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ADbStract: Bangladeshi banking sector is one of the challenging and extensively spread industry in
Bangladeshi economy. As the result of globalization the world is becoming smaller and the business is becoming
larger. Due to growth of technology the demand of the customers is growing day by day in the banking sector. In this
regard customer satisfaction has become the crucial aspect for the banking business. Banking is a customer oriented
service industry. Now day’s banks are more strong-minded to keep their existing customers by providing quality
services leading to customer satisfaction. Customers want the best value for their money so they are always combing
around to get the best services. The main objective of the research is to find out the level of satisfaction of the
customers from the services offered by JBL and give some possible suggestions for the improvements of service
quality. This study was based on Gulshan Circle-2, Corporate Branch of Janata Bank Limited. Data have been
collected from primary and secondary sources. Conferring the results, the overall customer satisfaction is above
average but not excellent. The bank should highlight the reputation of customer satisfaction and take further actions
in order to enhance the quality of service. Basically, the customer satisfaction depends on positive relationship
between customers and employees in the banking sector. Implementation of new features like employee education,
beneficial programs, deposit schemes, service charges, networking system is the recommended of the JBL.
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1. Introduction

We are living in globalization era. The world competition of the business is growing severe. A firm
should provide superior services in order to differentiate from another firm of the market. Customer
satisfaction is the crucial for every business in today’s market. It is the mindset which comes from the
knowledge and past experience. In the competitive world all organizations are focusing the superior
satisfaction of the respected customers. Nowadays the banking sectors are the most important bodies
among the huge service sector. The Commercial banks in Bangladesh are one of the key components of
the economy of Bangladesh. Among them the Janata Bank Limited (JBL) is the stated own bank that is
registered under the Companies Act, 1994. Financial organizations believe that all success depends on
attractive customer satisfaction .For why financial institutions are more concerned with customer
satisfaction, customer loyalty and their retention (Zairi, 2000).

Customer satisfaction measurement provides a sense of achievement and accomplishment for all
employees involved in any stage of the customer service process. In this way, satisfaction measurement
motivates people to perform and achieve higher levels of productivity (Hill, 1996; Wild,
1977;1980).Customer satisfaction is considered as an ordinary standard of performance and a possible
standard of excellence for any business organization in the competitive market (Gerson, 1993).

The satisfied customers always maintain contact with the organization and purchase different types
of goods and services. The banking sector is increasing day bay day in the Bangladesh. So it is the big
challenge of banking sectors to retain customers through provides service. Attractive customer satisfaction
is the main source to stay business in the competitive market. Owing to the financial services like bank’s
competition in the market place through undifferentiated products, this highlights service quality as the
basic competitive tool (Stafford, 1996).

Customer satisfaction is a mental state, which compares the results of customer expectations prior to
purchase with performance perceptions after a purchase. Customers are satisfied when they are happy
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with their purchase outcome, achieve their goals, and experience no hassle. It is believed that satisfied
customers maintain contact with the company and purchase more products or services more frequently
than dissatisfied customers.

Customer satisfaction is related to customer loyalty and customer loyalty is related to the
profitability of a bank. Customer satisfaction is an important aspect for service organizations and is highly
related. With service quality, they are all related to each other; as service quality gets better, customer
satisfaction level will also be increased and it will lead to more stable relationships between a bank and its
customer leading to a higher level of loyalty as well as profitability. It is almost impossible, however, to
keep an entire company permanently motivated by a notion as abstract and intangible as customer
satisfaction. Therefore, customer satisfaction must be translated into a number of measurable parameters
directly linked to people’s job -in other words factors that people can understand and influence
(Deschamps and Ranganath, 1995).

2. Literature Review

Customer satisfaction is the business philosophy that helps to create customers value, anticipating
and managing their expectations, and representing ability and responsibility to satisfy their needs.
Customer satisfaction is dignified as the difference between customer expectations and the experience that
the customer receives. It is the most crucial element for the banking sector in Bangladesh. Corporate
identity or corporate image is the manner in which a corporation, firm or business presents themselves to
achieve their objectives. The corporate image is what the public is supposed to see when the organization
is mentioned.

