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Abstract

Purpose - The paper aims at testing the moderating effect of in-
dividualism dimension of culture on consumer behavioural intention
about bank services in Nigeria.

Research design, data, and methodology - A survey was conducted
with a sample of five hundred and fifty five bank customers drawn
from various retails banks. Using Statistical Package for Social
Sciences and Analysis of Moment Structure, combinations of descrip-
tive and inferential statistics were performed. Invariance test and mul-
tiple-group analysis were conducted in order to assess the moderating
effect. The invariance test was necessary to confirm the equivalence
of constructs so that any difference detected thereafter could be re-
lated to moderating effect.

Results - The results show that individualism has a significant
moderating effect on the relationship between technical quality, per-
ceived value and corporate image on the one hand, and behavioural
intention on the other. However, individualism does not moderate the
association between functional quality and behavioral intention.

Conclusions - It is recommended that the bank policy makers
should take necessary step to enhance the customer perception of
technical quality, perceived value and corporate image with respect
the retail bank services.

Keywords : Individualism/Collectivism, Technical Quality, Corporate
Image, Perceived Value, Behavioural Intention.

JEL Classifications : L81, L89, M30, M31, M39.

1. Introduction

It is presumed that one of the ways through which banks can han-
dle competition effectively is by first knowing their customers’behav-
iour and then designing marketing programmes accordingly.
Historically, retail banking is the backbone of banking transactions,
and, thus, there is a need for banks to consolidate on retail banking
in order to boost their earnings (Nwachukwu, 2010). He further posits
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that, in 2008, the Boston Consulting Group observes that retail bank-
ing activities accounted for 55 per cent of the revenues generated by
the 140 banks on its global database, up from 45 percent in 2006. In
a similar way, according to Michael Lafferty, chairman Lafferty
Group some of the mistakes of Nigerian banks include; less attention
given to retail customers in the major banks, and, therefore, consum-
ers were "used and abused" to serve the purpose of the investment
banking divisions, mis-selling and predatory pricing became the order
of the day (Nwachukwu, 2010). To this end, this study focuses on
the individual customers of commercial banks in Nigeria.
Meanwhile, various studies have increasingly shown that cultural

values from one country to another affect the buying-habits and be-
haviour of customers in the service context (Jabnoun & Khalifa,
2005; Pizam & Ellis, 1999; Gilbert & Tsao, 2000; Mattila 1999).
According to Furer et al. (2000), the importance and perception of
service quality are highly dependent on customers’values and beliefs
that might change from one culture to another. Similarly, Fock (2004)
posits that studies reveal that consumers in different nations exhibit
divergent behaviour. Hence et al.(1997) suggest that it is necessary to
refine theories and methodologies to be suitable to a specific
situation. Given the difference in orientation, economy, social con-
ditions and cultural values among consumers across the nations, it is
presumed that the behavioural responses of consumers in Nigeria will
be different from those of other countries like the USA, UK and
China. Hence, this study investigates the moderating effect of in-
dividualism dimension of culture on customer behavioural responses
in the Nigerian banking industry, with a view to identifying and
matching different cultural orientation of customers with appropriate
marketing programmes.
Various studies such as Palumbo and Herbig (2000), Sheth and

Parvatiyar (1995), Furer et al. (2000), Gayatri et al. (2011), Salim
(2007)establihed the influence of culture on consumer buying decision
and post-purchase behaviour. Consumers from different cultural groups
have different tendencies and behaviours towards service experience.
Consequently, these differences would most likely influence consumer
decisions and eventually his behaviour. As a result, marketer should
design appropriate marketing strategies suitable for each market
segment. Hence, it is argued that culture has a significant influence
on the consumers’ perception (Maiyaki, 2012a).
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2. Literature Review

Behavioural intentions are signals for the actual purchase, and
hence, it is important that it is monitored (Zeithaml et al., 1996).
Behavioural intentions include purchase intention and willingness to
pay for premium price, and this has critical effects on brand and or-
ganisational performance. Keh and Xie (2009) stress that a customer
who exhibits both higher purchase intention and willingness to pay a
price premium is more likely to stay longer with the service provider
and have lower sensitivity to price changes. Behavioural intention is
among the most important concepts in marketing literature, perhaps
due to its strong relationship with the actual consumer buying
behaviour. Morwitz and Schmittlein (1992) posit that several studies
have reported a positive correlation between behavioural intentions
and the actual customer behaviour.
Put differently, if consumers have a high behavioural intention to-

