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Abstract

This study seeks to confirm whether favourable affective evaluation of financial ser-
vices can be a significant antecedent of perception of functional, hedonic, and symbolic 
benefits, and to show whether these benefits can influence customer satisfaction. The 
relationships were confirmed through confirmatory factor analysis (CFA), applied 
to a survey of 786 people, using nonprobabilistic quota sampling. The environment 
characterized by rational decision-making, the customer’s affective evaluation, is an 
explanatory factor of satisfaction. The functional, hedonic, and symbolic benefits play 
an important amplifying role connecting affective evaluation and customer satisfaction. 
Given the little attention paid by the specialized literature to the link between affective 
evaluation-benefits and satisfaction, it may be premature to offer final conclusions. The 
academic sector is provided with some bases to analyse the effect that the perception 
of the benefits may have on the relationship between the affective evaluation and the 
satisfaction of the client. For managers in the financial service sector, it provided some 
analytical instruments oriented to caring for the tangible and intangible characteristics 
that intervene in providing financial services to their customers. The originality of this 
study is that the perceived benefits act as antecedents to satisfaction and as a conse-
quence of the affective evaluation.

Keywords: affective evaluation, benefits, satisfaction, financial services

1. Introduction

Financial service is one of the most dynamic areas in the financial sector. Its dynamism has 
generated intense competition among the main actors in the market [1]. Constructing a good 
relationship with customers is essential for the survival of businesses in the long term [2]. 
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The main concern of banking institutions has been to maintain and/or increase connection 
with their customers by being able to provide products and/or services that give a high 
degree of satisfaction. The important role of customer satisfaction in the decision-making 
process has been widely studied. In fact, a satisfied customer will contribute to improve an 
institution’s reputation [3] and will be willing to return and to recommend the institution [4], 
maintaining a higher degree of loyalty [5] and staying with the institution for a longer period 
of time [6]. It is thus very important for the banking institution to ensure that its customers 
obtain the state of satisfaction desired [1]. The different factors oriented to achieve this state 
of satisfaction are well known: perception of price and post-purchase performance [7], qual-
ity of the service received [8], perceived value [9], trust and empathy [1], and evaluation of 
what is received vs. expected [10]. Although it has been argued that satisfaction is affective 
in nature [11, 12], satisfaction can also arise from a good perception of the benefits that the 
customer possesses [4]. Further, these benefits can become a very important point when 
achieving greater connection between affective evaluation and customer satisfaction. It is 
known that affective evaluation can be a very important antecedent of the perception of the 
services the consumer receives [13], but there is still little evidence to show the presence of 
a connection between affective evaluation—benefits—satisfaction, especially in the financial 
market. This study proposes that satisfaction can be a result of the perception of functional 
benefit [14], hedonic benefit [15], and symbolic benefit [16]. It is also proposed that these ben-
efits, in turn, result from the customer’s affective evaluation [17]. This benefit triad can play 
an important role in the relationship affective evaluation–satisfaction. For a financial institu-
tion, it is very important that the customer come to identify with the benefits obtained as 
antecedents of satisfaction, and at the same time, as a result of his or her affective evaluation.

2. Theoretical foundations

2.1. Affective evaluation

It has been argued that affective evaluation can be defined as an individual’s set of emo-
tions, whether real, predicted, imagined, or gathered from his or her relationship to others 
[18]. The specialized literature also indicates that affective evaluation is characterized as emo-
tionally reactive, a response with minimal direct control [19]. In other words, the consumer 
will respond spontaneously to the stimuli he or she receives from the environment. Affective 
evaluation can be manifested physically [20]. The consumer will use body language to express 
his or her emotional state in the presence of these stimuli. Finally, it has been shown that 
affective evaluation responds to most stimuli and can be learned [21]. Thus, the consumer will 
express affective well-being in the presence of both material and nonmaterial stimuli received 
through a specific product or service.

