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Perceived transparency is often seen as a solution to breaches of
organisational ethics. It can help to restore trust as a management instrument
of good governance. Some researchers have noted that too much
transparency can lead to harmful consequences, such as suspicion and
mistrust. This disagreement among researchers has created some confusion
about the nature of the effects of perceived transparency on interpersonal
trust. This research aims to conduct an empirical study of the effects of
perceived transparency with regard to commercial banks in Morocco on
customer confidence, particularly among businesses. An in-depth analysis of
the effects of each dimension of perceived transparency on customer trust

Structural Equations provides a more precise understanding of these relational processes. The

findings suggest that there is a need for further investigation of the
transparency-trust relationship, especially as it is under-researched in the
context of the dyadic exchange between Moroccan commercial banks and
their customers/companies.

1. Introduction

In an equally uncertain and complex context, the adoption of transparent, intense, and
continuous communication proves crucial for instilling in the client a commitment and emotional
attachment. It results in the establishment of a robust trust relationship. Transparency has been the
subject of numerous studies in various fields (e.g., service marketing, consumer behavior, etc.). It is
often approached from an ethical and responsible standpoint, emphasizing the perfect disclosure of
information [1]. Some researchers view transparency as an effective means to manage and rebalance
exchange relationships between partners [2].

In a meticulous examination of service-oriented enterprises, some researchers shed light on the
paramount importance of transparency in relation to clients, emphasizing its crucial role in fostering
trust. However, a more skeptical perspective put forth by certain authors suggests that transparency
may potentially give rise to scandals, leading to the delegitimization of the organization. These critics
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argue that excessive revelation of internal operations allows clients to conduct audits, potentially
resulting in unfair judgments about the organization's functioning. This paradox within the literature
distinctly justifies the focus of our research. We delve into the dynamics of transparency and trust
within the realm of banking activities, with a specific emphasis on the dyadic bank-client exchange
relationship. Employing a multidimensional approach, we scrutinize the perceived impact of
transparency concerning commercial banks in Morocco on the trust held by clients/companies,
taking into careful consideration the antecedents of trust.

Our research focuses specifically on the dyadic exchange dynamics between commercial banks in
Morocco and their clients, specifically targeting "businesses". The heightened interest in investigating
this business-to-business relationship arises from the recognition that the "business" client segment
constitutes the most lucrative and commission-generating sector.

Furthermore, the lack of clarity in information provided by banks, the complexity of products and
services, the sense of insecurity, and deficient interpersonal relationships increase perceived risk and
contribute to the loss of clients' trust. This underscores the importance of considering reforms in
transparency by banks to restore the trust relationship between a bank and its clients. This
observation justifies the choice of the banking sector as a field of investigation for the transparency-
trust relationship.

In Morocco, banks operate under the regulatory oversight of Bank Al-Maghrib, mandated to
comply with prevailing standards and regulations to uphold the trust of both clients and investors.
Notably, in certain scenarios, as is the focus of this study, a bank's clientele may consist of businesses,
introducing elements of contractual clauses or credit agreements that establish a discernible
hierarchy between the bank and the company. Furthermore, the bank-client relationship is often
characterized by a power imbalance, with the bank holding expertise and informational advantages
over clients.

However, the interplay between transparency and trust introduces complexity, prompting the
need to delve into the nuanced dynamics of their association, particularly in the context of
interactions between bank advisors and clients/businesses. Consequently, there is an imperative to
establish causal effects through comprehensive surveys and experimental approaches.

The overarching goal is to conceptualize the relationship between transparency and trust through
the lens of social contract theory. We aim to meticulously evaluate the direct impact of the three
dimensions of perceived transparency (disclosure, clarity, accuracy) on the level of trust placed in
commercial banks. We articulate our research problem as follows:

i. To what extent does perceived transparency influence the trust of clients/businesses in
their banks?

Therefore, in this article, we will initiate our exploration by providing a nuanced definition of
perceived transparency, drawing upon insights from prior studies. As we delve deeper, we aim to
spotlight and explore the interrelationships between transparency and trust, seeking a
comprehensive understanding of how transparency plays a pivotal role in the restoration of trust.
Following this, we will expound upon our methodology and the unfolding progression of the study.
Finally, we will unveil the acquired results, shedding light on significant implications and
acknowledging the limitations inherent in our research.
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2. Literature Review
2.1 Transparency Meaning

Currently, transparency is considered a key element of good governance [3]. It is linked to the
idea of conveying reliable and high-quality information to all stakeholders. Thgger Christensen [4]
adopted a strategic approach to define transparency, asserting that it revolved around the exchange
of quality information (clear and insightful) rather than a large quantity of information. The concept
of transparency is primarily associated with the idea of disclosing information unidirectionally.

