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Abstract 

The purpose of this study is to examine to what extent the service that Afghan commercial banks 

provide influences customer satisfaction. And to find the relationship between the dependent 

variable customer satisfaction and independent variables service quality, loyalty and security.  

Certain articles from neighbor and close culture countries studied which were associated with 

researcher’s intention. Data collected through questionnaire from customers of commercial 

banks in Kabul in order to attain a better result researcher’s focus was on collection of random 

data from the main branches of commercial banks (Afghanistan international bank, Azizi bank, 

Kabul bank, Pashtany bank and Maiwand bank). The sample size selected 100 however, nearly 

150 questionnaires were distributed.  

For data analysis excels data analysis, regression analysis and percentage techniques used to 

determine significance of the data.  The result of the study indicates quality, loyalty and security 

has effect on customer satisfaction and there is a positive relationship exists between customer 

satisfaction and service quality along with loyalty and security in the Afghan commercial banks, 

whenever service quality, loyalty and security increased customer satisfaction tended to increase 

too.  
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     Chapter One 

Background of the Study 

1.1 Introduction 

This chapter contains a background about the research topic, declaration of the problem, 

objective and purpose of the research. It outlines the research question, a brief description of the 

study and intimation of the research methodology. 

Customer service quality is a very central feature for organizational performance, success and 

sustainability; it’s an organization’s offered service to meet the customer expectations therefor 

customers are the only judges for observing the quality of service of an entity. To develop the 

process and improve service quality, customer’s feedback and measurement contributes, for 

instance if a firm access in information that defines the service quality stages and outlines the 

gaps then the company could put efforts and take essential steps to what needs to be done to 

enrich their service quality (Jamal and Naser, 2002). 

Service quality is multi-dimensional perception. It is different to different people and the five 

dimensions of service quality are reliability, tangibles, responsiveness, assurance and empathy 

the focus of a firms’ service quality is on the best service delivery process to make sure that 

customer’s expectations handled. In today’s competitive business world service quality is 

considered a significant strategy for development and survival in the market among the rivals 

(Abdollahi, G. 2008).  
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1.2 Background   

No bank existed before the year 1933 in Afghanistan and money exchange dealers and 

service providers were used to manage the crediting deals then for the first time in the history of 

the country Afghan Millie Bank established by the contribution of both the government and 

individual investors with a primary capital of AFS five million and named it as Hashimi 

corporate company.  

Afghanistan a country which has faced more than 20 years of global and domestic conflicts after 

the black regime of Taliban which fell in the year 2001 the country’s economy was fully 

distorted and the financial system was collapsed.  

Even though the banking service started much earlier in Afghanistan and we can see that lots of 

efforts has been done in this essential sector which today we are the witness of modern banking 

in the country still lots of people are not interested and optimistic about banking services and the 

reason behind this could be financial crisis among the financial institutions, lack of proper 

security, instable political situation and maybe low quality services of the banks. Therefore 

customer satisfaction in afghan commercial banks forms the general area of researcher’s topic.  

For a bank to receive good return and to have value to remain sustainable in the market offering 

quality products as well as service should be very proficient, sufficient and focused on 

customer’s expectation. Since winning the clients satisfaction and dependability is significant for 

the long term sustainability and growth of any business (Keiningham et al., 2007).  

No doubt that no business can sustain without customer therefore their expectations should be 

considered especially in banking sector which is a customer oriented services industry and 

Afghanistan commercial banks are understanding it now a days  that business rely on clients  
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satisfaction therefore its significant for customer retention and banks sustainability. In addition, 

cultural aspects can also have impact on the quality of service like Afghans culture in 

communication, relationships being social and friendly with customer may attract customers. 

Some believe that culture is a key variable affecting sensitivities and expectations of service 

quality (Parasuraman, Zeithaml and Malhotra, 2005).  

This piece of work will present the instant experience of the clients with the commercial banks in 

an Afghan context. 

1.3 Research Problem 

Based on the observation during various official visits the researcher had in different 

Afghan conventional banks and public banks some of the public banks still using the old banking 

system in their daily operation. Furthermore it is been sensed that in some banks employees who 

are working in banks are not well educated lack of qualified workforce been felt that could cause 

low quality of service delivery to the customers.  

In order to retain the customers and gain customer loyalty the problems of customers should be 

handle in its highly specialized manner founded by researcher that some banks have procedures 

and set up techniques to retain the customers and reach to customers difficulties and complaints 

by setting suggestion box in entrance corner of branch hall, doing periodic survey to get their 

customers feedback and realize customer satisfaction which means attention on customers 

demand with aim to increase loyalty among customers so it is of strong imperative for the 

industry.  
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The factors under study for this research are customer loyalty, service quality, security and 

customer satisfaction which is defined in the marketing literature as the psychological state that 

fallout after the customer’s experience of a particular service or taste of a product. (pleshko, & 

heiens,1996). It is recognized as a marketing strategy for companies that once customer taste a 

particular product if satisfied with it then, customer will repurchase and repeat it. Reference to 

some studies and surveys customer satisfaction plays a key role in Afghan banking industry 

though sometimes bad security situation and economic instability put its negative reflections in 

the banking sector in Afghanistan.  

Therefore, this research is focused in the context Afghan commercial bank in Kabul with an 

attempt to analyze the influence of customer loyalty, service quality and security on customer 

satisfaction. In fact, the study seeks to find out that whether there is any relationship exists 

between service quality, customer loyalty and customer satisfaction in the Afghan commercial 

banks.  

Any productive company or service provider can satisfy their customers or the clients may 

remain dissatisfy basically satisfaction and dissatisfaction is an examination or evaluation of 

products and services ability to meet the client’s expectations (Zeithaml, Bitner and Gremler, 

2006). And if we look at the positive side for instance the customers of a private bank are happy 

and satisfied with the quality of service being offered the result will be loyalty and dependability 

of the customers to the bank then increase in the number of customers hence, higher profits and 

returns.  Companies or banks realize the need to offer proficient service to customers. But most 

often this is just on paper. The actual service or the quality of the service most of the times not 
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present as promised. This often leads to customer dissatisfaction. In case of banks recently in 

Afghanistan the Central Banks regulations on AML (anti money laundering) and CFT 

(combating terrorist financing), customers deep monitoring, transactions screening asking 

supporting documents to comply the central banks’ regulation which are good things to be 

measured in fact but on the other side increased dissatisfaction of the customers.  

Basically customer loyalty signifies the customer’s eagerness towards a company’s production or 

services it is about the customer’s interest towards a firm or willingness to buy again and again 

from the same address in other word giving a preference to a choice company. Even spreading 

word of mouth and recommending a company to others is what demonstrates loyalty 

additionally, it shows how much customer is related to the company. The customer’s happiness 

causes a live time relationship with a firm. Company’s do investments through marketing on 

loyal customers to owing customers willingness to purchase extra products and spread good 

things, positive words about them as well enrich the source of continues revenue (palmatier et 

al., 2006).  

Furthermore, service organization and banking institutions come across and face customer 

satisfaction contrary to the service they deliver for instance, inadequate number of staff available 

in branch to attend customers, very limited business hours, many close counters, busy telephone 

lines, unsecure and unprofessional service at the counters same as other countries many 

researches revealed are true in case of Afghanistan as well hence, Afghan commercial banks 

should take necessary steps to expend further efforts to conduct research and develop service in 

the banking industry ; manage customer satisfaction.  
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1.4 Research Objective  

The purpose of this study is to achieve below objectives 

 Assessing to what extend customer service affects customer satisfaction in Afghan 

commercial banks. 

 To examine the level of customer loyalty in Afghan commercial banks 

 To determine what factors exactly impact on customer satisfaction in Afghan commercial 

banks. 

 To examine the level of security perception of the customers in Afghan commercial 

banks. 

1.5 Research Question 

Considering above mentioned problems and objective of the research, the study tries to 

respond below questions.  

 What key factors impact customer satisfaction in Afghan commercial banks? 

 What is the level of customer loyalty in Afghan commercial banks? 

 What is the level of customer satisfaction on the quality of service provided by Afghan 

commercial banks? 

 What is the level of customer safety in Afghan commercial banks? 
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To respond to the research questions below questions added to the survey (questionnaire).  

Table 1.1: Questionnaire Components 

Customer satisfaction 

Q 3. Does your bank provide you a relationship manager? 

Q9. What service do you like to be added from your bank?  

Q.17 Branch(s) locations are convenient.  

Q.18 Adequate time is scheduled for each individual customer(s). 

Service Quality 

Q4. How will you rank the staff of the bank you have account with?  

Q5. What do you like the most about the bank you have account with? 

Q15. This bank provides quick and sufficient service. 

Q16. All the bank personnel are approachable and friendly. 

Q20. The following facilities  provided by my bank are adequate 

           Parking – WIFI- ATMs- POS 

Customer loyalty 

Q2. How long have you been involve in banking in Kabul?  

Q7. Have you ever recommended any bank in Kabul to others? 

Q1. Which below category of customers do you belong to?  

Security 

Q11. The bank follows the customer privacy policy? 

Q13. The bank has kept my information secure and has never leaked it. 

Q14. My bank pays keen attention on security and safety issues. 
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1.6 Scope of the Study 

The study will include customers of commercial banks in Kabul due to competition 

recently in the banking industry the customer experiences should be assessed, the Afghan 

commercial banks are functioning under central bank of Afghanistan and since these banks are 

licensed by DAB (Da Afghanistan Bank) or central bank the regulations and compliance which 

are instructed must be followed by commercial banks. This study seeks to assess the service 

offers by banks and the factors affecting. Furthermore, this research examines to what extend 

customers are satisfied and what could be added to improve the services quality.  

Compare to past socio-political and economic situation in the country, Afghanistan has changed 

despite of security imbalances government is trying to take steps in country’s economic 

development and put efforts to improve banking system. Today modern system is practicing in 

Kabul though the government is facing challenges still attempts to enrich the financial institution 

in the country in order to strengthen the economy and improve financial system and standards 

within the state.  

1.7 Study Limitation 

The researcher gathered data by visiting different commercial banks branches in Kabul 

only, hence the data gathered from different respondent’s opinion different income level and 

different profession for content analysis only in the capital due to security issues and time 

limitations other provinces not added. Moreover, some major limitations observed during the 

study by the researcher such us less number of eligible respondents, low level of literacy while 

collecting primary data respondents wanted to fill the survey and respond the questions but they 
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couldn’t understand the questions one should have explained for them in their own language. 

The people of Afghanistan, due to culture, are very reluctant to complete the survey due to 

privacy concerns. And for the analysis of the collected data for this study researcher could use 

other software too beside the regression analysis such as Cronbach’s alpha but the statistical 

software not executed as it was not available.   
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Chapter Two 

Literature Review 

2.1 Introduction 

This research paper analyzed and discussed the basic concepts related to customer service 

and customer satisfaction, customer service quality, customer loyalty, the relation exists among 

the three factor customer loyalty, service quality, customer view and customer satisfaction in the 

context of the banking sector of Afghanistan. 

The objective behind this chapter is to review the literature about customer satisfaction and 

associated concepts, the theories and some other significant indications that are useful to describe 

the service quality, effect of banking service quality, customer’s loyalty in the region with an 

attention to study the articles related to countries which are close with Afghanistan culturally and 

religiously. The researcher first addresses the key terms related to customer service beginning 

with the definition of a customer and finalizing with customer satisfaction and service loyalty.  

2.2 The Customer Defined 

Any individual who buy goods, products or service from a supplier or service provider 

can be called as customer.  while the actual meaning of “custom” itself is “habit” very simple 

when a person visit a store, shopping mall or say a bank to purchase his/her desired product or 

service thus it is a habit to buy from a particular place every time. Or in another word can say 

that those who uses the final output of a company’s work is called customer, These consumers 

can be any one from inside an organization say employees, stakeholders and external people 

from other businesses (Dei-Tumi, 2005). 
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2.3 Customer Service 

The proficiency and capability of an organization to provide or supply the desired 

products and services to their clients and consumers is customer service. Customer service is a 

series of activities planned to boost the level of customer satisfaction and always try to reach to 

the expectation of their customers. Customer service can be stated in different ways like 

interpersonal skills, behavior, ethical communication, acting politely giving value to the 

customers being good listener, acting nicely, being flexible, suitable body language and gesture 

(Udegbe, Idris and Olumoko, 2010). 