According to Singh and Kaur (2011) research suggested that customer satisfaction is the outcome of
seven determinants namely social responsibility, employee responsiveness, appearance of tangibles,
competence, and reliability, services innovation, and positive word-of-mouth. According to their study
customer satisfaction influenced by social responsibility, positive word-of-mouth, and reliability.

Customer satisfaction is the outcome of seven determinants namely social responsibility, employee
responsiveness, appearance of tangibles, competence, and reliability, services innovation, and positive
word-of-mouth. According to their study customer satisfaction if influenced by social responsibility,
positive word-of-mouth, and reliability (Singh and Kaur, 2011). On the other hand, Molina et al. (2007)
Customer satisfaction is essential which leads to increase business. Also they said that Customer
satisfaction is depends on service policy satisfaction, on accessibility and on the front line employee
satisfaction. So positive relationships with the customers always lead to financial success to the bank for
long run.

According to Mishra (2009) said that customer satisfaction majorly depends on the provision of an
approach for the manager so that higher customer satisfaction for the future could be obtained by the
bank. Despite Song et al. (2011) said that the customer satisfaction relating to product or service that is
determined by the level of satisfaction or dissatisfaction experienced by the customer. Besides, Pont and
McQuilken (2005) also stated that if banks want to achieve high customer satisfaction they need to adopt
the good approach because with the less costly approach banks could not get moderate customer
satisfaction. They also stated that banks should exercise and examine the customer perceptions’ towards
the service quality. So if the bank wants to keep their existing ones and want to attract new ones then they
should continually supervise customer satisfaction and its impact on loyalty.

Proper customer satisfaction depends on demographic variables and of technology in the financial
service industry. In past studies they have verified that extremely satisfied customers are, indeed, more
loyal customers (Aaltonen, 2004). On the other hand, Kundu and Datta (2015) research found regarding e-
service quality, customer satisfaction and trust they found that there is a significant relationship among e-
service quality, trust and customer satisfaction. Internet banking service quality has huge impact on trust.

Now day’s customers are more loyal towards those banks that are facilitating internet banking
services. Also the images of the bank create customer satisfaction and enhance the transaction with the
bank. He also suggested that if the brand image also plays a significant role between loyalty of the
customers and internet banking. The role of brand image is positive in making a positive relationship
between customers and internet banking (Rahi, 2015).

According to Pareek (2014) thought that few causal fundamental factors like product attributes,
employee characteristics, customer convenience, bank tangibles, cost of transactions and customer
communication contributes in customer satisfaction in the bank. Besides Machogu and Okiko (2015) said
that customer satisfaction is the mental process that depends on some factors like accessibility,
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convenience, security, privacy, content, design, speed, fees and charges where the other factors notified
have no significant influence.

Gupta and Dev (2012) also stated that customer satisfaction customer is dependent on variable then
independent variable. These dependent variables largely depend on service quality, ambience,
involvement, accessibility and financial factors of the bank. According to their findings the impact of
nearness of bank and financial factors on customer satisfaction is not up to the mark. Customer
satisfaction factors fees and loan, prompt service and appearance are the major factors which have more
significant impact on customer satisfaction followed by interest rate and accessibility of bank and
availability of service which have less impact on the satisfaction on the banking customers (Zeinalizadeh
et al., 2015).

The satisfaction level of rural customers is quite satisfied in e-banking services. So, in order to
improve the tendency to use e-banking channels in rural areas the use of local languages during dealings
should be promoted as well as publicized. Her research also suggest that ATM is one of the imperative
channel out of all alternate banking channels for securing patronage of rural customers (Sharma, 2012).
2012).

According to research of Ganguli and Roy (2011) it can be said that technology leads to customers
satisfaction and loyalty. Also they said that basically four dimensions like customer service, technology
security and information quality, technology convenience, and technology usage easiness and reliability
should keep mind to the bank for creating satisfaction level of the customers. At present business field is
becoming so much competitive and banks have started realizing that business basically depends on
satisfaction of the customer. This is convincing them to improve customer service and build associations
with customers (Bloemer et al., 1998). Besides Customer satisfaction is a customer’s post-consumption
evaluation of a product or goods and services (Mittal and Carly, 2010).