2.2. Functional benefit

The functional benefit expected is essential for a consumer. It is acquired as a result of the 
consumption of products and/or services that respond to consumers’ essential needs and the 
solving of their problems [22], thereby avoiding frustrating experiences [23]. The customer 
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will seek to obtain the greatest advantage for the product or service consumed and will gen-
erally attempt to find that advantage in the attributes of the product itself. These attributes 
are often related to basic needs, such as physiological needs or the need for security, which 
are dedicated to eliminating or avoiding a problem. Customers not only seek answers to their 
basic needs but also expect integral solutions to their problems ([24]. The customer’s experi-
ence will expose the reliability and competence of the service received [25].

2.3. Hedonic benefit

Given the relatively rational type of decision made by the customer of a financial institu-
tion, hedonic benefit is a very important attribute [26]. The customer will attend this institu-
tion motivated not only by need but also by the pleasure experienced through the attention 
received [27]. This benefit emerges as a result of the customers’ psychosensory experiences, as 
a result fundamentally of the need for stimulation and the search for pleasing sensations that 
customers expect when using a financial institution [28]. The customer expects to find this 
pleasure through his or her experience with the service, which is associated with fantasies and 
feelings characteristic of its nature [29]. The perception of hedonic attributes involves an accu-
mulation of global multisensory experiences. Institutions that can understand the customer’s 
needs and activate these multisensory images by stimulating the different senses will be able 
to achieve a perfect consumption experience [30].

2.4. Symbolic benefit

Symbolic benefit can contribute to a great extent to strengthen the relationship between customer 
and financial institution, since it is associated with the underlying needs for social approval and 
self-esteem and corresponds fundamentally to attributes not directly related to the products [4]. 
Symbolic benefit is defined as the benefit received from multiple components of “self-concept.” 
One’s “self-concept” is essentially the result of the evaluations that others make of one, whether 
these evaluations are real or not [31]. It is composed of a variety of representations that each person 
has and that are united to a particular set of social circumstances [32]. The literature has used four 
components of self-concept to explain the consumer’s behavior at the moment of consumption: 
real self-image, ideal self-image, social self-image, and ideal social self-image [33]. Consumers 
will seek to surround themselves with their reference group [34] and will prefer the banking 
institution attended by people who may reinforce their degree of belonging to this group.

2.5. Satisfaction

Customer satisfaction has been widely recognized as a determining factor not only of customer 
loyalty [6], but also of the firm’s sustained profitability [35]. A satisfied customer shows greater 
resistance to price elasticity, enabling the organization to increase its competitiveness, reduce 
its costs, and improve its reputation [36]. For a financial institution, it will be very important to 
have customers with a high degree of satisfaction. Review of the specialized literature enables 
us to define satisfaction as a post-consumption emotional response that simply happens or 
that occurs after a process of comparing expected vs. real performance [11]. When satisfac-
tion results from confirmation of expectations, it can be defined as “evaluative satisfaction.” 
When it is the result of nonrational processes, it is defined as “emotional satisfaction” [37]. 
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Satisfaction will have a positive influence on any customer’s post-purchase behavior [38], since 
it stems from general appreciation acquired after the customer’s visit to a financial institution.

3. Hypotheses

3.1. Perceived functional benefit of the banking service as antecedent for customer 
satisfaction

It has been argued that tangible and intangible attributes, the main components of functional 
benefit, provide a greater degree of consumer satisfaction [39]. These components could form 
part of the design or esthetic of the products and/or services [40]. Whether or not they are 
perceptible, these attributes associated with the products and/or services can also influence 
the consumer’s degree of satisfaction [15]. The functional benefit obtained through these com-

ponents will improve the customer’s state of satisfaction [14]. In the context of the financial 
service industry, it is thus possible to propose the following hypothesis:

H1. The better the perceived functional benefit of the banking service, the greater the cus-

tomer satisfaction.

3.2. Perceived hedonic benefit of the banking service as antecedent for customer 
satisfaction

The specialized literature shows the hedonic consumer’s tendency to seek experiences of plea-

sure that provide him or her with the greatest degree of satisfaction [39]. The psychological ben-

efits derived from hedonic experiences can increase the consumer’s degree of satisfaction [15]. 
Therefore, in the context of the financial services industry, it proposed the following hypothesis:

H2. The better the perceived hedonic benefit of the banking service, the greater the customer 
satisfaction.

