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ABSTRACT: In the globalization era the customers are the major assets of every organization. In order to 

meet these challenges, the banking industries or any business organization is ensuring quality for measuring 

satisfaction level of customer. Service quality is the crucial factors of enlightening the customer’s satisfaction in 

most organizations. The main objective of the study is to find out the influence of service quality on customer 

satisfaction. This study is based on primary data and the questionnaire method is being used and the questionnaire 

was distributed among different customers in the organization. Target population was the customers of the 

organization. The service quality model included questions that are covering the five dimensions of the service like 

tangibility, responsiveness, assurance; reliability and empathy. Convenience sampling techniques were used for this 

study. The data was gathered by using self-administered questionnaire and the participation was voluntary. The 

study found out that the customers are aware about tangibility, responsiveness, assurance; reliability and empathy in 

the organization that helps to create satisfaction level of the customers. The study suggested that organization should 

consider raising awareness among the customers about the product or services through advertising and promotion 

rather than word-of-mouth communication. 

      Keywords: Service quality, Customer satisfaction, Tangible, Assurance, Reliability. 

 

1. INTRODUCTION 
In the globalization era we are living in a small village. Our business organization is increasing as 

the result of globalization. Nowadays every organization must be face competition in the challenging 

market. In order to meet these challenges, the organization is ensuring quality for measuring satisfaction 

level of customer. The demand and needs of the consumers is growing day by day. So every organization 

has to provide better services to retain the customers and full fill target of the business. Customers are the 

crucial asset of every organization to build up reputation and earn profit (Elnaga and Imran, 2013). 

Service quality means to provide attractive and reasonable services where customers can expect 

from the organization specially banking industries. This helps to increase image of the corporate 

organization. Customer satisfaction is the vital variable that depends on service quality. The service 

quality helps to distinguish organization by increasing market shares, credibility, communication process, 

responsiveness, reliability, corporate appearance that create attraction and retention of the customers in 

the competitive market (Newman, 2001). 

Nowadays the demand of the customers is expanding on the basis of technological impact in the 

business. Every organization should know the expectation of the consumers basically what they want so 

that can fulfill the needs through providing attractive qualitiful services. The significant of this study is to 

find out the influence of service quality on customer satisfaction. Service quality is a critical motivational 

tool to drive the activities of the institutions especially banking industries (Newman and Cowling, 1996).  

On the other hand, Customer satisfaction is the important critical index for the success of the any 

company. In order to earn more profit the organization manage customers satisfaction through providing 

customers’ needs and building long term relationship with them. 

 

 

 

 



Noble International Journal of Business and Management Research 

 
118 

2. LITERATURE REVIEW 

2.1. Service Quality Customer Satisfaction 
 

 

 

Service quality is the feelings of customers concerning the presentation of products or services. 

Basically, the purchase intention creates through providing satisfactory service quality. To compete in the 

market the service quality is the prerequisite of every service firm (Anouze and Alamro, 2019). Besides, it 

can be defined as the modification between what services customer expects and what actually he/she 

understandings Islam  et al. (2020).  

According to Al-jazzazi and Sultan (2017) Service quality is considered as the customer valuation 

of a specific service that helps to fulfill the customers’ perceived expectation of the services. Expectations 

are contracted by the customers’ prediction about a service what they can experience during the 

transaction and it may vary due to customers’ knowledge about a product or service (Kant and Jaiswal, 

2017). However, in the academic literature service quality has gained a remarkable and scholarly research 

attention (Nambiar  et al., 2018). Likewise, some irrepressible factors effect on customers’ expectations 

like background of the customers; company’s promotional activities; customers’ psychological condition; 

delivering services process; and image of the product (Ahrholdt  et al., 2017). In the modern day, the 

organization differentiates itself from others through providing quality services among the customers 

(Ladhari, 2008). 

The academicians and the practitioners have given attention to the service quality (Negi, 2009) and 

according to marketing literature service quality is the overall assessment of a service by the customers 

(Eshghi  et al., 2007). For increasing customer satisfaction the companies provide higher quality service 

(Guo  et al., 2008). Besides, it is the outcome of the difference where customers make between their 

perceptions and expectations (Gronroos, 2007). High service quality means when performance exceeds 

expectations and low service quality is when performance does not meet expectations. 

