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The purpose of this research was to find out valfdrmation of holiday tourists’ ex-
pectations of currency exchange service in Finlards research was conducted for
FOREX Bank Tampere. FOREX Bank is the largest fpreexchange specialist com-
pany in the Nordic region. The idea was to achialel and relevant information about
the customers and their perceptions and expectatibthe currency exchange in Fin-
land. After the results were processed and analyzeds important to find out whether
FOREX Bank’s values and aims match with the nowadasgtomers.

The data was collected through a questionnaire.stlineey was conducted at the Tam-
pere-Pirkkala Airport in terminal one. The main pose was to hand out the question-
naire to the people travelling to Budapest, Hungamg London, UK. Altogether 153
responses were received. The results were procesgedixel, which is statistical data
processing software. Analyzing has been conduttexigh service quality theory and
author’s own thinking, and then compared with FOREa6k’s business idea.

According to the results holiday tourists like taclange currency in their home coun-
try before the trip either in an exchange officaroanother bank. However, many like
to withdraw the money from an ATM at the destinati®eople seem to mostly expect
easiness and fluency, competitive rates and rétialfiom an exchange office in Fin-
land. In service most valued things are short qugetime, easiness and fluency, and
reliability. There were some differences in theveers between the female and male
respondents and the age groups.

These results truly tell how important it is to gipersonalized service to the customers,
as not everyone prefers the same things in themcyrexchange. The results show that
FOREX Bank meets the quality service requiremehth@ customers quite well. Espe-

cially question concerning the willingness to viie same company again after the
currency exchange indicates that FOREX Bank is imgéhe customers’ expectations.

However, there were quite many people, who haderohanged currency in advance,

even though foreign currency was needed at theltdastination. This could be some-

thing that FOREX could develop for example by tgyio raise public awareness of the

various countries and holiday destinations thatdiferent currencies.
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1 INTRODUCTION

The purpose of this research was to find out vialfdrmation of holiday tourists’ ex-
pectations of currency exchange service in Finlards research was conducted for
FOREX Bank Tampere. FOREX Bank is the largest tpre#xchange specialist com-
pany in the Nordic region with thirteen offices kinland and many other offices in
Sweden, Norway and Denmark. (FOREX Bank: FOREX Baitlgksend).

The data was collected through a simple questioarfappendices 1 and 2). The survey
was conducted at the Tampere-Pirkkala Airport rmteal one. There were two days
selected, according to the flight schedules, taoohthe survey. The main purpose was
to hand out the questionnaire to the people trangetb Budapest, Hungary and London,
UK. However, there were simultaneously flights as&tockholm, Sweden and Mala-
ga, Spain. Hence, the respondents had four podidiie destinations, which affect on

the results too.

Altogether 153 responses were received. The reaglts processed with Tixel, which
Is statistical data processing software. Analyziag been done through service quality
theory and author’'s own thinking and compared té&RE® Bank’s business idea. This
research’s objective was to help FOREX Bank to ibgvand update its service accord-

ing to the today’s customers’ perceptions and etghens.



2 RESEARCH PLAN

2.1 Holiday tourists’ expectations of currency exchangservice

The topic of this research was holiday touristgdextationsof currency exchange ser-
vice. It is certainly important for a company tookn what its customers expect from
their service in order to deliver quality servithe concept of quality service is ex-
plained deeper in chapter 2.3.1. In a worst cabenvwhe company does not know they
target exactly, it can mean losing a customer @eeging money, time, and other re-
sources on things that do not matter to the cusmmecompany needs to fully under-
stand its customer’s expectations. The understgrghiould start from the outside, not
inside out; which usually means delivering sentlta the management thinks custom-
ers should want from the service. Obviously, whenking only what customers should
want from the services, it leads to the fact that company provides services that do
not match with the customers’ expectatioiZeithaml, Parasuraman & Berry 1990, 51-
53; Burnett 2001, 33-36.) The case company FOREXEdready has a business con-
cept, which gives a clear picture of their serviaed how they are provided for its cus-
tomers; the concept is explained deeper in ch&pterBy conducting this marketing
research, valid information was collected concegrilme holiday tourists’ expectations

of currency exchange services.

A marketing research about customers’ expectati®r@skey matter for understanding
customers’ expectations and perceptions of serviEe®mpany that do not collect this
information is quite likely having a large gap inderstanding its customers. To assure
that the gap does not exist, marketing researcht fogas on quality issues: for in-
stance, what are the features that are the mosirieng to the customers. Finding out
and understanding, what customers expect is eakdoti providing quality service.
(Zeithaml et al. 1990, 53-56; Martin & Fritz 19882.) That is why a company should
not depend solely on customers’ complaints to wtdad customers’ expectations as
they usually are only providing important infornaatiabout the failures in the service
system. However, also researching, what customand im similar industries can help
to improve a company’s service. (Zeithaml et aR@,9%3-56). For FOREX Bank this
could mean utilizing other banks in Finland or &at@s well as other similar compa-

nies.
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It is important that the top management in the camyps also dedicated to finding the
truth about the company’s customers. Customerséegtions may change over the
time as the competition increases, tastes changecastomers come more and more
knowledgeable. That is why a company needs to egtair information and strategies.
Conducting a marketing research is only the fiest pf understanding the customer. If
the research data has been collected, it also ¢gHmulused correctly. The managers
need to read the report and understand how to mekbest use of the research. Man-
agers must learn to turn research findings in tmado improve the quality of service.
The customers’ expectations can be understood, vithermanagement uses infor-
mation, data, and findings from the marketing resea(Zeithaml et al. 1990, 58-61.)
The results of this research are also expecte@ todked through by the sales manag-
ers of FOREX Bank Tampere. Possible new informatioght be found and that could
be implemented in some ways at the work too, ttEgbs anyway only start from the

leaders actions.

Interaction between the managers and the custamaiso significant. To truly under-

stand customers’ needs, management needs to sonfeh@va contact with the cus-
tomers. (Zeithaml et al. 1990, 62-63). This hasnbeeplemented in FOREX Bank

Tampere to some extend already, as the sales nraradge partly work behind the desk
and take part in the customer service. A diredratttion with the customers facilitates
understanding of customers’ expectations and ndé¢owever, it is important that the

regular customer-contact personnel pass the infiwméhey know to the top manage-
ment. That might improve the managers’ understandih their customers too.

(Zeithaml et al. 1990, 62-63.)

2.2 The case company

The research has been done to FOREX Bank Tamp@®REK Bank in general is the
largest foreign exchange specialist company irNibaic region with thirteen offices in
Finland. Altogether it has over 130 offices in &mdl, Sweden, Norway and Denmark.
They provide approximately 80 different currencaesi Western Union electronic mon-
ey transfers. FOREX's business concept is to peofadeign currency to people, who
are about to travel abroad and to overseas VisiESDRREX Bank’s aim is to provide

service at convenient times, from convenient lacegj at the most favourable exchange
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rates and at the lowest commissions and charg@REX Bank: FOREX Bank yri-
tyksend; Business Concept.)

