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Abstract

This research paper has attempted to discover #tisfaction level of the individual customers fral@posit
management services of different commercial bafhligaagladesh. The study has used five broad setisfa
specific factors named as reliability, responsiveaneassurance, empathy and tangible which have reahy
factors. The most important sub factor in which tlepositors are strongly satisfied is easy accap#ning
procedure and the least agreed sub factor is acteelated charges. The regression model number isne
showing that only three broad factors named as agasfveness, assurance, and tangible have statigtica
significant effect on overall satisfaction levebrfr deposit management services whereas regressioielm
number two is showing statistically significanteeffof type of bank respondents use and experieisanking
of the respondents on the overall satisfactionlleué there is no statistical significant effectather customer-
specific factors on overall satisfaction.

Keywords: Deposit, Deposit Management, Satisfaction, Banearyice, Bangladesh, Regression Analysis.

Introduction: Deposit is the main component of bank’s fund. TRistence of a commercial bank is totally
impossible in the absence of deposits. So everk bapects that deposits will be sufficient, safd &re flow of
deposit will remain smooth. Changes and differeixtunes in economic and commercial activities mekposit
management challenging to the bank managers. Meesity of transactions among money and capitaketar
participants continuously influences bank deposgitaount of deposits largely influences the magrétodlloans
and investment activities and large amount of egrrdiomes from the bank deposit (Khan, A.R., 20@9).
deposit account is a savings account, current atcouother type of bank account, at a bankingtirgn that
allows money to be deposited and withdrawn by tbeoant holder. These transactions are recordechen t
bank's books, and the resulting balance is recoadadlliability for the bank and represents the amhowed by
the bank to the customer. Some banks may charge #&f this service, while others may pay the qusto
interest on the funds deposited (wikipedia.com).aAdeveloping country, Bangladesh is also depenuestly
on the banks for its financial transaction. Now lBahks are operating in the country with three $ypé
customer i. e. individuals (net suppliers of furt)siness organizations (net demanders of fund)&eBment
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(net demander of fund). For managing money thestomers are engaged twenty four hours with theikba
Service is now digitalized. People can take serfrioen a bank anytime from anywhere and for anyriaial
purpose with the help of modern services & mechasisf banks (Parvin and Rahman, 2014).This research
paper has addressed a very vital issue for theibhgsector of any country and especially for Badgkh and
the issue is to measure individual depositorss&attion level from the deposit management of thrmroercial
banks of Bangladesh. The findings of this papel adsist the bank management to manage deposit and
depositors in a very well and sophisticated way tiil lead to higher satisfaction of the deposit@and higher
flow of bank fund for running the business smoothlyich is very essential to increase the wealtlell®f the
shareholders of the bank.
Objectives of the Research:

* To evaluate the satisfaction of the individual dgfmos from deposit management services of banks of

Bangladesh.

« To evaluate the ranking of the factors those imfigethe depositors’ satisfaction.

» To know whether customer-specific factors affeetshtisfaction level of the individual depositors.

« To know whether satisfaction-specific factors dffibe satisfaction level of the individual deposito

« To recommend some suggestions to increase théastita level.
Research Methodology
Methodology is the process or system through whiskudy is being carried out for the purpose olecting of
information that is required for reaching a conoson that study (Kothari, 2011). Depositors’ sktction level
can be measured by different ways. This study kas lsonducted mainly based on primary data whishban
collected from questionnaire survey among 270 iddizl depositors of ten commercial banks of Banggédby
using convenient sampling method. The questionna@® been developed by taking help from a marketing
textbook named as Services Marketing (Zeithmabkt.2011). This study considers the following fiveoad
factors to measure the depositors’ satisfactioniaBidity, Responsiveness, Assurance, Empathy aamibles.
These factors have many sub factors to get a dagaiipoint about the individual depositors’ satetfan level.
The questionnaire has been developed by usingri pikiert-type Scale consisting of assigned valoesveen
1 to 5 where value 1= Strongly dissatisfied, 2=s@tsfied, 3= Neutral, 4= Satisfied, 5= Stronglyised for
the asked questions. Secondary data have beentedllfeEom articles of different journals, text bepkvebsites
etc. Collected data have been analyzed throughrigtige statistics (frequency, percentage, meaandsdrd
deviation) and multiple regressions by using SP®&ion no.16. To achieve the objectives no. 3 and 4
mentioned above the following hypotheses have deggaloped:
H1,: There is no statistically significant effect oétisfaction-specific factors (reliability, respovesness,
assurance, empathy and tangible) on individual sitgrs’ satisfaction level.
H1, There is statistically significant effect of sdfiction-specific factors (reliability, responsiess, assurance,
empathy and tangible) on individual depositors'stattion level.
H2,: There is no statistically significant effect aistomer-specific factors (age, gender, maritalustabank
type, bank ownership, account type, experienceaoking, level of education, profession, monthlyamz) on
individual depositors’ satisfaction level.
H2,.: There is statistically significant effect of coster- specific factors (age, gender, marital stdiask type,
bank ownership, account type, experience of bankiegel of education, profession, monthly income) o
individual depositors’ satisfaction level.