 Service quality has a robust correlation with customer satisfaction, customer loyalty, financial 

performance, marketing strategy and the manufacturing costs (Cronin  et al., 2000; Wong and Hanner, 

2008).The strategic component of every service sector is service quality (Spathis  et al., 2004) and the 

organizations can maintain a competitive advantage and customer satisfaction through providing service 

quality (Meuter  et al., 2000). On the other hand, the service industries use quality functional deployment 

for the customer satisfaction (González  et al. (2004). Several studies found that there are some factors 

that directly influence consumer’s attitudes particularly online services in the organization and this online 

services influenced by the prior experience of new technology (Laforet and Li, 2005). 

Whatever, a number of study found that the expectations of security, accuracy, user involvement 

and convenience are the most essential attributes of the service quality to retain customers in the market. 

Moreover, the reliability, security, ease of use and continuous improvement are the another ingredients of 

customers satisfaction (Liao and Cheung, 2008). However, customer satisfaction is the key issue to long 

term business success (Tsoukatos and Rand, 2006).The quality product and service is crucial to compete 

in the market and to protect or achieve gain market share. 

 

2.2. Customer Satisfaction 
According to Magesh (2010), satisfaction is the action of fulfilling of customers demand, 

expectations, desire and need. It also defines as the feeling of pleasure to achieve something. Further 

another study found that satisfaction is the feelings of disappointment the come from the comparison of 

product’s perceived performance in reference to expectations and it also affect the satisfaction level of 

customers (Kotler and Armstrong (2010).The organization can achieve high market share, high profits, 

high reputation through giving qualitiful services to the target customers in the competitive market 

(Karatepe  et al., 2005).The organization should measure the level of satisfaction in a continuous basis 

because satisfied customers are the real asset of every organization that the long term profitability. 

On the other hand, (Cronin  et al., 2000) assumed that the new customers are created by the satisfied 

customers experience to buy the products and services. Likewise, Oliver (1993) said that service quality is 

the main antecedent to customer satisfaction regarding the relationship between customer satisfaction and 

the service quality. The satisfaction is the broader concept whereas quality is dimensions of service 

Wilson  et al. (2008). Also, Zeithaml (2000) stated that product quality and price are the factors that affect 

customer satisfaction and the quality is the necessary elements of this satisfaction. Therefore, the 

organization should consider the demographics characteristics of the customers to build up relationship 

between customer satisfaction and service quality (Sureshchandar  et al., 2002). 
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2.3. Service Quality Model 
The service firms and retailers were initially used the SERVQUAL model. It is one of the most 

aspects of service providers in case of measuring the customer’s satisfaction as the top priority paradigm 

(Aghdaie. and Faghani., 2012).The organization use this model for assessing the customer perceptions of 

service quality and their satisfaction level. It is the analytical techniques and priority matrix reporting 

where gaps in service/customer satisfaction exist and positioning in terms of meeting requirements. In 

which service indicators are tracked along with additional metrics such as loyalty and recommendation. 

The service provider’s main task is to maintain the service quality of customers and it is the crucial factor 

for creating customer loyalty, customer relationship, profitability, motivation, and retention and cost 

reduction. The five main dimensions of service quality model namely Tangibility, Reliability, 

Responsiveness, Assurance and Empathy which are adapted from  (Lim  et al., 1999). Beside, Jaber and 

Islam (2012) also mentioned four dimensions  like (tangibles, reliability, responsiveness and empathy). 

 
Figure 1. Service Quality Model of Customer Satisfaction. 

Source: (Lim  et al., 1999). 

 
Table 1. Definitions of dimensions of SEVQUAL model 

Dimension Definition 

Tangibles  Physical facilities, equipment, external appearance of store and appearance of personnel. 

Reliability  Company’s potential of performing the promised service dependably and accurately. 

Responsiveness  Company’s willingness to help customers and provide prompt service. 

Assurance Employees’ knowledge and courtesy levels and their ability to inspire trust and confidence. 

This dimension also includes competence, courtesy, credibility, and security. 

