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Abstract 
This study investigates the influence of Service Quality on Customer Satisfaction. Banking services market 
could be evaluated in terms of the mutual relationship between banks and customers or in other words their 
loyalty to the bank. Some people have strong relationships with one bank; but for some, it is more 
comfortable to work with different banks and enjoy their services according to the diversity of their needs 
and expectations. Discovering customer's needs and fulfilling their expectations is a key element in market 
expansion and maintenance of loyal customers. As a part of their ongoing reform program, active banks try 
to remain updated about of the expectations of their customers, to identify their needs and to improve their 
services. Statistical population of the study is customers of Bushehr Bank Sepah . Data gathering 
instrument was a self administered questionnaire and categorized random sampling method was used. For 
Data analysis, we used t- test. The results indicate that, The results of this study show that according to the 
customers of Sepah bank, there is a significant difference between their expectations and their perceptions 
in terms of innovation, benefits and credits and bank's reputation which means that this bank was unable to 
meet their expectations about these three factors but the customers were satisfied by the other 9 factors. 
Key words: Service quality, Expectation, Satisfaction. 
 

1. Introduction 
During the past two decades or so, regulatory, structural and technological factors have significantly 
changed the banking environment throughout the world (Angur et al., 1999). In a milieu which becomes 
increasingly competitive, service quality as a critical measure of organizational performance continues to 
compel the attention of banking institutions and remains at the forefront of services marketing literature and 
practice (Lasser et al., 2002). The interest is largely driven by the realization that high service quality 
results in customer satisfaction and loyalty, greater willingness to recommend to someone else, reduction in 
complaints and improved customer retention rates (Levesque and McDougall, 1996). There has been a 
continued research on the definition, modeling, measurement, data-collection procedure, data analysis, etc. 
issues of service quality, leading to development of sound base for the researchers. 
This documented knowledge base through several studies on the subject can be of great use to researchers 
and practitioners in the banking industry in providing a direction on how to explore/modify the existing 
service quality concepts with the changing world scenario (shift from conventional personalized services to 
web-enabled services). 
For an organization to gain competitive advantage it must use technology to gather information on market 
demands and exchange it between organizations for the purpose of enhancing the service quality. 
Researchers and managers thrive for learning details about components of service quality in their 
organization for obvious reasons of customer satisfaction, increased profitability, etc. In this context, model 
gains specific importance as it not only helps in learning the factors associated with it, but also provides a 
direction for improvements. 
The main problem in this study measures customer satisfaction of Bank Sepah is the quality of service 
funding and The main objective of this study is whether it could meet the expectations of customers is 
Bank Sepah Boushehr? 
Hypothesis: 
1) services provided, the behavior of staff is responsive to customer expectations. 
2) services provided, competence and skills of the staff is responsive to customer expectations. 
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3) services provided, innovation and diversity in banking is responsive to customer expectations. 
4) services provided, profit and interest is responsive to customer expectations. 
5) services provided, how to meet and provide banking services is responsive to customer expectations. 
6 services provided, The physical facilities of banks is responsive to customer expectations. 
7) services provided, The reliability factor is responsive to customer expectations. 
8) services provided, ease of service factor is responsive to customer expectations. 
9) services provided, the bank's reputation is responsive to customer expectations. 
This article is organized into four major sections. In the first section, we review a popular approach to 
service quality measurement and discuss its shortcomings relative to our particular objectives. In the second 
section, we document our study beginning with the instrument development phase and concluding with the 
questionnaire administration. Results are provided in the third section. The fourth and final section 
discusses the results obtained. 
 
