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DOGMATISM AS A MODERATOR OF BANKING BEHAVIOR AND ATTITUDES 

INTRODUCTION 

It is commonly assumed that an individual tends to be selective 
in his choice of information, preferring information that is familiar 
to novel information (Freedman and Sears, 1965). This tendency is more 
apparent among subjects who are highly dogmatic or closed-minded (e.g. 
Rokeach, 1960; Kleck and Wheaton, 1967; Feather, 1969; Zagona and Kelly, 
1966; Durand and Lambert, 1974; Ehrlich, 1977; Innes, 1978). Long and Zeller 
(1965) have demonstrated an inverse relationship between the degree of dogma-
tism and predecisional search. This indicates that a highly dogmatic indivi-
dual is extremely resistant to change. With few exceptions (e.g. Blake et al., 
1970), researchers have found that dogmatic persons are less receptive to new 
products (Mikol, 1960; Frurnken, 1963; Pyron, 1966; Jacoby, 1971; Coney, 
1972). However, Coney and Harmon (1979) found that manipulation of the 
purchase situation has a significant impact on the inverse dogmatism-
innovation relationship. High dogmatics were found to be less innovative 
when they were instructed to buy for themselves and more innovative when 
asked to buy for a friend. 

The intent of this study was to study dogmatism as a possible mod-
erator of a variety of banking attitudes/behaviors. More specifically it 
was hypothesized that the level of dogmatism of bank patrons would account 
for differences in: (a) bank loyalty; (b) innovativeness regarding new 
bank services; and (c) general attitudes regarding money and credit. 

BANK LOYALTY 

The concept of bank loyalty refers to the customer's tendency to 
patronize a given bank. A warning that the battle for customer loyalty in 
the banking field may be entering a new phase cornes from the fact that most 
banks find it more and more difficult to compete for new customers with other 
banks in saturated trading areas (Eirinberg, 1980). 

Measurement of bank loyalty  

As suggested by the literature on store/brand loyalty (Charlton, 
1973; Jacoby and Chestnut; 1978) different ways of operationalising bank 
loyalty (BKLY) are available. BKLY can be measured by the number of banks 
patronized during the survey period, by the percentage of certain services 
used at a given bank, by the percentage of banking business allocated to a 
given bank, or by a combination of the above. Alternatively BKLY can be 
measured by using psychographic scales. In this study, five measures of 
bank loyalty were used. 
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The first measure of BKLY, BKLY-1 focused on the actual banking 
behavior of customers. Subjects were asked to indicate which of the 
services listed in Table 1 they currently had at each of the six major 
financial institutions available in the sampled metropolis. Following  

Carman (1970), bank loyalty for each subject was then measured by entropy, 

e
i
, as follows: 
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where, 	i = 1, 2, ... , N (respondent) 

j = 1, 2, ... , 6 (financial institution) 

such that, 

12 	6 12 
EX1/E E Xijk ijk Pij  = 	i 
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= proportion of patronage of i-th subject 
going to j-th financial institution 

Xijk = (1, if the i-th subject utilizes k-th 
service at the j-th financial institution 

(0, otherwise 

k = 1, 2, ..., 12 (financial services) 

The second measure, BKLY-2 was obtained by summing up response 
scores to the 6 items presented in Table 2. Because it was felt that 
BKLY-2 was perhaps tapping two different underlying dimensions, mue,2 
was further decomposed into two additional measures. BKLY-3 corresponds 
to the two items in Table 2 which are marked with an asterisk. This 
measure implicitly interprets bank loyalty as being motivated by a desire 
to concentrate one's banking business in one bank. BKLY-4 corresponds to 
the remaining 4 items in Table 2. It focuses on the subject's propensity 
to switch based on his level of satisfaction/dissatisfaction with his 
current bank(s). The fifth measure of BKLY, BKLY-5 focused on bank recom-
mendations by customers. Subjects were asked to indicate which particular 
bank they would recommend for each of the five major financial services 
offered by the banking institutions - i.e. checking account, regular 
savings account, term savings account, personal loan, and mortgage. As in 
BKLY-1, entropy was used to measure bank loyalty. The only difference 
being that Xijk here represented the frequency with which the i-th subject 
indicated willingness to recommend j-th financial institution (j = 1, 2, 
..., 6) for the k-th financial service (k = 1, 2, ..., 5). 

