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ABSTRACT: 

This study is conducted to measure the level of customer satisfaction and understand the customer perceptions 

towards the bank regarding different service quality dimensions at different areas of the Mymensingh area. The 

study was carried out through a field survey among 300 customers of different branches of this bank at 

Mymensingh district. A well designed structured questionnaire including both open-ended and close-ended 

was developed by the researchers and randomly administered to the respondents to collect data. The study 

finds that customers of this bank are satisfied with the branch accuracy, less complexity in opening an account, 

security, behavior of employees, technology, and environment etc. The factors that contribute to customer’s 

frustration are that they take too much time for the delivery of the cheque book and the interest rate for the 

loan is high; just as the bank does not provide loans without a mortgage.   
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INTRODUCTION: 

In today’s contemporary and highly competitive 

business world; it is disastrous for an organization not 

to be customer centered. Indeed, Organization will 

have to produce product and outstanding services to 

survive in the current competitive business world and 

it will result in happy and trusted customers 

(Fecikova, 2004). However Customer satisfaction is 

indispensable for the successful functioning of the 

company; it is now a day’s anticipated as a 

foundation for the standard of performance and 

excellence for any business organization. To make 

sure the satisfaction of the customers, organizations 

must have to give a focus in meeting their hopes and 

aspirations (Amoake’ 2010). If they can be doing 

well or fruitfully can point out the needs of their 

targeted customers, they can better fulfill the needs 

and wants of the customers. Therefore a company can 

achieve its goal very conveniently.  

Companies of today’s think that customer satisfaction 

is their main indicator of employee’s performance 

and it will work as a strong base in creating a long 

term relationship with the customer (Islam and Alam, 

2019). If a company can make certain of its customer 

is satisfied, they will work as a permanent 

advertisement and good will of the company. Hence, 

they will re-purchase it and influence others to 

purchase it. As a consequence, Companies are putting 

their supreme effort to satisfy their customer up to the 

highest level. But keeping the customer satisfied and 

maintaining a long term relationship with the 

customer is very challenging. It takes continuous 

effort to maintain high customer satisfaction levels. 

As today’s markets are customer driven market and 

mostly controlled by customer.  
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Companies are failing to improve customer 

satisfaction and maintaining their current customers 

happy to them. Therefore; they are trying to put in an 

offer of new and innovative goods and technologies 

according to the customer's demand because 

customers are well informed now. The purchasing 

decision of the customers is closely linked with their 

thorough analysis of the products and services. They 

are confident enough and switch to that brand from 

which they get more benefits. If customers became 

aware of the fact that they are getting some 

supplementary benefits from their relationship with 

employees, their satisfaction level with the company 

will enlarge (Beatty et al., 1996). Accordingly 

company of today’s are becoming prudent and 

watchful to make their customers satisfied for the 

successful survival and smooth functioning of the 

business. 

Bangladesh’s banking industry is encountering severe 

competition day by day; new banks are accessing into 

the market and new technologies are generating for 

making it trouble free to the customers. In addition to 

it; the banks are continuously trying to put on 

innovative products in the product line and make their 

services better organized. However Dutch-Bangla 

Bank Limited (DBBL) is one of the established 

commercial banks of Bangladesh. The bank has 

begun its journey on June 3; 1996. The bank always 

tries to give the first concern to their customer's 

demands and focuses on customers' satisfaction. 

DBBL has persistently made a lot of contribution in 

the CSR activities and now they are one of the 

biggest significant donors in Bangladesh. 

Notwithstanding their target areas of CSR are 

education, health, disaster relief, sports, social 

awareness and social development. Anyway; the 

main goal of this report was to identify the customers' 

satisfaction regarding the services of DBBL.  

Literature Review:  

Anderso et al., (1997) conducted a study on customer 

satisfaction, productivity and profitability and they 

had measured the links between customer satisfaction 

and productivity. The results of the study confirmed 

that both of them were positively connected with ROI 

for goods and services, they found a positive relation 

between them in case of goods whereas it is 

comparatively low in services.  

Ashaduzzaman et al., (2012) in their study tried to 

seek and measure the level of customer satisfaction 

and services rendered in the private commercial 

banks of Bangladesh. They conducted a survey on the 

customers of the different private commercial bank of 

different areas of the country and identified that the 

customers were fairly satisfied regarding the service 

they received from the private commercial banks of 

the country.  

Cengiz, (2010) conducted a study and an 

investigation was made to find the answer of some 

questions which was developed by the researcher. 

The study found that customer constantly appraised 

the service of the company including the entire thing 

that affects the satisfaction of the customers.  

Kashem & Islam (2012) they conducted a study on 

the superstores of different areas of Bangladesh to 

point out the influencing factors of customer’s 

satisfaction and pinpointed the three factors 

comprised of   products factor, store service factors, 

and customer facilities factors are noteworthy for 

customer satisfaction. 

Masukuzzan & Akter, (2010) they conducted a 

survey on the quality of services listed and 

customer’s perception in connection to the 

satisfaction towards private commercial banks of 

Bangladesh with the motive to evaluate the quality of 

the service provided by the banks. The findings of the 

study affirmed that the quality of the service and 

customer loyalty of Islami Bank Bangladesh Limited 

is comparatively satisfactory than other private 

commercial banks. 