2. Literature review 
2.1. Customer expectations 
In the beginning of a service experience delivery process, customers are looking forward to service 
encounters with eager anticipation. In other words, what customers expect to acquire from service 
providers can define diverse customer expectations. Moreover, customer expectations are regarded as 
desires or wants of customers, i.e. what they feel a service provider should offer more than what would 
offer. Parasuraman et al. (1991a, b) proposed that understanding customer expectations of a service played 
an important role for delivering satisfactory services. Previous researches had presented that how customers 
assess the performance of a service provider was based on the single level of expectation standard, which 
meant customer felt a service provider should offer. 
However, past researchers kept evolving and extending the conceptual model of expectations, putting a lot 
of effort to pinpoint the critical element within customer expectations. These researchers offered multi-
levels of customer expectations (Parasuraman et al., 1991a, b; Zeithaml et al., 1993; Walker and Baker, 
2000). According to their propositions, multiple standards would be more likely to completely understand 
customer expectations of service. 
2.2. Service quality concept 
Service quality has been defined in services marketing literature as an overall assessment of service by the 
customers. Perceived service quality is believed to be resulting from comparison between customers’ prior 
expectations about the service and their perceptions after actual experience of service performance 
(Asubonteng et al., 1996; Parasuraman et al., 1985). Service quality has been defined by the practitioners in 
terms of key dimensions that customers use while evaluating the services (Lewis and Booms, 1983). 
Conceptualization of service quality should include both the service delivery process (Parasuraman et al., 
1985) as well as the service outcomes (Lehtinen and Lehtinen, 1991). Gro¨nroos (1984) offered a service 
quality model with dimensions of technical quality (what consumer gets), functional quality (how 
consumer gets the service) and corporate image (how consumers perceive the firm and its services). 
Similarly, Lehtinen and Lehtinen (1991) offered another model with three dimensions of service quality: 
physical, interactive and corporate. Physical quality is about the quality of physical products involved in 
service delivery and consumption. Interactive dimension refers to the interaction between the customers 
and the service organization employees. Corporate quality refers to the corporate image as perceived by the 
customers. The service quality literature has also highlighted that service quality can also be treated as a 
second order construct consisting of interaction, physical environment and outcome quality (Brady and 
Cronin, 2001). 
2.3. Expectations and satisfaction 
Consumer satisfaction research requires a joint analysis of both the structure i.e. content and dimensions 
and the process i.e. antecedents and consequences (Singh, 1991). First, this paper adopts a 
cognitiveaffective approach in their conceptualisation (Oliver, 1997; Wirtz & Bateson, 1999; Wirtz, 
Mattila, & Tan, 2000; Jun, Hyun, Gentry, & Song, 2001). Therefore, consumer satisfaction is 
conceptualised as a consumer judgement incorporating cognitive and affective evaluations after their use or 
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consumption experience. Second, the expectations, an antecedent frequently proposed in marketing 
literature is analysed with reference to consumer satisfaction and future behaviour. An analysis of the 
expectation–satisfaction relationship first requires a review of the function of expectations in consumer 
satisfaction judgements (Oliver, 1997). According to assimilation theory (Sherif & Hovland, 1961), 
consumers experience a psychological conflict if they perceive a discrepancy between their expectations 
and their perception of the consumption experience. Subsequently, consumers will adjust their perception 
to become more consistent with their expectations and minimise the psychological tension (Anderson, 
1973). Consequently, post-consumption evaluations are a function of consumer expectations (Oliver, 1977, 
1997; Pieters, Koelemeijer, & Roest, 1995). On the other hand, the contrast theory (Hovland, Harvey, & 
Sherif, 1957) postulates that when expectations are not matched by actual product performance, consumers 
will magnify or exaggerate this discrepancy due to the contrast or surprise effect that is generated 
(Anderson, 1973). Thus, post-consumption evaluations are a function of disconfirmation of expectations 
(Oliver, 1977, 1997). 
In addition the nature of the expectation–satisfaction  relationship may depend on several contextual and 
behavioural factors. So, user expectations may have different impact on the formation of satisfaction within 
particular contexts. Expectations may be more important when they are unambiguous (Nyer, 1996), the 
product performance is ambiguous (Yi, 1993; Oliver, 1997) and/or the consumer is well experienced (So¨ 
derlund, 2002). 
It is suggested that travel agency users will tend to assimilate any discrepancy between the perceived 
service and the expected service. So, users will reduce the psychological conflict after their experiences, 
and therefore, they will reinforce the travel agency choice. 
Similarly, a large number of studies empirically support a direct and positive relationship between 
expectations and satisfaction of the consumer in different contexts (e.g. Andreassen, 2000; Churchill & 
Surprenant, 1982; Oliver, 1980; Oliver & DeSarbo, 1988; Oliver & Burke, 1999; Pieters et al., 1995; Tse & 
Wilton, 1988; Voss, Parasuraman & Grewal, 1998; Yi, 1993). Under the assimilation phenomenon, the 
main hypothesis proposed is: 
H: The initial expectations of a bank sepah customer will positively influence his/her satisfaction after 
receiving the service.           
2.4. Impact of service quality on customer satisfaction  
Service quality is found to be a strong predictor of customer satisfaction (Cronin and Taylor, 1992; Cronin 
et al., 2000; Dabholkar et al., 2000; Spreng and Mackoy, 1996). Research in different industries have 
investigated the relationship between service quality (its dimensions) and customer satisfaction – 
telecommunications (Woo and Fock, 1999); restaurants (Gilbert et al., 2004); hospitals (Andaleeb, 1998); 
hotel services (Voss et al., 1998); travel agencies (Bitner, 1990); internet services (Kim and Lim, 2001; 
Van Riel et al., 2001); multiple industries (Bitner et al., 2000). In traditional banking service quality 
dimensions of relational performance, core performance and features performance were found to be 
significant predictors of customer satisfaction (Levesque and McDougall, 1996). Various studies have been 
conducted in similar area, where in banking service quality dimensions have been tested as predictors of 
customer satisfaction (Krepapa et al., 2003; McDougall and Levesque, 2000; Ndubisi and Wah, 2005). In 
case of automated banking service quality dimensions have been found to affect customer satisfaction (Al-
Hawari and Ward, 2006). 
 
