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ABSTRACT

Purpose-This paper aim to look at the relationship between service quality and

customer satisfaction, and the impact of CSR on customer satisfaction, the impact of

customer satisfaction on word-of-mouth, the impact of customer satisfaction on

loyalty intention. This paper also compares the effect of service quality across

different types of commercial banks, state-owned commercial banks and city

commercial banks, using SERVQUAL model.

Design/methodology/approach-The sample is made up 368 bank customers from

different cities of Guangxi, China. 196 from stated-owned commercial banks while

other 172 come from city commercial banks. The data have been collected using the

structured questionnaire.

Findings-The result shows that perceived service quality is positively related to

customer satisfaction, the results reveal that the responsiveness, assurance and

empathy have highest impact on consumer satisfaction. There is a significantly

Thesis Title An Investigation of Factors Influencing Service Quality of
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different on perception of service quality between state-owned commercial banks and

city commercial banks. Customers of city commercial banks has higher perceived

service quality. On the other hand, this paper finds that older people of respondents

have more satisfaction and more loyal than younger respondents. This study also finds

that CSR is positively related to customer satisfaction, customer satisfaction is

positively related to word-of-mouth, customer satisfaction is positively related to

loyalty intention.

Originality/value-First, this paper conducts a survey of commercial banks in China,

and analysis the result differences in perceived service quality between state-owned

commercial banking and city commercial banking. It could be very useful from the

managing marketing perspective in increase bank competitiveness. Second, this paper

examines Chinese commercial banking service quality and the effects of every factors

on customer satisfaction by quantitative analysis method. The result is helpful for

improving customer satisfaction and preventing customer defections. Final, this paper

investigates the level of CSR activity, customer satisfaction, word-of-mouth and

loyalty intention, by studying customers’ behavior. The results could provide a

suitable direction in order to meet customers’ demand trend.

Keywords: SERVQUAL, commercial banks, satisfaction, CSR, WOM, loyalty
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CHAPTER 1

INTODUCTION

1.1 Background of the Research

1.1.1 China banking industry

Currently, Chinese economic situation turns into one of the key focuses in the

world. In China, the financial industry becomes a significant part of service sectors

(Table 1-1). According to the GDP preliminary calculation in the first half year of

2014, banks play a significant and pivotal role in the financial system (According to

an information, from a meeting of the G20 finance ministers in 2013). To put it simply,

it denotes a heat of modern economic activities.

Table 1-1 Based on the GDP preliminary calculation in the first half of 2014

Item GDP
Gross Domestic Product 269,044
The Agricultural sector 19,812
The Manufacturing sector 123,871
The service sector 125,361

Transportation, warehousing and postal service 14,114

Wholesale and retail 25,422
The financial sector 18,463
Accommodation and catering sector 5,318
The real estate sector 17,453
Other service sector 44,591

**Unite: hundred million YUAN
Source：National Bureau of Statistics of the People’s Republic of China
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During the financial and economic development of China, bank is always an

important sector. The leading achievement of the bank’s marketing includes the

market share and profitability. Under the conditions of modem market economy,

customer requests determine the product. Hence, producers must conduct marketing

activity, understand consumer behaviors, guide consumer imagery and stimulate

consumer interest. Since the early 1980s, China has sought to reform its banking

sector.

In China, banks have been considered as the most important financial

intermediaries for a long time. In 2013, more than 104.38 trillion Yuan of savings or

deposits equivalent were accepted by Chinese commercial banks. Actually, it

approximately accounted for 59 percent of Chinese gross domestic products in 2013

(The people’s bank of China, 2014). Also, they are the most crucial source of loans.

By the end of 2013, the commercial bank of China mainly includes three types:

the state-owned commercial banks (5), the national joint-stock commercial banks (16)

and the city commercial banks (128).

Table 1-2 Total assets of commercial bank of China(2014)

Source:China Banking Regulatory Commission

Items Time

The1st quarter The 2nd quarter The 3rd quarter The 4th quarter

Total commercial banks 1,254,828 1,309,319 1,311,044 1,347,978

State-owned commercial banks 689,652 710,139 708,760 710,141

City commercial banks 158,955 167,738 170,999 180,842

** Unit:Billion Yuan
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State-owned commercial bank, as a state owned company, has “Chinese

characteristic” advantages in China’s political environment, such as better foundation,

excellent marketing channels and large funds. There are five state-owned commercial

banks in China, they are industrial and commercial bank of China (ICBC), bank of

China (BOC), China construction bank (CCB), agriculture bank of China (ABC), and

bank of Communications.

Brian Caplen, editor of The Banker, sums up the Top1000 World Banks ranked

by tier-one capital for 2013. There are 96 banks of China on the list, in which four

state-owned commercial banks of China rank in the top ten of list, and industrial and

commercial bank of China (ICBC) tops the list (Table 1-3, Top 10 Global Banks).

Table 1-3 Top 10 Global Banks ranked by tier-one capital for 2013

Top 10 rank Bank Country Tier 1 capital
1 ICBC CHINA 160,646
2 JPMorgan Chase&Co US 160,002
3 Bank of America US 155,461
4 HSBC Holdings UK 151,048
5 China Construction Bank Corporation CHINA 137,600
6 Citigroup US 136,532
7 Mitsubishi UFJ Financial Group Japan 129,576
8 Wells Fargo&Co US 126,607
9 Bank of China CHINA 121,504
10 Agricultural Bank of China CHINA 111,493

** Unit:million dollar
Source:thebankerdatabase.com

In China banking industry, city commercial bank refers to a special group

founded by Chinese government in 1995. Compared with state-owned commercial

banks, city commercial bank shows more operational flexibility and efficiency in
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some ways, such as the arrangement of property rights, and management system.

After two decades of expansion, city commercial bank promotes the competition

development while making great self-development.

In spite of differences between state-owned commercial bank and city

commercial bank, both of the banks try to provide good service and strong

competition as much as possible.

1.1.2 GuangXi Zhuang Autonomous Region

GuangXi Zhuang Autonomous Region situated is located in south China,s the

only minority autonomy and coastal areas in China, is situated in south China, and has

a population of 46,820,000 people (National Bureau of Statistics of the People’s

Republic of China, 2013). The total area of 23.67 hundred thousand square kilometers

occupy 2.5% of Chinese land area. There are 14 cities in Guangxi.

At present, the high-speed railways in Guangxi are developing rapidly. In China,

Guangxi is a state that has high-speed rails in 11 cities. In 2014, miles of high-speed

surpassed over 1600 kilometers, accounting for almost 14% of China (National

Railway Administration of the People’s Republic of China, 2015). Meanwhile, there is

only three-hour transportation from Nanning to any city in Guangxi.

Nanning is the capital of Guangxi. Since 2004, China has held “CHINA-ASEAN

Exposition (CAEXPO)” in Nanning annually so as to enhance economy and trade

development of ASEAN countries. Admittedly, it has brought a lot of economic

profits to Nanning. Nanning, as the permanent host city, becomes a regional

international city.
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Guilin is not only an ideal place for residence but also a world-renowned

attraction for leisure traveling. Moreover, the high-speed line of “Guilin-Beijing” has

already opened. At present, it only takes 10 hours (2125 kilometers) from Guilin to

Beijing, while it merely takes 3 hours (668.8 kilometers) from Guilin to Guangzhou.

In 2014, Guilin has hosted 38.7 million tourists, and the tourism revenue amounted to

42.1 billion Yuan (Guilin Travel and Tourism Administration, 2014).

As the geographical center of Guangxi, Liuzhou is also a significant industry city,

and the gross value of industrial output of Liuzhou was 401.42 billion Yuan for 2013.

Notably, the auto production in the auto industry reached 19.43 million cars, and the

output value amounted to 159.39 billion Yuan (LiuZhou’s Ministry of Industry and

Information Technology)(Table 1-4).

Table 1-4 Economic and population data of Guangxi, 2013

City GDP population

China 585,336.800 135,404.00

Guang Xi 14,378.00 4,682.00

Nan Ning 2,803.54 679.08

Gui Ling 2016.90 382.45

Liu Zhou 1657.90 483.94

**unit of GDP:billion yuan
**unit of population:ten thousand
Source：National Bureau of Statistics of the People’s Republic of China
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1.2 Statement of the problem

Banking products are undifferentiated products. As for the enterprise, it is

essential to take service quality as the core competitiveness and maintain a key source

of competitive advantage in order to obtain survival development. According to the

observation of Bennett and Higgins (1988), focusing on service quality can gain a

marketing advantage in promoting higher customer retention and expanding market

share.

Along with the comprehensive opening of Chinese financial markets, the

relaxation of the financial regulation and aggravation of the market competition after

China joined WTO, hunting for customer resources has become an important means

to strengthen bank market competitiveness. Meanwhile, with the advent of service

economy era, the customer will no longer stay on the good and inexpensive tip as

pursuing products or services, but put more and more attentions to service quality.

Thus, the enterprise must concentrate on service marketing management if it wants to

gain competitive advantages in the fierce market competition.

China is implementing the strategy of the western development, the central

government has rendered more support to Guangxi with fund and projects. The

development of Guangxi’s economic has maintained a good momentum in recent

years, and high attention has been attached to the financial environment.

Along with economic development and reforming financial system, Guangxi

banking industry is facing an unprecedented development opportunity.

The more quickly the city commercial bank develops, meanwhile foreign banks
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entering Guangxi market in succession (i.e.The development bank of Singapore Ltd.).

When the banking industry developing, the competition is increasingly fierce,

especially area for customers.

As regard to personal customer numbers of Industrial and commercial bank of

China Ltd in Guilin district, Guilin branch was 1,434,905 in 2013, and numbers of

personal customers reached 1,487,416 in 2014. With steady and rapid development of

Guilin bank, the numbers of personal customers changed from 968,851 to 1,498,967

between 2013 and 2014. To some extents, the data illustrate that customers of city

commercial bank have higher perceived service quality.

Thus, the banking must concentrate on service marketing management if it wants

to gain competitive advantages in the fierce market competition. What factors

influencing service quality of commercial bank is an important question that must be

able to understand.

Most of the past literature used SERVQUAL model by Parasuraman, Zeithaml

and Berry (1988) to measure service quality. SERVQUAL model(1988) include five

dimensions: tangibles, reliability, responsiveness, assurance and empathy.

For example, Wang et al (2003) researched the relationship between service

quality or product quality and reputation for banking in China by utilizing a structural

equations model. According to their findings, service quality can exert a major impact

on the bank’s reputation. Moreover, after researching the connection between the

development of new customer and maintenance of old customers, Madill and Haines

(2002) find that service quality is of great significance in the banking industry.
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The higher the service quality, the higher the customer satisfaction (Kotler, 2000).

Honestly speaking, traditional “product-centric” period has ended, while the time of

“taking the customer as the center” has come. Hence, if the bank wants to survive and

develop in the fierce market competition, it must understand customer’s needs, focus

on customer satisfaction, retain old customers, develop new customers, and then

enhance the comprehensive competitiveness of the bank.

Because WOM is typically associated with the extreme satisfaction or

dissatisfaction, both positive and negative WOM are strategically significant

(Anderson, 1998; De Matos and Rossi, 2008). To be specific, customer satisfaction

can lead to positive word-of-mouth (Anderson and Sullivan, 1993), while WOM can

exert more influences on consumers (Day, 1971). As a potentially powerful and

credible communication source (Harrison-Walker, 2001), WOM plays an important

role in affecting consumer purchase decision-making (Bone, 1995).

Also, customer satisfaction can improve the customer preferences (Oliver, 1980)

as well as high-frequency purchase (Jacoby and Chestnut, 1978), and this positive

manner is customer loyalty intention (Gremler and Brown, 1996). As pointed out by

Wisher and Corney (2010), attracting new customers is as equally important as

keeping customers. Repeat-purchase of loyal customers is conductive to the corporate

sales revenue (Li and Green, 2010). Thus, it is important for banks to understand the

customer satisfaction of banks. Actually, improving service quality can help to boost

client loyalty and increase market share.

On the other hand, CSR can directly affect brand recognition (Lichtenstein et al,
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2004). In recent years, CSR has received considerable attentions from various

industries, and the banking industry is no exception. In China, more and more banks

are doing social responsibilities to gain trusts from their customers and show what

they care about the world. In consequence, banks are increasingly formulating and

implementing CSR activities. For instance, many banks make contributions to moral

responsibility, such as representing women, helping to alleviate poverty, and setting

up hope schools (Guilin bank social responsibility report, 2013; ICBC social

responsibility report , 2014; et al.).

Since the establishment of New China, Chinese banking industry adheres to the

wishes of party leaders. At that time, state-owned commercial banks were in the

monopoly position, and it had low efficiency into closed state, which merely focused

on advertising, policy support and public relations. In 1978, the third plenary sessions

of 11th congress of the Chinese communist party was held, and China implemented

the policy of reforming domestically and opening up to the world. Because of these

opportunities, export import bank of Japan established the first representative office in

Beijing in 1979. Since then, the prologue that foreign banks enter China has been

pulled open. Further more, advanced marketing ideas of overseas banks swarmed into

China, which prompted Chinese banking market to be more active. Due to foreign

investment, state-owned commercial banks begin to have the marketing consciousness.

However, the marketing campaign of Chinese commercial banks starts late, and it has

not yet formulated a “customer-centric” strategy (Deng Li, 2001).

Under the economic globalization in the 21st century, especially after 2006 when



- 10 -

China joins WTO, China is greatly influenced by the trend in an open socioeconomic

environment. During the process of financial globalization, the foreign bank enters in

great quantities. Owing to the policy about restricting entry of newcomers in the

market, the foreign banks that can access to the Chinese market must have strengths,

perfect services, products and technologies as well as more flexible marketing tools.

Notably, the service marketing of western commercial banks has the specified process

management, mature business operation, as well as advanced ways of service mindset

and real-time feedback. By contrast, China has long monopolized the banking

industry, which leads to the weak competence of Chinese commercial banks.

Within the 30 years, Chinese financial system constantly develops and reforms in

order to meet the demands of Chinese characteristic socialist market economy. In the

meanwhile, apart from foreign banks, other mid-small banks are also founded one

after another. Thus, all of them have turned into competitors of state-owned banks.

In the face of fierce financial market competition situation, how to use the

marketing means to respond to any challenges of financial globalization is one of the

difficult problems for state-owned commercial banks. However, as shown in past

studies results, some workers of state-owned commercial banks merely see one side

of bank advantage, and find no crisis in bank industry. Meanwhile, they lack service

consciousness (Lu Jin He, 2013). In addition, owing to the long-term wholly

state-owned characteristics and high monopolization of state-owned banks, the

limitations of the system make them have weak marketing connection (Hu chao ju,

2008).
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From the marketing point of view, most of state-owned commercial banking

focuses on publicity relation, which is too far away with diversified demands of

modern marketing management. Moreover, it does not establish the marketing

concept “customer demand-center”, and has no ability to adapt to the changing

customer demands. If merely the marketing is adopted to promote sales, it can not

increase the marketing management to the business management, which shows the

height of commanding the whole situation. Due to historical reasons, concept of bank

marketing strategy is relatively backward in China, for example, to achieve the loan

tasks, some banks on the marketing process, cash-ridden local banks as well as their

brokers lure deposits through offering cash rewards and even conducting

irregularities.

State-owned commercial banks still occupy a leading position on the market.

However, it begs the question-how to keep this temporary dominating position into a

long-term competitiveness? Thus, for the purpose of improving the service quality,

state-owned bank needs to understand the state about service quality of itself as well

as the gap with city commercial bank. As for commercial bank, it has realistic

significance to enhance satisfaction of customer, and win the WOM as well as loyalty

intention.

All of these theoretical backgrounds provide a valuable reference for this paper.

To conclude, this study re-examines the SERVQUAL model by Parasuraman,

Zeithaml and Berry (1988) for measuring differences in perceived service quality of

the state-owned commercial banks and city commercial banks. The study also tests
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the relationship between service quality, CSR, customer satisfaction, WOM and

loyalty.

1.3 Significance of the Study

(1)This paper uses of the recent actual survey data of the major commercial bank

in China banking industry, analysis the result about service quality of different

between state-owned commercial banking and city commercial banking, and provides

the improving direction about service quality from the gap of different types of

commercial banking. All in all, it could be quite conductive to increasing bank

competitiveness.

(2)This paper study Chinese commercial banking service quality and the effects

of every factors on customer satisfaction by quantitative analysis method. Moreover,

the result shows how factors influence the satisfaction, which is helpful for improving

customer satisfaction.

(3)This paper investigates the level of CSR activity, customer satisfaction,

word-of-mouth and loyalty intention, by studying customers’ behavior. The results

could provide a suitable direction to meet customers’ demand trend.

1.4 Research Objectives

(1)To look at the relationship between five dimensions (reliability,

responsiveness, empathy, assurance and tangibles) of service quality and customer

satisfaction.
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(2)To look at the impact of CSR on customer satisfaction.

(3)To look at the impact of customer satisfaction on word-of-mouth.

(4)To look at the impact of customer satisfaction on loyalty intention.

(5)To compare the effect of service quality across different types of commercial

banks, state-owned commercial banks versus city commercial banks.

1.5 Research Questions

(1)What is the relationship between reliability, responsiveness, empathy,

assurance, tangibles and place dimensions of service quality and customer

satisfaction?

(2)What is the relationship between CSR and customer satisfaction?

(3)What is the relationship between customer satisfaction and word-of-mouth?

(4)What is the relationship between customer satisfaction and loyalty intention?