wards a particular product or service, then there is a likelihood that
they will engage in the actual behaviour. Consequently, knowledge of
behavioural intentions can assist managers in their marketing deci-
sions, related to product demand, market segmentation and promo-
tional strategies (Ibrahim & Najjar, 2008). Particularly, Zeithaml et al.
(1996) suggest that favourable behavioural intentions are associated
with a service provider’s ability to get customers to say positive
things about service and recommend it to other consumers, remain
loyal to them, spend more with the company, and pay price
premiums. Therefore, Malhotra and McCort (2001) argue that generat-
ing a greater understanding of consumer behavioural responses con-
tinues to be a primary concern for marketing researchers. This is re-
flected in the frequency and rigour with which researchers have ex-
plored and modelled the antecedents of the behavioural intentions of
consumers (Anderson & Mittal, 2000; Cronin et al., 2000;
Parasuraman & Grewal,2000). Consumer complaint behaviour, price
sensitivity and word-of-mouth are considered to be the measure of
behavioural intention (Bloemer et al., 1998; Santonen, 2007 Zeithaml
et al., 1996).
Considering the emphasis of many studies (e.g., Alexandris et al.,

2002; Baker & Crompton, 2000; Chow et al., 2007; Dagger &
Sweeney, 2006; Cronin & Taylor, 1992; Boulding et al., 1993) that
investigate the relationship between service quality and customer be-
havioural intention, Park et al. (2006) argue that previous studies
somewhat ignore other variables that are equally important in affect-
ing customer behavioural intention. Meanwhile, evidence indicates that
the behaviour of consumers may also be determined by the perceived
value and corporate image of the service provider (Andreassen &
Lindestad, 1998; Bloemer et al., 1998; Nguyen & LeBlanc, 1998; Oh,
1999; Maiyaki & Mokhtar, 2010b; Maiyaki & Mokhtar, 2011a;
McDougall & Levesque, 2000; Varki & Colgate, 2001). To this end,
in their various studies Ehigie (2006), Saha and Theingi (2009) rec-
ommend that other factors, other than service quality, that could af-
fect or rather predict customer behaviour should be investigated.

2.1. Customer Perceived Value

It is argued that the generation of a higher value for customers is

a competitive advantage in the twenty-first century (Chan et al., 2010;
Woodruff, 1997). Similarly, Lai et al.(2009) argued that value is at
the heart of what consumers pursue from an exchange. In the same
vein, Park et al. (2006) observe that in deciding whether to return to
a service provider or not, the customer always considers the extent to
which he received ‘value for money’. Hence, it was concluded that
there is a strong link between customer perceived value and future
intention (Park et al., 2006; Kuoet al.,2009). To this end, service or-
ganisations become increasingly aware of the need to enhance internal
activities in order to create and distribute value to customers (Roig et
al., 2006).

2.2. Corporate Reputation

Previous studies have established that favourable corporate image
could benefit organisations in a number of ways (Fombrun, 1996;
Carmeli & Tishler, 2005; Rindovaet al, 2005). The benefits include:
delaying rival mobility into the industry; charging price premium on
customers, at least in highly uncertain markets; attracting high-
er-quality and larger amounts of investments from the stock market;
maintaining a high spirit among employees; supporting and enhancing
new-product introduction and recovery strategies in the event of a cri-
sis; and, above all, corporate image has a positive impact on financial
performance.
Service quality: Effective service delivery is an important means

for organizations to gain a competitive edge in today’s service econo-
my (Bowen & Schneider, 1988; Parasuraman et al., 1988; Shemwell
et al., 1998). Similarly, service quality is generally recognised as a
critical success factor in a firm’s endeavours to differentiate itself
from its competitors. Accordingly, a great deal of research has ad-
dressed various aspects of service quality (Gait & Worthington, 2008;
Ladhari, 2009b; Jamal & Anastasiadou, 2009). Various studies have
revealed over the years that good service quality leads to the re-
tention of existing customers and the attraction of new ones, reduced
costs, an enhanced corporate image, positive word-of-mouth recom-
mendation, and, ultimately, enhanced profitability (Reichheld & Sasser,
1990; Cronin et al., 2000; Kang & James, 2004; Yoon & Suh,
2004).The construct of service quality is operationalized in terms of
functional quality and technical qualities. The functional quality is the
process through which service is delivered. In other words, functional
quality is termed as "how" service is rendered and is captured by the
popular five dimensions of service quality by Parasuman et al.
(1988). On the other hand, technical quality is the outcome of service
delivery or "what" is actually delivered to customer (Kang & James,
2004).

