were one hundred and 

one (101) out of the overall sample representing 33.7 

percent. The table above shows that efforts were 

made to sample a cross section of the general public 

so that views and results could be generalized. Views 

from the rest of the people were all captured in this 

study so that logical conclusion could be drawn from 

the result. 

 Account type 

From the statistics, saving account is the most 

commonly used account by most customers. This is 

attributed to the fact that most Ghanaian customers 

prefer operating account that pays some return. They 

also want account that they can have access to their 

money whenever the need arises. The table below 

provides the account type the respondents said they 

hold. 51.7% hold savings account, 37.7% hold 

current account and 10.7% hold investment account.  

Table 1.0 Account type 

 Frequency Percent 

savings account 155 51.7 
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current account 113 37.7 

investment account 32 10.7 

Total 300 100.0 

Authors Field Survey, 2018 

 

 First source of information about respondent’s 

bank 

It is clear that most of the respondent heard about 

their bank from friends/relatives which constitute a 

significant 52.7%. It is followed by radio/TV which 

constitutes 18.2%. The explanation for this could be 

the closed knighted nature of the Ghanaian society. 

The Ghanaian like other African nations, people still 

maintain their cultural system thus information is 

easily circulated through friends/relatives.  

 

Table 2.0: Source Information 

 Frequency Percent 

Newspaper 16 5.3 

radio/tv 66 22.0 

Brochure 28 9.3 

friend/relations 158 52.7 

Others 32 10.7 

Total 300 100.0 

Authors Field Survey, 2018 

 

Bank Selection Factors  

Owing from the above, it was prudent to assess the 

factors that the sampled population consider and take 

into account before opting for a bank. These factors 

are supposed to be the guiding principles in deciding 

on the types of products and service a bank and for 

that matter banks should pay attention to in their 

quest to have more customers in the metropolis. All 

these should be done because customers have a scale 

of preference and hence a choice to select from. 
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Therefore, whatever would attract a consumer to a 

particular product/services need to be taken into 

account. Each and every consumer has his/her own 

peculiar factor considered therefore these issues must 

be thoroughly inspected to avoid low patronage from 

the customers. Table 5.0 below shows the results of 

this assessment.   

 

Table 5.0: Bank Selection Factors  

 very important 

availability of ATM machine 132 44.0 

low service charges 142 47.3 

recommendation by friends/relatives 72 24.0 

number of branches 179 59.7 

pleasant bank atmosphere 153 51.0 

paying higher rates on savings 109 36.3 

ease of obtaining loan 160 53.3 

Bank's reputation 144 48.0 

availability of internet banking 93 31.0 

effective and efficient customer 146 48.7 

low interest rates on loans 114 38.0 

speed of transaction 178 59.3 

range of services 58 19.3 

availability of parking space 55 18.3 

convenient location 198 66.0 

Authors Field Survey, 2018 

 

Following the review of literature, several factors for 

customers’ bank selections were identified and it 

formed the basis of question 15 and 16 of the 

questionnaire. The researcher after administering the 
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questionnaire and analyzing them on SPSS package 

found that in any case the fifteen factors are indeed 

true factors that are considered in bank selection

decision in Ghana. Even though the percentage of 

respondent who chose certain factors was small, the 

fact that they were chosen means they can be 

considered as bank selection factors in Ghana. From 

the table above convenient location had the highest 

percentage of 66 followed by number of branches 

with 59.7%. This is because most people want to save 

in a bank which has a branch near them. This will 

make it easy for them to have access to their money 

easily. Also if a bank has a lot of branches in a 

country, then it means that one can make transaction 

wherever he goes. 

59.3% saw speed of transaction as bank selection 

factor. Availability of parking space got the lowest 

percentage of 18.3%.  

 

 Most Important Bank Selection Factors  

Before a consumer selects particular 

product/services, certain factors might have been 

taken into consideration. This is proportionate to the 

choice and selection of a product. Whereas others 

consider effective and efficient customer service, 

others consider the ease of obtaining loan and not 

necessarily paying higher rates on saving.  