The subjects in the study were female members of the Consumer 
Mail Panel maintained by Market Facts, Inc., in a large Northern metro-
politan City. They were selected to match the socio-economic and demo-
graphic profiles of the residents in the metropolis. Usable questionnaires 
were returned by over 70% of the panel members. The study reported here 
represents responses of 281 homemakers. 

1
For obvious practical reasons it was not possible to use all the banks 
available in the area. However, the 6 major banks retained for the 
study have a total market share of over 90% in the sampled area. 



TABLE 1  

BANKING SERVICES USED TO DETERMINE 

BANK LOYALTY (BKLY-1) 

1. 	Regular Savings Account (Statement) 7. 	Line of Credit 

2. 	Regular Savings Account (Passbook) 	8. Term Account 

3. 	Regular Checking Account 	 9. Savings Bank Life 

4. Mortgage 	
Insurance 

5. NOW Account 	
10. Home Improvement Loan 

11. 	Credit Card 
6. 	Club Account 

12. 	Personal Loan 

TABLE 2 

ITEMS USED TO MEASURE BANK LOYALTY 
.* INDEX (BKLY-2) 

1. Unless I am very dissatisfied with that bank, changing a checking 
account from one bank to another is too much of a bother. 

2. Lower checking account charges at another bank would convince me 
to switch my account there. 

3. As long as the present service continues, I doubt that I would 
switch from my present bank. 

4. I have never switched an account because of either bad service or 
some annoying incident at a bank. 

**5. I would rather do all my banking business with one bank even if 
another bank offered a slightly better deal on a loan or savings 
account. 

**6. It is better to do all your banking in one bank because then they 
have a better overall picture of all your financial situation. 

* Answers were recorded on 6-point scales (6 = definitely agree, 
1 = definitely disagree). 

** Items constituting the loyalty index BKLY-3. 
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Each panel member was requested to provide information about their 
familiarity with and usage of different financial services and agreement 
with a set of attitudinal statements on 6-point Likert-type scales. This 
information was used to develop the earlier mentioned five measures of 
bank loyalty. 

Dogmatism and bank loyalty 

As indicated earlier one objective of the study was to investigate 
the relationship existing between dogmatism and bank loyalty. Consequently 
the following hypothesis was offered: 

H1: - 	Highly dogmatic customers tend to exhibit higher bank 

Dogmatism was measured by using Rokeach's (1960) Dogmatism Scale. 
The distribution of dogmatism scores was split into approximately equal 
fourths and subjects with scores in the top (above 174) and bottom (below 
132) fourths of the distribution were classified as highly dogmatic and 
low dogmatic, respectively. Bank loyalty was measured by the five measures 
described earlier. H

1 
was tested through analysis of variance (ANOVA) with 

Dogmatism as the independent variable and the five measures of bank loyalty 
as the dependent variable. 

The ANOVA results are presented in Table 3. As predicted, high 
dogmatic subjects exhibited greater bank loyalty. It is remarkable that 
the hypothesis holds for botte the behavioral (BKLY-1) and attitudinal (BKLY-
2, BKLY-3, BKLY-4) measures. The hypothesis is only weakly supported how-
ever, when one uses BKLY-5 to measure bank loyalty. This may be due to the 
fact that BKLY-5 is really measuring a "militant" foret of loyalty. 

TABLE 3 

DOGMATISM AND BANK LOYALTY 

Bank Loyalty Measure DF F P 

BKLY-1 1,122 5.668 0.01 

BKLY-2 1,136 12.889 0.00 

BKLY-3 1,136 8.485 0.00 

BKLY-4 1,136 8.779 0.00 

BKLY-5 1,120 3.112 0.08 

loyalty. 



- 5 - 

One could reason that dogmatics engage in lesser external search 
for information and as a result tend to know less about the market place 
and bank differentiating attributes. This would then explain, or justify 
their loyalty to a given bank. Bank loyalty by itself may also be an 
additional factor inhibiting search for information and innovation. Con-
sequently the following hypotheses were offered: 

H2: High dogmatic customers tend to perceive less differen-
tiation among the various banks available in their area. 