(5)Which type of commercial banks has higher perceived service quality?

state-owned commercial banks versus city commercial banks.
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CHAPTER 2

LITERATURE REVIEW

2.1 Service

2.1.1 The definition of service and how it is different from product

"Service" is working for others (Juran, 1986) and it not only refers to a person's

activities, but also includes business activities of an organization. Early in 1960s, the

American Marketing Association defined service as "activities, benefits or

satisfactions which are offered for sales, or are provided in connection with the sales

of goods". After more than 20 years of social development, Kotler (1997), a

world-renounced American marketing professor summarized that service is an action

or benefit which can be offered from one party to another. That is basically intangible

and does not affect the ownership of anything. It may be closely tied to tangible

product or intangible product. Service as a set of characteristics aims to meet clients'

various requirements and needs (Walfried, et. Al., 2000; Beer, 2003).

Grönroos (1990, 2002) explained that a service refers to an activity or a series of

activities, process is the service characteristics, and some other characteristics of

services are included in the process. He has summed up the characteristics and

differences between tangible products and services(Table 2-1).

Different from tangible product, service is often produced and consumed at the

same time (Grönroos, 2002). In order to satisfy customer’s needs, companies need to

provide customers with service activities in order to solve varieties of problems. Such

activity is formed in the interaction between customers and employees. "Service" is
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considered as the additional value of a product. It can increase the total value of a

product for consumers (Lovelock & Young, 1979). Service is an action, a process and

performance (Zerthaml and Bitner, 2004).

Table 2-1 The characteristics and difference between tangible products and services

Tangible products services

A kind of object An activity or a process

Tangible Intangible

Separation of production and consumption

process

Production and consumption process happen at

the same time

You can store it You can’t store it

Ownership transfer No Ownership transfer

Source: Grönroos,2002

2.1.2 Quality

"Quality" first comes from the definition of product quality. Judging from

customer’s perspectives, Juran (1951), a famous American quality management

professor considered that product quality refers to the applicability of a product,

which means product could meet users’ needs. Customers’ level of satisfaction refers

to product requirement, reflected in product performance, cost, service, etc.. As a

comprehensive concept, quality did not require that the technological content of

production is the higher the better. Deming (1961) considered that quality means

"Zero-defect". Also, Juran (1986) defined quality as applicability and usability, which

means that products should meet customers’ demands.
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2.1.3 Service quality

Due to the specific characteristic of service product, the knowledge of tangible

product is not enough to be applied in the evaluation of service quality. According to

the basic instruction of cognitive psychology, Grönroos (1982) proposed a concept of

"customer perceived service quality", and considered that perceived service quality is

the gap between customer’s expectation and perceived performance. Subsequently,

Grönroos (1984) divided perceived service quality into technical quality and

functional quality. Technical quality is also known as "quality of the results", which is

"what" customer gets in the service. Functional quality is "how" customer gets in the

service. Parasuaman, Zeithaml and Berry (1985) considered that service quality is an

attitude and proposed the perceived service quality as a multidimensional concept,

should be a multi-evaluation. Quality as a significant issue in business with better

quality usually means accuracy and perfection (Mamoon, 2002). Huseyin, et. Al.

(2005) believed that better service quality has much to contribute to the success of

banks. Therefore, banks have to focus on service quality since it is the nature of

competitive strategy (Mohamed and Shirley, 2009).

2.1.4 The dimensions of service quality

In the original study about service quality, Parasuraman, Zeithaml and Berry

(1985) find 10 dimensions in assessing service quality. There are tangibles,

responsiveness, communication, credibility, understanding of customer, reliability,
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competence, security, access, and courtesy. After more researches were conducted,

Parasuraman et al. (1991) summarized that service includes five dimensions which

have a great influence on customer’s perception. They are reliability, responsiveness,

empathy, assurance, and tangibles as the basic structure of the service quality

consisting of 22 item sections.

-Reliability: Reliability refers to the company’s ability to deliver promised service,

timely and accurately to complete the service work. In fact, reliability is a requirement

to avoid mistakes during the service process and deliver customer’s expectation.

-Responsiveness: Responsiveness is the wishes to help customers and provide fast

and quick services. This dimension emphasizes on the service process which needs

high degree of efficiency, for example, patiently answering queries from customers,

reception and handing complaints seriously and proactively. It is especially important

to explain the reason why customers are waiting, as the waiting reason and waiting

time may influence consumers’ evaluation on service quality.

-Empathy: Empathy means what customers think and give special attention to

customers by offering personalized service to meet different consumers’ needs, and

making customer feel like he/she is a special customer. It also means that service staff

is supposed to take a lot of job requirements into consideration and clarify the

definition of their role. The features of empathy are the ability to be close to

customers and understand their needs and wants.

-Assurance: Employees activities can influence customers’ confidence. It needs

employees to treat people with sincerity, and to have the knowledge and skills to
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solve problems. Highly-trained and motivated staff makes customers feel safe and

enhance their confidence.

-Tangibles: Service as an intangible product can transfer intangible service to

tangibles form (For example: Digital data, Power point, language to describe or video).

Furthermore, it can help customers understand what service a company can offer.

Tangibility of service is a reminder for customers to perceive service. On the other

hand, physical facilities, equipment and professional appearance of employees are the

tangibles of a company.

Service quality is a determinant of satisfaction (Lang, 2011), and is positively

relative to satisfaction (Kuo, Wu and Deng, 2009). In the past literature about bank’s

marketing, many studies measured service quality by re-examining the SERVQUAL

model (Parasuraman el at., 1988). For example, according to the actual situations of

bank, Bahia and Nantel (2000) proposed the BSQ (bank service quality) model which

is combined with the SERVQAL model by Parasuraman, Zeithaml and Berry (1988).

In addition to some items representing the 7Ps theory by Booms and Bitner (1980),

total thirty items of six dimensions includes: effectiveness, assurance, access, price,

tangible, services portfolio and reliability. Besides, Mukesh, Fong and Amat(2009)

used SERVQUAL model and added convenience dimension to determine the critical

elements at level of service quality between different parts of banks in Malaysia.

Subsequently, they found that responsiveness, assurance and empathy of the

SERVQUAL model and convenience together are narrowing the SERVQUAL gap.

Mukesh, Kee and Chareles (2010) used this model and added convenience dimension
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to compare the critical elements at level of service quality between two types of banks

in Malaysia. Then they found that responsiveness, assurance and empathy have great

impacts on the level of service quality.

2.2 customer satisfaction

Service quality is the establishment of strong network with customers by

knowing satisfaction. In other words, it is the determinants of customer satisfaction

(Banerjee, 2012).

The concept of customer satisfaction was brought forward by Cardozo (1965) in

the 1960s. Howard and Sheth (1969) considered that customer satisfaction is a

feedback after using a product or a service and comparing the differences before the

purchase. Results can be used to perceive the variation. Oliver (1981) summarized

that satisfaction is the feeling based on customer’s sentiments coupled with

consumer’s experience and feelings. It is a summary of psychological state when the

emotion surrounding disconfirmed expectations is coupled with consumer's prior

feelings about the consumption experience. Customer satisfaction is a judgment of

whether goods or services can meet customer’s demand, and individual’s overall

appraisal based on customer’s demand or the process of consumption (Oliver, 1997).

Generally, customer satisfaction is defined as user’s emotional reaction to a product or

a service. It is a complicated cognitive process (Chu, 2002) and scholars think that

customer satisfaction mainly stems from customer experience and perception upon a

certain product or service (Boshoff and Grat, 2004). Besides, customer satisfaction
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refers to customer’s emotional behavior and cognitive attitudes toward the purchasing

behavior (Hoq and Amin, 2010). More importantly, different consumers will

experience different levels of satisfaction for the same product or service (Ueltschy et

al., 2007).

Cardozo (1965) believed that customer satisfaction result in the increase of

repeat-purchase and consumption of other products in cross-buying. Reichheld (1996)

explained that the increase of customer satisfaction could affect customer’s behavior.

For instance, promise and customer retention can increase the positive word of mouth

advertising. Zairi and M (2000) consider that satisfaction may be a key to develop the

performance of a company. An increasing number of studies have been recognized in

marketing literature as a significant goal of business strategy (Wang,and Lo,2002;

Fornell et al., 2006). As a matter of fact, many studies consider that service quality

and customer satisfaction is a direct causal relation (Cronin and Taylor, 1992). To be

more specific, service quality leads to satisfaction (Spreng and Mackoy, 1996). Like

Kotler (2000) thought that the higher the service quality is, the higher customer

satisfaction is. Maddern, Maull, et al.,(2008) found that service quality plays an

indispensible role in determining customer satisfaction.

Parasuraman, Zeithaml and Berry (1988) pioneered a measuring tool of service

quality, which is the SERVQUAL model to help company gain better understanding

of the customer satisfaction level and to improve service.
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2.3 Corporate Social Responsibility

2.3.1 The definition of CSR

The degree of customer satisfaction can also be improved through the CSR

activities (Luo and Bhattacharya, 2009). The full name of CSR is a Corporate Social

Responsibility. Davis and Blomstrom(1975) has defined that CSR is a company event

to protect and improve the overall society benefits.

CSR activities as a marketing way have been widely used in corporate growth

plan. CSR refers to the company’s responsibility to contribute to the goods of the

society, and that a positive CSR may result in a positive comment about the company.

Thus, this will have a positive effect on the assessment and satisfaction of a product or

service (Brown and Dacin, 1997; Lichtenstein et al., 2004). Drumwright and Braig

(2004) noted that when corporate has achieved great performance in social

responsibility, it can help improve potential customer’s identification and bring about

customer support which eventually creates some benefits to the company. A company

with more CSR activities tends to have more trust in the product or service from this

company (Pivato, Misani and Tencati, 2007). More and more companies have

undertaken relevant social responsibility. Some companies like Intel Corporation and

HP Corporation set up a new department to create social innovation and Corporate

Social Responsibility should be included into a planned management.
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2.3.2 Elements of CSR

Carroll (1979, 1991) considered that Corporate Social Responsibility includes

economic, legal, ethical and philanthropic factors.

-Economic: Economic responsibility as the foundation of other elements refers to the

responsibility to promote economic and social development. In this way, company can

take the path of sustainable development. For example, a company can solve

unemployment problem, improve welfare of employees and pay taxes to the

government. The government takes on more social responsibilities by taxes.

Hadfield-Hill (2014) studied the Corporate Social Responsibility of banking in Indian.

What he wanted to know is that the CSR of bank plays a key role in pushing the

economic growth in Indian. This paper argues that CSR has promoted the day to day

operation of Indian banking.

-Legal: Karin (2006) summarized that Corporate Social Responsibility as an

important principle for legal and wonderful values to guide enterprise self-regulation.

Legal is the responsibilities that the company activity following the laws, and

participation in the legal responsibility would be voluntary. For example resist the

opium.

-Ethical: Corporate Social Responsibility is committed to improve the social

environment through commercial activity and contribute to enterprise resources

(Bottler and Lee, 2012). Ethical responsibility is that the company needs to do the

right things. For instance, the company should treat its customers equally and fairly,

avoid hurting customers and avoid any destruction to the environment.
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-Philanthropic: Philanthropic responsibility means that the company should be a

good corporate citizen, contribute resources to community and improve life quality.

For example, the company can offer money or material support to help those in need.

Corporate Social Responsibility activities include the participation in social charity

and philanthropy (Cone et al., 2003).

2.4 Word-of-Mouth

Customer satisfaction is an important determinant of positive word-of-mouth

recommendation (Liang and Wang, 2007). Customer satisfaction as the direct

predictor of word-of-mouth effect (Cronin and Taylor, 1994) can express customer’s

satisfaction or dissatisfaction. The concept of word-of-mouth was brought in the

1950s. The idea is that "If you want to buy something, well, I also buy it ". WOM as a

special public communication, information transfer and information receiver are

active participation (Arndt, 1967). Selectively transferring information can make

receiver accept it more easily (Arndt, 1968). Murra (1991) explained that

word-of-mouth is an informal communication source among transmit messages of

commodities. Litvin et al.(2008) noted that word-of-mouth is the personal contact

with customers and communication includes product, service and brand image.

However, the source is non-business related. Word-of-mouth has intangible influence

on company. Besides, WOM is a non-commercial communication (Chan and Ngai,

2011).
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Customers are more likely to believe in other customers who have the experience

of using the service than the words of merchants (Ng et al., 2011). Wolfinbarger, and

Yale (1998) also found that word-of-mouth recommendation has played an important

role in choosing the right commodity or service. WOM has attracted more attention

recently. The first reason is WOM has more influences on consumer. Mossberg (1995)

noted that WOM is the strongest free medium to affect the buying behavior. It means

that WOM plays an important role in influencing consumer’s purchasing decision

(Bone, 1995). De Matos and Rossi (2008) confirmed that customer’s anxiety to keep a

valued relationship with the company can be an excellent predictor of WOM.

Many researches identify that positive word-of-mouth recommendation has bring

about good results to a company, especially due to the reason that the effect of WOM

is nine times more effective than traditional advertising(Day,1971; Mazzarol,

Sweeney and Soutar, 2007). Likewise, Ennew, Banerjee, and Li (2000) found that

WOM is seven times more efficient than print advertising. Brown et.al.(2005)

considered that positive WOM includes the customer tell other people he/she have

purchased a product or service, recommend a product or service to other people, to

proclaim the qualities or advantages of a product/service or business. WOM has

significant influence on consumer choice, so that companies can gain more market

share through developing positive WOM among customers (Casalo et al., 2008).

Dillon (2013) studied the financial sector in India. It was found that most respondents

considered that WOM is a more effective way of communication to attract or retain

customers.
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2.5 Loyalty Intention

Sivadass and Baker (2000) pointed out that customer loyalty is the ultimate goal

of customer satisfaction measurement. Arun et al. (2010) found that service quality

can promote customer loyalty through customer satisfaction. In fact, customer

satisfaction is a necessary and important premise to loyalty (Sivadas and Baker, 2000;

Abdullah et al., 2012).

As early as 1923, Copeland suggested the concept of customer loyalty intention.

However, until now, it is still a hot research topic in Marketing. Gremler and Brown

(1996) defined that loyalty intention refers to customers’ repeated purchase in a

positive manner. Customer loyalty is the high level of commitment to repeat purchase,

and will not change the brand due to market changes or more compelling from brand

competitors (Oliver, 1999). In Blomqvist et al.(2000) definition of customer loyalty,

as the passage of time, a company can still fully meet a customer’s demand for

product or service. Similarly, Berman and Evans (2006) thought that customers’

loyalty means that customers are committed to purchasing a product or service of a

company.

Customer loyalty is an asset. Oliver (1980) found that a high level of customer

satisfaction will increase the desire to repurchase from loyal customers. Loyalty

intention is the key element to improve the long-term performance of a company. Also,

profits from loyalty intention far exceed the customer’s lifetime value (Dick and Basu,

1994; Chiou and Droge, 2006). Zhang et al.(2013) emphasized that the increase of

customer loyalty is an important strategic management tool for organizations.
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Customer loyalty is the objective for the existence and development of a company.

Thus, building up customer loyalty has become a major marketing goal (Rujirutana

and Poolthong, 2009).

2.6 The relativity between each dimension of this paper

2.6.1 The effect of Perceived service quality on customer satisfaction

A lot of literatures considered that service quality is an antecedent to customer

satisfaction. For example, Kotler (2000) considered that satisfaction during or after

the service can give customer a sense of pleasure. The higher the service quality is,

the higher customer satisfaction is. Maddern, et al.,(2008) explored the service quality

and customer satisfaction in the financial industry of United Kingdom and they used

quantitative and qualitative data to do the testing. It was found that service quality

plays an important role in determining customer satisfaction.

Parasuraman, Zeithaml and Berry (1988) pioneered a measuring tool, which is

the SERVQUAL model to evaluate service quality. It is a multiple-item scale with

high reliability and validity which companies can use to better understood the service

satisfaction of consumers and to improve service more detailed studies on each

dimension of SERVQUAL model (Parasuraman, Zeithaml and Berry, 1988).

Katircioglu and Smadi (2005) found that the empathy and assurance of the

SERVQUAL model are important antecedents of satisfaction. Zaim, Bayyurt and

Zaim (2010) found that reliability, tangibility and empathy of the SERVQUAL model
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had the highest impact on customer’s satisfaction. Mei, Ronnie et al. (2013) measured

the service quality in Hong Kong banking industry, finding that five dimensions of the

SERVQUAL model are the most important factors in evaluating customer satisfaction.

Besides, Olgun, Ceylan and Ibrahim (2014) tried to research how service quality

dimensions influenced satisfaction by the SERVQUAL model. Through face-to-face

interviews and questionnaires, they suggested that empathy and assurance of the

SERVQUALmodel are crucial to satisfaction.

Hence, this study expect that perceived service quality will be positively relate to

consumer satisfaction, and investigate the following hypothesis:

H1: perceived service quality is positively related to consumer satisfaction.

2.6.2 The effect of CSR on customer satisfaction

Customer satisfaction can be improved through the CSR activities (Luo and

Bhattacharya, 2006). More and more companies practice the CSR activities in order to

increase customer satisfaction, for example, standing out for women, alleviating

poverty, and finding hope for schools (Guilin bank social responsibility report, 2013;

ICBC social responsibillity report , 2014; et al., ).

Sen and Bhattacharya (2006) noted that a positive Corporate Social

Responsibility of the company can obtain a high degree of recognition and praise

from customers. Additionally, they explained that the evaluation of company tend to

be more sensitive to negative information on CSR than positive information on CSR.

Luo and Bhattacharya (2009) studied the impact of corporate social responsible
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on company risk, finding that higher CSR has lower risk. It means that CSR is

positively related to customer satisfaction. Monika and Aurelijus (2014) investigated

the importance of CSR activities in Lithuania’s service sector, discovering that CSR

could positively influence customer satisfaction. However, in Lithuania’s finance,

CSR is less important than service quality.