Transparency also refers to a set of signals used by individuals and organizations to communicate
necessary information to others for decision-making [5]. When information is transparent,
individuals can easily emit and receive signals. In other words, companies or individuals can use
transparency to signal their quality or competence to third parties. However, signal theory can help
understand how clients may perceive the transparency of banks and how it can influence their
reputation and ability to attract investors [5].

Transparency not only entails the disclosure of information but also encompasses active
stakeholder participation in decision-making. In this context, transparency transcends mere
unidirectional information dissemination; it is, instead, an interactive and participatory process.
Furthermore, dynamic transparency serves as a potent strategy to foster information communication
and accountability within the banking sector. It empowers banks to furnish clients with pertinent and
current information essential for informed decision-making. As a mechanism, transparency works to
mitigate information asymmetry and opportunistic behaviors in the social exchange among diverse
stakeholders [6]. More specifically, transparency is a subjective approach, as two individuals may
have different opinions about the level of transparency of an organization or process, even when the
objective facts remain the same. However, transparency perceived by clients can vary based on
factors such as their experiences, industry or market knowledge, as well as their expectations and
personal values [1].

The literature strongly suggests that transparency plays a crucial role in the dyadic bank-client
exchange relationship. It is often regarded as an essential means of restoring implicit agreement
between partners. Transparency is an ancient concept crucial to understanding human relationships;
it assists clients by reducing information asymmetry within the exchange [6] and rebalancing the
relationship [2,7]. Thus, it promotes the fulfillment of promises and reciprocal commitment.
However, the disclosure of relevant information is necessary for creating a balance within the implicit
contract between a business and its clients [8]. On the contrary, the absence of transparency can
lead to a contract breach, thereby eliciting distrust and disengagement from clients [9].

Within the framework of agency theory, transparency is regarded as a monitoring mechanism
instituted by the agent (banker) to mitigate information asymmetries. In the context of signal theory,
the openness and clarity of communication are viewed as signals of transparency [10]. These signals
are presumed to contribute to reducing uncertainty and information asymmetry [11]. In essence,
high transparency can be seen as a signal of the quality and reliability of provided information, while
low transparency may be interpreted as a signal of unreliability.

After a comprehensive review of existing definitions in the literature, we determined that the
conceptualization, which most closely aligned with our organizational context, was the one
presented by Schnackenberg & Tomlinson [12]; i.e., "transparency is the perceived quality of
intentionally shared information from a sender". Indeed, according to the perspectives shared by
interviewed clients, a bank that communicates transparently is highly esteemed in client interactions.
They emphasize that transparency is a critical asset in communication, playing a significant role in
establishing a trustworthy relationship between banks and their clients. However, achieving
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transparency requires responsiveness to information requests, easy access to information, effective
communication, and adherence to procedures, among other essential factors.

Conclusions drawn from prior studies underscore that the transparency of Moroccan banks goes
beyond a mere minimum requirement for sustaining relationships. Instead, it assumes a pivotal role
as one of the major determinants influencing trust within the dynamic exchanges between banks and
their corporate clients.

2.2 Interconnected Dynamics of Transparency and Trust

The relationship between a bank and its clients/businesses is marked by various crucial elements,
including trust, transparency, and responsibility. Indeed, trust plays a vital role in fostering the
exchange relationship between a bank and its clients [13].

Several theorists have recognized the pragmatic value of transparency in bolstering trust [14,15].
However, much of this literature remains confined to surface-level assertions rather than delving into
a rigorous exploration of the theoretical and empirical interconnections between these concepts.
Moreover, some findings offer mixed evidence regarding the true impact of transparency on trust.
For instance, in the realm of citizens' trust in the state, some researchers emphasized how
transparency fosters an "open culture" within organizations, contributing positively to trust-building.
Conversely, in other contexts, transparency appears not to be a guaranteed pathway to trust [14].
This divergence in the literature and the intricacies of the relationship underscore the need for a
more nuanced understanding of the transparency-trust dynamic.

The seminal works of Schnackenberg & Tomlinson [12], Rawlins [15], and Mayer et al. [16] have
ignited a growing interest in studying the transparency-trust relationship. Recognizing the imperative
for trust and the multifaceted benefits of transparency, including authenticity, legitimacy, and
credibility, as well as its role in developing stakeholder trust [17], the exploration of the transparency-
trust nexus has progressively gained prominence across diverse contexts.

Transparency is currently at the core of essential public management processes for maintaining
trust. However, transparency alone is risky. It can lead to negative consequences such as distrust,
especially in the absence of stakeholder control (Martin et al., 2017). Therefore, it is essential to study
more precisely the complex links maintained by perceived transparency and trust.