The topic was chosen because such a research hbhsemconducted in FOREX Bank
Finland before. The aim was to find out what custsrwant from currency exchange
service in Finland, and that way help FOREX Bankléwelop its service and services
and currency exchange selling techniques. Afterdita from the survey has been col-
lected and analyzed, it can also help FOREX Banie&eh better sales performance.
This research is done for FOREX Bank Tampere, tlegkass as the survey is conduct-
ed in Finland, it can be valid and reliable alsather FOREX Banks located in Fin-
land. The validity of the research results for wiele company including also Sweden,
Norway and Denmark is questionable, as the questi@s been formed considering

currency exchange in Finland.

This data collected is valuable information for FORBank Tampere in order to de-
velop its customer service and creating loyal austorelationships. The survéyas
been conducted at Tampere-Pirkkala Airport depestterminal one, which is favoura-
ble environment for this kind of data collectionsikly currency exchange service in
Finland is quite likely for everyone before trawsdl abroad to the countries that do not
have Euro as a currency. The results help to peoridrent insight of the customers’
opinions. The theory of service quality is usedamalysing data, which will be intro-

duced in chapter 2.3.1.

2.3 Concepts and theories

The theory used to analyze the results of thisarebewas quality service. A book De-
livering Quality Service, written by Valerie Zeittmy Amos Parasuraman and Leonard
Berry (1990), gives a good basis for this reseasch considers many aspects of quality
service, also the possible gaps experienced Thé.book helps to comprehend custom-
ers’ perceptions and expectations in the servild.fiThe model SERVQUAL, invented
by the book’s authors, is used understand the phenon: what customers find im-
portant in service. It was used to in the planrohghe research survey and in the ana-
lyzing part in chapter 4. The SERVQUAL model is mped in more detail in chapter
2.3.1. However, it is also important to define agpts: service, customer, holiday tour-
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ist and quality. Service process, quality servind austomers needs and expectations
have also been explored by professor of serviceralationship marketing Christian
Groénroos (2000). The material provided in his b&atvice Management and Market-
ing were used to explain, what customers reallyeekfrom a company that provides

service or services, but paying more attentioméodurrency exchange service.

2.3.1 Quality service

According to the research conducted by Zeithamla®taaman and Berry (Zeithaml et
al. 1990, 27), finding out what customers expeassential for providing quality ser-
vice. As the purpose of this research was to fiadvehat holiday tourists expect from
currency exchange service in Finland, service tuapect is a good way of approach-
ing this. FOREX Bank’s main product is servicesisignificant to provide quality ser-
vice to maintain customer satisfaction and to ncestomer expectations. In the follow-

ing chapters the main concepts and theories aneedieh more detail.

Quiality is good, if the product or service is megtor even exceeding customers’ ex-
pectations. (Valvio 2010, 46; Emerald Insight S2003, 813). Even in a case, when
the customer has been disappointed in the senvatedepending how the situation has
been handled, the customer can end up being sdtisfith the service received.
(Zeithaml et al. 1990, 18-19). To perform qualitystomer service, the employee need
to respect, and be committed to the people she @ Healing with. It is about treating
other with the same respect you wish to be treduallier 2010, 20.)

Service quality is quite difficult for customers define, when you compare it buying

goods. Customers do not evaluate service quality lmnthe outcome of a service, but
they also consider the process of the service elglivt can be said that the only criteria
that count in evaluating quality service is defifgdthe customers; in other words, only
customers judge quality in service. (Zeithaml et1#190, 16.) Concerning FOREX’s

operation in Finland the main product they seléesvice. That is why it is extremely

important to know, what their customers expect arceed their expectations on ser-
vice. This kind of marketing research is good teaKe every once in a while to ensure
that the company is up to date with the customexgpectations, also in currency ex-
change service in FOREX.
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SERVQUAL is an ideal instrument for measuring segwjuality. In this research ser-
vice quality is presented from customers’ poinvigfw. This model has five evaluative
dimensions, which measure customers’ perceptiorsefice quality. (Zeithaml et al.

1990, 23-26 & Hayes 2008, 11-14.) In this reseaetvice plays an important role.
FOREX Bank offers service, not products. As theppse of this research was to find
out, what the holiday tourists expect from foremmnrency exchange service, SERV-
QUAL model helps to define the main categories peapually evaluate, when judging

service or services. (Zeithaml et al. 1990, 23-26.)

The dimensions used in SERVQUAL are: tangiblesalbdlty, responsiveness, assur-
ance and empathy. Tangibles meaning: the appeac@mptesical facilities, equipment,

personnel and communication materials. A dimensailed reliability was measured to
be the most important dimension, unlike the tamgilthe least important one, for the
customers according to the research conducted bijafe, Parasuraman and Berry.
(Zeithaml et al. 1990, 27.) Reliability is an atyilto perform the promised service de-
pendably and accurately. Responsiveness refewitiget willingness to help customers
and provide prompt service. Knowledge and courtdsgmployees, and their ability to

convey trust and confidence was named to a dimensalled assurance. Empathy
meaning: caring, individualized attention for thestomers. (Zeithaml et al. 1990, 26-
28.)

The above-mentioned five dimensions were all inesevays taken into consideration in
the planning of the research survey. In this chegdngibles meaning for example the
attractiveness of FOREX Bank’s facilities and umis of the personnel. The questions
related to tangibles do not play very importanerml the questionnaire. However, by
using “other, please specify’-response possibihityhe questionnaire it may bring out
the importance of the physical facilities appresiain a currency exchange office.

Especially in FOREX Bank, reliability is importaf@ustomers need to have feeling that
they can trust the bank and the personnel dealitiy ttwve money. The reliability has
been taken into consideration, when planning thestionnaire. Responsiveness is also
important, as in FOREX’s operations service is kg product and the willingness to
help and service customers plays a significant rbhés can mean for example giving
information about different currencies and othewél tips. Responsiveness leading to
assurance, as FOREX is providing expert servitespersonnel needs to have exten-
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sive knowledge about the foreign currency exchaiige. dimension called empathy is
about caring and individualized attention for thustomers. One of the FOREX’s cur-
rent objectives is to provide personal service.REX Intranet: Affarsplan).

2.3.2 Service

Service is quite complicated phenomenon. It hagerdifit meanings depending on
whether it is personal service, or service as dymb According to Grénroos (2000, 78-
80), Gummesson defined service to be somethingcgalbuy and sell, but cannot drop
on your toes. This saying tries to tell that eveough you can sell and buy service, it

cannot be experienced concretely. (Gronroos 208/807)

Usually service is somehow connected to interactvdh the service provider, but the
customers might not meet with the actual servicmpamy, only the representatives.
When talking about service it usually means siaraiwith interaction, even though it
is not always recognized. Services are not conc¢hebgs, but processes or functions
that are intangible (Grénroos 2000, 79-80.) Acaogdio Valvio (2010, 45-46) services
are consumed or experienced simultaneously, whey dre produced. A customer is
seen to be a part of the service process, whe tisenservices. FOREX Bank’s main
product is service, which makes this concept todfeed in more detail and viewed in
this research from different point of views. (Va\2010, 45-46.)