3. Methodology 
Questionnaire development. From the previous literature on service quality and service recovery, 42 
items were generated to measure the 9 attributes described above as requirements for truly service quality. 
Items measuring the attributes were developed specifically for this study on the basis of 15 personal 
interviews with customers. All 42 items were accompanied by a five-point Likert-type scale ranging from 1 
(completely disagree) to 5 (completely agree).  
After the questions were generated from the customer interviews, it was pretested on a sample of 30 
respondents. By administering the pre-test, we could ensure that the attributes measured in the study 
reflected actual interactions and expectations from customers. Results from the pre-test analysis showed 
that customers viewed some of the attributes as measuring the same constructs (e.g. self-efficacy and 
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competence), which resulted in someminor changes in both the questions and the (wording of) items. It was 
decided to keep all items in the research so as to have contributions on a wider scale to see if these items 
indeedmeasured the same constructs from the customer point-of-view. 
Data collection. Data were collected by means of personal interviews. A random sample of respondents in 
several branches of sepah bank in The Boushehr was asked to fill out the questionnaire. On average, it took 
the respondents about 15 minutes to fill out the questionnaire. Other data collection methods such as mail 
surveys and telephone surveys were also considered, but collecting the data by means of personal 
interviews turned out to be the best option for the following. 
The questionnaire consisted of 2 sections: customer expectation and sociodemographic characteristics. In 
selecting subjects the following sociodemographic variables were considered: gender, age, education level 
and occupation. The sample details are displayed in Table 1. 
 

Table 1: Profile of survey respondents (n = 381) 
Variables  number % 
Age <25 

25-30 
30-35 
35-40 
40-45 
>45 

40 
84 
93 
91 
31 
42 

10.5 
22 
24.4 
23.9 
8.1 
11 

Educational 
level 

primary 
diplom 
undergraduate 
graduate 
Postgraduate 

32 
93 
78 
150 
24 

9.4 
24.4 
20.5 
39.4 
6.3 

Occupation Civil servant 
Private section 
employee 
 labourer 
businessman 
other 

178 
41 
3 
67 
92 

46.7 
10.8 
0.8 
17.6 
24.1 

 
All items are constructed on a 5-point Likert scale, anchored by "strongly disagree" and "strongly agree". 
these components of expectations, the scale developed by researcher. Specifically, we used nine items for 
employee behavior (α Cronbach = 0.866), five items for Competence and skills of staff (α Cronbach = 
0.80), six items for Innovation and diversity in service (α a Cronbach = 0.773) and six items for benefit and 
facilities (α Cronbach = 0.839), and four items for how to respond (α Cronbach = 0.754), and six items for 
physical facilities (α Cronbach = 0.884), and two items for reliability (α Cronbach = 0.833), and two items 
for ease of service (α Cronbach = 0.836), and two items for bank's reputation (α Cronbach = 0.854). 
 
