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ABSTRACT

This study examined the relationship between the quality of the service provided
and the degree to which a client's needs were met, as well as the impact that this
relationship had on the client's continued business with SHWE Bank. For the primary
data, a sample size of 152 respondents who are using savings accounts from the
Yarzadiyit Branch of SHWE Bank were selected by using a simple random sampling
method with a structured questionnaire. The questionnaire was prepared by the question
with a Five-point Likert scale to measure the customer satisfaction, service quality, and
customer loyalty. In this particular research endeavor, the quality of the service is
evaluated based on eight different dimensions: reliability, assurance, tangibility,
empathy, responsiveness, security, access, and reputation. According to the findings of
a multiple regression analysis, among these factors, responsiveness, empathy, and
assurance have the greatest significant impact on the level of customer satisfaction as
well as the level of customer loyalty. According to the findings of the survey,
responsiveness is the most influential component, empathy is the second most
influential factor, and assurance is the third most influential aspect when it comes to
customer satisfaction at SHWE Bank. According to this, it will lead to a high impact
on customer loyalty with a favorable influence that is predicted by customer
satisfaction. This will lead to a high impact on customer loyalty. As a result, the goal
of this study was to propose that SHWE Bank should take steps to ensure that it has a
strategic plan to improve service quality and to increase its competitiveness in the

market by successfully retaining clients who are both satisfied and loyal to the bank.
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CHAPTER |
INTRODUCTION

The banking industry is regarded as both one of the most important and one of
the most rapidly expanding in the country. Banking has become an integral element of
modern life, to the point where individuals and businesses alike are unable to function
properly without engaging in financial transactions. Banks are responsible for the
safekeeping and distribution of liquid capital. Liquid capital is the lifeblood of personal
needs, commercial and industrial activities, as well as the economic well-being of the
nation as a whole because it ensures economic and social stability as well as the
continued growth and development of the economy. Banks are the custodians and
distributors of liquid capital. Despite the fact that the vast majority of people are unable
to lead a comfortable life without a personal bank account in which they can store their
money securely and make withdrawals when the occasion calls for it, all businesses are
dependent on banks in order to carry out their daily operations. These operations
include money transfers, payment for purchases and salaries, and the safekeeping of
company assets. The ability of banks to take deposits and to provide loans is the
fundamental function that is the foundation for all of the other tasks that banks provide
to consumers and commercial entities. As a direct result of globalization, financial
institutions, particularly banks, are coming under increasing amounts of pressure to
ramp up their level of competition. In point of fact, the introduction of brand-new
financial products into the market by non-bank financial intermediaries paves the way
for consumers to have access to a greater variety of options. As a consequence of this,
financial institutions need to reevaluate their approaches to the provision of services to
both commercial and individual clients. In this regard, the quality of the service
provided and the level of satisfaction achieved by customers are, in today's banking
institutions, of the utmost importance. Bank businesses, in order to exist, need to offer
products of an extremely high quality, which will result in clients who are highly
satisfied and loyal to the bank. For a number of years now, the primary objective of
every company has been to ensure the fulfillment and contentment of their clientele.
This is due to the fact that market share and customer pleasure are directly correlated
(Dawar, 2013). The level of service provided to clients is becoming an increasingly

important factor in the success of modern businesses. The level of service quality that



a business provides is one of the most important aspects that determines how
competitive it is in its industry. A service is an example of an immaterial result because
it does not have any material components; rather, its value is based on the functions it
fulfills, the performances it provides, and the advantages it brings to customers who
pay money for them (Parasuraman et.al. 1988). Customers today have a greater
awareness of the necessary quality standards and expect sufficient services as a result
of the fact that the quality of the service is equally vital for achieving customer
happiness. The empirical evidence suggests that the quality of services provided is a
significant factor in determining the success and longevity of businesses. Several
researchers have pointed out the importance of service quality to a company and
emphasized the role that it plays in the company's competitive advantage, profits, and
increased market share, as well as return on investment, customer satisfaction, and the
intention to make additional purchases in the near future. According to the opinions of
Parasuraman, Zeithaml, and Malhorta (2005), the most important strategy for the
success and continued existence of any firm is to provide the target market with quality
services. When businesses offer high-quality services to their customers, they improve
the efficiency of their service delivery, which in turn leads to an improvement in the
company's profitability. In addition, the delivery of high-quality services may result in
additional repeat business as well as favorable word of mouth that spreads further
(Taherikia & Shamsi, 2014). Because of the significant roles that service quality plays
in the performance of businesses, the quest for dimensions to assess service quality has
become increasingly important. This study aims to identify service quality dimensions
that could be used to quantify customer satisfaction and to assess the influence of
service quality dimensions (reliability, assurance, tangibles, empathy, responsiveness,
security, access, reputation) on customer behaviors. This is because service quality is a
crucial variable in affecting customers' behaviors (Lee et al., 2019), and providing
quality service is essential for maintaining customer satisfaction (Tabash et al., 2019).
Therefore, the purpose of this study is to identify service quality dimensions Customers
have also properly asked that banks provide services of a globally acceptable standard.
Customers today are accustomed to having options, and as a result, they will not tolerate
anything that is not the absolute finest. The need to fulfill the expectations of customers
has been recognized by financial institutions. As a result, the quality of the service
provided by the bank is an essential component of the driving force behind its ascent
up the high technology ladder. (Saghier, Nathan (2013). As a result, it is essential for



the company that provides services to evaluate the quality of such services as well as
the level of satisfaction experienced by its clients. The level of satisfaction a company's
customers feel can be attributed to a variety of aspects, such as the product's quality,
the perceived value of the product, the customer support service, the pricing, the
product's user-friendliness, its speed, and its level of security. An increase in the level
of satisfaction experienced by consumers typically results in a decrease in the amount
of customer turnover experienced by the organization. In particular, the study that was
carried out by Kotler and Armstrong (2010) highlighted service quality, service
charges, and perceived value as the primary factors that determine consumer
satisfaction in the banking industry. In order to win client loyalty and encourage repeat
business, the banks rely on information regarding the factors that affect whether or not
a consumer is satisfied with their experience. Loyalty on the part of customers is
extremely valuable in the financial industry since it helps institutions to generate higher
economic and financial returns. Loyalty can be defined as a form of customer
commitment to buying or using a particular product or service, which results in the
repetitive purchase and maintenance preference for a specific supplier or service
provider through time despite the prevalence of situational influences and competitive
efforts that have the potential to cause a change or switch in behavior. Loyalty can also
be defined as a form of customer commitment to buying or using a particular product
or service that is associated with a specific brand (Oliver, 2010; Yin & Matthews,
2016). Therefore, it is important for businesses to differentiate between trustworthy and
unreliable clients in order to determine the strategies and services that should be
provided to the various customer types (Liang et al., 2009). Not only are satisfied
customers more loyal to a brand, but they are also less sensitive to price changes and
more willing to spend a higher price than other customers. According to Pakurar et
al2019 .'s research, the banking industry has been devoting its efforts to improving
service quality and developing strategies to better meet the needs of existing customers
while also focusing on attracting new customers and ensuring increased levels of
customer satisfaction and loyalty. The Central Bank of Myanmar reports that there are
4 state-owned banks, 27 domestic private banks, and 17 foreign bank branches
operating inside the country of Myanmar's banking sector. SHWE Rural and Urban
Development Bank (SHWE Bank), one of the private banks operating within the
borders of the Republic of the Union of Myanmar, was given a banking license by the
Central Bank of Myanmar on July 28, 2014, following its incorporation as a limited



company in accordance with the provisions of the Financial Institutions Law of
Myanmar. At the intersection of Merchant Road and Pansodan Street in Yangon, the
Shwe (Rural and Urban Development) Bank Head Office and Head Office Branch
opened their doors for business on January 11, 2016. It currently has a total of six
branches, four of which are located in Yangon, one in Mandalay, one in Mawlamyine,
and the most recent of which was opened in Naypyitaw just a few months ago. When
compared to other banks, SHWE Bank is relatively new. As a result of the nature of
banks, client happiness, which is dependent on both expectations and perceived
performance, has emerged as a cause of concern for the bank. The term "customer
satisfaction” is a qualitative and subjective term all at the same time. It results from the
efficiency with which financial services are provided, engagement of the client
(functional quality), price considerations, and exceeding the expectations of the
consumer in terms of loyalty. The contentment of customers influences their loyalty
through market communication, image, word of mouth, and the fulfillment of consumer
requirements. Finally, financial institutions would be able to create the process of
service delivery in an effective manner by analyzing and grasping the level of service
quality offered to customers. Even while many different areas of service quality may
have some bearing on a customer's overall satisfaction (Ashfaq & Irum, 2020). Banks
are widely regarded as among the top providers of high-quality services to customers
in the modern banking industry, making them an essential factor in both the progression
of the industry and its continued existence. Consequently, the outcomes of this study
will constitute a vital information basis on strategies for enhancing service quality for

the purpose of increasing customer satisfaction and loyalty towards SHWE Bank.

1.1 Rationale of the Study

Banks are vital to the economies of all nations because economic expansion is
impossible without the effective transfer of personal savings into business capital. As a
result of the fundamental activities that they engage in, banks play a vital part in the
financial lives of both individuals and businesses since they make the production,
exchange, and distribution of wealth much easier. Because a bank is a client-oriented
service industry that depends on its customers for its continued existence in the market,
the ability to concentrate on those customers and provide superior customer service is
one of the aspects that sets it apart from other businesses. The importance of customers
in modern business is greater than it has ever been, and the range of options available



to consumers is unrestricted. Customers have a strong desire to receive the high quality
of goods or services that they are supplied, which is already quite high and continues
to rise steadily. It is becoming increasingly challenging to satisfy the tastes of customers
and to obtain high levels of customer satisfaction, particularly given the fact that
customers' preferences shift on a daily basis. And even after the banks have satisfied
their customers with enhanced financial services, a sizeable number of those customers
may still decide to switch to other banks and conduct their financial transactions with
them. They switch from one product to another without warning and change their brand
loyalty at whim given that they have the freedom of choice and variety of services
among which to chose in the market space. Therefore, there is a need to examine the
level of customers' satisfaction of banking services for the purpose of understanding the
preference of customers in order to make a decision to develop a customer satisfaction
program because the satisfaction and repurchase behavior of customers are constantly
changing and unpredictable. It is essential to be able to measure the expectations of the
client in order to provide satisfactory service to the consumer. To successfully manage
a company and accomplish the goals outlined in its mission statement, one of the most
crucial instruments is satisfied customers. It is possible for a bank to differentiate itself
from its rivals by delivering superior customer service, and many banks are realizing
that the quality of their customer care is becoming a competitive advantage for retaining
valuable customers. It is necessary to detect and anticipate customers' wants and to be
able to satisfy them in order to achieve customer satisfaction. Businesses that are able
to promptly comprehend and satisfy customers' demands make larger profits than those
that are unable to understand and satisfy those needs (Barsky & Nash, 2003). In point
of fact, the level of happiness that a company's customers experience has a significant
impact on the organization's trajectory into the future, and it is often regarded as the
foundation for securing the institution's place in the market and accomplishing several
other goals. As a result, achieving high levels of service is one approach that may be
utilized to maintain both customer satisfaction and customer loyalty. It is essential to
have accurate information regarding the level of happiness that customers have with
the services offered by the bank; as a result, the bank can take action to improve areas
with lower levels of customer satisfaction. Because it is more expensive to bring in new
customers than it is to keep the ones you already have, a business that wants to be
successful must focus its efforts on keeping the clients it already has by enacting
policies that prioritize the happiness and continued business of those customers. Service



quality implementation in creating relationships with customers should take into
consideration the variables; hence, a bank's strategy should be to place a priority on
service quality in order to remain competitive. this is in connection with customer
loyalty. Banks require a plan that will both raise the number of new customers and keep
the ones they already have. Building long-term connections with customers is an
important strategy for banks, since it helps retain existing customers and attract new
ones. There are many different approaches to the development of new banking
products, such as banking financial, insurance financial, trust financial goods, securities
products, company's financial products, and leasing financial products (Nguli, 2016).
The financial sector will be able to collect objective information regarding the quality
of bank services and results if it first establishes client expectations regarding service
quality, customer satisfaction, and customer loyalty indices. Greater emphasis on
product quality within the banking industry will almost certainly result in the
acquisition of higher-quality value, with the end goal of bolstering the organization's
ability to compete. Boisvert and Nick (2011) conducted research on the customer
perceptual process of service quality. The findings indicated that there was a positive
association between the quality perception and attitudes, respectively. In their
respective studies on the subject, Santoso and Kunto (2014) and Horvat and Dosen
(2013) came to the same conclusions on the impact that customers' perceptions of
quality have. According to the findings of the research conducted by Prakash et al.
(2017), the quality of the service provided is the primary factor in determining how
customers feel about particular products. On the other hand, a great number of research
have investigated the connection between contentment and commitment (Gountas &
Gountas, 2017; Fornell et al., 2006). According to the Central Bank of Myanmar,
SHWE Bank is the 23rd private bank in Myanmar. As a result, the bank needs to ensure
that it has a strategy plan and the objectives necessary to strengthen its competitiveness
in the market. It is extremely vital for customers to feel satisfied with the level of service
that is offered by SHWE Bank, as this will encourage them to remain loyal to the bank.
Banks can provide services to cover the majority of Myanmar's territory if they create
multiple branches. The bank needs to be aware of the level of satisfaction their
customers have with the services they provide because this information can help them
determine whether or not there is something that needs to be improved upon if they see
the true opinion of their customers regarding their product or services. According to
Potluri (2016: 23), a good bank service performance is driven by prime service quality



elements. Additionally, this study uses the BANKQUAL scale to measure customer
satisfaction and loyalty in SHWE Bank, Yangon. "Since the primary goal of this paper
is to develop a dependable measure of service quality, which is believed to be associated
with customer satisfaction in the banking industry, an attempt is made to introduce a
more robust alternative to SERVQUAL, which is known as BANKQUAL. This is
because the paper's primary objective is to develop a reliable measure of service quality.
In any case, this study can suggest better ways to deliver banking services to customers,
allowing them to satisfy the expectations of customers, earn customer satisfaction and
loyalty, obtain more market shares, succeed in Myanmar, and grow sustainably for the

future.