For multiple regressions the following mode hashbesed:Y; =ag + Xy +by X, +..oo b Xy

Here, Y - Dependent factor named as overall satisfaction fd@posit management service, -aConstant,
X1y XK2,e e neeaennenennns xare the independent factors ahgb,,...... k are the coefficients of the independent
factors.

Literature Review:

Arasli et. al. (2005) in the article on “A Companisof Service Quality in the Banking Industry: SoEddence
from Turkish and Greek Speaking Areas in Cyprus/ehfound that the expectations of bank custometsoth
areas were not met and that the largest gap wasl fouthe empathy dimension. The assurance dimesd
the largest influence on customer satisfaction@retall satisfaction of bank customers in both su&eCyprus.
Begum (2014) in the article on “A Comparative Studfy Customer Satisfaction of Islamic Banks and
Conventional Banks in Oman” has tried to know thistomer preference, customer level of satisfactiod
motivational factors towards banking whether Islaanks or conventional banks. In this study, isw#so
tried to find out that which banking system is betind which is worse.

Calik and Balta (2006) in the research project "€oner Satisfaction and Loyalty Derived from thedeared
Quality of Individual Banking Services: A Field 8tpin Eskisehir from Turkey” havimtended to find out the
differences in the quality of the services rendebgdhe national banks of Turkey as perceived ey liank
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customers which is an academically held field redeaonducted in May 2000 in the city of Eskisehirkey,
covering 1340 respondents who are regular banlomesss, that is, who carry out banking transactionse
than once in a month.

Chavan and Ahmad (2013) in the research “Factofscfihg on Customer Satisfaction in Retail BankiAg:
Empirical Study” have focused on exploring the mdgators that lead to customer satisfaction iaitdtanking

in Western Maharashtra in India by capturing thespectives of consumers with respect to their feati®n
with various services. The findings revealed thasteamer satisfaction, a transaction-specific aiteb is
dependent on nine different factors.

Johnston (1995) in the article "The DeterminantSefvice Quality: Satisfiers and Dissatisfies’ exptl the f
actors of satisfaction and dissatisfaction. The nmspurces of dissatisfaction are integrity, relighi,
availability and functionality where as responsieesiis linked to satisfaction.

Kabir et. al. (2013) In the paper on “Efficiency Deposit Management of Islami Bank Bangladesh bttt
Pubali Bank Ltd.: A Comparative Stuchave analyzed the comparative efficiency of depeosihagement of
Islamic Bank Bangladesh Ltd. (Interest free) anddfuBank Ltd. (Interest based) for the period 2602010
with respect to current deposit, time deposit, mgweposit, total deposit and various deposit safidiey have
found that there is a significant difference betwéee two banks in deposit management. Howeverstingy
has also shown that there is no significant difieeein current deposit management and investmede posit
ratio. This research has concluded that depositagement of Islamic Bank Bangladesh Ltd. is betbant
Pubali Bank Ltd.

Kanojia and Yadav (2012) in the article “Customati§action in Commercial Banks: A Case Study ohjBb
National Bank”have revealed the satisfaction level of Punjab davali bank. They used 100 respondents to
conduct the study and found behavior and attitddeeoremployees of the bank are the main reasongstbmer
dissatisfaction.

