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Abstract
Purpose: The purpose of this study is to measure the lefrelistomer satisfaction in private banking sechgr
discussing variables such as service quality anyalty.
Design/methodology/approachBeing descriptive study, survey method was adofitedata collection to find
out the factors. A sample of 250 private bank austoof Bahawalpur was selected for the survey. Daa
analyzed by using Cronbd@hAlpha, correlation and regression in SPSS softwar
Originality/value — The paper reveals there exist relationship betvieerperformance of teachers and factors
affecting in the private schools in Bahawalpur
Keywords: customer satisfaction, service quality, loyaltycastomer.
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1.Introduction

A review of a recent customer service newslettaddia theoretical analysis of the ideology, a dlama
practical approach and a strategy to monitor arqtore customer oriented service an effective amirq@ase
Studies in ED Customer Service ; The Definition didhensions of Service Quality, 2001)(Vukmir,2006).
When defining the quality of care it is criticalbponsider both technical quality stressing propercess and
procedure and service quality emphasizing the petsional aspects of care relying on trust, comnatioia,
mutuality of goals and patient respect.(Daley, 2001

Customer satisfaction is key variable in many firansd it has been show effect on many other relegedbles.
(Luo and Homburg, 2007).Both firms and academicitiase invested heavily on attempts to customer
satisfaction. Service research has indeed congribiat these attempts, and it is clear from suchlibbhavior of
service worker main determinant of customer satigfa (Bitner et al., 1990, 1994; Hartline and Jynk996;
Smith et al., 1999; Winsted, 2000). In servicesustdes, customer satisfaction is critical elententnaintain a
competitive advantage in market place. Financialises in general, particularly banks; compete arkatplace
with generally undifferentiated services and prdaguthereby service quality and customer satisfadbecomes
a key competitive weapon (Stafford, 1996). A bagkinganization can only differentiate itself frotiher banks
by providing high quality services. It is true thgttuctural changes in banks to perform a grearge of
activities and enabling them to more competitiveaadage them non-bank financial institutions. itiake more
satisfy to customer. (Augur, etal., 1999).

Presently, technological advancements are mainecauisanks to revise their strategies for servindzidual
and commercial customer. Furthermore, more qualitservices make more customer satisfy and moisfgat
customer make more revenue (Bennett & Higgins, 1888 more revenue increased the market share(B&wen
Hedges, 1993). In addition, the banks understaat dhistomer more loyal which produce greater véfgs
their competitors (Dawes & Swailes, 1999).Highesfiprwill be earn if banks perform better dutiegh their
competitor in specific market (Davies et al, 1999gnce, banks should focus on service quality asre
competitive strategy (Chaoprasert & Elsey, 2004

2 .Objective of the study
The objective of this study is to measure the lefetustomer satisfaction in private banking bgcdissing
variable such as service quality and customer tgyal

3. Literature review

There is hug literature available relation to measuservice quality and customer satisfactiontie¢pto online
and offline services. It elaborate that, theretisrg relationship between service quality, braedcpption and
perceived value with customer satisfaction andltgyaKumbhar,2011)

3.1 Customer satisfaction

Customer satisfaction important factor for markgtactivities. (Spreng et al., 1996; Mick & Fournid999)

Therefore .there are huge amount of study on aatish in marketing literature (Oliver, 1997; GieseCote,

2000). In today’s highly competitive banking indystcustomer satisfaction is considered as thedfeyuccess
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(Siddigi,  2010). Mostly studies have deal vgd#itisfaction of customer or consumer with prodoctservices.
Marketing researchers agree that satisfaction iesponse to consumption related experience (Yi,0199
Anderson et al., 1994) According to File & Prind®92), satisfied customer tell other about thepesience
and this increases Word of mouth (WOM).

3.2 Customer satisfaction and Service quality

Service quality has been defined in different waysesearchers. Gronroos (1978) suggests thateaguality
is made of two components — technical quality amdcfional quality. Technical quality tells aboutnsee
provide during the service provision while functibiquality about how service employee provide s&wvi
Research indicated that services quality is afietor in success of any business (Peaasan et al.,
1988), and banking industry is not except in soabes. (Hossain & Leo, 2009). Service quality comym
used to evaluate the performance of banking sesvi@wling & Newman, 1995). The banks know that
customers will be loyal if they provide greaterualquality services) than their competitors (Da&eSwailes,
1999). For the services quality bank make core atitiye strategy. (Chaoprasert & Elsey, 2004). F@006)
defined term service quality as “A global judgmentattitude relating to particular service; custoroeerall
impression of relative inferiority or superiority the organization and its services.”

3.3 Customer satisfaction and loyalty

Strong and positive relationship between custonadisfaction and loyalty (Horstmann ,1998). A sadidf
customer is six time more likely to repurchase andre his experience to other people (Gronroos);2Z08iri,
2000); further unsatisfied customer more harmfullfosiness he share his experience to other péblobsan,
2011). Higher customer satisfaction increase thel lef loyalty (Tee et al,2012).

