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ABSTRACT

Article History The purpose of this paper is to evaluate how bank marketing should respond to the
g::‘esdlég 1\?;)”109;’;—’ banker’s paradox. Customers who need money the most are at risk for credit and thus
Accepted: 2 e e unable to obtain a loan, according to the banker’s paradox. This relates to the fact that
Published: 22 June 2022 the client-bank relationship is based on reciprocity rather than commitment. We

hypothesize that a bank marketing strategy that masquerades as a commitment will be
gﬁﬂiﬁgix more successful because clients have evolved to understand the superiority of
Bank marketing commitment and be receptive to its cues. We put this marketing strategy to the test by
Reciprocity sending 418 participants advertising slogans based on two types of cooperation:

ommitment reciprocity and commitment. Our findings indicate that people do prefer bank slogans

that imply a commitment-based relationship. The work’s novelty comes from its
contribution to the literature of an evolutionary psychology perspective, which shows
that commitment is a critical component of a successful bank marketing strategy.

JEL Classification:
Ms7; M31; G21.

Contribution/Originality: We contribute an evolutionary psychology approach to the literature,

demonstrating that commitment is a critical component of an effective bank marketing strategy.

1. INTRODUCTION

Cooperation can develop as a result of reciprocity. If I cooperate now, you will be able to cooperate later.
Relationships founded on commitment, rather than reciprocity, are a superior form of cooperation (Nesse, 2019).
Commitment can explain altruistic acts with no guarantee of future benefits. Banks only operate on the basis of
reciprocity. They prefer to lend money on the basis of collateral rather than to those in financial need who lack
collateral. This is known as the “banker’s paradox” (Tooby & Cosmides, 1996). Customers who require the most
money are at risk of credit and are unable to obtain a loan.

We believe that a good marketing strategy is for a bank to imply that there is no banker’s paradox and that it
will make a loan regardless. In other words, the cooperative relationship between bank and client is founded on
reciprocity, but a superior marketing strategy is the bank’s suggestion that the relationship is founded on
commitment rather than reciprocity. To be more specific, banks do not make loans based solely on collateral. They
also provide a variety of unsecured loan products, and secured lending adds an extra layer of security to a loan.
Despite this practice, a viable bank should essentially lend money on the basis of collateral, and thus the banker’s
paradox holds. Perhaps the subprime mortgage crisis, which began in 2007, is a good example of the consequences

of attempting to overcome the banker’s paradox. The banker’s paradox is a theoretical motivation that is alien to
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economics, in which it is assumed that anyone who requires credit receives it and repays the loan balance. Banks can
still profit from borrowers with bad credit because they risk-rate loan interest rates. A loan application must be
denied if an applicant is unable to repay it. While this reasoning is sound, if the banker’s paradox is at work,
customers may react to a marketing strategy that signals commitments rather than reciprocity.

It is not that banks want to attract low-quality borrowers, those who have nothing to offer in return, because a
practical corollary of the banker’s paradox is that a marketing approach based on it resonates better with all
customers indistinctly. As a result, we can ignore demographic data and, in particular, whether a participant is
primarily a low or high credit risk in terms of the research design.

When you enter into a relationship based on commitment, you will receive assistance even if you have little to
offer in return. However, you must persuade others that you will do something that is not in your best interests in
the future. Others must also be convinced that you will assist when there is no way to enforce the obligation. The
solution is for you to continue with altruistic actions that show your dedication (Nesse, 2019).

There are compelling reasons to believe that commitment-based cooperation adaptations have evolved (Tooby
& Cosmides, 1996). As a result, the bank’s marketing strategy is likely to succeed because customers appear to have
evolved to understand the superiority of commitment and to be receptive to commitment cues. Our distinction
between reciprocity and commitment is potentially more general than the more common distinction in marketing
literature between functional and symbolic value, or transactional and relationship value (Brock & Colgate, 2007).

We put this marketing strategy to the test by sending advertising slogans to people based on two types of
cooperation: reciprocity and commitment. People seem to prefer slogans in which a bank suggests a commitment-
based relationship. Thus, we contribute an evolutionary psychology approach to the literature, demonstrating that
commitment is a critical component of an effective bank marketing strategy. The prior literature identifies the
pursuit of commitment as a solid bank marketing strategy, but it does not address the issue of bank advertising
head on, as we do here.