2.3 Exploring Trust: Forms and Dimensions
2.3.1 Meaning of trust

Recognizing trust as a pivotal element in the bank-client relationship, there arises a compelling
need to delve into the definitions, components, and determinants of this concept. The objective is to
equip banks with insights to restore the trust of their clients. Widely regarded as a key factor in
exchange relationships, trust serves as an explanatory and predictive lens for the behaviour of the
involved parties. Numerous authors have delved into the concept of trust. A review of the literature
reveals that trust is often defined either as a belief, a willingness to embrace vulnerability [16], or a
presumption.

Trust refers to individuals' belief that the other party will act in their interests without any
opportunistic behaviour. In other words, trust is based on a positive predisposition to believe in
others. Several studies highlight the significant role of trust in the relationships clients develop with
their banks, framing the bank-client dyadic relationship within the relational approach. Thus, client
trust relies essentially on two major elements: the transparency of the bank, manifested through the
timely communication of quality information, and the competence of the personnel in direct contact
with clients. Moreover, a bank equipped with better-quality information (transparency), that tailors
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its offerings to the needs, and expectations of consumers can enhance interactivity, thereby
strengthening the level of trust and loyalty among its clientele.

In this study, we adopt the theoretical framework outlined in the trust theory [16]. According to
this perspective, trust is characterized by stakeholders' openness to vulnerability in response to the
actions of the organization. The primary determinant of trust lies in the perceived trustworthiness of
the organization, assessed across three key dimensions: ability, benevolence, and integrity.

Within the scope of this research, we explore the trust a client places in their bank in response to
the perceived transparency of the institution. In light of these findings, we view trust as a significant
motivator for transparency in the banking sector. Nevertheless, given the substantial importance of
trust in the service industry, banks are compelled to offer products and services characterized by
transparency and tailored to the specific needs of clients.

2.3.2 Forms of trust
The literature recognizes two interconnected types of trust within the service relationship:
interpersonal trust (involving the interaction between frontline personnel and the client) and
institutional trust (about the relationship between the client and the banking institution). The
distinction between institutional trust and interpersonal trust first gained attention in the late 1990s.
These studies swiftly found relevance in the banking sector, where diverse forms of trust coexist.
Forms of trust regarding the banking sector are:

ii. Interpersonal trust— Interpersonal, reciprocal, and mutual relationship between the client
and their advisor. It evolves based on the length of the relationship and is stronger for the
client when they are in a vulnerable situation;

iii. institutional trust — Client/institutional relationship within the banking sector, taking into
account the credibility of the bank, past experiences, reputation, size, and expertise of the
institution.

Institutional trust is frequently conceptualized as a multidimensional construct that can be
delineated into trusting beliefs and the consequent intentions or behaviours driven by trust.
Institutional trust refers to the trust relationship between an individual and an organization as a legal
entity, such as a business or brand. It is typically based on the company's reputation and supported
by systems derived from standardized quality or shared social values. Institutional trust,
characterized by the degree to which individuals view institutions as benevolent, competent, reliable,
and responsible towards citizens, is suggested to play a particularly crucial role in maintaining
interpersonal trust [18]. Indeed, institutional trust assumes a pivotal role, as highlighted by prior
research [19]. Institutional trust catalyzes cultivating trust between clients and frontline personnel
(interpersonal trust). This is achieved through the bank's reputation, size, and expertise, aiming to
enhance its image among its clientele. However, institutional trust has a positive impact on
interpersonal trust.

Interpersonal trust can be characterized as a psychological condition involving the willingness to
expose oneself to the actions of another individual (the trustee). This willingness is grounded in the
anticipation that the other party will carry out a specific action deemed crucial by the trustor [16]. In
consumer-level service relationships, interpersonal trust takes center stage. Clients place significant
emphasis on their connections with banking advisors, recognizing their pivotal role in fostering stable
exchanges and efficient business relationships. Interpersonal trust is therefore based on the values
and attitudes of frontline staff, particularly during the banking relationship. The extent of perceived
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interpersonal trust was intricately tied to the communication dynamics within the dyad, providing a
platform for parties to articulate their intentions. Furthermore, some authors underscore the pivotal
role of relational context in fostering interpersonal trust. This encompasses factors such as the
duration of the relationship with the bank advisor, the degree of relational closeness, and the
frequency of interactions. Moreover, literature underscores the significance of behaviors labeled as
"honest" and "benevolent", alongside those associated with account monitoring and management.
Consequently, personal elements tied to shared values (client/bank advisor) and proficiency in
interpersonal engagement (client/bank advisor) play a key role. Interpersonal trust can lead to
institutional trust, but it is also acknowledged that institutional trust has a positive impact on
interpersonal trust. However, the majority of research agrees on recognizing the interdependence of
the two constructs of trust.

