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Executive Summary

With the clear mission to provide efficient banking services and to contribute socio-economic development of the country, Meghna Bank Ltd emerged as a new commercial bank and inaugurated its operation on 21st April, 2013. The bank currently has 46 branches all over the countryuntil 2021. The sponsors of the bank have a long heritage of trade, commerce and industry experiences. They are highly regarded for their entrepreneurial competence.
This report is prepared on the basis on my 12 weeks practical experience in Meghna Bank Limited, Dhanmondi Branch, Dhaka. The study intended to evaluate the customer-perceived service quality of the aforementioned bank. First of all, I have made a qualitative evaluation of the service quality provided by the bank on the basis of my observations in those 12 weeks.  Later, I have conducted a survey for the purpose of measuring the various aspects of customer-perceived service quality, such as assurance, reliability, tangibility, empathy etc. One of critical research objective was to evaluate the impact of various dimensions of customer-perceived service quality on customer loyalty and overall customer satisfaction.  So the key constructs measured here include all the previously mentioned dimensions of service quality, customer loyalty, and overall customer satisfaction.
Here all the constructs seemed to be measured with good reliability since Cronbach’s Alpha for each of the constructs was greater than .70.  It was found that all the facets of customer-perceived service quality have a strong correlation with both overall customer satisfaction and customer loyalty as expected.  It was also found that among all the facets of customer-perceived service quality, reliability and tangibility aspects of service quality have statistically significant contribution to the changes in customer loyalty and overall customer satisfaction.   
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[bookmark: _Toc62670494][bookmark: _Toc63846213]1.1 Introduction to the Topic in Hand
[bookmark: _Toc62670495][bookmark: _Toc63846214]Service Quality:
Service quality is considered as a concept that has aroused significant interest and debate within the researchers due to the difficulties in both defining it and measuring it with no overall consensus arising on either (Wisniewski, 2001). There are several different “definitions” on explaining the meaning of service quality. One that's mostly used defines service quality as the extent to which a service meets customers’ needs or expectation. Service quality gap can be defined because there is difference between customer expectations of service and perceived service. If expectations are greater than performance, then perceived quality gap is high. Always there exists a crucial question on how should service quality be measured. Measurement allows for comparison before and after changes, for the situation of quality related problems and for the establishment of clear standards for service delivered. Edvardsen et al. (1994) stated that, the starting line in developing quality in services is measurement and analysis.
From the business administration viewpoint, in customer service, service quality is an achievement. It reflects in every service encounter. Generally, customers form service expectations from past experiences, marketing communications and word of mouth. Customers compare the perceived service with the expected service and if the former falls short with the perceived service customers get disappointed. PhilipKotler (1997) explained service as an action or an activity which can be offered by a party to another party, which is generally intangible and can’t influence any ownership. Service may be related to tangible product or intangible product. On the other hand, Zeithaml and Bitner mentioned, ‘Service quality is a specific evaluation that reflects the customer’s perception about specific dimensions of service reliability, responsiveness, assurance, empathy, tangibility. Based on the evaluation of service quality provided to the customers, business operators are able to identify problems promptly, improve their service and better assess client’s expectation.’ 
It’s important to provide excellent services to your customers. With a wealth of competition, companies that don’t compete on customers experience and expectation, will lose customers to those that are continually entertaining and providing a high quality service.
However, even companies that understand the need to provide outstanding experiences have a hard time in measuring their service quality. Since it is a qualitative measurement, instead of a quantitative measurement, it can be challenging to interpret. 
	