3.3. Perceived symbolic benefit of the banking service as antecedent for customer 
satisfaction

It has been argued that the symbolic benefit obtained by the consumer is directly and posi-
tively related to his/her satisfaction [16, 41]. The symbolic meaning granted to specific attri-
butes will be closely linked to the satisfaction the consumer experiences [42]. In the context of 
the financial service industry, therefore, it can be proposed that:

H3. The better the perceived symbolic benefit of the banking service, the greater the customer 
satisfaction.

3.4. The affective evaluation of the banking service as antecedent of the functional 
benefit perceived by the client

The affective purchase leads to greater satisfaction in the long term for purchases considered 
“important.” Affective evaluation, that is, the emotional characteristics created around a product, 
has a positive influence on the functional benefit the consumer desires [17, 43]. An emotionally 
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attractive product increases the functional benefit the customer desired [44]. In the context of 
the financial services industry, it is thus possible to formulate the following hypothesis:

H4. The better the effective evaluation of the banking service, the better the functional benefit 
perceived by the client.

3.5. The affective evaluation of the banking service as antecedent of the hedonic 
benefit perceived by the client

In the specialized literature, it has been argued that, during the process of choosing a ser-
vice, affective evaluation influences the hedonic benefit expected [45]. That is, the pleasure 
experienced in the purchasing process is the result of the favorable affective evaluation the 
consumer makes [46]. Further, the consumer’s hedonic behavior will be positively affected 
by the affective evaluation of his/her environment [47]. In the context of the financial services 
industry, it is thus possible to propose the following hypothesis:

H5. The better the effective evaluation of the banking service, the better the hedonic benefit 
perceived by the client.

3.6. The affective evaluation of the banking service as antecedent of the symbolic 
benefit perceived by the client

According to the literature, affective evaluation is highly relevant, since it is an antecedent 
closely linked to the symbolic benefit that the individual expects [48, 49]. Further, affective 
evaluation is decisive for the consumer to obtain the symbolic benefit desired [50]. In the con-
text of the financial services industry, therefore, it can be assumed that:

H6. The better the effective evaluation of the banking service, the better the symbolic benefit 
perceived by the client.

This can be represented schematically as follows (Figure 1):

Figure 1. Theoretical model. Source: Own elaboration.
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4. Methodology

To identify the most appropriate scales for measuring the relationships proposed with a high 
degree of reliability, validity, and dimensionality, it developed a process with several stages 
[51]. The first stage consisted of constructing scales with a good degree of content validity. 
It made an exhaustive literature review, taking as reference the scales constructed in various 
prior studies of affective evaluation [52, 53], symbolic benefit [54, 55], functional benefit [56], 
hedonic benefit [56, 57], and satisfaction [58–60].

A study of critical incidents was done, in which people were asked to describe the factors that 
formed part of the constructs analyzed. Fifty people chosen by nonprobabilistic convenience 
sampling participated in this study, from which was obtained the prior scales of the study con-
structs. A second procedure was done to purify these scales, following the recommendations of 
[61]. There was also a series of “focus groups” composed of regular clients from different banks 
in Chile, as well as interviews with business experts and executives from the banking industry. 
These analyses permitted us to identify the indicators that best reflect the dimensions needed 
for this study, reformulating and/or eliminating indicators that were problematic or repetitive 
using a modification of the [62]. Each expert was asked to classify items relative to their dimen-
sion, considering three alternatives: clearly, somewhat, or not at all representative. Finally, it 
was decided to preserve the items in which there was a high level of consensus [63]. From these 
analyses, it obtained the scales that enabled us to develop the questionnaire. In the second stage, 
after constructing the questionnaire, it performed a quantitative pre-test with a random sam-

pling of 50 people. Using these data, it calculated an exploratory factor analysis and the Alpha 
Cronbach for each of the resulting dimensions. This initial analysis enabled us to confirm the 
existence of each dimension resulting from the preceding analyses. The items were written as 
statements (see Table 1) to be evaluated using a 7-point Likert scale.

It used nonprobabilistic quota sampling proportional to the market participation of the first 
three leading banks in the private banking sector in Chile: Santander Bank (18%); Chile Bank 
(17%), and BCI Bank (15%)1. The surveys were administered outside the main branches of 
each bank, especially in the downtown of Santiago.

