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Abstract— Customers of the banks in Bangladesh are highly
service sensitive. Thus, the quality of the services provided by
the banks to its customers is the key to success. There is also a
relationship between service quality and the customer loyalty in
banks. Therefore, this study aims at determining the influence of
service quality factors such as, assurance, empathy, reliability,
responsiveness, and tangibility on customer loyalty in banking
sector in Bangladesh. By using structured questionnaire, this
study was conducted on 529 customers of 15 private commercial
banks of Bangladesh. Convenient sampling method was used for
collecting the data for this study. A multivariate analysis
technique like Structural Equation Modeling (SEM) was used
for analysing the relationships among service quality dimensions,
and customer loyalty. Results show that the service quality
factors like assurance and reliability positively affect on
customer satisfaction in banking sector of Bangladesh. Results
also show that the customer satisfaction is also positively related
to customer loyalty in the bank. It is suggested that the
policymakers of the banking industry of Bangladesh should give
importance on service quality factors like assurance, reliability,
specially empathy, responsiveness and tangibility for increasing
the customer loyalty in their banks.

Index Terms— SERVQUAL, Customer Satisfaction,
Customer Loyalty, Reliability, Banking Industry, Bangladesh

I. INTRODUCTION

The rapid development of the service industries and their
growing importance in world economies have shed the light
on the issue of quality in service provision, thus making
service quality of fundamental importance (Coulthard, 2004;
Mahadeo and Durbarry, 2008). Moreover, the unique and
complex nature of services, in terms of certain inherited
characteristics such as intangibility, heterogeneity,
inseparability, perishability, as well as the high involvement
nature of the service delivery system/experience itself, have
increased the need for better service quality (Arasli et al.,
2005; Uzkurt, 2010). The result is that service quality has,
during the past few decades, become a major area of attention
to practitioners, managers and researchers, owing to its strong
impact on business performance, lower costs, customer
satisfaction, customer loyalty and profitability (Cronin and
Taylor, 1992; Chang and Chen, 1998; Gummeson, 1998;
Lasser et al., 2000; More specifically, Yieh et al. (2007) as
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well as Pollack (2009) emphasize the importance of studying
the relationships, including direct and indirect effects among
service quality, customer satisfaction, and customer loyalty.

Il. OBJECTIVE OF THE STUDY

The main objective of this study is to identify the factors
affecting the customers’ loyalty in private commercial
banking sector of Bangladesh. The specific objectives are as
follows.

» To identify the factors concerning the service quality
of private commercial banking sector in Bangladesh;

» To provide some suggestions for the improvement of
service quality of the private commercial banking
sector in Bangladesh.

I1l. LITERATURE REVIEW

Service Quality

Many researchers like (Bitner, 1990; Mey et al., 2008;
Ouyung, 2010; Raza et al., 2012; Osman & Sentosa, 2013)
defined that service quality is the willingness of providers to
appropriately  implement  tangibility,  responsiveness,
reliability, empathy, and assurance in delivering services
could lead to higher customer satisfaction in organizations.
These findings of those studies have strongly supported by
conceptual service quality model which is invented by
Parasuraman, Zeithaml and Berry (1985). The application of
service quality model showed that the essence of service
quality has to maintain and promote the customer satisfaction.
This service quality dimensions have discussed below:
Tangible

Tangibles refer to physical facilities, tools or equipment
used to provide services and staff appearance. The physical
facilities such as signs, comfort, accessibility, spaciousness,
functionality and cleanness are part of tangible, D’Cunha and
Suresh, 2015 said. This factor is a critical service quality
dimension to improve quality performance in the service
industry (Rad et al.,, 2006). Additionally, this factor is
primarily associated with service verities to meet customer
expectations (Caruana and Berthon, 2002). Tangibility is the
physical evidence of the service, for instance, the appearance
of the tools, equipment and physical facilities, used to provide
the service.