Ameme and Wireko (2016) also said that if the bank wants to become the market leader in the
competitive market it must use the innovative approach for creating customer satisfaction level through
provide gods and services. On the other hand, customer satisfaction is post consumption evaluative
judgment concerning a specific product or service (Gundersen et al., 1996). It is the result of an
evaluative process that contrasts repurchase expectations with perceptions of performance during and after
the consumption experience (Oliver, 1980).

Satisfaction refers to a feeling or a short term attitude that can change owing to various
circumstances. It exists in the user’s mind and is unlike observable behaviors like product choice,
complaint or repurchases (Hokanson, 1995). Despite Aldisert (1999) said that customer satisfaction is not
becoming significant in a way that some banks view it as a main element in their marketing strategies.
The term after marketing has also been commonly utilized to reflect the concentration on expending effort
to cater to current customers in an attempt to increase their satisfaction and to retain them (Vavra, 1997).

3. Objectives of the Study

The main objective of the study is to investigate the satisfaction level of customers from the services
offered by Janata Bank Limited. This study looks at different types of factors that impact on customers’
satisfaction in the banking industry. The another objectives of the study are:

» To know about the deposit scheme of Janata bank limited.
» To investigate the impact of online banking on customer satisfaction
» To give some possible suggestions for the improvements of service quality.

4. Methodology of the Study

This study is based on primary data. For collecting primary data questionnaire method is being used
here having 10 questions on that. Target population was the customers of Gulshan Circle-2, Corporate
Branch of Janata Bank Limited. By using simple random sampling method 20 customers of JBL Gulshan
Circle-2, Corporate Branch responded is this regard. All variables were measured using a 5-point likert
scale in which 5 represented strongly agree to 1 which is strongly disagreeing.
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5. Analysis and Results

The main objective of this study is to examine the level of customer satisfaction. Data have been
collected both primary and secondary sources. Questionnaire is made based on some variables that have
directly or indirectly influence on the customer satisfaction level. With the help of MS excel tables &
Charts the data are analyzed and interpreted. Analysis of survey data is given bellow:

Table 1. Environment of JBL

Frequency

1 Strongly Disagree 0
2 Disagree 3
3 Neutral 4
4 Agree 6
5 Strongly Agree 7
Total | 20

Source: Authors Calculation

Figure 1: Environment of JBL

W Strongly Disagree
M Disagree

= Neutral

M Agree

W Strongly Agree

Source: Questionnaire Survey

Interpretation:

From the above table and chart it can be said that only 7 respondents strongly agreed to this fact and 6 agreed.
Meanwhile the number of respondent who strongly disagreed to this fact is 0. Here 3 respondents said they disagree
in this regard and 4 respondents kept themselves in neutral side.

Table 2. Helpful Staffs and Employees of JBL

Frequency

1 Strongly Disagree 0
2 Disagree 0
3 Neutral 7
4 Agree 7
5 Strongly Agree 6
Total | 20

Source: Authors Calculation

Figure 2: Helpful Staffs and Employees of JBL

m Strongly Disagree
H Disagree

= Neutral

m Agrea

m Strongly agree

Source: Questionnaire Survey
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Interpretation:

From the above table and chart we can say that only 6 respondents are strongly agreed to this fact
and 7 agreed. For the meantime the number of respondents who strongly disagreed and disagree to this
point is 0 and 7 respondent kept themselves in unbiased side.

Table 3. Relationships with customers of JBL

Frequency

1 Strongly Disagree 0
2 Disagree 2
3 Neutral 6
4 Agree 11
5 Strongly Agree 1
Total | 20

Source: Authors Calculation

Figure 3: Relationships with customers of JBL

m Strongly Disagree
H Disagree

= Neutral

H Agree

W Strongly Agree

Source: Questionnaire Survey

Interpretation:

Relationship with customers is the essential task of every organization. In response the question the
above figure said that 1 respondent is strongly agreed about relationship of customer whereas 11
respondents are agreed to this fact. Meanwhile the number of respondent who have expressed strongly
disagreed to this fact is 0. On the other hand, there are 2 respondents who have said that they are disagreed
about this fact and 6 respondents kept them in neutral side.

