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Abstract 

Objective of the study was to study the factors affecting Customer Satisfaction in Banking Sector of 

Pakistan and to find the relationship between Service Quality, Customer Satisfaction and Customer 

Loyalty. Research design of the study is quantitative and surveys research method has been used in it. Data 

was collected from four different cities: Sahiwal, Arifwala, Okara and Pakpatan. Data has been collected 

through already tested structured questionnaire from 72 respondents. Results of this study show that there 

is significant relationship between service quality attributes and customer satisfaction. It also revealed that 

positive relationship exists between customer satisfaction and customer loyalty. With the help of this study 

we can conclude that service quality leads to satisfied customers and customer satisfaction leads to 

customer loyalty. In today’s competitive world banks can get competitive advantage by providing superior 

services to their customers. 

 

Key Words: Service Quality, Customer Satisfaction, Customer Loyalty. 

 

 

mailto:irfansabir@ciitsahiwal.edu.pk
mailto:osama_ghafoor@yahoo.com
mailto:naeem_akhtar46@hotmail.com


   

  

 

 

ISSN: 2306-9007      Sabir, Ghafoor, Akhtar, Hafeez & Rehman (2014) 

 

 

 

 

1015 

I 

 

  www.irmbrjournal.com                                                                                              June 2014                                                                                               

 International Review of Management and Business Research                        Vol. 3 Issue.2

                           

R 
M  
B  
R  

Introduction 
 

Banking sector in Pakistan consists of a central bank named as State Bank of Pakistan (SBP), which is 

central bank of country and a combination of local and foreign banks. Total of 53 banks currently are 

operating in Pakistan, five of which are public sector banks (First Women Bank Limited, National Bank of 

Pakistan, Sindh Bank Limited, The Bank of Khyber, and The Bank of Punjab), four specialized banks 

(Industrial development Bank of Pakistan, SME Bank Limited, The Punjab Provincial Cooperative Bank 

Limited, and Zarai Taraqiati Bank Limited),  

 

While seventeen private banks (Allied Bank Limited, Askari Bank Limited, Bank Alfalah Limited, Bank Al 

Habib Limited, Faysal Bank Limited, Habib Bank Limited, Habib Metropolitan Bank Limited, JS Bank 

Limited, KASB Bank Limited, MCB Bank Limited, NIB Bank Limited, SAMBA Bank Limited, 

SILKBANK Limited, Soneri Bank Limited, Standard Chartered Bank (Pakistan) Limited, Summit Bank 

Limited, and United Bank Limited), five Islamic Banks (AlBaraka Bank (Pakistan) Limited, BankIslami 

Pakistan Limited, Burj Bank Limited, Dubai Islamic Bank Pakistan Limited, and Meezan Bank Limited), 

also represented are the local branches of six foreign banks (including Barclays Bank PLC, Deutsche Bank 

AG- Pakistan Operations, Citibank N.A.- Pakistan Operations, HSBC Bank Middle East Limited Pakistan 

Operations, Oman International Bank S.O.A.G  Pakistan Operations, and The Bank of Tokyo-Mitsubishi 

UFJ Limited Pakistan Operations), eight micro finance banks (KASHF Microfinance Bank Limited, 

Khushhali Bank Limited, Network Microfinance Bank Limited, NRSP Microfinance Bank Limited, Pak 

Oman Microfinance Bank Limited, Rozgar Microfinance Bank Limited, Tameer Micro Finance Bank 

Limited, and The First Micro Finance Bank Limited), and eight development finance institutions (House 

Building Finance Company Limited, Pak Brunei Investment Company Limited, Pak-China Investment 

Company Limited, PAIR Investment Company Limited, Pakistan Kuwait Investment Company Limited, 

Pak Libya Holding Company Limited, Pak Oman Investment Company Limited, and Saudi Pak Industrial 

& Agricultural Investment Company Limited) (www.sbp.org.pk).  