1.2 Objectives of the Study
The objectives of the study are as follows;
(i) To determine the influence of service quality on customer satisfaction in SHWE
BANK.
(if) Toexamine the influence of customer satisfaction on customer loyalty in SHWE
BANK.

1.3 Scope and Methods of the Study

The purpose of this study is to analyze the quality of services provided by
SHWE BANK in Yangon, as well as the level of client satisfaction and loyalty. It makes
use of both qualitative and quantitative research methodologies, including descriptive
statistics. This study makes use of both primary and secondary sources of information.
The clients of SHWE BANK who have savings accounts are the focus of this particular
research project's demographic (Yarzadayit Branch). According on the data provided
by the bank in the year 2022, a method of sampling that utilizes simple randomization
was used to select 152 customers to represent 20 percent of the total customer base at
this branch that use savings accounts. Regarding the data that is gathered from a sample
of consumers by using well-structured questionnaires as a research instrument, the self-
administered questionnaires are used in this study to conduct the research that is being
presented here. The questionnaires for the survey cover eight different aspects of
service quality: tangibility, reliability, responsiveness, assurance, empathy, security,
access, and reputation, as well as customer satisfaction and customer loyalty toward
SHWE Bank. The primary data of a structured questionnaire is created by questions



with a five-point Likert scale in order to gauge customer loyalty, customer happiness,
and service quality. Secondary data regarding banking sectors are also included, and it
can be found in text books on Service Management, the records of SHWE BANK,
pertinent periodicals, and theses sourced from internet domains.

1.4 Organization of the Study

This research is broken down into five chapters. The first chapter provides an
overview of the research project, including its motivation, objectives, scope,
methodology, and organizational structure. The conceptual and theoretical foundation
of the study is laid out in Chapter Il of the report. In Chapter 11, a profile of the SHWE
BANK is presented, and in Chapter IV, an investigation into the degree to which
customers are satisfied with the services provided by the SHWE BANK is discussed.
The final chapter, Chapter V, presents the overall study along with a summary of the

findings, discussions, and recommendations, as well as information for further research.



CHAPTER I
THEORETICAL BACKGROUND

This study present the theories and conceptual Service Quality. It has seven
sections which are; (i) Concept of Service Quality, (ii) Service Quality Dimensions,
(iii) Customer Satisfaction, (iv) Customer Loyalty, (v) Previous Studies, (Vi)
Relationship among Service Quality, Customer Satisfaction and Customer Loyalty and

(vii) Conceptual Framework of the Study.

2.1  Concept of Service Quality

Over the course of the last few decades, practitioners and researchers have paid
a great deal of attention to the topic of service quality due to its significant impact on a
variety of factors, including cost, customer satisfaction and retention, positive word of
mouth, customer loyalty, business performance, and profitability. Churchill and
Surprenant (1982) and Parasuraman et al. (1985), who popularized the customer
satisfaction theory by measuring the firm's actual service delivery in conformity with
the expectations of customers, as defined by the attainment of perceived quality, and
that is meeting the customers' wants and needs beyond their aspirations, have been
credited with defining the concept of service since the 1980s. This definition was made
by Churchill and Surprenant (1982) and Parasuraman et al. (1985 Based on this
premise, Parasuraman et al. (1988) further developed the notion of service into the five
dimensions of service quality. These dimensions included tangibles, reliability,
responsiveness, assurance, and empathy. The gap that exists between a customer's
expectations and perceptions of the services that they have gotten and those that they
have perceived to have been provided to them is what constitutes service quality
(Ueltschy & Krampf, 2001: Zeithaml & Parasuraman, 2003). The customer plays an
essential role in the expansion of the commercial, industrial, and service sectors,
particularly in the financial services sector. As a result of this, the relevance of
providing excellent customer service in the banking industry came into force in order
to compete in an environment driven by the market. It is more difficult to accurately
measure the quality of services provided in the service industry, particularly in the
banking sector, than it is to accurately measure the quality of manufactured

commaodities. The service industry as a whole is quite diverse, and the definitions of



what it means to be heterogeneous and what does not mean to be heterogeneous may
vary depending on the type of service being discussed. Because of their unique
characteristics and the fact that they are immaterial and so cannot be compared or
examined, the various banking services offered by each financial institution are not
amenable to standardization. Some academics contend that SERVQUAL has
limitations, despite the fact that it is generally accepted as a method for measuring
service quality. [Citation needed] [Citation needed] Despite this, many researchers are
against using SERVQUAL as a tool to quantify service quality due to the disparities in

features that exist between different industries.

(@) SERVQUAL Model

The SERVQUAL model was initially employed by service companies and
merchants, and it is one of the most important features of service providers in terms of
assessing the level of customer satisfaction as the primary paradigm (Aghdaie, and
Faghani., 2012). The firm will be able to determine the level of customer satisfaction
as well as the customer's views of the quality of the service by utilizing this model.
Analytical methodologies and reporting using priority matrices are what determine
whether or not a service or customer satisfaction exists, as well as positioning in terms
of whether or not requirements are met. where other measures such as loyalty and
recommendation are measured alongside service indicator data. The primary
responsibility of the service provider is to ensure that the quality of the service being
provided to customers is maintained, as this is the factor that is most important for
generating customer loyalty, maintaining relationships with customers, increasing
profitability, motivating and retaining employees, and cutting costs. The five factors
that make up the Service Quality model are tangibility, reliability, responsiveness,
assurance, and empathy. These factors were adapted from (Parasuarman et al. 1982). In
addition, Jaber and Islam (2012) identified four different aspects, which include:
(tangibles, reliability, responsiveness and empathy).
(b) BANKQUAL Model

The SERVQUAL model that was proposed by Parasuraman et al. (1988) was
modified so that it could be used to conceptualize and assess the service quality
characteristics of bank services. This model was given the name BANKQUAL. The
SERVQUAL model is able to assess experiences as well as perceptions and
expectations, and it has been put to good use in a variety of retail settings including

10



banking, quick service restaurants, dry cleaning, and health care (Babakus and
Mangold, 1992). The use of the SERVQUAL can be found in a variety of industries
such as the technologically advanced industrial sector (Pitt et al., 1992) and B2B
(business to business) services (Brensinger and Lambert, 1990). On the other hand, this
methodology prompts some people to question whether or not expectations are being
evaluated at all. Tsoukatos and Mastrojianni came up with the idea for the
BANKQUAL scale in 2010, based on a study that was done in the retail banking
business in Greece. The BANKQUAL scale is proposed, with key dimensions including
assurance, reliability, responsiveness, tangibility, and empathy, which are adopted from
SERVQUAL by Parasuraman et al. (1988). Additionally, security, access, and
reputation are also important to measure the quality of a bank, and the BANKQUAL
scale measures all of these qualities. As a result, the quality of service is evaluated based
on a total of eight different characteristics, namely reliability, assurance, tangibility,
empathy, responsiveness, security, access, and reputation.
2.2 Service Quality Dimensions

The dimensions of service quality are a collection of characteristics that describe
the experiences of customers with a given product or service. It has been proposed that
certain aspects of service quality can explain the dimensions that determine the degree
to which consumers are satisfied with the quality of service. The fundamental objective
of the dimensions is to provide managers and researchers with insights into the aspects
of service quality that, when improved, can result in improved service offerings. Every
business strives to achieve maximum income, with the goal being to increase the
number of loyal consumers who make subsequent purchases of the same product or
service. Therefore, in order for them to do what they set out to do, they require in-depth

information regarding the various facets of service quality..

2.2.1 Reliability

The capacity of an organization to carry out the service function in an accurate
and dependable manner is what the reliability dimension measures. Because it is the
most significant aspect of service quality for making a positive first impression,
customers want to know that the service provider is dependable and can meet their
requirements to their complete satisfaction. This aspect is extremely important due to
the fact that all of the clients would prefer to conduct business with banks or companies

who maintain their commitments, and in most cases, this is also implicitly expressed to

11



the clients of the firm. Customers decide whether they are able to rely on a bank's
services or not in order to determine the quality of the bank's service because this leads
to a higher level of satisfaction. In the hospitality industry, reliability can be understood
to indicate a reservation that is in order upon the arrival of the customer, cleaning
services that are provided on time, an accurate invoicing system, and other similar

things.

2.2.2 Assurance

The expertise, information, and civility of personnel in the company, as well as
their capacity to express trust and trustworthiness to clients, are the components that
make up assurance. Aside from that, this aspect consists of having the skills necessary
to perform the service, having respect for the client, being able to communicate
effectively with the customer, and having a general mindset that the service has the
customer's best interests at heart. It refers to the capacity of the bank to instill confidence
in the clients on the security of their deposits and transactions. When a financial
institution offers reassurance to its clients, the level of happiness experienced by those
clients will, unsurprisingly, increase. If the client does not feel comfortable with the
personnel who are associated to their account, there is a significant risk that the
consumer will not return for additional business and will not use additional products or

services, either.

2.2.3 Tangibility

The appearance of the company's physical buildings, equipment, staff, and
communications materials are all considered part of the tangibility dimension. This
dimension of service quality is one of the most significant ones, and it is one that
organizations employ to transmit and indicate quality to their customers. It refers to the
aspects of the bank that are easily observable as well as its surroundings (Parasuraman
et al. 1985, 1988). In the context of the hotel sector, this refers to the physical
appearance and state of the hotel, as well as the services and facilities offered by the
establishment and the way its employees present themselves. This evaluation factor
may also take into account the behavior of the service's other clients (e.g a noisy visitor
in the next room at a hotel). Despite the fact that intangible factors do not directly
contribute to client happiness, a tastefully decorated office can have an effect on how

customers view the business.
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2.2.4 Empathy

When it comes to giving their services to consumers, businesses often show
clients empathy by providing them with a caring and personalised level of attention.
Empathy is one of the dimensions that is discussed. It incorporates traits like as
approachability, empathy, and making an effort to comprehend the requirements of the
consumer. Having empathy for a customer implies making an effort to comprehend
their specific requirements, acknowledging them as soon as they enter the business, and
so on. It also takes into consideration the customer's belongings and property. If a
consumer feels that they are receiving individualized and high-quality attention from a
company, there is a significant likelihood that the customer will return to the company
and conduct business with the company once again. Customers are more likely to feel
a connection to a bank and experience satisfaction when they are treated with care and
given special attention.
2.2.5 Responsiveness

Responsiveness dimension is the willingness and readiness of bank employees
to help the customers and provide with a good quality and prompt services. A bank
service can also be measured by the willingness and readiness of service availability.
This dimension is concerned to deal with the customer’s requests, queries and
complaints promptly and attentively. The company is known to be responsive when it
communicates to its customers how long it would take to get answers or have their
problems deal with. The responsiveness affects the customer satisfaction greatly and to
be successful, companies need to look at responsiveness from the view point of the

customer rather than the company’s perspective.

2.2.6 Security

According to Ojasalo (2010), the lack of danger, risk, or doubt is the definition
of the security dimension. Physical safety, financial security, and the confidentiality of
a customer's personal and financial information are all components of the security
dimension. Both Flavian et al. 2004 and Parasuraman et al. 1985 discovered that
customers prefer a safe and secure atmosphere. According to Narteh (2013), security
can be described as the protection of customers against fraud and financial loss in
addition to the protection of customers' personal information. It addresses the
operational aspects of a website's credibility, security, and payment procedures. This
factor takes into account other aspects of the firm, including its reputation, the level of
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trust among consumers and staff participating in the communication process, and

general confidentiality.

2.2.7 Access to Service

Yarimoglu (2014) defines access as both the availability of contact and the
abundance of that contact. The service can be easily accessed by telephone, there is a
short amount of time spent waiting to obtain the service, there are adequate hours of
operation, and the service capacity is located in an adequate area. Access is the
foundation for both the ease and appropriateness with which clients can use the services
that banks offer. The two most important aspects that contribute to approachability are
accessibility and the ease of getting in touch with someone. The availability of services
may have a significant or unanticipated impact on a bank'’s customer happiness as well
as loyalty (Flavian et al., availability of services may have an important or unintended

impact on a bank's customer satisfaction and loyalty) (Ladhari et al., 2011).