Table 4. Quick Service Delivery

Frequency

1 Strongly Disagree 0
2 Disagree 3
3 Neutral 5
4 Agree 12
5 Strongly Agree 0
Total | 20

Source: Authors Calculation

Figure 4: Quick Service Delivery

m Strongly Disagree
m Disagree

= Neutral

m Agree

m Strongly Agree

Source: Questionnaire Survey
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Interpretation:

As the quick service delivery of customers are concerned, 0 respondent is strongly agreed with their
quick service,12 respondents are agreed, O respondent is strongly disagreed with quick service,3
respondents are disagree and 5 respondents are neutral with this fact. Although majority customers are
agreed with quick delivery service, so customers are satisfaction to get these services.

Table 5: Online services of JBL

Frequency

1 Strongly Disagree 0
2 Disagree 6
3 Neutral 10
4 Agree 3
5 Strongly Agree 1
Total | 20

Source: Authors Calculation

Figure 5: online services of JBL

M Strongly Disagree
M Disagree

= Neutral

m Agree

m strongly Agree

Source: Questionnaire Survey

Interpretation:

From the above table and chart we can say that only 1 respondent strongly agreed with online
service of JBL, 3 respondents are agreed, O respondents is strongly disagreed to this fact. Here 6
respondents are said that they are disagreed to this point and 10 respondents are kept themselves in neutral

side.
Table 6. Low Service Charge

Frequency
1 Strongly Disagree 0
2 Disagree 2
3 Neutral 8
4 Agree 9
5 Strongly Agree 1

Total 20

Source: Authors Calculation

Figure 6: Low Service Charge

m Strongly Disagree

m Disagree

e MNe utral

= Asree

m Strongly Agree

Source: Questionnaire Survey
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Interpretation:

The above table state that only 1 respondent is strongly agreed about this point, 9 respondents are
agreed. On the other hand 0 respondents are strongly disagreed to this fact. Also 2 respondents are said
that they are disagreed with low service charge and 8 respondents are kept themselves in neutral side.

Table7. JBL Offers Best Deposit Schemes

Frequency

1 Strongly Disagree 1
2 Disagree 4
3 Neutral 13
4 Agree 2
5 Strongly Agree 0
Total 20

Source: Authors Calculation

Figure7: JBL Offers Best Deposit Schemes

m Strongly Disagree

m Disagree

MNeutral
m Agree

65% m Strongly agree

Source: Questionnaire Survey

Interpretation:

Deposit schemes are the most important satisfaction level of customers. In response to the above
guestion none respondent strongly agreed to this fact and 2 respondents are agreed, 1 is strongly disagreed
with this fact. Other side 4 respondents are expressed that they are disagree to this fact and 13 respondents
are kept themselves in neutral point.

Table 8. Discloses Information

Frequency

1 Strongly Disagree 0

2 Disagree 1

3 Neutral 6

4 Agree 11

5 Strongly Agree 2
Total 20

Source: Authors Calculation
Figure 8: Discloses Information

M Strongly Disagree
M Disagree
Neutral
W Agree
M Strongly Agree

Source: Questionnaire Survey
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Interpretation:

Disclose information is the significant service of the every organization. The above statement shows
that 2 respondents are strongly agreed to this fact and 11lrespondents are agreed. Beside 0 respondent is
strongly disagreed with this point. Also 1 respondent is disagreed to this point and 6 respondents are
neutral about this statement.

Table 9: Comparative Service Delivery

Frequency

1 Strongly Disagree 1

2 Disagree 3

3 Neutral 10

4 Agree 5

5 Strongly Agree 1
Total 20

Source: Authors Calculation

Figure 9: Comparative Service Delivery

M Strongly Disagree
m Disagree

W Neutral

m Agree

m Strongly Agree

Source: Questionnaire Survey

Interpretation:

From the above table and chart we can say that only 1 respondent strongly agreed to this fact and 5
agreed. Meanwhile the number of respondent who strongly disagreed to this fact is 1. Here 3 respondent
said they disagree to this point and 10 respondent kept themselves in neutral side.