[bookmark: _Toc62670496][bookmark: _Toc63846215]1.2 Introduction to the Organization
Banks are defined as financial institutions that collect deposits from different individuals and organizations and provide loans to those who need it. But modern banks do not mean the collection and distribution of money from different organizations. Rather, different services of different organizations make their business easy. Previously our lives were deeply dependent on the banking system. If we want to invest our money for profit, we can go to the nearest branch of bank. So it’s clear that banks and banking businesses are very important for our lives. In the last two decades, there have been revolutionary developments in the banking sector in Bangladesh. Expansion of branches of banks, personalization of major national banks, increased banking practices among the public have been realized. Basic charges are being introduced in our bank's business practices. So, they help our national economy and social system. In the growing importance of banking institutions, most universities and educational institutions give priority to research in banking and its industries. For this reason I chose Meghna bank limited (MGBL) for my internship and tried to collect data on service quality from the bank authority.
[bookmark: _Toc62670497][bookmark: _Toc63846216]Profile of MGBL
“ A fourth generation bank Meghna Bank Limited commenced its operation from 21st April,              2013 with a Meghna Bank pay’s payoff line “Together We Sail”- exemplifies the bank’s commitment to contribute towards building up an enlighten and prosperous nation.”
The bank has started attaining profitability in its first ten months operation for its diversified and innovative customer friendly services and products. It renders all type of commercial banking services to the customer of all aspects in the society within the agreement laid down in the Bank Company Act 1991 and rules regulations framed by Bangladesh Bank. Meghna Bank is a progressive and dynamic bank which plays an important role in the economic development of the country. For better customer services, higher return on investments, optimum productivity, Meghna Bank is professionally managed by using the modern technology of information in it’s every operational activity. Meghna Bank Limited has 15 different departments and 47 branches.
As Meghna Bank started its activity only 7 years ago and is considered as new bank, this bank is still trying to get attention from its potential and remaining customers, it is actively doing its marketing promotional activities to get more customers. But, the bank already is getting good responses from its customers.
Commitment:  
· To be recognized as the best quality bank in Bangladesh.
· To provide superior and consistent banking service to all of its customers.
· To be long term partner of all stakeholder, particularly customer by creating and sharing values.
Meghna Bank Limited is providing its services and executes its commitment towards the customer through some of the following locations- Head Office, (Gulshan, Dhaka), Principal Branch (Gulshan, Dhaka), Rajshahi, Chittagong, Khulna, Sylhet, Feni, Savar, Gajipur.
Services of MGBL: Meghna Bank is providing diversified services like other private bank. Services provided by Meghna Bank are- different kind of Loan, Credit Enhancement services, credit card, clearing services, account services etc.
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Since I am doing my internship at Meghna Bank Ltd, it was easy for me to collect data on it. As I discussed earlier, Meghna Bank Ltd was founded on 21st April, 2013. Its head-quarter is in Dhaka, Bangladesh. Chairman of this bank is- H. N. Ashequr Rahman. According to the research, its total employee working at different branch is now around 537.
My Job Responsibilities as an Intern in MGBL:
I felt myself very privileged to get the opportunity to work as an Intern in Meghna Bank Limited (Dhanmondi Branch). Meghna Bank Limited, Dhanmondi branch is one of the best branch among 48 branches according to the performance of year 2020. The duration of my internship was from 1st September to 30th November. The internship program has provided me remarkable opportunities and scopes to understand and get the insights of practical banking which will help me in developing my future career. I was delegated the duties to attend customers, to fill up customer’s opening account, receiving all important papers and documents and keeping it at determined place, giving entry the LC information.  I have enjoyed my working over MGBL a lot because the environment here was utmost friendly and all of the employees here are very much co-operative with each other. As an intern, I had to report to the Deputy Manager (Khaled-Al-Mahmood) of the branch and he also supervised me all through my whole internship period in MGBL.
[bookmark: _Toc63846218]Company Milestones
	Particulars
	Date