Reliability

Reliability involves service consistency and dependability,
which refers to the ability to deliver the service dependably
and accurately that customers desire (Parasuraman et al.,
1985). Providers deliver the service at the right time and
honour their promises, especially billing accurately, keeping
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records correctly and delivering the service to the customer at
the designated time (Kondasani and Panda, 2015). If service
providers keep their promises, then customer satisfaction
increases and their confidence in the service provider
increases because the provider’s performance gradually
improves and consistently meet customer expectations (Rad
et al., 2006).

Responsiveness

Responsiveness concerns service provider’s willingness or
readiness to offer a prompt service (Parasuraman et al., 1985).
It deals with timeliness, such as providing quick services to
the customer, setting-up appointments as soon as possible,
immediately sending the transaction slip to the customer so
that s/he does not form the wrong impression and calling the
customer quickly (Calisir et al., 2014). If service providers
increase their response to customers, then it is likely to have a
positive effect on customer satisfaction (Parasuraman et al.,
1985).

Assurance

Assurance refers to employee knowledge, courtesy and the
ability to convey trust and confidence. Employees should
have the necessary knowledge and skills to provide the best
service to their customers. Courtesy means politeness,
respect, consideration and friendliness, such as consideration
for the customer’s/consumer’s property. Conveying trust and
confidence means trustworthiness, believability and honesty.
It involves having the customer’s best interests at heart such
as contact personnel characteristics (Kitapci et al., 2014).

Empathy

Empathy refers to caring, knowing customer demands and
individualized attention provided to customers. Capacity to
understand customer needs refers to the ability to respond to
them such as recognizing regular customers and learning their
specific requirements (Parasuraman et al., 1985). Provider
empathy and customer relationship has a positive influence on
customer satisfaction (Fitzpatrick, 1991; Zarei et al., 2012).

Customer Satisfaction

Actually customer’s satisfaction is the customer’s
evaluation of goods and services in term of whether it is
according to the customer’s needs and wants or customers
dissatisfied with the product services or the dissatisfied with
the performance of the products and not according to
expectation of customers and sometime customers more
satisfied if products performance is beyond with their
expectations. (Kotler P. &., 2012). Service quality has a
positive influence on customer satisfaction (Yee et al., 2010).
Zaim, Bayyurt, and Zaim (2010) found that tangibility,
reliability and empathy are important for customer
satisfaction, but Mengi (2009) found that responsiveness and
assurance are more important. Siddiqi (2011) examined the
applicability of service quality of retail banking industry in
Bangladesh and found that service quality is positively
correlated with customer satisfaction; empathy had the
highest positive correlation with customer satisfaction,
followed by assurance and tangibility. On the other hand, Lo,
Osman, Ramayah and Rahim (2010) found that empathy and

assurance had the highest influence on customer satisfaction
in the Malaysian retail banking industry. Arasli, Smadi and
Katircioglu (2005) found that reliability had the highest
impact on customer satisfaction.

Customer Loyalty

Customer loyalty is defined as a hybrid between behavioral
and attitudinal loyalty with a higher emphasis on the
behavioral aspect of customer loyalty (Ballinger and
Rubinson 1996; Dick and Basu 1994). Parasuraman et al.
(1988) conceptualize service quality as the relative perceptual
distance between customer expectations and evaluations of
service experiences and service quality using a multi-item
scale called the SERVQUAL model. Loyalty is a
multi-dimensional construct that includes both positive and
negative responses (Zeithaml et al., 1996). Customer loyalty
is defined as a deeply held commitment to re-buy or
re-patronize a preferred product consistently in the future
despite situational influences (Oliver, 1997).

Relationship between Service Quality and Customer
Satisfaction

In sense of marketing literature, Service Quality and
Customer Satisfaction have been closely related to them. This
two constructs are positive relationship between them (Beerli
et al., 2004). The relationship between customer satisfaction
and service quality is doubtful. Some researchers have said
that service quality is the antecedent of customer satisfaction,
while others researchers have said the opposite relationship.
According to Parasuraman et al (1988), service quality and
customer satisfaction as “service quality is a global
judgement, or attitude, relating to the superiority of the
service, whereas satisfaction is related to a specific
transaction”.