In their study of what motivates bank loyalty, Taleghani, Gilaninia, and Mousavian (2011) look at commitment
and reciprocity, which is related to customer preferences. Geyskens, Steenkamp, Scheer, and Kumar (1996)
distinguish between two types of commitment: 1) affective commitment, which expresses how much people enjoy
maintaining their relationships with specific partners, and 2) calculative commitment, which assesses how much
people feel compelled to do so. Furthermore, trust determines the type of commitment that develops. Retail banks
should focus on their customer relationship management strategy components, according to Menon and O'Connor
(2007) because this promotes affective commitment to the consumer and maximizes client retention. Affective
commitment is generated by “moments of truth” or events of interpersonal customer-bank interaction, according to
the authors. This viewpoint is consistent with the social psychology finding that good interpersonal interaction are
dependent on the level of assertiveness and attachment demonstrated in the exchange. They go on to say that
bankers should target specific clients based on their profitability and longevity, and then deliver appropriate levels
of assertiveness and attachment for each. Moreover, Strandberg, Wahlberg, and Ohman (2015) discovered that
affective commitment is more significant to customer loyalty than calculative commitment, emphasizing the
necessity of forming emotive bonds with customers. As a result, personal advisers play a crucial role in the banking-
customer interaction. Advocacy and collaboration are directly associated with affective commitment, according to
Boateng and Narteh (2016) while trust modulates the impact of engagement and personalization on affective
commitment. According to Vella, Caruana, and Pitt (2012) equity sensitivity has a favorable impact on
organizational commitment, but perceived bank performance has an impact as well.

In short, there is well-established case-study evidence to support the proposition that commitment is critical in
underpinning bank-customer relationships (see also (Adamson, Chan, & Handford, 2003; Anderson & Weitz, 1992;
Aurier & N’Goala, 2010; Bansal, Irving, & Taylor, 2004; Beatty, Reynolds, Noble, & Harrison, 2012; Bloemer &
Odekerken-Schroder, 2007; Cater & Zabkar, 2009; Cater & Cater, 2010; Davis-Sramek, Droge, Mentzer, & Myers,
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2009; Fullerton, 2003; Fullerton, 2005; Fullerton, 2011; Gilliland & Bello, 2002; Gounaris, 2005; Gustafsson,
Johnson, & Roos, 2005; Jain, Khalil, Johnston, & Cheng, 2014; Jones, Fox, Taylor, & Fabrigar, 2010; Keh & Xie,
2009; Kelly, 2004; Meyer & Allen, 1991; Morgan & Hunt, 1994; Ogba, 2008; Ojeme, Robson, & Coates, 2016;
Palmatier, Dant, Grewal, & Evans, 2006; Pritchard, Havitz, & Howard, 1999)).

2. MATERIALS AND METHODS
Bank slogans were created using both a reciprocity and a commitment rule. The slogans are based on
evolutionary psychology’s current belief that commitment-based cooperation is superior to reciprocity-based
cooperation (Nesse, 2019). The relationship between the bank and the client, in particular, is founded on reciprocity.
However, this leads to the banker’s paradox: the most vulnerable consumers are denied credit. Because a consumer
is more likely to think that commitment is superior, the bank gains by selling a tagline that indicates commitment
rather than reciprocity, obfuscating the banker’s paradox.
As a result, the reciprocity rule we considered was as follows. If I (the bank) cooperate now, you (the customer)
will be able to cooperate later. Based on this rule, we came up with the following eight slogans.
1. Quick and easy credit, you will thank us.
. Security for your money, your trust in our services.
. Borrow now and pay back later with your loyalty.

. We value your trust, and you value us with your business.

2

3

4

5. He who gives also receives.

6. A bank that values your time and money is a bank that values your trust.
7. More money-saving ideas and increased trust in your bank.

8. Our expertise applied to your money, earning your trust in return.

The following was the commitment rule we considered. Customers who require the most money are at risk for
credit and cannot obtain a loan; nonetheless, the bank should recommend taking out a loan in any event. The
following are the eight advertising slogans we came up with based on this criterion.

1. A bank for when you really need it.
. A bank that is always by your side, both up and down.

. A bank that is more of a partner than a bank.

. Created just for you, today and forever.

2
3
4
5. Staying close to you without expecting anything in return.
6. Credit for those times when you really need it.

7. Go to the bank that is always there for you.

8. A bank that understands that there are some things that money cannot buy.

In order to create the above-mentioned slogans, we first researched current and historical real-world
advertising slogans used by banks. The primary source of inspiration for the eight commitment slogans was the
hypothesis that banks are already engaged in advertising signaling commitment. Then, whenever it implied that the
bank would make a loan in any case, regardless of the banker’s paradox, we expanded on an existing slogan. In
terms of the eight slogans of reciprocity, we followed the rule that “if the bank cooperates now, the customer can

cooperate later.” Cronbach’s alphas and Kaiser-Meyer-Olkin (KMO) sampling adequacy measures attest to the
validity and reliability of these bank slogans Table 1.