However, from customers’ point of view, they do oty products or services, but the
benefits they get from buying those (Gronroos 2Q827). According to Gronroos
(2000, 26-27) customers are not looking for a pobau service, but they are looking
for solutions for what they value in something. Tdwstomers visiting FOREX Bank

are usually looking for foreign currency to makeithravel easier.

2.3.3 Quality

Quality can be defined as “meeting the requirementthe customer”. According to

Groénroos (2000, 99-100) quality is anything, whastomers say it is. Usually quality
can be referred to technical features of the produservice. However, customers usu-
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ally experience quality much more widely, that isywcompanies should define quality
the same way as the customers do. It is importargrhember that quality is something,

what customer says it is. (Grénroos 2000, 99-100.)

The quality that customer experiences have twedfft dimensions: technical or out-
come dimension and a functional or process-reldie@nsion. These dimensions have
to be understood in a company, if the service odpet is wanted to be improved and
developed. The technical dimension measures tla fesult, what the customer re-
ceives, when the interaction between the customersalesperson is over. Another di-
mension that influences on the customer is howostee receives the service and how
she or he experiences the production and consumptaxress. In short: what and how;
what the customer gets and how does she or hetg@sonroos 2000, 100-102; Grén-

roos & Jarvinen 2000, 84; Gilmore 2003, 14.) Tkawhy it is important that at FOREX

Banks customer gets that amount of money she orebds and wants to have for the
holiday. As mentioned earlier, it is not enought &lso kind and informative service is

needed too.

Quality is also seen as one of the keys to sucdesampany can differentiate itself
from the competitors depending on the quality aaldie of its products and services. It
is obvious that basically all the companies caerdtffie technical quality for its custom-
ers. However, success is not guaranteed if theaictien situations are delivered poorly,
that leading to bad quality in service process. kvt competitor has the same tech-
nical quality, the crucial difference comes frone fbrocess and its quality. (Gronroos
2000, 103-106.) The employees behind the desk®REX Bank affect on this process
tremendously. However, if the technical quality Wwessses, it means that the overall
perception of quality of service weaknesses to@ddition these two basic dimensions
of quality, image of the company also affect on ¢juality the customer experiences.
Image could be explained as mental perception alityesustained by an individual or
group. The gap between the customer’s perceptindgree quality outcome also influ-
ences on the overall quality. (Gronroos 2000, 108:Gilmore 2003, 15-16.)

In this survey quality service plays an importasier As the purpose of this research is
to find out holiday tourists’ expectations of curcg exchange, which is based on ser-

vice at FOREX. Providing quality service is essa@rni stand out from the competitors
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and that is why this marketing research is sigaificfor FOREX to keep the company,
at least in Finland, updated of today’s customexgectations.

2.3.4 Service process

Service process or the consumption process caivioked into three stages: accession
stage, intensive stage and resignation stage.eldi$t stage, accession, the customer
first gets in touch with the service provider toylmr consume the core service. This can
mean only visiting the web page of the companyatling them. Intensive stage is the
actual consumption phase. In this stage custonmedsnieave to be fulfilled or the prob-
lems solved. In this stage the customer for examplesically visits the company and
buys the service. In the last stage, resignatlmnctistomers leaves the service process.
(Grénroos 2000, 416-417.)

At FOREX Bank in Finland typical service processildobegin by a customer visiting
the web page and making an order for the curreéfog.next phase, when the customer
comes to collect the order and the salesperson letespthe transaction and gives tips
for using the currency and helps with any otherstjoas. The last phase is when the
customer leaves the office, while the salespersshes to have a joyful holiday!

To assure the quality in the service process, thezethree other aspects to take into
consideration: accessibility or availability, irdetion and customer participation. There
are quite many factors that affect on the accdggibf the services according to Gron-
roos (2000, 229):

- number of the staff and their skills and knowledge

- opening hours, timetables and time managemenffgreint tasks
- location

- appearance and decoration

- tools, machinery, instruments etc.

- number of customers, who participate in the prosassitaneously

The facts mentioned above either make the custoexgerience the service difficult or
simple. (Grénroos 2000, 229-230.)



13

However, the interaction stage with the serviceanization can be divided into follow-

ing four categories according to Gronroos (2000.-232).

- interaction between the employees and customers

- interaction with different physical and technicasources, like waiting room
- interaction with the systems, like queuing or hglisystem

- interaction with the other customers, who are enghocess at the same time

All the points mentioned above are interactionalaions with humans or physical re-
sources and they all affect on the service prodé#ise customers find them too diffi-
cult or complicated, it may affect negatively ore thverall experience of the service
process. (Gronroos 2000, 231-232.)

The customer patrticipation means that the custaaeraffect on the service she or he
is about to have. The customer may weaken or ingpitbe service depending on,
whether the customer has been prepared and behesasling to the expectations the

company has. (Grénroos 2000, 233.)

The service process is experienced differently dejpe on the accessibility of the ser-
vice, easiness and pleasantness of the interacsnations, and how well the custom-
ers understand their own part and task in the gsodeor the company it is important to
define the core service and the supporting seryviged also to improve the presenta-
tion, interaction and to coach customers to knaw ko take part in the process. (Gron-
roos 2000, 233-234.) By considering the factorstinaed above in the planning of the
survey (appendices 1 and 2), customers’ expectatbrihe service at FOREX Banks
can be found out. In the research results may ammrae weaknesses or strengths in
FOREX Bank’s availability, interaction and custonparticipation factors, if so, both

the pros and the cons has to be taken into comgiderto assure quality in the service.

2.3.5 Customer

It is important for the company to know its custesnand how they make their deci-

sions. It is not enough to know the segments, Iheitnbore detailed information about

the customers as individuals is more valuable. sta@umer can be an individual person
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or a group of people. A customer can also be agyreven though the sales person only
meets with the buyer. (Gronroos 2000, 411-412.pAle following sentences can de-
fine the concept of a customer: “The entity thad paid for the product” or “The indi-
vidual with the right to request support” (LoshinReifer 2013, 17-18).

What is important to know about the customershs: @r he or it has always some type
of a problem, in which a solution is searched. Tbheds of a customer pursue them to
look for a certain type of a service. Not only tieeds tell, what the potential customer
wants, but also the desires, how the service wiltdreived. To understand a customer
or a potential customer, company has to understaer thoroughly. (Grénroos 2000,
413-416 & Bhat K.S. 2010, 16.) When a customer watko FOREX Bank, it is quite
obvious she or he wants to exchange currency assthi@e main service. However, it is
not enough only to exchange the currency, but gige an individualized attention to
the customer. This can mean asking about the upgpori past journey. The most im-
portant thing is that every customer wants to batad as an individual.