Jamal and Naser (2003) said that service quality is the
antecedent of customer satisfaction. However, they found that
tangibility and customer satisfaction are not important
relationship in service environment. This finding is not
supported with previous research by Blodgett and Wakefield
(1999), but supported by Parasuraman et al (1991). Most of
the researchers found that service quality is the antecedent of
customer satisfaction (Bedi, 2010; Kassim and Abdullah,
2010; Kumar et al., 2010; Naeem and Saif 2009; Balaji, 2009;
Lee and Hwan, 2005; Athanassopoulos and lliakopoulos,
2003; Parasuraman et al 1988). According to Yee et al (2010)
service quality has a positive influence on customer
satisfaction.

Hypothesis 1: Reliability has a positive effect on Customer
Satisfaction

Hypothesis 2: Empathy has a positive effect on Customer
Satisfaction

Hypothesis 3: Tangibility has a positive effect on Customer
Satisfaction

Hypothesis 4: Responsiveness has a positive effect on
Customer Satisfaction

Hypothesis 5: Assurance has a positive effect on Customer
Satisfaction

Relationship between Customer Satisfaction and Customer
Loyalty
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between satisfaction and behavioral
customer retention and word of mouth in the service sector

quality
satisfaction. In literature, the related studies suggest that the
different dimensions of service quality factors in a banking
sectors those are assurance, empathy, tangibility, reliability,
responsiveness, customer satisfaction and customer loyalty.
The theoretical model is presented in figure 1. We will look at
the theoretical model for each of the hypotheses in the
subsection.
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Many of the studies have found that there is positive
relationship between customer satisfaction and loyalty
(Anderson & Sullivan, 1993; Bolton & Drew, 1991; Fornell,
1992). Several studies have also empirically validated the link
intentions such as

(Anderson & Sullivan, 1993; Bansal & Taylor, 1999; Cronin

& Taylor, 2000). Hart and Johnson (1999) have added that
one of the conditions of true customer loyalty is total
satisfaction. Hence, the researchers have hypothesized the
following:

Hypothesis 6: Customer satisfaction has a positive effect on

customer loyalty.

IV. THEORETICAL FRAMEWORK

The objective of this study is to investigate why service
is related to customer loyalty via customer

Reliability

Tangible

Figure 01: Theoretical Framework of the service quality of

Customer Customer
Satisfaction Loyahty

Banking Industry of Bangladesh

V. METHODOLOGY

A. Determination of Sample Size
This study has been based on both primary and secondary

data. To determine the sample size of customer, published
formula of University of Florida was used as a reference.
According to this formula, the sample size for the more than

10 lac population size with 95% confidence level and 5%

precision level are approximately 400 using the following
formula Yamane, T (1967):

n= o
(1+Ne®)

Where, n = sample size,

N = the population size, and
e = the level of precision

B. Statistical tools used
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Both descriptive and inferential statistics were used to
analyze the data. Inferential statistics like Factor Analysis
(FA) was used to separate the factors related to service quality
of those banks in Bangladesh. Partial Least Square method
was also used to identify the significant factors from the
factors identified through factor analysis.

C. Questionnaire Design and Test of Reliability

This study used both primary and secondary data. We have
selected 15 banks from 39 private commercial banks in
Bangladesh. This data were collected from the interview of
529 customers from those banks which is located in different
places of Dhaka city. A structured questionnaire with 34 items
was used to collect the data.

This structured questionnaire with the 5-points scale was
developed for the items related to impact of service quality on
customer loyalty of private commercial banks in Bangladesh.
Five points Likert scale ranging from 1 (strongly disagree) to
5 (strongly agree) was used to collect data from the customers.
Four demographic variables, namely, age, gender, and
education level, occupation were taken to ensure the
variability of different variables. The secondary data were
also collected from the journals, website of Bangladesh Bank.
Table-2 shows that the reliability coefficient of the
questionnaire. It shows that the cronbach’s alpha, composite
reliability, average variance extracted of the questionnaire are
shown table-2 which is at the acceptable limit as per Nunnally
and Berstein (1994), Hair et al. 1998, Fornell & Larcker,
(1981); Henseler, Ringle, & Sinkovics, (2009) respectively.