Table 1. Internal consistency of the sets of bank slogans.

Slogans Cronbach’s alpha KMO statistic
Reciprocity 0.821 0.874
Commitment 0.671 0.767
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As a result, we submitted the slogans to two age groups, 18-24 and 40-64, primarily from the Florianopolis
area of Brazil, via a Google Forms questionnaire. There were 418 answers. The anonymous participants were asked
to assess the sixteen questions above on an emoticon scale. This design is simple and maximizes adhesion. We only
asked for participants’ ages and said, “We are intending to start a new bank and would appreciate your input on

which advertising slogan to utilize.”

3. RESULTS

To analyze the responses, we assigned the values 0, 1, 2, 3 to the emoticon scale’s increasing satisfaction, as
shown in Table 2. Then we ran a principal component analysis (PCA) across the 16 variables, which were labeled as
¢1-¢8 for commitment slogan ratings and r1-r8 for reciprocity slogan ratings. To perform the PCA, we used R’s

FactoMineR and factoextra packages.

Table 2. Ratings of the bank slogans.

Slogans @
Reciprocity 0 1 2 3 | Mean | Variance
1. Quick and easy credit, you will thank us. 98 | 178 99 | 88 | 1.19 0.81
2. Security for your money, your trust in our services. 50 | 123|131 | 109 | 1.72 0.97
3. Borrow now and pay back later with your loyalty. 113187 | 68 | 45 | 1.11 0.86
4. We value your trust, and you value us with your business. 149 | 171 | 65 | 28 | 0.93 0.79
5. He who gives also receives. 122 | 189 | 71 | 31 1.03 0.77
f}llitf)ank that values your time and money is a bank that values your o3 | 161] 97 | 62 | 1.31 0.97
7. More money-saving ideas and increased trust in your bank. 47 | 115|168 | 83 | 1.69 0.84
8. Our expertise applied to your money, earning your trust in return. 96 | 153 | 95 | 69 1.33 1.02
Commitment
1. A bank for when you really need it. 19 | 102 | 177 | 115 | 1.94 0.71
2. A bank that is always by your side, both up and down. 41 | 118183 | 71 | 1.69 0.76
3 A bank that is more of a partner than a bank. 89 | 131|125 | 68 | 1.42 1.01
4. Created just for you, today and forever. 54 | 89 | 162 | 108 | 1.78 0.96
5. Staying close to you without expecting anything in return. 122 | 129 | 107 | 55 | 1.23 1.04
6. Credit for those times when you really need it. 33 | 148|172 | 65 | 1.65 0.70
7. Go to the bank that is always there for you. 48 | 125|165 | 75 | 1.65 0.83
8. A bank that understands that there are some things that money | 64 | 138 | 185 | 76 | 1.54 0.93
cannot buy.
=100
46 1.0-
- 7

-50

Eigenvalue
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Component 2

5 6 ; .’: 9‘ 1'[‘ 'TIU 'D": D.‘U [‘I;; 1.‘;
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Figure 1. PCA scree plot with cumulative percentage of variance explained (left) and variable factor map (right).

1 2 3 4
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Figure 1 illustrates a scree plot with the cumulative percentage of variance explained by the components and a
variables factor map, which shows the 16 variables’ principal component scores on the first two dimensions. Table 3
summarizes the results of the first two components. The datasets containing the responses as well as the R code are

available on Figshare.

Table 3. PCA coordinates of the first two components.

Variable Component 1 Component 2
rl -0.61 0.09
r2 -0.6% 0.24
r3 -0.66 0.34
I -0.68 0,20
rb -0.58 0.21
ré -0.66 0.20
r7 -0.53 0.18
r8 -0.6% 0.25
cl -0.36 -0.59
c2 -0.47 -0.31
c3 -0.48 -0.18
C4 -0.30 -0.57
chb -0.53 -0.06
c6 -0.45 -0.21
c7 -0.44 -0.44
c8 -0.87 -0.34