 

All the commercial banks in Pakistan offer the same standard facilities find anywhere in the world 

including, debit cards, credit cards, travelers cheques, money transfers, personal loans, car finance, etc. 

selected banks also offer specialized services such as VIP accounts, ladies accounts, minor and student’s 

accounts, plus e-banking platforms such as telephone and PC banking which offer 24/7 access. Particularly, 

the expansion in private banking business, along with customized services, has created a cut-throat 

competition in this sector (Khalid & Irshad, 2010). Customer satisfaction is the real diamond and 

competitor advantage over other companies. Today businesses compete for customers and customer 

satisfaction is becoming a key performance indicator and an essential element of business strategy. 

Customer expectations are key drive behind customer satisfaction. Customer Satisfaction is an indicator of 

customer purchase intensions and brand loyalty.  

 

Companies are trying to have high customer satisfaction and trying to keep their current customers rather 

than spending additional resources to attract potential new customers. Therefore the producers and 

marketers tried to keep their customer satisfied so that they may become band loyal and in the way 

companies can get maximum share in the market. So after knowing the above mentioned problem the 

purpose of the study was to find the interrelationship between service quality, customer loyalty and 

Customer Satisfaction, in banking sector of Pakistan.This study is an attempt to explore the 

interrelationship between service quality, customer satisfaction and customer loyalty in Pakistani context. 

This will be a real contribution for the banks because in this way, banks can seek guidance to improve their 

service quality in order to retain their customers and seek competitive advantage by getting more loyal 

customers. 

 

http://www.sbp.org.pk/
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Literature Review 
 

Customer Satisfaction 

 

Concept of customer satisfaction has a central position in marketing as it is a major outcome of marketing 

activity and it links the processes of purchase and consumption or use of the product or service to attitude 

change, repeat purchase and ultimately brand loyalty. Origin of the concept is related to the marketing 

concept that profit is generated through satisfaction of customer needs and wants. Business Dictionary 

defines Customer Satisfaction as: The degree of satisfaction provided by the goods or services of a 

company as measured by the number of repeat customers. Concept of customer satisfaction is new to many 

companies, who have been focused on price and availability of products. So, it is important to be clear the 

exact meaning of on exactly the term. Customer satisfaction is a state of mind that customers have about a 

product or services after using that product and service offered by a company in return of customer 

expectations about the products. Customer satisfaction leads to product repurchase that ultimately leads to 

brand loyalty. In early 1970’s customer satisfaction emerged as a legitimate field of study. U .S department 

of agriculture’s Index of Consumer satisfaction was the first study to report direct information on consumer 

satisfaction (Pfaff 1972).Customer Satisfaction Brand Loyalty and Profitability are linked to one another( 

Roger Halllowell 1996). 

 

Customer Loyalty 

 

Albert Caruana (2000) examined customer loyalty plays a mediating role in the effect of service quality on 

service loyalty among retail banking customers in Msida, Malta. Effects of a number of demographic 

indicators on service loyalty were also reported. Ahmad & Sana ul Allah (2011) concluded that easy 

availability of spare parts, easy availability of technicians, parts replacement, warranties and customization 

services have positive significant impact on consumer buying behavior, also economical spare parts, 

compatible spare parts,  and service centers have insignificant impact on consumer buying behavior of 

automobile consumers in Pakistan. Manufacturers and importers of automobiles need to ensure easy 

availability of spare parts and mechanics, parts replacements, warranties and customization to affect 

consumer buying intensions. Positive relationship exists among customer satisfaction, customer 

relationship, trustworthiness and customer loyalty. Long term success and reputation of an organization 

depends on customer loyalty. Customer is always right and attainment of customer loyalty is a golden 

principal for businesses. Gronholdt et al., (2000) have found that companies with low price strategy had a 

much higher loyalty than expected from their customer satisfaction. On the other hand, companies that had 

used a lot of energy on branding indeed had a high customer satisfaction but they did not have a 

correspondingly high loyalty. While Oliver (1999) examined that forced loyalty could be established trough 

creating exit barriers as well.  