D. Data Collection and Analysis

The sample respondents were selected by using the
convenience sampling method. After collecting 550 data,
incomplete, biased, and or abnormally answered data were
discarded through scrutinizing process and finally 529 data
were used in the analysis. The analysis was made by using
multivariate analysis techniques such as exploratory factor
analysis, confirmatory factor analysis and structural equation
modeling.

Table 02: Demographic information of the customers of
private commercial banks in Bangladesh

Frequency Percent
Gender
Male 370 69.9
Female 159 30.1
Age
Below 20 years 29 55
20-30 years 236 44.6
30 years and above 264 49.9
Education
SS.C 148 28.0
H.S.C 152 28.7
B.Sc 137 25.9
M.S 92 174
Occupation
Student 71 13.4
Service Holder 157 29.7
Business 196 37.1
House Wife 105 19.8

From total 529 respondents there are 370 male and 159
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female, whose percentage 69.9 and 30.1 respectively. Bank’s keep promise in
Considering the age segmentation below 20 years respondents giving services by promised 529 162 -1.405
were 29 people, 20-30 years old 236 people, 30 years and time
above are 264 people whose percentage 5.5, 44.6 and 49.9 Bank’s show a sincere
respectively. It shows that the maximum number of interest in solving 529 .382 -1.284
respondents is matured person. From the context of customer’s problems
educational qualification’s criteria SSC passed respondents Bank’s are dependable 529 .345 -1.437
are 148, who are 28 percent of total respondent_s, then HSC Bank’s provide hassle-free 525 S04 L 096
passed respondents are 152 person who contains the 28.7 service to the customers : L
percent then B. Sc passed respondents are 137 person which | would recommend m
indicating 25.9 percent thus the M.S passed students are 92 bank o others Y 529 658 -.950
person which contains 17.4 percent. : : -
I will always consider this
. - 529 .081 - 776
. bank as my first choice
E. Normality of Data q busi
According to Tabachnick and Fidell (2001), the value of \'N‘?i(hpﬁr‘]’t ‘g’ani o el 529 458 -1.328
Skewness and Kurtosis statistic lies between -4 to +4 that is - y -
deemed to be acceptable. Table 2 shows that all the data met ' belhevei this bank deserves | g 534 1.127
the acceptable range indicating the normal distribution of ~ |MY loyalty
data. Over the past year, my
loyalty to this bank has 529 .046 -1.268
Table 03: Normality of the Data in Banking Industry of ~ |9roWn stronger
Bangladesh Bank’s insist on error-free 529 523 1.219
o . records ' )
Descriptive Statistics
- Bank’s tell the Customers
N Skewness | Kurtosis truth about the services they| 529 .366 -1.251
Statistic Statistic Statistic provide
The behavior of bank’s Bank’s maintain
instill confidence in 529 -.397 -1.695 professional ethical 529 133 -.888
customers standard
Customers feel safe in their Bank’s have the knowledge i
transactions with bank’s 529 170 -1.840 to do their job well 529 459 1.104
Bank’s are consistently Overall I am satisfied with i
courteous with customers 529 423 -1.252 my bank 529 804 798
I find it more convenient to I think I did the right thing 529 _243 -1.393
use technology than when I chose this bank
interacting with branch 529 641 -l122 .
emplovees My bank_ s services meet my 529 577 -1.260
ploy! expectations
My bank’s technology I am delighted with my bank| 529 506 -1.318
allows me to complete 529 .628 -1.049 Bonl's gi .
transactions quickl ank's give customers -
g y individual attentions 529 784 178
My bank’s technology saves ; -
me a lot of time, especially 529 -.185 -1.469 Bank’s have operating
when I am pressed for time hours convenient to all the 529 -.091 -1.475
customers
Bank has up to date ;
equipment (Hardware and 529 415 -1.359 Bank’s have persons to
Software) listen _to provide personal 529 448 -1.300
Bank’s physical facilities attentions
ank’s physi ) ; ;
will be visually appealing 529 464 1.384 Bank’s have customer’s best| .o 303 1438
. Ird A and interests at heart
e I R
Mv bank’s technol F. Test of Reliability and Validity
y bank’s technology PRI .
provides sufficient 529 262 864 To apalyze_ th_e. reliability of the data, this study used
information composite reliability, average variance extracted from the
Mv bank’s technol data which are shown in Table -4 is at the acceptable limit as
y bank s technology 529 332 -1.438 | Hairetal. 1998, Fornell & Larcker, (1981); Henseler, Ringle,
provides the reports | need f - ] :
- - & Sinkovics, (2009) respectively. For checking the
My bankfs teghn(’lofgy 8Ives £2 210 1286 discriminant validity, this study followed Fornell Larcker’s
me more freedom o ' o (1981) criterion that compares AVE Value with
mobility ] - . .