2.3.6 Holiday tourist

A typical way of describing a tourist is to refertier or his choice of a tourism product
and to define her or his characteristics and besvn relation to that product. As an
example cities and tourism form a city tourist @litlay and tourism form a holiday
tourist. (Pearce 2005, 42.) This means that therglenty of different kinds of tourist
types. According to Statistics Finland a tourisa igisitor, who stays one or more nights
in a collective or private accommodation in thecplaisited. An international tourist is
defined to be an international visitor, who stayteast one night in the country she or
he is visiting. A domestic tourist refers to a daetie visitor, who stays at least one
night in the place visited. (Statistics Finland 201n this research the holiday tourists

were the target sample at the Tampere-Pirkkalaohtirp

2.4 Research questions

The research question was formed together withst#ies manager of FOREX Bank
Tampere. This research question is also interestinghe author herself as she is one
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the employees in the company. The question wast tbleday tourists expect from
currency exchange service in Finland? AccordinF@REX Banks business idea and
vision, they want to provide personal service tmatkes customers’ travel easier and
more enjoyable, also with good location and opetimgs. As sub-questions the author
wanted to find out, if these factors are still vaet and important for the possible cus-
tomers. The results help FOREX Bank Tampere, psrafgp FOREX Bank Finland, to
develop and update its service according to thtomeys’ expectations.

2.5 Data and methods

The data collection technique used in this reseas$ quantitative, which is a system-
atic approach to a research. It is an objectivdudive and generalizable way of con-
ducting a research. A quantitative research’s anoiquantify the relationships be-
tween variables with statistical methods like difece between means and relative fre-
qguencies. The design used in this research wasiplege, which means evaluating a
sample at one specific point in time without attémgpto change its behaviour or the
conditions in which it exists. A sample means that data is obtained from the people
that are as representative as possible for thamdsdt is used to gather information on
what people do and think, like in this research riggearcher is expected to find out,
what holiday tourists expect from currency exchasgevice in Finland. (Altinay &
Paraskevas 2008, 75-76; 89.)

The strategy used in this research was a survesirategy is a general plan of action,
which gives a direction to the research. In sumesgarch the researcher selects a sam-
ple of informants from a population and conductpiastionnaire within them. (Altinay
& Paraskevas 2008, 76-82.) A questionnaire was wded on the field, in this case at
the Tampere-Pirkkala Airport in departures termmra. The questionnaire (appendices
1 and 2) was structured, which was the most effeatiay for collecting data from large
number of people. A structured questionnaire meidwas the researcher use pre-
determined, structured set of questions to obtd#orimation from a sample of respond-
ents and then record it. (Altinay & Paraskevas 20@8). At the planning of the survey
also the book Measuring customer satisfaction agdlty by Bob E. Hayes (2008, 24-
26; 57-74) was taken into consideration. The mbsh® questions were closed to ease
people to understand and answer them in a hecticoement.
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However, also a few open questions were addecetgubstionnaire to find out possible
new ideas from the respondents. The questionndé@e{gh was planned to be short and
easy to answer. Also, small candy treats were gioghe respondents as a reward from
filling the questionnaire. Moreover, the respondemad a possibility to take part in a
lottery to win signed DVD box of Madventures. Maduges is a Finnish travel docu-

mentary. Their television series concentrates akpecking. It is presented by Riku

Rantala and Tuomas "Tunna" Milonoff. (Madventutdews & Introduction 2012.)

The goal was to reach at least 200 responses.sliney had a deductive approach,
meaning that the researcher selected a sampleopfepédn this research the sample was
holiday tourists at the Tampere-Pirkkala AirporteTidea was to make the survey
among the people, who most likely have recentlyharged currency before their trip.
That is why Tampere-Pirkkala Airport was ideal gldor conducting the survey. The
days for conducting the survey were selected acogited certain flights: London, UK
and Budapest, Hungary. The both of the destinatigses other currency than Euro,
which makes it more likely that the respondentsehiately exchanged currency. The
survey was handed out to the people and the reepamsre processed anonymously.
The type of this research is called descriptivetapurpose was to find out people’s
behaviour or expectations about currency exchaogganies. (Altinay & Paraskevas
2008, 26-27; 107-131.)

The processing method used for the research wad. Tiel is statistical data pro-
cessing software, which was quite ideal for analyzarge amount of responses as the
graphics and figures were easily formed with itedtetical framework presented in

chapter 2.3 was used to analyze the data collected.

2.6 Research process

The following chapter three presents the case cogpts services and customers in
more detail. That follows by chapter four, the gse of the results. The results are
presentedhrough figures using the theory presented in @vapt3, but also the own
thinking of the author has been used in the anmadypiart. The chapter fiveoncludes

the research findings.
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3 THE CASE COMPANY: FOREX BANK

3.1 A different kind of a bank

FOREX's business concept is to provide foreignenay to people, who are travelling
abroad and to overseas visitors. FOREX wants iiscgs to be available at convenient
times, from convenient locations, at the most faable exchange rates and at the low-
est commissions and charges. FOREX calls itsefwedish “en annan bank”, a differ-
ent kind of a bank. This nomination is because #i®yan unusual bank; some of the
offices are open even from 5am till 10pm. FOREX sieals with cash, which many
banks do not really do these days anymore. (FOREBXKBBuUsiness concept;, FOREX
Intranet: Affarsplan.)

FOREX wants to promote easier and more enjoyabligldyfor its customers. The
company has its own idea of easier and more enlieyap: they want to sell simple
bank services with personal service and high aviéith\a Availability and service can
be seen in the generous opening hours, multi-atiirdnd the physical presence via the
store network. FOREX Bank sees that there arerstilhy aspects to improve and de-
velop to make customers travel easier and moreMiamy things start inside the com-
pany and they want employees to enjoy their wodk to general all the employees in
FOREX Bank are travel-minded and they speak ovediBfrent languages. (FOREX

Intranet: Affarsplan.)

A 2ot

VAIHDA ENNEN
MATKAA JA
PULAHDA HETI
UIMAAN

Rt

PICTURE 1. Easier and more enjoyable holiday (Phe@REX Bank)

The picture above describes the easiness and moredliday, when the currency has

been exchanged before the holiday at FOREX Bank. dustomer does not have to
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think about the currency exchange when travellihg, is already done in the origin

country.

3.1.1 FOREX customers

FOREX’s customer base consists of traditional pevend small corporate customers:
tourists and business travelers. Lately, FOREXfbasd a new target group: large cus-
tomer segment. This means two different thingsoperations with the other banks and
other companies dealing with cash. The above-meatios more visible in the home
country of FOREX, Sweden. However, also in Finlémely have co-operation with oth-
er banks. Usually that means that the customeradygtntages from buying FOREX’s
services. (FOREX Intranet: Affarsplan.)