Hence, this study expect that corporate social responsible will be positively relate

to consumer satisfaction, and investigate the following hypothesis:

H2: CSR is positively related to consumer satisfaction.

2.6.3 The effect of customer satisfaction on WOM

Anderson and Sullivan (1993) observed that customer satisfaction leads to

word-of-mouth. WOM as the main source of information can influence the

repurchasing decision of consumers, and is also a manifestation of customer

satisfaction or dissatisfaction of the past experience (Lindberg-Repo, 1999). Customer

satisfaction is an important factor of WOM (Liang and Wang, 2007). There is a

positive relation between customer satisfaction and positive WOM (Lymperopoulos

and Chaniotakis, 2008). Similarly, Shirsaver, Gilaninia and Almani (2012) studied on

bank customers in Iran banking industry, finding that WOM is the primary

determinant of positive WOM to customer satisfaction. Besides, Yanzheng,

Changhong and Zengxiang (2014) considered that unsatisfactory service may cause

Customer’s bad feelings so that they are likely to make complaints.

Even though a large number of researches believe that customer satisfaction has
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positive word-of-mouth effects, Jochen and Chew (2002) have conducted a study to

show how incentives would possibly interact with other factors which have been

shown to driver word-of-mouth effects. They found that satisfaction is not always

causing the increase of WOM.

But this paper still expect that customer satisfaction will have positive impact on

word-of-mouth, and investigate the following hypothesis:

H3: consumer satisfaction is positively related to word-of mouth.

2.6.4 The effect of customer satisfaction on Loyalty Intention

Customer satisfaction is an important precursor to customer loyalty (Sivadas and

Baker, 2000; Abdullah et al., 2012). Patterson and Spreng (1997) noted that customer

satisfaction has a significantly positive affect on customer loyalty. Söderlund (1998)

looked for the effect of satisfaction on word-of-mouth feedback to the supplier and

loyalty. The results showed that different levels of satisfaction will arouse loyalty

change. Similarly, Zafar,el at.(2012) identified positive correlation between customer

satisfaction and loyalty intention.

Similar results were found in the banking sector through analysis of

questionnaire and the results of banks in USA, Fraering and Minor (2013) found that

customer satisfaction and action loyalty have positively relation. Musilm and Isa

(2013) observed how customer satisfaction has an impact on customer loyalty for

Islamic banks in Malaysia. Through studying the effect of customer satisfaction on

image, image effect on trust, and trust effect on customer loyalty, the results showed
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that customer satisfaction has a considerable correlation with customer loyalty.

Likewise, Mei mei et.,al (2013) tried to use the SERVQUAL model to find out the

relation between service quality, customer satisfaction and customer loyalty in the

banking industry of Hong Kong. They used questionnaire to quiz banking customers,

and the report shows that f customer satisfaction is a direct result of customer loyalty.

However, some researchers noted that customer satisfaction is not enough to

cause customer’s loyalty intention. Satisfaction has offered the prerequisite for loyalty

intention, and the positive effect that satisfaction has on the loyalty is insignificant.

However, customer satisfaction is not equal to the intention of customer loyalty

(Bowen and Shiang, 2001).

However, this study expect that consumer satisfaction will be positively relate to

loyalty intention, and investigate the following hypothesis:

H4: consumer satisfaction is positively related to loyalty intention.

2.7 Theoretical framework

Parasuraman, Zeithaml and Berry (1988) summarized that service quality

includes five dimensions which have great influences on customer’s perception of

service quality. The five dimensions are reliability, responsiveness, empathy,

assurance and tangibles.

This paper proceeds from quantitative, and based on the modified PZB model.

According to the regulations of modern market, additional Corporate Social

Responsibility dimension can be used to evaluate customer satisfaction. Considering
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the effect of perceived service quality and Corporate Social Responsibility on

customer satisfaction, and the effect of customer satisfaction on word-of-mouth and

loyalty intention can be examined (Figure 1).

Figure1, framework

2.8 The summarize, the hypothesis of this study are listed below

H1: Perceived service quality is positively related to customer satisfaction.

H2: CSR is positively related to customer satisfaction.

H3: Customer satisfaction is positively related to word-of mouth.

H4: Customer satisfaction is positively related to loyalty intention.

H5: Customer of city commercial bank has higher perceived service quality.
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CHAPTER 3

METHODOLOGY

3.1 Research Design

In China, there are 149 major commercial banks, which include 5 state-owned

commercial banks, 128 city commercial banks and 16 national joint-stock commercial

banks. This paper aims to compare service quality of state-owned commercial banks

and city commercial banks.

A convenience sampling was chosen for its time and cost efficiency. In this study,

the sampling units are composed by customers residing in Guangxi (i.e. the major

province of China).

GuangXi Zhuang Autonomous Region, as a border region between China and

ASEAN countries, turns into a new hot zone of Chinese economic development.

Since people of this location can gain access to multiple banking channels, they can

represent the target population for the assessment of banking service quality in China.

That five state-owned commercial banks had branches all over the city in

GuangXi Zhuang Autonomous Region, Among them, Industrial and Commercial

Bank of China Limited had 479 bank branches in GuangXi ( Guangxi branch of ICBC，

2014). There are 3 city commercial banks in GuangXi Zhuang Autonomous Region,

their are Guilin Bank, Liuzhou Bank and Beibu Golf Bank. Guilin Bank had 51 bank

branches in GuangXi (Guilin Bank, 2014), Liuzhou Bank had 74 bank branches

(Liuzhou Bank, 2014) and Beibu Golf Bank had 75 bank branches (Beibu Golf Bank，

2014).
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3.2 Sampling Strategy

3.2.1 Population

This study focus on customers who are the customers from state-owned

commercial banks or city commercial banks, with different demographic

characteristics.

3.2.2 Sample size

The sample size(n) is chosen basis on the the formula of Cochran (1953) to

calculation in the paper.

2

2E
pqZn 

(1)

where

n= number of sample size

p= proportion of successes

q= (1-p), or proportion of failures

Z= confident level in this paper

E= the rang of error between the true proportion and the sample

proportion

In this paper, wishes to have a 95 percent confident level (Z), a rang of error (E)

of +/- 5%.
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Then 2

2
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n

16.384n

According to the formula, the sample size was equal to about 384. Actually, the

questionnaire would be distributed to 3 state-commercial bank branches and 3 city

commercial bank branches. To average the distribution of the questionnaires, the final

target sample size was set at 402 (n=402), in which 201 were for state-owned

commercial banks and the other half were for city commercial banks.

The questionnaire was translated into Chinese by researcher, and a total of 402

questionnaires were distributed by researchers to customers of state-owned

commercial banks or city commercial banks. As for the final questionnaires, they

were administered by one researcher. Researcher mainly targeted at state-owned

commercial banks in Guilin (67), Liuzhou (67) and Nanning (67), as well as 3 cities

commercial banks such as Guilin bank (67), Liuzhou (67) bank and Beibu Golf bank

(67) in Guilin, Liuzhou and Nanning respectively. Respondents were people waiting

in the bank hall. The survey date was from 20 May to 20 June, 2015, and each city

had 10 days for survey.
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3.3 Data Collection

The primary data of this study use for the current situation study were to

collected through survey method research, the respondents answer questions through

questionnaires. The secondary data are collected from internet, government sectors

and the various commercial banks’ public data.

The questionnaires consists of seven parts:

The first Part of questionnaires are the demographic data of investigated

objectives, including gender, age, gender, educational level, income and occupation

(Table 3-I).

The second part of questionnaires about the respondents’ usage of bank channels

and their behavior (Table 3-II).

The thirdly part of questionnaire according to the five dimensions of

SERVQUAL model. These dimensions are tangibles, reliability, responsiveness,

assurance, and empathy includes 20 questions related to service quality dimensions by

past literature (Table 3-III).

The fourth part of questionnaire about CSR, their are 4 questions related to the

bank social responsibility (Table 3-IV).

The fifth part of questionnaire are about customer satisfaction, the respondents

are answer to rate each item on a 1 to 5 "Likert" scale (5=Strong Agree; 4=Agree,

3=Somewhat agree，2=Disagree，1=Strong Disagree) (Table 3-V)

The sixth part of questionnaire is about Word-of-Mouth, and the seventh part of

questionnaire are about loyalty intention, the respondents are answer to rate each item
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on a 1 to 5 "Likert" scale (5=Strong Agree; 4=Agree, 3=Neural，2=Disagree，1=Strong

Disagree) (Table 3-VI & Table 3- VII)

The Source of Questionnaire

Table 3-I Demographic

Demographic reference

gender, age, education levels, monthly income Gounaris, et al. (2003)

occupation Arasli, Katircioglu and Smadi(2004)

Table 3-II Customers’ behavior

Customers’ behavior reference

frequency Ugur ,Benkendtein and Stuhldreier(2004)

branch banking, ATM, mobile banking,

internet/online banking, branding, conveniencea,

recommended by peers, rate charges

Mukesh, Kee,and Charles (2009)
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Table 3-III Perceived Service Quality

Perceived Service Quality reference
Q1.The bank provide its service at the time it promises to do so.

Mukesh, Kee, Charles
(2010)

Q2.When you have a ’ problem, the bank show a sincere interest in solving
it.
Q3.The bank performs the service right the first time
Q4.The bank insists on error-free records
Tangibility
Q5The bank has.modern looking-equipment
Q6.The bank’s physical facilities are visually appealing
Q7.The bank’s employees are neat appearing
Q8.Materials associated with the service are visually appealing at the bank
Responsiveness
Q9.Staffs in the bank tell you exactly when services will be performed
Q10.Staffs in the bank give you prompt service.
Q11.Staffs in the bank are always willing to help you.
Q12.Staffs in the bank are never too busy to respond to your request.
Assurance

Arasli, Katircioglu and
Smadi(2004)

Q13.The behaviors of staffs in the bank instills confidence in you.
Q14.You feel safe in your transactions with the bank.
Q15.Staffs in the bank are friendly and courteous with you.
Q16.Staffs in the bank have knowledge to answer your questions.
Empathy
Q17.The bank gives you individual attention.
Q18.The bank has your best interest at heart.
Q19.The bank has staffs who give you personal attention.
Q20.The staffs of the bank understand your specific needs.

Table 3-IV CSR

CSR reference

The bank are socially responsible.

Hongwei and Yan (2011)
The bank are environmentally friendly.

The bank provide education scholarships.

Poolthong and Mandhachitara (2009)The bank help the disadvantaged.
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Table 3-V Customer satisfaction
Customer satisfaction reference
You are happy with the service you
experienced at this bank.

Joseph, Michae and Tomas (2000)
Your choice of doing transactions with this
bank was the wise one.
Your think that you did the right thing
choosing this bank for its service.

Service of this bank are exactly the same as
what you need.

Table 3-VIWord-of-Mouth
Word-of-Mouth reference
You will recommend the bank to others.

Maxham et al.(2002);Weun et al.(2004)

You will recommend the bank to someone
who ask you.

You will encourage your friends and family
to use the service offered by the bank.

You will say positive things about the bank to
other people.

Mesay (2012)

Table 3-VII Loyalty Intention
Loyalty Intention reference

You will consider the bank as your first
choice when you need new product/service Parasuraman et al.(1996)
You will do more business with the bank in
the next few years
You will not leave the bank, even if others
recommend you to other banks Lassar et al.(1995)

As long as the bank to maintain the existing
service level you will not leave.
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3.4 Data Analysis

In this paper’s independent variables are the five dimensions of perceived service

quality based on past studies, customer satisfaction as the dependent variables. And

CSR as the independent variables, customer satisfaction as the dependent variables as

well. And consumer satisfaction as the independent variables, word of mouth and

loyalty intention as the dependent variables.

The simple linear regression analysis had used to find the relativity between

each dimension of this paper. Furthermore, the differences in the perceived service

quality between State-owned commercial banks and City commercial banks were

tested with independent sample t-test.

3.5 expected results

Customer of city commercial bank has higher customer satisfaction then

state-owned commercial bank.
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CHAPTER 4

FINDINGS

4.1 The sample

A total of 402 questionnaires were distributed by researcher, the percentage of

respondents by different locations is Guilin, Liuzhou, Nanning. Which includes, 67

respondents of city commercial bank in Guilin (Guilin bank), 67 respondents of

state-owned commercial bank in Guilin (ICBC Guilin branch), 67 respondents of city

commercial bank in Liuzhou (Liuzhou bank), 67 respondents of state-owned

commercial bank in Liuzhou (ICBC Liuzhou branch), 67 respondents of City bank in

Nanning (BeibuGulf bank), and 67 respondents of state-owned commercial bank in

Nanning (ICBC Nanning branch) (Table4.1-I).

Table 4.1-I The distribution of questionnaires
Guilin Liuzhou Nanning Total

Types of banks N (%) N (%) N (%) N
city commercial banking 67 50 67 50 67 50 201

state-owned commercial banking 67 50 67 50 67 50 201
Total 134 100 134 100 134 100 402

From a total of 402 respondents, Out of 34 questionnaires were excessive

missing data, that the total sample size was restricted to 368 participants, 172 of the

respondents (46.74 per cent) are city commercial banking customers, while other 196

of the respondents (53.26 per cent) are state-owned commercial banking customers

( Table 4.1-II).
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Table 4.1-II The distribution of valid questionnaires

Types of banks N %

City commercial banking(CB) 172 46.74

State-owned commercial banking(SB) 196 53.26

Total 368 100

4.1.1 The sample demographic characteristics

Table 4.1.1 Summary of sample demographic characteristic
Demographic Categories SB CB Total

N % N % N %
Gender Female 111 56.63 100 58.14 211 57.34

Male 85 43.37 72 41.86 157 42.66
Age <Age 18 2 1.02 0 0 2 0.54

Age 18-28 110 56.12 103 59.88 213 57.88
Age 29-38 23 11.74 22 12.79 45 12.23
Age 39-48 23 11.74 18 10.47 42 11.42
Age 49-58 34 17.34 24 13.95 58 15.76
≧Age 59 4 2.04 5 2.91 9 2.45

Education Below secondary school 0 0 3 1.74 3 0.82
Secondary school 4 2.04 3 1.74 7 1.90
High school 40 20.41 35 20.35 75 20.38
Bachelor degree 138 70.41 113 65.70 251 68.21
Masters or doctoral degree 14 7.14 18 10.47 32 8.70

Occupation Housewife 4 2.04 9 5.23 13 3.53
Business Owner 26 13.27 21 12.21 47 12.77

Government Officer Employee 28 14.29 24 13.95 52 14.13
Private Company Employee 61 31.12 51 29.65 112 30.44
State Enterprises office 57 29.08 48 27.91 105 28.53
Others 20 10.20 19 11.05 39 10.59

Monthly <RMB1000 3 1.53 12 6.98 15 4.08
income RMB1000-2000 18 9.18 10 5.81 28 7.61

RMB2001-3000 51 26.02 57 33.14 108 29.34
RMB3001-4000 48 24.49 41 23.84 89 24.19
RMB4001-5000 32 16.33 21 12.21 53 14.40
>RMB5000 44 22.45 31 18.02 75 20.38

**SB=State-owned commercial bank;CB=City commercial bank
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Table 4.1.1 shows that the demographic characteristic data of respondents. In

state-owned commercial banking, the sample consists of 43.37 per cent male and

56.63 per cent female respondents. The majority of all respondents (56.12 per cent)

belong to the age group of 19-28 years, followed by the age group of 49-58 years

(17.34 per cent). 23 of respondents (11.74 per cent) belong to the age group of 29-38

years and 39-48 years, 4 of respondents (2.04 per cent) belong to the age group of 59

and above, and 2 respondents (1.02 per cent) are younger than age 18.

The terms of the education level of respondents in state-owned commercial

banking, 138 respondents (70.41 per cent) has bachelor degree, 40 respondents (20.41

per cent) has high school diploma and 14 respondents (7.14 per cent) has masters or

doctoral degree, 4 respondents (2.04 per cent) only has secondary school degree.

As for the occupational background of sample, 61 of the respondents (31.12 per

cent) are private company employee, followed by the state enterprises office

employee (29.08 per cent). 28 of the respondents (14.29 per cent) are government

officer, 26 of the respondents (13.27 per cent) are business owner and 4 respondents

are housewife. Besides, some respondents playing other profession (10.20 per cent),

includes student, teacher, anchor, programmer and doctor. Most of the respondents

from state-owned commercial banking belong to the middle class income group with

monthly income ranging from 2001RMB-3000RMB (26.02 per cent). 48 of

respondents (24.49 per cent) belong to the income group 3001RMB-4000RMB, 44

respondents (22.45 per cent) with monthly income more than 5000RMB, 32 of

respondents (16.33 per cent) belong to the income group 4001RMB-5000RMB, 18 of
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respondents ( 9.18 per cent ) belong to the income group 1000RMB-2000RMB, only

3 respondents with monthly income less than 1000RMB.

On the other hand, In City commercial banking, the sample consists of 72 male

respondents (41.86 per cent) and 100 female respondents (59.14per cent). The

majority of all respondents (59.88 per cent) belong to the age group of 19-28 years,

followed by the age group of 49-58 years (13.95 per cent). 22 of all respondents

(12.76 per cent) belong to the age group of 29-38 years, 18 of all respondents

(10.47per cent) belong to the age group of 39-48 years, and 5 of all respondents (2.91

per cent) belong to the age group of 59 and above.