 

Loyal behavior may also result from inertia. Inertia means customer does not move to another vendor due 

to comfort or relatively low importance. If the choice has low importance, there is no point to spend time 

and effort on searching for alternatives. Thus, based on his faith in the suitability of the current product, the 

customer continues to use it without checking alternatives. It is in accordance to Oliver’s approach of 

cognitive loyalty: the loyalty that is based on brand belief only. “Cognition can be based on prior or 

vicarious knowledge or on recent experience-based information. If the transaction is routine, so that 

satisfaction is not processed (e.g. trash pickup, utility provision), the depth of loyalty is no deeper than 

mere performance.  

 

Hofmeyr and Rice (2000) say that one of the reasons that customers do not switch brands is that when they 

are dissatisfied. They feel that alternatives are just as bad as the brand they are using or even worse.  

Several studies like Heskett et al., (1994) revealed that there exists a direct connection between satisfaction 



   

  

 

 

ISSN: 2306-9007      Sabir, Ghafoor, Akhtar, Hafeez & Rehman (2014) 

 

 

 

 

1017 

I 

 

  www.irmbrjournal.com                                                                                              June 2014                                                                                               

 International Review of Management and Business Research                        Vol. 3 Issue.2

                           

R 
M  
B  
R  

and loyalty: satisfied customers become loyal and dissatisfied customers move to another vendor. Again 

Anderson et al., (2000) narrated the primary objective of creating American Customer Satisfaction Index 

(ACSI) in 1984 was to ex-plain the development of customer loyalty. In ACSI model customer satisfaction 

has three antecedents: perceived quality, perceived value and customer expectations. Gronholdt et al., 

(2000) examined the European Customer Satisfaction Index (ECSI) model perceived quality is divided into 

two elements: “hard ware”, which consists of the quality of the product or service attributes, and “human 

ware”, which represents the associated customer behavior towards the product/service.  Reichheld et al., 

(2000) found in both models increased level of satisfaction leads to increased customer loyalty. When the 

satisfaction is low customers have the option to exit (e.g. going to a competitor) or express their 

complaints. Researchers have shown that 60 to 80% of customers who defect to a competitor said they 

were satisfied or very satisfied on the survey just prior to their defection. Customer satisfaction 

measurement must be undertaken with an understanding of the gap between customer expectations and 

attribute performance perceptions.  

 

Service Quality 

 

Service quality has been increasingly recognized as a critical factor in the success of any business 

(Parasuraman et al., 1988), and the banking industry in this case in not exceptional (Hossain & Leo, 2009). 

Service quality has been widely used to evaluate the performance of banking services (Cowling & 

Newman, 1995). The banks understand that customers will be loyal if they are provided greater service 

than their competitors (Dawes & Swailes, 1999), and on other hand, banks can only earn high profits if they 

are able to position themselves better than competitor within specific market (Davies et al., 1995).  

Consequently, banks need to focus on service quality as a core competitive strategy (Chaoprasert & Elsey, 

2004). Gronroos (2000) defined service as, “A service is a process consisting of a series of more or less 

intangible activities that normally take place in interactions between the customer and service employees or 

physical resources or goods and/ or systems of service provider, which are provided as solutions to 

customer problems”. Fogli (2006) defined term service quality as “a global judgment or attitude relating to 

particular service; the customer’s overall impression of the relative inferiority or superiority of the 

organization and its services”. Parasuraman et al. (1985) identified then determinants of service quality. 

They are: reliability, responsiveness, competence, access, courtesy, communication, credibility, security, 

understanding, tangibles.   