Kimando and Njogu (2012) in the research “Factbet #Affect Quality of Customer Service in the Bari
Industry in Kenya: A Case Study of Post bank He#tc©Nairobi” have found out the factors that affect quality
customer service in financial institutions in Kergiad it has been shown that human resource fastmis as
training, staff motivation and job satisfactiondgmroduct range affect the quality of customer iserv

Lee and Ullah (2011) in the article on “Customéisitude toward Islamic Banking in Pakistan” .hadentified
that Islamic banks' customers highly value Sha@enpliance in their banks and that non compliané w
Shari'a principles leads to disgruntled customArs.interesting pronouncement is that if an Islamank is
involved in repeated violations of Shari'a, thetoo®rs are inclined to switch their banks. Nonettgl the
findings reveal that Shari'a compliance is notahé/ satisfaction yardstick for kshic banks' customers; they
also expect their banks to be convenient, techiddly advanced and provide security of their calpit

Mc Donald and Thiele (2008) in the research on ffooate Social Responsibility and Bank Customer
Satisfaction: A Research Agenda" have shown the whllocating company resources to increase the
proportion of satisfied customers that will allowrik marketers to reduce customer churn and hemceaise
market share and profits.

Moutinho and Smith (2000) in research article "Madg Bank Customer Satisfaction through Mediatidn o
Attitudes towards Human and Automated Banking"ddtrces a model to evaluate bank customers’ atStude
towards both human tellers and automated bankimgeidiating the ease of banking factor/perceiveidfagtion
linkage.

Mylonakis (2009) in the article “Bank SatisfactiBactors and Loyalty: A Survey of the Greek BanktGomers”
has examined the Greek bank customers satisfdetiehbased on their own banks experiences anc:pgons,

as well as their buying behavior and attitudes towdanking products and services offered. Thearekewas
carried out on a random sample of 182 bank custemih the use of structured questionnaires. Fisliof the
research show that majority of bank customers afisfed with the bank but banking institutions déde re-
examine their customer-approach methods and apelynarketing of relationships to ensure loyalty.

Parvin (2013) in the research on Mobile Banking @pen in Bangladesh: Prediction of Future” hagrauiily
determined the satisfaction of mobile banking userd found that almost the users are satisfiedsiyguthis
new and innovative banking service but they alsotve@me new edition of this service and the funfr¢he
mobile banking in Bangladesh has been predicteggsgood.

Parvin and Hossain (2010) in the article “Satistactof Debit Card Users: A Study on Some Private
Commercial Banks” have concluded that respondestsatisfied by using debit card either for takshdiawal

or goods purchase or for both purposes but theomess demanded more no. of ATM booth, good network
facility, transaction receipt etc.

Parvin and Perveen (2012) in the article entiti@brhmercial Bank Selection Process Used by Inditidua
Customers: Factor Analysis on Banks of Bangladésive found account opening is the most importactbfa
for bank selection decision. Form varimax rotatioatrix they have observed that responsivenesseisnitbst
important factor to the customers that includegnfdliness, personality, counseling and foreign arge
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Table 1: Customer-Specific Factors
Category Frequency Percent
Below 25 118 43.7
25-35 Years 68 25.2
35-45 Years 43 15.9
Age 45-55 Years 23 8.5
Above 55 Years 18 6.7
Total 270 100
Male 163 60.4
Sex Female 107 39.6
Total 270 100
Married 125 46.3
Marital Status Unmarried 139 51.5
Others 6 2.2
Total 270 100
Interest based 68 25.2
Types of Bank Islamic 202 74.8
Total 270 100
Private 237 87.8
Types of Bank Ownership Public 33 12.2
Total 270 100
Types of Accounts Current 80 29.6
Savings 166 61.5
Term 24 8.9
Total 270 100
One year 46 17
Experience of Banking Two Years 72 26.7
Three Years 46 17
Four Years 33 12.2
More than four years 73 27
Total 270 100
SSC 8 3
Education Level of the HSC 80 29.6
respondents Graduate 123 45.6
Post Graduate 52 19.3
M.Phil. / PhD. 7 2.6
Total 270 100
Business man 47 17.4
Profession of the respondents Teacher 29 10.7
Service Holder 48 17.8
Banker 29 10.7
Housewife 29 10.7
Student 88 32.6
Total 270 100
Income Level of the Respondents Below Tk 10,000 110 40.7
Tk.10,000-Tk. 20,000 61 22.6
Tk.20,000-Tk. 30,000 32 11.9
Tk.30,000-Tk. 40,000 39 14.4
Above Tk.40,000 28 104
Total 270 100

Source: Field Survey, October 2014
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Table2: Satisfaction-Specific Factors

Reliability Minimu Maximu Rankin | Std.