The terms of the education level of respondents in city commercial banking, 113

respondents (65.70 per cent) were bachelor degree, 35 respondents (20.35 per cent)

has high school diploma and 18 respondents (10.47 per cent) has masters or doctoral

degree, 3 respondents (1.74 per cent) only has secondary school degree as well as

below secondary degree. As for the occupational background of sample, 51 of the

respondents (29.65 per cent) are private company employee, followed by the state

enterprises office employee (27.91 per cent). 24 of the respondents (13.95 per cent)

are government officer, 21 of the respondents (12.21 per cent) are business owner and

9 respondents are housewife. Besides, some respondents playing other profession

(11.05 per cent), includes guide, employee of foreign enterprise, travel agency, student,

teacher, anchor, programmer and doctor. Most of the respondents from city

commercial banking belong to the middle class income group with monthly income

ranging from 2001RMB-3000RMB (33.14per cent). 41 of respondents (23.84 per cent)
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belong to the income group 3001RMB-4000RMB, 31 respondents (18.02 per cent)

with monthly income more than 5000RMB, 21 of respondents (12.21 per cent) belong

to the income group 4001RMB-5000RMB, 12 respondents with monthly income less

than 1000RMB, 10 of all respondents (5.81 per cent) belong to the income group

1000RMB-2000RMB.

4.1.2 The sample banking behavior

From a total of 368 respondents, 112 are users (30.43 per cent) of state-own

commercial banks only, 17 are users (4.62 per cent) of city banks only, and 239 are

users (64.95 per cent) of both state-own banks and city banks (Table 4.1.2-I).

Table 4.1.2-I Respondents’ bank account use case

N % CB (N) SB (N)

Only Using SB 112 30.43 - 112

Only Using CB 17 4.62 17 -

Using both SB and CB 239 64.95 155 84

Total 368 100 172 196

**SB=State-owned commercial bank;CB=City commercial bank

Table 4.1.2-II describes the reason for choose the sample bank. In State-owned

commercial banking, the main reason for choosing the sample bank is "close to

home" (25.36 per cent), followed by "on line service" (16.06 per cent). 49 respondents

(13.80 pet cent) choosing the sample bank because "quick in branch service", 45

respondents (12.60 pet cent) choosing the sample bank because "several type of
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account to choose from ", 39 respondents (10.99 pet cent) choosing the sample bank

because "modern looking facility", 24 respondents (6.76 pet cent) choosing the

sample bank because "high interest", and 13 respondents ( 3.66 pet cent ) choosing the

sample bank because "gift with opening account". Beside that, 38 respondents (10.77

pet cent) choosing the sample bank because other reason, for example, "payroll card",

"pay for the electricity and water", "pay off loans", "Family factors".

In City commercial banking, the main reason for choosing the sample bank is

"several type of account to choose from" (18.93 per cent), followed by "close to

home" (17.16 per cent). 42 respondents (12.43 pet cent) choosing the sample bank

because "quick in branch service", 40 respondents (11.83 pet cent) choosing the

sample bank because "on line service", 39 respondents (11.54 pet cent) choosing the

sample bank because "high interest", 37 respondents (10.95 pet cent) choosing the

sample bank because "modern looking facility" and 26 respondents (7.69 pet cent)

choosing the sample bank because "gift with opening account". Beside that, 32

respondents (9.47 pet cent) choosing the sample bank because other reason, for

example, "NoATM service fee in all the world", "Family factors".

Table 4.1.2-III shows how often do the respondents go to bank branch,

looking at 35.87 per cent from respondents (132) go to bank branch at least once a

week, 26.09 per cent from respondents (96) go to bank branch a few times a month,

14.94 per cent from respondents (55) go to bank branch a few times a quarterly, 23.09

per cent from respondents (85) go to bank branch once half a year or less.
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Table 4.1.2-II The reason for choose the sample bank
Items SB CB

N % N %
Reason(s) High interest 24 6.76 39 11.54

for choice
this bank Close to home 90 25.35 58 17.16

n(SB)=196
n(CB)=172 Several types of account to choose from 45 12.6 64 18.93

Gift with opening account 13 3.66 26 7.69

Modern looking facility 39 10.99 37 10.95

Quick in branch service 49 13.80 42 12.43

On line service 57 16.06 40 11.83

Others Payroll card 19 5.35 2 0.59

Charge card 6 1.69 0 0

Family factors 3 0.85 1 0.30

No ATM service fee 0 0 12 3.55

Other factors 10 2.82 17 5.03

Total 355 100 338 100

**SB=State-owned commercial bank; CB=City commercial bank

Table 4.1.2-III The frequency of respondents go to bank branch

Items N %

Once a week or more 132 35.87

A few times a month 96 26.09

A few times a quarterly 55 14.94

once half a year or less 85 23.09

Total 368 100

Looking at the data in Table 4.1.2-IV, that shows how often do the respondents

use bank online. 38.86 per cent from respondents (143) use bank online at least once

a week, 47.55 per cent from respondents use (175) bank online at least once in a

mouth, 13.59 per cent from respondents (50) use bank online once a in 6 mouth or

more.
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Table 4.1.2-IV The frequency of respondents use bank online

Items N %

At least once a week 143 38.86

At least once in a mouth 175 47.55

once in 6 mouth or more 50 13.59

Total 368 100

The most heavily used banking behavior channel is auto teller

machine(ATM) as 36.60 per cent of the respondents (220) use this channel. The next

most preferred channel is internet banking with 30.62 per cent user (184). The mobile

banking with 18.47 per cent users (111). However, branch banking is not hot among

the respondents and only 14.31 per cent of respondents (86) use this channel. ATMs

are preferred because they are fast channel to get current, and the ATMs have

conveniently located for certain banks. But branch banking is anther channel can not

replace, for example opening an account (Kumar et al.2009), and small change or

large amount cash transaction (Table 4.1.2-V).

Table 4.1.2-V Customer banking behavior channel

Items N %

ATM 220 36.60

Internet/on line banking 184 30.62

Mobile banking 111 18.47

Branch banking 86 14.31

Total 601 100
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Table 4.1.2-VI shows what extent the factors affecting consumer choice of

bank. In all, the main factor affecting the choice of a bank is convenience, average

score is 3.92. 133 respondents (36.14 per cent) think convenience of a bank is very

important for choosing a bank. 144 respondents (39.13per cent) think convenience of

a bank is important for choosing a bank. 47 respondents (12.23 per cent) think

convenience of a bank is neutral for choosing a bank, 17 respondents (4.62 per cent)

think convenience of a bank is some important for choosing a bank, 27 respondents

(7.54 per cent) think convenience of a bank is not important for choosing a bank. In

matter of branding affecting respondents choice of a bank, average score is 3.24. 52

respondent (14.13 per cent) think branding of a bank is very important for choosing a

bank. 118 respondent (32.07 per cent) think branding of a bank is important for

choosing a bank. 100 respondent (26.90 per cent) think branding of a bank is neutral

for choosing a bank, 62 respondent (16.58 per cent) think branding of a bank is some

important for choosing a bank, 36 respondents (10.06 per cent) think branding of a

bank is not important for choosing a bank. In matter of rate charges affecting

respondents choice of a bank, average score is 3.23. 61 respondents (16.58 per cent)

think rate charges of a bank is very important for choosing a bank. 78 respondents

(21.20 per cent) think rate charges of a bank is important for choosing a bank. 141

respondents (37.77 per cent) think rate charges of a bank is neutral for choosing a

bank, 62 respondents (16.85 per cent) think rate charges of a bank is some important

for choosing a bank, 26 respondents (7.26 per cent) think rate charges of a bank is not

important for choosing a bank. In matter of recommended by peers affecting
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respondents choice of a bank,average score is 2.72. Only 12 respondents (3.26 per

cent) think recommended by peers is very important for choosing a bank. 62

respondents (16.85 per cent) think recommended by peers is important for choosing a

bank. 153 respondents (41.03 per cent) think recommended by peers is neutral for

choosing a bank, 92 respondents (25.00 per cent) think recommended by peers is

some important for choosing a bank, 49 respondents (13.69 per cent) think

recommended by peers is not important for choosing a bank.

In addition, average score of other factor is 2.96. 32 respondents (8.94 per cent)

think other reason for choosing a bank are not important, 59 respondents (16.03 per

cent) think other reason for choosing a bank are some important, 197 respondents

(52.99 per cent) think other reason for choosing a bank are very important, 53

respondents (14.40 per cent) think other reason for choosing a bank are important, and

27 respondents (7.34 per cent) think other reason for choosing a bank are very

important as well, for example, has to patronize someone business.

Table 4.1.2-VIWhat extent the factors affecting consumer choice of bank

Items Very

important

Important Neutral Some

important

Not

important

Average

score

N (%) N (%) N (%) N (%) N (%)

Convenience 133 36.14 144 39.13 47 12.23 17 4.62 27 7.54 3.92

Branding 52 14.13 118 32.07 100 26.90 62 16.58 36 10.06 3.24

Rate charges 61 16.58 78 21.20 141 37.77 62 16.85 26 7.26 3.23

Other factor 27 7.34 53 14.40 197 52.99 59 16.03 32 8.94 2.96

Recommended by peers 12 3.26 62 16.85 153 41.03 92 25.00 49 13.69 2.72
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4.2 Reliability analysis of the scales

This paper had Cronbach’s Alphas (α) to estimate the reliability of the data.

Cronbach’s Alphas can show the internal consistency of the question in same

structure.

Table 4.2-I shows that, Cronbach’s Alphas of reliability was α=0.832,

Cronbach’s Alphas of tangibility was α=0.806, Cronbach’s Alphas of responsiveness

was α=0.870, Cronbach’s Alphas of assurance was α=0.863, Cronbach’s Alphas of

empathy was α=0.893, Cronbach’s Alphas of overall perceived service quality was

α=0.960, suggesting that this six variables have relatively high internal consistency.

Table 4.2-I. Cronbach’s Alphas for service quality

Variables N of Item N of respondents Cronbach’s Alphas

Reliability 4 368 0.832

Tangibility 4 368 0.806

Responsiveness 4 368 0.870

Assurance 4 368 0.863

Empathy 4 368 0.893

overall PSQ 20 368 0.960

Table 4.2-II shows that, Cronbach’s Alphas of CSR was α=0.872, Cronbach’s

Alphas of satisfaction was α=0.903, Cronbach’s Alphas of word-of-mouth was

α=0.902, Cronbach’s Alphas of loyalty intention was α=0.891, suggesting that this

four variables have relatively high internal consistency.
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Table 4.2-II Cronbach’s Alphas for other four variables of this paper

Variables N of Item N of respondents Cronbach’s Alphas

CSR 4 368 0.872

Satisfaction 4 368 0.903

WOM 4 368 0.902

Loyalty intention 4 368 0.891

4.3 Determining the critical factors of service quality

This study is based on the modified SERVQUAL mode, five dimensions:

tangibles, reliability, responsiveness, assurance and empathy from the SERVQUAL

model were summarized by Parasuraman et al.(1991). which is assumed to contain 5

dimensions with 20 statements each on perceived service quality. SERVQUAL has

been tested using the paired sample t-test. Table 4.3 shows that the result differences

in the service quality between state-owned commercial banks and city commercial

banks.

Reliability

In "the bank provide its service at the time in promises to do so", mean of

state-owned commercial banking is 3.64, mean of city commercial banking is 3.76.

t=-1.428, p=0.154>0.05, there is no significant difference of Q1 between state-owned

commercial banking and city commercial banking. In "when you have a problem, the

bank show a sincere interest in solving it", mean of state-owned commercial banking

is 3.49, mean of city commercial banking is 3.73. t=-2.732, p=0.007<0.05, there is
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significant difference of Q2 between state-owned commercial banking and city

commercial banking. In "the bank performs the service right the first time", mean of

state-owned commercial banking is 3.64, mean of city commercial banking is 3.77.

t=-1.628, p=0.104>0.05, there is no significant difference of Q3 between state-owned

commercial banking and city commercial banking. In "the bank insists on error-free

records", mean of state-owned commercial banking is 3.84, mean of city commercial

banking is 3.94. t=-1.285, p=0.2>0.05, there is no significant difference of Q4

between state-owned commercial banking and city commercial banking.

Tangibility

In "the bank has modern looking equipment", mean of state-owned commercial

banking is 3.90, mean of city commercial banking is 3.84, t=-0.862, p=0.389>0.05,

there is no significant difference of Q5 between state-owned commercial banking and

city commercial banking. In "the bank’s physical facilities are visually appealing",

mean of state-owned commercial banking is 3.56, mean of city commercial banking is

3.69. t=-1.582, p=0.114>0.05, there is no significant difference of Q6 between

state-owned commercial banking and city commercial banking. In "the bank’s

employees are neat appearing", mean of state-owned commercial banking is 3.80，

mean of city commercial banking is 3.97. t=-2.154, p=0.032<0.05, there is significant

difference of Q7 between state-owned commercial banking and city commercial

banking. In "materials associated with the service are visually appealing at the bank",

mean of state-owned commercial banking is 3.62，mean of city commercial banking is
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3.81. t=-2.419, p=0.016<0.05, there is significant difference of Q8 between

state-owned commercial banking and city commercial banking.

Responsiveness

In "staffs in the bank tell you exactly when services will be performed", mean of

state-owned commercial banking is 3.54，mean of city commercial banking is 3.85.

t=-3.537, p=0<0.05, there is significant difference of Q9 between state-owned

commercial banking and city commercial banking. In "staffs in the bank give you

prompt service", mean of state-owned commercial banking is 3.53, mean of city

commercial banking is 3.87. t=-3.913, p=0<0.05, there is significant difference of

Q10 between state-owned commercial banking and city commercial banking. In

"staffs in the bank are always willing to help you", mean of state-owned commercial

banking is 3.62, mean of city commercial banking is 3.89. t=-3.17, p=0.002<0.05,

there is significant difference of Q11 between state-owned commercial banking and

city commercial banking. In "staffs in the bank are never too busy to respond to your

request", mean of state-owned commercial banking is 3.48，mean of city commercial

banking is 3.73. t=-2.79, p=0.06>0.05, there is no significant difference of Q12

between state-owned commercial banking and city commercial banking.
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Assurance

In "the behaviors of staffs in the bank instills confidence in you", mean of

state-owned commercial banking is 3.72, mean of city commercial banking is 3.91.

t=-2.416, p=0.016<0.05, there is significant difference of Q13 between state-owned

commercial banking and city commercial banking. In "you feel safe in your

transactions with the bank", mean of state-owned commercial banking is 3.76, mean

of city commercial banking is 3.94. t=-2.405, p=0.017<0.05, there is significant

difference of Q14 between state-owned commercial banking and city commercial

banking. In "staffs in the bank are friendly and courteous with you", mean of

state-owned commercial banking is 3.67，mean of city bank is 3.97. t=-3.53, p=0<0.05,

there is significant difference of Q15 between state-owned commercial banking and

city commercial banking. In "staffs in the bank have knowledge to answer your

questions", mean of state-owned commercial banking is 3.67, mean of city

commercial banking is 3.97. t=-2.167, p=0.031<0.05, there is significant difference of

Q16 between state-owned commercial banking and city commercial banking.

Empathy

In "the bank gives you individual attention", mean of state-owned commercial

banking is 3.50, mean of city commercial banking is 3.64. t=-1.492, p=0.137>0.05,

there is no significant difference of Q17 between state-owned commercial banking

and city commercial banking. In "the bank has your best interest at heart", mean of
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state-owned commercial banking is 3.40，mean of city commercial banking is 3.60.

t=-2.246, p=0.025<0.05, there is significant difference of Q18 between state-owned

commercial banking and city commercial banking. In "the bank has staffs who give

you personal attention", mean of state-owned commercial banking is 3.36, mean of

city commercial banking is 3.62. t=-2.649, p=0.008<0.05, there is significant

difference of Q19 between state-owned commercial banking and city commercial

banking. In "the staffs of the bank understand your specific needs", mean of

state-owned commercial banking is 3.55, mean of city commercial banking is 3.72.

t=-2.016, p=0.044<0.05, there is significant difference of Q20 between state-owned

commercial banking and city commercial banking.

By reliability of SERVQUAL model, mean of state-owned commercial banking

is 3.79, mean of city commercial banking is 3.96. t=-2.135. p=0.033<0.05, there is

significant difference between state-owned commercial banking and city commercial

banking.

By tangibility of SERVQUAL model, mean of state-owned commercial banking

is 3.86, mean of city commercial banking is 3.98. t=-1.521. p=0.129>0.05, there is no

significant difference between state-owned commercial banking and city commercial

banking.

By responsiveness of SERVQUAL model, mean of state-owned commercial

banking is 3.60, mean of city commercial banking is 4.01. t=-4.538. p=0<0.05, there

is significant difference between state-owned commercial banking and city

commercial banking.
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By assurance of SERVQUAL model, mean of state-owned commercial banking

is 3.82, mean of city commercial banking is 4.06. t=-3.044. p=0.003<0.05, there is

significant difference between state-owned commercial banking and city commercial

banking.

By empathy of SERVQUAL model, mean of state-owned commercial banking

is 3.48, mean of city commercial banking is 3.73. t=-2.548. p=0.011<0.05, there is

significant difference between state-owned commercial banking and city commercial

banking.

Through T-test analysis, on overall perceived service quality, mean of

state-owned commercial banking is 3.70, mean of city commercial banking is 3.91.

t=-2.712. p=0.007<0.05, there is significant difference between state-owned

commercial banking and city commercial banking.
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Table 4.3 Differences in service quality between SB and CB: independent sample T-test
Item Mean

(SB)

Mean

(CB)

Mean difference T-value Sig.