In the third stage, the data was collected. The survey was applied to a total sample of 850 
people. It has, however, to eliminate 64 forms because they were incomplete and/or incorrectly 
answered, leaving a definitive sample of 786 people. For the responses, the last visit the bank 
was taken as a reference at which the respondents were customers. Of the total interviewees, 
64% were men and 49% were married (83% were 25–54 years old, 84% held university degrees, 
89% worked full time, and 81% had monthly incomes over 750,000 Chilean pesos (1.114 USD)2.

With the data obtained, it has been made a psychometric analysis to develop scales with a 
good degree of reliability, validity, and dimensionality. It applied exploratory factor analysis, 
confirmatory factor analysis (CFA), and various reliability analyses with the Alpha Cronbach 
statistics, reliability construct, and average variance extracted (AVE). To identify the items 

1Risk rating ICR. Knowledge & Trust, December 2016.
2Exchange rate december 23, 2016.
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that did not adhere well to their dimension, it made various principal components factor 
analyses with Varimax rotation [64]. This procedure did not indicate the need to eliminate 
any indicator from the scales analyzed (see Table 2); all scales showed a good degree of one-
dimensionality, with factor loadings well over 0.4 [65].

Taking into account all of the scales constructed, it developed a CFA using structural equations 
modeling (SEM) to confirm whether the indicators or variables were appropriate for achieving 
good model fit. It used the three criteria proposed by [66]. The first criterion consists of eliminat-
ing indicators that had a weak convergence condition with their corresponding latent variable. 
It took as limit a t-student value higher than 2.28 (p = 0.01). The second criterion consisted of 
eliminating from the analysis variables whose loadings translated into standardized coefficients 
lower than 0.5. Finally, it also had to eliminate the indicators that showed a linear relationship 
with goodness of fit, R2 lower than 0.3. In this process, it used the statistical package AMOS SPSS 
22. Following this analysis, it was not necessary to eliminate any indicator. The fit indices for the 
confirmatory factor analysis were acceptable: IFI = 0.948, CFI = 0.948, RMSEA = 0.078, Normed 
χ2 = 5.81. Once verified the optimal model, it confirmed the reliability of each scale by applying 
three tests: Alpha Cronbach (limit = 0.7), composite reliability of the construct (limit = 0.7) [67], 

Table 1. Measurement scales.
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and analysis of the variance extracted (limit = 0.5) [68]. The results show that the minimum val-
ues established for these reliability parameters are fulfilled in all cases (see Table 3).

The validity of the SEM model was confirmed using content and construct validity. The scales 
show a good degree of content validity, since it made a thorough analysis of the literature, a 
study of critical incidents with customers, and then a purification of the scale using different 
“focus groups” with customers and in-depth interviews with commercial experts and execu-

tives from different banks. To fulfill construct validity, it analyzed if the proposal, purified 
scale fulfilled the conditions for convergent and discriminant validity. Convergent validity was 
confirmed by observing that all of the standardized coefficients of the CFA were statistically  
significant at 0.01 and higher than 0.5 [69]. To confirm the presence of discriminant validity, 
it was used the confidence interval test [70], which consists of constructing the confidence 
intervals resulting from the correlations between the different latent variables that compose 
the CFA model (see Table 4). This test indicates the model’s discriminant validity, since no 
confidence interval contained the value of 1 [71].

With all of these antecedents, it concluded that the proposes model shows a good degree of 
general validity.

Table 2. Exploratory factorial analysis of the scales.
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Table 3. Reliability analysis of scales.

Table 4. Discriminant validity.
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Figure 2. SEM results.

5. Results

The six hypotheses formulated above were contrasted using a SEM model [71]. The fit indi-
ces of the model were well above the minimum acceptable values: IFI = 0.956, CFI = 0.956, 
RMSEA = 0.072, Normed χ2 5.11. As can be observed through the standardized β-coefficients 
(Figure 2), the functional benefit (β = 0.81; p < 0.001), as well as the hedonic (β = 0.16; p < 0.008) 
and symbolic benefit (β = 0.02; p < 0.001) have a direct and positive effect on the satisfaction 
of the private bank customer (R2 = 0.72). It would be advisable to observe in detail the strong 
impact that functional benefit has on satisfaction, a value clearly higher than those obtained 
for hedonic and symbolic benefit. The affective evaluation made by the customer in turn has a 
direct and positive effect on the functional (β = 0.57; p < 0.001; and R2 = 0.32), hedonic (β = 0.72; 
p < 0.001; and R2 = 0.52), and symbolic (β = 0.64; p < 0.001; and R2 = 0.41) benefit obtained by 
the customer.

