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ABSTRACT

Personal financial services arethe main source of bank profits. Inthe face
of fierce competition in the global financial industry, the expansion of
commercial bank’s personal financial business has become an urgent
problem to be solved. Customer participation has an important influence
on the server results in the service industry. Banking industry belongs to
service industry with customer-oriented, and customers participate in the
co-creation of value. This article studied customer participation and its
influence factorsin personal financial business of commercial bankswith
personal financia services background. Customers will be affected by
three sides: companies, service staff and customers themselves. Customer
participation will affect customer perception of service quality and
satisfaction with the service. Commercial banks have to make necessary
training and education to customersin order to let their participation play
an active role; set up good interactive relationship with customers by
relations marketing activities, provide professional and personalized
Services. © 2014 Trade Sciencelnc. - INDIA

INTRODUCTION banksprovidedtoresdent individuasor families. They

can bedividedinto below different forms. Savings Ser-

With the sustainable devel opment of economy and
despening of financid reform, China’scommercid banks
wereflourishing andingtitutionsincreased rapidly. And
with constantly upgradeof marketizationlevel, persond
finance bus ness has made rapid devel opment and the
market ispluralistic. For commercia bank, Personal
financia servicesisanimportant source of incomebe-
cause of itsadvantages of lower default rates, lessoc-
cupancy of capital, highyield etc.. Personal financia
servicesbelongstoretall operationsandisthegenerd
termof financia productsand servicesof commercid

vice, Agent Service, Bank Card Business, Consumer
Credit and Personal Financia Services.

Essentidly, the product of personal financial busi-
nessof commercid banksprovidedtoindividuasisone
kind of service. Customer participationisan inherent
part of serviceindustry and is closely connected with
service characteristics. Being different with tangible
products, the service can not be owned andit only can
be experienced, created and participated. Inseparabil -
ity of servicedeterminesthat itsproduction processand
customer consumption processiscarried out Simulta-
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neoudy. Thecustomer must participatein the purchase.

CUSTOMER PARTICIPATIONIN COM-
MERCIAL BANKS PERSONAL FINANCIAL
BUSINESS

Theconcept of customer participation

Sincethe 1970s, many foreign scholarsbegan to
research the customer participationin service & mar-
keting industry. The customer participation was ex-
plained from the behaviors and results perspectives.
From behaviors perspective, it isconsidered to bea
specific act of investing needed resources¥. consid-
ered customer participationiscustomers’ specific ef-
fort andinputsbehaviorsinthespiritud, physicd, emo-
tiond, etc.[ believed that customer participationiscus-
tomers’ specific behaviorsof spiritua and material as-
pectswhich arerelated with the production and deliv-
ery of services, and it reflect the effortsand invol ve-
ment degree of customers. Defined customer partici-
pation as source provided by customer or customer
activitiesduring service production and delivery. By
results point of view, customer participationisconsid-
ered to be customer’s contribution for enterprises, in-
cluding va ue creation and positive or negativeimpact
onthequdlity of service®.believed that customer par-
ticipationisonekind of servicevalue created activity
withthehed p of customer involvement during coopera:
tionwith service staff. Whether form theresults point
or behavior point, customer participationisrelated to
customer’s participationin service production and de-
livery. Customer participationin commercia banks’
personal financial businessisreflected in the produc-
tion and delivery processof persond financial services
provided by commercia bank toindividuasor fami-
lies
Connotation of customer participation

Bettencourt! divided customer participationinto
loyalty, cooperation behavior and information sharing.
Loydty istheresult of customer’ssatisfactory response
to the services, carrying on the positiveword of mouth
publicity for the services provided by the enterprise;
cooperation behavior refersto customers positive co-
operation and serviceproviders’ smoothly service of -
fering behavior; Information sharingisreferstothecus-
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tomer actively communicatingwith the service provid-
erd’. said customer participation hasthreedimensions:
information sharing, responsibility behavior and inter-
personal behavior after they made empirical research
on Britishbanksand SMIEs Accordingtotheir research,
thearticleholdsthat the customer participationin per-
sond financia businessof commercia banksincludes
three connotations. information sharing, responsibility
behavior andinterpersond interaction.