(2-tailed)

Reliability

Q1 3.64 3.76 -0.12 -1.428 0.154

Q2 3.49 3.73 -0.24 -2.732 0.007

Q3 3.64 3.77 -0.13 -1.628 0.104

Q4 3.84 3.94 -0.10 -1.285 0.2

Tangibility

Q5 3.90 3.84 0.06 0.862 0.389

Q6 3.56 3.69 -0.13 -1.582 0.114

Q7 3.80 3.97 -0.17 -2.154 0.032

Q8 3.62 3.81 -0.19 -2.419 0.016

Responsiveness

Q9 3.54 3.85 -0.31 -3.537 0

Q10 3.53 3.87 -0.34 -3.913 0

Q11 3.62 3.89 -0.27 -3.17 0.002

Q12 3.48 3.73 -0.25 -2.79 0.006

Assurance

Q13 3.72 3.91 -0.19 -2.416 0.016

Q14 3.76 3.94 -0.18 -2.405 0.017

Q15 3.67 3.97 -0.3 -3.53 0

Q16 3.66 3.83 -0.17 -2.167 0.031

Empathy

Q17 3.50 3.64 -0.14 -1.492 0.137

Q18 3.40 3.60 -0.2 -2.246 0.025

Q19 3.36 3.62 -0.26 -2.649 0.008

Q20 3.55 3.72 -0.17 -2.016 0.044

Q1-Q4 Reliability 3.79 3.96 -0.17 -2.135 0.033

Q5-Q8 Tangibility 3.86 3.98 -0.12 -1.521 0.129

Q9-Q12 Responsiveness 3.60 4.01 -0.41 -4.538 0

Q13-Q16 Assurance 3.82 4.06 -0.24 -3.044 0.003

Q17-Q20 Empathy 3.48 3.73 -0.25 -2.548 0.011

Perceived Service Quality 3.70 3.91 -0.21 -2.712 0.007

**SB=State-owned commercial bank; CB=City commercial bank
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4.4 CSR

Table 4.4 shows that respondents’ perception about the commercial bank CSR

activities. Average score of "the bank are environmentally friendly" is 3.80. 55

respondents (14.94 per cent) strongly agree with the sample bank are environmentally

friendly, 194 respondents (52.72 per cent) agree with the sample bank are

environmentally friendly, 110 respondents (29.89 per cent) somewhat agree with the

sample bank are environmentally friendly, 7 respondents (1.90 per cent) disagree with

the sample bank are environmentally friendly, 2 respondents (0.54 per cent) strongly

disagree with the sample bank are environmentally friendly. Average score of "the

sample bank are socially responsible" is 3.73. 49 respondents (13.32 per cent)

strongly agree with the sample bank are socially responsible, 179 respondents (48.64

per cent) agree with the sample bank are socially responsible, 132 respondents (35.87

per cent) somewhat agree with the sample bank are socially responsible, 7

respondents (1.90 per cent) disagree with the sample bank are socially responsible, 1

respondents (0.27 per cent) strongly disagree with the sample bank are socially

responsible. Average score of "the sample bank provide education scholarships" is

3.68. 63 respondents (17.12 per cent) strongly agree with the sample bank provide

education scholarships, 140 respondents (38.04 per cent) agree with the sample bank

provide education scholarships, 151 respondents (41.03 per cent) somewhat agree

with the sample bank provide education scholarships, 14 respondents (3.81 per cent)

disagree with the sample bank provide education scholarships, no respondent strongly

disagree with the sample bank provide education scholarships. Average score of "the
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sample bank help the disadvantage" is 3.59. 47 respondents (12.77 per cent)

strongly agree with the sample bank help the disadvantage, 148 respondents (40.21

per cent) agree with the sample bank help the disadvantage, 153 respondents (41.57

per cent) somewhat agree with the sample bank help the disadvantage, 16 respondents

(4.35 per cent) disagree with the sample bank help the disadvantage, 4 respondents

(1.09 per cent) strongly disagree with the sample bank help the disadvantage.

Table 4.4 Descriptive statistics of the sample commercial bank CSR activities

Items of CSR
Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

Average

score

N (%) N (%) N (%) N (%) N (%)

C1. The bank are

environmentally friendly 55 14.94 194 52.72 110 29.89 7 1.90 2 0.54 3.80

C2. The bank are

socially responsible 49 13.32 179 48.64 132 35.87 7 1.90 1 0.27 3.73

C3. The bank provide

education scholarships 63 17.12 140 38.04 151 41.03 14 3.81 0 0 3.68

C4. The bank help the

disadvantaged 47 12.77 148 40.21 153 41.57 16 4.35 4 1.09 3.59

4.5 Customer satisfaction

Look at Table 4.5, average score of "customer are happy with the service their

experienced at the bank" is 3.86. 67 respondents (18.21 per cent) strongly agree

with they are happy with the service their experienced at the bank, 198 respondents

(53.80 per cent) agree with they are happy with the service their experienced at the

bank, 91 respondents (24.73 per cent) somewhat agree with they are happy with the

service their experienced at the bank, 9 respondents (2.44 per cent) disagree with they

are happy with the service their experienced at the bank, 3 respondents (0.82 per cent)
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strongly disagree with they are happy with the service their experienced at the bank.

Average score of "customer did the right thing choosing the bank for its service"

is 3.85. 65 respondents (17.66 per cent)strongly agree with they did the right thing

choosing the bank for its service, 193 respondents (52.44 per cent) agree with they did

the right thing choosing the bank for its service, 101 respondents (27.45 per cent)

somewhat agree with they did the right thing choosing the bank for its service, 6

respondents (1.63 per cent) disagree with they did the right thing choosing the bank

for its service, 3 respondents (0.82 per cent) strongly disagree with they did the right

thing choosing the bank for its service. Average score of "customer choice of doing

transactions with the bank was the wise one" is 3.81. 62 respondents (16.85 per

cent) strongly agree with they choice of doing transactions with the bank was the wise

one, 186 respondents (50.54 per cent) agree with they choice of doing transactions

with the bank was the wise one, 110 respondents (29.89 per cent) somewhat agree

with they choice of doing transactions with the bank was the wise one, 8 respondents

(2.18 per cent) disagree with they choice of doing transactions with the bank was the

wise one, 2 respondents (0.54 per cent) strongly disagree with they choice of doing

transactions with the bank was the wise one. Average score of "service of the sample

bank are exactly the same as what customer need" is 3,72. 58 respondents (15.76

per cent) strongly agree with service of the sample bank are exactly the same as what

they need, 169 respondents (45.93 per cent) agree with service of the sample bank are

exactly the same as what they need, 122 respondents (33.15 per cent) somewhat agree

with service of the sample bank are exactly the same as what they need, 17
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respondents (4.62 per cent) disagree with service of the sample bank are exactly the

same as what they need, 2 respondents (0.54 per cent) strongly disagree with service

of the sample bank are exactly the same as what they need.

Table 4.5 Descriptive statistics of customer satisfaction
Items of Customer

satisfaction

Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

Average

score

N (%) N (%) N (%) N (%) N (%)

S1.consumer are happy

with the service their

experienced at the bank.

67 18.21 198 53.80 91 24.73 9 2.44 3 0.82 3.86

S2.consumer think that

they did the right thing

choosing the bank for its

service.

65 17.66 193 52.44 101 27.45 6 1.63 3 0.82 3.85

S3.consumer choice of

doing transactions with

the bank was the wise

one.

62 16.85 186 50.54 110 29.89 8 2.18 2 0.54 3.81

S4.Service of the bank

are exactly the same as

what consumer need.

58 15.76 169 45.93 122 33.15 17 4.62 2 0.54 3.72

4.6 Word-of-mouth

Table 4.6 shows that, Average score of "Consumer will encourage their friends

and family to use the service offered by the bank" is 3.75. 62 respondents (16.85 per

cent)strongly agree with they will say positive things about the sample bank to other

people, 170 respondents (46.19 per cent) agree with they will say positive things about

the sample bank to other people, 119 respondents (32.34 per cent) somewhat agree with

they will say positive things about the sample bank to other people, 16 respondents (4.35

per cent) disagree with they will say positive things about the sample bank to other people,
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1 respondent (0.27 per cent) strongly disagree with they will say positive things about

the sample bank to other people. Average score of "Consumer will recommend the bank

to someone who ask they" is 3.70. 56 respondents (15.22 per cent) strongly agree with

they will recommend the sample bank to someone who ask they, 176 respondents

(47.82 per cent) agree with they will recommend the sample bank to others, 110

respondents (29.89 per cent) somewhat agree with they will recommend the sample

bank to someone who ask they, 22 respondents (5.98 per cent) disagree with they will

recommend the sample bank to someone who ask they, 4 respondents (1.09 per cent)

strongly disagree with they will recommend the sample bank to someone who ask

they. Average score of "Consumer will encourage their friends and family to use the

service offered by the bank" is 3.67. 58 respondents (15.75 per cent) strongly agree

with they will encourage their friends and family to use the service offered by the sample

bank, 166 respondents (45.11 per cent) agree with they will encourage their friends and

family to use the service offered by the sample bank, 113 respondents (30.71 per cent)

somewhat agree with they will encourage their friends and family to use the service offered

by the sample bank, 27 respondents (7.34 per cent) disagree with they will encourage

their friends and family to use the service offered by the sample bank, 4 respondents (1.09

per cent) strongly disagree with they will encourage their friends and family to use the

service offered by the sample bank. Average score of "Consumer will recommend the

bank to others" is 3.65. 62 respondents (16.85 per cent) strongly agree with they will

recommend the sample bank to others, 158 respondents (42.94 per cent) agree with

they will recommend the sample bank to others, 112 respondents (30.43 per cent)
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somewhat agree with they will recommend the sample bank to others, 31 respondents

(8.42 per cent) disagree with they will recommend the sample bank to others, 5

respondents (1.37 per cent) strongly disagree with they will recommend the sample

bank to others.

Table 4.6 Descriptive statistics of customer word-of-mouth

Items of WOM

Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

Average

score

N (%) N (%) N (%) N (%) N (%)

Consumer will say positive

things about the bank to

other people

62 16.85 170 46.19 119 32.34 16 4.35 1 0.27 3.75

Consumer will recommend

the bank to someone who

ask they

56 15.22 176 47.82 110 29.89 22 5.98 4 1.09 3.70

Consumer will encourage

their friends and family to

use the service offered by

the bank.

58 15.75 166 45.11 113 30.71 27 7.34 4 1.09 3.67

Consumer will recommend

the bank to others 62 16.85 158 42.94 112 30.43 31 8.42 5 1.36 3.65

4.7 Loyalty intention

Look at Table 4.7, average score of "consumer will do more business with the bank

in the next few years" is 3.76. 65 respondents (17.66 per cent) strongly agree with they

will do more business with the bank in the next few years, 168 respondents (45.65 per cent)

agree with they will do more business with the bank in the next few years, 118

respondents (32.07 per cent) somewhat agree with they will do more business with the

bank in the next few years, 16 respondents (4.35 per cent) disagree with they will do

more business with the bank in the next few years, 1 respondent (0.27 per cent) strongly
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disagree with they will do more business with the bank in the next few years. Average score

of "consumer will not leave the bank, even if others recommend they to other banks" is

3.71. 70 respondents (19.02 per cent) strongly agree with they will not leave the bank,

even if others recommend they to other banks, 153 respondents (41.58 per cent) agree

with they will not leave the bank, even if others recommend they to other banks, 115

respondents (31.25 per cent) somewhat agree with they will not leave the bank, even if

others recommend they to other banks, 27 respondents (7.34 per cent) disagree with they

will not leave the bank, even if others recommend they to other banks, 3 respondents (0.81

per cent) strongly disagree with they will not leave the bank, even if others recommend

they to other banks. Average score of "As long as the bank to maintain the existing service

level consumer will not leave." is 3.70. 58 respondents (15.75 per cent) strongly agree

with as long as the bank to maintain the existing service level consumer will not leave, 172

respondents (46.74 per cent) agree with as long as the bank to maintain the existing

service level consumer will not leave, 111 respondents (30.17 per cent) somewhat agree

with as long as the bank to maintain the existing service level consumer will not leave, 22

respondents (5.97 per cent) disagree with as long as the bank to maintain the existing

service level consumer will not leave, 5 respondents (1.36 per cent) strongly disagree

with as long as the bank to maintain the existing service level consumer will not leave.

Average score of "consumer will consider the bank as their first choice when they need

new product/service" is 3.68. 64 respondents (17.39 per cent) strongly agree with they

will consider the bank as their first choice when they need new product/service, 156

respondents (42.39 per cent) agree with they will consider the bank as their first choice
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when they need new product/service, 118 respondents (32.06 per cent) somewhat agree

with they will consider the bank as their first choice when they need new product/service,

26 respondents (7.07 per cent) disagree with they will consider the bank as their first

choice when they need new product/service, 4 respondents (1.09 per cent) strongly

disagree with they will consider the bank as their first choice when they need new

product/service.

Table 4.7 Descriptive statistics of customer loyalty intention
Items of Loyalty

Intention

Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

Average

score

N (%) N (%) N (%) N (%) N (%)

L1.consumer will do more

business with the bank in

the next few years

65 17.66 168 45.65 118 32.07 16 4.35 1 0.27 3.76

L2.consumer will not

leave the bank, even if

others recommend they to

other banks

70 19.02 153 41.58 115 31.25 27 7.34 3 0.81 3.71

L3.As long as the bank to

maintain the existing

service level consumer

will not leave.

58 15.75 172 46.74 111 30.17 22 5.97 5 1.36 3.70

L4.consumer will

consider the bank as their

first choice when they

need new product/service

64 17.39 156 42.39 118 32.06 26 7.07 4 1.09 3.68
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4.8 Hypothesis testing

Table 4.8 correlations crosstab

Table 4.8 is correlations crosstab between seven variables, Pearson correlation

between reliability and tangibility, responsiveness, assurance, empathy, CSR were

0.662(p=0<0.05), 0.664(p=0<0.05), 0.651(p=0<0.05), 0.576(p=0<0.05), 0.546

(p=0<0.05), and reached the significant level. Pearson correlation between tangibility

and responsiveness, assurance, empathy, CSR were 0.677(p=0<0.05), 0.698

(p=0<0.05), 0.578 (p=0<0.05), 0.544 (p=0<0.05), and reached the significant level.

Pearson correlation between responsiveness and assurance, empathy, CSR were 0.766

(p=0<0.05), 0.717 (p=0<0.05), 0.574 (p=0<0.05), and reached the significant level.

Reliability Tangibility Responsiveness Assurance Empathy CSR

Reliability Pearson Correlation 1 .662** .664** .651** .576** .546**

Sig. (2-tailed) 0 0 0 0 0

N 368 368 368 368 368

Tangibility Pearson Correlation 1 .677** .698** .578** .544**

Sig. (2-tailed) 0 0 0 0

N 368 368 368 368

Responsiveness Pearson Correlation 1 .766** .717** .574**

Sig. (2-tailed) 0 0 0

N 368 368 368

Assurance Pearson Correlation 1 .679** .582**

Sig. (2-tailed) 0 0

N 368 368

Empathy Pearson Correlation 1 .663**

Sig. (2-tailed) 0

N 368

CSR Pearson Correlation 1

Sig. (2-tailed)

N

** Correlation is significant at the 0.01 level (2-tailed).
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Pearson correlation between assurance and empathy, CSR were 0.679 (p=0<0.05),

0.582 (p=0<0.05), and reached the significant level. Pearson correlation between

empathy and CSR was 0.663 (p=0<0.05) and reached the significantly positively

correlated.

4.9 Direct linear regression analysis

4.9.1 Customer satisfaction of regression analysis

Table 4.9.1-I summarize the first hypothesized relationship were supported by

the data analysis. Perceived service quality was found to positively influence the

customer satisfaction. The overall satisfaction (Y) has been taken as the dependent

variable, and reliability (X1), tangibility (X2), responsiveness (X3), assurance (X4),

empathy (X5) have been taken as the independent variables. From regression

analysised, the equations were as follows:

YS= 0.129 X1+0.062 X2+0.274 X3+0.171 X4+ 0.288 X5

The result shows that the all dimensions is positively related to customer

satisfaction, but tangibility is no significant.
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Table 4.9.1-I Regression models for the model H1

Variables
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) 0.61 0.15 4.066 0

X1 0.133 0.048 0.129 2.796 0.005

X2 0.069 0.054 0.062 1.282 0.201

X3 0.249 0.051 0.274 4.863 0

X4 0.178 0.057 0.171 3.128 0.002

X5 0.247 0.04 0.288 6.126 0

**X1=Reliability; X2=Tangibility; X3=Responsiveness; X4=Assurance; X5=Empathy;
**Dependent Variable: Customer Satisfaction

Table4.9.1-II Regression models for the model H 2

Variables
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) 1.56 0.168 9.299 0

X1 0.617 0.043 0.602 14.419 0

**X1=CSR
**Dependent Variable: Customer Satisfaction

Model H2 in Table 4.9.1-II shows the second hypothesized relationship were

supported by the data analysis. Corporate social responsibility activities was found to

positively influence the customer satisfaction, and the relationship is significant

(β=0.602, p=0<0.05). The overall satisfaction (Y) has been taken as the dependent

variable, and CSR (X1) has been taken as the independent variables. From regression

analysised, the equations were as follows:

YS= 0.602 X1
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4.9.2 Word-of-Mouth of regression analysis

Model H3 in Table 4.5.2 shows the third hypothesized relationship were

supported by the data analysis. satisfaction was found to positively influence the

Word-of-Mouth, and the relationship is significant (β=0.707, p=0<0.05).

Word-of-mouth (Y) has been taken as the dependent variable and the overall

satisfaction (X1) has been taken as the independent variables. From regression

analysised, the equations were as follows:

Ywom= 0.707 X1

Table 4.9.2 Regression models for the model H 3

Variables

Unstandardized

Coefficients
Standardized Coefficients

t Sig.