Taking into consideration these insights, our research will embrace an integrative approach,
acknowledging the interdependence of interpersonal trust and institutional trust [20]. We aim to
transcend the constrained framework that delineates a separation between these two constructs.
We contend that the trust of "business" clients can be influenced by both the bank's brand and the
actual service experience with the advisor.

2.4 Overlap of Trust Dimensions

Previous studies have conceptualized trust as a multifaceted construct. According to some
researchers, trust is characterized by the willingness to expose oneself to vulnerability based on
positive expectations of another's actions, and trustworthiness, which encompasses the ability,
benevolence, and integrity of the trustee, as well as the propensity to trust, representing a
dispositional readiness to rely on others. Others have focused on honesty and benevolence within
the banking sector.

In this study context, trust is based on both technical (competence) and moral (benevolence and
integrity) interpersonal characteristics. During our literature review, we observed that most research
on organizational trust often leans towards the three-dimensional dimension of the concept [16,21].
However, to thoroughly encompass all factors contributing to the formation and evolution of
interpersonal trust, we embrace a multidimensional approach. This methodology offers a more
comprehensive and nuanced understanding of interpersonal trust, elucidating how trust may differ
across various dimensions and how such distinctions can impact interactions between individuals
[16]. Moreover, it empowers banks to address the diverse needs and preferences of stakeholders
more cohesively [22].

Following a thorough examination of multidimensional approaches, the conceptualization most
aligned with our study context is that proposed in [16]. This framework encompasses three
dimensions: ability, integrity, and benevolence, as illustrated in the following conceptual model. To
understand the factors shaping trust between parties in exchanges, we will turn to the
comprehensive model from [16]. According to their theory, trust involves stakeholders' readiness to
expose themselves to the organization's actions. Central to this concept is the perceived
trustworthiness of the organization, assessed through three critical dimensions: ability, benevolence,
and integrity.

Interpersonal trust is based on different levels. The first level concerns trust in the partner, based
on perceived competence towards the bank and the consumer's willingness to trust. The second level
focuses on the benevolence of the bank advisor in their relationships with clients. Lastly, the third
level pertains to the integrity of the personnel in contact during exchanges and interactions with
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consumers. Together, these levels contribute to fostering a climate of trust conducive to positive and
productive relationships.

2.4.1 Ability

Ability encompasses a set of skills, competencies, and attributes that empower an individual to
exert influence within a particular domain [16,23]. It also refers to "the group of skills, competencies,
and characteristics that enable a party to have influence within some specific domain" [16]. For
example, when an organization is viewed as competent within a particular domain, it reinforces the
trust vested in it. Certain scholars contend that competence entails possessing the knowledge and
skills necessary for efficient operations aimed at maintaining or enhancing the organization's
productivity. Others suggest that perceived competence is integral to loyalty.

2.4.2 Benevolence

Benevolence refers to the degree to which a trustee is perceived as genuinely desiring to act in
the best interest of the trustor, beyond any self-centred profit motive. It implies that the trustee has
a genuine concern or attachment to the well-being of the trustor [16]. Benevolence also entails a
willingness to consider the needs, concerns, and aspirations of the other person, demonstrating
genuine regard for their interests. It involves taking actions that show a sincere concern for the well-
being of the other, even when it may not directly benefit the person exhibiting benevolence. In this
dyadic level, trust antecedents refer to the level of interdependence between partners, power
balance, specific investments they have made, compatibility of their values, alignment of their goals,
and the duration of their relationship.

2.4.3 Integrity

Integrity involves the trustor’s perception that the trustee adheres to a set of principles that the
trustor finds acceptable [16]. It is exemplified by coherence between words and actions, alongside
consistent honesty and sincerity in interactions. Indeed, this third level pertains to the antecedents
related to the relationship with the bank and/or the personnel in contact. This relational approach
considers dimensions of exchange as well as other social factors such as opportunistic behaviors,
familiarity, relationship similarity, effective communication, and shared values.

Recent research has highlighted these dimensions to understand the nature of trust in
organizations. According to the works of Schnackenberg & Tomlinson [12] and Crane [24],
benevolence reflects the notion that the organization adopts a benevolent attitude and seeks to
satisfy the needs of its stakeholders. Similarly, integrity represents the organization's commitment
to fairness, keeping its promises, and adhering to ethical principles in its actions. Competence, on the
other hand, indicates the organization's ability to meet expectations and operate effectively.