Our dataset is separated into two subsets by the second component, which completely distinguishes ¢1-¢8
(negative ratings) from r1-r8 (positive scores). And, based on the first component, we can see that absolute scores
within each group are rather similar (0.53-0.68 and 0.30-0.53). As a result, we conclude that all slogans contribute
equally to the overall score. Therefore, the aggregates C = ¢1 + ... + ¢8 and R = r1 + ... + r8 can simply be defined as
overall indices. The empirical densities of the C and R distributions are compared in Figure 2. The commitment
bank slogans receive significantly higher overall ratings than the reciprocity slogans. The bootstrapped confidence
interval for the 99 percent paired differences C — R is [2.00; 3.17], confirming the overall preference for
commitment slogans. Thus, the findings cannot rule out the possibility that a bank marketing approach of
communicating commitment in advertising slogans is well received by clients, who can be evolutionarily adapted to
realize that commitment is a superior type of cooperation than reciprocity. However, further research should look
into whether customers have developed a “commitment skepticism bias” (Buss, 2019) that reduces the costs of being

duped by banks. Customers should, after all, be aware of the banker’s paradox.

Rule

Commitment
Reciprocity

o 5 10 15 20 25
Overall index

Figure 2. Ratings for commitment bank slogans outperform ratings for reciprocity slogans.
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4. DISCUSSION

Marketing theory focuses on two questions: 1) why do people and organizations engage in exchange
relationships, and 2) how are exchanges produced, handled, or avoided (Bagozzi, 1974; Kotler & Levy, 1969; Kotler,
1972). These two problems are precisely addressed by our evolutionary psychology approach. The bank and the
customer have a reciprocity exchange relationship, but the bank uses slogans to indicate that the exchange is based
on commitment rather than reciprocity. As a result, the bank acts as if it had solved the banker’s paradox.
Furthermore, the bank’s stance implies that commitment in buyer-seller relationships is positively associated to
trust, a phenomenon widely documented in the literature (Ganesan & Hess, 1997; Vohra & Bhardwaj, 2019).

According to a meta-analysis of 76 independent samples from 56 studies, commitment has a significant impact
on brand success (Eisend & Stokburger-Sauer, 2013). As a result, it is not surprising that a bank chooses a slogan
strategy that signals commitment rather than reciprocity. Furthermore, because the problem posed by the banker’s
paradox is pervasive, the use of slogans based on commitment is likely to flourish in other industries. And, thanks
to today’s computer-generated slogans, success in the banking industry can easily spill over (Alnajjar & Toivonen,
2021; Dowling & Kabanoft, 1996).

The banker’s paradox is a metaphor for a broader adaptive problem: when a hunter-gatherer ancestor
desperately needs assistance, it becomes a bad “credit risk” and is thus less appealing as a potential recipient of the
assistance (Tooby & Cosmides, 1996). However, in this case, we take the banker’s paradox literally, as well as its
marketing strategies. The solution to the banker’s paradox is to choose cognitive machinery that is designed to
benefit others even in the absence of traditional reciprocation. When people become angry when they hear that
friendship is solely based on the reciprocal exchange of favors, this solution comes into play (Tooby & Cosmides,
1996).

This solution is at work in our problem when the bank selects advertising slogans. The bank benefits from the
customer’s psychological adaptations that may have evolved to accept the bank’s slogan suggestions as credible.
Despite the “unethical” advertising, the customer perceives the bank strategy as “meaningful marketing,” as it
increases purchase intentions via the mediating influence of perceived benevolence (Puligadda, DelVecchio, &
Gilbreath, 2014).

Finally, we point out that our evolutionary approach differs from the more traditional assumption that
advertising has a rational impact on consumers. Psychological adaptations, after all, pertain to unconscious
inclinations. Consumers, on the other hand, may mentally register basic but powerful advertising associations, which

can impact their responses to advertisements intuitively (Heath, 2001).

5. CONCLUSION

The paper compares the commitment vs. reciprocity approach as a marketing strategy for banks seeking new
customers. The paper is motivated by the concept of the banker’s paradox, which states that the clients who need
the loan the most are frequently risky borrowers who are difficult to loan to. We show, using an online survey, that
commitment bank slogans receive significantly higher overall ratings than reciprocity bank slogans, implying that
the commitment bank slogan is more likely to attract clients. We contend that a commitment slogan, a slogan to
help clients regardless of the cost, may potentially activate a client’s unconscious inclination toward the bank,
whereas a reciprocity approach may not.

Customers who need the most bank money are at risk of credit and are unable to obtain a loan from the bank.
Because the cooperation involved in a bank-client relationship is of the reciprocity type, this banker’s paradox
arises. A bank marketing strategy that pretends to be a commitment, on the other hand, is more likely to be
successful because clients are evolutionarily adapted to understand the superiority of commitment and be receptive

to its cues. This hypothesis could not be refuted based on the results of our online survey of 413 participants.
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