(1) Information sharing

Information sharing refersto the customer’sinfor-
mation transmission to service staffsto ensurethat their
individud needsaremet. Customersproviderequired
persona information to service providers, or organize
related information to offer constructive questionsto
sarvice staffson their own needs. Meanwhile, custom-
ers can also obtain demand-rel ated information and
sarvice-relatedinformationintheserviceplaces, aswell
asexchangeand shareinformation, definethe expecta
tionsand understand the possibility of demand satis-
fied. Incommercid banks’ persond financid business,
customersactively and respons bly communicatewith
thebanks. Ontheonehand, the customer will input the
“information” resourceto thebank and explicitly tdl his
information and demand for services(suchascollating
and providing rel ated dataabout personal credit Situa
tionto thebank etc.). Customer isal so serving ascom-
ment provider at the sametime (e.g. customer com-
plaints on banking services). On the other hand, cus-
tomersobtain their requiredinformation form the bank.
(2)Responsibility behavior

Responsibility behavior meansthe duties of cus-
tomersthat they need fulfill inthe servicerelationship,
that is, customersneed to personally participateinthe
completion of serviceas co-producers. Oneof theele-
ments of customer participationis, inagiven service,
that customers hasto perform and giveinput fromthe
customer’sown materia or tangible physical aspects,
whichisnot others can provide. Customersplay the
role of some staff, bear part of theresponsbility inthe
sarviceddivery, whichisinfavor of good serviceddiv-
ery, assisting banksto providing services.

(3)Inter personal interaction
It referstointeractive behavior between customers
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and other subjectswho participatein, such asemploy-
ees, theother customers. Interpersond relationshipin-
cludesvariety of factors, likecommitment, support, trugt,
etc., andinterpersond interactionisnot only conducted
withtheservice providers, but alsoincludesinteraction
with other customers. Kellogg® through the “critical
incident anaysisraised “relationship building” dimen-
sonof customer participation that d ementsof customer
participation includesto establish agood relationship
withthe serviceprovider, suchasasmile, friendly lan-
guage, tryingto establish therelationship between loy-
alty. Asaco-producer of service products, customers
actively participatein the servicereationships; builda
trust, reliable, support interaction network. Incommer-
cid banks’ persond banking business, interpersona in-
teraction mainly referstointeraction between customer
and bank employees during the service production and
deivery.

INFLUENCE FACTORSOFCUSTOMER
PARTICIPATIONIN COMMERCIAL
BANKS PERSONAL FINANCIAL BUSINESS

Anadysisintheexigting literature on theinfluence
factors of customer participation focused on compa-
nies and the customer’sown impact on customer par-
ticipation. However, accordingto thetriangul ar theory
of marketing services, companies, customersand ser-
vice providers are the three key playersin services,
andinterna marketing, externd marketing and interac-
tivemarketinginfluencemutudly and tietogether to con-
stitutean organic whole. Clearly, in addition to compa-

niesand customers, customer participation to the ser-
viceisinfluenced by service providers. Company fac-
torsinclude physical evidence, organizational atmo-
sphere, customer organizationssocialization, type of
SErViCes, etc.; service provider factorsinclude staff be-
havior, demeanor expressi on, Stature gppearance, tc.;
customer factorsarepersonal qudlities, cultural back-
ground, perceived organizationa support, cusomers’
relationship with service providers, etc.

Theimpact of company on customer participation

Company isthecarrier of the customer participa-
tion, and customer participation intheservice produc-
tion and delivery are occurring in companies, so the
customer participationwill be affected by companies.
(1)Physical evidence

Since servicescan not bepercelved, customersare
not ableto seethe servicebut the servicefacilities, in-
formation materials, etc. when they buy banking prod-
ucts. Thesetangible elementsto perform servicesand
communication servicescollectively areknown asphysi-
cd evidence. Physical evidencehasasgnificantimpact
on the customer’spurchase decision. Physica evidence
in banks provides good opportunity for banksto con-
vey theinformation about the organization’sgods, the
hopesto enter the market, aswell asthe nature of ser-
viceand other aspects. Customers’ first impression of
thebanking servicesare congtituted by thevariousele-
ments of physical evidence. When the customersare
lack of understanding of the servicesprovided by the
bank, they may makejudgmentsaccording to the per-
ceived of physical evidence. For example, when acus-