All of the correlations obtained between the constructs had a positive sign (see Table 5).

This benefit triad can play a mediating role between affective evaluation and satisfaction. If 
indirect effects are considered as a special case [72], the mediating effect occurs when a third 
variable, called the mediating variable (VMe), can influence the relationship between an inde-

pendent variable (VI) and another, dependent variable (VD) [73]. To confirm this role of the 
triad, three mediation structures are proposed: (1) affective evaluation—functional benefit—
satisfaction, (2) affective evaluation—hedonic benefit—satisfaction, and (3) affective evalua-

tion—symbolic benefit—satisfaction.

These structures were evaluated using a two-path analysis [73], as indicated in Table 6. For this 
analysis, must be confirmed, both in isolation and as a whole, the extent to which incorporating a 
mediating variable produces less impact of the independent variable on the dependent variable.  
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From the results obtained by the [74–76] tests, the presence is deduced of a strong mediating 
role of the triad of benefits between affective evaluation (VI) and satisfaction (VD) [77].

All of the mediation structures yield significant values for the β-coefficients (p < 0.001). In 
the presence of the mediating variables (benefit triad), a reduction is confirmed in the impact 

Table 5. Correlation matrix.

Table 6. Mediation hypothesis of the proposed model.
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(value of β-coefficient) of affective evaluation (VI) on satisfaction (VD). For example, when 
functional benefit is not present in the relationship “affective evaluation—functional bene-
fit—satisfaction,” the effect of affective evaluation on satisfaction is (β = 0.56 and p < 0.001), 
whereas incorporating functional benefit as mediating variable reduces this impact by nearly 
0.5 points (β = 0.09 and p < 0.001; Δ = 0.47). The same occurs in the relationship “affective eval-
uation—hedonic benefit—satisfaction,” when one does not consider hedonic benefit (β = 0.56; 
p < 0.001); incorporating hedonic benefit in the model decreases the impact by 0.3 points 
(β = 0.26; p < 0.001; Δ = 0.3). For the relationship “affective evaluation—symbolic benefit—sat-
isfaction,” in the absence of symbolic benefit, the impact of affective evaluation on satisfaction 
is β = 0.56 (p < 0.001), and incorporating symbolic benefit, the relationship decreases by nearly 
0.2 points (β = 0.39; p < 0.001; and Δ = 0.17). Therefore, the benefit triad absorbs a large part 
of the impact of affective evaluation on satisfaction, showing clearly the important mediating 
role that the triad plays in this kind of relationship. The statistical tests of [74–76] with their 
respective values of Z ≠ 0 and associated p-values, show the presence of strong mediation 
exercised by the benefit triad, in the relationship between affective evaluation and satisfaction 
of the customers of financial entities.

Taking the theoretical model into account, it also calculated the indirect effects that might 
have arisen from the intervention of a third variable mediating any given relationship [72]. 
The standardized β-coefficients (see Table 7) show the presence of an indirect, significant 
impact of affective evaluation on satisfaction. For this case, the indirect effect of affective 
evaluation is so intense that it not only affects the construct satisfaction but also significantly 
affects the observable variables of functional benefit, hedonic benefit, and symbolic benefit.

Table 7. Indirect effects.
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The benefits triad exercises a mediating influence in the indirect relationship between affec-

tive evaluation and satisfaction. In this instance (although it is not always the case), the coinci-
dence was found that the mediating effect and the indirect effect occur between a VD and a VI.