 

1n 1988 Parasuraman et al. et al. through a quantitative research revealed an instrument for measuring 

consumer’s perception of service quality, after that it became known as SERVEQUAL. In this research 

they minimized their dimensions from ten to five. The dimensions were: First is Tangibility- includes the 

physical facilities, appearance of personnel and equipment, infrastructure. Second is Reliability – The 

ability to perform the promised service dependably and accurately. Third is Responsiveness means the 

willingness to help customers and provide prompt service. Fourth is Assurance (combination of items 

designed originally to assess Competence, Courtesy, Credibility, and Security) is the ability of the 

organization’s employees to inspire trust and confidence in the organization through their knowledge and 

courtesy. Fifth and last is Empathy (combination of items designed originally to assess Access, 

Communication, and Understanding the customer) personalized attention given to customer. While in our 

study we have included first four components and excluded empathy. 

 

Theoretical Framework 
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Operationalization of Variables: 

 
Variables Dimensions Elements Proposed Questions Reference 

Service 
Quality 

 

 
 

 

 
 

 

 
 

  

Tangibility Premises I am satisfied with the premises of the bank and it is visually 
appealing. 

Siddiqui, 
Qazi Umer 

(2011) 

Technological Up-
to-date 

I am satisfied with the technological up-to-date equipments of the 
bank? 

 

Employee Dress I am satisfied with the way employees dress.   

Marketing Material I am satisfied with the marketing materials distributed by the 

bank. They clear and give complete information. 

 

Visually Clear Bank 
Statement 

 I am satisfied with the bank statement and it is visually clear.  

Reliability Service as Promised I am satisfied with the services provided by the bank as promised.  

Problem Handling I am satisfied by the service of handling a problem (speed of 

problem solving). 

 

Timely Services I am satisfied with the way bank provides the services at the time 

they promised. 

 

Operating Hours I am satisfied with the operating hours of the bank.  

Delivery on Up-to-
Date Record 

I am satisfied with the way bank delivers up to date record.  

Responsiven

ess 

Promptness I am satisfied with the employees’ promptness in providing 

services in the bank. 

 

Willingness to Help 
Customers 

I am satisfied with the willingness of employees to help 
customers. 

 

Timely Bank 

Statements 

 I am satisfied with the bank service of sending timely bank 

statement. 

 

Assurance Security I am satisfied with the security of the bank.  

Eagerness I am satisfied with the employee’s eagerness of instilling 

confidence to me. 

 

Knowledge of 

Employees 

I am satisfied of the knowledge of the employees (up to date 

knowledge about products, services, rules and regulations). 

 

Customer 

Loyalty 

Customer 

Loyalty 

Courtesy The bank staff is courteous. Dwi 

Suhartanto, 

(2011) 

Trustworthiness The bank staff is trustworthy.  

Clarity of 

Information 

If I need information, the bank staff could explain clearly.   

Security of 

Transactions 

The bank provides security for my money and transactions.   

Timely Services The bank staff provides service in a timely manner.   

Modern Facilities The facilities of bank are modern.   

Right Service First 

Time 

The staff of the bank performs the service right the first time.   

Excellent Service 

Quality 

Overall, bank provides excellent service quality.  

Reasonable Price  I consider the price of service is provided by the bank to be 

reasonable. 

 

Online, ATM The services (i.e  credit and debit card, ATM, online transaction) I 

receive from bank is excellent compared to what I give (in terms 

of money). 

 

Value for Money Bank offers good value for money.  

Customer 

Satisfactio

n 

Customer 

Satisfaction 

Positive Things Say positive things about the Bank to other people Siddiqui, 

Qazi Umer 

(2011) 

Word of Mouth 
Marketing 

Encourage friends and relatives to do business with Bank.  

Intend to do 

Business 

Intend to continue doing business with Bank.  

Preference Have strong preference on this Bank  
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Hypothesis 
 

As identified in the literature review service quality leads to customer satisfaction and customer satisfaction 

leads to customer loyalty. Many researchers used service quality attributes as a measure of customer 

satisfaction. Service quality attributes significantly affects customer satisfaction Siddiqi, (2011). Customer 

perceive highest satisfaction in the responsiveness area and lowest in the tangibles area. In order to achieve 

higher levels of service quality, the bank managers should redesign their strategies about customer 

satisfaction with respect to service quality  Khalid, Babak, Abbas, & Hussain, (2011). Afsar etal (2010) 

analyzed that Perceived quality, satisfaction, trust, switching cost and commitment are the factors which 

influence the loyalty of thecustomers, where we have taken only one factor which is customer satisfaction 

that leeds to customer loyalty. 