2.2.8 Reputation

In any sector, a positive reputation contributes to a solid organizational image
and goodwill, but this is especially true in banking. The customer has a perception of
the reputation of the bank based on the bank's goodwill in dealings, which leads to an
increase in the level of satisfaction in the relationship between the bank and the
customer. The credibility, dependability, responsibility, and deservingness of
customers' trust are the pillars around which a bank's reputation is built. Reputation can
be described as the perception that consumers have of a bank. It also has a considerable
influence on the decisions that customers make regarding purchases and repeat
purchases, as well as on the customers' loyalty to the bank and their readiness to provide
feedback or suggestions that are good. Researchers as well as practitioners
acknowledge that reputation is especially important for banks, having an especially
important strategic role that assists financial institutions in safeguarding their product
portfolio, retaining and attracting customers, differentiating themselves in the market,
and providing value to the financial system. It is impossible to establish a long-term,

sustainable reputation without providing services of a high enough quality.
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2.3 Customer Satisfaction

The concept of providing satisfactory service to one's customers is well-
established in a number of scientific disciplines, particularly marketing. According to
Mowen and Minorin Adah (2013), customer satisfaction refers to any relationship that
exists between a consumer and a product, service, or commodity after the customer has
used or consumed it. The entire disposition of a consumer or customer after obtaining
and making use of the products or services being purchased is one definition of what is
meant by "customer contentment.” A post-sale rating known as customer satisfaction is
given when the product or service purchased meets or exceeds the requirements set out
by the consumer (Fadli et al., 2013). Customer satisfaction is an emotional issue that
develops during the evaluation process whenever a customer compares a product or
service to what he or she has received and what was expected of the product or service.
The relationship between consumers and service providers can be measured by the level
of customer satisfaction (Khan and Fasih, 2014). According to Kotler and Keller in
Biati & Risnawati (2021), customer satisfaction can be defined as the joy or
dissatisfaction that an individual experiences as a result of contrasting a product's
perceived performance (or outcome) with their expectations. Customers will have a
negative experience if the performance does not live up to their expectations, but they
will have a positive experience if the performance does live up to their expectations. If
the performance is superior to what was anticipated, the satisfied reaction of the
consumer is guaranteed. Because of this, it is essential to maintain the satisfaction of
one's consumers. This objective may be accomplished in a variety of ways, and one of
these ways is to learn the preferences and perspectives of customers regarding the
services that service providers offer. Both the level of service provided and the level of
satisfaction experienced by customers could be evaluated in this manner. Customer
satisfaction can be defined as the reaction of an individual who describes feeling either
delighted or disappointed as a result of contrasting the performance of a product's
perceived performance to the performance that was expected of the product. If the
performance is not up to the customer's standards, the consumer may experience
feelings of disappointment or discontent. If the performance is able to live up to the
requirements, then the patron will have a sense of contentment. When the results live

up to the specifications, the client ought to experience a high level of contentment.
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2.4  Customer Loyalty

In today's world, research on consumer loyalty has garnered a significant
amount of attention in the academic literature, despite the fact that defining and
quantifying loyalty have proven to be exceedingly challenging endeavors (Yang and
Peterson, 2004). The importance of having a comprehensive expertise in this field was
brought into sharper focus by the benefits of maintaining loyal customers. The idea of
a loyal consumer base is more clearly defined by actions than it is by attitudes. One of
the positive attitudes of consumers can be displayed when they remain faithful to the
products of the firm and recommend the product to other individuals and organizations.
When people have bad views, they communicate those attitudes to other people through
negative remarks (word of mouth) and migrate their business to other companies by
making purchases from those other companies. Loyalty is not something that can be
forced, but rather is something that develops naturally over time. According to Griffin,
who was quoted in Sangadji and Shopiah (2013), the concept of loyalty refers more to
the behavior of decision-making units to make continuous purchases of goods or
services from a particular organization. The continuity of purchases made by clients on
a regular basis can bring about benefits for the organization that are more long-term in
nature. According to the definition provided by Kotler and Keller (2016), customer
loyalty is "a deep-seated commitment to repurchase or repurchased a chosen product or
service in the future, despite marketing efforts and situational variables that may prompt
a behavioral shift." According to Tjiptono (2014), "shopping loyalty is a customer's
promise to a brand, retailer, or supplier based on a very good attitude and is expressed
in repeat purchases." This definition of "loyalty” in the context of retail is represented
in the phrase "repeat purchases.” According to Parasuraman, who was quoted in
Sangadji and Shopiah (2013), "in the context of service marketing, customer loyalty is
a promise or a response closely linked to a promise, maintaining that promise that
underlies relationship continuity and is typically reflected in continued purchases from
one and the same service provider for the basis of commitment and practical limits."
Researchers have come to the conclusion that customer loyalty can be understood as a
favorable behavior exhibited by a customer toward a brand, store, or supplier. This
conclusion is based on some of the definitions supplied by the experts cited above.
2.5  Previous Studies

The conceptual framework was constructed based on a number of empirical and

theoretical research, including those conducted by Agus et al. (2007), Caruana (2002),
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and Khan and Fasih (2001), as can be seen in the following figure (2.1). (2014). The
quantitative methodology was utilized in order to investigate the connection between
high levels of service quality, high levels of customer happiness, and long-term client
loyalty.

Figure (2.1) The Impact of Service Quality on Customer Satisfaction and

Customer Loyalty

Tangibles T Customer
Satisfaction

Reliability

Dimension

of Service Responsiveness

Quality
Assurance
Customer

Empathy — Loyalty

Source: Bashir Ahmad Fida. (2020)

The correlation study will look at the links between customer satisfaction,
customer loyalty, and service quality aspects. The regression analysis will look at how
the impact of service quality on customer satisfaction may be determined. The
conceptual framework of this investigation is presented in the figure that was just
presented (2.1). It has been established, on the basis of the data, that the implementation
of three significant factors, namely the variables representing service quality, customer

happiness, and customer loyalty, strongly relate to one another.
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Figure (2.2) Impact of Service Quality on Customer Satisfaction and

Customer Loyalty

Service Quality Dimension

Interface Design
Reliability \
Responsiveness \ Customer Customer
7 . . . »
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Trust /
Personalization

Source: Puriwat W., Tripopsakul 2017

Figure 2.2, which may be found above, depicts the conceptual foundation for
the earlier research. The research article titled "The Impact of service quality on
Customer Satisfaction and Loyalty in Mobile Banking Usage" was located during the
course of this study's literature review (2017). This research took a quantitative
approach, and the findings indicate that the quality of the e-service provided to
consumers has a substantial impact on both their level of happiness and their
willingness to remain loyal to mobile banking application providers. The discovery will
assist banks managers in better understanding how customers rate the quality of service
provided by mobile banking, as well as how the various service dimensions influence

customer loyalty through satisfaction.

2.6 Relationship among Service Quality, Customer Satisfaction and Customer
Loyalty
The study presents that the relationship between Service Quality and Customer

Satisfaction and the relationship between Customer Satisfaction and Customer Loyalty.

2.6.1 Relationship of Service Quality and Customer Satisfaction
Many studies have established the relationship between service quality and
satisfaction of the customer Companies and organizations put in a lot of effort to

achieve high levels of customer satisfaction, and this is especially true for businesses



that value their ability to maintain a long-term relationship with their clientele.
However, there is still a lot of debate and discussion surrounding the different aspects
of service quality. For instance, customer satisfaction has emerged as a critical factor
in determining the success of business operations in the banking industry, despite the
fact that the identification of service quality features may not be completely understood
(Belas & Gabcova, 2016: Chavan & Ahmad, 2013). Herington and Weaver (2009)
conducted a study in which they utilized the model that was presented by Parasuraman
et al. (1982) as a predictor variable of customer satisfaction. In this study, the authors
established that the relationship between service quality dimension and customer
satisfaction was regarded as a positive relationship. Many authors have accepted this
model as a predictor variable of customer satisfaction. As a consequence of this,
perceived service quality has been commonly considered an antecedent of customer
satisfaction, and prior studies have established the relationship between the two (Naik
et al., 2010: Yee et al., 2011). Despite this, there are still debates and differences of
opinion on the causal relationship that exists between the two variables when examined
in a variety of contexts. Brady et al. (2002) investigated three major hypotheses
regarding the relationship: first, that service quality is the factor that leads to increased
levels of customer satisfaction; second, that customer satisfaction is the factor that leads
to increased levels of service quality (Bitner, 1990); and third, that there is no significant
relationship between service quality and customer satisfaction (Dabbolkar, 1995).
These three positions may have a varied impact on the findings of the study as well as
the findings of other studies; however, there is general consensus among the researchers
that the relationship between the two variables where service quality served as an
antecedent to customer loyalty occupies a dominant position when applied to the

context of the service industry, such as the banking sector.

2.6.2 Relationship of Customer Satisfaction and Loyalty

It is of the utmost significance to have an in-depth comprehension of the
connection that exists between the ideas of happy customers and devoted customers.
Both of these ideas are essential to the prosperity of any company, and they each

contribute in their own unique way. When an organization is working toward increasing
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the amount of customer loyalty and improving the overall performance of the business,
one of the most important factors that must be taken into consideration is the concept
of customer satisfaction. According to Dick and Basu (1994), the function of customer
satisfaction in loyalty generally implies that loyalty is mostly determined by
satisfaction. Dick and Basu state that satisfaction is a crucial determining factor. As a
result, there is a connection between providing satisfactory service to customers and
inspiring loyalty in those customers, but it is necessary to combine the two ideas in
order for a business to realize its objectives, which are to increase its market share and
increase its profits. Previous research, such as that conducted by Chodzaza and
Gombackika (2013) and Chu et al. (2015), has, as is obvious, already validated the
considerable positive association between service quality and customer loyalty by
adopting customer satisfaction as the mediating variable in their analyses (2012). in
addition, the following patterns have emerged from the same results: have been found:
namely, that customer happiness acts as a mediator between improvements in service
quality and increased levels of customer loyalty (Hassan et al., 2013: Lee &
Moghavvemi. 2015).

2.7  Conceptual Framework of the Study
To alarge extent, the conceptual framework is predicated on the primary aspects
of service quality, and in accordance with this framework, there are eight variables to

be achieved in order to accomplish the goals of the study.
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Figure (2.3) Conceptual Framework of the Study

Service Quality Dimensions
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Source: Adapted from Parasuraman et al. (1988)

As shown in the above Figure (2.3) the predictor variables, the eight service
quality dimensions in a diagrammatic format, namely, reliability, assurance, tangibility,
empathy and responsiveness, which are common service quality dimensions, security,
access and reputation are additionally added based on the model whereas the customer

satisfaction and customer loyalty will be the dependent variable.

2.7.1 Definitions of Service Quality Dimensions

For the purpose of the study, the below table are taken;



Table (2.1) Definitions of Service Quality Dimensions

No.

Dimension

Definition

Tangibles

This dimension refers to physical facilities, equipment,
personnel, and communication material. (Parasuraman et al.,
1994)

Reliability

This is the ability of the firm to perform the service effectively
and accurately. It measures whether the firm lived up to its

promises or not. (Parasuraman et al., 1994)

Responsiveness

This dimension is related to the firm and its ability and
willingness to aid customers and provide apt service as

promised. (Parasuraman et al., 1994)

Assurance

This dimension depends on the employees of the firm. It is
their skill to produce trust and credibility in minds of the
consumer. It requires proper knowledge and dedication.
(Parasuraman et al., 1994)

Empathy

This dimension refers to the attention and priority the
organization gives to the needs and requests of the customers.
(Parasuraman et al., 1994)

Security

It denotes five measures such as, security in transactions, of
deposits, at entrance and exit and secured financial data and
employee desk and table. (Allred & Addams, 2000 and Flavian
et al., 2004)

AcCCcess

It means whether service is convenient, easy to access, and
eases of contact. It includes convenient office time and

available time for transaction. (Flavian et al. ,2004)

Reputation

The measures of this construct include reputation for keeping
promises, goodwill, image, mass popularity and reputation for

transaction with beneficiaries. (Flavian et al. ,2004)

22




CHAPTER I
PROFILE AND BANKING SERVICES OF SHWE BANK

The purpose of this chapter is to provide a description of the profile of SHWE
Bank, which will include the history of the bank, the expansion of branches, the bank's
vision, mission, and organizational structure, as well as the banking services that are
offered by SHWE Bank.

3.1 Profile of SHWE Bank

The purpose of this chapter is to provide a description of the profile of
SHWE Bank, which will include the history of the bank, the expansion of branches, the
bank's vision, mission, and organizational structure, as well as the banking services that
SHWE Bank offers.

3.1.1 Mission
The mission of SHWE Bank is to create a positive economic impact in our
communities through the delivery of finest financial products using advance technology

and diverse distribution networks across Myanmar.