Empathy Caring and personalized attention that the firm provides to its customers. This dimension also 

includes access, communication and understanding the customer. 

Source: adopted by; Lim  et al. (1999). 

 

3. OBJECTIVES OF THE STUDY 
The study investigated the impact of service quality on customer satisfaction in the organization. 

This research work looks at service quality practices and its effect on employee customer satisfaction in 

the Bank or any other organizations. Unquestionably, the aim of the study is to find out:  

 

 The affecting factors of service quality of customer satisfaction 

 The impact of service quality on organizational productivity. 

 

4. METHODOLOGY OF THE STUDY 

4.1. Sample and Data Collection  
This study is based on primary data. For collecting primary data questionnaire method is being used 

here having 10 questions on that and questionnaires were distributed among the different customers in the 

organization.10 questionnaires were completed information required. The response rate was agreeable. 

Convenience sampling technique was used for this study. The data was gathered by using self-

administered questionnaire and the participation was voluntary.  
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4.2. Measures and Scales  
Target population was the customers of the organization. The service quality model included 

questions that are covering the five dimensions of the service like tangibility, responsiveness, assurance; 

reliability and empathy. All variables were measured using a 5-point likert scale in which 5 represented 

strongly agree to 1 which is strongly disagreeing for measuring the customer satisfaction. 

 

5. ANALYSIS AND RESULTS  
The main purpose of this study is to evaluate the impact of service quality on customer satisfaction 

in the organization and the questionnaire was obtained from SERVQUAL’s question list. It has been used 

several times in the past and was developed by academic experts. The questionnaire was developed to 

identify underlying dimensions of organization’s quality and to assess consumers’ perceptions of the 

importance of each of these dimensions. The findings of this research study and the subsequent evaluation 

carried out on the responses reflect the key areas of service quality and its challenge on customer 

satisfaction, reliability, retention, motivation and morale. Analysis of survey data is given bellow. 

 
Table 2. Perception Statements in the Tangibles Dimension 

 Tangibles Dimension Score 

Q. 1 Modern looking equipment. 4.57 

Q. 2 Reception desk employees are neat appearing. 4.20 

Q. 3 On hand services are provided in client friendly way 4.23 

Q. 4 Materials associated with the service are visually appealing  4.37 
 

       Source: Adopted by Researcher 

 
Figure 2. Tangible Dimensions 

 
      Source: Questionnaire Survey  
 

From the pie chart it can be said that the customers appreciate the equipment that they are using for 

getting quality service. The customers are satisfied to get this service from the organization. 
 

    
Table 3. Perception Statements in the Reliability Dimension 

 

 Reliability Dimension Score 

Q. 1 Promises to do something by a certain time, it does so. 4.47 

Q. 2 Performs the service right the first time 4.60 

Q. 3 The advertisement and promotional message reflects reality. 4.43 

Q. 4 Maintain error free records. 4.23 

            Source: Adopted by Researcher 
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Figure 3. Reliability Dimensions 
 

 
     Source: Questionnaire Survey  

 

The reliability dimensions stated that the organization has quite good rating. This pie and rating 

show that how much helpful the employees and customers of the organization. 
 

Table 4. Perception Statements in the Responsiveness Dimension 

 Responsiveness Dimension Score 

Q. 1 The employees prevent long waiting lines. 4.40 

Q. 2 Employee helps you to solve the problems. 4.37 

Q. 3 Regular and effective complaint handling process. 4.43 

Q. 4 Employees are never too busy to respond to your request 4.17 

      Source: Adopted by Researcher 

 
Figure 4. Responsiveness Dimensions 

 
    Source: Questionnaire Survey  
 

After observing the ratings and pie it can be explained that the organization is responsive and the 

customers are also very satisfied with its responsive services. In addition, employees willing to help 

customers with their best quality services.  