N m m Mean g Deviation
Accounting OPENING »70 | 1.00 5.00 40111 | 1 1.03286
procedure is easy
Bank performs the service
with  consistency and 270 | 1.00 5.00 3.6852 2 1.08426
accuracy
Bank  follows  online
banking for depositing 270 | 1.00 5.00 3.6444 3 1.21617
money
Cash deposit and
withdrawal procedure i$270 | 1.00 5.00 3.6296 4 1.07517
very quick
Profit rate ~for deposit 574 | 1 g 5.00 34963 | 5 1.08298
scheme is high
IACCO‘““ related charge 15,74 | 4 gg 5.00 34333 | 6 1.17960
ow
Valid N (list wise) 270
Responsiveness
Queue  system of cashy;q | 4 o9 5.00 3.8667 | 1 89026
counter is perfect
Employees respongd
quickly to  customersf 270 | 1.00 5.00 3.5444 2 1.15518
request and problems
Assurance
Bank  provides statement,,, | 4 o, 5.00 36519 | 1 1.05124
when respondents want ' ' ' '
Employees’ — skill - and o1 4 o9 5.00 36185 | 2 1.18809
knowledge is satisfactory
Bank maintains complaint ;74 | 1 o 5.00 35593 | 3 1.04642
box perfectly ' ' ' '
Valid N (list wise) 270
Empathy
Employees are friendly and
respectful to solve the270 | 1.00 5.00 3.8259 1 .97328
customer problem
Top level —employee's ;o | 4 oy 5.00 3.4852 | 2 1.05858
support is satisfactory
Valid N (list wise) 270
Tangible
Bank ~ location S| 570 | 5 gg 5.00 3.8004 | 1 97642
convenient
Internal environment i$ 270 | 1.00 500 3.8704 > 90940
suitable ' ' ' '
Deposit  products - arg,,q | 5 o 5.00 3.8556 | 3 87800
adequate to your need
Locker  service I8 579 | 100 5.00 3.7333 | 4 97325
satisfactory
ATM ~card  service 19 575 | 109 5.00 36519 | 5 1.17482
satisfactory
Bank has vehicle parking,7q | 1 5g 5.00 35852 | 6 1.18783
facility ' ' ) '
Valid N (list wise) 270

Source: Field Survey, October 2014
Qasa et. al. (2013) in the research “Factors Affgctntentions to Use Banking Services in Yemdmve
targeted to close the gap by investigating theofacinfluencing Yemen's consumers who possiblyediffom
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consumers in the developed countries in terms @if fhsychological, cultural and behavior to use ltaeking
system by using primary data collected from uniterstudents and analyzed by SPSS version 17 and
highlighted that the relationship between, sengecrlity, banking legal framework, bank advertisetmare
significant and positive on behavioral intentioncept cultural belief where it was significant buayed a
negative role in using the banking system in Yemen.

Ringim (2013) has conducted research Bidnderstanding of Account Holder in ConventionalnBaToward
Islamic Banking Products” and determined the lesElunderstandings of a Muslim account holder in a
conventional bank toward Islamic banking productd aervices as well as determine the relationsatpden

the understanding levels of Muslim account holdexsd their decision to patronize an Islamic banking
Understanding factor is operationalized as thergxtéthe deeper level of knowledge, grasp or cahension

of Islamic bank products to patronize Islamic bankducts and services.

Khalid et. al. (2011) in the article “Customer S#dction with Service Quality in Conventional Bamdgiin
Pakistan: The Case of Faisalabad” have conductstidy to evaluate the customer satisfaction of ek
industry in Pakistan general, and Faisalabad pédaticbased on various levels of customer perceptgarding
service quality. The result indicated that custaqeerceive highest satisfaction in the responss®iagea and
lowest in the tangibles area.

Virk and Mahal (2012) in the article of “CustomeatiSfaction: A Comparative Analysis of Public andvRte
Sector Banks in India” have conducted a comparativalysis to identify the satisfaction level of pakand
private sector banks in India. Depending on the@arses of 160 respondents they found that privetéoss
banks are more preferred by customers. The resrarclovered customers from six banks, three froblipu
sector and three from private sector.