3.1.2 Vision
The vision of SHWE Bank is to become a premier bank in Myanmar that
provides diverse financial services to facilitate the Rural and Urban Development of

the communities in nation building.

3.1.3 Core Value

The corporate values governing SHWE Bank are as follow; Integrity & Ethics,
Trust, Professionalism, Commitment, Enthusiasm and Service Excellence (Customer-
Oriented).

3.2 Organization Structure of SHWE Bank
The highest authority in the bank is called the Board of Directors, and it is
composed of Directors who are led by the Chairman. The SHWE Bank policies are

determined by the Board of Directors. The Executive Vice Chairman, in accordance
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with the policies defined by the Board, is in charge of leading the Heads of Department
in the execution of the day-to-day operations of the Bank while following to the
procedure established by the Bank. The top management is the group that directs
department heads to carry out their responsibilities within the parameters of the
established procedures and in line with the policies that have been established by the
board. The Head of Department is responsible for carrying out the operational plans in
accordance with the directives provided by the top management committees. The three
committees outlined below are comprised of directors from the Bank, as well as experts
from outside the Bank, and high-ranking bank officials. The Risk Management
Committee, the Credit Committee, and the Audit Committee are the three that are
present. Administrative Department, Information and Communication Technology
Department, Human Resources Development Department, Account Department,
Finance Department, Domestic Banking Department, Currency Department,
International Banking Department, Electronic Banking Department, Agent Banking
Department, International Business Development Department, Loans Department,
Internal Audit Department, and Legal Department are the fourteen departments that
make up SHWE Rural and Urban Development.
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Figure (3.2) Organization Structure of Yarza Di Yit Branches
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3.3  Banking Services of SHWE Bank

The activities of SHWE Bank's banking division can be broken down into two
distinct areas, which are (1) the acquisition of deposits and (2) the investment of funds.
To invest the fund Equity, Public Funds, Public Investment, Team Deposit, Domestic
Bank Loans, Foreign Bank Loans, Government Loans, Non-Governmental
Organization Loans, ADB and JICA, Debenture Issues, and Deposit Certificates are the
primary sources of funding. The obtained funds are loaned in the form of short-term,
medium-term, and long-term loans, as well as hire purchase loans, commercial loans,
project loans, rural area loans, and urban area loans as major bank investments. SHWE
Bank is able to take part in services such as bill collection, cash cards, mobile banking,
and external money transfers. ATMs (automated teller machines) are also available. In
terms of mobile banking, the Regional Service Partners (RSPs) of SHWE Bank's
Brother Company SKYNET in Myanmar will take on the role of SHWE Bank agents.

Residents of urban and rural areas will be able to take use of reasonably priced banking
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services such as cashing in, cashing out, and transferring cash. SHWE Bank will direct
its attention toward both urban and rural residents in order to promote financial
inclusion in development using its Mobile Banking System. In addition, SHWE Bank
will be offering the following services for retail banking customers: International
Banking Products and services include Letters of Credit for Export and Import, Bank
Guarantees, Telegraphic Transfers, Currency Exchange, International Money
Transfers, and Cash Cards (Master, Visa). Account Statement, Own Account Transfer,
Internal Account Transfer, SkyNet-DTH Bill Payment, and Mobile Top-up are the five
services that are offered through Internet and Mobile Banking.
Q) Deposit Services

The following types of domestic banking services are available for deposits:
current accounts, savings accounts, foreign currency accounts, fixed deposit accounts,
call deposit accounts, premium deposit accounts, and SHWE Cash Call Deposit
Accounts. The SHWE Cash Call Deposit Account is the most popular type of domestic
banking service. Reliability is one of the core values that SHWE Bank upholds, and it
refers to the act of conducting ourselves in an honest and ethical manner with all of the
people and companies with whom we conduct business. SHWE Bank conducts its
business in an honest manner and without consideration to what is in the best interests
of its customers. The staff members of SHWE Bank are providing consumers with
accurate information regarding the timing of the performance of various services. A
current account is a sort of deposit account as well as a type of account that does not
accrue interest and for which customers can use cheque books to make payments and
receivables. Current accounts are non-interest bearing accounts. Customers are given a
cheque book as a courtesy, so that they can easily complete their routine business or
financial transactions. This method is very well suited for such activities. The
consumers' money will remain safe in the current account, and it will assist them in
better managing their financial flow. The objective of a current account is to facilitate
smooth payment and received transactions for business and to be able to link with other
bank accounts. In addition, customers get the option to withdraw without loss in interest
to be paid on balances as the general eligibility. The customers are received earn interest
on balance, easy to open, safe keeping of funds; the customers are received earn interest
on balance; the customers are received earn interest on balance; the customers are
received earn interest on balance; the customers are received earn interest on balance;

the customers are received earn interest
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A savings account is a type of account that pays interest and is available to people,
organizations, joint ventures, and enterprises who want to save money and earn interest.
Deposits can be made between the first and fifth of each month, and interest is
calculated at the end of each month on the account amount that was the lowest at the
beginning of the month. The account holder receives a competitive interest rate of 8.5
percent per annum credited into their account on a quarterly basis. SHWE Bank is the
provider of this service, which ensures that customers who use the bank's savings
accounts will receive the benefits outlined in the following paragraphs: earn interest on
balances, option to withdraw without loss in interest to be paid on the balances
outstanding, safe keeping of funds, deposit insurance covered, easy to open and start
building customers' financial profile, debit card for ATM access and merchant
payments, internet and mobile banking, and finally, facilitate other banking
transactions. When they open an account, customers can receive MPU Debit Cards and
use the ATM services that are available. A fixed deposit account is suitable for use by
either an individual or a joint entity consisting of two people or more. People who store
their money with the intention of using it in the long term can take advantage of the
high interest rates offered by fixed deposit accounts. It is quite convenient for customers
who will have extra cash for a certain length of time but will only be able to withdraw
it at the conclusion of that particular time period. However, the fixed deposits offered
by SHWE Bank are quite popular among clients. This is likely due to the fact that the
bank offers attractive interest rates on these deposits and allows customers to withdraw
their money before the end of the defined period of time. SHWE Bank provides
continuously to their customers the following benefits and eligibility regarding about
this account: earn interest on balances, safe keeping of funds, deposit insurance
covered, easy to open and start building customer's financial profile and facilitate other
banking transactions and options to withdraw without loss in interest to be paid on the
balances outstanding. Earn interest on balances. Safekeeping of funds. Deposit
insurance covered. Easy to open and start building customer's financial profile. The
interest earned on special deposit accounts will be credited to the account at the end of
each month and will be calculated based on the day-end balance of at least 10 million
kyats. The annual interest rate will be 8.5 percent. If the balance of the account drops
below 10 million kyats on any given day, interest will not be paid out on that day. When
you have a call deposit account, the interest rate is 4% per month, and it is computed
daily on the day-end balance of the account. The interest is then deposited to the account
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at the end of each month. This account is a fantastic choice for handling your day-to-
day financial needs while also earning interest on a daily basis. The records that SHWE
Bank has kept have been completely accurate and up to date. One of the services that
SHWE Bank provides to the general public is the SHWE Cash Call Deposit account,
which also includes a daily interest rate calculation based on the amount deposited. This
service is more in demand than others as a direct result of the interest rate that it offers
to customers, which is determined by the dependability of the business. After then, the
customer's call deposit account would be credited with the monthly interest amount due
to them. The information that an employee of SHWE Bank provides is straightforward
and easy to comprehend. It is the responsibility of the bank to maintain the privacy of
its clients' financial information and transaction records and to prevent any improper
use of such information. The bank's website features information and technology that
has been brought up to date, and employees are on hand to provide consumers with

advice regarding electronic banking services.

(i) Loans Account

The following types of loans are available: long-term and short-term loans,
overdrafts, hire-purchases, loans for small and medium businesses, and loans for
employees (SME).

Customers of SHWE Bank are able to expand their businesses and investments
through the use of loans and overdrafts from the bank. At SHWE Bank branches,
commercial enterprises such as manufacturing, servicing, transportation, trading, and
construction are eligible to apply for loans and overdrafts. One of the services that
SHWE Bank offers its customers for the purchase of electronic products, computers,
computer accessories, machineries, and automobiles is referred to as hire purchase.
SHWE Bank will provide microfinance services and reach out to the public in remote
areas where there is limited or no access to banking services by offering small and
medium-sized enterprise loans through agent banking and mobile banking. This will
allow SHWE Bank to reach out to areas where there is limited or no access to banking
services.

In addition, SHWE Bank is able to provide exporters and importers with letters of
credit (LC). SHWE Bank, which possesses a significant amount of LC, acts as a
middleman in international trade by guaranteeing both the payment and delivery of
products. It's possible that a client could use a document called an export documentary
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letter of credit to order their bank to pay the vendor, on the condition that the agreed-
upon criteria outlined in the original documentary credit are satisfied. Customers can
choose between SHWE Bank's Import Letter of Credit (LC), Import bill under LC, or
Import bill under collection options when banking with the institution.

(iii))  Other Services

Other services include domestic bank guarantees, safe deposits, payroll services, agent
banking, ATMs, point-of-sale terminals, debit and credit cards, gift cheques, payment
orders, and guarantee letters. Other services include internal money transfers.

Remittance Service is a telegraphic transfer that is the quickest means whereby the
beneficiary generally receives payment within 24 hours of dispatch in local or foreign
currency and payment to a beneficiary linked to a large network of branches.
Remittance Service is the quickest means whereby the beneficiary generally receives
payment within 24 hours of dispatch in local or foreign currency and payment to a
beneficiary linked to a large SHWE Bank provides its clients care, respect, and
specialized and personalized particular attention in providing the necessary services to
its customers. This demonstrates that the bank demonstrates organizational empathy.
Customers often make use of bank guarantees in order to fulfill common business or
statutory requirements. Shipping Guarantee, Bid Bond Guarantee, and Performance
Guarantee are some of the services that SHWE Bank may provide. Through the SWIFT
system, telegraphic transfers (TT) can be done at SHWE Bank for the purposes of either
trade or non-trade, provided that the necessary documentation are presented. These
transfers can be sent to your business partners, friends, and other entities located all
over the world. Foreign Currency Exchange Service is provided to the customers from
designated Foreign Currencies (USD, EUR, SGD, and THB) transfer to Myanmar Kyat
and International remittance in Foreign Currency. These services include payment by
private enterprises to government institutions such as fuel diesel purchase; payment for
services such as fuel refilling for aircrafts; rental payment such as for house rent and
salary payment are also conducted. SHWE Bank offers a payroll solution that is
dependable, safe, and quick for all businesses, which simplifies the process of
businesses paying their employees' salaries. Customers of SHWE Bank are able to send
money transfers from any of the bank's branches to any other area of the country in
which there is a branch of a local bank that is linked in, and vice versa. Beneficiaries
are given instantaneous notice of the arrival of monies that have been transferred.
Customers who create savings, call, or special deposit accounts and pay through
electronic channels are eligible to receive debit cards as a payment option. Customers
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using debit cards have the ability to make money transfers from ATMs, either from card
to card or from account to account, for a full twenty-four hours. Silver, gold, and
platinum are the names given to the three tiers of credit cards that are offered by SHWE
Bank. Payment orders are able to be utilized for the purpose of making settlement
payments to individuals, companies, associations, and government agencies. It can be
obtained at any of the SHWE Bank locations that sell products and services. In addition,
customers can acquire Gift Cheques from SHWE Bank in a variety of amounts, ranging
from a minimum of 10,000 Kyats to a maximum of 10,000,000 Kyats, based on the
amount of money they wish to give. In accordance with the Myanmar Microfinance
Law, SHWE Bank established the agent banking products in order to take deposits and
savings and to provide microfinance loans to citizens living in rural and urban areas
across the entirety of Myanmar. By utilizing Point-of-Sale (POS) terminals and mobile
phones for Agent Banking, SHWE Rural and Urban Development Bank is able to
provide a selection of banking services to urban and rural residents of Myanmar at
prices that are affordable for them. Agent Banking services utilizing POS as well as
Prepaid Cards and Mobile Money/Banking services using mobile phones have been
offered with the intention of promoting financial inclusion. This has been done with a
focus on those living in both rural and urban areas.

CHAPTER IV
ANALYSIS ON SERVICE QUALITY, CUSTOMER
SATISFACTION AND CUSTOMER LOYALTY OF SHWE BANK

This chapter provides a comprehensive overview of the techniques and
procedures that have been researched about the study of SHWE Bank's service quality,
customer happiness, and customer loyalty. This chapter is broken up into three sections:

the first section discusses the research design, the second section examines the
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demographic features of the respondents, and the third section examines the service

quality, customer satisfaction, and customer loyalty with regard to SHWE Bank.