 

H1: There is positive relation between service quality, customer satisfaction and customer loyalty. 

H2: Service quality positively affects customer satisfaction. 

H3: Customer satisfaction positively affects customer loyalty.  

 

Research Methodology  
 

The questionnaire has been designed on the basis of the study of researchers such as Berry et al., (1985), 

Parasuraman et al., (1985), Zeithaml & Bitner (1996), Stafford (1996). Berry et al. (1985) and Zeithaml & 

Bitner (1996) who identified five dimensions of service quality: tangible (equipment, written material, 

personnel, and appearance of physical facilities), reliability (ability to deliver promised service and 

accurately), responsiveness (willingness to help customers and providing prompt services), assurance 

(Knowledge and ability of employees to inspire trust and confidence), and empathy (Caring and providing 

individual attention to each customer). Parasuraman et al., (1985) indicates that service quality consists of 

eleven dimensions: reliability, competence, responsiveness, access, courtesy, communication, credibility, 

security, competence, tangibles, and understanding of customer. Reliability is considered as essential 

dimension of service quality. Stafford (1996), focused on customer services on seven dimensions, such as 

relationships, bank atmosphere, rates and charges, ATM, available and convenient services, facilities of 

bank counter (tellers), and honesty/reliability of bank personnel. For present investigation we have 

constructed four dimensions: Tangibility, Reliability, Responsiveness and Assurance. 

 

Data Collection Methods 

 

In this study quantitative method for data collection was used for data collection. 72 respondents were 

selected through simple random sampling.In this study surveys method was used due to some reasons. First 

it is widely used method in research for non experimental social science research. Second in the sample has 

been taken from real world. Third it provides a systematic, impartial, representative, theory-based, 

quantitative, self-monitoring, contemporary and replicable approach for data collection. There are two 

methods to collect date first one is questionnaires and second is interviews. In this paper data has been 

collected through questionnaires. The population of our study is Pakistan but due to unavailability of 

resources, language issues, lack of cooperation, unrelated population, geographic restrictions, and time and 

cost issues random sample technique has been adopted so that equal chance can be given  to every person 

of the population to be selected. By using simple random technique two cities were selected for data 

collection Sahiwal, and Pakpattan Okara and Arifwala.   

Tool or instrument of the survey is questionnaire which has been adapted from previous researches. This 

questionnaire is more accurate to measure the relationship between service quality and customer 

satisfaction and customer loyalty because; its validity has already been tested in other context. The 

questionnaire consists of two sections. In first section questions related to personal information i.e. age, 
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gender, qualification, family structure and experience have been asked while the second part consists of 

questions related to service quality, customer satisfaction and customer loyalty. Data was collected through 

survey method. Self administrated five scale likert scale questionnaire was used to collect data from 

customers of different banks. An already developed questionnaire was adapted to collect the data. Due to 

financial and time constraints convenience sampling was used in the study. 

 

Data Analysis Methods 
 

Data was analyzed using SPSS Software. First of all reliability of variables was checked then correlation 

was used to check the interrelationship between service quality, customer satisfaction and customer loyalty. 

Regression analysis was use to measure the impact of service quality of customer satisfaction and that of 

customer satisfaction on customer loyalty. 

 

Results 
 

For data analysis SPSS-20 software was used in which data was analyzed into two parts where part one 

describes descriptive statistics to measure the central tendency (average) and dispersion (the spread of data 

or how close each other is to the measure of central tendency). In the second part Pearson’s correlation was 

used between at least two continuous variables. If the value of Pearson’s correlation is near (0.00) it means 

there is no correlation and if the value is near (1:00) strong correlation exists. Generally the value of 

Pearson’s correlation coefficient is 0.80 is considered as high positive correlation. Multiple regressions:  To 

estimate the coefficients of variable of a linear equation, linear regression analysis is used to determine the 

relationship of dependent and independent variable. 