6. Conclusions and implications

This study demonstrates that it is very important for banking service customers to associate 
their satisfaction with the functional, hedonic, and symbolic benefits obtained. This connec-

tion shows that the consumer is buying not only a basic service but also the various benefits 
this service can provide. That is, it is no good for the customer to make a favorable affective 
evaluation of a service if the service does not obtain the functional, hedonic, and symbolic 
benefits desired. For a financial institution to be perceived as an institution capable of grant-
ing acceptable standards of satisfaction, it must offer customers experiences that lead them 
to obtain the triad of benefits expected. Obtaining the benefits indicated will help customers 
better to connect the affective evaluation they make to their satisfaction. Obtaining this state 
of satisfaction will facilitate the decision-making process. The customer will also possess the 
arguments needed to become a truly loyal promoter of the banking institution, able to rec-

ommend it to others, thereby improving its reputation. Marketing executives should try to 
guarantee that customers obtain the triad of benefits they expect as a way of achieving the 
satisfaction desired with the financial serviced offered.

The banking institution should strive to make the customer perform the most favorable affec-

tive evaluation possible of the financial services offered. This evaluation will form the basis 
for obtaining the triad of benefits expected, which will be received hierarchically, starting 
with functional benefit, followed by hedonic and symbolic benefit. A good example would be 
that bank executives and employees should strive to provide good reception of the customer, 
personalized attention oriented to delivering the financial services available such that the cus-

tomer feels the emotional comfort needed to make financial decisions. A relaxed environment 
will help to decrease the tension caused by eminently rational decisions.

The financial institution could also provide financial services differentiated by unique tan-

gible components to achieve the functional benefit the customer expects. Although the results 
of this study show that it is very important for the customer to obtain the functional benefit 
expected, he or she also hopes to obtain the hedonic and symbolic benefit that the financial 
institution can offer. When an institution succeeds in helping customers find the financial ser-

vices they seek with greater efficiency than at other institutions, giving customers, the atten-

tion required and useful for them, the institution will definitely be viewed as able to grant 
better functional benefits that those of the competition. The institution must also be able to 
offer financial services in an environment in which the customer has “a pleasant experience.” 
In this sense, both the setting of the installations and the good mood of employees are neces-

sary, as both are oriented to providing the customer with a unique experience, which becomes 
almost a genuine social need or a stimulating adventure and avoids the tension inherent in 
financial decision-making. The institution should have the means necessary to create an  
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environment in which customers can, at least for a few minutes, escape their routine and 
should help them to discover “what really matters.”

Another unavoidable issue for a financial institution is its ability to provide the customer 
with symbolic benefits. Marketing executives should take care to know the profile of their 
customers so as to offer them financial services that can reinforce the diversity of self-con-
cepts that compose their identity. For customers, self-image is very important, as is others’ 
image of them, and both of these concerns lead customers to seek the necessary reinforce-
ment through the connection established with the bank. Customers will thus seek an institu-
tion whose financial services provide them with greater status, reflect the best possible image 
of themselves, grant them prestige, and express their lifestyle. From the results of this study, 
demonstrating the close connection established between affective evaluation and functional, 
hedonic, and symbolic benefits constitutes very important information, which shows that 
any financial institution should make the effort to generate the satisfaction the customer 
desires.

As to this study’s implications for managing financial entities, marketing executives should 
consider the important role of delivering the functional, hedonic, and symbolic benefits as 
antecedents of satisfaction and a consequence of affective evaluation. Fulfilling this role is 
of vital importance in establishing marketing strategies for financial services that guarantee 
customer satisfaction.

For academics, it is proposed to continue to develop more in-depth knowledge of the rela-
tionship between affective evaluation—benefits—customer satisfaction through new studies, 
as this research will surely make a significant contribution to the banking industry. It is also 
suggested that this relationship be measured through a multidimensional scale.

7. Limitations

The particular cultural characteristics of the sample, Chilean consumers of banking services, 
can constitute a limitation when extrapolating from the results of this study to other financial 
service markets located in other countries.

The conclusions derived from this study must also be taken with the caution inherent in a 
pioneering application in the banking sector, where the connection between affective evalua-
tion—benefits—customer satisfaction has as yet received little attention.

8. Future lines of research

It is recommend analyzing the effects of functional, hedonic, and symbolic benefit on other 
variables inherent in consumer behavior in the area of finance, such as loyalty to a bank.

It is proposed replicating this study in the area of finance using probabilistic sampling, such 
as simple random sampling.
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