2.5 Effect of Perceived Transparency on Trust

Recent financial crises and scandals, attributed to a lack of reliability in disseminated financial
information to stakeholders, have resulted in bank failures and a tarnishing of their reputations.
Consequently, there has been a deterioration in the social climate of consumer engagement. This has
reignited the imperative to rebuild trust through a strategy emphasizing transparency and tailored
communication to meet customer needs and expectations [3]. However, exploring the transparency-
trust relationship is crucial, especially in environments characterized by elevated uncertainty and
information asymmetry.
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Transparency is often regarded as a key determinant of trust [1,25]. However, an excessive level
of transparency is not beneficial for building trust [1]. Some studies note that not everything should
be disclosed to stakeholders, as it risks eroding trust [26,27]. Overly transparent practices can hinder
comprehension and readability, and may even lead to feelings of anxiety and perceptions of
information manipulation. Indeed, transparency fosters organizational trust [15]. Recognizing this,
many banks seem increasingly interested in adopting transparency reforms to address the risk of
eroding customer trust due to prevailing uncertainty and information asymmetry in the banking
sector.

Transparency played a particularly crucial role in rebuilding trust between the company and its
stakeholders. Recognizing this, many banks are increasingly interested in adopting transparency
reforms to mitigate the risk of depreciating customer trust due to the prevailing uncertainty and
information asymmetry in the banking sector. Researchers widely emphasize the connection
between transparency and trust, often positing that the two mutually reinforce each other [21]. In a
context marked by the persistent issue of declining trust in organizations [26], access to relevant
information can help reverse this trend and restore more harmonious relationships among the
parties involved. Transparency and trust are closely related concepts, confirmed across various
research fields. Transparency is viewed as a new mechanism for achieving trust, as it subjects
professional practices to public scrutiny [28]. In business ethics, transparency is considered essential
for trust, justice, and prudence. Similarly, leadership studies typically link leadership transparency to
trust and effectiveness.

Customer trust is the primary expected outcome of transparency [15]. The importance of trust
lies in its crucial role in developing relationships within the service context. Thus, we interpret the
link between transparency and trust through the social contract approach; when banks demonstrate
transparency within the framework of their implicit contract with clients, clients are more inclined to
trust them. Conversely, if banks lack transparency, they can undermine this contract and generate
distrust among clients [9]. Transparency emerges as an informal norm essential for restoring the
implicit contract within exchanges between banks and clients/businesses, particularly by reducing
information asymmetry [6] and fostering trust through competence, integrity, and benevolence.

There is a pessimistic view of the relationship between transparency and trust. Excessive
transparency can create a climate of distrust. The empirical results of Martin et al. [13] showed that
transparency alone was not enough to guarantee client trust. In other words, "knowing" alone has
mixed effects on reducing individuals' sense of vulnerability and can degrade trust in the absence of
control [1]. This is explained by individuals' limited rationality. When an organization disseminates
too much complex information to its clients, it generates new uncertainties instead of reassurance,
leading to a decrease in trust. This implies that institutions must show empathy toward their
stakeholders, adopting a selective approach when disclosing relevant information to inform their
decision-making processes.

In the context of our study, which focuses on the Moroccan banking sector, transparency and
trust are closely linked. To ensure a trustworthy relationship with its clients, particularly through
transparency, a Moroccan bank must provide clear and accessible information. These
communications should include all details of the bank's fee structures, including debit and credit
interest rates and commissions.

Transparency induces organizational trust [15]. Thus, transparency is not merely an option but a
necessity for organizations seeking to build trust with their clients. Researchers widely emphasize the
link between transparency and trust, often positing that the two reinforce each other [21]. The goal
of transparency is to improve relationships between banks and clients.
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The research hypotheses and measurement items are grounded in two established theoretical
models. Transparency is conceptualized using the framework from Schnackenberg & Tomlinson [12],
which defines it through three key dimensions: disclosure, clarity, and accuracy. Trust is based on the
model from [16], which identifies ability, benevolence, and integrity as its core components. These
models provide a solid foundation for examining the relationship between perceived transparency
and customer trust in the banking context.

Given the complex relationship between transparency and trust, our doctoral research aims to
examine, through the trust theory from [16] and the conceptual and empirical framework of
Schnackenberg & Tomlinson [12], the impact of the three key dimensions of perceived transparency
(clarity, disclosure, accuracy) on the trust of corporate clients of Moroccan commercial banks. This
will be analysed through perceptions of benevolence, integrity, and competence. Our research model

is depicted in Figure 1.