	Memorandum & Article of Association signed by sponsors
	2 March, 2013

	Incorporation of the Company
	20 March, 2013

	Certificate of commencement of business
	20 march, 2013

	License Issued by Bangladesh Bank
	28 march, 2013

	Enlistment as a scheduled bank
	3 April. 2013

	Shifting to head office
	26 March, 2013

	Formal launching of the bank
	21 April, 2013

	License issued for opening the first Branch- Principal Branch
	8 may, 2013

	Commencement of business from the principal branch
	9 May, 2013



[bookmark: _Toc63846219]Slogan of Meghna Bank Limited
Meghna Bank’s Slogan is “Together We Sail”.
[bookmark: _Toc63846220]Mission Statement
“Meghna bank Limited is recognized as an essential institution, which is unbanked through the strong participation in the financial inclusion process. To ensure continuous improvement of its business policies and procedures and skills through the integration of a skilled, market-driven, well organized corporate governance framework, and the integration of all-round technology.”
[bookmark: _Toc63846221]Vision statement		
“The establishment of leading banking, with socially working process.”
[bookmark: _Toc63846222]Objective of Meghna Bank Limited
It is obvious that Meghna Bank has some objectives in its journey. Its objective is to ensure satisfaction- through the application of professionalism, technology also nursing, as well as being one of the best bank service providers in its industry.
[bookmark: _Toc63846223]Nature of Business
The policy activity of the bank includes, providing all kinds of commercial banking services, to the customers. The activities are classified in following ways-

· Corporate Banking
· SME Finance
· Project Financing
· Trade Finance
· Foreign Exchange dealing
· Consumer Credit
· NGO Linkage loan
· Investment
· Remittance
· Client’s priority comes always first.
· Search for professional excellence.
· New ideas to exposure for encouraging creativity.
· Quick decision making.
· Promote flexibility & feedback.
· A sense of professional ethic





[bookmark: _Toc63846224]Products & Services of MGBL
	Products & Services
	Categories

	Deposit Savings
	a) Regular Savings Account
b) Young Star’s Account
c) Senior Citizen Savings
d) Meghna Salary Account
e) Shreyoshi Savings Account
f) Meghna SND Account
g) Platinum Savers

	Meghna Scheme Products
	a) Deposit Pension Scheme
b) Monthly Income Scheme
c) Meghna Child Education Plan
d) Money Multiplier Scheme

	Meghna Time Deposit
	a) Fixed Deposit
b) Gift Cheque

	Current Deposit Products
	a) Current Account

	Meghna SME Products
	a) Meghna Nabarupa
b) Meghna Moushumi Rin

	Meghna Loan Products
	c) Personal Loan
d) Personal Professionals
e) Express loan
f) Home Loan
g) Doctor’s Loan

	Meghna Agri Products
	a) Meghna Khamar Rin
b) Meghna Motsho Rin
c) Meghna Foshol Rin
d) Meghna Poultry Rin

	Meghna Card
	a) Debit Card
b) First Cash Card
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[bookmark: _Toc63846226]Services of MGBL:
Meghna Bank is providing service with full dedication like other commercial banks. The services are explaining here-
1. Deposit Collection: Like other banks, Meghna Bank collects deposit. Their interest rates vary based on different accounts from 4.5% to 7.5%. 
2. Loan: MGBL is providing different kind of loan. Some are given here-
· Personal Loan: These type of loan is for professional individuals and businesses. Purpose of this loan is for buying some customer item, household products like- television, fridge, or some special purpose like- health treatment/travel. Bank provides loan from 50,000 to 500000, depending on the requirements of the clients at the rate of 9% interests.
· Express Loan: in Express Loan amount is not more than 5 lac taka and EMI is for 36 to 60 months depending on the loan amount.