For the purposes of this study, the need to understand 

and appreciate the factors that consumer’s lookout for 

when making a decision in selecting product and 

facilities cannot be over emphasized. This is because 

management of banks needs such knowledge to 

understand what consumers expect from their 

services. Consumers who are the final users of all 

products would also be well equipped so that they 

make the right choices.  

Table 6.0: Most Important Consideration  

Responses Frequency Percent 

availability of ATM machine 84 28.0 

low service charges 14 4.7 

number of branches 32 10.7 

paying higher rates on saving 18 6.0 
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ease of obtaining loan 51 17.0 

bank's reputation 12 4.0 

availability of internet banking 12 4.0 

effective and efficient customer service 60 20.0 

low interest rates on loans 2 .7 

speed of transaction 10 3.3 

convenient location 4 1.3 

Availability of parking space 0 0 

Pleasant bank atmosphere 0 0 

Recommendation by friends and family 1 0.3 

Range of service 0 0 

Total 300 100.0 

Authors Field Survey, 2018 

From table 6.0, the most critical factor considered by 

consumers in the choice and selection of banking 

institution is the availability of ATM machine it was 

indicated by 28.0% of the respondent. The effective 

and efficient customer service is the next major 

priority considered by most consumers. They account 

20% of the distribution whiles 17% of the 

respondents consider the ease of obtaining loan first 

before any other reasons. Most importantly, a section 

of the consumers consider the number of branches, 

bank's reputation as well as the availability of internet 

banking as key factors. These views were expressed 

by thirty two (32) respondents constituting 10.7 

percent as against 4 percent for both bank's reputation 

and availability of internet banking of the overall 

distribution.  

 

The relationship between bank selection factors 

and demographic factors 

This part of the research seeks to find out the 

relationship between bank selection factors and 

demographic factors. It is believed that a person’s 

demographic factors affect its decision making.  

 Marital Status and Their Bank Selection 

Preferences  
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The analysis revealed that out of the 156 singles who 

responded to the questionnaire, 38(24%) indicated 

effective and efficient customer service as the most 

important factor. It was followed by 36(23%) 

respondent choosing availability of ATM machine 

and 30(19%) chose number of branches. Concerning 

married people, 48 out of the 132 representing 36% 

chose availability of ATM machine as the most 

important factor. 31(23%) chose ease of obtaining 

loan and (23)17% indicated effective and efficient 

customer service as their most important bank 

selection factor. It is surprising to know that out of 

the 12 respondent who were widows all chose low 

service charge as the most important bank selection 

factor. 

 

Table 7.0 : Marital Status And Their Bank Selection Preferences  

Responses marital status Total 

Single married Widowed 

availability of ATM machine 30 48 6 84 

low service charges 2 0 12 14 

number of branches 30 2 0 32 

paying higher rates on saving 10 8 0 18 

ease of obtaining loan 20 31 0 51 

bank's reputation 0 12 0 12 

availability of internet banking 12 0 0 12 

effective and efficient customer service 38 23 0 61 

low interest rates on loans 2 0 0 2 

speed of transaction 4 6 0 10 

convenient location 2 2 0 4 

Total  156 132 12 300 

Authors Field Survey, 2018 
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Gender and their bank selection preferences 

It is assumed that in making decision, what males 

consider are different from what females consider. 

From Table 7.0, out of the 133 females who 

answered the questionnaire, 30 respondents( 22%) 

were of the view that availability of ATM is the most 

important factor they consider when choosing a bank, 

29(21%) respondents chose effective and efficient 

customer service and 26 respondents choose ease of 

obtaining loan as the most important bank selection 

factor.  