Company factors (physical evidence,
organizational atmosphere, customer’s

organizational socialization, type of services)

Customer participation

Service provider factors

demeanor expression, physical appearance)

(staff behavior,

resernrenn s e e e "
\ Information sharing H

Responsibility behavior

relationship with service providers)

Customer factors (personal qualities, cultural

background. perceived organizational support,

Interpersonal interaction

Figurel: Influencefactorsin per sonal financial business of commer cial bank
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tomer entersabank, he may determinethe bank’s ser-
vicesinaccordancewith thebank’scleanliness, quality
of servicesand facilities, and then decide whether to
handlethebusinessin thisbank.

(2)Organizational atmosphere

Ennew et d.® believed that thelevel of customer
participation can be affected by organizational atmo-
sphere. Organizational atmosphererefersto custom-
ers’ perception of theway that enterprisesasawhole
interact with them, which will affect that whether the
customer iswilling to participatein personal relation-
ship with the representatives of the service companies.
In the interaction between companies and customers,
ingenerd there havethreekinds: one-way communi-
cation, part interaction and fully interaction. One-way
communicationisto sell productsand servicesto cus-
tomerswithout caring about their feedback. Part inter-
action pay attention to collecting customer feedback,
and makegppropriateimprovementsin accordancewith
the customersinformation for productsand services.
Theinteraction between customersand companiesis
not just as mpleexchangeof information, whichalows
companiesand customersto establish adefinitelink,
and thus achi eveeffective customer interaction. Gener-
aly, cusomersareonly willingtowork with companies
withthebest ability tointeraction.

(3)Customer ’sor ganizational socialization

Cusgtomer’sorgani zationa socidizationreferstothe
processthat customers accept and adapt to organiza-
tiond vaues, norms, and required behavior patternsfor
that can provide specific behavior guidancefor cus-
tomersto participatein the production and delivery of
services®. empirica results show that customer’sor-
ganizationd socidization hasasignificant positiveim-
pact on customer participation, the higher thedegree of
organizational socidization of customer, themorecon-
sumerscan clearly understand the organization’svalues
and expectations, and get needed knowledge and abil-
ity tointeract with the staff and other customers, which
ishelpful toimprovethe customers’ wishesto partici-
pate. Intheservice, customersoftento actively partici-
patein serviceva ue creation through their cooperation
with gtaff. Inthisprocess, customersbecomethe mem-
ber of the organization, like staff; make contributeto
the organization by transmission of information, energy
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input and other forms.
(4)Type of service

Personal financial businessesof commercia bank
have avariety of ways. Commercia banks meet the
financia needsof theresidentsnot only through tradi-
tiona counter service, but aso the useof high-tech ser-
vice mode such astel ephone banking, online banking,
and mobile banking and so on. Bateson!” and
Dabholkar'® found that customer participation behav-
iorinself-serviceisinherently attractive, but thereare
some customerswho arenot interested in self-service.
Lovelock and Eiglier (1981) found that time and the
ability to control aretheimportant factorsaffecting con-
sumers’ choice of self-service products, in addition,
when customers’ demand to interact with service staff
isstrong, it may reducethewillingnessto participatein
sf-service.