: — corresponding correlation values with other variables. The
Bank’s are giving expected 529 137 -1.540 square-root value of AVE needs to be greater than the
SErvices corresponding correlation values with other variables (Hair et

al., 2014). The Discriminant Validity of the factors is shown
in Table 3.
128 www.ijeas.org
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Table 04: Test of Reliability & Validity
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Table 5: Service quality factors of the customers of the

1 2 3 4 5 banking industry in Bangladesh
1. Tangibility 0.732 - | EFA | CFA | AVE | CR
Assurance (Total variance=8.293, % of Variance=37.69,
2. Assurance 0.550 0.763 Cumulatlv'e %=37.69) —
The behavior of bank’s instill
. . 709 | 0.77
o confidence in customers
3. Reliability 0342 | 0516 | 0.81 Customers feel safe in their
. . , 913 | 0.87
transactions with bank’s
4. Empathy 0.446 | 0.379 | 0.28 | 0.64 Bank’s are consistently
. .828 | 0.84
courteous with customers
5.Responsiveness 0381 | 0287 | 0.25 | 045 | 0.775 | find 'Lmolre Coﬂve”'e”t to
use technology than 876 | 0.88 | 058 | 0.90
interacting with branch
G. The Coefficient of Determination i/rlnplljoyi?st I
The analysis shows that the R square value of the model is ¥ Dank s ICinoiogy 8 ows
LR . me to complete transactions .870 | 0.79
0.554 (Table 7). That means, all five independent factors like quickly
assurance, empathy, tangibility, rellablllty', a_\nd My bank’s technology saves | o o
responsiveness explained 55.4% of the customer satisfaction me a lot of time, especially ) 0.76

of banking sector in Bangladesh.

H. Results and Discussions

This section describes the results of Exploratory Factor
Analysis (EFA), results of Confirmatory Factor Analysis
(CFA), and Structural Equation Model (SEM).

V. Results of Exploratory Factor Analysis (EFA)

To assess EFA, four commonly used assumptions were
followed (Hair et al., 1998; Field, 2000): (i) sampling
adequacy (Kaisers — Mayesolkin) measure greater than 0.5;
(if) the minimum eigenvalue for each factor; (iii) considering
the sample size, factor loading of 0.50 for each item
considered as the threshold for retaining items to ensure
greater confidence; and (iv) varimax rotation was used since it
is a good general approach that simplifies the interpretations
of the factors (Field, 2000).

Table 5 shows the results of exploratory factor analysis.
Hair et al. (2010) suggested that factor the analysis can be
performed when Kaiser-Meyer-Olkin (KMO) Test and
Bartlett's Test of Sphericity are significant. An index of
Kaiser’s measures of sampling adequacy (Overall MSA=
0.7284) and Bartlett's Test of Sphericity 2 (p=0.000)
suggested that the factor analysis is appropriate for analyzing
the data of this study (Table 5). After examining the pattern
matrix of EFA, this study found that all the items had factor
loadings greater than 0.50 (Table 5).