Perceived Transparency

Fig. 1. Research model

3. Research Methodology
3.1 Study Approach

Given our research objectives, we will employ triangulation, integrating qualitative and
guantitative methods. Triangulation systematically blends qualitative and quantitative methods for
comprehensive research. Constructing useful and hypothetically realistic constructs in a science
involves utilizing multiple methods focused on diagnosing the same construct from independent
observation points, through a form of triangulation. This approach offers a nuanced understanding
of the issue through diverse data sources.

Our research aims to define and validate the determinants of perceived transparency and their
impact on trust in the dyadic exchange between banks and clients/businesses. To achieve this, we
employ a combination of qualitative and quantitative approaches. Considering the intricate
relationship between transparency in commercial banks and trust among clients/businesses, and the
limited tests conducted, we align with the "amended" positivism paradigm. Our objective is to
validate a model encompassing all factors influencing trust among clients/businesses in Moroccan
commercial banks. It is important to note that our approach is confirmatory (deductive) to verify the
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impact of significant variables. We adopt a hypothetic-deductive approach to explore observations
consistent with theory.

The simultaneous use of qualitative and quantitative approaches is crucial for a comprehensive
understanding of our research subject. Initially, we will collect data through semi-structured
interviews to gain familiarity with the topic. Subsequently, we will validate the research model using
tools such as questionnaires. We aim to understand the determinants of perceived transparency and
interpersonal trust within the context of the Moroccan-banking sector, and to evaluate the
relationships between these variables. This aligns with an exploratory approach of an abductive
nature. Specifically, it is a hybrid exploration, combining both theoretical and empirical investigation.
Due to the nature and objectives of our study, we decided to use complementary approaches in a
sequential process. This involved conducting a qualitative exploratory study as a precursor to a
guantitative study, all framed within a hypothetic-deductive methodological framework.

3.2 Study Implementation

After contextualizing our conceptual model through semi-structured interviews with Moroccan
banks and their stakeholders, we formulated hypotheses that will be tested in a subsequent
confirmatory quantitative study. We opted for an exploratory factor analysis followed by a
confirmatory factor analysis.

The limited number of studies examining the impact of transparency on strengthening trust
between banks and their clients reveals a wide range of effects and potential interactions. This
complex relationship between transparency and trust has led us to adopt a 'modified positivist'
research paradigm, aiming to reduce uncertainty and ensure the credibility of our findings.
Specifically, this study follows an abductive approach, which involves generating hypotheses based
on observations, then testing and analyzing them.

Given our research objective of evaluating the impact of perceived transparency of commercial
banks in Morocco on customer trust, considering the determinants of trust as mediating variables,
we chose to use the structural equation modelling (SEM) method for two main reasons. First, SEM is
the only technique that allows us to evaluate a set of dependency relationships involving variables
that are both dependent and independent simultaneously. Additionally, SEM accounts for
measurement errors by incorporating them into the model, resulting in correlation coefficients that
are more accurate. This approach is also justified by its capacity to evaluate intermediate effects
between the latent variables in our research model.

To generate precise and relevant results and to test our research model, we surveyed 202
respondents. We sent questionnaires via email to various managers of companies that are clients of
commercial banks in Morocco. The administration of these questionnaires was conducted online
using the Google Drive platform, which offers several practical and technical advantages, contributing
to the simplicity, efficiency, and reliability of the data collection process. The questions were closed-
ended, requiring respondents to choose from a limited number of predetermined answers. We aimed
to formulate the questions as concisely, clearly, and simply as possible, using common and easy-to-
understand vocabulary. Out of all the questionnaires sent, we received 202 duly completed
responses. For reasons of accessibility and cost, we opted for convenience sampling, a non-
probability sampling technique that facilitates data collection. However, this sampling approach may
introduce potential selection bias due to factors such as location and timing.
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4. Results and Discussion

The objective of our study is to critically examine the relationship between transparency and
trust. We empirically investigate the determinants through which transparency initiatives by banking
institutions can restore trust among clients/companies towards their banks. Our focus is on studying
trust as an outcome influenced by transparency reforms introduced by banking institutions.

Given the complex relationship between transparency and trust, previous empirical attempts
have yielded mixed results regarding their effects. Trust can be influenced both positively and
negatively by transparency, depending on its dimensions and intensity. Therefore, a thorough
analysis of each dimension of perceived transparency's effects on client trust will provide a more
precise understanding of these relational processes. The determinants of trust encompass
dimensions related to benevolence, integrity, and competence. These variables act as mediators in
the relationship between perceived transparency and trust.

4.1 Transparency as an Explanatory Variable for Client Trust: Direct Relationship

Our findings indicate that most relationships among the research variables are statistically
significant, highlighting a direct connection between latent variables. The following part presents the
results regarding the direct effects of perceived transparency on trust determinants related to
capability, benevolence, and integrity, particularly its impact on interpersonal trust.