Theimpact of servicestaff on customer participa-
tion

Service staff isbound to encounter for customer
who enter the companies. In the minds of customers,
the service staff showsthe service. Service staff plays
animportant roleintheservicevaluechan. They are
the embodiment of service products, thetransmitter of
banking services, andtheir dress, gppearance, atitude
and behavior will affect customers’ perception of bank-
ing services, directly impacting on customer participa
tion. Servicepersonnd include contactors, influencers,
and improversand isolators. Dueto the occurrence of
customer participation in service the production and
delivery, employeesdirectly contacting with customers
have greatest impact on customer service perception,
andtheir businessskillsand socid skillsdeterminethe
quality of service provided to the customer, so front-
lineemployeesinthe serviceaffect customer participa:
tion onthemost sgnificant.
(1) Saff behavior

Socid psychologicd factorsinfluencing people’sbe-
havior includesocial perception, valuesandroles. So-
cia perception refersto thereflection that the overall
propertiesof objective stimulant both peopleand things
infront inthe human brain. Peoplewill have perception
of externa behavior of others, and through this percep-
tion, they understand others’ motivations, feelings, in-
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tentionsand other internal mental activities, and pro-
ducetheir own behavioral responses, so people’sbe-
havior will affect each other. Interaction of service staff
and customersface to faceis atwo-way process. In
theinteraction, if the service steff ’sattitudeand service
behavior is care, respect and courteous, then for the
reasonsof socid interaction and exchange, thecustomer
whofed thesebehaviorswill exhibit willingnesstore-
turn and will be better to participateinthe servicepro-
cess. Customerswho participatein serviceare bound
to have animpact on the processand resultsof service.

Employee behavior can be divided into role be-
havior and extra-role behavior. Role behavior isthe
behavior must be done and be asked to do to complete
thework. Intheinteraction between the customersand
sarvice gtaff, the service staff through their own behav-
ior to make customers have good service qudlity per-
ception. Extra-rolebehavior refersto organizationd citi-
zenship behavior, whichisindividua voluntary act with
not directly or explicitly recognized by theformal re-
ward system, but these behaviorsactively promotethe
effectivefunctioning of the organization. Rolebehavior
havereliability behavior, reactive behavior and empa:
thy sexual behavior and extra-role behavior include
hel ping customers, organi zational involvement and
gportsmanship, anditisfoundinempirical research about
retail banking that role behavior and extra-role behav-
ior of employees haveasignificant positive effect on
customer participation2,
(2) Demeanor expression

Demeanor expression hasan important influence
on goodwill for serviceinteraction, intimacy and trust
formation. Peopleexhibit mild expression, gppropriate
eye contact, decent gesturein the processof socia in-
teraction will increase each other’s sense of trust and
intimacy, and smileand demeanor of listening carefully
will makethemfed valued and cared. Intheinterper-
sonal communication, listeners will determine that
whether others’ emotional statesarecredibleby using
theother auxiliary language (tone, speed, rhythm, etc.)
asmain clues. Saff 'singppropriatelanguagewill make
customersfeel the distance, but mild expression will
induce customerswith positiveemotiona response, and
thus show alonger stay and moreinvolvement in ser-
vices. Demeanor expression of servicestaff reflect their

atitude, and cusomerscanredizeemployees’ we come
and care by their expressions and demeanor and get
clueto determinethat whether they arereliable or not
fromtheir expressionin one’s eyesand demeanor.
(3)Physical appearance

Physica appearanceismainly composed of physi-
cd characterigtics, clothingand other factors, whichwill
affect effectivenessof persuasion and changesin other
person’sattitude. Studieshave shown that customers’
perception of closeness and affection and their psy-
chologica statein the service encounterswill be af-
fected by employees’ physical appearance. Physical
characteristicsasanon-verbal communication signas
may affect the customer’semotional response, and dig-
nified, neat and attractive physical appearance (cloth-
ing) iseasier to bring goodwill to each other, and easier
accessto each other’strust.

Theimpact of customer on customer participation

Persond financia businessobjectsof commercia
banksare extensivewith different groups, both people
who can only accept thetraditional bank counter ser-
vice, and peoplewho beabl eto accept tel ephone bank-
ing, internet banking and other new way of banking.
Customersthemsel ves can affect the provision of ser-
vices, thusaffect servicequdity and customer satisfac-
tion. Customer factorsmainly include: cultural back-
ground, persona characteristicslikeinvolvement, per-
ceived risk and percelved control, customers’ relation-
shipwith service providers.

