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The objective of this research is to categories the market in micro scale and based on
the costumer’s expected benefits in Pasargad bank in Rasht. The essence of this
study is an applied research which uses descriptive research approach for data
gathering. Statistical population is constituted by any natural person or legal person
(with maximum 50 employees) who has an account in the aforementioned bank. A
total number of 600 questionnaires are distributed between the costumers in 4
branches of the bank (150 questionnaires in each branch). The Questionnaire is
designed in three sections; the first section contains the demography data, including
age, sex, marital status, education, job, income, place of living and etc. The second
part is about the …, banking knowledge and interests, number of banks that the
costumer is working with, using the bank services, the kind of bank account. In the
last section, 50 questions are asked about the importance level of expected benefits
of the aforementioned bank. In this study, content validity approach is used to
validate the questionnaire. The reliability of the questionnaire is calculated using
Cronbach’s alpha in the SPSS 20 and equaled to 827. Costumers are categorized
using factor and cluster analyses. Factor analysis is used to identify and extract the
main factors and cluster analysis is used to determine the subcategories. The results
showed that 80.5% of the samples were men and 19.5% were women, 89.4% were
married and 10.6% were single, age range 21 to 35 with 378 samples (69.29% of total
samples) and age range over 65 with 5 samples had the highest and lowest
participation, respectively. Also between different levels of educations, diploma
degree with 186 samples, between different jobs, self-employed people with 255
samples, between different levels of incomes, the one with range of 500000 and
1000000, had the highest participation in the questionnaire. Also the results of the
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second section showed the followings: about the banking knowledge most
respondents have an average level of knowledge with 302 frequency, about the
interests in banking 283 samples have a high interests in banking, 368 respondent
have an account in an another bank, natural person with 508 samples have more
account than legal persons. Also 271 respondents (more than 50%) used the ATM as
their first choice in banking and 266 samples used a deposit account as their first
account in the bank. Finally, using factor analysis, 9 main factors were identified.
These factors could characterize the 62% of the variance of the expected benefits of
the costumers. These factors are 1) employees of the bank 2) the quality of services
3) technology 4) physical appearance and different services 5) investment and
banking facilities 6) costs 7) reputation 8) availability 9) incentives. The cluster
analysis for the 4 section showed that in first subcategory, employees, availability,
technology and quality of services are important in this subcategory, respectively.
Other parameters including investment, physical appearance and different services
and incentives are not important in this group. In the second subcategory, factors
including employees, availability, the quality of services and investment and banking
facilities have great effect in the subcategory and its importance are higher than
subcategory 1 and 4 and lower than subcategory 3. Reputation factor has a minor
importance in this group. In third subcategory, all factors are important with respect
to other subcategories, but factors like employees, the quality of services,
technology, and investment and banking facilities have higher importance in the
subcategory, respectively. Finally, in the fourth subcategory, factors like employees,
availability, reputation, the quality of services are important. Incentive factor has a
minor importance in this subcategory. Based on the extracted subcategories it could
be concluded that the factors of employees and availability have higher importance in
the four subcategories. The second and fourth subcategories are quite alike in terms
of factor priority and their value, in a way that in the third subcategory, these two
subcategories are different.
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