3.1.2 FOREX’s other services

In addition to currency exchange, FOREX operatemnaggent of Western Union. They
send people’s money all over the world, but custsnage also able to withdraw the
money sent to them from FOREX. According to FOREXOB, all this happens fast and
simple. Also, FOREX has its own travel economisatfihs Varén, who travels around
the world to ease and help FOREX customers to rtiede holiday successful. In Swe-
den and Norway FOREX have more banking operatiaoms srvices already. These
services are expected to arrive to Finland at sq@uoiat too. (FOREX Intranet:

Affarsplan; Reseekonomen.)
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4 ANALYSIS

4.1 Data collection

The data was collected at the Tampere-Pirkkalaokinm terminal number one. At that
time terminal number two was out of use due to vation. The first day of data collec-
tion on the field was 50f September 2014. The purpose of the researchgtavcol-
lect responses from the people flying to Budagéshgary. However, there was anoth-
er flight at the same time to Malaga, Spain, whady affect on the overall results of
this research. The second day for the data cadlestias 18 of September 2014, when
there was a flight to London, UK. Also, there wamther flight departing to Stock-

holm, Sweden at the same time, which again, mag imapacts on the research results.

Altogether 153 responses were received duringwiediays of data collection. The aim

was to receive at least 200 responses, but recéb@avas also seen enough to get reli-
able results. In the following chapters the resutsidering the expectations of cur-
rency exchange service in Finland, are presentdajumes and analyzed through the
theory of service quality. In the following paraghs and figures the background in-

formation about the respondents are introduced.
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4.1.1 Background information about the respondents

The first question of the questionnaire (appendicard 2) considered the gender of the
respondents, and all the 153 respondents answeieduestion. The responses were
received quite evenly from men and women; howewvemost of the respondents were

female as seen on the figure 1 below.

Gender
Male 40
0 20 40 60 80 100
%

FIGURE 1. Gender

The second question was an open question aboagthef the respondents. The figure
2 shows that the most of the respondents wereeat tthenties, 21-29 years old. How-

ever, the age of the respondents is spread ratleaitye The youngest respondent was
13 years old and the oldest 87 years old. The geeage of the respondents was 40,4

years. There were four respondents, who did natvant this question.

Age

0 20 40 60 80 100
%

FIGURE 2. Age
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The third question was a closed question aboutMbrking status of the respondents.
Clearly most of the respondents expressed to béogegh The number of the students
and retired people were almost the same and tiveyefib the second largest group of
the respondents working status. Only a few of éspondents were unemployed. There
were only two respondents out of possible 153, didanot want to mark their working

status.

Working status

Employed — 62

Unemployed

Student 15

M
1
Retired F 16

20 40 60 80 100
%

o -

FIGURE 3. Working status

The fourth question was an open question. The merp@s to find out the place of res-
idence of the respondents. Figure 4 shows, hove thier quite many people also outside
of Tampere region travelling via Tampere-Pirkkalapart. The answers were divided
into four bigger groups. As seen on the figure Wwealmost half of the respondents
came from other cities in Finland. However, alm&&{percent stated to live in Tampere
and altogether almost 40 percent in Tampere oreggon. There were also some re-
spondents flying back to their home countries. €hgere seven responses missing on

this question.
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Place of residence

Tampere h 27

Municipalities near to Tampere - 12

Other city in Finland _ 49

Abroad F 12
0

20 40 60 80 100
%

FIGURE 4. Place of residence

Generally it can be said that the typical respoh@érihis survey was a female at the
age of 40. She was a working person and travelliag ampere-Pirkkala Airport, even
though the place of residence was a city in Finldsad did not belong to Tampere or its

region municipalities.

4.1.2 Exchanged currency

The figure 5 below shows that clearly most of tbgpondents did not exchange curren-
cy before their trip, even though the survey wasdaated during the flights, which
were departing to countries that do not use Eurthag currency like Finland does.
This can be partly explained that 12 percent ofrdspondents did not live in Finland
and they might had have been travelling back to th@me countries. Also, when the
survey was conducted there was a flight to Mal&yain, where they have Euro as a
currency too. Otherwise, Hungary has the Forinthpdan the Pound and Sweden the
Crown as a currency. There were ten respondents dighnot answer to this question.
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Currency exchanged before the trip

Yes

No

o
N
o
S
o
o]
o
o0
o

100

FIGURE 5. Currency exchanged before the trip

The respondents, who had exchanged currency bifeiretrip, did the exchange most-
ly at the FOREX Bank. It can be seen on the figutkat FOREX is clearly distinctive
from the others. However, people also exchangetkwray in their own banks. This
might be due to the fact that FOREX is not sprdhdwer the Finland and that is why
own bank is the easiest place for currency exchahigere were also some respondents,
who had exchanged currency at the airport. Sonteeopeople, who answered this op-
tion, explained in the next question that on thevimus trip to the same country they
had exchanged currency for the future trip. Thigl&xs the fact that there is no curren-
cy exchange office at the Tampere-Pirkkala Airpd@hiere were also a couple of re-
spondents, who stated to exchange currency somevelss like at the Change Group.
Also, some foreign respondents explained that Heirttrip to Finland they had ex-
changed currency in their local currency excharffjeeo Altogether 57 out of 153 re-

spondents answered to this question.
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Place for the currency exchange

Own bank h 25

ForexBank [N 7

Change Group | 2

Airport - 9

Other F 2

0 20 40 60 80 100
%

FIGURE 6. Place for the currency exchange

It can be seen on the figure 7 that the place ©iflemce has an influence on where peo-
ple have exchanged currency. Obviously foreignakgemot used FOREX services, but
this is rather questionable result as the numbeheforeign respondents is low. Peo-
ple, who marked to be from another city than Tam@eemed to exchange currency in
own bank or at the airport. However, for Tampemadents FOREX was more familiar,
even though they had also exchanged in another badkat the airport too. People
from Tampere region’s municipalities had only u$gdREX Bank’s services for the

exchange.
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Place of residence compared to place for the
currency exchange place

100

30 B Tampere

60 Municipalities near to
Tampere

O\Q g . .
40 M Other cities in Finland
20 M Abroad
0 -

Own bankForex BarGhange GroupAirport ~ Other
(N=13) (N=37) (N=1) (N=5) (N=1)

FIGURE 7. Place of residence compared to placéhocurrency exchange

It can be seen on the figure 8 that people ardylilkereturn to use the same company’s
services as where they exchanged the currency.Widssa closed question with possi-
bility to justify the answer. Only a few peopletsththat they would not use the same
company’s services again. One reason for that foeerexample poor exchange rates at
the airport. Also, some people had withdrawn casimfan ATM on their previous trip

to the same destination, so the exchange for tketnp was not needed. Some of the
respondents, who had exchanged in own bank staédedason for not using their ser-

vices again was lack of different currencies azdsbf the notes were limited.