Mazumder & Hasan (2014) they carried out a study 

on the national and international hotels of 

Bangladesh. The aim of this study was to highlight 

the differences between Bangladesh’s national and 

international hotels based on expectation of the 

service and perceptions of customers towards the 

service provided by the hotels of the nation. The 

results divulged that the overall customer satisfaction 

levels towards the hotel stay is not satisfactory 
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between domestic hotel guests and hotel guests from 

International countries. 

Parasuraman et al., (1988) in their study sought to 

pinpoint which dimension affects in customer 

satisfaction and perception. After conducting a 

survey, they discovered five dimension namely, 

Reliability, Responsiveness, Assurance, Tangibility 

and Empathy dimension. These dimensions can serve 

as a tool to evaluate the satisfaction and perceptions 

of the customer. 

Palto (2010) carried out a study and made an inquiry 

in grocery food retailing in Bangladesh to identify the 

systems of marketing in creating customer 

relationship and customer retention. An investigation 

was made and the findings pointed out that customer 

retention had received appreciable attention and 

become a major factor for a food retail organization 

to increase the size, maximize profits, create and 

sustain a competitive food advantage.  

Rahman & Mukul, (2013) an investigation was made 

by the researchers to identify the influential factors of 

customer satisfaction of commercial banks of 

Bangladeshi. The findings affirmed that commercial 

banks had measured only those factors that are 

significant and needed to ensure customer 

satisfaction. 

Thomas et al., (2010) the motive of this study was to 

evaluate the levels of customer satisfaction with 

services. The study’s findings concluded that 

maximum numbers of customers were satisfied with 

service and they were positive towards specific 

aspects of service from different channels.  

 

Significance of the study: 

Customer satisfaction is inevitable in creating a long 

term relationship with the customers. But maintaining 

a long term relationship with them is quite a 

challenge and a difficult one. Only delivering 

superior value to the customers can make it possible.  

As customers are regarded as the only king of the 

current global competitive business world if it can be 

assured properly. Any company will be successful in 

achieving the goals and objectives as well as maintain 

the long term profitable relationship with the 

customers.   

 

METHODOLOGY:  

The study had been conducted based on sources of 

both primary and secondary data. 

Primary data - The data were obtained through face-

to-face interview with a well designed structured 

questionnaire method from the randomly selected 300 

customers of different branches of DBBL of 

Mymensingh district. The questionnaire was 

distributed to those customers who had taken any 

kind of services from this bank, whether they were 

the account holders of this bank or not.  

The five-point Likert-type scale was also used in the 

study where 5 = Excellent and 1 = Very poor.   

Secondary data – The banks related information 

were gathered from annual reports, numerous magazines, 

articles, web pages, and other published documents. 
 

 

 
 

 

 

 

 

 

 

 

 
 

Fig 1: Theoretical framework of the study. 

Customer Satisfaction and 

Perception 

Reliability Responsive Tangibles Empathy Assurance 
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Theoretical framework of the study:  

This study is aimed at exploring the level of 

customer satisfaction (Based on the SERVQUAL 

Instrument identified by Parasuraman et al., 1985) 

on service quality among the customers of DBBL in 

different areas of Mymensingh.   

RESULTS AND DISCUSSION: 

The study deals with the measurement of the degree of 

satisfaction of the customers of DBBL based on several 

dimensions including reliability, responsiveness, 

assurance, tangibles, empathy, and other customer 

satisfaction dimension. We prepared a questionnaire for 

the analysis. The analysis is as follows. 
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Reliability 

Satisfaction on branch’s accuracy 78 26 112 37 62 21 40 13 8 3 

Duration of problem solving. 81 27 116 39 87 29 16 5 0 0 

Satisfaction regarding safety after 

accomplishing any transaction. 

83 28 119 40 87 29 11 3 0 0 

 

 

 

Responsive-

ness 

Duration requires in a branch for 

opening an account. 

207 69 82 27 6 2 5 2 0 0 

Satisfaction about the delivery time of 

cheque book. 

0 0 0 0 87 29 172 57 41 14 

Overall service receiving period at 

branch. 

45 15 76 25 123 41 40 13 16 6 

Satisfaction on the basis of quicker 

and efficient service. 

73 25 79 27 94 28 42 14 12 6 

 
 

Assurance 

Satisfaction on behaviour/courteous 

on staff. 

76 25 104 35 94 31 26 9 0 0 

Satisfaction regarding as an account 

holder of DBBL. 

79 27 124 41 73 24 24 8 0 0 

 

 

 

Tangible 

Decoration and technology used at 

this branch. 

138 46 143 48 16 5 3 1 0 0 

Satisfaction on appearance personnel 

neat and clean. 

204 68 96 32 0 0 0 0 0 0 

The availability of ATM booth. 146 49 76 25 64 21 14 5 0 0 

Satisfaction of inside/outside facilities 

of the ATM booth. 