· Home Loan: Home loan is for professional individuals who want to buy apartments, home. Meghna Bank is providing 5 lac to 1.4 crore in this sector at the rate of interest 11%. Bank is giving this loan generally for 3 to 20 years. 
· Car Loan: professionals who want to buy cars, are provided this loan. Loan amount vary from 5 lac to 40 lac based on the necessity of the client.
3. Credit Enhancement Services: Some Credit Enhancement Services are provided by Meghna Bank are-
· Performance Guarantee: Performance guarantee is provided by bank to secure contract between a client and contractor. This kind of guarantee protects the agent or govt. agency from losses incurred in any case contractor fail to fulfil any contract. Maghna Bank provides this guarantee on behalf of its client. This is generally 100% margin & Meghna Bank head office generally provides this service.
· Letter of Credit: Under this service, bank provides guarantee on behalf of the importer to pay the amount to the exporter bank . this procedure also done under the supervision of Meghna bank head office. 
4. Clearing Services: If any client has more than one account other than Meghna Bank and the client provides cheque to Meghna Bank on behalf of other banks to withdraw money, Meghna Bank perform the clearing services. Here, Meghna bank send the cheque to Bangladesh bank to check if everything is alright and then Bangladesh bank settle the amount to clients account. If cheque value is normal which means less than 5 lac then it takes few hours for clearing services. If the amount is more than 5 lac, then it takes whole day to clearing the cheque.
5. Credit Card: Meghna Bank is providing two types of Credit card- 1. Visa Gold Credit card &2. Silver Credit Card. To apply for visa gold credit card Applicants must have 50,000/= minimum income and silver credit card, applicants must have 20,000/= minimum income per month.
6. Account Services: Meghna Bank is providing different types of bank account services. Customers open account based on their needs and preferences. Offered accounts are- 
· Current Account: current account is very common among businessman. Under this account money can be withdrawn anytime and no interest is provided to customers under this account. To open current account, customers need passport size photo, photocopy of NID, nominee’s information, photocopy of utility bill.
· Savings Account: Diiferent kinds of savings account services are offered by Meghna Bank. Their savings account are-
· Salary Account: customers can open account here, to withdraw their company salary. Also there is employee salary account for Meghna Bank employees.
· Senior Citizen Account: Senior citizen account is provided to the clients aged more than 50 years based on 4% interest rate.
· Young Stars Account: Meghna Bank offers this type of account to young people aged 10-18. Generally, parents open this kind of account for their children. Debit card is also provided with this kind of account.
· Sreyoshi Account: this account is only for women. Benefits from these account are- women can enjoy half charges for every facilities.
For all the savings account, 4% interest is available. Anyone can open a bank account providing related necessary documents. For opening partnership or corporate account, clients need to provide related additional documents to open the account. To open partnership account, clients need-
· Two copy passport size photograph of each partner
· TIN Certificate
· copy of NID Card, valid passport
· Trade license of partnership business
To open corporate account, clients need to provide-
· Two copy of photo of each directors
· Copy of trade license
· Copy of NID Card, valid passport
· Copy of Memorandum of Association
· List of the director with full information
· Copy of certificate of incorporation