2-4. The relationship between service quality andverall satisfaction

Satisfaction is defined here as an overall judgnanthe cumulative level of bank services receiwsd
customers. Satisfaction is determined by satisfgind dissatisfying service encounters with the bmarde time.
Previous studies demonstrate that perceived sequiakty has a positive influence on customer &ti®n in a
variety of service settings. Cronin and Taylor (2P&port that perceived service quality has atpeseffect on
consumer satisfaction in four service settings: dhyaning, banking,pest control, and fast food ¢Ria
Ladhari&lnes Ladhari&Miguel Morales,2010)

4. Theoretical Framework

5. Hypothesis
« H1: thereis positive relationship between service quality and customer satisfaction.
e H2: thereispositive relationship between customer loyalty and customer satisfaction.
* H3: thereis positive relationship between online banking and customer satisfaction

Research Methodology
6.1 Data collection
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The respondents of the study are the private beng®mer in Bahawalpur district (Pakistan). Corticarally

study so customer of Bahawalpur bnaking sectoctsle

6.2 Sample size determination

According to krejcie,Robert V. Morgan, Daryle W {18 table our sample size is 250.150 quetionnaiesl and
124 finaly recived.

6.3 Research instrument

Data was collected by using questionnaire adopted fthe study mam saba sattar.

6.4 Data analysis

Data was entered, edited and analyze by using adt8PSS version 16 and Microsoft excel by applyireg
following techniques; Cron bach’s alpha, correlattmd Regression.

Cronbach’s Alpha

To check the internal reliability of the instrume@tronbachs alpha was run. The value of Cronachlpha
comes to 0.869 which is above the standard valopgsed by (Nummally, 1978) of 0.70 this shows that
instrument is reliable and we can confidently apgifferent statistical tests and interpret the lsswith

confidence.

Reliability Statistics

Cronbach's Alpha Basq
Cronbach's Alpha | on Standardized Item N of Items

.869 .871 24

Correlation Analysis

Table 6.1
Correlations

Bank

customer environment |[Customer
satisfaction and service [loyalty

(DV) Online bankin quality
customer satisfaction Pearson Correlatio 1 581" 646 446
(OV) Sig. (2-tailed) 000 000 000
250 124 124 124 124

Pearson correlation was run to check the relatipnshivariables with each other and whether anyeoked
variable has perfect covariance with any otheraldeis, which are observed in the study. From thie a1 it is
observed that all relationships were found sigaificThere is strong relationship between customsfaction
and online banking. The correlation value of onliramking is .581 which shows that salary has largeact on
customer satisfaction. There is strong relationgigifween bank environment and service quality arsomner
satisfaction with the correlation value 0.646 whigtabove 0.5 it shows that bank environment meatgmpact
on customer satisfaction.Postive and strong redalipp in offer and customer satisfaction.
7. Regression analysis

Model Summary”

Adjusted R [ Std. Error of thq
Model R R Square Square Estimate

1 .695 483 470 .4019¢

a. Predictors: (Constant), Offer provide by younlhanline banking
Bank environment and service quality

b. Dependent Variable: customer satisfaction

As the table 7.1 shows the model summary of in whie value of R is ..695 which shows that therstrisng
correlation between independent and dependentblari@ihe value of R square is 0.470 which showsritael
is good fit. Therefore our all alternative hypotisesre accepted with the significance value leaa th05 which
shows that all independent variables have grelten€e on dependent variable performance of cugtome
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ANOVA *
Model Sum of Square df Mean Square F Sig.
1 Regression 18.117 3 6.037 37.364 .000°
Residual 19.384 120 .162
Total 37.50] 123

a. Predictors: (Constant), customer satisfacti@harstomer loyalty, online banking, Bank
environment and service quality

b. Dependent Variable: customer satisfaction

The 7.2 table shows that F significance is 0.00&wIs less than 0.05 which shows all independariaibles do
a good job in explaining the dependent variable.

8. Findings

The findings of this study indicate that there aezious different factors affect the customer $atigon.
Research proves how online banking, service qualitg customer loyalty influence the customer fati®n.
These are important variable that influence theaaer satisfaction. If bank not meet the custoraguirement
customer switch to another bank. Today internet fesebanking activities if banker not use only syst
customer switch to other banks. Highly satisfiedtomer tell to other customer about there expeednat
dissatisfied customer tells more customer thesféadi customer.

9. Conclusion

This study helps in understanding that how thearust satisfaction, service quality. Customer satisén and
online banking affect the performance bank. Theudoof the study was to examine measuring the lefel
customer satisfaction that is based on customafaetion.. The data was collected by the custoofigrivate
bank by adopted the questionnaire.

Three tests were applied Cronb&hAlpha, correlation and regression. Cronbiactlpha shows that
questionnaire is reliable. From the regression yaimlit indicates that model is a good fit. By ajpd
correlation technique all relationships were fousignificant. There is strong relationship betweenine
banking and customer satisfaction. There is stroelgtionship between service quality and customer
satisfaction.
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