This result indicates that the factor analysis is appropriate.
After confirming research constructs, principal components
analysis and the varimax rotation method were specifically
used to extract factors from 34 items. Hair et al. (2010)
recommended that each item factors loading must be more
than 0.50 values that are considered highly significant. Based
on eigen value greater than 1, a five-factor model was
identified that explains 72.84% of the total variance of the
data set. As a whole, 31 items were grouped (based on eigen
value) into seven different factors like assurance, empathy,
tangibility, reliability, responsiveness, customer satisfaction
and customer loyalty by the analysis. The EFA result also
showed 0.504 as the lowest and 0.941 as the highest factor
loadings of the variables. The result of the factor analysis
showed that all the factors, as a whole, are acceptable for
further analysis (Table 5).
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when | am pressed for time
Tangibility (Total variance=3.139,
Cumulative %=51.96)
Bank has up to date

% of Variance=14.26,

equipment (Hardware and .504 (IjDeIete

Software)

B'fink ] Physwal facﬂl'gles 895 | 085

will be visually appealing

Bank_s are well dressed and 800 | 0.77

neat in appearance 0.53 0.86
My bank’s technology 6 '
provides sufficient .751 | 0.80

information

My l:?ank s technology 875 | 0.78

provides the reports | need

My bank’s technology gives 892 | 0.80

me more freedom of mobility
Reliability (Total variance=2.187, % of Variance=9.941,
Cumulative %=61.904)
Bank’s are giving expected
services

Bank’s keep promise in

.854 | 0.77

giving services by promised .816 | 0.86

time

Bank’s show a sincere 0'56 0.92
interest in solving customers’ | .905 | 0.93

problems

Bank’s are dependable 916 | 0.95

Bank’s provide hassle-free 895 | 0.91

service to the customers
Customer  Loyalty (Total variance=1.724, % of
Variance=7.838, Cumulative %=69.74)
I would recommend my bank

571 | 0.73

to others

I will always_con5|de_3r this 825 | 0.88

bank as my first choice

I expect to do more business

with my bank in the future | 22 | 090 | 071 ) 59

I believe this bank deserves o
879 | 0.75

my loyalty

Over the past year, my

loyalty to this bank has .839 | 0.82

grown stronger
Responsiveness (Total variance=1.376, % of Variance=6.253,
Cumulative %=75.99)
Bank’s insist on error-free
records

Bank’s tell the Customers 916

.823 | 0.80
0.86

0.60 | 0.86
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truth about the services they
provide
Bank’s maintain professional

ethical standard 941 1 0.92

Bank’s have the knowledge

to do their job well 890 1 0.85

Customer Satisfaction (Total variance=1.65, % of

Variance=4.71, Cumulative %=69.72)
Overall | am satisfied with

.807 | 0.75
my bank
I think | did the right thing
when | chose this bank 855 1 0.74
My bank’ - " 059 | 0.81
Yy ban < S S€rvices meet my 808 077
expectations
I am delighted with my bank | .650 | 0.77

Empathy (Total variance=1.09, % of
Cumulative %=72.84)
Bank’s give customers

Variance=3.12,

individual attentions 782 1 0.72

Bank’s have operating hours

convenient to all the .814 | 0.75

customers 0.51 0.74
Bank’s have persons to listen 1 '
to provide personal 823 | 0.71

attentions

Bank’s have customer’s best 730 | 0.69

interests at heart

VI. RESULTS OF CONFIRMATORY FACTOR ANALYSIS (CFA)

CFA was performed to confirm the unidimensionality of the
measurement that resulted from the EFA. The relative Chi-Square
for this model was 1.529 that was smaller than 5.0 recommended by
Marsh and Hocevar (1985). Other fit indexes also showed a good fit
for the measurement model. The GFI is of the model is 0.90 which is
equal to the recommended value of 0.90 (Joreskog & Sorbom
(1993). Furthermore, the non-incremental fit index, such as the
comparative fit index (CFI) is 0.966 that exceeds the recommended
cut-off level of 0.90 (Bentler, 1990). Finally, the Root Means
Square Error of Approximation (RMSEA) is 0.042, which is also
less than the suggested good fit to the data (Browne & Cudeck,
1993). The summary result is shown in Table 7. The fit indices
showed good model fit to the data. The other model fit indices are
SRMR =0.044, and RMR = 0.030 (Table 7 & Figure 2).