Table 8.0 Gender and their bank selection preferences 

Responses Sex Total 

  Female Male 

availability of ATM machine 30 54 84 

low service charges 3 11 14 

number of branches 18 14 32 

paying higher rates on saving 10 8 18 

ease of obtaining loan 26 25 51 

bank's reputation 2 10 12 

availability of internet banking 2 10 12 

 

effective and efficient customer service 

29 32 61 

low interest rates on loans 2 0 2 

speed of transaction 7 3 10 

convenient location 4 0 4 

Total  133 167 300 

Authors Field Survey, 2018 

On the contrary, a survey conducted by Cetorelli et al 

(2001), indicated that females are most likely 

attracted to banks with reputation as well as security 

Out of 167 male respondents, 54 (32%) of them 

indicated that availability of ATM machine is the 

most important factor while 32 (19%) of respondents 
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were of the view that effective and efficient customer 

service is the most important factor when choosing a 

bank. 25 (14%) of the respondents choose ease of 

obtaining loan as also important 

 

Consumer’s educational level and their bank 

selection preferences 

The analysis revealed that 5 out of the 12 

respondents, that is, 41% who have no formal 

education indicated low service charges as the most 

important factor in choosing a bank. The remaining 7 

(59%) indicated ease of obtaining loan as the most 

important factor. Out of the 31 respondent who had 

education up to the primary level, 24 (77%) of them 

were of the view that ATM machine is the most 

important factor with regards to bank selection and 7 

(23%) indicated effective and efficient customer 

service to be the most important factor. Respondents 

with secondary level of education also had 26 (44%) 

of them choosing availability of ATM machine as the 

most important factor and  14 (24%) respondent also 

indicated number of branches as the most important 

factor. With regards to the 171 respondents who are 

at the level of tertiary education 51 (29%) of them 

were of the view that ease of obtaining loan is the 

most important thing they consider when choosing a 

bank, 34 (19%) indicated effective and efficient 

customer service and 18 (10%) choose number of 

branches as the most important factor. Respondents 

who are in the others category refer to respondent 

above the tertiary level. In this category 10 (36%) 

respondent indicated availability of ATM machine as 

the most important factor in choosing a bank. 

 

 

Table 9.0: customer’s educational level and their bank selection preferences 

Responses educational level Total 

no formal 

education 

primary 

school secondary 

tertiary 

school other 

availability of ATM machine 0 24 26 24 10 84 

low service charges 5 0 0 14 0 19 

number of branches 0 0 14 18 0 32 
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paying higher rates on saving 0 0 0 10 8 18 

ease of obtaining loan 7 0 0 51 0 58 

bank's reputation 0 0 0 12 0 12 

availability of internet banking 0 0 0 12 0 12 

effective and efficient customer service 0 7 12 34 8 61 

low interest rates on loans 0 0 2 0 0 2 

speed of transaction 0 0 4 4 2 10 

convenient location 0 0 0 4 0 4 

Total  12 31 58 171 28 300 

Authors Field Survey, 2018 

Age group and their bank selection preferences 

From table 9.0, the analysis revealed that respondent 

with regard to the age group of less than 20 years 

20(59%) of the respondents were of the view that 

availability of ATM machine is their most important 

factor while 14 (41%) of the respondents indicated 

number of branches as the most important factor they 

consider when choosing a bank. Also with regard to 

respondent in the year group of 20-29, 30 (28%) of 

them choose effective and efficient customer service 

and 20 (19%) respondents indicated ease of obtaining 

loan as the most important factor they consider when 

choosing a bank. 90 respondents were in the age 

group of 30-39 and out of the 90 respondents, 31 

(35%) of respondents of them were of the view that 

effective and efficient customer service is their most 

important bank selection factor while 19 (21%) 

indicated ease of obtaining as the most important 

factor in choosing a bank. Only 2 (2%) of the 

respondents in this age group choose convenient 

location as the most important factor in choosing a 

bank. 20(67%) of the respondents who are in the age 

group of 40-49 indicated availability of ATM 

machine as their most important factor while 8(27%) 

of the respondent choose paying of higher rates on 

savings. The entire respondent in the age group of 60 

years and above chose low service charges as the 

most important factor they consider in choosing a 

bank. 
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Table 10.0: Age group and their bank selection preferences 