However, reasons for using FOREX Bank’s servicesmgere stated to be the follow-

ing ones:
- good service and safety - reliable, good rates, free ex-
- easiness, fastness and expert change back and travel tips giv-
- reasonable fares and fees en
- effortless and leftovers can be - habit
exchanged back - fluency and exchange back to
- functions well Euros affordable
- kind and fast service, reliable - easiness
- most familiar option - fast and easy
- fast service - good service and online services

- convenience are good to do things in advance
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- fluent, reliable and professional - good service, easiness

service - no commission or extra fees,
- good service guite good and fast service, good
- uncomplicated and easy service location, easy and effortless
- reliable, close, easy to visit - fast and easy to exchange, good
- best place for exchange, fastest service

and most reliable - fast and kind service, easiness
- everything works well - easy, smooth and good rates

Those, who answered that they have exchanged cyriantheir own bank, told the

reason for visiting the same company again to ddahility, fastness, good rates and no
commission. Altogether 56 respondents answeredqumestion, which is one response
less compared to number of responses in the prewaoastion about the place for cur-

rency exchange.

In the beginning of this research in chapter 2@dsented SERVQUAL instrument is
ideal for measuring service quality. The dimensiossd in SERVQUAL are: tangibles,
reliability, responsiveness, assurance and empatnygibles meaning: the appearance
of physical facilities, equipment, personnel anchomnication materials. (Zeithaml et
al. 1990, 27.) According to the responses in gaesibout willingness to visit the same
company again for the currency exchange, in FOREXservice of the personnel is
seen good, fast and kind. There were also someionsrabout good location and use-
ful online services. These arguments show thaeadtltangibles dimension functions

well at FOREX. Also, according to the open ansviieescompany is seen reliable.

These responses show that service quality is rdaahEOREX at least to some extent.
According to the service process’ quality requirateeabout availability, interaction
and customer participation by Grénroos (2000, Z#@sented earlier in chapter 2.3.4;
must mean thaFOREX is meeting the customers’ expectations amdepgions of the

currency exchange service as people are willimgtiarn to use their services again.
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Willingness to visit the same company
again

FIGURE 8. Willingness to visit the same companyiaga

The question number eight was a simple closed iquesthe purpose was to find out,
whether people calculate their budget before fpeyes or no. According to the results,
it can be said that half of the people had a buttgeteir trip and half of them did not.
Only one response out of possible 153 was misgintpis question.

Budget calculated in advance

No
49 %

FIGURE 9. Budget calculated in advance

According to the results respondents at their tigsrdre more likely to calculate their

budgets before the trip. However, for the samegagap is also unlikely to think about
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the budget in advance. The most visible differecee be seen in the age group 50-59

as they seem to have a tendency not to draw a btatgeholiday.

Age compared to budget calculated in
advance B -20

100 21-29

90

80 M 30-39

70 -

60 40-49

50 M 50-59

40

30 60-69

20 —

10 ——— —_— . 70-79

0 80-89
Yes No
(N=77) (N=71)

FIGURE 10. Age compared to budget calculated iraadg

In general, according to the results, it can bd gzt there are quite many people, who
do not exchange currency in advance in their hooumtry. This result can be affected
by the fact that there was a flight to Malaga, Spa&hen the survey was conducted.
This meaning that currency was not needed to beagxged, as both Finland and Spain
use Euro. Also, some of the people were heading bm¢heir home country, which

means they did not have to exchange any currency.

If the currency had been exchanged, the most ofdébepondents told they had used
FOREX Bank’s services and they would be willinguse their services in the future
too. Open ended questions revealed that people@pter FOREX Bank’'s good ser-
vice, fastness, fluency and reliability. The reswdtso tell that only half of the people
think about their budget before trip and the otiedf does not really pay attention to it.

4.1.3 Preference and expectations of currency exchange

The ninth question considered the preference farenay exchange place. The results

show that there is quite a lot of variation in freferences. According to the results

people were still quite willing to exchange in atcleange office in Finland. However,
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many people also like to withdraw the money an AatMhe destination and many ex-
change currency in their own banks. Also, some lgeapuld like to the leave ex-

change to the airport, which was seen rather expepdace to exchange currency ac-
cording to the answers, when concerning willingnesgisit the same company again.
Only a few people stated likeliness to exchangeeowy in an exchange office at the
destination or at the hotel. This was a multi-resgoquestion, in which 152 out of pos-

sible 153 answered.

Preference to exchange currency
|
In my own bank _
Inan exchange office in Finland ]
Atthe airport [
Atthe hotel |
Inan exchange office at the H
destination
Withdraw money from ATM st the
destination _|
0 20 40 60 80 100

FIGURE 11. Preference to exchange currency

People who live in Tampere would like to exchangeency in an exchange office in

Finland before the trip, but other options are gmefd too. People from the cities
around Tampere seem to like to exchange currentlyeahotel at the destination, but
this result is not reliable due to small numbethaf responses. However, an ATM or an
exchange office at the destination and airportsnsieebe the most preferred option for
them. People, who come from other cities in FinJgrdfer pretty much all the possible
options, but the least the hotels. Foreigners ansf@efer own banks or an ATM at the

destination.
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Place of residence compared to preference to
exchange currency

B Tampere

Municipalities near to
Tampere

M Other cities in Finland

H Abroad

FIGURE 12. Place of residence compared to preferemexchange currency

People at different age prefer also different pleecurrency exchange. According to
the results people under age 30 do not tend toamgehat the destination’s exchange
office, thus other options are seen more likely.t@mother hand people at their sixties
prefer exchange offices at the destination overatier options. In general hotels are
not preferred for the currency exchange at anygagep.

Age compared to preference to exchange currency
100
90
80
70 H-20
60 m21-29
R 30 m30-39
40 W 40-49
30
W 50-59
: ;J:L_- H H d_l h_L
60-69
10 A
m70-
0 - . . . . 70-79
Inmy own Inan Atthe airport Atthe hotel Inan Withdraw 80-89
bank exchange (N=22) (N=3) exchange  moneyfrom
(N=35) officein officeatthe  ATM at the
Finland destination  destination
(N=50) (N=11) (N=38)

FIGURE 13. Age compared to preference to exchangermcy
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The tenth question was about the factors peopleaxmpm a currency exchange office
in Finland. According to the figure 14, it can lated that easiness and fluency, com-
petitive rates and reliability are the most impottéacts people expect from an ex-
change office. Easiness and fluency are seen andkeimportant of them all, which is
also important for FOREX Bank to provide for itsstamers. After the three clearly
most appreciated factors mentioned before comesséavice, city central location and
service in own language. The least answered opthare professionalism of the per-
sonnel and wide selection of the currencies. Thabe, answered “other”, explained it
to be willingness to exchange small amount of mdndjze home country. Some of the
respondents expect that pre-ordering of the cuyrennot needed and the office is able
to offer different currencies, and that the curreg@re available at any times.