4. Results 
In this study, 381 clients participated in the 76.1% male, 24.4% between 30 and 35 years of age, a 
bachelor's degree, 39.4% and 46.7% were public sector employees (Table 1). 
Using student t-test, hypotheses were tested related to the above questions. The results of these assumptions 
are stated in Table 2. The information contained in Table 2 show that most of the main indicators of 
customer satisfaction is higher than 3. The bank's customers are satisfied with the study of more than nine 
major indices. It should be noticed that the lowest benefit in banking facilities and customer satisfaction is 
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one of indicators of diversity and innovation. Detailed sub-indices based on these indices are described in 
the following conclusions. 
 

Table 2: t-test results 
Scales M T value Significance result 
employee behavior 4.9685 21.915  0.00  Accepted 
Competence and skills of staff 4.1665  5.762  0.00 Accepted 
Innovation and diversity in service 2.7575  18.413  0.00 Rejected 

benefit and facilities 2.1451 8.686 0.03 Rejected 
how to respond 4.6400 11.076 0.00 Accepted 
physical facilities 4.6312 15.624 0.05 Accepted 
Reliability 4.6895 9.321 0.02 Accepted 
ease of service 4.2100 13.362 0.00 Accepted 
bank's reputation 2.3690 11.396 0.00 Rejected 

 
 
 
 

Table 3: Customer satisfaction ratings of each of the nine factors 
Factors Average Rating Rating 
employee behavior 4.9685 1 
Competence and skills of staff 4.1665 6 
Innovation and diversity in service 2.3690 7 
benefit and facilities 2.1451 9 
how to respond 4.6400 3 
physical facilities 4.6312 4 
Reliability 4.6895 2 
ease of service 4.2100 5 
bank's reputation 2.7575 8 

 
Table 4: t-test results on the employee behavior factor 

 Items x  S t p 
1 Being interested staff in providing service to customer  4.13 .871 19.414 .000 
2 Being multi-skilled staff to meet the different needs of each customer  4.48 .933 10.923 .000 
3 Employees in an effort to correct the mistakes and apologize to the customers  4.38 .939 12.980 .000 
4 Proficiency in negotiating and customer information needed to complete and 

transparent  4.27 .871 16.471 .000 

5 Obligation and Loyalty of server  4.17 .860 18.877 .000 
6 Having a mutual understanding of the customer and the conditions of the employees  4.24 .880 16.766 .000 
7 Provide useful consultations on the detailed features of banking and customer  4.42 .966 11.773 .000 
8 Respect for equity and non-discrimination among customers 4.17 .973 16.635 .000 
9 Help and tips on how to fill forms by staff  4.13 .883 19.331 .000 

It should be noted that bank employees have daily contact with the public and their customers are 
Knowing, affect of their mentality about of quality of bank services. So, as you see in the above table, the 
behavior of employees are satisfied customers of Bank Sepah because of the medium were: item 3 is 
average. 
 

 
 
 
 
 
 



 
      ijcrb.webs.com 
     INTERDISCIPLINARY JOURNAL OF CONTEMPORARY RESEARCH IN BUSINESS 
 

 
COPY RIGHT © 2012  Institute of Interdisciplinary Business Research  

1154

 
 
JANUARY 2012 
VOL 3, NO 9 
 

Table 5: t-test results on Competence and skills of staff factor 
 Items x  S t p 
1 Doing high-quality banking by staff quickly 4.13 1.008 16.928 .000 
2 Affable, smiling and being patient and courteous behavior, respectful and 

friendly 4.02 1.004 18.989 .000 
3 The importance of listening to customers' questions and problems with 

patient 4.23 .981 15.302 .000 
4 Job knowledge, professional skills, knowledge and sufficient information  4.14 .851 19.817 .000 
5 Having a well-decorated uniforms and arrangin the appear of staff  4.22 1.047 14.634 .000 

 
Personnel skills and competence is another item that influence on presentation, staff behavior, and skills in 
both banking service and new service, both. It necessary for continuing relationship, kind of primary 
contact should be appropriate and respectful. So, as you see in the above table, operating skills and 
competencies of employees are satisfied. 
 