 

Descriptive Statistics: 
Descriptive Statistics 

 N Range Minimum Maximum Sum Mean Std. 

Deviation 

Variance Skewness Kurtosis 

Statistic Statistic Statistic Statistic Statistic Statistic Std. 

Error 

Statistic Statistic Statistic Std. 

Error 

Statistic Std. 

Error 

Name of 

bank 
58 14.00 1.00 15.00 347.00 5.9828 .40227 3.06360 9.386 .991 .314 .926 .618 

Type of 
account 

58 3.00 1.00 4.00 91.00 1.5690 .07821 .59566 .355 1.014 .314 2.842 .618 

Gender 58 1.00 1.00 2.00 70.00 1.2069 .05365 .40862 .167 1.486 .314 .214 .618 

Location 58 3.00 1.00 4.00 102.00 1.7586 .11875 .90438 .818 1.390 .314 1.501 .618 
Martial 

status 
58 3.00 1.00 4.00 85.00 1.4655 .07861 .59870 .358 1.407 .314 3.628 .618 

Age group 58 5.00 1.00 6.00 148.00 2.5517 .12583 .95830 .918 1.768 .314 3.124 .618 

Highest 

education 
58 4.00 3.00 7.00 306.00 5.2759 .12247 .93270 .870 -.588 .314 .235 .618 

Monthly 

income 
58 7.00 1.00 8.00 178.00 3.0690 .18051 1.37474 1.890 .963 .314 2.440 .618 

Profession 58 4.00 1.00 5.00 128.00 2.2069 .09764 .74360 .553 1.764 .314 4.024 .618 
How long 

you 

working 

58 4.00 1.00 5.00 126.00 2.1724 .12084 .92030 .847 1.602 .314 3.192 .618 

Kind of 

family 
58 3.00 1.00 4.00 100.00 1.7241 .10375 .79014 .624 1.424 .314 2.541 .618 

Time of 
using bank 

58 4.00 1.00 5.00 146.00 2.5172 .13526 1.03010 1.061 .501 .314 -.733 .618 

Frequency 

of bank use 
58 4.00 1.00 5.00 193.00 3.3276 .17632 1.34279 1.803 -.180 .314 -1.284 .618 

Valid n 

(listwise) 
58 
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Reliability 

 

Reliability of the items of the variables is measured by Cronbach’s alpha. In our study there were three 

variables named as Customer Service Quality, Customer Loyalty and Customer Satisfaction. Cronbach’s 

alpha value was over 0.70 for all the variables, which shows there is reliability in the item of the variables. 

These alpha scores are acceptable which indicate that items within the variables are interrelated and there 

was a relationship between items. 

Table 1 

Reliability Statistics Overall 

Cronbach’s Alpha N of Items 

.887 20 

 

Correlation 

 

To check the interrelationship between variables Pearson Correlation was used. Value for correlation 

coefficient for Service Quality and Customer Satisfaction is 0.57, and for Service Quality and Customer 

Loyalty is 0.651 and it is 0.658 for customer satisfaction and customer loyalty. Positive values of 

correlation coefficient indicate that increase in one variable causes increase in other variable and decrease 

in one variable causes decrease in the other. Significance value (2-tailed) was less than 0.05. We can say 

that there is positive relation between Service Quality, Customer Loyalty and Customer Satisfaction. 