4.1  Research Design

The goals of this part are to determine the influence that the different
characteristics of service quality have on customer satisfaction and to evaluate the
influence that customer satisfaction has on customer loyalty. The research design
decided to use a descriptive approach and regression analysis to perform the
assessment. The required data were gathered using a sample survey. In order to
accomplish these goals, the research design used sample surveys to collect the
necessary information. In terms of the instrument used for the survey, structural
questionnaires are what are used to collect primary data. The questionnaires, which
were the primary method of data collection for this investigation, were divided into two
sections labeled A and B. In Section A's questionnaires, we asked clients to reply so
that we might learn more about their demographic attributes. Questionnaires were
included in Section B in order to investigate the level of service provided, the level of
customer happiness, and the level of customer loyalty. In order to collect the necessary
information for this study from the respondents, a self-structured questionnaire was
used (Appendix B). All of the information gleaned from the surveys was entered into a
program called Statistical Package for Social Science (SPSS), where it was processed
and analyzed. The primary data from a structured questionnaire was used with a five-
point Likert scale (1=Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, and
5=Strongly Agree) to ask questions in frequency count, percentages, and charts. These
were used to demonstrate each survey questionnaire item, such as gender, age,
education background, and working organization, among other things, and to measure
customer satisfaction, service quality, and customer loyalty. Using a procedure known
as simple random sampling, 152 customers—representing twenty percent of the total
number of customers who use savings accounts at this branch—have been chosen in
order to obtain the primary data.
4.2 Demographic Profile of Respondents

The first section of this report provides an analysis of the demographic profile
of respondents, which includes their gender, marital status, age in years, educational
background, wording organizations, monthly income, length of time they have used
SHWE Bank's services, the frequency with which they use those services, the services
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that they have used in the past from SHWE Bank, and the types of accounts they have.
Each respondent is given the question together with the answer that is determined to be

the most appropriate and relevant answer.

Table (4.1) Demographic Data of the Respondents

No. Category No. of Percentage
Respondents
Male 71 47
1 Gender
Female 81 53
Marital Single 85 56
? Status Married 67 44
18 to 26 37 24
271035 60 40
3 Age (Year) | 36to44 33 22
4510 53 13 9
54 and above 9 6
High School 2 1
Under graduate 16 11
Education | Graduate 92 61
) Background | Post-graduate 23 15
Master and above level 15 10
Other 4 3
Government 28 18
Working Private 78 51
° Organization | Owner 30 20
Dependent 16 11
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Table (4.1) Demographic Data of the Respondents (Continued)

No. of
No. Category Percentage
Respondents
200,001 to 400,000 MMK 44 29
400,001 to 600,000 MMK 36 24
Monthly 600,001 to 800,000 MMK 19 13
6
Income 800,001 to 1,000,000 MMK 16 11
Above 1,000,000 MMK 13 9
Under 200,000 MMK 24 16
Length of | 1to 3 years 44 29
SHWE 3 years and above 39 26
! Bank’s Less than 1 year 69 45
Services
Usage
Always 21 14
On Average, Frequently 61 40
how often
8 Never 2 1
use the
. Occasionally 50 33
services.
Rarely 18 12
On Average, | Deposit 92 61
9 how often | Remittance 18 12
usethe [ \yithdrawal 42 28
services.
Which types | Current/Call Deposit/Card 49 32
of accounts | Fixed Deposit 42 28
10 | doyou have | Premium Call Deposit 7 5
in SHWE | savings/SHWE Cash Call 54 36
Bank? Deposit
Total 152 100

Source: Survey data, 2023
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According to Table (4.1), the gender % of the respondents is spread evenly, and
the majority of the 152 respondents are single. This brings the total number of
respondents to a total of 304. The bulk of the respondents are graduates who are
between the ages of 27 and 35 and work at private companies. These respondents are
therefore mostly educated and mature persons. Participants in this poll were selected
based on their monthly income, and they came from a variety of various income and
salary backgrounds. The majority of respondents had experiences that are less than one
year old and make frequent use of the services for depositing money, particularly for

holding savings accounts or SHEW cash call deposit accounts.

4.3  Descriptive Statistics of Service Quality, Customer Satisfaction and

Customer Loyalty

In this survey, eight variables (reliability, assurance, tangibility, empathy,
responsiveness, security, access, and reputation) and a total of 36 survey questions are
utilized to determine the influence that service quality has on customer satisfaction as
well as customer loyalty. To determine the importance of the factors that influence
customer satisfaction and loyalty, structured questions based on a five-point Likert
scale were utilized. On this scale, 1 indicates strong disagreement, 2 indicates
disagreement, 3 indicates neutrality, 4 indicates agreement, and 5 indicates strong

agreement.

4.3.1 Service Quality Dimensions
Service quality is measured by eight dimensions in this study; reliability,

assurance, tangibility, empathy, responsiveness, security, access and reputation.

(@) Reliability

This aspect of service conducts the important aspects of service, such as how
SHWE Bank provides services at the time it promises to do so, a sincere interest in
solving problem, serves good interest rate, tells exactly when services will be
performed, keeps and handles the data and information in a confidential manner, and
tells exactly when services will be performed. There are five questions that are used to
measure the reliability component of the service quality provided by SHWE Bank. As
a result, the table that follows presents the mean scores obtained from each of the
questions (4.2).

35



Table (4.2) Reliability Dimension

o Std.
No. Description Mean o
Deviation
SHWE Bank provides services at the time it promises to
1 3.66 0.821
do so.
SHWE Bank shows a sincere interest in solving
2 3.72 0.825

problem.

SHWE Bank serves good interest rate on savings (high)
3 3.95 0.792
and Loans (low).

SHWE Bank tells you exactly when services will be
4 3.80 0.719
performed.

SHWE Bank keeps and handles your data and
5 | o ) ) 4.09 0.833
information in a confidential manner.

Overall Mean 3.84

Source: Survey data, 2023

According to Table (4.2), the respondents' highest mean score of 4.09 indicates
that they are sure that SHWE Bank is handling and keeping the customer data and
information very well. This confidence is shown by the respondents’ high level of
satisfaction with the bank. The respondents are highly satisfied with the good interest
rate on savings and loans, as indicated by the mean score of 3.95, which is the second
highest possible. The fact that the reliable service dimension has a mean value of 3.66,
which is the lowest possible value, suggests that respondents agree with the assertion
that SHWE Bank has maintained to provide services at the time it pledges to do so.
Despite this, the total mean score of 3.84 indicates that the respondents are pleased with
the reliability of the service in the dimensions, and they feel that SHWE Bank provides
better service quality.

(b)  Assurance

There are four different questionnaires that are used to measure the assurance
dimension of the service quality that SHWE Bank offers to its customers. They are
reliable, secure when conducting transactions, pleasant while servicing customers,
informed, and have sufficient ability to answer any queries that customers may have as

shown in the following table (4.3).
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Table (4.3) Assurance Dimension

Std.

No. Description Mean o
Deviation

SHWE Bank’s employees are trustworthy and you feel
1 ) ] ) ) 3.86 0.822
secured in doing transactions with bank.

SHWE Bank’s employees are friendly and courteous in
2 ] 3.99 0.750
Serving.

SHWE Bank’s employees are knowledgeable and good
3 - _ ) 3.93 0.764
ability enough to reliably respond to my questions.

Information provided by SHWE Bank's employees are
4 3.77 0.818
clear and understandable.

Overall Mean 3.89

Source: Survey data, 2023
According to Table (4.3), the assurance questions all have responses that are very
similar to one another. The maximum possible mean score is 3.99, which indicates that
the behavior of employees in SHWE Bank will inspire courteousness and confidence
in clients since employees have the ability to build trust between customers and the
bank.
It can be seen that employees of SHWE Bank can be consistent, and they have the
knowledge to answer customers' questions. The respondents gave a mean score of 3.93,
which indicates that this is the second mean score. This indicates that it is secure in
transaction because of the reliable services they provide. The fact that the service
assurance component has a mean value of 3.77, which is the lowest possible value,
indicates that the majority of respondents have a neutral opinion about whether or not
the information that is presented by SHWE Bank'’s workers is easy to grasp. The overall
mean score for the assurance dimension is 3.89, which indicates that consumers are
satisfied with the assurance element of service quality and that the service quality in the
assurance dimension is excellent.
(© Tangibility

To know the dimension of tangible in service quality of SHWE Bank, there are

four questions to measure and their responses were listed as shown in Table (4.4).
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Table (4.4) Tangibility Dimension

Std.
Deviation
1 | SHWE Bank has good cleanliness of office facilities. 3.95 0.717

No. Description Mean

SHWE Bank offices are visually appealing and have
2 ) 3.93 0.790
adequate parking.

SHWE Bank’s employee well dressed and
3 _ 3.88 0.736
professional appearance.

Printed materials (forms, brochures, monthly
4 _ 3.99 0.780
statements, banks cards, etc) look attractive.

Overall Mean 3.94

Source: Survey data, 2023

According to Table (4.4), the overall mean score of 3.94 indicates that the
majority of respondents agree to the related statement of the physical factor, regarding
with the Modern equipment, visually appealing of physical facility material associated
with it service, and employee well dressed and professional appearance. The greatest
mean value was 3.99, which is connected to the assertion of the physical component
that the majority of respondents concur that the offered materials (such as forms,
brochures, monthly statements, bank cards, and so on) have an appealing appearance.
The lowest mean value of 3.88 demonstrates that the majority of respondents are
generally in agreement with the assertion that bank employees always present

themselves in a professional manner and are properly dressed.

(d)  Empathy

According to the data presented in Table (4.5), the degree of empathy was
evaluated using five different questionnaires, and each client was obliged to provide a
response to questions on this aspect of the service. The total of five statements is used,

and the responses to those statements are listed below.
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Table (4.5) Empathy Dimension

o Std.

No. Description Mean o
Deviation

1 | SHWE Bank gives you individual attention. 3.84 0.831

Employees of SHWE Bank give personal attention to
2 4.00 0.737
each customer.

SHWE Bank has operating hours convenient to all
3 3.71 0.851
customers.

SHWE Bank’s employees get adequate support from the
4 o 3.82 0.767
bank to do their jobs well.

SHWE Bank’s employees know to advise me what
5 ) - 3.89 0.747
would be the most proper service for your specific needs.

Overall Mean 3.85

Source: Survey data, 2023

In order to comply with the requirements of Table (4.5), each of the empathy
dimension questionnaires report a total overall score of 3.85, with the mean value
indicating that respondents are quite extreme in their agreement with this empathy.
The highest possible mean score of four points, which is related to the empathy
statement of employee from SHWE Bank for the personal attentions paid to each
customer. The second mean score was 3.89, which is illuminating regarding the
empathy statement of bank's employees receiving appropriate support from the bank
in order to perform their duties effectively. The lowest possible mean score of 3.71
demonstrates that the bank's empathetic statement provides clients with working hours
that are convenient for them.

individual attention, operating hours that are convenient for all clients, employees
who are skilled at their jobs and who are able to advise consumers on the kind of
service that would be most appropriate for their particular needs, and so on and so
forth.

(e) Responsiveness
The following Table (4.6), there are four questionnaires to measure the
responsiveness dimension and customer are required to response to the questions on the

quality of responsiveness.
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Table (4.6) Responsiveness Dimension

o Std.

No. Description Mean o
Deviation

1 | SHWE Bank’s employees prevent long waiting lines. 3.68 0.811

SHWE Bank’s employees have willingness to help and
2 ) _ 4.06 0.683
accepting advice from customers.

SHWE Bank’s employees are quick in eliminating
3 _ 3.72 0.791
potential errors.

Employees of SHWE Bank are never too busy to
4 _ _ 3.99 0.772
respond to your request immediately.

Overall Mean 3.86

Source: Survey data, 2023

According to Table (4.6), the highest possible mean score is 4.06, which
indicates that the majority of respondents agree with the responsiveness statement that
bank personnel are willing to help clients and accept advise from consumers. The
second mean score was a 3.99, which suggests that the respondents are revealing to the
staff of SHWE Bank that they are never too busy to reply to the client request instantly.
The statement that bank staff prevent long waiting lines received the mean score of
3.68, which is the lowest possible score, according to the respondents. This is because
customers do not want to wait for extended periods of time while bank employees are
processing their transactions. According to the overall mean of 3.86, it is presenting
that the majority of the respondents agree to this service quality in the responsiveness
dimension, and it is demonstrating that there is a higher likelihood of continuing to use
the services.

() Security
The following Table (4.7) presents that there are five questionnaires to measure
the security dimension and customer are required to response the questions on the

quality of security.

Table (4.7) Security Dimension

Std.

