ISSN: 2249-7196

i

polor UMRR/June. 2023/ Volume 13/Issue 2/167-176
.l m”. Maya Ishwarpuri Gosavi/ International Journal of Management Research & Review
()

EVALUATING CUSTOMER SERVICES IN BANKING
SECTOR: A CASE STUDY APPROACH

Maya Ishwarpuri Gosavi!, Dr. Trymbak Hiwarkar?
Research Scholar, Department of Commerce, Swami Vivekanand University, Sagar (M.P.)*
Professor, Department of Commerce, Swami Vivekanand University, Sagar (M.P.)?

Abstract

This study investigates customer satisfaction at a Romanian bank, drawing insights from a
survey of 50 retail clients. The analysis identifies both strengths and areas for improvement
in the bank’s service delivery. While aspects like staff professionalism and office accessibility
received positive feedback, issues such as execution time, communication, and complaint
handling were sources of dissatisfaction. The limited sample size and short data collection
period restrict the generalizability of the findings. A Chi-Square test revealed an indirect
relationship between staff professionalism and waiting times, suggesting that improvements
in staff performance could lead to reduced waiting times and enhanced satisfaction. Extreme
responses, particularly from dissatisfied customers, emphasized the need for better complaint
management and more efficient communication channels. Overall, the study highlights the
importance of targeted service improvements, particularly in execution time and
communication, to boost customer satisfaction and loyalty.

Keywords: Customer satisfaction, banking services, staff professionalism, execution time,

communication.

1. Introduction
Customer satisfaction is a critical factor for the success of any service-oriented business,
particularly in the competitive banking sector [1]. This study focuses on evaluating customer
satisfaction at a Romanian bank, offering insights into the key aspects that influence clients'
perceptions of the bank's services. A survey was conducted with 50 retail clients from a
Bucharest branch, capturing feedback on various attributes such as staff professionalism,
office accessibility, execution time, communication, and complaint handling. The aim of this
study was to identify areas where the bank excels and areas where improvements are

necessary to enhance overall customer satisfaction. Despite the positive feedback on aspects
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like staff professionalism, the survey revealed dissatisfaction with other key factors,
particularly execution time, communication, and the bank’s responsiveness to complaints.
The study uses Chi-Square analysis to examine the relationship between staff professionalism
and waiting times, suggesting that improving staff performance could improve customer
satisfaction [2]. By focusing on the extreme responses from dissatisfied customers, the study
underscores the need for targeted improvements in service delivery to foster customer

loyalty.

2. Literature Review

The evaluation of customer services in the banking sector is critical for understanding
customer satisfaction and loyalty. As competition intensifies, banks must prioritize service
quality to retain clients and enhance their market position. This literature review explores
various approaches to evaluating customer services in the banking industry, with a particular
focus on case study methodologies. It highlights key factors such as staff professionalism,
communication, execution time, and complaint handling, which significantly impact
customer experiences. Additionally, it examines the role of customer satisfaction in fostering
long-term relationships within the banking sector.

Summary of Literature Review

Author’s Work Done Findings

Investigated communication [Effective communication
strategies and their effect on [strategies significantly enhance
Tan, H. Y. |customer satisfaction in service- customer satisfaction in banking

(2023) based industries. Services.

Analyzed the relationship between |Long waiting times negatively
service quality, waiting time, and [impact customer satisfaction,
Zhao, Y. customer satisfaction in retail while improved service quality
(2023) banking. reduces dissatisfaction.

Efficient complaint handling

Examined the role of complaint leads to  higher  customer

Park, J. management in customer retention retention and satisfaction in
(2022) in banking services. banking services.
Chen, S. Studied the role of staff [Staff professionalism is a crucial
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(2022) professionalism in customer [factor for enhancing customer

satisfaction within the financial [satisfaction in banking services.

sector.

Measured customer satisfaction in [Identified areas of improvement

the financial services industry, in banking services, particularly
Lee, S. ffocusing on a Romanian bank case jexecution time and
(2021) study. communication.

Explored the effect of [Clear communication fosters
Peterson, L. communication on customer loyalty [customer loyalty by enhancing
(2021) in banking services. their trust and satisfaction.

Investigated  factors influencing |[Factors such as service quality,

customer  satisfaction in  retail [staff interaction, and accessibility
Zhang,  X. panking, focusing on Chinese [significantly impact customer
(2020) customers. satisfaction.

Conducted a cross-country Differences in customer

comparison of customer satisfaction [satisfaction across countries are
NLee, K. @nd service quality in the banking |influenced by cultural factors and
(2020) industry. service quality.

Analyzed the impact of service [Service quality directly correlates
Sanchez, M. |quality on customer satisfaction in with customer satisfaction in the
(2019) the banking sector. banking industry.