B Std. Error Beta

(Constant) 0.707 0.164 4.312 0

X1 0.782 0.041 0.707 19.146 0

**X1=Customer satisfaction
**Dependent Variable: WOM

4.9.3 Loyalty intention of regression analysis

Model H4 in Table 4.9.3 shows the fourth hypothesized relationship were

supported by the data analysis. satisfaction was found to positively influence the

loyalty intention, and the relationship is significant (β=0.711, p=0<0.05). Loyalty

intention (Y) has been taken as the dependent variable and the overall satisfaction (X1)



- 70 -

has been taken as the independent variables. From regression analysised, the

equations were as follows:

YL=0.711X1

Table 4.9.3 Regression models for the model H 4

Variables

Unstandardized

Coefficients

Standardized

Coefficients t Sig.

B Std. Error Beta

(Constant) 0.764 0.161 4.736 0

X1 0.778 0.04 0.711 19.344 0

**X1=Customer satisfaction
**Dependent Variable: Loyalty intention

4.9.4 Hypothesis testing result

This paper used multiple regression and T-test as the analysis method to do the

hypothesis testing. By analyzing, the result shows that, all the hypothesis of this paper

were supported (Table4.9.4).

Table4.9.4 Hypothesis testing result

Hypothesis Result

H1 perceived service quality is positively related to consumer satisfaction supported

H2 CSR is positively related to consumer satisfaction supported

H3 consumer satisfaction is positively related to Word-of-Mouth supported

H4 consumer satisfaction is positively related to loyalty intention supported

H5 customer of city commercial bank has higher perceived service supported
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For hypothesis 1, in independent variable“perceived service quality”, the results

revealed that all five dimensions of perceived service quality are positively related to

consumer satisfaction. Among them, empathy (β=0.288, p=0<0.05), responsiveness

(β=0.274, p=0<0.05), and assurance (β=0.171, p=0.02<0.05) have most significant

influence on consumer satisfaction, all dimensions except tangibility (β=0.062,

p=0.201>0.05) are significant.

Hypothesis 2: CSR is positively related to consumer satisfaction, and the

relationship is significant (β=0.602, p=0<0.05).

Hypothesis 3: consumer satisfaction is positively related to Word-of-Mouth, and

and the relationship is significant (β=0.707, p=0<0.05).

Hypothesis 4: consumer satisfaction is positively related to loyalty intention,

have been supported, and the relationship is significant (β=0.711, p=0<0.05)

Hypothesis 5: customer of city commercial bank has higher perceived service

quality, have been supported(Table4.3). and the relationship is significant (β=0.711,

p=0<0.05). The dimension"reliability" (t=-2.135,p=0.033<0.05), "responsiveness"

(t=-4.538, p=0<0.05), "assurance" (t=-3.044. p=0.003<0.05) and "empathy" (t=-2.548.

p=0.011<0.05), there is significant difference between state-owned commercial

banking and city commercial banking. But the dimension "tangibility" (t=-1.521.

p=0.129>0.05), there is no significant difference between state-owned commercial

banking and city commercial banking.
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4.10 Analysis of demographic information

4.10.1 T-test analysis of gender

Table 4.10.1 T-test analysis between gender and each factors of this paper
Item Mean

female
Mean
male

Mean
difference

T-value Sig.
(2-tailed)

Reliability 3.85 3.89 -0.04 -0.395 0.693
Tangibility 3.91 3.93 -0.02 -0.324 0.746

Responsiveness 3.76 3.83 -0.07 -0.746 0.456
Assurance 3.90 3.98 -0.08 -0.972 0.332
Empathy 3.53 3.69 -0.16 -1.654 0.099
CSR 3.85 3.83 0.02 0.169 0.866

Satisfaction 3.90 3.97 -0.07 -0.791 0.429
WOM 3.78 3.78 0 0.052 0.958
Loyalty 3.84 3.80 0.04 0.509 0.611

Table 4.10.1show that t-rest result between gender and each factors of this paper.

P value of reliability (t=-0.395, p=0.693>0.05), tangibility (t=-0.324, p=0.746>0.05),

responsiveness (t=-0.746, p=0.456>0.05), assurance (t=-0.972, p=0.332>0.05),

empathy (t=-1.654, p=0.099>0.05) are no significant differences between female and

male. Then, p value of CSR (t=0.169, p=0.866), satisfaction (t=-0.791, p=0.429),

WOM (t=-0.052, p=0.958), loyalty (t=0.509, p=0.611) are higher than 0.05, there is

no significant differences between female and male.

4.10.2 T-test analysis of age

Table 4.10.2 show that T-rest result between age and each factors of this paper. p

value of reliability (t=-1.085, p=0.279>0.05), tangibility (t=-1.781, p=0.076>0.05),

responsiveness (t=-0.766, p=0.445>0.05), empathy (t=-1.971, p=0.05=0.05) are no
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significant differences between youth people and old people. Except assurance

(t=-2.084, p=0.038<0.05), there is significant differences between youth people and

old people.

Table 4.10.2 T-test between age and each factors of this paper
Item Mean

Youth
Mean

Maturity& old
Mean

difference
T-value Sig.

(2-tailed)
Reliability 3.84 3.94 -0.1 -1.085 0.279
Tangibility 3.87 4.02 -0.15 -1.781 0.076

Responsiveness 3.77 3.84 -0.07 -0.766 0.445
Assurance 3.88 4.06 -0.18 -2.084 0.038
Empathy 3.54 3.75 -0.21 -1.971 0.05
CSR 3.80 3.94 -0.14 -1.608 0.109

Satisfaction 3.86 4.09 -0.23 -2.561 0.011
WOM 3.73 3.91 -0.18 -1.775 0.077
Loyalty 3.75 4.00 -0.25 -2.493 0.013

Then, p value of CSR (t=-1.608, p=0.109) and WOM (t=-1.775, p=0.077), are

higher than 0.005, there is no significant differences between youth people and old

people. Satisfaction (t=-2.561, p=0.011), and loyalty (t=-2.493, p=0.013) are lower

than 0.05, there is significant differences between youth people and old people, old

people are more satisfaction and loyalty.

4.10.3 T-test analysis of monthly income

Table4.10.3 show that F-test result between monthly income and each factors of

this paper. However, p value of reliability (p=0.795), tangibility (p=0.561),

responsiveness (p=0.802), assurance (p=0.775), empathy (p=0.868), CSR (p=0.771),

satisfaction (p=0.944),WOM (p=0.905), loyalty (p=0.455) are higher than 0.05, there
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is no significant differences between different monthly income.

Table 4.10.3 F-test between monthly income and each factors of this paper
Sum of Squares df Mean Square F Sig.

Reliability Between Groups 1.464 5 0.293 0.475 0.795

Within Groups 223.012 362 0.616

Total 224.476 367

Tangibility Between Groups 2.041 5 0.408 0.785 0.561

Within Groups 188.347 362 0.52

Total 190.389 367

Responsiveness Between Groups 1.838 5 0.368 0.466 0.802

Within Groups 285.629 362 0.789

Total 287.467 367

Assurance Between Groups 1.516 5 0.303 0.501 0.775

Within Groups 218.919 362 0.605

Total 220.435 367

Empathy Between Groups 1.656 5 0.331 0.372 0.868

Within Groups 322.624 362 0.891

Total 324.28 367

CSR Between Groups 1.576 5 0.315 0.506 0.771

Within Groups 225.283 362 0.622

Total 226.859 367

Satisfaction Between Groups 0.789 5 0.158 0.241 0.944

Within Groups 237.374 362 0.656

Total 238.163 367

WOM Between Groups 1.252 5 0.25 0.313 0.905

Within Groups 289.919 362 0.801

Total 291.171 367

Loyalty Between Groups 3.659 5 0.732 0.94 0.455

Within Groups 281.86 362 0.779

Total 285.519 367
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4.10.4 The frequency of respondents go to bank branch by one -way ANOVAanalysis

Table 4.10.4-I Differences in each factor of this paper between difference frequency of respondents go to bank branch: F-test

Sum of Squares df Mean Square F Sig.

Reliability Between Groups 10.025 3 3.342 5.672 0.001

Within Groups 214.451 364 0.589

Total 224.476 367
Tangibility Between Groups 9.57 3 3.19 6.422 0

Within Groups 180.818 364 0.497

Total 190.389 367
Responsiveness Between Groups 21.448 3 7.149 9.782 0

Within Groups 266.02 364 0.731

Total 287.467 367

Assurance Between Groups 8.283 3 2.761 4.737 0.003

Within Groups 212.152 364 0.583

Total 220.435 367

Empathy Between Groups 27.767 3 9.256 11.362 0

Within Groups 296.513 364 0.815

Total 324.28 367
CSR Between Groups 9.679 3 3.226 5.408 0.001

Within Groups 217.179 364 0.597

Total 226.859 367
satisfaction Between Groups 19.346 3 6.449 10.728 0

Within Groups 218.817 364 0.601

Total 238.163 367

WOM Between Groups 15.617 3 5.206 6.877 0

Within Groups 275.554 364 0.757

Total 291.171 367

loyalty Between Groups 21.249 3 7.083 9.756 0

Within Groups 264.27 364 0.726

Total 285.519 367

Table 4.10.4-I show that f-test analysis result between the frequency of

respondents go to bank branch and each factor of this paper. Reliability (p=0.001),

tangibility (p=0), responsiveness (p=0), assurance (p=0.003), empathy (p=0), CSR

(p=0.001), satisfaction (p=0), WOM (p=0), loyalty (p=0) were significant (p<0.05)
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differences between different frequency of respondents go to bank branch.

By reliability, the result in Table4.10.4-II, group of "once a week or more" have

a significantly higher perceived service quality in reliability dimension than group of

"once or twice a month"(p<0.05) and "once half a year or less"(p<0.05). Group of

"once or twice a quarterly" have a significantly higher perceived service quality in

reliability dimension than group of "once half a year or less"(p<0.05). This result

shows that, respondents who are go to bank branch more often have higher perceived

service quality in reliability dimension than respondents who go to bank branch are

less often.

Table 4.10.4-II Post Hoc Test of frequency of respondents go to bank branch and reliability

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference

(I-J)

Std. Error Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Reliability

once a week or more once or twice a month .223* 0.103 0.031 0.02 0.43

once or twice a quarterly 0.136 0.123 0.269 -0.11 0.38

once half a year or less .434* 0.107 0 0.22 0.64

once or twice a month once a week or more -.223* 0.103 0.031 -0.43 -0.02

once or twice a quarterly -0.086 0.13 0.507 -0.34 0.17

once half a year or less 0.211 0.114 0.066 -0.01 0.44

once or twice a quarterly once a week or more -0.136 0.123 0.269 -0.38 0.11

once or twice a month 0.086 0.13 0.507 -0.17 0.34

once half a year or less .297* 0.133 0.026 0.04 0.56

once half a year or less once a week or more -.434* 0.107 0 -0.64 -0.22

once or twice a month -0.211 0.114 0.066 -0.44 0.01

once or twice a quarterly -.297* 0.133 0.026 -0.56 -0.04

**The mean difference is significant at the 0.05 level.



- 77 -

By tangibility, the result in Table4.10.4-III, group of "once a week or more"

have a significantly higher perceived service quality in tangibility dimension than

group of "once or twice a month"(p<0.05) and "once half a year or less"(p<0.05).

Group of "once or twice a quarterly" have a significantly higher perceived service

quality in tangibility dimension than group of"once half a year or less"(p<0.05). This

result shows that, respondents who are go to bank branch more often have higher

perceived service quality in tangibility dimension than respondents who go to bank

branch are less often.

Table 4.10.4-III Post Hoc Test of frequency of respondents go to bank branch and tangibility

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Tangibility

once a week or more once or twice a month .229* 0.095 0.016 0.04 0.42

once or twice a quarterly 0.083 0.113 0.462 -0.14 0.31

once half a year or less .413* 0.098 0 0.22 0.61

once or twice a month once a week or more -.229* 0.095 0.016 -0.42 -0.04

once or twice a quarterly -0.146 0.119 0.222 -0.38 0.09

once half a year or less 0.184 0.105 0.081 -0.02 0.39

once or twice a quarterly once a week or more -0.083 0.113 0.462 -0.31 0.14

once or twice a month 0.146 0.119 0.222 -0.09 0.38

once half a year or less .329* 0.122 0.007 0.09 0.57

once half a year or less once a week or more -.413* 0.098 0 -0.61 -0.22

once or twice a month -0.184 0.105 0.081 -0.39 0.02

once or twice a quarterly -.329* 0.122 0.007 -0.57 -0.09

** The mean difference is significant at the 0.05 level.
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By responsiveness, the result in Table4.10.4-IV, group of "once a week or more"

have a significantly higher perceived service quality in responsiveness dimension than

group of "once or twice a month"(p<0.05), "once or twice a quarterly" (p<0.05) and

"once half a year or less"(p<0.05). Group of "once or twice a month" have a

significantly higher perceived service quality in responsiveness dimension than group

of "once half a year or less"(p<0.05). This result shows that, respondents who are go

to bank branch more often have higher perceived service quality in responsiveness

dimension than respondents who go to bank branch are less often.

Table 4.10.4-IVPost Hoc Test of frequency of respondents go to bank branch and responsiveness

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference (I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Responsiveness

once a week or more once or twice a month .279* 0.115 0.015 0.05 0.5

once or twice a quarterly .352* 0.137 0.011 0.08 0.62

once half a year or less .637* 0.119 0 0.4 0.87

once or twice a month once a week or more -.279* 0.115 0.015 -0.5 -0.05

once or twice a quarterly 0.072 0.145 0.618 -0.21 0.36

once half a year or less .358* 0.127 0.005 0.11 0.61

once or twice a quarterly once a week or more -.352* 0.137 0.011 -0.62 -0.08

once or twice a month -0.072 0.145 0.618 -0.36 0.21

once half a year or less 0.286 0.148 0.054 -0.01 0.58

once half a year or less once a week or more -.637* 0.119 0 -0.87 -0.4

once or twice a month -.358* 0.127 0.005 -0.61 -0.11

once or twice a quarterly -0.286 0.148 0.054 -0.58 0.01

**The mean difference is significant at the 0.05 level.
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By assurance, the result in Table4.10.4-V, group of "once a week or more" have

a significantly higher perceived service quality in assurance dimension than group of

"once or twice a month"(p<0.05) and "once half a year or less"(p<0.05). This result

shows that, respondents who are go to bank branch more often have higher perceived

service quality in assurance dimension than respondents who go to bank branch are

less often.

Table4.10.4-V Post Hoc Test of frequency of respondents go to bank branch and assurance

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference (I-J)
Std. Error Sig.

95% Confidence Interval

Lower

Bound

Upper

Bound

Assurance

once a week or more once or twice a month .257* 0.102 0.013 0.06 0.46

once or twice a quarterly 0.212 0.123 0.084 -0.03 0.45

once half a year or less .380* 0.106 0 0.17 0.59

once or twice a month once a week or more -.257* 0.102 0.013 -0.46 -0.06

once or twice a quarterly -0.045 0.129 0.73 -0.3 0.21

once half a year or less 0.123 0.114 0.278 -0.1 0.35

once or twice a quarterly once a week or more -0.212 0.123 0.084 -0.45 0.03

once or twice a month 0.045 0.129 0.73 -0.21 0.3

once half a year or less 0.168 0.132 0.205 -0.09 0.43

once half a year or less once a week or more -.380* 0.106 0 -0.59 -0.17

once or twice a month -0.123 0.114 0.278 -0.35 0.1

once or twice a quarterly -0.168 0.132 0.205 -0.43 0.09

** The mean difference is significant at the 0.05 level.

By empathy, the result in Table4.10.4-VI, group of "once a week or more" have

a significantly higher perceived service quality in empathy dimension than group of

"once or twice a month"(p<0.05), "once or twice a quarterly"(p<0.05)and "once half a

year or less"(p<0.05). Group of "once or twice a month" have a significantly higher

perceived service quality in empathy dimension than group of "once half a year or
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less"(p<0.05). This result shows that, respondents who are go to bank branch more

often have higher perceived service quality in empathy dimension than respondents

who go to bank branch are less often.

Table 4.10.4-VI Post Hoc Test of frequency of respondents go to bank branch and empathy

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference (I-J)
Std. Error Sig.

95% Confidence Interval

Lower

Bound

Upper

Bound

Empathy

once a week or more once or twice a month .419* 0.121 0.001 0.18 0.66

once or twice a quarterly .448* 0.145 0.002 0.16 0.73

once half a year or less .704* 0.126 0 0.46 0.95

once or twice a month once a week or more -.419* 0.121 0.001 -0.66 -0.18

once or twice a quarterly 0.03 0.153 0.845 -0.27 0.33

once half a year or less .286* 0.134 0.034 0.02 0.55

once or twice a quarterly once a week or more -.448* 0.145 0.002 -0.73 -0.16

once or twice a month -0.03 0.153 0.845 -0.33 0.27

once half a year or less 0.256 0.156 0.103 -0.05 0.56

once half a year or less once a week or more -.704* 0.126 0 -0.95 -0.46

once or twice a month -.286* 0.134 0.034 -0.55 -0.02

once or twice a quarterly -0.256 0.156 0.103 -0.56 0.05

** The mean difference is significant at the 0.05 level.

By CSR, The result in Table4.10.4-VII, group of "once a week or more" have a

significantly higher perception about the CSR activities than group of "once or twice a

quarterly"(p<0.05). Group of "once or twice a month" have a significantly higher

perception about the CSR activities than group of "once half a year or less"(p<0.05).