No. Description Mean o
Deviation
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1 | SHWE Bank is secured in transactions. 3.57 0.881
2 | SHWE Bank provides security of deposits. 3.66 0.700
3 | Personal and Financial data of SHWE Bank is secured. 4.07 0.926
4 | SHWE Bank provides security at entrance and exit. 4.09 0.766
5 | SHWE Bank secures the customer information. 3.92 0.960
Overall Mean 3.86

Source: Survey data, 2023

According to Table (4.7), the statement that a bank provides security at entrance
and exit has received the highest possible mean score of 4.09, indicating that the
majority of respondents agree with this statement. The statement that a bank secures
personal and financial data received the second highest possible mean score of 4.07,
indicating that respondents show that they are satisfied with this statement. The
statement that SHWE Bank is secure in transactions was given the lowest possible mean
score of 3.57, which indicates that the respondents agree with the statement. The
majority of respondents appear to be content with the level of security service based on
the mean score of 3.86, which was calculated overall.
(9) Access

The data on Table (4.8), the dimension of access is measured with five
questionnaires and customer are required to response to the questions on the quality of

access.
Table (4.8) Access Dimension
.. Std.
No. Description Mean o
Deviation
1 | SHWE Bank's services is convenient to me. 3.84 0.759
2 | Required time available for transactions. 3.82 0.909
3 | SHWE Bank's services is easy to access. 3.99 0.797
Branches of SHWE Bank have in convenient
4 ) 3.67 0.897
location.
5 | SHWE Bank can be ease of contact. 410 0.761
Overall Mean 3.88

Source: Survey data, 2023
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According to Table (4.8), the statement that the respondents agree to the access
component for SHWE Bank can be ease of contact has received the maximum possible
mean score of 4.10 from these respondents. The fact that the respondents gave the
assertion that the services were easy to obtain a mean score of 3.99 indicates that they
are satisfied with the statement. As a result, the total mean is 3.88, and the majority of
respondents believe that SHWE Bank should have additional branches located in more
convenient areas.

(h) Reputation

Continuous usage also depends on the reputation of firm which is provided the

services to customers. Table (4.9) shows the mean and standard deviation of reputation

dimension of service quality.

Table (4.9) Reputation Dimension

o Std.
No. Description Mean o
Deviation
SHWE Bank is reputed to keep promises for
1 3.82 0.909
customers.
2 | SHWE Bank has goodwill in the banking industry. 3.80 0.764
SHWE Bank has a positive image among customers
3 _ 3.88 0.879
and public.
4 | SHWE Bank is well known to mass people. 412 0.868
Overall Mean 3.91

Source: Survey data, 2023

According to Table (4.9), more than half of the respondents have a favourable
image among clients of SHWE Bank and are well recognized in the bank. The overall
mean score is 3.91, which demonstrates that banks are able to positively impact the
behavior of their customers by cultivating a solid bank reputation and trust, which
ultimately results in loyalty. The highest possible mean score of 4.12 suggests that the
majority of respondents agree with the linked reputation statement of bank being widely
known to mass people. This is indicated by the fact that the score was achieved. The
second mean score is 3.88, which indicates that respondents concur with the reputation
statement that the bank enjoys a favorable image among clients and the general public.

The finding that the respondents agree to the reputation assertion that the bank has
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goodwill in the banking business gets a mean score of 3.80, which is the lowest possible

score.
Table (4.10) Summary of Service Quality Dimensions
No. Dimension Overall Mean Score
1 Reliability 3.84
2 Assurance 3.89
3 Tangibility 3.94
4 Empathy 3.85
5 Responsiveness 3.86
6 Security 3.86
7 Access 3.88
8 Reputation 3.91

Source: Survey data, 2023

The above table provides an illustration of the overall mean scores obtained in
each dimension (4.10). In the comparative study of eight factors, the high level of
customer satisfaction was found to be associated with the tangibility factor, which was
supported by the statement that SHWE Bank possesses modern equipment, a visually
appealing physical facility, and material associated with it service, and that its
employees appear neat and professional. The fact that the lowest mean score was 3.84
demonstrates reliability, which includes the assertion that SHWE Bank delivers
services at the time it claims to do so.
4.3.2 Customer Satisfaction

The accompanying table provides an illustration of each dimension's overall
mean score (4.10). The comparative analysis of eight dimensions revealed that high
customer satisfaction is connected with the tangibility dimension. This is supported by
the assertion that SHWE Bank possesses modern equipment, a visually appealing
physical facility, and professional-looking people. The fact that the score with the
lowest mean was 3.84 demonstrates reliability, which includes the statement that
SHWE Bank delivers services at the time it pledges to do so.
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Table (4.11) Customer Satisfaction

. Std.
No. Description Mean o
Deviation

1 | I 'am satisfied with office decoration. 3.72 0.756

2 | I am satisfied with the employee cooperation. 3.89 0.711

3 | SHWE Bank can meet my expectations better. 3.75 0.871
| am satisfied with the performance and service quality

4 _ 3.78 0.782

provided to me from SHWE Bank.
5 | I have no complain against with SHWE Bank. 3.61 1.004
Overall Mean 3.75

Source: Survey data, 2023

The results of the survey are presented in Table 4.11, which shows that more

than half of the respondents provided favorable responses regarding customer

satisfaction. The higher the level of satisfaction customers have with the service quality,

the greater the likelihood that they will continue to use the product. The overall mean

is 3.75, and many respondents are satisfied with the services which are offered by

SHWE Bank. Additionally, many respondents want to use the services which are

provided by SHWE Bank on a regular basis.

4.3.3 Customer Loyalty

Customer loyalty is important to retain the customers for long term. Table (4.12)

shows the mean and standard deviation of customer loyalty toward SHWE Bank.

Table (4.12) Customer Loyalty

o Std.
No. Description Mean o
Deviation

I intend to keep using the products/services from

1 3.70 0.744
SHWE Bank.
I would say positive things about SHWE Bank to other

2 3.86 0.776
people.
I will recommend SHWE bank to someone who seeks

3 ) 3.76 0.890
my advice.

4 | I consider myself to be loyal to the SHWE Bank. 3.70 0.814
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I consider SHWE Bank that my first choice in the
5 3.67 0.926
future.

Overall Mean 3.74

Source: Survey data, 2023

The results of the table (4.12) show that the majority of respondents have
positive attitudes toward loyalty. The overall mean is 3.74, and the majority of
respondents enjoy using the services provided by SHWE Bank on a regular basis,
recommend them to others, and even tend to increase their usage frequency. The
average respondents are likely to be loyal customers because of these factors.

4.4  Correlation Analysis

In order to investigate the nature of the connection between the independent
variables listed in Table and the dependent variable of customer satisfaction, a person
correlation test was carried out. The variables under consideration were reliability,

assurance, tangibility, empathy, responsiveness, security, access, and reputation (4.13).

Table (4.13) Correlation influence of Service Quality dimension on Customer

Satisfaction

No. Dimension %%2:‘?:?;2?]? Sig. (2-tailed)

1 | Reliability 387" 0.000
2| Assurance 543" 0.000
3 | Tangibles 468™ 0.000
4 | Empathy 6337 0.000

Responsiveness 640" 0.000
6 | security 0.008 0.918
7 | Access 0.110 0.178
8 Reputation -171 0.035

Source: Survey data, 2023
**_Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

Table 4.13 demonstrates that there is a positive and significant

relationship between customer satisfaction and the five aspects of service quality that
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are reliability, assurance, tangibles, empathy, and responsiveness. These relationships
indicate that changes in customer satisfaction will result from either an increase or a
decrease in responsiveness. As a result, the responsiveness dimension has a substantial
correlation to satisfaction, placing it at the top of this list of the strength of the

association.

A person correlation was computed in order to investigate the connection
between the dependent variable, customer loyalty, and the independent variables listed
in the following table: reliability, assurance, tangibility, empathy, responsiveness,

security, access, and reputation (4.14).

Table (4.14) Correlation influence of Service Quality dimension on Customer

Loyalty
No. Dimension %%';ﬁ:git;ﬂ? Sig. (2-tailed)
1 Reliability 468" 0.000
2 Assurance 527" 0.000
3 Tangibles 525™ 0.000
4 Empathy 634" 0.000
5 Responsiveness 599 0.000
6 Security -0.038 0.644
7 Access 0.07 0.389
8 Reputation -.189 0.020

Source: Survey data, 2023
**_Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

According to the findings presented in Table 4.14, five aspects of service quality—
reliability, assurance, tangibles, empathy, and responsiveness—have a positive and
significant relationship with customer loyalty. These findings suggest that variations in
responsiveness will result in shifts in customer loyalty, regardless of whether the
responsiveness itself changes. As a result, the responsiveness dimension has a strong
correlation to the loyalty dimension in this order of the strength of the link.
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45  Analysis on the influence of Service Quality dimensions on Customer

Satisfaction

A structured questionnaire is given to 152 SHWE Bank customers in order to
determine the influence that the various elements of service quality have on the degree
to which customers are satisfied with the bank. In order to conduct an analysis of the

data, multiple regression is utilized, and the findings are laid out in Table (4.14).
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Table (4.13) Influence of Service Quality dimensions on Customer Satisfaction

Unstandardized Standardized
Variable Coefficients Coefficients t Sig
B Std Error (Beta)
(Constant) 0.167 0.443 0.377 0.707
Reliability -0.015 0.085 -0.013 -0.173 | 0.863
Assurance 0.207** 0.083 0.189 2.500 0.014
Tangibles 0.015 0.090 0.014 0.167 0.867
Empathy 0.363*** | 0.092 0.315 3.933 | 0.000
Responsiveness 0.359*** 0.096 0.320 3.739 0.000
Security 0.030 0.067 0.034 0.447 0.656
Access 0.039 0.068 0.042 0.569 | 0.570
Reputation -0.070 0.067 -0.067 -1.043 | 0.299
R Square 0.525
Adjusted R Square 0.498
F Value 19.735%**

Source: Survey Data, 2023

*** Significant at 1% level, ** Significant at 5% level

As shown in the table below: (4.13), The value of the R square implies that 52.5
percent of the variance in usage behavior can be predicted based on eight independent
factors. This value is indicated by the fact that the value is 0.525. Additionally, modified
R square showed 0.498, which indicates that 49.8 percent of the variations in customer
satisfaction of SHWE Bank are explained by the changes in the eight independent
variables of service quality. When there is a one-unit rise in customer satisfaction, there
will be a one-unit improvement in the quality of the service. There are three variables
among the independent variables that have values that are significant. The fact that
responsiveness has a significant value of 0.359 with a 1 percent significant level
indicates that it has the greatest potential to contribute to an increase in the level of
satisfaction experienced by SHWE Bank's customers. The second factor that has a
substantial impact on the degree of customer satisfaction is the empathy dimension,
which has a coefficient (Beta) score of 0.363 and is also significant at the 1 percent
level. The coefficient (Beta) score for the assurance dimension is 0.207, and the

assurance dimension also has substantial significance. The F value, 19.735, which
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measures the overall significance, is significant at the 1% level (p 0.01, F = 19.735). In
a nutshell, the findings of the study indicate that responsiveness, empathy, and
assurance have a strong beneficial influence on the customer satisfaction level provided
by SHWE Bank's service quality. Among the three variables that are considered
significant, responsiveness has the highest value according to the standard coefficient
(Beta) score. This indicates that responsiveness is the single most critical element in
determining the level of pleasure a customer feels with SHWE Bank. According to the
findings, responsiveness makes the greatest contribution to customer satisfaction, and
it is an important component to inform customers about the certainty of the delivery
time of services, prompt service quickly, willingness to help customers, and readiness
to respond to customer requests. In addition, it is important to inform customers about
the importance of informing customers about the certainty of the delivery time of

services.

4.6  Analysis on the Influence of Customer Satisfaction on Customer Loyalty
SHWE Bank is collecting responses to a structured questionnaire from 152 of

its customers in order to investigate the relationship between levels of customer

satisfaction and customer loyalty. In order to conduct an analysis of the data, linear

regression was utilized, and the findings are shown in Table (4.14).

Table (4.14) Influence of Customer Satisfaction on Customer Loyalty

Unstandardized Standardized )
Variable Coefficients Coefficients ‘ >0
B Std Error (Beta)

(Constant) 1.128 0.272 4.153 0.00
Customer Satisfaction 0.696*** 0.072 0.620 | 9.685 0.00
R Square 0.385

Adjusted R Square 0.381

F Value 93.805**

Source: Survey Data, 2023

*** Significant at 1% level

According to Table (4.14), the value of R square is 0.385; therefore, it is possible

to draw the conclusion that this particular model is capable of explaining 38.5% of the
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variation in customer loyalty that is predicted by customer satisfaction. An increase in
consumer loyalty is anticipated given that the B value is 0.696 units. There is a positive
correlation between the two; an increase in customer loyalty to SHWE Bank is directly
correlated to a higher level of customer pleasure. In terms of the model's overall
importance, the F value is very significant at the 1 percent level hence, it is possible to
say that this model is valid.

The findings of the regression suggest that the level of satisfaction experienced by
customers has a substantial influence on the degree to which they remain loyal to a
brand. owing to the fact that the vast majority of respondents are content, and they want
to proceed with their current usage of the services offered by SHWE Bank. In addition,
the consumers who were happy with the service awarded a higher score for both the
quality of the service and their loyalty. As a result, one uses levels of customer

satisfaction as a reliable indicator of customer loyalty.
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CHAPTER V
CONCLUSION

This chapter presents the conclusion about the three parts of findings and
discussions, suggestion and need for further studies based on the results of the statistical

analysis.