Customer service is not only about building relationship with customers or how pleasant front 

line employees behave with customers but delivering adequate service and satisfying the 

customers is aim of the best customer service. Because different customers have different desires 

and expectancies therefore different customer service strategies should be constructed to hit the 

targeted customers.  Quality of service is described as a pack of collected services delivered by a 

company to the customers and how the service process is operated and customer satisfaction is 

an emotional feedback which intensively in correlation with earlier customer’s expectation for a 

particular type of transaction basically the customers feeling towards a tasted product of services 

(Munusamy, Chelliah and Mun, 2010).   

A system of activities under the ceiling of an organization’s procedure and policies that 

comprises customer support structures, attainment to the need of customers, compliant 

processing, providing facilities based on customer’s desires and requirements, friendliness with 

customers as well as when reporting complaints (Kim, Park and Jeong, 2004).  
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The customer service in banking sector are of importance and are focal points between customers 

and the organization socially and economically, socially when services offered to customers on a 

reasonable base and economically the provided services should satisfy the needs and desires of 

the consumers. Furthermore, a friendly behavior and courteous attitude which are complements 

of satisfaction while delivering service to customers will leave a positive impression on the 

customers that will lead to increase in the satisfaction level. On the other hand, if a financial 

institution or a service provider shows carelessness to its customers the firm will experience 

customer churn. It is being argued in many articles that service providers must offer customer 

oriented services to enrich the customer satisfaction (Ahn, Han and lee, 2006). 

2.4 Service Quality 

The quality of service is a very important aspect for organizational performance, success 

and sustainability in the banking industry. Based on the studies being done in this field it has 

been a wide and bold point by the examiners and researchers in the retail banking sector.   

Service quality is an organizations offered service to reach the customer expectations based on 

this definition customer are the only judges for observing the quality of service in an 

organization (Ueno, 2010). Service quality is significantly crucial in the banking services 

because it carries considerable customer satisfaction, and hence it becomes a key to Competitive 

advantage now a day’s excellence in services has a great meaning in the business world (Shanka, 

2012). 



13 

 

In order to examine the service and quality of products produced in a company one can easily 

measure the quality of goods by some physical stuff but it is not easy to measure the quality of 

services since services measurement depends on many factors. Quality of services can be 

assessed by consistency, approachability, responsiveness service design and reassurances (Aga & 

Safakli, 2007). And also satisfaction depends on the customers whether they are willing to 

spread good words about a particular product/service or they have intention to complain. 

2.5 Perceived Service Quality 

The customer perceived service quality describes the customer’s perception about the 

particular service considering different features cooperating to the service from first step till the 

final outcome. Continuously customers when buying a service assess everything from beginning 

till last step and monitor all the factors that contribute to the route. Therefore the final result of 

the customer service experience and assessment is the perceived service quality (Grönroos, 

2001). According to different assessments on all the scopes of quality mostly the result lays on 

the people interaction while delivering service which contains individuals communicating 

manners. Beside this attitude and behavioral aspects there are others important factors too which 

could have impact on service quality for instance the tools used for excellent communication 

while offering the service or the servicer willingness and interest to deliver prompt service 

(Zeithaml, Bitner and Gremler, 2006). 
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2.6 Good Customer Service: Customer Requirements 

A good customer service make sure to provide the required service or product based on 

the customer requirement and not offers or sell extra service or product in order to increase their 

wholesale. Basically it is about meeting the customers need, Of course customers naturally 

expecting to be treated respectfully, professionally and nicely. Responding faultlessly to their 

queries and having adequate knowledge of the products and services being update are the 

attributes of a good customer service. This way a good customer service delivers the service that 

has promised to customer so, the customer expectation meets and is ultimately pleased which is a 

good customer service ( Sureshchandar, Rajendran and Anantharaman, 2002). 

2.7 Superior Customer Service  

What just mentioned above also contains doing over the expectation of the customers. In 

order to keep the customers happy the service suppliers go beyond what exactly they need for 

instance you are the customer of a bank while you visit the bank they grant you a gift which is 

unexpected for you it makes customers happy often. And this customer most probably shares 

his/her experience and how surprised by bank to others which is a good thing for a firm. 

Therefor it is measured a significant way to improve the customer loyalty and businesses find it 

effective to not only stay in the satisfaction line sometimes should go extra miles to please your 

customers (Day, 2003). To increase the number of customers and retain your own customers a 

firm should work on factors which causes customer satisfaction it requires enriching those 

aspects (Ravichandran, Tamil, Arun and Prabhakaran, 2010).  
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The level of satisfaction in private commercial banks is much higher compare to government 

banks since customer’s expectation are different from a private bank. But the private commercial 

banks charges and accessibility is a major issue that can more satisfy customers (Patidar and 

Verma, 2013). People are more interested to do banking with private banks compare to the 

government banks the reason mostly rely on good communication, environment infrastructure 

and practices of modern technology (Agarwal, 2012).  

Responsiveness, secrecy, consistency, security, trustworthiness are the terms that are in a close 

correlation along with customer satisfaction. And out of above mentioned terms responsiveness 

is analyzed to have a major importance in forecasting the customer satisfaction in the banking 

industry (George & Gireesh, 2014). The staff knowledge and quality of managing daily 

enquiries, maintaining the accounts or any service is another key dimension which keeps the 

customers in the satisfaction line (Kumar & Gangal, 2013). Empathy and assurance in banking 

sector specifically in service quality are important dimensions that build strong relationship with 

customer satisfaction (Arora & Saxena, 2013).  

The customer relationship management proposes that commercial banks have to maintain a life 

cycle relationship with customers by providing qualified service customers become interested to 

stay with the bank for life time also can refer the bank to others. In some cases customer do well 

marketing for organization by word of mouths (Das, 2012). 
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2.8 Customer Satisfaction and Consumer Loyalty 

Customer satisfaction is defined in the marketing literature as the psychological state that 

fallouts after the customers experience of a particular service or taste of a product (Heiens, and 

Pleshko, 1996). Satisfaction is the post consumption evaluation of a service or product by 

customers. And this satisfaction happens only if the service or product delivery match or exceed 

the expectation of the consumers which will cause loyalty too (Mittal and Frennea 2010). 

2.9 Customer Satisfaction 

Customers asses service or products in terms of excellence in quality while some 

customers give importance to duration of the time a service delivery consume or a products take 

or many customers consider both quality and duration of time but how satisfied they are with the 

overall experience is what matters and describes customer’s satisfaction. It also depends on the 

service policies and guidelines the organization draw or trains their employees to satisfy 

customer. Any productive company or service provider can satisfy their customers or the clients 

may remain dissatisfy basically satisfaction and dissatisfaction is an examination or evaluation of 

products and services ability to meet the client’s expectations (Zeithaml, Bitner and Gremler, 

2006). 

To look from a positive angle for instance the customers of a private bank are happy and 

satisfied with the quality of service being offered the result will be loyalty and dependability of 

the customers to the bank then increase in the number of customers then higher profits and 

returns.   
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When outcome of a service comes to equivalence to the expectation made for that service 

customer satisfaction rises (Kouthouris & Alexandris, 2005). 

Ten steps to be followed to raise customer satisfaction (Berry, Parasuraman and Zeithaml, 1985). 

1. Access: how easily a service can be achieved. This is flexibility of working hours and 

waiting time by the service providers.  

2. Communication: Proper explanation about the service, how information is received from 

the customers, it involves good listening and common language skills. 

3. Competence: Skills and knowledge of the banks’ customer service representative or the 

service provider. 

4. Gentility: friendliness and politeness of the banks’ customer service representative and 

the service provider. 

5. Trustworthiness:  

6. Reliability: process of the right service at the right time. 

7. Responsiveness: Willingness and readiness of employees to provide immediate access 

service.  

8. Security: Secrecy and confidentiality. 

9. Tangibles: the sign that the service and organization are credible and trustworthy.  

10. Understanding: denotes how well a bank or an organization appreciates the expectation of 

customers.  
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2.10 Customers Retention 

Customer’s retention refers to the customer’s willingness to keep buying and using a 

particular company’s offerings for instance a customer of a conventional bank stay with the 

bank for long time and keeps his/her accounts always active with the bank customer is called 

retained customer. Customers are more value oriented than price or quality oriented also as long 

as the products/or services are offered appropriately there would be expectation for being 

customer retention (Mazumdar, 1993).   

2.11 Positive Features of Improving Customer Satisfaction 

Organizations which try to increase customer’s satisfaction at the end of the day they will 

receive countable economic return (Anderson, Fornell and lehmann 1994).  Because a satisfied 

customer will be retained by the company and remains loyal to the company which will 

guarantee a future profit hence, there is a positive relationship between customer satisfaction and 

profitability.  

2.12 Negative Features of Customer Satisfaction 

A customer that is well satisfied with a product or service will remain loyal customer and 

raise both their repurchase frequency and future expectations while their higher expectations will 

become a challenge for the firm to satisfy they and it will damage the company in the long run 

(Rust and Oliver, 2000). 
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2.13 Barriers to Customer Satisfaction 

Many companies and banks realize the need to offer customer service to customers. But 

most often this is just on paper. The actual service or the quality of the service most of the times 

not present as promised this often leads to customer dissatisfaction. In case of banks recently in 

Afghanistan the Central Banks regulations on AML (anti money laundering) and CFT 

(combating terrorist financing), customers screening supporting documents to comply the central 

banks’ regulation increased dissatisfaction of the customers. Meanwhile customer service task 

and interactions can often be irritating, and client requests can frequently appear demanding 

there may be other barriers in any organization. And the banks must identify the barriers take 

that in to consideration in order to satisfy the customers.  

Some major known barriers for customer satisfaction are: Overworked staff, underworked staff, 

having a non-caring culture, Poor responsibility inadequate system, improper communication 

with customers, lack of motivation, and absence of understanding about customer needs. All 

above mentioned points investigated in the afghan commercial banks.  

2.14 Customer Loyalty 

The word customer loyalty is used to explain the behavior of a customer ranking, reviews 

or recommendation. Some customers do help some business when they are satisfied with the 

service of the entity by expressing their satisfaction sharing to friends and family and to the own 
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business. Basically it is a procedure keeping a client happy so he or she will provide more 

business in the future (Udegbe, and Olumoko, 2010). 

Basically customer loyalty denotes the customer’s eagerness towards a company’s production or 

services it is about the customer’s interest towards a firm or willingness to buy again and again 

from the same address in other word giving a preference to a choice company. Even spreading 

word of mouth and recommending a company to others is what demonstrates loyalty. The 

customer’s happiness causes a live time relationship with a firm. Companies do investments thru 

marketing on loyal customers to owing customers willingness to purchase extra products and 

spread good things, positive words about them and enrich the source of revenues (Palmatier et 

al., 2006). 

Extensive sources has been pointed and identified the identical vital feature for a firm’s 

profitability, sustainability, growth, is customer satisfaction additionally the significance of the 

service quality in the process of financial service delivery. Even though the structure of both the 

satisfaction and quality of service are mostly switchable but this part of the research tries to 

justify the closest connection between the two in an Afghan context. Based on some previous 

cited reviews service quality is a predecessor for customer satisfaction naturally not like some 

other attributes to be build.  

Future of businesses is mostly dependent with customer satisfaction and the significance level of 

customer satisfaction in organizations. To predict a steady cash flow for the future of a business 

only the number of loyal or satisfied customers may help. Normally the features that satisfied 
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customers have is they are less price sensitive additionally they are interested to spend more on 

the products or services they have experience of the past because they know about the quality 

and they might visit the supplier for the previous taste and they have estimation of the price in 

their minds as well (Matzler, Hinterhuber, Bailom and Sauerwien, 1996). 

Most important merits which contribute highly in customer satisfaction is human interaction 

stuffs such as professional behaviors, speedy problem solving skills, politeness and personal 

service is dignified more significant compare to convenience in products by customers (Wan, 

Luk and Chow 2005).  

Customer loyalty is described as a positive visual image about a product, store, manufacturer, 

service or brand and supporting manner for that particular thing (Bowen and Chen, 2001). 