Proper handling of complaints

Explored the role of complaint ican improve customer
Wu, Y. handling in customer satisfaction in satisfaction and retention in the
(2019) the banking industry. banking sector.

High service quality leads to

Sharma, P., [Examined the relationship between [increased customer satisfaction
& Dey, P.service quality and customer and loyalty in the banking
(2018) satisfaction in banking. industry.
Kumar, V., & [Investigated the effect of waiting [Reduced waiting times positively
Raghunathan, time on customer satisfaction in jaffect customer satisfaction in
P. (2017) retail banking services. retail banking services.
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Service quality and customer
Miller, R., & [Measured customer satisfaction and [satisfaction are intertwined, with
Smith, C. jservice quality in the financial direct impacts on customer

(2016) services sector. loyalty and retention.

Research Gap

Despite the valuable insights provided by this study, several research gaps remain. First, the
limited sample size and focus on a single branch restrict the generalizability of the findings.
Additionally, the short data collection period does not account for seasonal or long-term
variations in customer satisfaction. Future research could expand the sample size, include
multiple branches, and collect data over a longer period to better understand satisfaction
trends. Further investigation into the specific impact of communication channels and

complaint handling on customer loyalty is also needed.

3. Problem Statement
This study aims to evaluate customer satisfaction at a Romanian bank by identifying
strengths and areas for improvement in service delivery. It highlights dissatisfaction with
execution time, communication, and complaint handling, emphasizing the need for targeted

improvements to enhance overall customer satisfaction.

4. Methodology
The methodology employed in this study involves a qualitative approach to assess customer
satisfaction at a Romanian bank. A survey was conducted in spring 2009, where 50 retail
clients of a Bucharest branch were randomly interviewed as they exited the bank [3]. The
respondents, aged between 18 and 60, provided their feedback on various satisfaction
attributes, including staff attitude, professionalism, execution time, accessibility, and
communication with the bank. The survey gathered primary data over a two-week period,
from March 30 to April 10, 2009, and included questions about overall satisfaction, waiting
times, frequency of bank usage, and income levels. Data analysis focused on identifying
patterns of satisfaction, with particular attention to extreme responses, as dissatisfied
customers often engage more in word-of-mouth communication. Chi-Square tests were
performed to explore the relationship between customer satisfaction and waiting time,
revealing an indirect relationship [4]. The analysis of extreme responses highlighted areas of

concern, such as the bank's response to complaints and communication. The results suggest
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that while certain attributes (e.g., staff professionalism, office accessibility) received higher
satisfaction levels, other areas (e.g., execution time, price/quality ratio) showed
dissatisfaction or indecision, signaling the need for targeted improvements in service

delivery.

5. Result & Discussion

Customer Satisfaction in the Banking Services Context
Unlike tangible products, customers cannot evaluate services before they are delivered. The
key to assessing service quality lies in the interaction between the service provider and the
customer, referred to as the service encounter. During these encounters, customers form
impressions based on the way a company delivers its services [5]. Their service experience is
shaped by interactions with the organization, its processes, and its employees. Thus, customer
satisfaction is derived from these service encounters. Service providers have significant
opportunities to manage these interactions, which collectively form the customer experience.
They can design and oversee the interactive production process, carefully select, train, and
manage employees, create and maintain a conducive service environment, and target,
socialize, and educate customers effectively. In the context of banking services, customer
satisfaction is generally understood as a multidimensional construct. Satisfaction is measured
through various attributes, including the appearance of the facility, staff attitudes and
behavior, decor and ambiance, business hours, interest rates, and waiting times. Customers
may assign varying levels of importance to these factors [6].
Evaluating Customer Satisfaction
This section discusses a survey conducted in the spring of 2009 to evaluate customer
satisfaction at a Romanian bank.
The Survey: The primary goal of the survey was to assess the satisfaction levels of
customers at a specific Romanian bank. The survey is qualitative in nature and was based on
a questionnaire, with primary data being collected from 50 retail clients of a Bucharest
branch of a small Romanian bank [7]. The respondents, aged between 18 and 60, were
randomly interviewed in person as they exited the bank. The survey was conducted over a
two-week period, from March 30 to April 10, 2009.
Drawing from the multidimensional satisfaction construct and relevant literature, the
following attributes were included in the survey to measure customer satisfaction:

o Attitude and behavior of staff
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« Execution time

o Accessibility of the offices

« Price/quality ratio (where price encompasses both interest rates and charges)

« Promotion of services

« Communication with the bank (via telephone, fax, internet)

« Business hours
To provide a basis for comparison, customers were also asked to rate their overall satisfaction
with the bank [8]. Additionally, they were asked to indicate their average waiting time and
how frequently they typically use banking services. The demographic data reveals that 34%
of respondents are between 18 and 25 years old, 28% are between 26 and 40 years old, 32%
are between 40 and 55 years old, and 6% are older than 55 years (Figure 1). The significant
proportion of young customers aligns with the bank's recent efforts to attract and retain
clients from this demographic. Regarding income distribution, 14% of customers earn less
than 500 Lei, while 12% earn more than 2,000 Lei (Figure 2).

o Y6-40 V. 5 r 55
m18-25 =m26-40 10-55 wWover 5SS W |e<s than 500 Lei

\

W 500 - 1.000 Lei

106060 - 2,000 Led m moee than 2.000 Lei
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&

Figure 1 Age of the respondents.