5.1 Findings and Discussions

This study was carried out in great detail by collecting structured questionnaires
from 152 consumers. The results of this study indicate how the independent factors
impacting of service quality dimensions on customer happiness and how the influence
of customer satisfaction on customer loyalty. In addition to this, it assists in gaining a
grasp of the various reasons, causes, and effects.
According to the demographic profile of the respondents, the majority of the
respondents are female. These respondents are mainly educated and mature people
since they have sufficient information about banking services, and the majority of the
respondents are also female. The findings also revealed that the vast majority of SHWE
Bank customers have been using their services for less than a year and do so on a regular
basis. The findings of the survey indicate that the vast majority of respondents make
regular use of their savings accounts and SHWE Cash Call accounts, both of which are
services offered by SHWE Bank. Furthermore, the vast majority of respondents have
utilized these accounts in the past.
According to the findings of the descriptive study, the reliability factor may be
distinguished by the fact that the bank ensures the privacy of its customers' data and
information at all times and handles it in a responsible manner. According to the

respondents, one of the most important aspects of reliability is the fact that SHWE Bank
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offers competitive interest rates, both on savings accounts (high) and loans accounts
(low).

The assurance dimension has a significant influence on customer satisfaction to use the
services provided by SHWE Bank. This is based on the influence facts of bank's
employees being friendly and courteous in serving, as well as employees of SHWE
Bank being knowledgeable and good ability enough to reliably respond to the questions
asked by customers.

Regarding the analysis of the tangibility dimension, the over mean score is higher,
which includes the following: the printed materials such as forms, brochures, monthly
statements, bank cards, and so on, which are provided by the bank look attractive, and
the bank has good cleanliness of office facilities as the results of the majority of
respondents from customers. In addition, the over mean score includes the fact that the
bank has a good relationship with its customers.

According to the findings of the analysis, the empathy dimension has a significant
impact on the level of customer satisfaction. This is indicated by the fact that banks are
found to give individual attention to each customer and that bank employees are able
to provide guidance regarding the type of service that would be the most appropriate to
meet the individual requirements of each customer.

A substantial role in determining overall customer satisfaction is played by the
responsiveness factor. According to the findings of the survey, the majority of
respondents agreed with the conclusion that staff at SHWE Bank are willing to assist
customers and welcome advise from those customers, and that the employees are never
too busy to reply swiftly to customers' requests.

It was discovered that the majority of respondents are in agreement with the security
facts that personal and financial data of SHWE Bank is secured, and that the bank
provides security both at the entrance and the exit. The security dimension has been
found to have a significant influence on customer satisfaction. The accessibility factor
has a big impact on the level of customer satisfaction, and the findings of the survey
indicate that respondents are in agreement on the fact that SHWE Bank's services are
simple to use and that the bank is simple to get in touch with. According to the
reputation of the respondents, it was discovered that a substantial influence of statement
of SHWE Bank with SHWE Bank is well recognized to the general public. According
to the findings of this research, there is a strong and considerable positive influence of
responsiveness, empathy, and assurance on customer satisfaction toward SHWE Bank.
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It is the most important factor to improve customer satisfaction because employees of
SHWE Bank are always willing to assist customers and they never appear to be too
busy to respond to customers' requests in a timely manner. The strongest connection
and most significant item with customer satisfaction is responsiveness. Among these
other factors, responsiveness has the strongest connection to customer satisfaction. The
attentiveness of a bank employee is directly correlated to the level of pleasure
experienced by a bank's customers. The banks that have workers that are very sensitive
to consumer needs are more likely to have loyal customers. According to the study, the
level of customer satisfaction has a substantial impact on the level of customer loyalty.
The statistical results mention that the majority of the responses dimension showed the
agreement of customer of 1 would speak positive things about SHWE Bank to other.
Customers have a propensity to quickly move to another service, regardless of how
wonderful the quality of the service may be, if it is not provided in a polite and courteous
manner. As a conclusion to the findings, we can state that the quality of service is
influenced by the level of customer satisfaction. The findings also show that the
respondents provided positive feedback regarding the level of customer satisfaction,
which has a positive influence on the quality of service provided by SHWE Bank's
services. On the other side, there was a beneficial impact of customer loyalty, which is
predicted by customer satisfaction. This resulted in a favorable outcome.
5.2  Suggestions and Recommendations

In the service industries, as well as among competitors, it is becoming
increasingly crucial for marketers to have a better understanding of the worth of each
individual consumer. A culture of putting the needs of customers first must permeate
all levels of the business if it is to be able to deliver outstanding customer service. On
the basis of the findings, a number of pertinent recommendations and ideas for the
enhancement of SHWE Bank are able to be formulated.
According to the findings of this research, the characteristics of service quality known
as responsiveness, empathy, and assurance each have a positive significant influence
on customer satisfaction. Since responsiveness is the most important and influential
component in determining whether or not a consumer is satisfied, it is imperative that
staff of financial institutions demonstrate readiness to assist clients who seek their
assistance. When assisting customers, staff of the bank will reply to their requests in a

timely manner and will not give the impression that they are currently busy.
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Employees of the bank are required in order to provide individualized attention to each
individual customer, and each employee of the bank should be knowledgeable about
the relevant services in order to advise customers as to which service would be most
suited to meet their individual requirements. When a client indicates that they are
interested in receiving a high interest rate on the money they save, personnel are able
to recommend the SHWE Cash Call account as the one that is best suited for clients of
this nature. In addition, in order for employees to perform their tasks effectively,
financial institutions need to offer them the appropriate support, such as training for the
products or customer service, as well as health care.

As a result of Myanmar's status as a developing nation and its population's general
unfamiliarity with modern technology and various forms of information technology, As
a result, SHWE Bank ought to support equipment that are more user friendly and
appoint respective persons to support consumers. For instance, some individuals still
use ATMs and mobile banking to transfer money, which is why SHWE Bank needs to
supply more modern machines that are simpler to operate for consumers and increase
the amount of advertising it does for these value-added services.

In addition, the workers from SHWE Bank have sufficient knowledge and good
capacity to answer customers' inquiries in a dependable manner. It is important that this
aspect of the business get further emphasis in order to successfully please customers.
When it comes to providing the needed service to customers, staff at SHWE Bank are
expected to demonstrate personalised and personalized special attention. The employee
shows care, respect, and consideration for the customer at all times and truly has the
customer's best interests in mind.

The third important factor is the assurance that customers will be satisfied with the
service they receive from SHWE Bank as a result of the personnel’ friendliness and
courtesy in performing their jobs. The banking industry places a high premium on
confidence, and trust in investments is enhanced when customers have it. They have
confidence in the honesty of the workers of SHWE Bank, which makes them feel safe
when conducting business with the bank. Due to these circumstances, the bank ought
to give thought to motivating and providing enough training to its front-line employees,
the ones who interact directly with and deliver services to consumers on an ongoing
basis. In order to provide the necessary customer service and especially to strengthen
customer loyalty, a bank needs to make an effort to understand the expectations of
customers better than its competitors. Other aspects that still need to be worked on in
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order to achieve customer satisfaction should be taken into consideration, and the
requisite adjustments should be made to the services. For instance, the clients anticipate
the opening of additional branches in locations that are convenient and simple to reach.
In addition to this, during working hours, personnel are expected to maintain a tidy
appearance, dress appropriately, and provide the individualized attention that is
required of them to all clients at all times. In addition, the quality of service that
consumers receive is the most important factor in determining whether or not they will
remain loyal. Keeping existing customers happy and bringing in new ones are just two
of the many benefits that come from maintaining a positive reputation. Consider
developing a plan to promote the variables that have an influence on customers in order
to improve the likelihood that they will be loyal to SHWE Bank. As a result of the fact
that all aspects of service quality have a positive correlation with levels of customer
satisfaction and loyalty, a bank manager's primary focus should be on ensuring that the
bank's existing customers, in addition to any potential new customers, are pleased with
the bank's products and services. According to the findings of this research,
responsiveness shows the highest significant link with customer satisfaction, while
empathy shows the second highest correlation with customer happiness. These two
aspects are connected to the employees of the bank. The managers of the bank should
place a strong emphasis on the willingness of their employees to assist customers so
that they can provide individualized attention. The assurance displays the third essential
component on customer happiness, which is that the bank manager should train the
workers to fulfill the knowledgeable and good capacity enough to reliably answer to
the customers' requests. Assurance shows that customers are satisfied with the bank. As
a result, managers have the responsibility of ensuring that services are supplied to
clients in a timely manner and to the best possible standards. In order to accomplish
this, they must prepare for comprehensive employee training. If managers are able to
achieve this, they will likely be able to satisfy bank customers, who will then become
loyal patrons of the bank.
5.3 Needs for Further Studies

The scope of this study is limited to a single financial institution, namely SHWE
Bank, and it places an exclusive emphasis on customer contentment and loyalty in
relation to the services offered by that institution. There are just eight factors that can
be used to measure the impact that service quality has on the level of happiness and
loyalty experienced by customers. Additional research should be expanded to find and
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assess additional remaining factors that can have an impact on customer satisfaction
and loyalty through the quality of service that is offered by banks. This research cannot
be said to be representative of the entire SHWE Bank because the survey data were
solely based on 152 respondents in the Yazadiyit Branch in Yangon. As a result, a
bigger sample size should be utilized for all of the branches. If you do this, the end

result of determining the level of service provided by SHWE Bank will be more fruitful.
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APPENDIX A

Location of SHWE Bank's Branches

No. Branch Address
) 66-67, Pansoedan Street, Corner of Merchant Road,

1 | Head Office )

Kyauktada Township, Yangon.

) K/39/A, Bayintnaung Road, Ward (1), Mayangone

2 | Bayint Naung ]

Township, Yangon.

No0.132/51, Corner of 79 & 27 Street, Chan Aye
3 | Mandalay )

Thazan Township, Mandalay.

o 149, Rm 8/9/10, Yarzadirit Street, Yarzadiyit

4 | YarzaDiYit )

Housnig, Botahtaung, Yangon.

Bldg A/1, Rm G/5, Lower Kyeemyindaing Road,
5 | Shwe Gone Thu Shwe Gone Thu Housing, Kyeemyindaing

Townshiop, Yangon.

) No.26, Plot N0.36, N0.151/C, Dine Won Kwin Road,

6 | Mawlamyine )

Mandalay Ward, Mawlamyine.

) Pa-29/30, Pwe Yone Tan, Thapyay Kone Word,

7 | Naypyitaw . . ]

Zabuthiri Township, Naypyitaw.

Source: SHWE Bank




APPENDIX B
QUESTIONNAIRE SURVEY

Dear Sir/Madam,

The purpose of this questionnaire is to collect data on Service Quality, Customer
Satisfaction and Customer Loyalty Towards SHWE Bank as part of my academic
research study for the MBF at YUE. | appreciate your value and time in responding to

the question and assure you of confidentiality and privacy.

Section (A): General Information

Gender
O Male
N Female

Marital Status
0 Single
O Married

Age (Years)

0 18 — 26 years
27 — 35 years
36 — 44 years
45 — 53 years

0o o o o

54 years and above

Education Background
High School
Undergraduate
Graduate
Post-graduate

Master and above Level

N e O O A

Other....



Working Organizations

0 Government
O Private

0 Owner

0 Dependent

Monthly Income

Under 200,000 MMK
200,001 — 400,000 MMK
400,001 — 600,000 MMK
600,001 — 800,000 MMK
800,001 - 1,000,000 MMK
Above 1,000,000 MMK

Length of SHWE Bank’s Services Usage
0 Less than 1 year
0 1-—3years

0 3 years and above

On Average, how often do you use the services?
Rarely

Occasionally

Frequently

Always

I I A O B

Never

Which services had been used from SHWE Bank?

0 Deposit

0 Withdrawal

0 Remittance

Which types of accounts do you have in SHWE Bank?
Saving Account

Current Account

Fixed Account



Call Deposit Account

Overd

raft Account

Mobile Banking Account
Card User

Section (B)

Please describe level of your agreement on each statement by providing the most

relevant number.

1 = Strongly Disagree 2 = Disagree 3 = Neutral 4 = Agree 5 = Strongly Agree

No Service Quality Dimensions Statement Agreement L evel
112|345
Reliability
. SHWE Bank provides services at the time it promises to
do so.
2 | SHWE Bank shows a sincere interest in solving problem.
SHWE Bank serves good interest rate on savings (high)
3 and Loans (low).
A SHWE Bank tells you exactly when services will be
performed.
. SHWE Bank keeps and handles your data and information
in a confidential manner.
Assurance
6 SHWE Bank’s employees are trustworthy and you feel
secured in doing transactions with bank.
. SHWE Bank’s employees are friendly and courteous in
serving.
g SHWE Bank’s employees are knowledgeable and good
ability enough to reliably respond to my questions.
9 Information provided by SHWE Bank's employees are
clear and understandable.
Tangibility
10 SHWE Bank has good level of cleanliness of office
facilities.