It is been experienced and studied in Afghan financial institution too that attracting new 

customers is costly and time consuming process. And this relationship could be less expensive 

when the customer becomes a loyal customer for the organization. Based on stochastic approach 

of loyalty the behavior of consumers when they purchase a specific product regularly the 

customer is known as a loyal customer (Payne and Frow, 2005). 

Loyal customers are trying to stay with the organization and seeking to build relationship with 

organization. The loyal customers show care on social and emotional values of organizations 

which they are customer of (Assael, 1992).  
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2.15 Customer Satisfaction and Service Loyalty 

Customer loyalty is the customer’s performance or thoughts and actions some describe it 

as customers believes and state of mind against a particular firms. Exchanging information 

known as an important element for customer loyalty for example a customer who is satisfied and 

is loyal often give feedback to the company and expects that firm use it in their advantage that it 

increases the trust between the supplier and customers (Hallowell, 1996). 

Today we are in a competitive business world in order to remain sustain and compete in the 

market to take maximum advantage it is extremely significant of Afghan banks to deliver best 

quality service which will result in customers satisfaction. In today’s competitive business world 

loss of customer for a company will be customer gain for a competitor (Sharifi, Shahriari and 

Shahab, 2015). 

In presence of too many competitors a business has to expend that much energy on retaining 

customers as they spend on gaining customers. Those companies will be succeeding only if they 

understand to invest both in wining new customers and spending on their present customers 

(Levesque and McDougall, 1996). 

There are four essential factors commonly affect the customer loyalty and satisfaction listed 

below.  

 Environmental factor: A comfortable, secure and safe dealing space. 

 Interaction factor: Quick, delightful, friendly communication and offering excellent 

solutions for their financial concerns. 

 Waiting factor: Providing new technologies and offering more tellers. 



23 

 

 Relationship: building pleasant links with customers and offering facilities for them.  

2.16 Reliability in Service Quality 

Reliability denotes a firm’s capacity and ability to offer same service and products 

permanently for its customers, how a firm manages customer service issues, promising time to 

customers is very important and can damage reliability of the firm. In case of banking industry 

ATM services, debit cards or product parts can be considered as reliability a good quality 

product that can be used at any time (Loveman, 1998). 

Description reliability is the basic and greater measure for electronic service quality. Reliability 

is a set of all fulfillments, accurate service, accurate communication, accurate billing, accurate 

information, and accurate calculation (Stiakakis & Georgiadis, 2009). As for as banking is 

concern consistency and dependability are the two factors which impacts banking service. 

Offering same quality of service uniformly at any time in other words having same procedure 

and standards for doing an operation is referred to consistency if any change is supposed to come 

banks should do it in a consistent way and dependability is offering service with assurance while 

trust is another key factor for delivering electronic services in the banking industry for instance 

the Automatic teller machines security has been a notable distress occurrence of unexpected 

errors, not printing the account details and amount left in the slips, irrelevant errors are the 

concerns that could disappoint the customers. 

2.17 Responsiveness in Service Quality 

Responsiveness is the capability to reach customers necessities and requirements in the 

appropriate time and flexibly (Al-Majali, 2010). All the banks and financial institutions 
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influenced rapidly and massively by the advanced and modern technology. In contrast with other 

sectors the revolution of information technology affected and changed the banking industry and 

business environment a lot. In order to stay agile the banks embraced technology for delivering 

their services and for cost decrements (Zhu, Wymer and Chen, 2002). 

New technological tools made the operation of the banks sufficient and consistent to respond 

customers’ requirements quickly which will definitely increase the satisfaction level (Shariq & 

Tondon, 2012).  

The differentiation of products and services in a competitive business industry or environment 

for instance say banking industry it is very difficult because the service that banks provides are 

somehow same (Gronholdt, Martensen, & Kristensen, 2000).  

Each firm wants to have a competitive advantage or a core competency over other firms in the 

industry. Similarly Afghan commercial banks are concentrating on improving quality of service 

delivery to differentiate themselves from other financial institutions in the industry. Service 

quality plays a key role and is a basic element for influencing customer’s satisfaction in the 

Afghan banking industry as well.  

Reference to some evidences which states there is a positive relation between customer 

satisfaction and customer value. Customer value deliberates the cost of product and is known as 

a critical factor beside satisfaction it is described a vital element for banks and some other related 

firms that how customers define the value to design or create value to add services accordingly 

(Getty & Thompson, 1995). 
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2.18 Security and Privacy  

Another important factor for keeping customers satisfied is security and customers 

privacy policies in financial institutions secrecy and confidentiality is been recognized a critical 

factor for customers satisfaction. Key element that turnovers customers from traditional banking 

to internet banking is security risk. Financial social as well as physical risks are much associated 

with turnover (Lin, 2007).  

Internet banking system is designed with advanced level of security and privacy policies in order 

to mitigate the risks while in traditional way of banking people used to rob by gun men in the 

public. experiences showed even in front of the banks people being killed as a reason of carrying 

huge amount of money from financial institutions or fallen in some other headaches therefore 

internet banking attracted lots of customers to join the modern system of banking (Tan & Teo, 

2000). 

Customers wisely accepted innovation to make their life happy and easy. Customers of Afghan 

banks also make themselves sure before turning in to the new system of banking they evaluate 

and analyze the innovation that to what extends it would benefit them. Now days the customers’ 

expectations have been increased from the banks which caused serious competition among the 

banks domestically as well as globally (Jahangir, & Begum, 2008). 

2.19 Review of Customer Satisfaction and Service Quality in India 

This part includes various studies done in India on customer satisfaction and service 

quality in both public and private banks located in India. The researcher is trying to review and 

find gaps. Wants to detect that works done elsewhere (neighbor and close cultural countries) is 

relevant to the afghan context or not.  
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In order to have the targeted customers in the business it is critically important to enrich the 

customer satisfaction capacities. It is being found that the level of customer satisfaction as well 

as customer’s expectation are higher in the private banks compare to public banks. Additionally 

researcher revealed that nationalized banks should develop employee behavior, environment 

infrastructure. And both private and government banks in India should focus in the areas 

professionalism, communication, less charges and approachability, customer conveniences. 

Opinions of the customers towards private banks were better compare to service of public banks 

the facilities like adequate customer service staff, enough tellers, consistency and simplicity in 

the use of self-service technology are the constructive arguments that could increase the 

customers satisfaction level and their faithfulness (Caruana, 2002). 

High privacy and secrecy policy in self-service technologies like ATMs and internet banking 

services have a close association towards responsiveness, fulfillment and satisfaction. 

Responsiveness is out lined to be the most important dimension in forecasting customers’ 

satisfaction in the banking sector. The five dimension of service quality which are reliability, 

tangibility, responsiveness, empathy, accountability all mentioned constructs are significantly 

correlated with customer satisfaction (Kumar and Mittal, 2015). 

2.20 Review of Customer Satisfaction and Service Quality in Sri-Lanka  

Same as other countries banking sector is vital factor in the Sir Lankan economy as well 

with serious competition. In order to sustain and survive in the market banks should maintain 

considerable customer satisfaction. As earlier stated customer satisfaction is a global 

phenomenon that comes across all organization in the world.  
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A firm’s growth, sustainability, accomplishment and performance mostly govern by service 

quality in the banking industry. Service quality is defined as an observed quality of a product or 

service being judged by a customer after experiencing that particular product. Several scholars 

have defined service quality in different ways and have added to its concept by suggesting 

different measurement methods. Service quality is an organizations’ performance long term 

assessment and the opportunity to judge the firm’s productions (Haffman and Batesan, 2010).  

Service quality is comparison of customer’s expectancy and the evaluation process of service 

delivery outcomes that is the brilliance in service (Das Gupta & Sharma, 2009).  

It is to evaluate their firms’ service quality by receiving feedbacks from customer in order to 

develop their business the service companies recognize the problems swiftly and examine 

customer’s satisfaction attractively. 

Organizations in Srilanka have identified customer satisfaction and service quality as the 

important differentiator in Srilanka market to compete more successfully in banking industry. 

Customer satisfaction explained as a products performance in contrast to buyer’s expectancy 

level. There exist a robust positive relation among customer satisfaction and quality both the 

conceptions are different fundamentally but they have many think in common. Perceived service 

quality is considered as a component of customer satisfaction and it is a determinant of customer 

satisfaction (Ushantha, Wijeratne and Samantha, 2014). 
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2.21 Review of Customer Satisfaction and Service Quality in Pakistan 

To review the studies about customer satisfaction and service loyalty particularly banks 

located in other countries depict us the finding of some professional researcher with an opinion 

to validate the study and to enrich the study by recognizing the gaps.  

Observably enhancement the Service quality and mobile banking can retain key customers. In 

Pakistan the clients of foreign banks experience best service quality compare to clients of 

nationalized banks because of their innovation, advancement in technology, practicing modern 

banking, offering adequate facilities. Though, generally the banks in Pakistan appraised by 

customers positively yet developmental suggestions recommended (Aghdaie and Faghani, 2012). 

Building a strong relationship by providing a better service will enrich the customer satisfaction 

additionally it is been noticed that e-banking, update information about the products ,quick 

service process and quality of service not only influence the customers also constructs a strong 

correlation with  customers satisfaction in banks operating within Pakistan territories. In order to 

retain the customers any organization or a bank should identify the key factors contributing in 

the customer satisfaction since only satisfied customers will stay with the organization because 

the customers’ happiness is intensely related to quality of service provided.  Clients delighting 

and satisfaction leads to trustworthiness (Khalid, Mahmmod, Abbas and Hussain, 2011). The 

electronic services and technological self-service equipment’s verified attractive and had major 

impact on customer satisfaction and profitability of the banks.  Business people, corporate 

customers, and low income category were satisfied by the service of the banks while higher 

income and medium income customers’ categories were dissatisfied by the quality of services 
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provided by banks in the country. Key features influencing the customers satisfaction are less 

time consumption in handling single transaction, accuracy in routine daily operations, customer 

service knowledge and skill of employees, keeping customers information top secure,  giving 

enough time for each individual customers enquiries and for transactions completion. 

Responsiveness is the highest influenced construct for customer service quality (Appannan, 

Doraisamy and Hui, 2013).  

Customers always look after their interest and meditate that which bank offer them a cheap and 

reasonable services also some smart customers give a lot of importance to the other variables in 

banks like assurance, safety and guarantees which are reflects to be significant and are extremely 

effecting the customer satisfaction. Very close correlation assessed between business image, 

service quality and customer satisfaction (Zameer, Tara, Kausar and Mohsin, 2015). 

Basically the intangibility of service will make evaluation of a service tough compare to a 

product. Naturally people will hesitate to judge things cannot be touched. And their intangibility 

will make them more autonomous (Hoffman and Bateson, 2010). 

Same as other industries service quality is extremely significant factor in the banking industry as 

well for development, success and sustainability. Service quality is the most critical function to 

satisfy the customer’s expectation therefore, based on this justification customers are the only 

judges of service quality that if they meet their expectation and perceived worthy service then 

only customers satisfied (Walker, 2006). 

The service quality is an examination of how healthy the service delivery process meets the 

customers’ expectation and the quality of services being measured by consistency, 
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responsiveness, the service promises and assurance to target customers. The concept of 

satisfaction and quality are in a tied connection with customers’ willingness and eagerness for 

the supplied product or service. Basically quality is a capability and set of special distinct 

attributes for a product or service a company offers also the process to realize and serve the need 

of customers. Customer satisfaction is the feeling and judgment of a customer against a product 

after experiencing the product or service.  Despite the fact that it is more than two decades which 

the theory of customer satisfaction developed but still no fix generally accepted agreement exist 

on satisfaction concept (Saunders and Lewis, 2009). 

 It is been recognized by researchers that consistency and functionality are significant elements 

for service quality therefore; based on this finding we can say that there exist a positive linear 

relationship among customer satisfaction and service quality. As for as the quality of service is 

concern in the banking industry the management of the bank or leading body should pinpoint the 

key quality determinants. Providing adequate information about the service to the customers and 

handling the customer’s expectation in its best way in all everywhere irrespective of culture.  

The issue of customer satisfaction and service quality is a general concern globally which has 

impact in all organizations be international or domestic, profit or nonprofit. Intensively 

companies are trying to study, asses, and evaluate the factors that improve customer satisfaction 

aiming to capitalize customer’s shares and develop the financial performance of the companies.  