(1) Personal characteristics

Customershavedifferent levelsof participation,
whichismainly ratedtoitsindividua characteristics.
Individua characteristicsmainly have perceived risk,
perceived control and involvement.

Lloyd® concluded from empiricd anaysisthat the
percelved risk hasasignificant impact on customer par-
ticipation. Thehigher the percelvedrisk is, the higher
thelevel of customer participation. Perceptionof riskis
the uncertainty and the possibility of adverse conse-
guences when consumers purchase products or ser-
vices. Thehigher leve of customers’ input into service
canincreasetheir anxiety or reducetheir confidence,
and no matter what theresult, it will increase perceived
risk. So, to reduce the degree of negative outcomes
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and increase opportunitiesfor positiveresults, custom-
erswill moreinvolveinthe service process.

Perceived control refersto customers’ perception
of the control that generated by service process and
serviceoutput. It can bring psychological gainsfor cus-
tomers. LIoyd® pointed out that control isanimportant
factor intheimpact of customer participation, if aper-
son can effectively control the process or the result,
their participationintheinitiativewill gregtly improve.
Perceived behavioral control can beused to explain
thebehavior intention. Percelved control canbedivided
intointernal control and externa control, which affect
whether or not the customer iswilling to participate.
When aperson perceivesthat he can control personal
resourceseffectively, thereexist internd controls, such
astechnology required, self-confidence, the ability to
complete behavior(Kidwell, 2003), that is, themore
obviousthecustomer’sinterna control, themorewill-
ingto participateinthisrelationship.

Thehigher thelevd of involvement is, thehigher the
level of customer participation. Involvement isastate
or attitude, but participation istheactua behavior in-
volvement, so participation reflectsthe condition of in-
volvement. Perceived importance of the product isan-
tecedents of customer involvement, and themoreim-
portant the product for the customer, the more obvious
customer behavior to participatewill be. Intheservice
companies, dueto the nature of services(intangibility,
difference, perishablity, smultaneity of producing and
consuming), psychologica involvement will ingpirebe-
havior involvement. When levelsof customer involve-
ment ishigher, customerswill collect informationinad-
vanceto form purchasing knowledgeand, they will ac-
tively communicatewith service staff and assst themin
order to promote the success of the service. Visibly,
themoreattention customerspay to personal financia
businessoffered by banks, themorethey will commu-
nicatewith staff and to maintain good rel ationships.

(2) Cultural factor

Commercid banksarewiddy dispersedin persond
financid sarvicestoindividudsandfamiliesfor ther di-
entswith scattered customers, thelargenumber of com-
plex persondity. Different cusomershavedifferent cul-
tural backgrounds and values. Customers’ participa-
tionintheproduction and ddlivery of servicesisaway
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of behavior®. Inthissense, cultureand vaues havea
direct impact on customers’ behavior and participation
intheactivities. The processof servicedelivery isthe
processof interaction of customersand employees. And
with respect to genera goods, animportant feature of
theserviceistheintangible nature. These characteris-
ticsof the service determinethat the services affected
by culturemoresignificant. In addition, persond vaues
arecons dered to bethemost important factorsaffect-
ing consumer preferencesand behavior, and therefore
it also affect the behavior of customer participation.

(3) Per ceived or ganizational support

Customer perceived organizationa support refers
to cusomerscareabout that whether organizationsvaue
their input and be concerned about their presence. Cus-
tomersarewillingto actively participatein thedeve op-
ment and management of companies, in part because
they believetheir dedication and contributionsare con-
sidered important and valuable by companies
(Hirschman, 1970). For example, customersare not
sati sfied with the service experience and complain to
enterprises, becausethey think that their complantswill
be respected by companiesand bring changesin busi-
nessoperations. Therefore, customer perceived orga-
nizational support hasadirect positiverelationshipto
customer participation.