H3: High dogmatic customers tend to be less familiar with the 
various services offered by banks in their area. 

Perceived market differentiation was measured by summing up answers 
to the three items in Table 4. The ANOVA results are as predicted. Low 

dogmatic individuals perceived more market differentiation 	= 12.25) than 

did high dogmatic individuals 	= 9.89). Hypothesis H2  is thus confirm- 

ed (F = 21.690, df: 1,136, p = 0.00). 

TABLE 4 

PERCEIVED BANK MARKET DIFFERENTIATION INDEX* 

1. Ail banks are just alike. 

2. A person should not change a checking account from one bank to 
another because the checking accounts offered by various banks 
are so similar. 

3. Life insurance rates at all savings banks are the same. 

* Answers are recorded on 6-point scales (6 = definitely agree, 
1 = definitely disagree). 

Familiarity with bank services was operationalized in two ways. 
The first measure, FAM-1 was obtained by summing up answers to the 7 items 
in Table 5. The second measure, FAM-2 was more product-specific, in that 
respondents were asked to indicate how familiar they were with the follow-
ing 7 services: term savings accounts, paying-bills-by-phone service, 
department store and supermarket banking, automatic teller machine, state-
ment savings account, interest bearing checking account, and money market 
account. Answers were recorded on 6-point scales (1 = very unfamiliar, 
6 = very familiar). 
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As before, analyses of variance were run, using dogmatism as the 
independent variable and the two measures of familiarity FAM-1, and FAM-2 
as the dependent variables. H3  was supported by the ANOVA results 
(FAM-1: F = 6.517, df: 1,136, p = 0.01; FAM-2: F = 3.71; df = 1,134, p = 0.05).  

TABLE 5 

FAMILIARITY WITH BANK SERVICES 
 

1. The new services that the banks have introduced in the last two 
years are very confusing. 

2. The many different types of bank accounts are very confusing to me. 

3. Bank statements are difficult to understand. 

4. I don't understand pay-by-phone; it is very confusing. 

5. I understand the penalties associated with premature withdrawal 
of term accounts. 

6. I do not understand the differences between various term accounts. 

7. I do not understand Savings Bank Life Insurance. 

Answers were recorded on 6-point scales (6 = definitely agree, 
1 = definitely disagree). 

INNOVATIVENESS REGARDING NEW BANK SERVICES 

The dogmatic individual's aversion to change should plainly 
reveal itself in his attitudes regarding new bank services. It was 
hypothesized that: 

H4: 	High dogmatic customers tend to be less innovative in 

Banking innovativeness was measured by summing answers to the 
16 items presented in Table 6. The hypothesis was confirmed by the 
ANOVA results (F = 12.586, df: 1,136, p = 0.00). High dogmatic indivi-
duals are less innovative (37 = 52.70) than low dogmatic individuals 
(R = 60.44). 

their adoption of newer bank services. 
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TABLE 6 

INDEX OF INNOVATIVENESS REGARDING BANK 
SERVICES 

 

1. I would use banking facilities in department stores and supermarkets 
to make deposits and withdrawals to my checking account. 

2. Like a lot of machines today, the automatic teller machine probably 
won't work when you need it most. 

3. Having bank facilities in supermarkets is a good idea. 

4. Automatic teller machines are a very convenient way to do most of 
your banking. 

5. I do not trust the accuracy of bank facilities in department stores 
and supermarkets. 

6. I would probably use banking facilities in department stores and 
supermarkets to withdraw money from my checking or savings account. 

7. I would not use banking facilities in department stores and super-
markets to make deposits and withdrawals to my savings account. 

8. I would not use banking facilities in department stores and super-
markets to deposit money into my checking or savings account. 

9. I worry that a bank that has many new services may neglect impor-
tant services such as checking and savings accounts. 

10. If I could make deposits and withdrawals at department stores and 
supermarkets, I would not mind using a plastic card instead of a 
savings account passbook. 