This result shows that, respondents who are go to bank branch more often have higher

perception about the CSR activities than respondents who go to bank branch are less

often.
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Table 4.10.4-VII Post Hoc Test of frequency of respondents go to bank branch and CSR

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference (I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

CSR

once a week or more once or twice a month 0.151 0.104 0.147 -0.05 0.35

once or twice a quarterly 0.233 0.124 0.061 -0.01 0.48

once half a year or less .427* 0.107 0 0.22 0.64

once or twice a month once a week or more -0.151 0.104 0.147 -0.35 0.05

once or twice a quarterly 0.083 0.131 0.527 -0.17 0.34

once half a year or less .276* 0.115 0.017 0.05 0.5

once or twice a quarterly once a week or more -0.233 0.124 0.061 -0.48 0.01

once or twice a month -0.083 0.131 0.527 -0.34 0.17

once half a year or less 0.194 0.134 0.148 -0.07 0.46

once half a year or less once a week or more -.427* 0.107 0 -0.64 -0.22

once or twice a month -.276* 0.115 0.017 -0.5 -0.05

once or twice a quarterly -0.194 0.134 0.148 -0.46 0.07

** The mean difference is significant at the 0.05 level.

By satisfaction, the result in Table4.10.4-VIII, group of "once a week or more"

have a significantly higher satisfaction than group of "once or twice a month"(p<0.05)

and "once half a year or less"(p<0.05). Group of "once or twice a month" have a

significantly higher satisfaction than group of "once half a year or less"(p<0.05).

Group of "once or twice a quarterly" have a significantly higher satisfaction than

group of "once half a year or less"(p<0.05). This result shows that, respondents who

are go to bank branch more often have higher satisfaction than respondents who go to

bank branch are less often.
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Table4.10.4-VIIIPost Hoc Test of frequency of respondents go to bank branch and satisfaction

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence Interval

Lower

Bound

Upper

Bound

Satisfaction

once a week or more once or twice a month .307* 0.104 0.003 0.1 0.51

once or twice a quarterly 0.218 0.124 0.08 -0.03 0.46

once half a year or less .605* 0.108 0 0.39 0.82

once or twice a month once a week or more -.307* 0.104 0.003 -0.51 -0.1

once or twice a quarterly -0.089 0.131 0.499 -0.35 0.17

once half a year or less .299* 0.115 0.01 0.07 0.53

once or twice a quarterly once a week or more -0.218 0.124 0.08 -0.46 0.03

once or twice a month 0.089 0.131 0.499 -0.17 0.35

once half a year or less .387* 0.134 0.004 0.12 0.65

once half a year or less once a week or more -.605* 0.108 0 -0.82 -0.39

once or twice a month -.299* 0.115 0.01 -0.53 -0.07

once or twice a quarterly -.387* 0.134 0.004 -0.65 -0.12

** The mean difference is significant at the 0.05 level.

Table 4.10.4-IX Post Hoc Test of frequency of respondents go to bank branch andWOM

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence Interval

Lower

Bound

Upper

Bound

WOM

once a week or more once or twice a month .283* 0.117 0.016 0.05 0.51

once or twice a quarterly .295* 0.14 0.035 0.02 0.57

once half a year or less .540* 0.121 0 0.3 0.78

once or twice a month once a week or more -.283* 0.117 0.016 -0.51 -0.05

once or twice a quarterly 0.012 0.147 0.933 -0.28 0.3

once half a year or less .257* 0.13 0.048 0 0.51

once or twice a quarterly once a week or more -.295* 0.14 0.035 -0.57 -0.02

once or twice a month -0.012 0.147 0.933 -0.3 0.28

once half a year or less 0.245 0.151 0.105 -0.05 0.54

once half a year or less once a week or more -.540* 0.121 0 -0.78 -0.3

once or twice a month -.257* 0.13 0.048 -0.51 0

once or twice a quarterly -0.245 0.151 0.105 -0.54 0.05

** The mean difference is significant at the 0.05 level.
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By WOM, the result in Table4.10.4-IX, group of "once a week or more" have a

significantly higher WOM than group of "once or twice a month"(p<0.05), "once or

twice a quarterly"(p<0.05) and "once half a year or less"(p<0.05). Group of "once or

twice a month" have a significantly higher WOM than group of "once half a year or

less"(p<0.05). This result shows that, respondents who are go to bank branch more

often have higher WOM than respondents who go to bank branch are less often.

By loyalty intention, the result in Table4.10.4-X, group of "once a week or

more" have a significantly higher loyalty intention than group of "once or twice a

month"(p<0.05), "once or twice a quarterly"(p<0.05) and "once half a year or

less"(p<0.05). Group of "once or twice a month" have a significantly higher loyalty

intention than group of "once half a year or less"(p<0.05). Group of "once or twice a

quarterly"(p<0.05) have a significantly higher than group of "once half a year or

less"(p<0.05). This result shows that, respondents who are go to bank branch more

often have higher loyalty intention than respondents who go to bank branch are less

often.
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Table 4.10.4-X Post Hoc Test of frequency of respondents go to bank branch and loyalty

Dependent

Variable
(I) B3_group (J) B3_group

Mean

Difference

(I-J)

Std. Error Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Loyalty

once a week or more once or twice a month .242* 0.114 0.035 0.02 0.47

once or twice a quarterly .276* 0.137 0.044 0.01 0.54

once half a year or less .640* 0.118 0 0.41 0.87

once or twice a month once a week or more -.242* 0.114 0.035 -0.47 -0.02

once or twice a quarterly 0.033 0.144 0.817 -0.25 0.32

once half a year or less .398* 0.127 0.002 0.15 0.65

once or twice a quarterly once a week or more -.276* 0.137 0.044 -0.54 -0.01

once or twice a month -0.033 0.144 0.817 -0.32 0.25

once half a year or less .365* 0.147 0.014 0.07 0.65

once half a year or less once a week or more -.640* 0.118 0 -0.87 -0.41

once or twice a month -.398* 0.127 0.002 -0.65 -0.15

once or twice a quarterly -.365* 0.147 0.014 -0.65 -0.07

** The mean difference is significant at the 0.05 level.

4.10.5 The frequency of respondents do online bank by one -way ANOVAanalysis

Table 4.10.5-1 show that f-test analysis result between the frequency of

respondents do online bank and each factor of this paper. Reliability (p=0.003),

tangibility (p=0.002), responsiveness (p=0.003), empathy (p=0.034), CSR (p=0.005),

satisfaction (p=0.002), loyalty (p=0.002) were significant (p<0.05) differences

between different frequency of respondents do online bank. Assurance (p=0.123) and

WOM (p=0.05) were no significant (p<0.05) differences between different frequency

of respondents do online bank.



- 85 -

Table 4.10.5-I Differences in each factor of this paper between difference frequency of respondents do online bank: F-test

Sum of Squares df Mean Square F Sig.

Reliability

Between Groups 6.86 2 3.43 5.753 0.003

Within Groups 217.616 365 0.596

Total 224.476 367

Tangibility

Between Groups 6.603 2 3.301 6.556 0.002

Within Groups 183.786 365 0.504

Total 190.389 367

Responsiveness

Between Groups 8.96 2 4.48 5.872 0.003

Within Groups 278.507 365 0.763

Total 287.467 367

Assurance

Between Groups 2.52 2 1.26 2.11 0.123

Within Groups 217.915 365 0.597

Total 220.435 367

Empathy

Between Groups 5.945 2 2.973 3.408 0.034

Within Groups 318.335 365 0.872

Total 324.28 367

CSR

Between Groups 6.381 2 3.19 5.282 0.005

Within Groups 220.478 365 0.604

Total 226.859 367

satisfaction

Between Groups 7.912 2 3.956 6.271 0.002

Within Groups 230.251 365 0.631

Total 238.163 367

WOM

Between Groups 4.755 2 2.378 3.03 0.05

Within Groups 286.416 365 0.785

Total 291.171 367

loyalty

Between Groups 9.432 2 4.716 6.235 0.002

Within Groups 276.087 365 0.756

Total 285.519 367
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By reliability, The result in Table4.10.5-II, group of "at least once a week" have

a significantly higher perceived service quality in reliability dimension than group of

"once in 6 months or more"(p<0.05). Group of "at least once in a few months" have a

significantly higher perceived service quality in reliability dimension than group of

"once in 6 months or more"(p<0.05). This result shows that, respondents who do

online bank at higher frequency have higher perceived service quality in reliability

dimension than respondents who do online bank at low frequency.

Table4.10.5-II Post Hoc Test of frequency of respondents do online bank and reliability

Dependent

Variable
(I) B4 (J) B4

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Reliability

at least once a week at least once in a few months -0.093 0.087 0.287 -0.26 0.08

once in 6 months or more .327* 0.127 0.01 0.08 0.58

at least once in a few months at least once a week 0.093 0.087 0.287 -0.08 0.26

once in 6 months or more .420* 0.124 0.001 0.18 0.66

once in 6 months or more at least once a week -.327* 0.127 0.01 -0.58 -0.08

at least once in a few months -.420* 0.124 0.001 -0.66 -0.18

** The mean difference is significant at the 0.05 level.

Table4.10.5-III Post Hoc Test of frequency of respondents do online bank and tangibility

Dependent

Variable
(I) B4 (J) B4

Mean

Difference

(I-J)

Std. Error Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Tangibility

at least once a week at least once in a few months -0.032 0.08 0.691 -0.19 0.13

once in 6 months or more .371* 0.117 0.002 0.14 0.6

at least once in a few months at least once a week 0.032 0.08 0.691 -0.13 0.19

once in 6 months or more .403* 0.114 0 0.18 0.63

once in 6 months or more at least once a week -.371* 0.117 0.002 -0.6 -0.14

at least once in a few months -.403* 0.114 0 -0.63 -0.18

** The mean difference is significant at the 0.05 level.
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By tangibility, the result in Table4.10.5-III, group of "at least once a week" have

a significantly higher perceived service quality in tangibility dimension than group of

"once in 6 months or more"(p<0.05). Group of "at least once in a few months" have a

significantly higher perceived service quality in tangibility dimension than group of

"once in 6 months or more"(p<0.05). This result shows that, respondents who do online

bank at higher frequency have higher perceived service quality in tangibility

dimension than respondents who do online bank at lower frequency.

Table4.10.5-IV Post Hoc Test of frequency of respondents do online bank and responsiveness

Dependent

Variable
(I) B4 (J) B4

Mean

Difference

(I-J)

Std. Error Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Responsiveness

at least once a week at least once in a few months -0.056 0.098 0.569 -0.25 0.14

once in 6 months or more .418* 0.144 0.004 0.14 0.7

at least once in a few months at least once a week 0.056 0.098 0.569 -0.14 0.25

once in 6 months or more .474* 0.14 0.001 0.2 0.75

once in 6 months or more at least once a week -.418* 0.144 0.004 -0.7 -0.14

at least once in a few months -.474* 0.14 0.001 -0.75 -0.2

** The mean difference is significant at the 0.05 level.

By responsiveness, the result in Table4.10.5-IV, group of "at least once a week"

have a significantly higher perceived service quality in responsiveness dimension than

group of "once in 6 months or more"(p<0.05). Group of "at least once in a few

months" have a significantly higher perceived service quality in responsiveness

dimension than group of "once in 6 months or more"(p<0.05). This result shows that,

respondents who do online bank at higher frequency have higher perceived service

quality in responsiveness dimension than respondents who do online bank at lower
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frequency.

By empathy, the result in Table4.10.5-V, group of "at least once a week" have a

significantly higher perceived service quality in empathy dimension than group of

"once in 6 months or more"(p<0.05). Group of "at least once in a few months" have a

significantly higher perceived service quality in empathy dimension than group of

"once in 6 months or more"(p<0.05). This result shows that, respondents who do online

bank at higher frequency have higher perceived service quality in empathy dimension

than respondents who do online bank at lower frequency.

Table4.10.5-V Post Hoc Test of frequency of respondents do online bank and empathy

Dependent

Variable
(I) B4 (J) B4

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Empathy

at least once a week at least once in a few months -0.001 0.105 0.992 -0.21 0.21

once in 6 months or more .370* 0.153 0.016 0.07 0.67

at least once in a few months at least once a week 0.001 0.105 0.992 -0.21 0.21

once in 6 months or more .371* 0.15 0.014 0.08 0.67

once in 6 months or more at least once a week -.370* 0.153 0.016 -0.67 -0.07

at least once in a few months -.371* 0.15 0.014 -0.67 -0.08

** The mean difference is significant at the 0.05 level.

By CSR, the result in Table4.10.5-VI, group of "at least once a week" have a

significantly higher perception about CSR activities than group of "once in 6 months

or more"(p<0.05). Group of "at least once in a few months" have a significantly

higher perception about CSR activities than group of "once in 6 months or

more"(p<0.05). This result shows that, respondents who do online bank at higher

frequency have higher perception about CSR activities than respondents who do online
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bank at lower frequency.

Table4.10.5-VI Post Hoc Test of frequency of respondents do online bank and CSR

Dependent

Variable
(I) B4 (J) B4

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

CSR

at least once a week at least once in a few months -0.118 0.088 0.18 -0.29 0.05

once in 6 months or more .285* 0.128 0.026 0.03 0.54

at least once in a few months at least once a week 0.118 0.088 0.18 -0.05 0.29

once in 6 months or more .403* 0.125 0.001 0.16 0.65

once in 6 months or more at least once a week -.285* 0.128 0.026 -0.54 -0.03

at least once in a few months -.403* 0.125 0.001 -0.65 -0.16

** The mean difference is significant at the 0.05 level.

Table4.10.5-VII Post Hoc Test of frequency of respondents do online bank and satisfaction

Dependent

Variable
(I) B4 (J) B4

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Satisfaction

at least once a week at least once in a few months -0.015 0.09 0.865 -0.19 0.16

once in 6 months or more .419* 0.13 0.001 0.16 0.68

at least once in a few months at least once a week 0.015 0.09 0.865 -0.16 0.19

once in 6 months or more .434* 0.127 0.001 0.18 0.68

once in 6 months or more at least once a week -.419* 0.13 0.001 -0.68 -0.16

at least once in a few months -.434* 0.127 0.001 -0.68 -0.18

** The mean difference is significant at the 0.05 level.

By satisfaction, the result in Table4.10.5-VII, group of "at least once a week"

have a significantly higher satisfaction than group of "once in 6 months or

more"(p<0.05). Group of "at least once in a few months" have a significantly higher

satisfaction than group of "once in 6 months or more"(p<0.05). This result shows that,

respondents who do online bank at higher frequency have higher satisfaction than
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respondents who do online bank at lower frequency.

By loyalty intention, the result in Table4.10.5-VIII, group of "at least once a

week" have a significantly higher loyalty intention than group of "once in 6 months or

more"(p<0.05). Group of "at least once in a few months" have a significantly higher

loyalty intention than group of "once in 6 months or more"(p<0.05). This result shows

that, respondents who do online bank at higher frequency have higher loyalty intention

than respondents who do online bank at lower frequency.

Table4.10.5-VIII Post Hoc Test of frequency of respondents do online bank and loyalty intention

Dependent

Variable
(I) B4 (J) B4

Mean

Difference

(I-J)

Std.

Error
Sig.

95% Confidence

Interval

Lower

Bound

Upper

Bound

Loyalty

at least once a week at least once in a few months 0.015 0.098 0.878 -0.18 0.21

once in 6 months or more .475* 0.143 0.001 0.19 0.76

at least once in a few months at least once a week -0.015 0.098 0.878 -0.21 0.18

once in 6 months or more .460* 0.139 0.001 0.19 0.73

once in 6 months or more at least once a week -.475* 0.143 0.001 -0.76 -0.19

at least once in a few months -.460* 0.139 0.001 -0.73 -0.19

** The mean difference is significant at the 0.05 level.
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CHAPTER 5

CONCLUSIONAND DISCUSSION

5.1 Conclusion

This study investigates factors influencing service quality in Chinese bank

industry. The purpose of this study is to research the elements of service quality that

makes customer satisfaction, the relationship between CSR and customer satisfaction,

as well as the relationship between customer satisfaction and word-of-mouth, and the

relationship between customer satisfaction and loyalty intention by quantitative

analysis method.

In order to find the ways to improve the commercial bank service quality, the

t-test is used to test differences in perception service quality between state-owned

commercial bank and city commercial bank, and multiple regression analysis is used

to test the relationship between perception service quality, CSR, customer satisfaction,

word-of-mouth and loyalty intention in this paper.

The research data comes from the 368 respondents with different demographic

characteristics. Among them, 196 respondents are the customers of state-owned

commercial banks while 172 ones are the customers of city commercial banks.
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5.1.1 Demographic factor

From the total respondents in this study, 57.34% of the respondents are female,

and 42.66% of them are male. Most of them are 18-28 years old, Consisting of

57.88%. 68.21% of the respondents are bachelor’s holder, 30.44% of the respondents

are the employee from private company, and monthly income between 2001 to 3000

yuan.

5.1.2 Customer banking behavior

From a total of 368 respondents, 53.26% of the respondents are the state-owned

commercial bank customers, 46.74% of the respondents are the city commercial bank

customers. The mainly reason for the respondents chooosing state-owned commercial

banks is "Close to home", while for the city commercial banks is that providing

"Several type of account to choose from". Among all the banking channels, "ATM" is

the most popular. "Convenience" is the most important factors for consumer choosing

bank. 35.87% of the respondents go to bank once a week or more at least, 47.55%

of the respondents use online bank once in a mouth at least.

5.1.3 The critical factors

This paper used the multiple regression and T-test as the analysis methods to do

the hypothesis test. The result shows that, all the hypothesis of this paper are

supported, including hypothesis 1 (perceived service quality is positively related to
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customer satisfaction), hypothesis 2 (CSR is positively related to customer

satisfaction), hypothesis 3 (customer satisfaction is positively related to

word-of-mouth), hypothesis 4 (customer satisfaction is positively is positively related

to loyalty intention), and hypothesis 5 (customer of city commercial bank has higher

perceived service quality).