Table 6: t-test results on Innovation and diversity in service factor 
 Items x  S t p 
1 Availability of electronic banking services at all times and all place 2.46 1.057 -10.033 .000 
2 Enhanced electronic services to reduce direct going to the bank ( including 

ATM machines, terminals sales, internet banking and telephone banking) 2.42 1.022 -11.080 .000 

3 Being healthy and perfect machines (ATMs) and prepared for payment on 
the day or night 2.68 1.230 -5.121 .000 

4 Increase the maximum daily rate of pay for ATM machines 3.71 1.218 4.584- .000 
5 Assign a person to become aware and informed of the branch tips and 

information to customers 3.48 .983 10.268- .000 

6 Offering a diversified banking services 2.27 .895 -15.963 .000 

The break up of all operating parameters indicate the increasing importance of electronic banking services 
and its role in facilitating and accelerating Bszay is providing banking services. Today the banks for 
increasing power of liquidity and high quality services need to attract main resources by increasing service 
alternatives and vary them. The average t obtained and we understand that customers are not satisfied with 
the variety of factors, Bank Sepah. 
 

Table 7: t-test results on the benefit and facilities factor 
 Items x  S t p 
1 Facilitate and accelerate the process of granting them loans and facilities 2.61 1.240 -6.073 .000 
2 Timely payment of interest on deposits 2.82 1.230 -2.790 .006 
3 Reduced fees as a competitive factor to increase attracting customers  2.50 1.162 -8.376 .000 
4 Reduce interest rate facility types 2.38 1.090 -11.188 .000 
5 Increased interest rates on deposits as a competitive factor in attracting customers 

to increase 2.30 .968 -14.135 .000 
6 Offering up-To-date information about customer accounts 2.18 .975 -16.500 .000 

He is one of the key variables in banking activities, deciding interest rates on deposits and banking 
facilities. Theoretical and experimental studies suggest that changes in bank interest rates, the volume of 
deposits, combining different types of deposits, investment and inflation affect. As is noted in the table 
above, with respect to t and the average operating profit of Bank Sepah, and we understand that customers 
are not satisfied with the facilities. 
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Table 8: t-test results on how to respond factor 
 Items x  S t p 
1 Inform and public education about the latest banking services to individuals 

and groups or to information brochures 4.49 1.063 9.303 .000 
2 Do not waste customers time with using appropriate technology, efficient 

force and avoid duplication  4.55 1.174 7.416 .000 
3 Proportion of branch services with customers in several hours a day 4.39 .983 12.043 .000 
4 Proportion of services with customer needs in various branches 3.35 .930 13.602 .000 

Basically, quality services that enable customers to meet the needs and demands. If customers meet or 
exceed the service expectations are high qualities. Whereas the process of banking service depend on 
relationship between personnel and customer, Suitable (appropriate) replication to request of client 
(customer) is important. It should be noticed that appropriate replication to customer requirement lead to 
satisfaction them and banking dynamic and success, both (simultaneously). So, as you see in the above 
table, the operating mode of accountability of employees for customers of Bank Sepah are satisfied. 

Table 9: t-test results on physical facilities factor 
 Items x  S t p 
1 The decoration and trim branches 4.12 .971 17.671 .000 
2 Physical facilities and office decoration( including comfortable seats, water 

dispenser, suitable Vgrmayshy cooling system, air conditioning) 4.14 .929 18.097 .000 
3 Be clear and legible and easily understood and completed forms to the bank 4.22 1.024 14.961 .000 
4 The appropriateness of the bank and counter space with respect to the 

number of clients 3.04 .856 21.793 .000 
5 Access to adequate supplies (pen, ink pad, etc.) 4.72 1.400 3.880 .000 
6 Using modern equipment and matching technology in the service 4.76 1.453 3.245 .001 

Driving the physical environment to meet the bank's service quality even if the communication with the 
supply of banking services is not true. Due to the increasing intensity of competition, offering services in 
place decorated and equipped with standard indices of physical, psychological and social, the decisive 
factor in attracting and keeping customers. T and p above the mean, and we understand that Bank Sepah is 
able to meet customers' expectations. 
 