Expected from a currency exchange
office in Finland

Easiness/fluency

Competitive rates

Fast service

Wide selection of currencies
Reliability

Professionalism of the personnel
City central location

Service in your own language
Other

100

FIGURE 14. Expected from a currency exchange offidéinland

In general there are no major differences betwberage and what is expected from an
exchange office in Finland. Nonetheless, thereskght deviation on the age group 50-
79, as those respondents seem to expect city téodtedion and service in own lan-

guage. The “other” option is not reliable in th@se as the number of answers is too

low.
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Age compared to expected from a currency
exchange office in Finland

H-20
21-29
W 30-39
W 40-49
B 50-59
60-69
m70-79
80-89

FIGURE 15. Age compared to expected from a currexcjange office in Finland

The figure 16 shows that there are differences éetwmen and women’s opinions.
Women clearly expect availability of wide selectiohcurrencies, personnel’s profes-
sionalism, easiness and central location. Men, kiewexpect more fast service and

competitive rates.

Gender compared to expected from
a currency exchange office in Finland
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FIGURE 16. Gender compared to expected from a eayrexchange office in Finland

The eleventh question considered the most valuedighin the service in a currency

exchange office in Finland. It can been seen infithae 17 below that short queuing
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time is important, but also close to that easir@ss smoothness are valued. Like relia-
bility in the previous question about the expeotadiof a currency exchange office, also

in service it is much valued. Friendliness andtpakss, professionalism, and fastness
and efficiency are also one of the most valueddfadn foreign currency exchange ser-

vice. Even though to provide personal and individed service is important for

FOREX Bank, the respondents did not mark it toher tpriority factor.

Valued the most in service in a
currency exchange office in Finland

Shortqueuing time E————————— 50
Professional e 3]
Friendly and polite = 3
Personal mm g
Easy and smooth me————————— 43
Expertise in currencies = 10
Reliable |e—————— 44
Fast and efficient T————— 31
Multilingual = g
Informative (tips and information...l- 7

0 20 40 60 80 100
%

FIGURE 17. Valued the most in service in a curreexghange office in Finland

People under 30 years noticeably value languadis skithe personnel, but also relia-
bility and efficiency in the currency exchange. pledrom the age group 30-39 value
short queuing time and expertise in currency. Tipe group 50-59 clearly appreciate
informative service; they like to get tips aboug tthestination. Short queuing time and
personal service is important for the age grou®®070-79 year-old people value more

informative service and knowledge about the difié@irrencies.
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Age compared to valued the most in service in a currency
exchange office in Finland

100
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FIGURE 18. Age compared to valued the most in serin a currency exchange office
in Finland

Female respondents seem to value more informatideeapert service, and for men
language skills and easiness are more importanin&ialso seem to appreciate friend-
liness and politeness more than men. Thereforeimportant to give personalized ser-

vice to the customers as not everyone prefersaime ghings in the currency exchange

service.
Gender compared to valued the most in service
in a currency exchange office in Finland
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FIGURE 19. Gender compared to valued the most fimicgein a currency exchange

office in Finland
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The word reliable was appeared quite many timethénresponses. It is clearly im-
portant for the customers. In the SERVQUAL moddhkglity is an ability to perform
the promised service dependably and accuratelypd®ss/eness as a dimension is re-
ferring to the willingness to help customers analvte prompt service. (Zeithaml et al.
1990, 26-28.) Fluency, fastness and easiness watedsto be reasons for using
FOREX'’s services again. The age groups 50-59 anf97€learly appreciate informa-
tive service and expect to be helped. At FOREX eng®s share tips and hints for us-

ing the foreign currency, but also other informatabout the destination if possible.

Knowledge and courtesy of the employees, and tiglity to convey trust and confi-
dence is named to a dimension called assurante ISERVQUAL model. (Zeithaml et
al. 1990, 26-28). This dimension might be also obsifor the customers at FOREX, as
the company is specialized in currency exchangehand the knowledge on it. Basical-
ly, all the responses show that everyone wants ledye and courtesy from the service
in the currency exchange. As the question abodingriess to visit the same company
again reveals that people see this working weF@REX. Empathy meaning: caring,
individualized attention for the customers. (Zeith&t al. 1990, 26-28). This dimension
is important for FOREX and they want to providesoeral and individualized service
for its customers. Answers about good service miigtiude this, but none of the re-

spondents had specified it in the answers.

According to the results people like to exchangeency in their home country before
the trip either in an exchange office or in own lkhadowever, many like to withdraw
the money from an ATM at the destination. Peopkarséo mostly expect easiness and
fluency, competitive rates and reliability from exchange office in Finland. In service
most valued factors are short queuing time, easiaed fluency and reliability. FOREX
Bank’s idea is also to offer easiness in currenahange and favourable rates for its
customers. FOREX wants to promote easier and nmogable holiday for its custom-
ers. The company has an idea of easier and movgadn¢ trip: they want to sell simple
bank services with personal service and high awdithia (FOREX Intranet:
Affarsplan.)

The purpose of the last question of the questisanaas to find out, if there are any
extra services preferred to have in a currency axgé office in Finland. This was an
open-ended question and only a few answers werectegbto receive. Clearly the most
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wanted extra service was travel insurance, but ffitgat tickets were mentioned quite
many times. Many people also stated that othelicnare not necessary in a currency
exchange office in Finland. Some people also gt the information about the desti-
nation would be expected as an extra service aumaaps and guide books were men-
tioned. Also travel checks and money sending sesvikere mentioned by a couple of

people. Altogether 52 responses were receivedsrgtiestion.

Extra services preferredto have in a
currency exchange office in Finland

Travelinsurance | 40

Flight tickets [N )3

Other servicesnot needed [ )5
Travelchecks M 6

Information about the destination [l 10

Money sending service 1 2
Maps and quide books ™ g
Other ™ ¢

0 20 40 60 80 100
%

FIGURE 20. Extra services preferred to have inraeticy exchange office in Finland

Travel insurance has been recently removed fromséhection of FOREX Bank Fin-
land’s selling products, even though many peopie theat they would like to have it as
an extra service in a currency exchange office. él@n, as FOREX Bank is selling
service, especially expert service in currencias, iather good that many people do not

require special extra services in addition to it.