1 SHWE Bank offices are visually appealing and have
adequate parking.
1 SHWE Bank’s employee well dressed and professional
appearance
13 Printed materials (forms, brochures, monthly statements,
banks cards, etc) look attractive.
Empathy
14 | SHWE Bank gives you individual attention.
15 Employees of SHWE Bank give personal attention to each
customer.
16 SHWE Bank has operating hours convenient to all
customers.
17 SHWE Bank’s employees get adequate support from the
bank to do their jobs well.
18 SHWE Bank’s employees know to advise me what would
be the most proper service for your specific needs.
Responsiveness
19 | SHWE Bank’s employees prevent long waiting lines.
20 SHWE Bank’s employees have willingness to help and
accepting advice from customers.
21 SHWE Bank’s employees are quick in eliminating
potential errors.
- Employees of SHWE Bank are never too busy to respond
to your request immediately.
Security
23 | SHWE Bank is secured in transactions.
24 | SHWE Bank provides security of deposits.
25 | Personal and Financial data of SHWE Bank is secured.
26 | SHWE Bank provides security at entrance and exit.
27 | SHWE Bank secures the customer information.
Access
28 | SHWE Bank's services is Convenient to me.

29

Required time available for transactions.




30 | SHWE Bank's services is easy to access.

31 | Branches of SHWE Bank have in convenient location.

32 | SHWE Bank can be ease of contact.

Reputation

33 | SHWE Bank is reputed to keep promises for customers.

34 | SHWE Bank has goodwill in the banking industry.

a5 SHWE Bank has a positive image among customers and
public.

36 | SHWE Bank is well known to mass people.

) ) Agreement Level
No. Customer Satisfaction Statement

1123|415

1 | | am satisfied with office decoration.

2 | I am satisfied with the employee cooperation.

3 | SHWE Bank can meet my expectations better.

| am satisfied with the performance and service quality
provided to me from SHWE Bank.

5 | I have no complain against with SHWE Bank.

Agreement Level

No. Customer Loyalty Statement
112 |13|4]5

| intend to keep using the products/services from SHWE

! Bank.

5 | would say positive things about SHWE Bank to other
people.

3 I will recommend SHWE bank to someone who seeks my

advice.

4 | | consider myself to be loyal to the SHWE Bank.

5 | I consider SHWE Bank that my first choice in the future.

The answer result will be used in MBF Thesis for educational purpose only!

Thanks for your kind help and participation.




Gender

Cumulative
Frequency Percent Valid Percent Percent
Vald F 81 53.3 53.3 53.3
M 71 46.7 46.7 100.0
Total 152 100.0 100.0
Marital Status
Cumulative
Freqguency Percent Valid Percent Percent
Valid M 67 441 44.1 44.1
S 85 55.9 55.9 100.0
Total 152 100.0 100.0
Age (Years)
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 37 24.3 24.3 24.3
2 60 39.5 39.5 63.8
3 33 21.7 21.7 85.5
4 13 8.6 8.6 94.1
5 9 5.9 5.9 100.0
Total 152 100.0 100.0
Education Background
Cumulative
Frequency Percent Valid Percent Percent
Valid G 92 60.5 60.5 60.5
H 2 1.3 1.3 61.8
M 15 9.9 9.9 71.7
(0] 4 2.6 2.6 74.3
P 23 151 15.1 89.5
16 10.5 10.5 100.0
Total 152 100.0 100.0




Working Organizations

Cumulative
Frequency Percent Valid Percent Percent
Valid D 16 105 10.5 10.5
G 28 18.4 18.4 28.9
e} 30 19.7 19.7 48.7
P 78 51.3 51.3 100.0
Total 152 100.0 100.0
Monthly Income
Cumulative
Freqguency Percent Valid Percent Percent
Valid 2 44 28.9 28.9 28.9
4 36 23.7 23.7 52.6
6 19 12.5 12.5 65.1
8 16 10.5 10.5 75.7
A 13 8.6 8.6 84.2
U 24 15.8 15.8 100.0
Total 152 100.0 100.0
Length of SHWE Bank’s Services Usage
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 44 28.9 28.9 28.9
3 39 25.7 25.7 54.6
L 69 454 45.4 100.0
Total 152 100.0 100.0
On Average, how often do you use the services?
Cumulative
Frequency Percent Valid Percent Percent
Valid A 21 13.8 13.8 13.8
F 61 40.1 40.1 53.9
N 2 1.3 1.3 55.3
o] 50 32.9 32.9 88.2




R 18 11.8 11.8 100.0
Total 152 100.0 100.0
Which services had been used from SHWE Bank?
Cumulative
Frequency Percent Valid Percent Percent
Valid D 92 60.5 60.5 60.5
R 18 11.8 11.8 72.4
w 42 27.6 27.6 100.0
Total 152 100.0 100.0
Which types of accounts do you have in SHWE Bank?
Cumulative
Frequency Percent Valid Percent Percent
Valid C 49 32.2 32.2 32.2
F 42 27.6 27.6 59.9
P 7 4.6 4.6 64.5
S 54 35.5 35.5 100.0
Total 152 100.0 100.0
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Iltems N of Items
.657 .658 5
Item Statistics
Mean Std. Deviation
R1 3.66 .821 152
R2 3.72 .825 152
R3 3.95 792 152
R4 3.80 719 152
R5 4.09 .833 152




Summary Item Statistics

Maximum /
Mean Minimum Maximum Range Minimum Variance N of Items
Iltem Means 3.846 3.664 4.092 428 1.117 .031 5
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of Items
.760 .759 4
Item Statistics
Mean Std. Deviation N
Al 3.86 .822 152
A2 3.99 .750 152
A3 3.93 764 152
A4 3.77 .818 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance N of Items
Iltem Means 3.888 3.770 3.993 .224 1.059 .009 4
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Iltems N of Items
742 734 4
Item Statistics
Mean Std. Deviation N
T1 3.95 717 152
T2 3.93 .790 152




T3 ‘ 3.88 .736 152
T4 3.99 .780 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance N of Items
Item Means 3.936 3.882 3.987 .105 1.027 .002 4
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha ltems N of ltems
.856 .868 5
Item Statistics
Mean Std. Deviation N
E1l 3.84 .831 152
E2 4.00 737 152
E3 3.71 .851 152
E4 3.82 767 152
E5 3.89 747 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance N of Items
Iltem Means 3.853 3.711 4.000 .289 1.078 .011 5
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of Items
.769 .799 4




Iltem Statistics

Mean Std. Deviation N
Rpl 3.68 811 152
Rp2 4.06 .683 152
Rp3 3.72 791 152
Rp4 3.99 772 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance N of ltems
Iltem Means 3.862 3.678 4.059 .382 1.104 .036 4
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of ltems
.902 .900 5
Item Statistics
Mean Std. Deviation N
CS1 3.72 .756 152
CSs2 3.89 711 152
CS3 3.75 871 152
CS4 3.78 .782 152
CS5 3.61 1.004 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance N of Items
Iltem Means 3.750 3.605 3.895 .289 1.080 .011 5

Reliability Statistics




Cronbach's

Alpha Based on

Cronbach's Standardized
Alpha Iltems N of Items
.954 .953 5
Item Statistics
Mean Std. Deviation N
CL1 3.70 744 152
CL2 3.86 776 152
CL3 3.76 .890 152
CL4 3.70 .814 152
CL5 3.67 .926 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance [ N of Iltems
Item Means 3.738 3.671 3.855 .184 1.050 .005 5
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Iltems N of Items
752 797 5
Item Statistics
Mean Std. Deviation N
S1 3.57 .881 152
S2 3.66 .700 152
S3 4.07 .926 152
S4 4.09 .766 152
S5 3.92 .960 152

Summary Item Statistics




Maximum /

Mean Minimum Maximum Range Minimum Variance N of Items
Iltem Means 3.863 3.572 4.092 .520 1.145 .055 5
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Iltems N of Items
716 .728 5
Item Statistics
Mean Std. Deviation N
ACC1 3.84 759 152
ACC2 3.82 .909 152
ACC3 3.99 797 152
ACC4 3.67 .897 152
ACC5 4.10 761 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance [ N of Iltems
Iltem Means 3.882 3.671 4.099 428 1.116 .027 5
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of Items
.658 .655 4
Item Statistics
Mean Std. Deviation N
RE1 3.82 .909 152
RE2 3.80 .764 152




RE3 3.88 .879 152
RE4 4.12 .868 152
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance N of Items
Item Means 3.903 3.803 4.118 .316 1.083 .022 4




Correlations

Reliab | Assura | Tangibl | Empat | Responsi | Securi | Acces | Reputat | Custo_ | Customer
ility nce es hy veness ty S ion Sati Loyality
Reliability Pearson N N . . . "
) 1 478 573 445 492 -.006 .086 -.007 .387 468
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .940 .293 .934 .000 .000
N 152 152 152 152 152 152 152 152 152 152
Assurance Pearson . . . . . "
) 478 1| .467 524 572 -.094 | -.004 -.142 .543 .527
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .250 961 .081 .000 .000
N 152 152 152 152 152 152 152 152 152 152
Tangibles Pearson . . . . " . .
) 573 467 1| .528 .584 .063| .245 -.120 468 .525
Correlation
Sig. (2-tailed) .000 .000 .000 .000 444 .002 142 .000 .000
N 152 152 152 152 152 152 152 152 152 152
Empathy Pearson ” - - o . " "
] 445 524 .528 1 .631 -.029 .136 -171 .633 .634
Correlation
Sig. (2-tailed) .000 .000 .000 .000 722 .095 .035 .000 .000
N 152 152 152 152 152 152 152 152 152 152
Responsiven Pearson . " » " - -
) 492 572 .584 .631 1 .006 .050 -.136 .640 .599
ess Correlation
Sig. (2-tailed) .000 .000 .000 .000 .945 .539 .096 .000 .000
N 152 152 152 152 152 152 152 152 152 152
Security Pearson
) -.006 -.094 .063| -.029 .006 1| .582" .391" .008 -.038
Correlation
Sig. (2-tailed) .940 .250 444 722 .945 .000 .000 .918 .644
N 152 152 152 152 152 152 152 152 152 152
Access Pearson
) .086 -.004| .245" .136 .050| .582" 1 192" .110 .070
Correlation
Sig. (2-tailed) .293 .961 .002 .095 .539 .000 .018 .178 .389
N 152 152 152 152 152 152 152 152 152 152
Reputation Pearson
) -.007 -.142 -120| -.171° -136| .3917| .192° 1 -1717 -.189"
Correlation
Sig. (2-tailed) .934 .081 142 .035 .096 .000 .018 .035 .020
N 152 152 152 152 152 152 152 152 152 152
Custo_Sati  Pearson . " " . . . "
) .387 .543 .468 .633 .640 .008 .110 -171 1 .620
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .918 .178 .035 .000
N 152 152 152 152 152 152 152 152 152 152
Customer_L  Pearson . . " . . . .
468 527 .525 .634 .599 -.038 .070 -.189 .620 1

oxalitx Correlation




a. Predictors: (Constant), Responsiveness, Reliability, Assurance, Empathy, Tangibles

b. Dependent Variable: Custo_Sati

Sig. (2-tailed) .000 .000 .000| .000 .000| .644| .389 .020 .000
N 152 152 152 152 152 152 152 152 152 152
**_Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
Summary Item Statistics
Maximum /
Mean Minimum Maximum Range Minimum Variance N of Items
Item Means 3.738 3.671 3.855 .184 1.050 .005 5
Model Summary®
Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 7202 519 .503 .33907 1.634

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 18.115 5 3.623 31.512 .000°
Residual 16.785 146 115
Total 34.900 151

a. Dependent Variable: Custo_Sati

b. Predictors: (Constant), Responsiveness, Reliability, Assurance, Empathy, Tangibles

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 .6202 .385 .381 42452 1.892

a. Predictors: (Constant), Custo_Sati

b. Dependent Variable: Customer_Loyality

ANOVA?®



Model Sum of Squares df Mean Square F Sig.
1 Regression 16.906 1 16.906 93.805 .00QP
Residual 27.033 150 .180
Total 43.939 151
a. Dependent Variable: Customer_Loyality
b. Predictors: (Constant), Custo_Sati
Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.128 272 4.153 .000
Custo_Sati .696 .072 .620 9.685 .000
a. Dependent Variable: Customer_Loyality
Model Summary®
Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 7242 .525 498 .34058 1.637
a. Predictors: (Constant), Reputation, Reliability, Access, Empathy, Assurance, Security,
Tangibles, Responsiveness
b. Dependent Variable: Custo_Sati
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 18.313 8 2.289 19.735 .00QP
Residual 16.587 143 116
Total 34.900 151

a. Dependent Variable: Custo_Sati

b. Predictors: (Constant), Reputation, Reliability, Access, Empathy, Assurance, Security,

Tangibles, Responsiveness




Coefficients?

Unstandardized

Standardized

Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) .167 443 377 .707
Reliability -.015 .085 -.013 -.173 .863 .589 1.697
Assurance .207 .083 .189 2.500 .014 .581 1.721
Tangibles .015 .090 .014 167 .867 489 2.047
Empathy .363 .092 315 3.933 .000 .519 1.927
Responsiveness .359 .096 .320 3.739 .000 454 2.204
Security .030 .067 .034 447 .656 .568 1.759
Access .039 .068 .042 .569 .570 .596 1.678
Reputation -.070 .067 -.067 -1.043 .299 .800 1.250

a. Dependent Variable: Custo_Sati