In today’s competitive market the crucial factors quality and customer satisfaction known as 

important tools for success and survival of businesses. In all researches done in this area it is 
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boldly indicated that these two are the most significant elements in attaining organizational 

objective.  

If organization do not pay attention on quality of service, all organizations specially the financial 

service institutions will face complaints from customers. And those unsatisfied customers will 

share to a number of other customers. As it is indicated when a financial institution provides 

service to one customer it will gain three and lose nine when provides low quality service to one 

customer, therefore here we understand the importance of service quality how better it is to gain 

three instead of losing nine. Not only this when focusing on quality an organization may receive 

number of unexpected benefits such as customer loyalty when a business concentrate on 

customer satisfaction it will gain new customers therefor, it is much cost effective to retain the 

customers rather than trying to gain and attract new customers additionally a good service quality 

will enrich the image of the business (Khattak, 2010). 

Customer satisfaction determines up to what level products or services will meet the purchaser’s 

expectation. Measures how good the expectation of customer related to a particular product or 

service offered by an organization will meet. The concept of customer satisfaction includes 

factors like quality of service or products offered the location from where the service is 

purchased and obviously the price of the products or service determined. 

Customer satisfaction widely and globally known as a major element of marketing 

considerations mainly in service sector because in this industry the service plays the major role 

to take care of customers’ needs and service should be designed in way to attract consumers to 

pay (Okumus, 2005). Respondents are more concern about the education level and the behavior 
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of the staff the way staff offers the service their attitude and communication. It is discussed in 

many articles that when consumers purchase a service or product and are happy and satisfied 

with that particular service after experiencing, most probably consumers will repurchase and 

may become a life time customer of the supplier (Wells and Prensky, 1996). 

The satisfied customers become the loyal customers within some time if the uniform service is 

offered continuously based on their expectation and requirements which are basically worthy 

sources for intensifying organizations trustworthiness and these satisfied customers can convey 

positive messages to others in the society on the other hand a dissatisfied customer will damage 

the business easily by spreading negative word of mouth that may cause a serious destruction on 

the sale level and company’s image (Naser, Jamal and Al-Khatib, 1999). Hence, it is significant 

for all companies to make sure that their customers are happy with the service/products they 

provide.  

Since last decade customer satisfaction in banking industry has got influential attention. The 

main reason behind this is recently the competition in the banking industry has been increased 

dramatically and somehow all bank concentrate on customer satisfaction as a key factor of their 

strategies in marketing (Okumus, 2005).  

though today we are experiencing advent technology in our routine business and banking 

industry with ATMs, internet banking, mobile banking, call centers but still people interested a 

lot in doing face to face banking with a teller in a branch based on the surveys being done people 

who visited branches and cashiers almost 35 percent were strongly agree that it was their most 

favored communication channel while emails were the lowliest way of communication in term of 

customer satisfaction.  
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The three best significant measures in bank selection for Muslims are the delivery of a quick and 

proficient service, the time limit of the transaction, the bank’s trustworthiness and background 

(Metawa and Almossawi, 1998).  performance of banking in Islamic banks’ customers examined 

with a sample of 300 customers. The result discovered two significant bank selection criteria 

obedience Islamic sharia and rate of return. The most critical bank selection for Islamic banking 

customers are the bank background and image followed by strict compliance to Islamic norms    

(Naser, Jamal and Al-Khatib, 1999). 

Customer satisfaction measures that to what extend the users’ expectations achieved or exceed 

against a product or service. Satisfaction as the desire or displeasure an individual feel after 

experiencing a suppliers product/service compare to his or her expectations (Carrillat, Jaramillo 

and Locander, 2004). In the same way (Hoyer and MacInnis, 2001) defined that satisfaction is 

associated with sense and feeling of appreciation, delightfulness and enjoyment. 

Satisfaction is a sensitive reaction in between what customers expect and what they exactly 

receive in regards to certain requirements, needs and desires. Furthermore customers’ 

satisfaction helps in building trust, achieving long term objectives, brand name and also 

strengthen relationships with customers then at the end a good return to an organization 

(Hansemark and Albinsson 2004). It is indicated that for product differentiation a high level of 

satisfaction is necessary that service providers should be able to achieve.   

Customer satisfaction is perceived as a significant factor for the firm’s strategic plans in a 

competitive business environment. Each firm seeks to retain its existing customers and attract the 

new targeted ones. A firms success and growth is retention, customer satisfaction and loyalty 
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therefore, now a days firms are mostly engage to train their staff courteous behavior and friendly 

attitude so that to impress consumers positively and as a result gain customer satisfaction (Kuo, 

Wu and Deng, 2009).  

As for as satisfaction in banking industry is concern researchers reports and studies done in 

Singapore the bank locations are considered as an important element for selection of the banks 

moreover there are other factors too that influence customers to take decision for bank selection 

like number of bank branches available in the city, how fast transactions complete, how useful 

financial advice banks can provide to customers, location of ATMs (Khattak, 2010). 

Customer satisfaction is extremely significant for banks since customers are the eventual source 

for a firm’s return and profitability according to the studies done in Malaysia examines the 

customer satisfaction in both conventional banks and Islamic banks considering different 

variables and satisfaction the result reveals that customers are happy with quality of service that 

covers responsiveness, staff efficiency and competency, staff approachability, friendliness 

behavior, providing and installing self-service technological mechanisms (Saad, Bovik and 

Charrier, 2012).  

Customer’s satisfaction on conventional banking and Islamic banking which demonstrates that 

customers who are involved in Islamic banking they are more satisfied then those who are in 

conventional banking (Hunjra, Ahmad, Rehman and Safwan, 2011).   

As a marketing term customer satisfaction is described as a measurement tool that products and 

services offered by a firm will satisfy the customers requirement or not or is the service delivery 

process designed based on customers need and meets their expectations through this important 

measurement businesses ensure the success. The firms know that customer satisfaction and 
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customers’ feedback can determine the market growth of tomorrow. Level of product quality, 

service quality offered, the localities and locations from where the products/or service is bought 

also the price are the measurements for satisfaction (Shen, Tan and Xie, 2000).  

While the banking sector presented ATMs the purpose was to diminish the rush over the teller in 

the hall of the branch, provide quick facility by accessing customers to their accounts and 

increase the level of convenience of their customers. Additionally this self-service machines 

decrease the load of work on the banks and their working hours since it operates for 24 hours. 

The safe and secure locations of the ATMs, user-friendly system with high speed minimum 

errors, less cost, back up cash are the other benefits for customers that could increase the level of 

customer satisfaction (Iberahim, Taufik, Adzmir and Saharuddin, 2016).  

The key elements that contribute and influence more customer satisfaction in banking industry 

globally are availability of enough ATMs and convenience in its usage. It is insisted that some 

customers prefer to switch to other banks for accessibility to ATMs in strategic locations and 

adequate number of ATMs customers consider it as broad service offering and customer care 

scheme (Tuli, Khatri & Yadav, 2012). 
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Chapter three 

Research Methodology 

3.1. Introduction 

The previous chapter pointed out on the clarification of important terms as well as major 

concepts related to the topic. This chapter summarizes the methodology used in the study.  

 

3.2 Sample Selection  

The data gathered for this research was from a simple random sample of afghan 

commercial banks specifically in Kabul but without limiting any branch of any bank. As 

sampling should represent the whole population of a state whereas the researcher succeeded to 

gather only 100 feedbacks from respondents while nearly 180 surveys were distributed. A 

population is the total number of individuals that a research attains or focuses on. And a part of 

this population that is selected to study is sample (Bryman and Bell, 2003). 

Therefore the researcher put its effort to select respondents for the questionnaire randomly. 

Customers those who visited the sampling area within the time interval set by the researcher this 

procedure fixed in order to minimize the sampling error and to make sure that collected data will 

represent the population. From all total population of customers in the branches of commercial 

banks in Kabul 100 people finalized as the sample size of customers that will be added in the 

sample.  
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3.3 Data Collection 

For collecting the primary data in this research questionnaire used by researcher through 

visiting commercial banks halls and branches and distributing questionnaire for various 

customers of different age, income, gender, and type of service. A total of 23 questions 

responded by the participants. Questionnaire included the demographic data section and 

designed in way to answer the research question; consisting of question covering service quality, 

customer loyalty, satisfaction, trust and security.  

3.4 Variables  

The dependent variable in this research which is customer satisfaction will be examined 

against three independent variables that are as follow service quality, customer loyalty and 

security.  

3.5 Theoretical framework 

In this research the surveyor tries to examine the influence of the service quality 

dimensions that customer satisfaction is considered as dependent variable whereas loyalty, 

quality and security are indicated as independent variables. The associations between dependent 

and independent variables arrangements in the model show us that how service quality will have 

impact on customer satisfaction in Afghan commercial banks.  
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     Figure 3.5.1 Framework of customer satisfaction 

 

Dependent variable  
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Source: (Akgam, 2013).  
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3.6 Hypothesis Development  

Reference to above declared framework and the purpose of the research, the researcher 

form the hypothesis as below.  

 

H1: There is a positive relationship exist between customer satisfaction and service quality in 

Afghan commercial banks.  

H01: there is no relationship between customer satisfaction and service quality in Afghan 

commercial banks. 

H2: There is a positive association between customer satisfaction and loyalty in Afghan 

commercial banks. 

H02: There is no association between customer satisfaction and loyalty in Afghan commercial 

banks. 

H3: There is a positive correlation between the customer satisfaction and security in Afghan 

commercial banks. 

H03: There is not a positive correlation between the customer satisfaction and security in Afghan 

commercial banks. 

Reference to several researches done in the area shows that all three hypotheses stated above 

explains that there is a positive relationship between the customer satisfaction and the service 

quality, customer loyalty and security (Nur Syuhanida, 2011). This study about Afghan 

commercial banks assumes:  
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3.7. Statistical Analysis 

In order to examine and test the research hypothesis of the study, according to the frame 

work of the study quantitative research approach has been used for this research. The excel data 

analysis tools used extensively to make sure about the appropriately examination of the data.  

To find and analyze the relationship among the variables designed in the model Correlation is 

used from excel data analysis tools, a very common and generally known statistical techniques is 

used by researcher in this study to analyze the performance of the gathered data in this research.  

Questionnaire constructed in a way to respond the indicated research questions. In order to avoid 

any misunderstanding the researcher informed the respondents regarding the purpose of the 

study. Additionally questionnaire build with a total of 28 questions with demographic queries in 

the beginning followed by questions to test the satisfaction level of the customers related to 

customer satisfaction which is the dependent variable also the questionnaire included questions 

to check the customer’s loyalty. In the same process for security and quality questions were 

added to check their associations with customer satisfaction. The research tried to arrange the 

questions simple, concise and meaningful to not be boring and time consuming. 

3.8 Data Analysis Techniques 

In order to analyze the data three methods used for this study.  Descriptive analysis, 

correlation analysis and regression analysis though these methods the researched data examined. 
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3.8.1 Descriptive analysis 

 

To test the hypothesis in the study framework the validity statistical tests chose to employ 

like descriptive analysis, correlation tests, regression test and reliability test. To check and test 

the customer loyalty against particular service quality of a firm quantitative analysis is the 

device. 

3.8.1.1. Normality 

Once we check out the descriptive statistics for our research data, prior to testing 

other statistical tests better to see that whether our data draws the normal distribution or not, 

since most of the statistical tests and techniques including regression and correlation are 

based on the assumption which the data follows normal distribution or not (Peat J & Barton 

B, 2005). Researchers test the normality test in statistic to see that the gathered data is shaped 

properly by the normal distribution or not. 

In order to verify the validity of the regression model also discuss some assumption 

regarding multiple regression model below listed tests will assure us that the result of the 

research and the model is accurate. 

3.8.1.2. Linearity 

Based on this test one can check linearity association among the dependent and 

independent variables. Can be tested using scatter plots if there will be only one variable but 

when there are many variables such as the current study it is not easy to test whether there 

exist linear relationship among them. in case of many variables available we can test by 
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checking the R2 we can test if the value is large it indicates that there is linear association 

among the dependent and independent variables. 

3.8.1.3. Hetertoscedasticity 

When the residuals got the same standard deviation there exist the problems of 

hetertoscedasticity. A simple way to test whether there is the problem usually it is checked by 

the ran regression’s residuals then if one observed any pattern by looking at the figure there 

is hetertoscedasticity if not visually seen then no heteroscedasticity problem. 