[bookmark: _Toc63846227]Departmental Activities of Meghna Bank:
There are several departments who perform the activities required on behalf of Meghna Bank. There are three departments of Meghna Bank who performs activities deligated by Meghna Bank’s Principle Branch-
General banking Departments:
This department has the direct interaction with the customers. Customer services provided by this department include- account opening, cheque and cash clearing, remittance services etc. here the Trainee Assistant Officers & Assistant Officers are responsible to provide services to customers. As they have to interact with customers face to face, they take immediate action required to customers. In Meghna bank, all activities of General Banking are controlled by head office.
Loan and advances department (Credit Department):
This department works to facilitate the loan facilities to customers. They offer two types loan- short term & long term.
Short Term Loan:
This type of loan is provided for a purpose not exceeding more than one year. This kind of loan usually is provided to support working capital need of trading and manufacturing business. Products include in short term loan are- over draft, secure over draft, cash credit, loan against trust receipt etc.

Long Term Loan: 
Long term loans are mainly provided for following purposes-
Retail: Any purpose loan against salary or house building financing is provided here.
Corporate: corporate loanis provided for setting up new plant, capacity expansion or BMRE of existing plant, factory building construction, machine set up etc.
Before providing any loan, bank does proper investigation to guard against any default risk. Key factors considered while making decisions of lending are- 
· Financial capability of the borrower
· Clean CIB report
· Previous track report
· Industrial outlook
· Acceptable credit grading of the borrower
· Experience of the management.
Corporate Banking of Meghna Bank:Meghna Bank is providing large scale of its product and services to its corporate clients. It is facilitating financial and advisory service to their client. They are also providing various scales of funds in accordance to their client’s need and preferences. The financial service helps to increase the growth of the corporate sector . in corporate banking Meghna bank try to maintain dynamic relationship and long term relation with their corporate client. Their main aim is to maintain long term profitable relationship with their client. The relationship manager deals with the corporate clients and provides financial facilities to them. Bank’s expert employees are providing the advice and proper direction about the investment. Meghna bank facilitates financial services to some sectors of the country including RMG, agriculture, tourism, telecommunication, steel manufacturing etc. before providing the finance to various sectors, bank’s corporate management team checks all the liquidity and profitability of the sector. If they are satisfied, they provide the financing. However this analysis and discussion is not applicable for renowned and profitable company. Meghna bank’s providing financing are- 
Working Capital Finance: financing provided for short term period for fulfilling the daily requirements of business companies. This financing helps business to run very smoothly. There are several types of working capital finance offered by this bank like- cash credit, working capital loan, bank overdraft, bill discount, commercial paper, letter of credit etc. 
Industrial Finance: Industrial financing is also offered by Meghna Bank. They generally provide medium to long term finance.
Trade Financing: This financing is for export and import. Meghna bank is providing fund to facilitate all requirements needed for export and import. For import, bank is providing full support through letter of credit (LC), standby Letter of Credit, shipping guarantee to the importer, payment against document (PAD). 
Foreign Exchange Department: This department performs the duty to open trade services such as Letter of Credit, Foreign Currency Exchange, Export and Import trading etc. It contributes more in foreign collaboration and helps the importer and exporter of the country. This department is also responsible in maintaining international account and remittance services. In addition to this, this department is also selling the foreign bond. When someone needs to send money in Bangladesh they can easily do this through bank and Foreign Exchange Department is responsible to provide it with the real owner of the money.
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[bookmark: _Toc63846229]3.1 Service Quality
At first we need to know, what is service? Service is an intangible commodity. It’s the ability to provide a level of care to customers which meets their expectation. It involves customer’s need and demand. To measure service quality, customer requirements play an important role. Generally, customer requirements include- 
· Speed of delivery
· Reliability of service
· Conformance to specifications
· Low cost
· Consistency in service
· Responsiveness to queries.
Service quality is basically viewed as output of service delivery system. Service quality is specially used to measure quality in case of pure service systems. Service quality is totally linked with customer satisfaction. It is a perception of the customer. Generally customers form opinions about service quality not just from a single reference but from a set of contributing factors.
 Basically it is a combination of two words- ‘Service’ & ‘Quality, where we find the emphasis on quality services to its ultimate users. There is no specific boundary to explain the term ‘Quality'. Quality focuses on standard or specification that a service generating organization promises. Sky is the limit of quality generation. Scientific innovations make new ways to generate quality. The more frequency in innovation, the less gap in the process of quality up gradation. Like the products manufacturing organizations, service generating firms are found instrumental in promoting research and devising something new that makes the services, make a distinction to the competitors and creates profitable market opportunities.
The quality which is created shapes the boundary of expectations since the users testing the world class services, which is expected same from the other organizations. The expectations make the ways for satisfaction or dissatisfaction. If we are succeed in fulfilling the expectation of the users, they are found satisfied which increases the market share.
Generally service quality satisfaction is the outcome of resource & activities which is used to offer service to meet the expectations of the users. It is also opined, service quality is broken into technical quality & functional quality. Senior executives & top management is responsible of shaping the perception of service quality by promoting the use of sophisticated technologies and increasing number of committed employees. This makes it essential that service generating organizations prefer to practice the principle of making things happen which focuses on quality generation.