11. I would like to use automatic teller machines to save time spent 
standing in line. 

12. I don't trust the people at the bank enough to allow them to con-
duct a bill payment for me. 

13. Automatic teller machines are another sign that banks are just 
cold, impersonal institutions. 

14. I have no need for banking services other than savings, checking, 
loans, and mortgages. 

15. People who use automatic teller machines are in some danger of 
being mugged. 

16. The idea of paying bills by phone is just too confusing. 

* Answers were recorded on 6-point scales (6 = definitely agree, 
1 = definitely disagree). 
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To see whether this differential innovativeness would extend 
itself beyond the banking domain, a general innovativeness index was built 
by summing up the 10 items in Table 7. It was hypothesized that: 

High dogmatic individuals tend to exhibit smaller general 
innovativeness. 

Results were as expected (F = 9.247, df: 1,136, p = 0.00). High 
dogmatic customers tend to be less innovative (R = 36.12) than low dogmatic 
customers (R = 39.41). 

TABLE 7 

GENERAL INNOVATIVENESS INDEX 
 

1. When I see a new brand on the shelf, I often buy it just to see what 
it is like. 

2. I like to try new and different things. 

3. Buying a new product that has not yet been proven is usually a 
waste of time and money. 

4. I often try new brands before my friends and neighbors do. 

5. In the long run, the usual way of doing things are the best. 

6. I have somewhat old-fashioned tastes and habits. 

7. I keep away from brands I have never heard of. 

8. As a rule, I don't buy new products until I hear something about 
them from people who have tried them. 

9. I enjoy trying new products. 

10. I like to experiment with new ways of doing things. 

* Answers were recorded on 6-point scales (6 = definitely agree, 
1 = definitely disagree). 

GENERAL ATTITUDES REGARDING MONEY AND CREDIT 

Because it was felt that soliciting a ban and tying up one's own 
money in certain bank accounts involve some substantial level of uncertain-
ty, dogmatic individuals were expected to differ from non-dogmatic indivi-
duals in their general attitudes regarding money and credit. 



TABLE 8 

GENERAL ATTITUDES REGARDING BORROWING MONEY- 

1. I like to pay cash for everything I buy. 

2. To buy anything other than a bouse or car on credit is unwise. 

3. Applying for a loan is often embarrassing. 

4. I think that borrowing gets to be a bad habit. 

5. Borrowing money makes me very uncomfortable. 

6. Loans tend to cause more problems than anticipated. 

7. A person should not borrow to buy luxury items such as a colour T.V. 

TABLE 9 

GENERAL ATTITUDES REGARDING TYING UP MONEY
* 

1. I am hesitant to put some of my savings into a term account 
because I may need the money on short notice. 

2. I don't like to tie up my money in a term account for longer than 
a year even if I get a higher interest rate. 

3. I prefer stocks with dividend yields over term savings accounts 
since they do not require a long term commitment. 

4. Because I may need money on short notice, I am hesitant to put some 
of my money into a term savings account. 

5. Even if I get a higher interest rate, I don't like to tie up money 
in a term account for longer than a year. 

6. The interest penalties for an early withdrawal from a term savings 
account keeps me from investing in this type of account. 

Answers are recorded on 6-point scales (6=definetly agree, 
1=definetly disagree). 

9 
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The following two hypotheses were offered: 

High dogmatic customers tend to have less positive attitudes 
regarding borrowing money (H6) and typing up money (H7). 

Attitudes regarding borrowing and tying up money were measured by 
summing up answers to items in Tables 8 and 9, respectively. As expected, 
high dogmatics were found to have less positive attitudes regarding borrow-
ing (X = 19.30) than did low dogmatics (X = 24.65). Hence H was con-
firmed (F = 25.33, df: 1.136- p = 0.00). H

7 
was also suppored (F = 8.446, 

df: 1,136, p = 0.00) with high dogmatics being less willing to tie up their 
money (R = 24.88) than are low dogmatics (R = 21.95). 

CONCLUSION 

The results of this investigation are congruent with and extend 
earlier studies on the dogmatism variable. They indicate that dogmatic 
individuals are less prone to adopt newer bank services and that they are 
more bank loyal than low dogmatic individuals. This would suggest that 
bank market managers might be well advised to try to secure a largershare 
of these less "volatile" customers, as a viable complementary strategy 
to building volume through added customers. 
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