 

3.8.2 Correlation Analysis 

 

A method used for statistical examination to assess the strong point and relations among 

variables. To check the strength of the relationships of the accessible data the software called 

SPSS is used along the MS excel to specify that a relationship among two variables exist or not if 

exist how strong it is. Considering out research regression, correlation will be used the Pearson 

correlation that deals with measuring the significance of linear bivariate amongst the independent 

and dependent variables to attain our target which is the objective of the research. By using 

multiple regression we will define that whether a relationship exist between dependent variables 

and independent or not that will show us the level of level of relationship, strength of the existed 

relationship. Furthermore linear regression will help us to find the straight line best fitting to 

show the association among the experiential values, since the fitted line used to show and 

summarize the relationship between the variables (Benesty, Chen, Huang and Cohen, 2009). 
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In fact a correlation is used to define the available relationship between two variables 

considering each observation accordingly or correlation gives us a result that how two or more 

things have connection with each other. The length of correlation is from -1.00 to +1.00 which 

both of these numbers denotes that there is a perfect correlation among variables therefor the 

values between 0 to -1.00 that will have a minus sign affix with it show a negative correlation 

which means when a value of one variable goes up the value for other variables falls similarly 

the positive correlation that values are in range between 0 to +1.00 shows as one value goes up 

the value of other variable goes up as well. The size of correlation value specifies the precision 

and exactness towards an accurate prediction (Reinard, 2006). 

In this research in order to define the relationship among the dependent and independent 

variables the relationship measurements specified as follow when we have correlation = r = 1 

perfect relation from 0.76 to 0.99 very strong relation. From 0.51 to 0.75 strong relation from 

0.26 to 0.50 medium relation from 0.11 to 0.25 weak relation from 0.01 to 0.10 very week 

association and 0 no association (Reinard, 2006).  

3.8.3 Regression Analysis 

 

A process used in statistic to predict the relationship between variables. for gaining more 

information regarding variables association multiple regression can give us hence it permit 

calculating a part correlation that is basically a correlation among one predictor and a dependent 

variable while keeping other variables on hold.  
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The multiple regressions had the ability to examine the relationship which will be exist in 

between more than two variables and when there is not a straight line pattern available in 

relationships between variables nonlinear regression practices. In other word when there is one 

dependent variable Y and two or more independent variables in order to analyze the study and 

associations multiple regression is used (Stojanov, Dobrilovic and Stojanov, 2013). 
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Chapter Four 

Findings 

4.1 Introduction 

This chapter represents the result of the data. The collected data analyzed and explored 

through tests to respond the research questions and hypothesis tests acknowledged in the earlier 

chapter.  

4.2 Data Analysis  

Gap analysis model is frequently used to define the service quality (Zeithaml et al., 

1988).  The gap mostly finds among the customers expectation and their perception that could 

ultimately identify their insight status whether satisfied, excited or dissatisfied. The excited and 

satisfied customers will have a clear percentage to be retained and sooner or later will be added 

to the list of loyal.  

It worth to mention that 150 questionnaire distributed to commercial banks customers currently 

operating in Kabul (Kabul Bank, Azizi Bank, Maiwand Bank, Pushtani Bank, Bank-e-Meli, 

AIB,AUB and ACB)  however, the researcher could gather from all mentioned banks a sample 

of 100 answered questionnaires.  

4.3 Responses from Customers  

The customer’s responses contain customers perception towards services provided 

(service quality) the customers’ satisfaction level, examining their loyalty, their view about 

security and privacy fulfillments offered by Afghan commercial banks in Kabul.  
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Customers Perception Results 

Table 4.1: Which category of customer do you belong to? 

 

   

 

 

 

 

 

 

Figure 4.1: Which category of customer do you belong to? 

 

Table 4.1, the purpose of the table is combination of several customer categories at Afghan  

commercial banks that customers are exposed with, and it is significant because we will have 

different observations about customer service when there will be different types and categories 

available and serves.  

Category Frequency Percentage 

Corporate 18 0.18 

Private 41 0.41 

Payroll 37 0.37 

Other 4 0.04 

Total 100 1 
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The table and circulation shows that responses are high in private and payroll customers. There 

are 41 and 37 out of 100 answers from private and payroll consecutively those covers 41% and 

37% responses each, followed by corporate 18 answers which is 18% responses. 

The three main categories of customers involved in banking with Afghan commercial banks 

categorized by researcher. Private account holders are those who visits banks many times during 

a month, payroll customers visit banks branches for only withdrawing their salaries maybe once 

a month or twice a month. Corporate customers who are being treated differently by banks they 

come to banks any time to transact business, they have special agreements and incentives by 

banks like customer relationship managers, special hall, customer service staff to attend them.  

 

Table 4.2: How long have you been involve in banking in Kabul? 

 

 

 

 

 

 

 

 

 

 

Years Frequency Percentage 

0 - 1 10 0.1 

2 - 3 12 0.12 

3 - 4 20 0.2 

4 - 5 23 0.23 

Above 5 35 0.35 

Total 100 1 
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Figure 4.2: How long have you been involve in banking in Kabul? 

The customers of commercial banks in Kabul after 2001 since most of the banks were not existed 

before and the financial systems were distorted. The Table 4.2, is demonstrating that 35 

respondents representing 35% which is the highest are doing business with the commercial banks 

more than 5 years, followed by 4-5 years 23% and 3-4 years 20%  this shows that commercial 

banks had the ability to retaining customers for some years and obviously it describes customer 

loyalty to their related banks. Customers stay with the banks and do not shut their accounts and 

relations when they were satisfied.  

Table 4.3: Does your bank have provided you a relationship manager? 

 

 

 

 

 

 

Answer Frequency Percentage 

Yes 28 0.28 

No 72 0.72 

Total 100 1 
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Figure 4.3: Does your bank have provided you a relationship manager? 

One of the potentials ways that commercial banks could do for customers to keep them comfort 

is access to relationship managers, from table 4.3 72 participants which denotes 72% said they 

have no relationship managers. It implies that commercial banks in Kabul are missing something 

worthy here. The relationship manager brings facilities to customers and helps them in daily 

business transactions. Commercial banks in order to retain their customers it is significant to 

provide relationship managers, since retaining a current customer proven less costly then gaining 

a new customer. Based on table 4.3 Afghan Commercial banks provided only 28 customers out 

100 which is tremendously less or maybe they are focusing only on corporate customers.  

Table 4.4: How will you rank the staff of the bank you have account with? 

 

 

 

 

 

Rank Frequency Percentage 

Excellent 0 0 

very good 22 0.22 

Good 59 0.59 

Fair 19 0.19 

Poor 0 0 

Total 100 1 
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Figure 4.4: How will you rank the staff of the bank you have account with?  

Same as other service sectors staff behavior and their quality of service is critical in the banking 

industry as well. Customers are the judge that grades the staff about their attitude and 

professionalism. From table 4.4 59 respondents out of 100 that denotes 59% said good about the 

staff of their related bank followed by 22 answers received very good in survey while ranking 

staffs. The figures show that customers are by some means happy from the staff behavior of 

Afghan commercial banks in Kabul. It looks like banks have recognized the importance the area 

though; customers rank the performance of the staff of commercial banks generally but reference 

to the above result it shows that no customers said they performed poorly the above results states 

that staffs did their jobs to the satisfaction of customers and gained customers happiness. A 

delightful customer is an asset for organization they can separate word of mouth they can bring 

new customers may stay loyal with the company and build life time relationship with an entity.  
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Table 4.5: What do you like the most about the bank you have account with?  

Options Frequency Percentage 

Excellent customer management  36 0.36 

Staff behavior communication 28 0.28 

Adequate knowledge about products 11 0.11 

short turn time 19 0.19 

Other 6 0.06 

Total 100 1 

 

 

 

 

 

 

 

 

Figure 4.5: What do you like the most about the bank you have account with? 

Out of 100 respondents 36 said they like excellent customer management, 28 said staff behavior 

and communication, 19 said short turn time that in all mentioned options the customer service is 

there in the attitude of staff for customers. Adequate knowledge about products is the lowest 

with this sample still it reflects a good feedback for Afghan commercial banks that they should 

work and enrich the weak point by holding trainings and increase the capacity of their staff in 

order to deliver fulfilled service. Since satisfaction is a must in the service industry only the 
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satisfied customers will turn to loyal customers for the banks. In addition, the percentage for 

short turnaround time means much is not done in that area too Afghan banks could concentrate 

on its enhancement.   

Table 4.6: Have you ever recommended any bank in Kabul to others? 

Answer Frequency Percentage 

Yes 34 0.34 

No 66 0.66 

Total 100 1 

 

Figure 4.6: Have you ever recommended any bank in Kabul to others? 

 

 

 

 

 

   

When customer will happy from the service or product of an organization only then they will 

recommend to others to also get the benefit of. From the above chart and table it shows that out 

of 100 respondents only 34 participants recommended the banks of their choice to others which 

is not a good number and not good news for the Afghan commercial banks. It signifies that a 
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very low portion of customers might be loyal yet. The banks in Kabul may start taking necessary 

actions in this regard.  

Table 4.7: Do you want to stay as a customer with you current bank for long time? 

   

 

 

 

 

 

 

 

 

 

 

Figure 4.7: Do you want to stay as a customer with you current bank for long time? 

From Table 4.7 out of 100 respondents only 21 participants said No, 36 didn’t determined and 43 

said yes, which is a positive sign for the banks their customers want to stay with them for long 

period of time it reflects the service provides by Afghan commercial banks are in line with 

customers expectation and they want to do banking for long time, but the banks needs to work 

more to turn those undermines to yes means all customers are not satisfied.  

Answer Frequency Percentage 

Yes 43 0.43 

No 21 0.21 

Undetermined 36 0.36 

Total 100 1 
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Table 4.8: What service do you like to be added? 

Rank Frequency Percentage 

Extend the commercial hours 15 0.15 

Afford more tellers 19 0.19 

Increase the number of customer service 12 0.12 

Increase the number of ATMs in Kabul city 54 0.54 

Others 0 0 

Total 100 1 

  

 

 

 

 

 

 

 

Figure 4.8: What service do you like to be added? 

The Table 4.8 is revealing that 54 respondents that present 54% which is the highest in response 

to the question what service do you like to be added?  They said they like an increase in the 

number of ATMs in Kabul city. It means that the current numbers of ATMs Afghan commercial 

banks have are not adequate. Since ATMs make the life people easier and they don’t need to 

stand in long queues for hours therefore, the customers are seeking increase in the facility. 
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Furthermore, some small percentages are asking for extension in the commercial hours and some 

are not happy with the number of available teller in the halls of Afghan banks they think tellers 

are not adequate and the banks should afford more. These feedbacks are very significant for 

banks in Afghanistan in order to increase their satisfaction should work on the suggested areas 

and maintain an overall improvement including retention, loyalty, sustainability and growth.  

Table 4.9: The bank follows the customer’s privacy policy?  

    

  

 

 

 

 

 

Figure 4.9: The bank follows the customer’s privacy policy?  

 

Rank Frequency Percentage 

Strongly 23 0.23 

Agree 28 0.28 

Normal 37 0.37 

Disagree 12 0.12 

strongly disagree 0 0 

Total 100 1 



56 

 

0

20

40

60

80

100

120

Strongly
Agree

Agree Normal Disagree strongly
disagree

Total

Frequency

Percentage

Based on table 4.9 the 37% respondents feel that privacy policy treated by Afghan commercial 

banks in a normal way followed by 28% agree and 23% strongly agree means customers have an 

optimistic view about privacy and secrecy in commercial banks. Privacy policy considers as a 

significant job description for all banks and bankers, keeping confidential the customer’s 

information strengthen the financial institutions trustworthiness and make customers feel 

satisfied.  

Table 4.10: My bank has adequate seats available for customers? 

 

 

 

 

 

 

 

Figure 4.10: My bank has adequate seats available for customers? 