The results show that FOREX Bank meets the qusaétyice requirements of the cus-
tomers quite well. Especially question considerthg willingness to visit the same
company again after the currency exchange indidghasFOREX Bank is meeting the
customers’ expectations. However, there were guigay people, who had not ex-
changed currency in advance, even though foreigreccy was needed at the travel
destination. This could be something that FOREXaalevelop for example by trying
to raise more public awareness of the various cmsand holiday destinations that use

different currencies.
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5 CONCLUSION

The purpose of this bachelor thesis was to findvalitl information of the holiday tour-
ists” expectations of currency exchange servidéimtand. This research was conducted
for FOREX Bank Tampere, which is a foreign exchasgecialist company. The idea
was to achieve valid and relevant information alibatcustomers and their perceptions

and expectations of the currency exchange in Fihlan

The data was collected through a questionnaire.slineey was conducted at the Tam-
pere-Pirkkala Airport in terminal one during th&ffits to Hungary, London, Malaga
and Stockholm. Altogether 153 responses were redeiknalyzing was done through
service quality theory and author’s own thinkingldhen compared to FOREX Bank’s

business idea.

According to the results people like to exchangeency in their home country before
the trip either in an exchange office or in own lkhadowever, many like to withdraw
the money from an ATM at the destination. Peopnsé mostly expect easiness and
fluency, competitive rates and reliability from exchange office in Finland. In service
most valued things are short queuing time, easimesb fluency, and reliability.
Though, there were some differences in the resgdnseveen the age groups and gen-

ders.

There are still quite many people, who do not ergeacurrency before the trip even
though currency exchange would be needed. Alsce e rather many people, who do
not calculate any budgets for the vacations. Adogrdo the results, the most wanted
extra service alongside the currency exchange raasltinsurance, but also flight tick-
ets were mentioned quite many times. On the othed hmany respondents stated that

other extra services are not necessary for thewcyrexchange office.

A company needs to fully understand its customexgectations. The understanding
should start from the outside, from the customersgectations. If the understanding
starts from the inside out, it usually means thagany is not delivering the ideal quali-
ty service as the understanding comes from whatntheagement thinks customers
should want from the service. (Zeithaml et al. 1990-53.) According to the research
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conducted by Zeithaml, Parasuraman and Berry, fitn@diut what customers expect is
essential to providing quality service. (Zeitharhlaké 1990, 27). As mentioned before
FOREX Bank’s main product is service; it is sigoélint to provide quality service to
maintain customer satisfaction and to meet cust@xgectations. It can be said that the
only criteria that count in evaluating quality seevis defined by the customers and that
is why companies should define quality the same asyhe customers do. (Zeithaml,
Parasuraman & Berry 1990, 16.) Providing qualitywiee is essential to stand out from
the competitors (Gronroos 2000, 103-106). That hy whis marketing research might
be significant for FOREX Bank Tampere to keep tbmpany, at least in Finland, up-

dated of today’s customers’ expectations.
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APPENDICES

Appendix 1. Questionnaire in English

1. Gender: Female|:| Mal|:|

2. Age:

3. Working status:

Studd_]  Ref_ld

Employed L] Unemploye( ]

4. Place of residence (city):

5. Have you exchanged currency before your trip?
If not, go to question 8.

1. Yes
2. No

6. If you answered “yes” to the question above,
where have you exchanged the currency?

1. Own bank

2. Forex Bank

3. Change Group
4. Airport

5. Other,where:

7. If you exchanged currency in advance, would you
visit the same company again?

1. Yes
why:

2. No
why:

8. Did you calculate your budget in advance?

1. Yes
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9. Where would you prefer exchanging currency?

Please choose one answer that matches your view the

Mmost.

1. In my own bank

2. In an exchange office in Finland

3. At the airport

4. At the hotel

5. In an exchange office at the destination

6. Withdraw money from ATM at the destination

10. What do you mostly want from a currency ex-
change office in Finland?Please choose three an-
swers that match your view the most.

. Easiness/fluency
. Competitive rates
. Fast service

. Wide selection of currencies

. Reliability

. Professionalism of the personnel
. City central location

. Service in your own language

. Other, please specify:

©O© 0N O WNPF

11. What kind of service you value the most in a
currency exchange office in FinlandPlease choose
three answers that match your view the most.

. Short queuing time

. Professional

. Friendly and polite

. Personal

Easy and smooth

. Expertise in currencies
. Reliable

. Fast and efficient

. Multilingual

10. Informative (tips and information about thetdes
nation)

© O ~NOUAWNER

12. What kind of extra services you would like to
have in a currency exchange office in Finland?
(E.g. travel checks, travel insurance, flight titshe




Appendix 2. Questionnaire in Finnish

1. Sukupuoli: Nainen_j Mie{_j
2. Ika:

3. Tyétilanne:
TyOssakayvd | Tyoto[ ] Opiske[_h akKeelld ]

4. Asuinkunta;

5. Oletteko vaihtaneet valuuttaa ennen matkaa?
Jos ette, voitte siirtyd kysymykseen numero 8.

1. Kylla
2. En

6. Jos vastasitte edelliseen kysymykseen "kylla”,
missa vaihdoitte valuuttaa?

1. Oma pankki
2. Forex Bank
3. Change Group
4. Lentokentta
5. Muualla, missa:

7. Jos vaihdoitte valuuttaa etukéteen, niin
kayttaisittekd saman yrityksen palveluita toistekir?

1. Kylla
koska

2. En
koska

8. Laskitteko budjettinne matkalle etukateen?

1. Kylla
2. En
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9. Miss& mieluiten vaihtaisitte valuuttaa?/alitkaa
yksi vastaus, joka parhaiten vastaa nakemystanne.

1. Omassa pankissani

2. Valuutanvaihtopisteessad Suomessa
3. Lentokentalla

4. Hotellissa

5. Kohteen valuutanvaihtopisteessa

6. Nostan automaatista kohteessa

10. Mika on mielestanne tarkeinta valuutanvaih-
dossa Suomessaalitkaa maksimissaan kolme
vastausta, jotka parhaiten vastaavat nakemystanne.

. Helppous/sujuvuus

. Kilpailukykyiset kurssit

. Nopea palvelu

. Laaja valikoima eri valuuttoja
. Luotettavuus

. Henkilokunnan ammattitaito
. Keskeinen sijainti

. Palvelu omalla kielella

. Jotain muuta, mita:

©O© 0N O WDNP

11. Minkéalaista palvelua haluatte valuutanvaihto-
pisteessa Suomessaralitkaa maksimissaan kolme
vastausta, jotka parhaiten vastaavat nakemystanne.

. Lyhyt jonotusaika

. Ammattitaitoista

. Ystavallista ja kohteliasta

. Henkilokohtaista

. Helppoa ja sujuvaa

. Valuuttojen asiantuntemusta

. Luotettavaa

. Nopeaa ja tehokasta

. Kielitaitoista

10. Informatiivista (vinkkeja seka tietoa kohtegsta

© 00O ~NO O~ WNPF

12. Millaisia lisdpalveluita haluaisitte valuutanvah-
topisteen Suomessa tarjoavan?
(Esim. matkashekit, matkavakuutus, lentoliput)