The disclosure of information by banks has a negative impact on benevolence and perceived
integrity among client companies (Table 1). This effect likely stems from the anxiety it induces among
clients. Effective transparency requires not only increased disclosure but also clear, comprehensible,
and timely presentation of information. However, the specific influence of information disclosure on
trust determinants varies depending on the study context, suggesting that disclosure alone does not
automatically foster trust.

Table 1
Testing relationships of the global structural model
Relations Estimate Standard error Construct reliability P  Stand. reg. weights
Accuracy — Capacity —0.224 0.072 -3.1 0.002 -0.369
Accuracy — Integrity 0.055 0.073 0.762 0.446 0.08
Accuracy — Trust -0.14 0.108 -1.299 0.194 -0.154
Benevolence — Trust 0.607 1.304 0.465 0.642 0.593
Capacity — Trust 0.267 0.158 1.688 0.091 0.177
Clarity — Benevolence 2.922 0.627 4.659 ok 2.108
Clarity — Capacity 0.801 0.15 5.331 kK 0.852
Clarity — Integrity 1.666 0.363 4.59 ok 1.55
Clarity — Trust —0.286 2.958 —0.097 0.923 -0.202
Disclosure — Benevolence —1.296 0.386 —3.355 ok -1.338
Disclosure — Integrity -0.807 0.227 —3.558 ok -1.074
Disclosure — Trust 0.177 1.262 0.14 0.888 0.179
Integrity — Trust 0.371 0.271 1.368 0.171 0.281

The clarity of information positively influences trust determinants related to benevolence,
integrity, and capability (Table 1). These findings indicate that transparency, particularly through
clear communication, significantly affects trust determinants, particularly those related to
benevolence. However, transparency determinants related to information accuracy show a negative
effect on capability and no significant effect on integrity (Table 1). Further analysis is required to
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ascertain the relationship between accuracy and integrity, suggesting that accurate information
alone does not guarantee perceived integrity and honesty among client companies.

In terms of the direct link between perceived transparency and trust, the study finds that
disclosure and clarity are not significantly related to trust at conventional levels (Table 1). However,
accuracy demonstrates a marginal significance in its relationship with trust, indicating that while
transparency efforts are important, they must be accompanied by stakeholder oversight to mitigate
potential mistrust among clients.

This analysis underscores the nuanced relationship between transparency initiatives and trust-
building within banking institutions, offering valuable insights for future research and practical
implications for enhancing organizational transparency and trust.

4.2 Understanding the Impact of Transparency on Client Trust: Role of Mediating Variables

Our study aimed to explore how perceived transparency influences trust indirectly through
mediating variables. To evaluate this relationship, we employed the Sobel test, a widely used
statistical method for assessing mediating effects. This approach allowed us to quantify the
significance of transparency's indirect impact on trust through intermediary factors such as
benevolence, integrity, and capability.

We focused on testing how benevolence, integrity, and capability mediate the relationship
between transparency and trust using structural equation modelling. This methodological choice
enabled a thorough examination of the mediation pathways. The Sobel z-test was pivotal in our
analysis to determine the extent to which these mediating factors influence trust significantly (Table
2). To enhance the robustness of our findings, we complemented the Sobel test with bootstrap
analysis, providing more reliable estimates of the indirect effects.

While benevolence, integrity, and capability showed statistically significant mediating effects on
trust, the relationship between accuracy and integrity was not significant. This underscores the
complexity of mediation structures in our model. For a comprehensive assessment of mediation
effects, we utilized a nested modeling approach [29,30], comparing substantive models with and
without indirect effects. Table 2 presents the results of the Sobel z-test, highlighting total and partial
mediation relationships.

Table 2
Sobel test results for the mediation significance
. X—>M M—-Y Sobel test .
Relations Conclusion
y Error Y Error Z P
Disclosure - Benevolence ) 133 0436 0391 0144 209 003 Mot
— Trust significant
Disclosure — Integrity _,gc3 0239 0408 0161  -206  0.03 _ Not
— Trust significant
Clarity — Benevolence ) -1y 0560 0391 0144  2.343 0.01 Significant
— Trust
Clarity — Capacity N
0.589 0.113 0.382 0.137 2.458 0.01 Significant
— Trust
Clarity — Integrity N
1.424 0.301 0.408 1.161 2.23 0.02 Significant
— Trust
Accuracy = Capacity 537 0079 0382  0.137 2.0 0.04 _ Not
— Trust significant
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This research contributes valuable insights into how transparency practices can influence trust
dynamics among clients, offering implications for both theoretical advancements and practical
applications in organizational transparency studies. The Sobel test results indicate that trust
determinants (benevolence, integrity, and capability) play a critical role in shaping trust when client
companies perceive transparency, particularly in terms of information clarity (Table 2). Among these
determinants, benevolence emerges as the primary driver of interpersonal trust.