Zineldin (1995) in the article on “Bank-Companydrdctions and Relationships: Some Empirical Evidemas
stated that there is a relationships and intemastibetween banks and corporate clients and expltred
possibility of approaching the bank company reta&ldp from a different angle. The study also idegia large
number of factors which influence the interactigtationship between banks and companies.

Demographic characteristics of the respondentsatahat the majority of the respondents are bel&wy@ars
and 25.2 % is in between 25 and 35 years, 15.9%sdeet 35 and 45 and 8.5 % between 45 and 55, orflg &
above 55. The maximum respondents are male (60affblonly 39.6% of the respondents are female, while
51.5% of them are unmarried and 46.3% are marfibé. maximum respondents have chosen Islamic bank
(74.8%) than interest based bank (25.2%). Moshefttanks are privately operated (87.8%) and onlg%2are
operated by public ownership. Most of the respotglase savings accounts (61.5%) and only 29.6%880%

use current and term accounts respectively. Thérmam respondents have banking experience morefthan
years (27.0%) and few have banking experience wf years. Maximum respondents are well educatedce,He
19.3% has passed postgraduate level, 45.6% hasdpgsaduate level, 29.6% HSC level and 3.0% falls i
SSC passed, but only 2.6% respondents have comiphtehil/ PhD. degree. Most of the respondents are
students and a few of them are businessman. Mdskeai earn monthly less than Tk. 10,000 and fewheimn
(10.4%) earn highest level of income.

In reliability factor respondents give the most orance in easy produce of account opening assttha
highest mean value (4.0111). The mean value ofuataelated charge is 3.433 which means the depssite
not satisfied with account related charges.

Under responsiveness, the depositors are mordieatisith the queue system of cash counter as fttige

highest mean value than quick response of empldgeasstomer request and problems.

Under assurance, there are three variables. Depodiaive given the highest importance (3.8259)rawige

statement to respondents timely than employee’sviedge and skills.

Under Empathy customers give more emphasize onogegsd’ friendliness and good behavior to customers.
In tangible, there are six variables. Among themvemient bank location is the most important fa¢889054).
Besides this, internal environment, adequate deposduct and locker service also satisfy depaosit@n the
other hand, depositors have given lowest valueetiicle parking facility (3.5852).

Regression between Satisfaction-specific factors @dnoverall satisfaction from deposit management
services.

Model Summary 1
Model R R Square |Adjusted R Square Std. Error of the Estimate
1 .606 .367 .355 .97434

a. Predictors: (Constant), Reliability, Responsivenpdssurance, Empathy, Tangible
Source: Field Survey, October 2014
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ANOVA®
Model Sum of Squareqdf Mean Square |F Sig.
1 Regression ]145.242 5 29.048 30.599 .00C¢

Residual 250.625 264 .949
Total 395.867 269

a. Predictors: (Constant), Reliability, Responsags Assurance, Empathy, Tangible.

b. Dependent Variable: Overall satisfaction frorpa&t management.
Source: Field Survey, October 2014

Coefficientd'
Standardized
Unstandardized Coefficients |Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -1.210 413 -2.928 .004
Reliability -.146 .130 -.081 -1.120 .264
Responsiveness |.320 .095 .207 3.382 .001
Assurance .385 .106 .254 3.636 .000
Empathy .056 .092 .038 .611 542
Tangible .675 121 .339 5.596 .000

The above model summary 1 indicates that thereireaneorrelation between independent variablesigRiity,
Responsiveness, Assurance, Empathy and Tangilvlé,flependent variable (overall satisfaction frorpadét
management). At 5% significance level the corretais 60.6%. The value of adjusted R Square istB&t
means 35.5 % of dependent variable can be expléipndde independent variables. From ANOVA testait be
remarked that there is a statistically significeffect of Responsiveness, Assurance, and Tangibleverall
satisfaction level from deposit management becthesaignificance level of these variables is léss1t5% but
there is no statistically significant effect of ettiwo variables because the significance levéhede variables is
greater than 5%. Hence }lis rejected and Hls accepted and the regressions equation will be:

Y, =ag + bt Xy +o A B X,

So, Overall Satisfaction = -1.210+ (-.146) Reliapi+. (320) Responsiveness + (.385) Assurance%6].0
Empathy + (0.675) Tangible.