Rank Frequency Percentage 

Strongly 

Agree 
7 0.07 

Agree 52 0.52 

Normal 38 0.38 

Disagree 2 0.02 

Strongly 

disagree 
1 0.01 

Total 100 1 
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In the service sector there are many reedy issues to be cared between an entity and customers for 

instance in the banking industry customers should be preserved respectfully and they should feel 

valued while they are visiting the branches, and the banks should provide facilities like free 

WIFI, good environment and adequate seats when they are in waiting reference to survey and 

data collected table 4.10 represents that 52 respondents which is 52% said agree and only 2% are 

disagree for the facility offered  by Afghan commercial banks reference to the numbers in the 

table means a greater number of customers are satisfied for the asked question.  

Table 4.11: The bank has kept my information secure and has never leaked it. 

 

 

 

 

 

 

 

 

  

  

 

 

Figure 4.11: The bank has kept my information secure and has never leaked it. 

Rank Frequency Percentage 

Strongly Agree 14 0.14 

Agree 43 0.43 

Normal 36 0.36 

Disagree 4 0.04 

strongly disagree 3 0.03 

Total 100 1 
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In response to the question of table 4.11 a good number of respondents are in the positive side 

they are agree, strongly agree regarding keeping their information secure by banks, only 3% are 

strongly disagree and 4% are disagree which is not a noteworthy digit still commercial banks in 

Kabul may take necessary steps to mitigate this shortcomings.  

Table 4.12: This bank pays keen attention on security and safety issues? 

 

 

  

  

 

 

   

 

 

 

 

 

 

Figure 4.12: This bank pays keen attention on security and safety issues? 

The figure and table 4.12 represents the performance of banks in Kabul against security and 

safety concerns. Out of 100 respondents 41 said its normal and 35 from 100 said they are agree 

Rank Frequency Percentage 

Strongly Agree 22 0.22 

Agree 35 0.35 

Normal 41 0.41 

Disagree 2 0.02 

Strongly disagree 0 0 

Total 100 1 
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with the banks and 22 from 100 said they are strongly agree and only 2% are disagree The result 

of the survey for this questions indicates that banks have understand the situation and put lots of 

efforts to keep their customers satisfied. In a country like Afghanistan security is a very critical 

aspect that could be dangerous in some cases for customers as well as financial institution.  

Table 4.13: This bank provides quick and sufficient service. 

 

 

 

 

 

 

   

 

 

 

 

 

 

Figure 4.13: This bank provides quick and sufficient service. 

Basically it includes the willingness of the banks staff or service provider to help customers for 

daily operational and swift service delivery. 

Rank Frequency Percentage 

Strongly Agree 5 0.05 

Agree 32 0.32 

Normal 38 0.38 

Disagree 18 0.18 

strongly disagree 7 0.07 

Total 100 1 
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Quickness and sufficiency measures the responsiveness of employees of commercial banks in 

Kabul how fast customer’s business transaction gets processed in the banks’ branches. To benefit 

customers by consuming their less time in the bank increases their satisfaction level. 

To view respondent’s feedback on this question Table and diagram 4.13 can help 32% of 

respondents are agree that banks in Kabul provide quick and sufficient service. 38% think 

quickness and sufficiency in banks are normal and 18% however disagree about quickness and 

sufficiency of commercial banks in Kabul. 

Customers never want to waste their time in the halls of banks or branches they always want to 

be served quickly, the want their transaction gets done as soon as possible they just don’t care 

about anything else delay is intolerable for them by any means. Now if customers are with an 

opinion that banks are swift in daily operation then it is a plus point for the banks. 

Based on the table and data what customers want is the banks should satisfy them. Those 

customers who are disagreeing they might have suggestion like the number of teller to be 

increased, tellers or so slow they should be faster. Here is some interesting information from 

customers of banks to the commercial banks in Kabul working in this parts definitely will 

increase customer’s loyalty and dependability that both parties will be profited. 
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Table 4.14: All the bank personnel are approachable and friendly. 

Rank Frequency Percentage 

Strongly Agree 17 0.17 

Agree 38 0.38 

Normal 26 0.26 

Disagree 19 0.19 

strongly disagree 0 0 

Total 100 1 

           

 

 

 

 

 

 

Figure 4.14: All the bank personnel are approachable and friendly. 

The Capability and knowledge of staff towards customers the ability to motivate trust, assurance 

in managing the customers. 

The number of customers doesn’t matter, what matter is each and everyone needs privacy, 

friendly environment and availability of staff so that their queries responded their problems 

solve. Customers are always keen enough about banks employees therefor employees should be 

professional in managing customers so that could assure them.  
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The Table 4.14 discloses that 38% of commercial banks are agree with banks courtesy of staff in 

Kabul, 26% say Normal about the courtesy of customer service in commercial banks, 19% of 

respondents are disagree. This should be considered since it will be destruction for customer 

retention. A friendly attitude by employees of banks will improve the relationship of customer 

with bank. Since customers are the heartbeat for any firm and proven significant to care about 

them and give each single customer sufficient time and individual attention.  

Table 4.15: Branch(s) location is convenient. 

  

 

 

     

 

 

 

 

 

 

 

 

Figure 4.15: Branch(s) location is convenient. 

Rank Frequency Percentage 

Strongly Agree 12 0.12 

Agree 39 0.39 

Normal 37 0.37 

Disagree 7 0.07 

strongly disagree 5 0.05 

Total 100 1 
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The existence of physical facilities the position of branches within the Kabul city, the location of 

ATMs the tools and equipment used to offer the service and communications.  

Above table 4.15 articulates that 39% of respondents are agree 37% says it is in normal locations 

and there are disagreements too. Those agree they are happy with branches of commercial banks 

within the city which is a worthy thing.  Those who are disagreeing it mean the location of banks 

branches are not convenience for them and they are not satisfied with the locations. Those who 

have said normal we could interpret as that they have just expected the location where they are.  

Averagely respondents said normal or alright for the positions of the bank’s branches which 

could mean it are within the expectation of them.  

From the above table one can say that the number of respondents who are agreeing is much 

higher than those who are have disagreed in addition to normal.  

Table 4.16: Adequate time is scheduled for each individual customer(s). 

         

 

 

Rank Frequency Percentage 

Strongly Agree 7 0.07 

Agree 23 0.23 

Normal 47 0.47 

Disagree 17 0.17 

strongly disagree 6 0.06 

Total 100 1 
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Figure 4.16: Adequate time is scheduled for each individual customer(s). 

One of the qualities of employees is to be care about customers and give each single individual 

customer adequate time, by practicing this courtesy basically one ensures customers feel valued 

and shows that organization is look after their needs as a result customers may stay for long time 

with the organization.  

From table 4.16 47 respondents out 100 says that adequate time given to the customers at 

Afghan commercial banks is normal whereas 23 agrees that adequate time is given and also a 

cumulative frequency of 17 respondents are disagree on the question adequate time.  

In today’s competitive business environment customer’s retention is a must in order to survive 

and compete in the market to be sustainable and successful among the firms it is important to 

care about customers and look after single needs of customers. Each customer wishes that bank 

give him/her enough time whenever visiting the branch expecting bank employees schedule 

adequate time for them in their business meetings as well as business transactions. We can say 

that Afghan commercial banks are in green side based on the result of 100 samples analyzed.  
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Table 4.17: Bank branch(s) should increase in Kabul city. 

   

 

 

 

 

 

 

Figure 4.17: Bank branch(s) should increase in Kabul city. 

Another measure thing that could make customer delightful in the banking industry is the 

number of branches available in a city, the more the number of branches of a bank the more 

facility for its customers. Table 4.17 indicates that from 100 respondents 38 said they are 

strongly agree 36 agree for increasing the number of commercial banks within Kabul city. 18 

respondents think it is normal or it is ok for them while a cumulative frequency of 8 are strongly 

disagree though it is a very small number in a sample of 100 still could be a very useful figure of 

commercial banks functioning in Kabul.  

Rank Frequency Percentage 

Strongly Agree 38 0.38 

Agree 36 0.36 

Normal 18 0.18 

Disagree 0 0 

strongly disagree 8 0.08 

Total 100 1 
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The following facilities provided by this bank are adequate. Table 4.18: Parking 

 

 

  

 

 

 

 

 

 

 

Figure 4.18: Parking 

From the table 4.18 out of 100 respondents 61 are strongly disagree regarding provided parking 

facility by commercial banks in Kabul 30 respondents are disagree while a cumulative frequency 

of 9 think that parking facility provided by banks are ok and normal. 

Commercial banks should roll up their sleeves and take serious necessary action as soon as 

possible reference to the result of the survey for this question one can say that there is no parking 

facility available for customers by commercial banks at all. This could be a competitive 

advantage for the bank that offer this service first and may attract the customers to do banking 

with that commercial bank.  

Rank Frequency Percentage 

Strongly Agree 0 0 

Agree 0 0 

Normal 9 0.09 

Disagree 30 0.3 

strongly disagree 61 0.61 

Total 100 1 
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Table 4.19: WIFI 

  

 

 

 

  

 

 

 

 

 

 

 

Figure 4.19: WIFI 

WIFI facility recently offered in branches of commercial banks is another tool for inspiring 

customers could take advantage of free internet while they are setting in waiting seats or in some 

necessary times they might need. Only 15 respondents out of 100 think it is normal and this 15 

people could be the customer of commercial banks. The rest 60 participants in survey are 

strongly disagree followed by 21 disagree means in rest of commercial banks there is no such 

facility offers. Since people and business individuals are tight up with new technology and 

internet today therefore, WIFI could be a great incentive for customers if offered by Afghan 

Rank Frequency Percentage 

Strongly Agree 0 0 

Agree 4 0.04 

Normal 15 0.15 

Disagree 21 0.21 

strongly disagree 60 0.6 

Total 100 1 
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commercial banks for some it might be a need.by offering this facility surely there will be a 

positive effect on the number of customer’s retention line of any commercial bank in Kabul. 

Table 4.20: ATMs 

 

  

 

 

 

 

 

 

 

 

Figure 4.20: ATMs 

For ATMs facility of commercial banks if we look at the related diagram of 4.20 we observe a 

normal pattern. The machines are a very important tool in delivering quick and 24 hours service 

provided by commercial banks in Kabul. It means overall the customers of banks in Kabul are ok 

with the number of ATMs available in the city in order to evaluate responses more evidently 

from table4.20 out of 100 respondents 12 are strongly agree 25 are agree 27 participants marked 

normal 21 respondents said disagree and 15 said strongly disagree about the number of 

Rank Frequency Percentage 

Strongly Agree 12 0.12 

Agree 25 0.25 

Normal 27 0.27 

Disagree 21 0.21 

strongly disagree 15 0.15 

Total 100 1 
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commercial banks ATMs. It is a good result but not perfect almost half of the respondents from a 

sample of 100 customers are not satisfied where in a competitive business environment 

organization do their best do increase customers satisfaction therefor, this study will help Afghan 

commercial bank in installing new ATMs to increase customers retention, loyalty and 

satisfaction.  

Table 4.21: POS 

Rank Frequency Percentage 

Strongly Agree 4 0.04 

Agree 10 0.1 

Normal 9 0.09 

Disagree 40 0.4 

Strongly disagree 37 0.37 

Total 100 1 

         

 

 

 

 

 

Figure 4.21: POS 

Point of sale or POS also called point of purchase POP is the machine used by retailers those 

who do not carry cash they use their credit cards or Debit cards for payment of a transaction. 
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Commercial banks in Afghanistan use POS machines for credit cards, customers carry from 

outside the country through this facility they could access their accounts beside ATM machines.  

Based on current study from table 4.21 form a sample of 100 respondents 37 were strongly 

disagree 40 participants disagree 9 normal 10 respondents agree and 4 strongly agree.it means 

that customers are not satisfied with this facility offered by commercial banks at all they are not 

happy with service since all commercial banks are not offering the service or it might be limited 

to some branches. Customers like variety of services to be available for them and they will be 

pleased always if they have alternatives, using this information Afghan commercial banks may 

add if they don’t have the facility yet or if they already offering they could increase the number 

of POS machines and install in new points.  