2.3. Culture

Amidst divergence of views with regard to the definition of cul-
ture, Hofstede (1980) came up with five dimensions of culture to ex-
plain how and why people from different culture behave differently.
Initially, only 4 cultural dimensions were developed as a result of the
most exhaustive cross-cultural study to date which involved about
80,000 IBM employees across 66 countries in 1980; subsequently, the
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fifth dimension (long-term orientation) was added by Hofstede.
Although, the work of Hofstede was based on organisational culture
of IBM, however, it is found to be generalisable in other industries
(Furrer et al., 2000). The five dimensions are: in-
dividualism/collectivism; masculinity/feminity; uncertainty avoidance;
power distance; and long-term orientation. However, for the purpose
of this study only the dimension of individualism/collectivism.

2.4. Individualism/Collectivism

individualism is the culture in which the ties between individuals
are loose; meaning that everyone looks after himself or herself and
his or her immediate family. People in the individualistic culture pre-
fer to act as an individual rather than as members of groups
(Hofstede, 1994). Thus, in cultures with a high degree of in-
dividualism, customers are more independent, self-centred, and, con-
sequently, more demanding (Furrer et al., 2000). This type of culture,
according to Kueh and Voon (2007) is characterised by self-ori-
entation, identity based on the individual, low-context communication,
emotional independence from institutions or organizations, emphasis
on individual achievement, privacy and autonomy. Conversely, collec-
tivist societies lay emphasis on belonging to in-groups to which one
is expected to remain loyal throughout one’s lifetime. It is considered
important to maintain social harmony and to avoid direct
confrontation. Collectivist customers need harmony and inter-
dependence in social relationships (Hofstede & Hofstede, 2005).
Hence et al. (2007) observe that collectivist customers are more toler-
ant of mistakes and have lower expectations of reliability but will
have a greater need for the service provider to show empathy, assur-
ance and responsiveness. They will also have a greater need to be
assured of the quality of service by using tangibles as surrogate
evidence. Customers in this culture are less demanding than their
counterparts in an individualistic culture who want prompt service and
that the service must be provided right the first time (responsiveness
and reliability) (Furrer et al., 2000). Examples of countries with in-
dividualistic culture include the United States, Great Britain, Canada,
and Italy; while examples of societies with low individualism include
Japan, Iran, Taiwan, and Colombia (Tamas, 2007).

3. Research Methodology

A survey was conducted to test the behavioural intention of cus-
tomers in Nigerian banking industry. According to Kerlinger (1986)
survey research can be used in determining the distribution and inter-
relationships among sociological and psychological variables, such as
opinion and attitudes of respondents. The population of the study
consists of all the individual customers of four banks which were
randomly selected. Asample of 555 retail bank customers was drawn
through multistage cluster sampling. Combinations of descriptive and
inferential statistics were performed aided by Statistical Package for
Social Science (SPSS) version 18 and Structural Equation Modelling
(SEM) using Analysis of Moment Structures (AMOS) version
16.Invariance test and multiple-group analysis were conducted in order

to assess the moderating effect. The invariance test was necessary to
confirm the equivalence of constructs so that any difference detected
thereafter could be related to moderating effect.

4. Results

In testing the moderating effect, multi-group SEM (MSEM) analy-
sis using AMOS was conducted. The moderating variables were first
of all categorised into two groups, i.e., high and low, as suggested
by Hair et al. (2010) and Byrne (2010). Hence, using the descriptive
statistics in the SPSS software the moderating variables were divided
based on the median split for the purpose of this study. This is in
line with the suggestion of Ping (1996) who argues that this method
allows each group to have adequate sample size. Furthermore, the
method in question, i.e., median split has been employed in various
marketing research (e.g., Alias, 2008; Jaworski & MacInnis, 1989).
Based on the steps in line with the method of Dabholkar and

Bagozzi (2002), if there is a significant change in the chi-square be-
tween the constrained and un-constrained models, then it could be
concluded that a moderating effect exists. Similarly, a significant im-
provement in the X2 value from the unconstrained to the constrained
model signifies that the moderator variable has a differential effect on
the tested causal path, and, hence, could be confirmed as a moderator
(Hsieh, 2010). It should be noted that a significant improvement in
X2 value is normally established by comparing the calculated value
with that of the table (critical value). Consequently, if the calculated
change in the level of X2 is greater than the table X2 critical value,
then it could be said that there is a significant change, and, therefore,
the variable in question is moderating.
Based on the foregoing procedure, it is obvious from Table

1below that all three moderating variables, namely, switching cost, in-
dividualism and uncertainty avoidance recorded a significant change of
X2and degree of freedom in a comparison between the constrained
and unconstrained models. Additionally, the values for all three varia-
bles are far greater than that of the critical value from the X2 table.