Table 7: Model Fit Indices and Their Acceptable Thresholds

Goodness of Level of
. : Value Reference
Fit Indices acceptance
. Marsh and Hocevar
Chi-square/df | 1.529 <5.0 (1985)
CFlI .966 >0.90 Bentler (1990)
RMR 0.03 <0.08 Hu & Bentler (1998)
Joreskog & Sorbom
GFI 0.90 >0.90 (1993)
Browne & Cudeck
RMSEA .042 <0.08 (1993)
SRMR .044 <0.05 Hu and Bentler (1999)

VIIl. RESULTS OF STRUCTURAL MODEL (SEM)

A multivariate analysis technique like covariance-based
structural equation modeling was used to identify the
significant relationships among service quality dimensions on
customer loyalty of private commercial banking sector in
Bangladesh and the factors identified through factor analysis
like assurance, empathy, tangibility, reliability, and
responsiveness. Table 8 lists the structural parameter
estimates and hypothesis testing results. This study examines
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the impact of service quality factors like assurance, empathy,
tangibility, reliability, and responsiveness on customer
satisfaction as well as customer loyalty in Bangladesh.

The path diagram of this study revealed that only three
factors like reliability (B =0.313, p=.000), assurance (j
=0.128, p=.003) positively influence the customer
satisfaction in banking sector in Bangladesh (Figure 2). But
empathy ($=0.000, p=.991), tangibility ($=0.069, p=.138),
and responsiveness (f=0.047, p=.193) are not significantly
related to the customer satisfaction of banking sector in
Bangladesh. Hence, the results showed the support for H1,
H5, and H6 but not H2, and H3, H4 in this study.

Table 8: Results of Structural Relationships in Banking
Industry of Bangladesh

Estimate | S.E. CR P Dec;smn

Customer
Satisfactio
n<---Relia
bility
Customer
Satisfactio
n 0.000
<---Empat
hy
Customer
Satisfactio
n 0.069 .046
<---Tangib
ility
Customer
Satisfactio Not
n<---Respo 0.047 036 | 1.30 | 193 Significant

nsiveness
Customer
Satisfactio
n<---Assur
ance

Customer
Loyalty<--
-Customer
Satisfactio

0.313 .044 | 7.08 | *** | Significant

Not

044 Significant

011 | .991

Not

1.48 | .138 Significant

0.128 .043 | 2.98 | .003 | Significant

1.157 099 | 11.7 | *** | Significant

0.554

Figure 02: Structural Model of Service Quality Dimension
and their relationship among customer satisfaction customer
loyalty in private commercial banking sector of Bangladesh
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VIII.

Structural Equation Model shows that assurance, and
reliability have a positively influences on customer
satisfaction. Customer satisfaction also influenced on
customer loyalty of banking sector in Bangladesh which is
support by many research work like Parasuraman et al., 1988,
1991; Zeithaml et al., 1996; Wang et al., 2004). Our finding
also shows that some customer’s thing there is no tangible
change in banking sector, responsibility is not enough for
delivering the service of that bank, and the bank employees
who have no idea how feel/understand the customers need and
making some customers service. For that reason tangibility,
responsibility and empathy has no significant effect on
customer satisfaction as well as customer loyalty in banking
sectors in Bangladesh. It is suggested that the policymakers
of the banking industry of Bangladesh should give importance
on service quality factors like assurance, reliability, specially
empathy, responsiveness and tangibility for increasing the
customer loyalty in their banks. However, there is an more
than enough scope to identify additional factors by taking
more samples and using complex model in consideration by
further studies in future.

CONCLUSION
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