 

Correlations 

 Customer_Servi

ce_Quality 

Customer_Loya

lity 

Customer 

Satisfaction 

Customer_Service_Quality 

Pearson Correlation 1 .651
**

 .570
**

 

Sig. (2-tailed)  .000 .000 

N 100 100 100 

Customer_Loyality 

Pearson Correlation .651
**

 1 .658
**

 

Sig. (2-tailed) .000  .000 

N 100 100 100 

Customer Satisfaction 

Pearson Correlation .570
**

 .658
**

 1 

Sig. (2-tailed) .000 .000  

N 100 100 100 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Table 3 Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin-Watson 

1 .739
a
 .546 .529 .43816 1.773 

a. Predictors: (Constant), Customer_Service_Quality, Customer Satisfaction 

b. Dependent Variable: Customer_Loyality 

 

Regression 
 

Regression analysis was used to measure the degree of relationship between Service Quality and Customer 

Loyalty and between Customer Loyalty and Customer Satisfaction. In regression analysis customer loyalty 
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was taken as dependent variable and service quality and customer satisfaction was taken as independent 

variables. Value of Durbin-Watson is 1.773 which shows there is no auto correlation between the variable. 

Strong positive value of coefficient of correlation shows that that there is correlation between quality 

service quality and customer satisfaction and customer loyalty. Value of adjusted r
2 

is 0.545 for Service 

quality which shows that 53 percent change in Customer Loyalty is due to Quality Services and Customer 

Satisfaction and Standard Error of estimate is 0.43 which shows that 43 percent of change in Customer 

Loyalty is due to other factors. 

 

ANOVA
a
 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 12.694 2 6.347 33.061 .000
b
 

Residual 10.559 97 .192   

Total 23.253 99    

a. Dependent Variable: Customer_Loyality 

b. Predictors: (Constant), Customer_Service_Quality, Customer_Satisfaction 

 

Conclusion 
 

Results of this study show that there is positive relationship between service quality attributes and customer 

satisfaction which proves H1 is accepted and it is proved that 54 percent of change in customer loyalty is 

due to Service Quality and Customer Satisfaction, which proves H2 to is accepted. With the help of this 

study we can conclude that service quality leads to satisfied customers and customer satisfaction leads to 

customer loyalty. In today’s competitive world banks can get competitive advantage by providing superior 

services to their customers. 

 

Limitation of the Study 
 

This study was conducted in limited time frame and due to financial and time constraints data was collected 

only from Sahiwal, Okara, Pakpatan and Arifwala. Also there are certain other factors which affect 

Customer Loyalty that can be included for future researches. 
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Appendix 

Survey Questionnaire 

 

I am student of MS (Management Sciences) at COMSATS Institute of Information Technology, Sahiwal 

Campus and I am doing my research on different factors which affect the customer satisfaction in banking 

sector of Pakistan. I hope you will take a few minutes to complete this questionnaire. Your opinion will be 

used only for the research purpose. Without the help of people like you, research on customer satisfaction 

could not be conducted. Through your participation, I eventually hope to finish my research.  

 

Part-I 

General Information 

 

Note: This information will exclusively be used for research purpose and in no case will be disclosed to 

anybody. 

 

A. General information 

 

1. Name:_________________________________________________________________ 

2. Bank Name:____________________________________________________________ 

3. Type of Account: Current □    Saving□    Fixed Deposit □   Any other   □ 

4. Gender: Male □                   Female □ 

5. Marital Status: Married □ Single □ 

6. Currently residing in(City Name) _________________ 

7. Which age group you fall into? 

1. Under 20  □ 

2. 21 – 30 years   □ 

3. 31 – 40 years  □ 

4. 41 – 50 years  □ 

5. 50-60 years       □ 

6. 60 and Above   □ 

8. What is your highest education?  

                  Primary     □  Secondary    □  Higher Secondary   □   Undergraduate          □    

                Graduate    □  Post Graduate □    Doctorate               □   Post Doctorate     □ 

9. What is your monthly Income? 

1. Below 10,000 Rupee  □ 
2. 10,000 - 20,000 Rupee  □ 

3. 20,000 - 50,000 Rupees                   □ 

4. 50,000 – 75,000 Rupees                 □ 
5. 75,000 – 100,000 Rupees               □ 

6. 100,000 – 200,000 Rupees             □       
7. 200,000 – 400,000 Rupees             □        