<Table 1> Moderation Test

Model X2 Df RMSEA GFI CFI X2∆ df∆ Critical
Value Sig

Basic
model 921.164 419 0.047 0.9 0.960

Moder
-ating
variab
-les
Indivi
dualis
-m

Un-constr-
ained 1562.332 838 0.040 0.845 0.928

Constrain-
ed 1609.545 858 0.040 0.841 0.926 47.213 20 31.41 P < 0.05

P < 0.05

Based on Table 1 it is obvious that there is a significant improve-
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ment of X2 value from the constrained (1609.545) to the uncon-
strained (1562.332) model. It is also revealed that the change in X2

(47.213) is greater than the critical value from the X2table (31.41),
and, therefore, considered significant. Based on this result, it could be
concluded that the cultural dimension of individualism moderates the
relationship between technical quality, corporate image and perceived
value on the customer behavioural intention. However, the relationship
between functional quality and behavioural intention is not moderated
by individualism. From the analysis, it is clear that the path between
functional quality and behavioural intention is not significant in the
multi group analysis.
Hence, hypothesis 1 is not supported. On the other hand, hypoth-

esis 2, which predicted a moderating effect of individualism on the
relationship between technical quality and behavioural intention was
accepted. Thus, examining the path coefficient values between high
individualism and low individualism shows some differences in the
various paths. For instance, although the values for the two groups
are all significant, low individualism ( = 0.322**, t = 2.458) wasβ
found to have a higher moderating effect on the path than high in-
dividualism ( = 0.240**, t = 1.685). With regards to hypothesis 3,β
which states that individualism moderates the relationship between
perceived value and behavioural intention, it was found that the mod-
erating effect is stronger in low individualism ( = 0.397***, t =β
3.368) than high individualism ( = 0.242*, t = 1.754) however, theβ
coefficient values both groups are significant. Finally, hypothesis 4,
which predicted the moderating effect of individualism on the associa-
tion between corporate image and behavioural intention, was also
accepted. From table 2 below it can be seen that the moderating ef-
fect of low individualism ( = 0.267, t = 1.685) is stronger than thatβ
of high individualism ( = 0.055, t = 0.542). These results imply thatβ
if technical quality, perceived value and corporate image are perceived
to be high, then customers with low individualism cultural orientation
have greater tendency to intend and actually express positive
word-of-mouth commendation than customers with high individualism.

<Table 2> Comparisons of Path Coefficient and T-value (CR)

Hypot
hesis Paths Hi individualism Lo individualism Comparison

Est. ( )β t-value Est. ( )β t-value

H1 Fqual Int -0.31 -0.210 -0.007 -0.053 H = L

H2 Tqual Int 0.240** 1.959 0.322** 2.458 H < L

H3 Pval Int 0.242* 1.754 0.397*** 3.368 H < L

H4 Imag Int 0.055 0.542 0.267* 1.685 H < L

*** P < 0.001, ** p < 0.05, * p < 0.1
H = High Individualism
L = Low Individualism
Estimate = Beta value
t-value = Critical Ratio

5. Discussion of Findings

Another key objective of this study is to investigate whether or

not individualism has any moderating effect on the relationship be-
tween functional quality, technical quality, corporate image and per-
ceived value, on the one hand, and customer behavioural intention,
on the other. To achieve this objective, four different hypotheses were
proposed.
First, in order to examine the moderating effect of individualism

on the relationship between functional quality and behavioural in-
tention, Hypothesis 1, "customer individualism moderates the relation-
ship between functional quality and behavioural intention in the
Nigerian commercial banks",was tested using multigroup output from
AMOS. The result reveals that individualism does not have any sig-
nificant moderating effect on the relationship between functional qual-
ity and customer behavioural intention in the Nigerian retail banks.
From the statistics, it is clear that both the values of standardised es-
timate and t-value are weak, and their corresponding p-value is not
significant. This finding is not unexpected because it is in line with
the findings of Hutchinson, Lai, & Wang (2009). However, the find-
ing is not consistent with that of Liu, Furrer, & Sudharshan (2001);
this is perhaps due to socio-economic differences in the location of
the two studies.
Second, in an attempt to assess whether or not individualism has a