Perceptions of high information clarity positively influence the perceived capability, benevolence,
and integrity of the bank, thereby enhancing client trust. This underscores that the relationship
between client perception of transparency and trust in the bank is mediated by their views on the
bank's capability, benevolence, and integrity. Specifically, transparency perception, especially
regarding clarity, significantly impacts client trust, entirely mediated by their perception of these
bank attributes. In essence, clients tend to have greater confidence when banks communicate clearly
and understandably, highlighting the importance of effective communication in the Moroccan
banking sector.

The lack of significant links between disclosure, information accuracy, and client trust prompts
further reflection. It suggests that, from the standpoint of client companies, factors like clarity and
comprehensibility of information wield greater influence in trust-building than mere disclosure or
accuracy alone. However, some clients may perceive this transparency as incomplete, as banks may
only address certain aspects of perceived transparency, potentially diminishing their trustworthiness.
Therefore, while the hypothesized mediating effect from the literature review—that trust
determinants mediate the "transparency-trust" relationship—receives partial support, the intricate
nature of this relationship necessitates a deeper bootstrap analysis to ensure validity and enhance
the reliability of our findings.

Based on the Bootstrap analysis results, benevolence and competence are crucial for fostering
trust among clients and businesses when transparency is perceived through disclosure, clarity, and
accuracy (Table 3). These findings are somewhat in line with those of Schnackenberg & Tomlinson
[21]. However, while benevolence significantly mediates the "transparency-trust" relationship (p >
0.05), integrity does not emerge as a significant mediator (p < 0.05). This suggests that while integrity
holds importance independently, it isn't the primary mechanism through which transparency affects
trust. In our study context, clients seem to prioritize how banks demonstrate competence and
benevolence over integrity. Moreover, integrity may be implicitly considered part of competence and
benevolence.

Table 3
Synthesis of mediation analysis

Confidence interval

Link Dl.reCt Indllrect Lower Upper P Conclusion
link link value
bound bound
Perceived transparency = coq 969 _0031 0.885 0070  No mediation
Integrity — Trust
Disclosure and clarity — 1167 0.456 0.069 1.993 0.023 Strong pe.\rtlal
Benevolence — Trust mediation
Clarity and accuracy — 0352  0.134 0.001 0403 o049  Lowpartial
Capacity —Trust mediation

These results are partially supported by the Sobel test. High transparency, particularly in clarity
of information, followed by accuracy and disclosure, significantly influences client trust. This
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approach shapes perceptions of benevolence and competence. Similarly, Mayer et al. [16], in their
study on trust and its determinants, highlighted the critical role of perceptions of benevolence and
competence in trust development.

These findings imply that client trust is influenced by a complex interplay of factors, where
benevolence and competence play pivotal roles, with integrity playing a lesser role in this
relationship. In our research context, clients and businesses trusting banks that demonstrate positive
intent and genuine concern for their well-being, alongside competence in communication and
information management, may explain these results. However, competence and benevolence play a
more decisive role in fostering client trust compared to integrity, especially when banks communicate
information clearly. Based on these findings, it can be argued that commercial banks perceived as
transparent on some dimensions but not others may cultivate partial perceptions of benevolence,
competence, and integrity that may not fully foster trust. In essence, incomplete transparency does
not necessarily lead to trust.

5. Conclusions

This research aimed to deepen our understanding of how transparency influences trust in the
banking sector. We investigated the complex relationship between these concepts and examined
how trust determinants (i.e., benevolence, integrity, and competence) mediate this relationship. Our
findings underscore that transparency involves more than just disclosing information—it
encompasses clarity and accuracy in communication. We found that perceptions of transparency
significantly influence trust through perceptions of benevolence, competence, and integrity.
Specifically, clients place greater trust in banks that demonstrate clarity and competence in their
communication, rather than just disclosing information.

This study contributes both theoretically and empirically to the discourse on transparency and
trust, particularly in banking. It highlights the importance of clear communication in building trust
between banks and clients. However, our research focused solely on corporate clients, limiting the
generalizability of our findings. Future studies should include various stakeholders, such as individual
clients, shareholders, and employees, to provide a more comprehensive understanding. Additionally,
exploring these dynamics across different cultural contexts will enrich our insights and facilitate
broader applicability of the research findings.

Despite these limitations, our findings emphasize the critical role of transparency in fostering
trust in banking relationships. Future research could benefit from longitudinal studies to track how
trust and transparency evolve, offering valuable insights into the dynamics of client trust in the
banking sector.
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