Responses Age Total  

less than 

20 20-29 30-39 40-49 50-59 

60 and 

above 

availability of ATM machine 20 14 16 20 14 0 84 

low service charges 0 0 2 0 0 12 14 

number of branches 14 14 4 0 0 0 32 

paying higher rates on saving 0 10 0 8 0 0 18 

ease of obtaining loan 0 20 19 0 12 0 51 

bank's reputation 0 0 12 0 0 0 12 

availability of internet banking 0 12 0 0 0 0 12 

effective and efficient customer service 
0 30 31 0 0 0 61 

low interest rates on loans 0 2 0 0 0 0 2 

speed of transaction 0 4 4 2 0 0 10 

convenient location 0 2 2 0 0 0 4 

Total  34 108 90 30 26 12 300 

Authors Field Survey, 2018 

 

Occupational status and their selection 

preferences 

From the table 11.0,  14 (46%) of the unemployed 

respondents were of the view that availability of 

ATM machine is the most important factor they 

consider when choosing a bank, while 4% of the 

respondents indicated low service charges as their 

bank selection important factor. With regards to 

students, out of the 102 respondents, 32 (31%) 
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choose availability of ATM machine as the most 

important factor and 26 (25%) choose number of 

branches as important. This is contrary to a survey 

conducted by Huu and Karr (2000) who sampled 198 

students in Singapore to identify factors which 

influence their bank selection decisions. They 

research revealed that price and product dimension 

were their most priority. 43 (25%) employed 

respondents were of the view that ease of obtaining is 

their most important factor they consider in choosing 

a bank, 38 (23%) chose availability of ATM and 34 

(20%) of the respondent also indicated effective and 

efficient customer as the most important in choosing 

a bank. This is in confirmation with Nielsen et al. 

(1998) who conducted a nationwide survey in 

Australia for 25 banks and 2,500 bank business 

customers to rank the factors to be considered more 

important in bank selection process. Their findings 

revealed that business minded people placed more 

importance on the willingness of the bank to 

accommodate their credit needs. 

 

Table 11.0: Occupational status and their selection preferences  

Responses  Occupation Total 

  Unemployed Student Formal Informal 

availability of ATM machine 14 32 32 6 84 

low service charges 12 0 2 0 14 

number of branches 0 26 4 2 32 

paying higher rates on saving 0 10 8 0 18 

ease of obtaining loan 0 8 43 0 51 

bank's reputation 0 7 2 3 12 

availability of internet banking 4 8 0 0 12 

effective and efficient customer service 6 21 18 16 61 

low interest rates on loans 0 0 2 0 2 

speed of transaction 2 0 2 6 10 

convenient location 4 0 0 0 4 
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Total  30 102 101 67 300 

Authors Field Survey, 2018 

Age*Sex and their selection preferences 

The analysis revealed that all the female respondents 

who are less than 20years indicated number of 

branches as their most important bank selection 

factor. 20 (63%) of the males who are under 20years 

indicated availability of ATM as their most important 

factor. 18 (33%) of the females within the age group 

of 20-29 were of the view that effective and efficient 

customer service is their most important bank 

selection criteria. 17 (20%) of the male respondents 

within this category indicated ease of obtaining loan 

as their most important bank selection factor. 