 

4.4 Descriptive Analysis  

Based on the descriptive statistics summary of table 4.22 the number of respondents 

which the total size of the sample for this study is (n) = 100 the dependent variable customer 

satisfaction found with mean of 2.54 and standard deviation 0.968 or in other way can write it us 

(M=2.54, STD= 0.968) the minimum value was 1 and the maximum value was 5 and it 

represents that almost half of the customers are satisfied. Service quality revealed a mean of 

4.535 and standard deviation of 0.643 or (M=4.535, STD= 0.643) with minimum value of 3 and 

maximum value of 5 it means customers of Afghan commercial banks are not happy from the 

quality of service that banks provide in Kabul. Customer loyalty showed a mean of 4.535 and 

standard deviation of 0.643 with a min of 1 and maximum of 2. Security has a mean of 2.38 and 
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standard deviation of 0.972137 or (M= 2.38, STD= 0.97) with a minimum value of 1 and 

maximum of 4 to interpret customers averagely divided more than half of the customers are 

satisfied that commercial banks in Kabul take care of their privacy of their information.  

Table 4.22 Descriptive statistics  

 Sample Min Max Mean Std. deviation 

Customer satisfaction 100 1 5 2.54 0.969 

Service Quality 100 3 5 4.53 0.64 

Customers Loyalty 100 1 2 1.66 1.66 

Security 100 1 4 2.38 0.97 

 

And to end the measure the researcher come to conclusion that after testing all above tests the 

model used in this study is valid, reliable and there is a positive relationship between the 

dependent customer satisfaction and customer loyalty, security and quality in Afghan 

commercial banks.  

 

4.5 Regression Analysis  

The Regression analysis which cover this part of the study will show that how each of 

service quality, security and loyalty has impact on customer satisfaction. Furthermore to proof 

the claims researcher made some tests performed such as auto correlation, Normality test, T test, 

P- value test and multicollinearity. This study has three independent variables where each 

independent variable has question related to that variable that are responded by Afghan 
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commercial banks customers. Total number 17 questions were designed for independent 

variables, since it was a lot there were difficulties for running the regression hence  5 questions 

that had less importance omitted. The remaining questions considered and the regression ran .the 

result of the regression reveals that mostly they were not significant and were in contradiction 

with the role of P-Value, the P-value says with 95% confidence interval the value should be less 

than 5%  below are the result of regression. 

Table 4.23 Regression Statistics 

Regression Statistics 

Multiple R 0.92124295 

R Square 0.84868857 

Adjusted R Square  0.82781803 

Standard Error 0.18724986 

Observations 100 

 

Table 4.24 ANOVA Table 

ANOVA 

      

  df SS MS F 

Significance 

F 

 Regression 12 17.10956 1.425797 40.66442459 1.71E-30 

 Residual 87 3.050438 0.035063 

   Total 99 20.16       
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Table 4.25 Summary of Regression 

The Appropriateness of the model is being known by highness of R2   it is 0.848 while looking at 

the P-values only the highlighted values are less than 5% most of them are greater than 5% 

which means they are not significant or we can say that there is not critical relationship between 

dependent and independent variables, thus those should be omitted from the variables list and 

regression should re-run. From the table 4.24 P-values related to variables that they are greater 

than 5% are omitted. 

On the other hand variables that their P-values are less than 5% will be available there in 

independent variables list and when running the regression yet again will be used. 

According to those independent variables the researchers run the regression many times, after 

several efforts independent variables observed that they have influence on customer satisfaction 

  Coefficients 

Standard 

Error t Stat P-value 

Lower 

95% 

Upper 

95% 

Intercept -0.20083172 0.280467 -0.71606 0.475870501 -0.75829 0.356626 

Q4 0.20331049 0.076237 2.666806 0.009130179 0.05178 0.354841 

Q16 -0.13472681 0.074246 -1.8146 0.073032134 -0.2823 0.012845 

Q20 0.03607646 0.105975 0.340425 0.734357173 -0.17456 0.246713 

Q21 0.00268466 0.085541 0.031385 0.97503479 -0.16734 0.172707 

Q22 -0.1190674 0.061866 -1.9246 0.057547297 -0.24203 0.003898 

Q23 0.15221846 0.060681 2.508488 0.013979367 0.031608 0.272829 

Q1 0.03074964 0.097327 0.315941 0.752804344 -0.1627 0.224198 

Q2 -0.00331534 0.075651 -0.04382 0.965144996 -0.15368 0.147049 

Q7 0.55922994 0.092412 6.05146 3.52694E-08 0.37555 0.74291 

Q11 0.09718209 0.06391 1.520599 0.131986776 -0.02985 0.224211 

Q13 -0.0614085 0.070227 -0.87443 0.384290497 -0.20099 0.078175 

Q14 0.07191678 0.096504 0.745221 0.458146972 -0.1199 0.263729 
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which is the dependent variable. Below is the result of the regression which indicates that there 

exist significant relationships between dependent customer satisfaction and independent 

variables (quality, loyalty and security) in Afghan commercial banks. It is worth to mention that 

using this analysis and test the claims made by the researcher will be answered.  

Table 4.26 Regression Statistics 

Regression Statistics 

Multiple R 0.9383508 

R Square 0.8805022 

Adjusted R Square 0.8767679 

Standard Error 0.3399475 

Observations 100 
 

Multiple R is 0.938 which is the correlation it shows how two variables are associated with each 

other so based on the value we can say that there is a solid relation among customer satisfaction 

and independent variables service quality, loyalty, and security. It shows that the model is valid.  

R square is the coefficient of the determination (covariance) so we can say that 88% of the 

customer satisfaction is described and explained by quality, loyalty and security. And the 

adjusted R square shows the reliability of the statistic considering the sample size of 100.    

Table 4.27 ANOVA 

ANOVA 

      

  df SS MS F 

Significance 

F 

 Regression 3 81.7458244 27.24861 235.7874 3.83E-44 

 Residual 96 11.0941756 0.115564 

   Total 99 92.84       
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Table 4.28 Regression Coefficient  

  Coefficients 

Standard 

Error t Stat P-value 

Lower 

95% 

Upper 

95%  

Intercept -0.1988913 0.31094022 -0.63964 0.523927 -0.8161 0.41832  

Q20 0.3011164 0.10934625 2.753788 0.007047 0.084066 0.518167  

Q7 -0.5858831 0.14863684 -3.94171 0.000154 -0.88092 -0.29084  

Q11 0.9875677 0.06104326 16.17816 3.58E-29 0.866398 1.108738  

 

When the variables P-values >= 0.05 which were not significant and had no association with 

customer satisfaction the independent variable omitted and regression run again above table 4.28 

is the result the highlighted P-values are less than 5% so its significant this result helps to answer 

the hypothesis questions evidently.  

 

The hypothesis decided and fixed in methodology chapter are: 

H1: there is a positive correlation between customer satisfaction and service quality in Afghan 

commercial banks. 

Reference to the table 4.28 the null hypothesis rejected. Since, both the t-statistic and p-value are 

valid the t-statistic in the model is greater than absolute value of 2 as well as the p-values are less 

than 5% (0.05).  

H2: there exist a serious association between customer satisfaction and loyalty in Afghan 

commercial banks. 
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Again if we look at table 4.28 for the independent related coefficient of loyalty easily we can 

reject the null hypothesis since the linked P-value and t-statistics are not over the roles clarified 

above.  

H3: there is a positive correlation between the customer satisfaction and security in Afghan 

commercial banks. 

To refer the table 4.28 one more time then check the P-value and the t-statistics we will 

unquestionably notice that the null hypothesis should be rejected since, the P-value related to the 

security coefficient is less than 5% (0.05) and also the t-statistic is greater than the absolute value 

of 2.  

4.5.1 Regression Models validity 

 

In order to verify the validity of the regression model also discuss some assumption 

regarding multiple regression model below listed tests will assure us that the result of the 

research and the model is accurate. 

a. Linearity 

b. Normality 

c. Heteroscedasticity 

d. Autocorrelation 

 

4.5.1.1 Linearity Test 

Based on this test one can check linearity association among the dependent and 

independent variables. Can be tested using scatter plots if there will be only one 
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variable but when there are many variables like the current study it is not easy to test 

whether there exist linear relationship among them. But there is other method which 

we can test the linearity in case of many variables available. By checking the R2   we 

can test if the value is large it indicates that there is linear association among the 

dependent and independent variables. The R2    for current study is 0.88 which is large 

enough hence; this test also approved our model precision. 

4.5.1.2 Normality Test 

We can test and build the normality assumptions by the help of residual values 

come out of the regression. The normality test can be checked if the residuals 

followed a normal distribution or not. So to test the normality for this study we plot a 

histogram using residuals. If the histogram looks to be bell-shaped then normality test 

will pass.  

Based on figure below we can conclude that the histogram looks bell-shaped and our 

data pass the normality test. If the residuals not followed normal distribution the 

pattern would be absolutely different.  

Figure 4.22 Normality test 

 

 

 

 

 



78 

 

4.5.1.3 Testing for Heteroscedasticity 

When the residuals got the same standard deviation there exist the 

problems of heteroscedasticity. A simple way to test whether there is the problem 

usually it is checked by the ran regression’s residuals then if one observed any 

pattern by looking at the figure there is heteroscedasticity if not visually seen then 

no heteroscedasticity problem. For the current study no special type of pattern 

observed.  

Figure 4.23 Heteroscedasticity Test 

 

 

 

 

 

 

 

4.5.1.4 Auto Correlation 

When the residual distributed normally with standard deviation and µ= 0 the only 

the autocorrelation is acceptable additional to this if the residuals come out after 

regression ran and residuals are independent the autocorrelation test can be violated.  
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Figure 4.24 Auto correlation  

 

 

 

 

 

 

To test visually all the plots are gathered closely in to three points that doesn’t reflect any 

expressive meaning.  

And to end the portion researcher come to conclusion that after testing all above tests, tables 

analysis and result of the regression the model used in this study is valid, reliable and there is a 

positive relationship between the dependent customer satisfaction and service quality, security 

and loyalty in the Afghan commercial banks.  
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   Chapter Five 

Recommendation and Conclusion 

5.1 Introduction 

The overriding purpose of this study was to respond to below objectives settled for this 

study earlier, which are as follow:  

- Assessing to what extend customer service affects customer satisfaction in Afghan 

commercial banks. 

- To examine the level of customer loyalty in Afghan commercial banks 

- To determine what factors exactly impact on customer satisfaction in Afghan commercial 

banks. 

- To examine the level of security perception of the customers in Afghan commercial 

banks. 

And based on the research result the objective has achieved there exist positive relationships. 

 Reference to chapter four figures it is been observed that customer service is a major 

factor for influencing customer satisfaction in Afghan commercial banks. 

 According to the assessment the level of customer loyalty in Afghan commercial banks is  

-0.5858 it means when the loyalty decrease to 1% customer satisfaction will decrease to 

58.58%.  

 In addition to factors which were under study (quality, loyalty and security) it is analyzed 

that there that could have impact on customer satisfaction like some facilities such as 

location, parking, WIFI, etc.  
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 It is been examined that the degree of security against afghan commercial banks is 0.9875 

to interpret if the degree of security increase to 1%  customer satisfaction will increase to 

98.75%.  

5.2 Implication of the Study 

Though the number of responses was not too high in this study still, it gives us idea 

regarding the customer’s views and opinions that commercial banks in Afghanistan should 

attain. The study may help commercial banks to some extend for decision making it is the true 

feedback from all the customers of commercial bank in Kabul their needs and requirements 

should be considered in order to be successful. As the banking industry is a service oriented 

sector therefor proper decisions should be taken to develop the quality of service in all Afghan 

banks and in the banking sector in Afghanistan to sustain and to be successful.  

5.3 Suggestion for Future Research(s) 

Reference to the research analysis and discussions customer satisfaction could be 

different based on the nature of the business. Whereas retention, loyalty plus good attitude 

welcoming manner, friendly behavior, eagerness while offering the service, politeness behavior 

of employees, willingness to serve, security are the prime mechanisms to keep customers 

satisfied.  
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In order to get a precise result one may use many methods of collecting primary data but 

need time, like focus groups and interviewing customers randomly from different branches of 

different banks within the Kabul city. Also interviewing and building separate survey sheets 

for staff of commercial banks could help to know what are the opinion of employee 

themselves regarding the products and the service quality so that could put it in comparison 

with customers views.  

So my recommendation for those who might do research in this area is to consider above 

mentioned opinions, and to get a better result researchers may visit and find considerable 

number of respondents by adding provincial surveys and increasing the sample size it would 

help to build and present more acute result. Furthermore in the analysis part additional 

method may perform like SERVQUAL which is a multi-dimensional research instrument 

designed to capture customer expectation.    
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Appendix 

 

QUESTIONNAIRE 

Dear Participants, 

You are kindly requested to participate in this survey which is about study of customer 

satisfaction on afghan commercial banks.  