moderating influence on the relationship between technical quality and
behavioural intention, Hypothesis 2, "customer individualism moderates
the relationship between technical quality and behavioural intention in
the Nigerian commercial banks",was tested using the output from
SEM multigroup analysis. As expected, the result shows that in-
dividualism significantly moderates the causal relationship between
technical quality and customer behavioural intention. Additionally, it
was revealed that low individualism has a stronger moderating effect
than high individualism with regards to the path under investigation.
This means that the causal relationship between customer perception
of technical quality and customer behavioural intention is stronger
with low individualism than otherwise. For instance, with the sig-
nificant positive relationship between technical quality and behavioural
intention, low individualism customers are more likely to hold a pos-
itive behavioural intention than high individualism customers. This
finding is consistent with the previous findings, such as by Liu et al.
(2001).
Third, to investigate the moderating effect of individualism on the

relationship between customer perceived value and behavioural in-
tention, Hypothesis 3, "customer individualism moderates the relation-
ship between perceived value and behavioural intention in the
Nigerian commercial banks", was tested using SEM multigroup
analysis. Based on the path beta and t-values it was found that in-
dividualism has a significant moderating effect on the relationship be-
tween perceived value and behavioural intention. Further investigation
reveals that low individualism exerts a stronger moderating influence
on the path under examination. Thus, given the positive causal rela-
tionship between the perceived value and behavioural intention, if the
customer perceives high value, then the tendency to hold a favourable
behavioural intention, e.g., WOM, is higher with low individualism
than with high individualism. Interestingly, this finding is consistent
with that of Liu et al. (2001).
Finally, in this category is the assessment of the moderating influ-
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ence of individualism on the relationship between corporate image
and customer behavioural intention. To this end, Hypothesis 4, which
states that, "customer individualism moderates the relationship between
corporate image and behavioural intention in the Nigerian commer-
cial banks", was tested in a similar fashion with the previous
hypothesis. It was found that individualism has a significant moderat-
ing effect on the relationship between corporate image and customer
behavioural intention. Further investigation reveals that the moderating
effect is stronger with low individualism than with high individualism.
This means that if low individualism customers hold a positive per-
ception of the bank’s image, then they are more likely to have a fa-
vourable behavioural intention (e.g., positive WOM) to the bank than
a customer with high individualism. Again, this is similar with the
findings by Liu et al. (2001).

6. Managerial and Policy Implications

The study suggests that customer behavioural intention is largely
affected by cultural orientation. The empirical research reveals that
"individualism" influences the relationship between technical quality,
perceived value and corporate image, on the one hand, and behav-
ioural intention, on the other. It was further found that low in-
dividualism has a stronger influence on the relationships than high
individualism. This means that if technical quality, perceived value
and corporate image are perceived as high, then a customer from a
low individualism culture tends more towards a word-of-mouth praise
than his counterpart from a high individualism cultural orientation.
Hence, marketing managers should identify customers from different
cultural orientations and adopt the appropriate marketing strategies.
For instance, when dealing with low individualism customers, the
manager should strive to improve the customers’ perception of qual-
ity, image and value. This would go a long way in attracting positive
word-of-mouth commendation by the customers, and, subsequently,
lead to a greater market share. Conversely, if managers are dealing
with customers from high individualism culture, then they should not
spend extra resources in trying to improve their perception. This is
because the benefit derivable may not be commensurate with the re-
sources invested. The aforementioned suggestions are similar to the
"Creation/amplification" and "Solution/maintenance" strategies sug-
gested by Liu et al. (2001).

7. Conclusion and Future Research

It was found that individualism cultural orientation has a sig-
nificant moderating effect on the relationship between technical qual-
ity, perceived value and corporate image, on the one part, and behav-
ioural intention on the other. Again, further analysis reveals that low
individualism has a stronger moderating influence on the relationships
than high individualism. However, the moderating effect of in-
dividualism on the association between functional quality and behav-
ioural intention could not be established.
The indications are that other variables different from the ones

used as the moderating variable in this study could also moderate the
variables explored in this study. Hence, it is recommended that future
research should investigate the moderating influence of customer age
and gender with regards to the variables employed in this analysis.
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