8. 400,000 Rupees and above             □     



   

  

 

 

ISSN: 2306-9007      Sabir, Ghafoor, Akhtar, Hafeez & Rehman (2014) 

 

 

 

 

1024 

I 

 

  www.irmbrjournal.com                                                                                              June 2014                                                                                               

 International Review of Management and Business Research                        Vol. 3 Issue.2

                           

R 
M  
B  
R  

10. Profession:  

                       Business □   Service□   Student□  House wife□    Others□ 

11. How long have you been working? 

        Less than 1 Year □   1 – 10 Years□   10 – 25 Years □ 25 and more □  Not Working□ 

12. Family Kind  Nuclear Family □               Joint Family □ 

13. How long have you been using the bank? 

1. Less than 1 Year       □ 

2. 1-3 Years                  □ 
3. 3-5 Years                  □ 

4. 5-10 Years                □ 

5. More than 20 years□ 

14. What is your frequency using the bank: 
                           Daily □   Once in a week  □  Twice in 2 weeks   □Once in 3 weeks  □              
                           Once in a Month □                                                    

Part-II 

 
S.No Statement 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 

Agree 
Service Quality Attributes 

Tangibility 

1.  I am satisfied with the premises (infrastructure, building 

etc) of the bank and it is visually appealing. 
     

2.  I am satisfied with the technological up-to-date 
equipments of the bank? 

     

3.  I am satisfied with the way employees dress.       

4.  

 

I am satisfied with the marketing materials distributed by 

the bank. They clear and give complete information. 
     

5.   I am satisfied with the bank statement and it is visually 
clear. 

     

Reliability Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

6.  I am satisfied with the services provided by the bank as 

promised. 

     

7.  I am satisfied by the service of handling a problem (speed 

of problem solving). 
     

8.  I am satisfied with the way bank provides the services at 

the time they promised. 
     

9.  I am satisfied with the operating hours of the bank.      

10.  I am satisfied with the way bank delivers up to date 
record. 

     

Responsiveness Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

11.  I am satisfied with the employees’ promptness in 
providing services in the bank. 

     

12.  I am satisfied with the willingness of employees to help 

customers. 
     

13.   I am satisfied with the bank service of sending timely 
bank statement. 

     

Assurance Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

14.  I am satisfied with the security of the bank.  

 

    

15.  I am satisfied with the employee’s eagerness of instilling 

confidence to me. 
     

16.  I am satisfied of the knowledge of the employees (up to 
date knowledge about products, services, rules and 

regulations and policies on the bank). 

     

Part III Customer Loyalty  Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 

Agree 

17.  The bank staff is courteous.      
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18.  The bank staff is trustworthy.      

19.  If I need information, the bank staff could explain clearly.       

20.  The bank provides security for my money and 
transactions.  

     

21.  The bank staff provides service in a timely manner.       

22.  The facilities of bank are modern.       

23.  The staff of the bank performs the service right the first 

time.  
     

24.  Overall, bank provides excellent service quality.      

25.   I consider the price of service is provided by the bank to 

be reasonable. 
     

26.  The services (i.e  credit and debit card, ATM, online 
transaction) I receive from bank is excellent compared to 

what I give (in terms of money). 

     

27.  Bank offers good value for money.      

 Part IV Customer Satisfaction Very 
Dissatisf

actory 

Dis 
Satisfact

ory 

Neutral 
Satisfa

ctory 

Very 
Satisfact

ory 

28.  The following statement relates to your feeling about 
bank. Please respond by circling the number which best 

reflects your own perceptions.  

     

I use to: 

 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

29.  Say positive things about the Bank to other people      

30.  Encourage friends and relatives to do business with Bank.      

31.  Intend to continue doing business with Bank.      

32.  Have strong preference on this Bank      

 

 

Anything else, you want to mention the overall experience from the bank: 

 

 

…………………………………………………………………………………………………………………

……….………………………………………………………………………………………………………...

..................................................................................................................................................... ....................... 

 

 

 
 