Thank you for giving us your valuable time, and helping me to complete this survey. It will 

take a few minutes to share your feedback about the service you have come across so far by 

responding below easy questions. Additionally, this survey may bring favorable changes to your 

business and meet your expectations since a copy of this thesis will be hand-in to all commercial 

banks in Kabul which are going to be examined.  

 

Be sure that all the information we gather in this study will be used only for academic 

purpose and respondents’ identity will remain strictly confidential.  

 

Thank you  

Shekib Humkar 

MBA student, AUAF- Kabul 

Mobile: 0786561064 

Email:  aashekib@gmail.com 

Shumkar.mba@auaf.edu.af 
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Demographic information of the respondents  

PLEASE CIRCLE THE MOST SUITABLE ANSWER 

1. Sex  

A. Male     B. Female  

2. Age 

A. (<= 20Years)   B. (21 – 30Years) C. (31 – 40Years) D.  (41 – 50 years)   E. ( >50 Years)  

3. Education level 

A. Bachelor       B.   Master         C.   PHD       D.   Other  

4. Type of employers  

A. Private sector 

B. Government  

C. Self employed  

D. Unemployed  

E. Other  

5. Monthly income?           1 USD is = 67 Afs 

A.  <= 10,000 Afs 

B. 11,000 – 30,000 Afs 

C. 31,000 – 80,000 Afs 

D. 81,000 – 150,000 Afs 

E. > 150,000 Afs 
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A study of satisfaction service delivery to afghan commercial banks in Kabul 

Below questions are designed to assess that to what extend the customers are satisfied with 

the services provide by afghan commercial banks and to determine what are the key barriers. 

Please provide us your outlook by circling appropriate answers.  

1. Which below category of customers do you belong to?  

A. Corporate  

B. Payroll 

C. Private 

2. How long have you been involve in banking in Kabul?  

A. (0 – 1Year)   

B. (2 – 3 Years)     

C. (4 – 5 Years)    

D. (4 - 5 Years) 

E. (Above 5 Years) 

3. Does your bank have provided you a relationship manager?  

A. Yes        B.   No 

4. How will you rank the staff of the bank you have account with?  

A. Excellent 

B. Very good  

C. Good  

D. Fair 

E. Poor 
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5.  What do you like the most about the bank you have account with? 

A. Professional Customers management  

B. Staff behavior communication and their welcoming manner 

C. Adequate knowledge and information about products and services 

D. Short turn time and quickness  

E. Other  

6. What do you dislike about the bank you are banking with?  

A. Customer service staff attitude  

B. Long turn time/ less number of staff available in branch 

C. Inadequate knowledge 

D. lack of information about products and services 

E. other  

7. Have you ever recommended any bank in Kabul to others? 

A. Yes, which bank?                    B.   No 

8. Do you want to stay of this bank for a continued amount of time?  

A. Yes          B. No         C. Undetermined  

9. What services do you like to be added from your bank? 

A. Extend the commercial hours 

B. Afford more tellers  

C. Increase the number of customer service staff  

D. Increase the number of ATMs in Kabul city  

E. Other   
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10. In order to keep you more satisfied what else can bank do for you?  

___________________________________________________________________________

___________________________________________________________________________ 

 

Please indicate us the level of agreement/disagreement via ticking below statements.   

1 =  Strongly agree 

2 =  Agree 

3 =  Normal 

4 =  Disagree 

5 =  Strongly disagree 

 

Questions 

1 2 3 4 5 

The bank follows the customer privacy policy      

My bank has adequate seats available for customers      

The bank has kept my information secure and has never 

leaked it. 

     

My bank pays keen attention on security and safety issue      

This bank provides quick and sufficient service       

All the bank personnel are approachable and friendly       

Branch(s) locations are convenient       

Adequate time is scheduled for each individual customer(s)      
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Table of Results for demographic data: 

Table 4.01 

Gender 

 

  

 

 

 

Table 4.02 ages 

Years Frequency Percentage 

< 20 years 6 6.00% 

21-30 Years 68 68.00% 

31-40 Years 21 21.00% 

40-50 years 5 5.00% 

>50 Years 0 0 

Total 100 100.00% 

 

This bank should increase the number of branch(s) in 

Kabul city 

     

The following facilities provided by my bank are adequate: 

- Parking 

 

     

- WIFI 

 

     

- ATMs 

 

     

- POS 

 

     

Gender 

Frequen

cy 

Percenta

ge 

Male 68 0.68 

Female 32 0.32 

Total 100 1 
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Table 4.03 Educational level 

Level Frequency Percentage 

Bachelor 57 0.57 

Master 18 0.18 

PHD 4 0.04 

Other 21 0.21 

Total 100 1 

  

 

Table 4.04 Type of employer 

Employer Frequency Percentage 

Private sector 48 0.48 

Government 33 0.33 

self employed 11 0.11 

unemployed 8 0.08 

Total 100 1 

                

Table 4.05 Monthly incomes 

Income Frequency Percentage 

<=10000 Afs 4 0.04 

11000-30000 Afs 60 0.6 

31000-80000Afs 23 0.23 

81000-150000Afs 13 0.13 

> 150000 Afs 100 1 
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Survey questions categorized  

Service Quality 

Q4 Q16 Q20 Q21 Q22 Q23 

      Customer satisfaction questions 
  Q3 Q9 Q17 Q18 
  

      Security     
   Q11 Q13 Q14 
   

      Customer loyalty 
   Q1 Q2 Q7 
                 

 

Multi-correlation during first stage of analysis  

  Q4 Q16 Q20 Q21 Q22 Q23 Q1 Q2 Q7 Q11 Q13 Q14 

Q4 1 

           
Q16 0.895895 1 

          
Q20 0.705111 0.752597 1 

         
Q21 0.766559 0.781104 0.932845 1 

        
Q22 0.857577 0.925594 0.835636 0.818154 1 

       
Q23 0.833985 0.854758 0.844252 0.901355 0.876742 1 

      
Q1 0.818958 0.920259 0.763817 0.812324 0.89318 0.886219 1 

     
Q2 0.842243 0.886245 0.907147 0.916335 0.929485 0.940617 0.897599 1 

    
Q7 0.692435 0.707221 0.859295 0.854234 0.794174 0.758101 0.718843 0.834978 1 

   
Q11 0.875101 0.915141 0.792451 0.822361 0.910191 0.857188 0.89035 0.905771 0.783935 1 

  
Q13 0.78298 0.894555 0.721689 0.729468 0.879224 0.82749 0.929987 0.835103 0.652458 0.869521 1 

 
Q14 0.833324 0.908978 0.790355 0.838907 0.880036 0.892502 0.946003 0.920369 0.768021 0.914273 0.900255 1 
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Below regression result during first stage of analysis 

SUMMARY OUTPUT 

                Regression Statistics 

       Multiple 

R 0.92123 

       R Square 0.84869 

       Adjusted 

R Square 0.82788 

       Standard 

Error 0.18725 

       Observat

ions 100 

        

 

ANOVA 

        

  df SS MS F 

Signific

ance F 

   Regressi

on 12 

17.10

956 

1.425

797 

40.66442

459 

1.71E-

30 

   

Residual 87 

3.050

438 

0.035

063 

     Total 99 20.16       

            

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

       



103 

 

  

Coeffici

ents 

Stan

dard 

Error t Stat P-value 

Lower 

95% 

Uppe

r 95% 

Lowe

r 95.0% 

Uppe

r 95.0% 

Intercept 

-

0.20083 0.280 

-

0.71606 0.475870 

-

0.75829 0.356 

-

0.75829 0.356 

Q4 0.20331 0.076 2.666 0.009130 0.05178 0.354 0.051 0.354 

Q16 

-

0.13473 0.074 

-

1.8146 0.073032 -0.2823 0.012 

-

0.2823 0.012 

Q20 0.03607 0.105 0.340 0.734357 

-

0.17456 0.246 

-

0.17456 0.246 

Q21 0.00268 0.085 0.031 0.97503 

-

0.16734 0.172 

-

0.16734 0.172 

Q22 

-

0.11907 0.061 

-

1.9246 0.057547 

-

0.24203 0.003 

-

0.24203 0.003 

Q23 0.1522 0.060 2.508 0.013979 0.031 0.27 0.031 0.272 

Q1 0.03075 0.097 0.315 0.752804 -0.1627 0.224 

-

0.1627 0.224 

Q2 

-

0.00332 0.075 

-

0.04382 0.965144 

-

0.15368 0.147 

-

0.15368 0.147 

Q7 0.55923 0.092 6.051 3.52E-08 0.37555 0.742 0.375 0.742 

Q11 0.0971 0.063 1.520 0.131986 

-

0.02985 0.224 

-

0.02985 0.224 

Q13 

-

0.06141 0.070 

-

0.87443 0.384290 

-

0.20099 0.078 

-

0.20099 0.078 

Q14 0.07191 0.096 0.745 0.458146 -0.1199 0.263 

-

0.1199 0.263 

 

When variables which were highly correlated omitted 

  Q4 Q20 Q21 Q22 Q23 Q1 Q7 Q11 Q13 

Q4 1 

        Q20 0.705111 1 

       Q21 0.766559 0.932845 1 

      Q22 0.857577 0.835636 0.818154 1 

     Q23 0.833985 0.844252 0.901355 0.876742 1 

    Q1 0.818958 0.763817 0.812324 0.89318 0.886219 1 

   Q7 0.692435 0.859295 0.854234 0.794174 0.758101 0.718843 1 

  Q11 0.875101 0.792451 0.822361 0.910191 0.857188 0.89035 0.783935 1 

 Q13 0.78298 0.721689 0.729468 0.879224 0.82749 0.929987 0.652458 0.869521 1 
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  Q4 Q20 Q23 Q1 Q7 Q11 

Q4 1 

     

Q20 

0.70511

1 1 

    

Q23 

0.83398

5 

0.84425

2 1 

   

Q1 

0.81895

8 

0.76381

7 

0.88621

9 1 

  

Q7 

0.69243

5 

0.85929

5 

0.75810

1 

0.71884

3 1 

 

Q11 

0.87510

1 

0.79245

1 

0.85718

8 0.89035 

0.78393

5 1 

 

 

 

 

 

 

 

 

 

 

  Q4 Q20 Q23 Q7 Q11 

Q4 1 

    
Q20 0.705111 1 

   
Q23 0.833985 0.844252 1 

  
Q7 0.692435 0.859295 0.758101 1 

 
Q11 0.875101 0.792451 0.857188 0.783935 1 
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Descriptive statistics both dependent and independent variables 

Customer satisfaction             

    

 

 

  

 

 

 

 

 

Quality of service 

 

 

 

 

 

 

 

 

Q17 

  Mean 2.54 

Standard Error 

0.09683

9 

Median 2 

Mode 2 

Standard          

Deviation 

0.96838

9 

Sample Variance 

0.93777

8 

Kurtosis 

0.41400

1 

Skewness 0.56582 

Range 4 

Minimum 1 

Maximum 5 

Sum 254 

Count 100 

Q3 

  Mean 4.535354 

Standard Error 0.06471 

Median 5 

Mode 5 

Standard Deviation 0.643858 

Sample Variance 0.414554 

Kurtosis 0.04723 

Skewness -1.07059 

Range 2 

Minimum 3 

Maximum 5 

Sum 449 

Count 99 
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Loyalty 

 

 

 

 

 

 

 

 

 

 

Security  

 

 

 

 

 

 

 

 

 

Q7 

  Mean 1.66 

Standard Error 0.04761 

Median 2 

Mode 2 

Standard Deviation 1.66 

Sample Variance 

0.22666

7 

Kurtosis 

-

1.56124 

Skewness 

-

0.68585 

Range 1 

Minimum 1 

Maximum 2 

Sum 166 

Count 100 

Q11 

  Mean 2.38 

Standard Error 

0.09721

4 

Median 2 

Mode 3 

Standard       

Deviation 

0.97213

7 

Sample Variance 

0.94505

1 

Kurtosis 

-

1.02487 

Skewness 

-

0.02407 

Range 3 

Minimum 1 

Maximum 4 

Sum 238 

Count 100 


