case 9

First Federal Bank of Bakersfield

The Equal Credit Opportunity Act, which was passed in 1974, was partially designed to protect women from discriminatory banking practices. It forbade, for example, the use of credit evaluations based on gender or marital status. Although adherence to the law has changed the way many bankers do business, women’s perception that there is a bias against them by a particular financial institution often remains unless some specific steps are taken by the institution to counter that perception.

     Close to a dozen ‘‘women’s banks’’—that is, banks owned and operated by and for women—opened their doors during the 1980s with the specific purpose of targeting and promoting their services to this otherwise underdeveloped market. Although women’s banks currently are evolving into full-service banks serving a wide range of clients, a number of traditional banks are moving in the other direction by attempting to develop services that are targeted specifically toward women. Many of these institutions see such a strategy as a viable way to attract valuable customers and to increase their market share in the short term while gaining a competitive advantage by which they can compete in the long term as the roles of women in the labor force gain in importance.One can find, with even the most cursory examination of the trade press, examples of credit-card advertising that depicts single, affluent, and head-of-the-household female card holders; financial seminar programs for wives

of affluent professional men; informational literature that details how newly divorced and separated women can obtain credit; and entire packages of counseling, educational opportunities, and special services for women.

     The First Federal Bank of Bakersfield was interested in developing its own program of this kind. The executives were curious about a number of issues. Were women’s financial needs being adequately met in the Bakersfield area? What additional financial services would women especially like to have? How do Bakersfield’s women feel about banks and bankers? Was First Federal in a good position to take advantage of the needs of women? What channels of communication might be best to reach women who might be interested in the services that First Federal had to offer?

     The executives believed that First Federal might have some special advantages if it did try to appeal to women. For one thing, the Bakersfield community seemed to be quite sensitive to the issues being raised by the feminist movement. For another, First Federal was a small, personal bank. The executives thought that women might be more comfortable in dealing with a smaller, more

personalized institution and that the bank might not have the traditional ‘‘image problem’’ among women that larger banks might have.

Research Objectives

One program the bank executives were considering that they believed might be particularly attractive to women was a series of financial seminars. The seminars could cover a number of topics, including money management, wills, trusts, estate planning, taxes, insurance, investments,

financial services, and establishing a credit rating.

The executives were interested in determining women’s reactions to each of these potential topics. They were also interested in knowing what the best format might be in terms of location, frequency, length of each program, and so on, if there was a high level of interest. Consequently, they decided that the bank should conduct a research study that had the assessment of the financial seminar series as its main objective but that also shed some light on the other issues they had been debating. More specifically, the objectives of the research were as follows:

1. Determine the interest that exists among women in the Bakersfield area for seminars on financial matters.

2. Identify the reasons why Bakersfield women would change, or have changed, their banking affiliations.

3. Examine the attitudes of Bakersfield women toward financial institutions and the people who run them.

4. Determine if there was any correlation between

the demographic characteristics of women in the

Bakersfield area and the services they might like to have.

5. Analyze the media usage habits of Bakersfield-area women.

Method

The assignment to develop a research strategy by which these objectives could be assessed was given to the bank’s internal marketing research department. The department consisted of only five members—Beth Anchurch, the research director, and four project analysts. As Anchurch pondered the assignment, she was concerned about the best way to proceed. She was particularly concerned with the relatively short amount of time she was given for the project. Top executives thought that there was promise in the seminar idea. If they were right, they wanted to get on with designing and offering the seminars before any of their competitors came up with a similar idea. Thus, they specified that they would like the  results of the research department’s investigation to be available within 45 to 50 days.

     As Anchurch began to contemplate the data collection, she became particularly concerned with whether the study should use mail questionnaires or telephone interviews. She had tentatively ruled out personal interviews because of the short deadline that had been imposed. After several days of contemplating the alternatives, she finally decided that it would be best to collect the information by telephone. Further, she decided  that it would be better to hire out the telephone interviewing than to use her four project analysts to make the calls. 

     Anchurch believed that the multiple objectives of the project required a reasonably large sample of women so that the various characteristics of interest would be sufficiently represented to enable some conclusions to be drawn about the population of Bakersfield as a whole. After pondering the various cross tabulations in which

the bank executives would be interested, she finally decided that a sample of 500 to 600 adult women would be sufficient. The sample was to be drawn from the white pages of the Bakersfield telephone directory by the Bakersfield Interviewing Service, the firm that First Federal had hired to complete the interviews.

     The sample was to be drawn using a scheme in which two names were selected from each page of the directory, first by selecting two of the four columns on the page at random and then by selecting the fifteenth name in each of the selected columns. The decision to sample names from each page was made so that each interviewer could operate with certain designated pages of the directory, since each was operating independently out of her home. The decision to sample every fifteenth name in the selected columns was determined in the following way. First, there were 328 pages in the directory with four columns of names per page. There were 80 entries per column on average, or approximately 26,240 listings. Using Bureau of the Census data on household composition, it was estimated that 20% of all households would be ineligible for the study because they did not contain an adult female resident. This meant that only 20,992

(0.80 3 26,240) of the listings would probably qualify. Since 500 to 600 names were needed, it seemed easiest to select two columns on each page at random and to take the same numbered entry from each column. The interviewer could then simply count or measure down from the top of the column. The number 15 was determined

randomly; thus, the fifteenth listing in the randomly selected columns on each page was called. If the household did not answer or if the women of the

house refused to participate, the interviewers were

instructed to select another number from that column through the use of an abbreviated table of random numbers that each was given. They were to use a similar procedure if the household that was called did not have an adult woman living there.

     First Federal decided to operate without callbacks because the interviewing service charged heavily for them. Anchurch did think it would be useful to follow up with a sample of those interviewed to make sure that they indeed had been called, since the interviewers for

Bakersfield Interviewing Service operated out of their own homes and it was impossible to supervise them more directly. She did this by selecting at random a handful of the surveys completed by each interviewer. She then had one of her project assistants call that respondent, verify that the interview had taken place, and check the accuracy of the responses of a few of the most important questions. This audit revealed absolutely no instances of interviewer cheating.

     The completed interview forms were turned over to First Federal for its own internal analysis. As part of this analysis, the project analyst compared the demographic characteristics of those contacted to the demographic characteristics of the population in the Bakersfield area as reported in the 2000 census. The comparison is shown in Exhibit 1. The analyst also prepared a summary of the nonresponses and refusals by interviewer. This comparison is shown in Exhibit 2.

Questions

1. Compare the advantages and disadvantages of using telephone interviews rather than personal interviews or mail questionnaires to collect the needed data.

2. The short deadline moved Anchurch to forgo personal

interviews and mail questionnaires, but there were other options besides telephone interviews. Could you make a case for another communication method that might be appropriate here?

3. Given the large number of not-at-home attempts, was First Federal wise to skip callbacks? Why or why not?

4. If you were Anchurch, would you be happy with the

performance of the Bakersfield Interviewing Service?

Why or why not?