(4) Relationship with serviceproviders

Although the purpose of banks’ interactionin ser-
vices primarily isto maintain therelationship, and usu-
aly haveclear proceduresto regul ate the production
and consumption behavior and low requirementsfor
customer participation™. Customers’ rdationshipswith
staff affect customers’ reviewsto enterpriseand their
corresponding response. Good relationship hel pstoin-
creasecustomers’ purchaseintention and willingnessto
recommend, resultingin customer satisfaction, commit-
ment and trust. Gemark et al.? found form empirica
research that thelength of therd ationship between cus-
tomersand service providerswill affect customer par-
ticipation, and theleve of customer participationina
new relationshipishigher thanthat in continuing rela
tionship. Therefore, therel ationship between the cus-
tomer and service employeeswill aso affect customer

participation.

Hn Tudian Jounual



BTAIJ, 10(6) 2014

Yang Hui and Huang Xian

1611

————, FyuLL PAPER

SUGGESTION TO PROMOTE CUSTOMER
PARTICIPATIONIN COMMERCIAL
BANKS PERSONAL FINANCIAL BUSINESS

Competitionincommercid banks’ persond finan-
cid businessismainly embodied inthecomprehensive
competitionfor customers. Whether banks have cus-
tomersor not dependson therdationship between banks
and customers, which determines customer’strust in
banks, and the degree of trust in their banks depends
onthelevel of satisfaction that they experiencein ser-
vice provided by banks. The process customers con-
suming banking products and servicesisthe process
that customers participating in banking services. Cus-
tomer participationwill not only affect productivity and
serviceresults, but also affect the percelved service
quality and customer satisfaction. In therecognition of
theinfluencefactorsof customer participation circum-
stances, banks should promote customer participation
play an activerolein the production and delivery of
services.

(1) Train and educatecustomers

When customers participateinthe service, service
companies need to train and educate customers. Edu-
caionandtrainingisintended to provide customerswith
the necessary skillsand be ableto correctly recognize
how to act in the service processto effectively perform
their roles. Thisisbecause customerswho do not un-
derstand the system or service delivery process may
dow service process; and if customers can not effec-
tively performtheir role, employeeswill not be ableto
providetechnical and functiond quality which organi-
zation committed; in addition, if customerssuffer set-
backsdueto their improper, employeesmay haveemo-
tional distressand may not go to high-quality service
deivery.

(2Makefull useof relationship marketing

Relationship marketingiscaledtheartsto createa
closer working and interdependencerel ationship be-
tween thetwo sides by Philip Kotler. In the course of
the service, banks should continueto care about cus-
tomersand provide customerswith quality service, of
course, whichasoincludesemotional services, inor-
der to establish aharmoniousrel ationship with custom-

ers. Inrelationship marketing, it isthat to be remem-
bered increasing both banks’ and customers’ interest
through cooperation, rather than increasing theinterest
of other parties by damage to the benefit of either.
Meanwhile, relationship marketingisnot onlytoachieve
mutual material benefits, but also must alow partici-
pantsto gain emotiona needs met from therelation-
ship.

(3)Sandardizetheservices

Sarvicegaff, especidly front-lineemployeesdirectly
contacting with the customer, can affect customer par-
ticipation, thereby increasing serviceleve of sarvice seff
iscrucid for thedeve opment of thecommercia banks’
persond financia busi ness. For most personal finance
customers, providing standardized services can both
shapebanks’ brand imageand rapidly improvethequa-
ity of service. Bank to develop service standards can
regulatethebehavior of servicestaff toimproveservice
quality. Thestricter the standard provided by banks,
themorethe bankscanimprove servicelevels.

(4)Personalize service

Not all customersare ableto closeand be met by
banks, banks should aim at thefirst to customerswho
can be provided servicesand met their needs, even if
they have not been aware of theneedsthemselves. At
the sametime, conduct effective management of cus-
tomer participation andredizeindividua differencesin
behavior of customer participation, that is, customers’
willingnesstopartic patewill bedifferent, tomakemarket
segmentation and design servicesddlivery systemto
better meet their needs. Bank sal es staff should com-
muni catewith customersfacetoface. Only by commu-
nication, they can understand customers’ habits, con-
sumption concept, hobbies, etc. clearly to providecus-
tomerswith efficient and persondized service. For the
different financia needsof customers, combined with
their contributionto the bank’s profits, providethem
differentiated services.
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