Table 10: t-test results reliability factor 
 Items x  S t p 
1 Increasing use of technology-based security and confidence of the people 4.08 0.844 21.363 .000 
2 Customer Privacy and trust in their employees through good behavior 3.91 0.740 28.658 .000 

Service nature of the banking activities of the trust issues that faced with the complexities of its own 
making. Customer trust is required for monetary transactions and transactions. Information in the table 
show accountability to the customers' expectations, Bank Sepah is the reliability factor. 
 

Table 11: t-test results ease of service factor 
 Items x  S t p 
1 Providing most services in any branch / bank Dayrh 4.19 .989 15.904 .000 
2 existing bank branches in the most appropriate and accessible locations 4.24 1.060 14.068 .000 

Today the banks convinced simplification of methods and structural reengineering for advanced client 
satisfaction, improved incorporation and finally increased return ascendant procedure with utilized 
Customeralize and Marketing principles. For these purpose, activities which used are process and job 



 
      ijcrb.webs.com 
     INTERDISCIPLINARY JOURNAL OF CONTEMPORARY RESEARCH IN BUSINESS 
 

 
COPY RIGHT © 2012  Institute of Interdisciplinary Business Research  

1156

 
 
JANUARY 2012 
VOL 3, NO 9 
 

method simplification for reduced client contact, standard simple methods and improve method. most 
services offer at any bank branch or Dayrh be tried in order to accomplish this. Bank Sepah as a result 
could also be responsive to this type of customer expectations. 

Table 12: t-test results bank's reputation factor 
 Items x  S t p 
1 Be known banks and popularity compared to other banks 2.65 1.057 6.400- .000 
2 exposuring Name of bank in mass media 2.72 1.400 -3.880 .000 

Banks should have a permanent presence in the field of advertising. Banks should create a positive mindset 
among the people to their services. Commercial banks should be long-term goals. Many customers unique 
services that banks do not know how to use these facilities with information and training, provision of 
services and amplify. According to the table we see that a lot of TV and Bank Sepah. Advertiser does not 
respond to this type of customer expectations. 
 
Conclusion 
As the results of previous research with customers face to face interview was expected during the first 
phase of the study was intended to stress"Employee behavior" and how they interact with customers is the 
most important and most fundamental factor in increasing the quality of bank services. Given the nature of 
the role of bank products to customers in banks Drtamyn resources, customer relationship management and 
employee acceptance, especially in terms of bank branches cashiers and customer provide acceptance, 
Therefore, their function will guarantee bank success and its dynamics. 
The "reliability" is the second most important factor. Undoubtedly consumer confidence in financial 
institutions is one of the key components for success in business competition and it is not unreasonable that 
many of these important institutions have centered trust their propaganda activities, The trust and 
confidence of customers and induce them to enjoy the confidence of banking services can be influential on 
the quality of banking services. 
The third factor is the "innovation in banking services". It has also influenced The amazing development of 
technology and use information technology and information and communication networks for the banking 
industry. Informatics industry developed rapidly, causing major changes in the money transfer systems and 
resources in the field of banking and electronic funds transfer and electronic titles, it has to offer with new 
concepts. From other banks to get the best competitive position to be continuously and active to innovative 
in their service. It is obvious that this factor affecting the quality of banking services as third factor. 
The Next factor  is dedicated "profit and convenience", because it is one of the key variables in banking 
activities, the decision to deposit interest rates and banking facilities. Due to the change in bank interest 
rates on deposits of factors including size, composition of the types of deposits, investment and inflation is 
most influential, effective role of this factor can be realized in the quality of banking services 
Considering the facts mentioned in the Bank Sepah need to be innovative and to diversify its services and 
facilities as well as special interest and to revise its inflation rate. 
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