Majority of the female respondents within the age 

group of 30-39, that is, 12 (34%) chose ease of 

obtaining loan as their bank selection factor. Most of 

the males within the age group of 30-39 indicated 

effective and efficient customer service as their most 

important bank selection factor. Out of the total 

female respondents within the age group of 40-49, 14 

(83%) of them indicated that availability of ATM is 

their most important bank selection factor, while 

7(54%) of the males within this age group chose 

paying higher rates on savings as their most 

important bank selection factor. With regards to those 

in the age group of 50-59, availability of ATM and 

ease of obtaining loan are their bank selection factors 

while all the males also indicated availability of 

ATM as their most bank selection factor.  All the 

respondents above 60 years were of the view that low 

service charges is their most important factor. 

SUMMARY OF THE FINDINGS AND 

RECOMMENDATIONS 

Major Findings 

The following are the major outcomes of the study: 

 It was disclosed that most of the respondent 

heard about their bank through family and 

friends. This was confirmed by 52.7% of the 

total respondent. 

 Among the factors which were given as 

determinants of bank selection, majority of 

the respondent choose convenient location 

as the factor they considered when selecting 

their bank, followed by number of branches 

and. speed  transaction  
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 22.6% of the females indicated availability 

of ATM machine as their most important 

bank selection factor. 32.3% of males also 

indicated availability of ATM machine as 

their most important bank selection factor. 

 In ranking the most important factors 

considered in selecting a bank by 

respondent, the first five factors which were 

marked are; 

 availability of ATM machine 

 effective and efficient customer 

service 

 ease of obtaining loan 

 Number of branches 

 Paying higher rates on saving 

 The study indicated that majority of 

respondent within the age group of 50-59 

and those below 20 years were of the view 

that availability of ATM machine is the 

most important bank selection factor. Those 

in the age group of 20-29 and 40-49 also 

indicated effective and efficient customer 

service and those above the age of 60 

indicated low service charges as their most 

important bank selection factor. 

 Majority of the respondent who were 

employed, that is, 25.5%, indicated ease of 

obtaining loan as their most important bank 

selection factor. The unemployed and 

students were of the view that availability of 

ATM machine is their bank selection factor. 

 The study indicated that people who are 

single are of the view that effective and 

efficient customer service is the most 

important bank selection factor.  Majority of 

respondents who are married also choose 

availability of ATM while respondent who 

are widowed indicated low service charges 

as their most important factor. 

 

 Conclusion and Recommendations 

The study has investigated into factors customers 

consider in selecting a bank. The study would 

provide bank management with information about 

customer requirements in their choice of a bank. It 

can also be used as a blueprint for banks. 
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Result from this study revealed that the five most 

important factors customers consider when selecting 

a bank are availability of ATM machine, effective 

and efficient customer service, ease of obtaining loan, 

number of branches and paying higher rates on 

saving. 

The research also revealed that friends/relatives are 

very important to customers in that they are the first 

source of information about their bank source. 

Generally, customers’ first hear about their bank 

from friend/family. This shows how important 

friends/family could be to bank customers as a 

marketing channel. 

The research also concluded that demographic factors 

and bank selecting factors are significantly related. 

This is because demographic factors affect the 

importance customers attach to bank selection 

factors. 

Management Implications:  

Considering the competitive nature of Ghanaian 

banking sector, for banks to survive the aggressive 

competition, they must know the factor customer 

consider in bank selection so as to win new 

customers and retain old ones. The researcher has 

made some recommendations which should be taken 

into consideration by the bank managers so as to gain 

competitive advantage. 

1. Banks should invest in marketing research to 

identify the needs and wants of their 

customers and be able to provide them with 

the product and service that will satisfy the 

identified needs in a more efficient and 

profitable way to both the customers and the 

bank. Banks should provide customers with 

what they want but not what they think they 

want. 

2. Banks should pay attention to the five most 

important factors highlighted in this study 

which include; availability of ATM 

machine, effective and efficient customer 

service, ease of obtaining loan, number of 

branches and paying higher rates on saving. 

3. Banks should direct their marketing 

channels more on friends/family and 

radio/TV rather than the other channels. 

This does not mean that they should ignore 

the other marketing channel but they should 

pay more attention to those mentioned. 
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