Table 10. Deposit Money in Janata Bank (New Charges)

Frequency

1 Strongly Disagree 0
2 Disagree 1
3 Neutral 10
4 Agree 5
5 Strongly Agree 4
Total 20

Source: Authors Calculation

Figure 10: Deposit Money in Janata Bank (New Charges)

m Strongly Disagree
M Disagree

W Neutral

B Agree

MW Strongly Agree

Source: Questionnaire Survey
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Interpretation:

From the above table and chart we can say that only 4 respondents strongly agreed to this fact and 5
agreed. Meanwhile the number of respondent who strongly disagreed to this fact is 0. Here 1 respondent
said they disagree to this point and 10 respondents kept them in neutral side.

6. Discussion and Findings

Customer is the king of marketing. In the globalization era customer satisfaction is the crucial factor
of every organization. Banking industry is growing day bay day in Bangaldesh.The bank industry provide
different attractive services to the customers. Most of the customers are satisfied but not fully satisfied
about the service and facility provided by the Janata Bank Limited. However Janata Bank Limited has
many opportunities to improve the service quality to the respected customers. Basically the online
banking system, service charge, deposit scheme etc. are not fully satisfactory to the customers. Office
environment is the most important elements that have direct and indirect impact on customer satisfaction.

7. Recommendations

Customer satisfaction has been one of the essential apprehensions of today’s bank industry.
Cutomers always want to best services from the bank. Now day’s customers are becoming very much
dynamic .In this regard the Janata bank limited should expand online banking services for satisfaction to
the customers. Service charge of banking system is the vital point to the customers. So the bank should
maintain the service according to the expectation of the customers and this charge should be revised from
time to time. Customers always wants proper deposit scheme. So JBL should expand proper deposit
scheme to retain the customers’ satisfaction. Every customers wants to quick delivery service that helps to
create satisfaction of the customers. On the other hand, networking system should be increases among all
branches of Janata Bank Limited.

8. Conclusion

Customer satisfaction has become important issues of bank industry to achieve goals of the bank.
The success or failure of every organization depends on customer satisfaction. Despite competition among
banks in Bangladesh the Janata Bank Limited has achieved good reputation around Bangladesh. It has to
compete with not only State-owned bank but also private commercial banks. Though the Janata Bank
Limited has lack behind in many sectors such as online banking but still people are investing in this bank
because of its good reputation. This report shows what JBL is serving to their customers and what is the
response of customers on the service provided by them. Huge number of researches has been done on
banking sector of Bangladesh to find out the role of banking industry in the development of economy.
Banks plays an important part in the economy of developing country like Bangladesh. Basically the
services of private bank are better than state-owned bank. But in case of reputation, reliability, service
charge, and deposit schemes are better than private banks. So the bank should provide different services to
retain the customers. In this regarding, the bank should identify their strength and need to recover their
weak sides.
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Appendix

Questionnaires Strongly Disagree | Neutral | Agree Strongly
Disagree Agree

1 | Janata Bank Limited has the best or at | 1 2 3 4 5
least very good environment.

2 | Office staffs and employees are very | 1 2 3 4 5
much helpful to customers.

3 Its employees maintain  good | 1 2 3 4 5
relationship with customers.

4 | Employees in this bank are punctual | 1 2 3 4 5
and all services are provided in time.

5 | Online services provided by Janata | 1 2 3 4 5
Bank Limited are up to the mark.

6 | The service charge is competitively | 1 2 3 4 5
low.

7 It offers one of the best deposit | 1 2 3 4 5
schemes for people.

8 |Janata Bank Limited discloses | 1 2 3 4 5
necessary information to its customers.

9 | Janata Bank provides better service | 1 2 3 4 5
than other state owned banks in
Bangladesh.

10 | People will still deposit money in | 1 2 3 4 5

Janata Bank regardless of new charges
allocated by government.
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