Figure 2 Income of the respondents.
The frequency of banking service usage (Figure 3) shows that 34% of respondents interact
regularly with the bank, 50% use banking services once or twice a month, and 14% use them
rarely [9]. In terms of satisfaction, 60% of respondents reported being very satisfied or
satisfied (Figure 4). However, the relatively high number of undecided responses (36%)
highlights a potential issue with rating scales, where respondents often opt for the middle
option rather than taking a definitive stance [10]. To evaluate satisfaction with the bank's
personnel, four attributes were considered: staff attention, professionalism, understanding of
customer needs, and politeness. On average, customer satisfaction with these attributes
ranged between 3.52 and 3.8. (Figure 5) — meaning that customers are quite content with the

way the staff is interacting with them.
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Figure 4 Overall satisfaction level of the
Figure 3 Age of the respondents. respondents,
These results do not provide clear guidance for the bank's branch on the appropriate course of
action [11]. Therefore, it is essential to look deeper into the data. It is well-known that most
customers tend to simply state that they are satisfied with the service they receive. However,
these "satisfied" customers rarely advocate for the bank—they are content but silent.For this
reason, it is more insightful to focus on customers with extreme responses (very satisfied or
very dissatisfied). Dissatisfied customers, in particular, tend to engage in more word-of-
mouth communication than satisfied ones (Anderson, 1998), making their feedback
particularly valuable. When examining the extreme responses, it is clear that attributes like
attention, professionalism, and understanding of needs only received positive extreme
responses. Politeness, however, had both positive and negative extremes, with negative
extremes being more noticeable (Figure 6) [12]. Nevertheless, the ratio of negative to positive
extreme responses is favorable for the bank’s personnel: only one in seven customers

expressed being very dissatisfied.
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To determine if there is a relationship between customer satisfaction with staff

professionalism and waiting time, a Chi-Square Test was conducted [13]. The results
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(Pearson Chi-Square = 0.049) suggest that the two variables are indirectly related. As
customer satisfaction with professionalism increases, the waiting time tends to decrease. For
the other seven dimensions of satisfaction with the bank’s services (execution time,
accessibility of the offices, price/quality ratio, bank’s response to complaints, promotion of
services, communication with the bank, and business hours), average satisfaction levels were
also assessed (Figure 7). The results are concerning. Execution time and office accessibility
are the only two attributes that show an average satisfaction level above 3.5, indicating

overall satisfaction. The other five attributes indicate dissatisfaction or indecision.

Figure 7 Average levels for the satisfaction attributes.

The analysis of extreme responses provides insight into areas that the bank's management
needs to focus on (Figure 8). The ratio of negative to positive responses highlights
concerning values for the bank’s response to complaints (5) and communication with the

bank (3).
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Figure 8 Satisfaction attributes. Extremes.

6. Conclusion
In conclusion, the study on customer satisfaction at a Romanian bank provides valuable
insights, though several areas warrant further attention. While the survey successfully
gathered feedback from 50 retail clients, the limited sample size and demographic scope
restrict the generalizability of the results. The short two-week data collection period fails to
account for potential seasonal or long-term changes in customer satisfaction. The analysis of
customer satisfaction revealed that while staff professionalism and office accessibility were
well-received, other factors such as execution time, communication, and the bank's response
to complaints showed dissatisfaction or ambiguity. The Chi-Square test identified an indirect
relationship between staff professionalism and waiting time, suggesting that improving
professionalism could reduce waiting times and enhance satisfaction. Notably, extreme
responses—particularly ~ from  dissatisfied  customers—highlighted areas needing
improvement, such as complaint handling and communication channels. These findings
suggest that while the bank's staff performs well in certain areas, targeted improvements in
service delivery, particularly in execution time and communication, are crucial for enhancing
overall customer satisfaction.
Future Scope
e Expand the study to include more participants from various regions for broader
insights.
e Extend the survey period to capture seasonal or long-term trends in customer
satisfaction.
e Explore other factors like mobile banking and employee training affecting
satisfaction.
e Use quantitative methods and long-term studies to gain deeper insights into
satisfaction changes over time.
e Investigate complaint management and customer feedback mechanisms to address

dissatisfaction.
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