On the other hand, in this paper demographics is probed into, by T-test and F-test

analysis,And it is found that the older respondents have more satisfaction and more

loyalty than younger ones. It is also probed into in this paper that the customer

behavior, the finds by F-test analysis is that the respondent who go to bank branch or

do online banking at least once a week has higher satisfaction on perceived service

quality and CSR activities, and they greater loyalty and more positive word-of-mouth

as well.

5.2 Discussions and Implications

5.2.1 Perceived service quality and customer satisfaction

Through the multiple regression analysis, this paper finds that perceived service

quality is positively related to customer satisfaction. This result match with

Kotler(2000) who said that the higher the service quality got a higher customer

satisfaction. This study also finds that the responsiveness, assurance and empathy of

service quality have the highest impact on consumer satisfaction. The result are

similar to Huseyin,el at.(2005) finding that the assurance had the highest impact on
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overall satisfaction. Mukesh, Fong and Vincent(2010) finding that responsiveness,

assurance and empathy are influences the level of service quality. Ceylan and

Ibtahim(2014) who suggested that empathy and assurance of SERVQUAL are

important antecedents of satisfaction as well.

In term of service quality, three dimensions have very high influences on the

level of consumer satisfaction. They are responsiveness, assurance and empathy,

employees should enhance these three dimensions of service quality. By

responsiveness, employees should be told consumer exactly when services will be

performed, give consumer a prompt service, be always willing to help consumer and

do not too busy to respond to the consumer’s request. By assurance, employees

should learn to be more polite, have more knowledge to answer consumer’s questions,

reassure consumer feel safe in transactions with the banking, and the behaviors of

staffs in the bank should instills confidence in consume. By empathy, one of the way

which can help the bank improve the service quality is showing soft skills used as like

smile service, communication skills, staff’s initiative in the service. Employees should

give consumer an individual attention, have staffs who give consumer a personal

attention and have the consumer’s best interest at heart, the staffs of the bank

understand consumer’s specific needs.

On the other hand, considering the front-line staff have a limited ability to meet

the differential consumers’ demand, the more effective way might be to struggle to

improve the service quality from the aspect of institutional construction. Find a way to

increase the competency through maintaining a good management information system
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by gathering as much information as possible from customers, for example to

establish a new department to response to customer feedback, including dealing with

customer complaints, taking the initiative and asking about customer reviews and

uncovering customer needs.

5.2.2 CSR and customer satisfaction

Through the multiple regression analysis, this paper finds that CSR activities is

positively related to the customer satisfaction. This result match with Luo and

Bhattachary(2009), they finding that CSR has positive effect on customer satisfaction.

Customer perception of CSR is important and has direct consequences for customer

satisfaction (Garcia et al., 2005).

In term of CSR activities, short-term costs have been an issue, but banking

should ensure that maximize the CSR budgets, and to work hard to achieve them. This

paper suggests banking attempt to expand the scope of CSR activity, for example, to

supports culture and art activities of local community. Another way to increase CSR

campaigns’ exposure is to invite customers to participate in related activities.

5.2.3 customer satisfaction and word-of-mouth

Through the multiple regression analysis, this paper finds that the customer

satisfaction is positively related to word-of-mouth. The result was similar with

Huseyin,el at.(2005) finding, that there is a positive significant impact of satisfaction

on positive WOM, as well as Olgun, Ceylan and Ibrahim(2014) finding that
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satisfaction effects to the content of WOM communication.

In term of WOM, this paper suggests that, banking may give material rewards to

for the customer who recommend the bank to others, and bring new customer. In

addition, banking can try to build a review site, customers can exchange information

and share experiences online, and also give rewards for the customer who feedback

good review on the Internet.

5.2.4 customer satisfaction and loyalty intention

Through the multiple regression analysis, this paper finds that customer

satisfaction is positively related to the loyalty intention. This result is match with

Martin and minor (2013) finding, that customer satisfaction and action loyalty have

positively relationship, as well as Amin and Isa(2013) finding that customer

satisfaction has a great relationship with customer loyalty.

In term of the loyalty intention, this study finds a relationship between frequency

of respondents go to the bank branch and the loyalty intention, and a relationship

between frequency of respondents do online banking. Respondents who go to bank

branch or do online banking at higher frequency have more loyalty. This paper suggests

that banking to enhance develop e-financial product or service, the more high

involvement to customer, the more likely online banking will be used, for example,

paying the electricity costs online, buying movie tickets online.
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5.2.5 customer of city commercial bank has higher perceived service quality

This study was re-examined the SERVQUAL model (Parasuraman、Zeithaml and

Berry, 1985) for measuring perceived service quality in China banking sector.

Measured all the five service quality dimensions, through independent t-test, results of

the study found that the customer of city commercial bank has higher perceived

service quality.

The results show that a significantly higher perception of reliability,

responsiveness, assurance and empathy in city commercial banks compared with

state-owned commercial banks, except tangibility. Especially in “the bank has modern

looking-equipment”, state-owned commercial banking are better than city commercial

banking. In the future, state-owned commercial banks should to keep this, advantage

of the continuable competitive, focus on other competitive ability. The biggest gap of

service quality between state-owned commercial banks and city commercial banks is

in responsiveness dimension, some workers from state-owned commercial banks

merely see one side of bank advantage, and find no crisis in bank industry. Meanwhile,

they lack the service consciousness (Lu Jin He, 2013). State-owned commercial banks

should set up a performance evaluation system and incentive mechanism to mobilize

the employees’ enthusiasm, in order to make the response of employee has a more

direct interest and real material interests. On the other hand, state-owned commercial

bank should strengthen the staff training to improve the professional skills and service

skills. This paper suggests increased training about customer’s mentality, which will

help the service of employee to meet the personalized and emotional demands of
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consumers.

Furthermore, this paper probes into demographics, found that old people of

respondents are more satisfaction and loyalty by T-test analysis. The paper suggests

that treating old people with passion and patience services. The employees should

give more care and help, and excellent after-sales service, for example,to keep

relationships with old customers by the telephone or SMS activation. Another result is

that the younger people are less loyal. Convenient service, personalized service would

appeal to young customers, and continuously strives to upgrade and improve the

product and service to meet customers’ expectations, for example, improve network

operations, particularly strengthening cooperation with online shopping site and

provide individualized products or services, such as design DIY payment card.

5.3 Limitation of this paper

The limitation of this study is the sample selection and research design.

First, the respondent of this study are the people who wait in the bank hall, but

according to the survey, it found that only 14.24% respondents of this paper often

go to branch for make trades. There are a large part of the banking customers which

are normally used other trade channel, like ATM, online banking or mobile banking.

Thus, the findings do not reflect the perception of all banking customers.

Second, the demographic variable distribution of respondents is uneven. This

paper used a random sampling to distribute questionnaires, then got 57.88% of

respondents ages 18 to 28, and 68.21% of respondents were bachelor degree’s holder.
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On the other hand, the researcher targeted of this paper at Guilin, Liuzhou, Nanning,

and the surveyed time from 20 May to 20 June 2015, each city only 10 days. Because

of a large number of Chinese commercial banks, and economic and cultural difference

vary greatly amongst the different regions of China, if enlarge the samples and

extending the time of intervention will improve the accuracy of the search results.

And last, there are a lot of factors that effects customer satisfaction, but

constituent factors of this paper only based on literature and there was only used

quantitative method. Due to the limited number of variables, the value of this study

has some limitations. Future research use the qualitative method will be more

comprehensive and in-depth.

5.4 Directions for future research

As more and more foreign banks are entering the Chinese market, and more

ways to manage money that will threaten the development of commercial banks. The

consumers raises higher requirements to service quality of commercial banks, The

service quality will have more of a greater impact on competitive power of

commercial banks. For adapting to the new competitive environment, Chinese

commercial banking should manage marketing perspective in the increase bank

competitiveness.

This paper uses of the recent actual survey data of the major commercial bank in

China banking industry, analysis the result about the service quality differents

between the state-owned commercial banking and the city commercial banking from
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current level of performance, and provides the improving direction about service

quality from the gap of different types of commercial banking, it could be quite

conductive to increasing bank competitiveness.

In this paper, Chinese commercial banking service quality and the effect factors

on customer satisfaction by quantitative analysis method are studied. Moreover, the

result shows how factors influence the satisfaction, which is helpful to improve

customer satisfaction.

This paper investigates the level of CSR activity, customer satisfaction,

word-of-mouth and loyalty intention, by studying customers’ behavior. The result

could provide a suitable direction to meet customers’ demand trend.

To get more reliable and extensively applicable framework, a future research

should try to extend survey regional and time, can also try to use factor analysis

method to analyze the data in order to determine key points of service quality, and

through qualitative research to find out more variables of researches in this field. For

example, interviews, observation activity. Future research would allow for greater

generalization of the relationship test in commercial bank industry or possibly extend

it to other industries.
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APPENDIX A

Questionnaire (English version)

Part 1:Demographics

D1.What is your gender?
□Female □Male

D2.How old are you ?
□Under 18 □19-28 □29-38 □39-28 □49-58 □59 and above

D3.Education levels
□Below secondary school
□Secondary school
□Diploma
□Bachelor Degree
□Masters or doctoral degree

D4.What is your occupation?
□Housewife
□Business Owner
□Government Officer
□Private Company employee
□State Enterprises officer
□Others

D5.Please check the range of your mouthy income.
□Less than 1,000 Yuan
□ 1,000-2,000 Yuan
□ 2,001-3,000 Yuan
□3,001-4,000 Yuan
□4,001-5,000 Yuan
□5,000 or more
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Part 2: customers behavior

B1.Which Commercial bank account do you have?（check all that apply）
□State-Owned Commercial banks □City Commercial banks

B2.Why do you choose this bank?（check all that apply）
□high interest □close to home
□several type of accounts to choose from
□gift with opening account
□modern looking facility
□quick in branch service
□on-line service
□other specify:_______

B3.How often do you go to bank branch?
□ more than twice a week □ twice a week
□once a week □ twice a month
□ once a month □ twice a quarterly
□ once a quarterly □ once half a year
□ once a year □ less than once a year

B4.On average, how often do you bank online?
□ more than once a week
□ once a week
□ a few times a mouth
□ once a mouth
□ a few times in 3 mouth
□ once a in 6 mouth
□ other :specify________________

B5.What are you usual banking transaction(s)?（check all that apply）
□ branch banking
□ ATM
□ mobile banking
□ internet/online banking

B6.To what extent do these factors affecting your choice of a bank?
Very important Important Neutral Some important Not important

Branding

Convenience

Recommended by peers

Rate charges

Other factor:_________
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Part 3: Please check the extent to which you agree with the following statements.

Very

Satisfied

Satisfied Somewhat

Satisfied

Dissatisfied Very

Dissatisfied

Reliability

Q1.The bank provide its service at the time it promises to

do so.

Q2.When you have a ’ problem, the bank show a sincere

interest in solving it.

Q3.The bank performs the service right the first time

Q4.The bank insists on error-free records

Tangibility

Q5The bank has.modern looking-equipment

Q6.The bank’s physical facilities are visually appealing

Q7.The bank’s employees are neat appearing

Q8.Materials associated with the service are visually

appealing at the bank

Responsiveness

Q9.Staffs in the bank tell you exactly when services will be

performed

Q10.Staffs in the bank give you prompt service.

Q11.Staffs in the bank are always willing to help you.

Q12.Staffs in the bank are never too busy to respond to your

request.

Assurance

Q13.The behaviors of staffs in the bank instills confidence

in you.

Q14.You feel safe in your transactions with the bank.

Q15.Staffs in the bank are friendly and courteous with you

Q16.Staffs in the bank have knowledge to answer your

questions.

Empathy

Q17.The bank gives you individual attention.

Q18.The bank has your best interest at heart.

Q19.The bank has staffs who give you personal attention.

Q20.The staffs of the bank understand your specific needs.
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Part 4: CSR

Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

C.1The bank are environmentally

friendly

C.2The bank are socially responsible

C.3The bank provide education

scholarships

C.4The bank help the disadvantaged

Part 5 :Customer satisfaction

Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

S.1You are happy with the service

you experienced at this bank.

5 4 3 2 1

S.2Your think that you did the right

thing choosing this bank for its

service.

5 4 3 2 1

S.3Your choice of doing

transactions with this bank was the

wise one.

5 4 3 2 1

S.4Service of this bank are exactly

the same as what you need.

5 4 3 2 1
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Part 6 :WOM

Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

W.1 You will say positive things

about the bank to other people

5 4 3 2 1

W.2 You will recommend the

bank to someone who ask you

5 4 3 2 1

W.3You will encourage your

friends and family to use the

service offered by the bank.

5 4 3 2 1

W.4 You will recommend the

bank to others

5 4 3 2 1

Part 7 :Loyalty Intention
Strongly

Agree

Agree Somewhat

Agree

Disagree Strongly

Disagree

L.1You will do more business

with the bank in the next few

years

5 4 3 2 1

L.2You will not leave the bank,

even if others recommend you to

other banks

5 4 3 2 1

L.3As long as the bank to

maintain the existing service

level you will not leave.

5 4 3 2 1

L.4 You will consider the bank

as your first choice when you

need new product/service

5 4 3 2 1
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APPENDIX B

Questionnaire ( Chinese version)

《关于中国商业银行服务质量影响因素的研究》

第一部分：基本信息

D1.您的性别

□女 □男

D2.您的年龄

□18岁以下 □18-28 岁 □29-38 岁

□ 39-48 岁 □ 49-58 岁 □59 岁以上

D3.您受教育的程度

□初中以下

□初中文凭

□高中或中专文凭

□大学本科

□研究生或博士以上

D4.您的职业

□全职太太

□个体户

□公务员

□私企员工

□国企员工

□其他：（ ）

D5.您的月薪

□1,000 元以下

□1,001-2,000 元

□2,001-3,000 元

□3,001-4,000 元

□4,001-5,000 元

□5,001 元以上
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第二部分：消费者行为习惯

B1.你拥有哪些商业银行的账户？ （多选）

□国有商业银行 □城市商业银行

B2.为什么选择该银行？（多选）

□该银行利率高 □该银行离家近 □该银行账户种类多样化

□该银行开户即送礼 □该银行拥有现代化设施 □该银行网点服务速度快

□该银行网银操作简单方便 □其他：（ ）

B3.您到银行的频率

□多余一周两趟 □一周两趟 □一周一趟

□一个月两趟 □一个月一趟 □一季度两趟

□一季一趟 □半年一趟 □一年一趟 □ 少于一年一趟

B4.您使用网上银行的频率

□多余一周一次 □一周一次

□一个月几次 □一个月一次

□三个月几次 □六个月一次 □其他：（ ）

B5.您平时最常使用的银行交易手段是？（多选）

□银行网点 □ATM □手机银行 □网银

B6.以下各因素在多大程度上印象您选择银行？

非常重要 重要 一般 不重要 非常不重要

品牌

便利性

别人推荐

利率

其他：（）
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第三部分：服务质量评估

非常同意 同意 一般 不同意 非常不同意

可靠性

Q1.该银行向您承诺的事情都能及时完成

Q2.当您遇到困难时，该银行表现出关心并且帮

助您

Q3.该银行能准时的提供所承诺的服务

Q4.该银行正确记录相关信息

有形性

Q5该银行拥有现代化的服务设施

Q6.该银行的服务设施具有视觉上的吸引力

Q7.该银行员工有整洁的服装和外套

Q8.该银行的设施与他们所提供的服务相匹配

响应性

Q9.该银行员工告诉您提供服务的准确时间

Q10.该银行员工能提供及时的服务

Q11.该银行员工总是愿意帮助您

Q12.该银行员工从不因为太忙而无法立即满足

您的需求

保证性

Q13.该银行的员工是值得信任的

Q14.在从事交易时，您感到放心

Q15.该银行员工是礼貌的

Q16.该银行员工拥有专业知识以解决您的疑问

移情性

Q17.该银行员工针对您提供个别的服务

Q18.该银行员工优先考虑您的利益

Q19.该银行员工给予您特别的关心

Q20.该银行员工明白您的需求
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第四部分: 企业社会责任

非常同意 同意 一般 不同意 非常不同意

C.1 该银行是一个环保的银行

C.2 该银行是一个有社会责任的银行

C.3 该银行提供奖学金给贫困孩子

C.4 该银行乐意帮助其他弱势群体

第五部分 :顾客满意度

非常同意 同意 一般 不同意 非常不同意

S.1 在过去的交易中，您与该银行合作

是愉快的

5 4 3 2 1

S.2 您认为选择该银行的服务是正确的 5 4 3 2 1

S.3 您认为选择该银行是明智的 5 4 3 2 1

S.4 该银行提供的服务完全满足您的需

要

5 4 3 2 1

第六部分:口碑

非常同意 同意 一般 不同意 非常不同意

W.1 您讲对别人说有关该银行积极、正

面的事情

5 4 3 2 1

W.2 您将介绍该银行给向您咨询意见的

人

5 4 3 2 1

W.3 您将鼓励您的家人到该银行办理业

务

5 4 3 2 1

W.4 您将会推荐该银行给别人 5 4 3 2 1

第七部分 :顾客忠诚度

非常同意 同意 一般 不同意 非常不同意

L.1 您在未来几年会与该银行有更多业务

来往

5 4 3 2 1

L.2 即使别人向您推荐别的银行，您也不

会离开该银行

5 4 3 2 1

L.3 只要该银行维持现有的服务水平您就

不会离开该银行

5 4 3 2 1

L.4 当您需要新产品/服务时，您优先考虑

该银行

5 4 3 2 1
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