 
Table 5. Perception Statements in the Assurance Dimension 

 Perception Statements in the Assurance Dimension Score 

Q. 1 The behavior of employees in MBL bank instills confidence in you. 4.30 

Q. 2 You feel safe in your transactions with MBL bank 4.40 

Q. 3 Employees in MBL bank area consistently courteous with you. 4.43 

Q. 4 Employees in MBL bank have the knowledge to answer your questions. 4.53 

     Source: Adopted by Researcher 
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Figure 5. Assurance Dimensions 

 
    Source: Questionnaire Survey  
 

The ratings and pie show that the employees were able to gain his/her trust and he/she has 

confidence in the advice. According to the survey the customers’ feels very secure about transaction of the 

customers. Besides the ratings also tell employees are polite and well mannered. It also shows the good 

customer relationship with the employees.  

 
Table 6. Perception Statements in the Empathy Dimension 

 Empathy Dimension Score 

Q. 1 MBL bank has employees who give your personal attention. 4.37 

Q. 2 MBL bank has operating hours convenient to all its customers. 4.40 

Q. 3 MBL bank has your best interest at heart. 4.43 

Q. 4 The employees of MBL bank understand your specific needs. 4.23 
 

     Source: Adopted by Researcher 
 

Figure 6. Empathy Dimensions 

 
    Source: Questionnaire Survey  
 

After observing the survey result we can say that considering the Empathy dimension customers are 

greatly satisfied and the employees are always willing to provide best services to the clients. The 

employees are able to communicate and maintain individual attentions to each of their customer. 

 

5.1. Overall comparison of the Five Dimensions 
Overall perception of customers regarding the service quality of the organization specially bank 

industries have been assessed in terms of derived average score of respective service quality dimensions 

like-Tangible, Reliability, Responsiveness, Assurance and Empathy and overall service quality. After 

doing the survey analyzing the ratings we can say that customers are very satisfied to get service. The 

following Table contains average scores obtained from the survey:  
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Table 7. Overall comparisons of the Five Dimensions 

Service Quality Dimensions Average Score 

Tangibles  4.34 

Reliability  4.43 

Responsiveness  4.34 

Assurance  4.41 

Empathy  4.35 

      Source: Adopted by Researcher 

 

6. DISCUSSION AND FINDINGS OF THE STUDY  
Service quality is the most potential indicators which can lead to many possible benefits for both 

individuals and the industries that help to achieve objectives of the organization. This study examined the 

impact of qualitiful services. The objective is to evaluate and analyze the impact of quality on customer 

satisfactions in the organization. To achieve these objectives a sample of 10 respondents were selected. 

The study revealed some findings like average the average score of Tangibles is 4.34(5), Reliability 

4.43(5), Responsiveness 4.34 (5), Assurance 4.41(5) and Empathy 4.35(5).So it can be said that 

customer’s satisfaction depends on service quality of any organization.  

 

7. RECOMMENDATION 
Many organizations have come to the realization of the importance of the role of maintaining 

service quality as it increases the organization’s customer’s motivation, productivity and goodwill. The 

research shows that there is strong influence of SERVQUAL on customers’ satisfaction. Basically, all 

customers find their attractive services in case of purchasing services. The banking industries or others 

organization should consider raising awareness among the customers about the product or services 

through advertising and promotion rather than word-of-mouth communication. Specially Willingness of 

customers to use electronic banking, which is a banks desirable goal, increases when, access to modern 

banking is more, customers understanding of electronic banking, dependence of modern banking on 

electronic network and customers imagery about the benefits of using e-banking are better (Zari  et al., 

2012). Beside In terms of assurance and empathy, the organization gets to satisfy their customers by 

giving value and attention to their customers.  

 

8. CONCLUSION 
Customer satisfaction is a critical business requirement. Customer value is an asset to the 

organization. While, quality service is essential in today’s competitive market. The objective of this study 

was to find out customer satisfaction on SERVQUAL with respect to service quality dimensions. From 

the findings, the research objectives were achieved by identifying the determinants of service quality as 

tangible, reliability, responsiveness, assurance and empathy. By analyzing the impact of service quality on 

customer satisfaction is observed that out of five service quality dimensions. Assurance is having a high 

average score and the organization should concentrate on Tangible and Responsiveness as it has the least 

and same average score. The study also established that combination of tangible, reliability; 

responsiveness, assurance and empathy together have significant effect on customer satisfaction. 

Therefore, service quality has positive effect on customer satisfaction. The study accomplished that 

quality service is an important factor to satisfy customer needs and wants. 
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