Regression between Customer-Specific factors and erall satisfaction from deposit Management services
Model Summary 2

Model |R R Square Adjusted R Square [Std. Error of the Estimate

1 257 .063 .027 1.19672

Predictors: (Constant)age, gender, marital status, bank type, bank owigersaccount type
experience of banking, level of education, prof@ssmonthly income.
Source: Field Survey, October 2014

ANOVA,
Model Sum of Square df Mean Square F Sig.
Regression 24.942 10 2.494 1.742 072
Residual 370.925 259 1.432
Total 395.867 269

a. Predictors: (Constantpge, gender, marital status, bank type, bank owiErsaccount type
experience of banking, level of education, profassmonthly income.
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Model Summary 2
Model |R R Square Adjusted R Square [Std. Error of the Estimate

1 257 .063 .027 1.19672

b. Dependent Variable: Overall satisfaction level frdaposit management.
Source: Field Survey, October 2014

Coefficients
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.033 .896 .033 2.269 .024
Age of the respondents .032 .070 -.082 461 .645
Gender of the respondents  |-.202 151 .008 -1.338 .182
Marital status of the responde{.018 .155 174 113 .910
Type of bank respondents us¢.486 .222 .106 2.188 .030
Type of bank ownership .394 .294 -.049 1.340 .182
ypes of accounts  respondd. 4, 127 178 -794 428
Experience of banking of t] 147 058 001 2554 011
respondents
Education —level of 1y, 096 070 018 985
respondents
Profession of the respondents].045 .046 -.002 .966 .335
Income level of the respondery-.002 .070 -.027 .978

a. Dependent Variable: Overall satisfaction level frdeposit management services
Source: Field Survey, October 2014

The above model summary no. 2 indicates that ttemains a correlation between independent varidigs,
Gender, Marital Status, Types of bank. Type of bawkership, Type of bank account, Experience, Eiluta
Profession, Income Level) and dependent variablerédl satisfaction from deposit management). At 5%
significance level the correlation is 25.1%. Thdueaof adjusted R Square is .027 that means oy .of
dependent variable can be explained by the indepgndariables. From ANOVA test it can be remarkieat t
there is a statistically significant effect of typkbank respondents use, experience of bankitigeofespondents
because the significance level of these varialddeds than 5% but there is no statistical sigaificeffect of
others variables (Gender of the respondents, Mat#tus of the respondents, Type of bank ownerdlyipes of
accounts respondents use, Education level of gporelents) because the significance level of thagables is
greater than 5%. Hence }li rejected and Hds accepted and the regressions equation will be:

Y, =ag + b thoXo +o B X,

So, Overall Satisfaction = 2.033+ (.032) Age +@2PGender + (.018) Marital status + (.486) Typebahk +
(0.394) bank ownership+ (-.100) Types of accoun{sl47) Experience+ (.002) Education+ (.045) Prsifast+
(--002) Income level.

Conclusion and Recommendations:

Intense competition exists in banking industry. B&pis considered as the blood of banks. So, fgamiis
depositors is essential. The purpose of this sigdp measure the individual depositor’s satistacttfrom
deposit management services of different commelm@aks of Bangladesh. This study revealed thaetiea
close relationship of depositors’ satisfaction withstomer-specific factors and satisfaction-speddictors.
From regressions analysis no. 1, it has been ftheitdresponsiveness, assurance, and tangible tetistically
significant effect of on overall satisfaction leviedbm deposit management. From regressions anatysi® it
can be inferred that there is a statistically gigant effect of type of bank respondents use, ggpee of
banking of the respondents on overall satisfactewel from deposit management. Nevertheless, fongi
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better deposit management service and ensuringdbhieomic development and the stability of the cutite
following suggestions can be adopted by the banks:
e Cash deposit and withdrawal procedure should bekqui
e Bank should perform deposit management service gmnsistently and accurately.
e Profit rate for deposit scheme should be increase.
e Account related charge should be decreased.
e Banks should give more emphasize to solve customezgest and problem.
e Bank should maintain complaint box perfectly sat ttiastomer can get the solution of their problems
quickly.
* Top level employees of bank should provide betippsrt to depositors.
e The banks should maintain and improve better imleemvironment, adequate deposit product and
locker service to satisfy the depositors.
« Types of banks and experience of banking are glasthted with satisfactions of depositor. So bank
should consider these factors to improve the lef/ghtisfaction of the depositors.
e Banks can modify ATM card service and car parkiagjlity.
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