127 42 134 45 39 13 0 0 0 0 

 

Empathy 

Satisfaction on giving your individual 

attention. 

73 24 89 30 86 29 52 17 0 0 

Satisfaction on overall performance 74 25 79 26 122 40 26 9 0 0 

Other 

Customer 

Satisfaction 

Dimension 

Satisfaction on loan granting interest 

rates. 

0 0 0 0 27 9 89 30 184 61 

Satisfaction on ATM card charges 

and costs. 

16 5 42 14 146 49 80 27 1

6 

5 
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FINDINGS OF THE STUDY:  

Based on our analysis of the study; It had been 

observed that the degree of satisfaction among 

account holder of appears to have been satisfactory. 

The customer-employee relations are also high which 

leads to customer satisfaction positively. The findings 

of the study are - 

 Customers are satisfied about the accuracy of 

the transactions.  

 To open an account, the bank takes a very 

short time. 

 Throughout their transaction with this bank, 

Customers also feel much secured.  

 The time taken for the delivery of the cheque 

books is quite high compared to other private 

commercial banks. 

 The action of employees enhances and 

stimulates confidence in customers. 

 The bank has state-of-the-art facilities.  

 The outlook of the bank seems to be neat and 

clean. 

 The bank employee pays individual attention 

the customers.  

 The account holders have been well pleased 

on the overall performance of the bank. 

  The bank is not providing any loans to the 

customers without any mortgage as well as 

the interest rates are relatively high. 

Recommendation of the Study: 

 Employee training and seminars should be 

conducted to offer them expertise and 

professionalism in customer interactions. 

With more professional base employees can 

better satisfy the customers. They should be 

taught about how to handle difficult 

customers and how to manage the 

problematic situations.  

 Customers showed dissatisfaction with the 

availability of ATM booths. New ATM 

booths in Dhaka city should be installed in 

diverse geographic segments. As very 

important factor customers is the ease of 

access to the branch location. In Dhaka City 

as well as other metropolitan cities in 

Bangladesh, the bank should consider in 

building more ATM booths. 

 The bank should be more flexible enough in 

case of cheque book /delivery. Because the 

majority of customers were found to be very 

unhappy with the total time taken to deliver 

the cheque book.  

 The bank should upgrade the machines on 

ATM booths. Most clients come to inquire 

about issues with ATM booth. So they should 

give more concern on ATM booths problems 

like fund unavailability, network problem, 

power failure and solve these sought of 

problems as soon as possible.  

 The authority should reduce the amount of 

time required to provide the security items to 

the customers for whom it gets inconvenient 

for the customers, which leads to higher 

disappointment. Currently, it takes 1 week 

while some competitors can provide the card 

within 2 working days. The concerned 

authority should also make necessary 

arrangements to deliver the security items to 

customers on time to lower the customer 

difficulties faced in the absence of security 

items like cheque, ATM cards and etc.  

 The customers should be given more 

individual attention because customers think 

that they don’t get enough individual 

attention. 

 The authority should reduce loan granting 

interest rate because the interest rate high. 

Most of the respondents show their 

dissatisfaction on interest rate.  

By considering the above recommendations; the bank 

can enhance their quality of the service and satisfy 

their customers effectively and efficiency and keep 

them loyal to the company. 

CONCLUSION:  

This study is an attempt to reflect a clear idea about 

the understanding & satisfaction of DBBL service 

quality. The results of this study pointed out that 

customers of these banks are happy with accuracy, 

environment, security, low complexity, care and the 

http://www.universepg.com/


Jony et. al., / Canadian Journal of Business and Information Studies, 1(5), 10-16, 2019 

15 

UniversePG l www.universepg.com 

state-of-the art facilities etc. Besides it had been 

observed customers are well pleased about the overall 

performance of the bank which supports the findings 

of (Ashaduzzaman et al., 2011; Thomas et al., 2010). 

It was also being noticed that when choosing among 

the different types of schemes; quality is being taken 

into the first priority according to the customer 

perception. It was pointed out; however, a few of the 

customers were disappointed with the quality of the 

service of the bank. To make these customers 

satisfied, some attempts can be taken by the 

management. If it’s possible for the bank 

management to provide recommended services (E.g. 

reducing interest rate etc). The customer’s perception 

regarding the quality of service the bank will be 

positive and the bank can establish itself as one of the 

most prominent bank in Bangladesh. 

Implications of the study: 

The findings of this study will provide the researchers

 with a new insight as some work is being done in Ba

ngladesh in this area. It will also help jobholders to be

 aware of their jobs and the associated factors of satisf

action and dissatisfaction.The research will also draw 

employers/decision makers ' attention to the factors 

which affects customer satisfaction. 

Suggestions for further research: 

Much of the research work in Bangladesh hasn't been 

conducted on that field, so definitely it will create a 

new opportunity for future researchers. The sample 

size should be more than the present study to get 

maximum accuracy of result; 

 Adequate time should be allowed to prepare 

and administer the questionnaire; 

 Data should be collected through active 

participation in the data collection process; 

 The method of data collection should be 

more than one. 
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