[bookmark: _Toc62670501][bookmark: _Toc63846230]Meaning of Service Quality:
The term 'Service quality' is critical to define and judge. Some of the authors took effort to define it and to provide definitions in several points of views. Philip Kotler and Gary Armstrong defined the term 'service quality' as it is the ability of a service agency to hang on to its customer. In their opinion customer retention is the best measurement tool of service quality.
Service quality is the output of the service delivery system, especially in the case of pure service system. As we discussed earlier, service quality is linked with customer satisfaction. Although there is no consensus in the research community about the direction of causality relating quality and satisfaction, the common assumption is that service quality leads to satisfied customers.  We can take an example of customers leaving a restaurant. If some customers stop consuming service from a restaurant or hotel, we can’t say that restaurant’s service quality is poor.
Over the last fifteen years, research on service quality has been grown extensively. The topic attracted interest among managers and researchers because of the effects of customer perception of service quality have on the satisfaction and loyalty of customers.
[bookmark: _Toc62670502][bookmark: _Toc63846231]Service quality principles:
Service quality principles include-
· Customer Focus
· Leadership
· Involvement of people
· Process approach
· System approach to management
· Approach of decision making
· Mutual beneficial supplier relationship
· Continuous relationship.
Service Quality has been defined keeping in view four perspectives:
· Excellence: Although the mark of an uncompromising student and high achievement, the attributes of excellence change dramatically. 
· Value: Value combines different attributes. Quality and value have different constructs- one the perception of meeting or exceeding expectation and the other one is providing benefit to recipient.
· Conformance to specifications: Conformance facilitates precise measurement, but users of the service may not know about internal specifications. 
· Meeting or exceeding expectations- this definition applies in service organizations. But expectations change and shaped by experiencing other services.
Most of the marketers and researchers have given emphasis on the last perspective which indicates the concept of ‘Gap Model’. The Gap Model reflects the perspective and offers service organization a framework to identify services in the form of the gaps that exceed customer’s expectations. To understand the service quality broadly, The Gap model is described here shortly –
[image: Image result for gap model pictures]
1. Customer Gap: It defines the difference between expectations and perceptions. Customer expectation is what the customer expects according to available resources and is influenced by cultural background, family lifestyle, personality, demographics, with similar products and information available online. Customer perception is totally subjective and is based on the customer’s interaction with the product or service.
2. Provider Gap 1: It defines company perception of customer expectation. Basically it means Management didn’t correctly perceive what exactly customer wants. It is called "knowledge gap" which is the difference between the customer's expectations of the service provided and company's provision of the service. 
3. Provider gap 2:  This gap explains-not having the right service designs and standards. 
4. Provider Gap 3: This means not delivering the service standards. The service performance gap must be close to make sure there is no discrepancy between customer-driven service design and standards and actual service delivery. Even when guidelines exist for performing service well and treating customers correctly, high-quality service performance is not a certainty. Standards must be backed by appropriate resources and also must be enforced to be effective.
5. Provider Gap 4: The last gap which explains- not matching performance to promises. This is the communication gap between what gets promised to customers and what gets delivered.
Though these five gaps may create obstacles to an organization in providing high quality services, the fifth gap is the basis of a customer-oriented definition of service quality that examines the imbalance between customers’ expectations for perfection and their perceptions of the actual service delivered. “Jeffrey E. Disend correlates the Gaps Model with the concept of service quality. He maintains that poor service results if the gap or difference is large between what is expected and what is delivered.”
The definition of service quality given in the Gap Model explains expectations are subjective and    it’s not static or predictable. The model’s designers were influenced by the confirmation or disconfirmation theory, it involves a comparison between expectations and performance. Before using a service, a customer has some expectations regarding it. These expectations become a basis against which actual performance is measured. After having experience with a service, customer can compare any expectations with actual performance and his or her perception is confirmed if they match, also negatively disconfirmed if expectations exceed perceptions, or positively disconfirmed if perceptions exceed expectations.
“Terry G. Vavra, in his discussion of satisfaction, regards the term “positive disconfirmation” as “confusing” and prefers to use the words “affirmed,” “confirmed,” and “disconfirmed” to describe the three situations:”
1. Expectations are confirmed when perceived performance meets them;
2. Expectations are affirmed when perceived performance exceeds them; and
3.  Expectations are disconfirmed when perceived performance falls short of them.
 These three distinctions also apply to service quality.
[bookmark: _Toc62670503][bookmark: _Toc63846232]Service Quality Concept:
While explaining the concept of service quality, we should always start with the customers, as quality is the most crucial and important factor for customers and also it is their base of their opinion, it will then result in the fact that service quality is achieved if the customer expectations are achieved.
While doing the service product design process, an important element is service Quality, because it influences the volume of demand for a specific service as well as customer profile of a service.
The influence of service quality on profit is an important aspect to understand in service marketing. Service quality must be viewed as a strategic force, but also as the key area of service marketing management. It has an effect on the constant improvement of service by increasing market share and profit growth, service quality is a significant source of sustainable competitive advantage. This will result an increase in financial results. Quality-based service marketing strategy is sustainable, because all competitors can not achieve the service quality expected by the customers. So, those service companies that base their strategies on the quality have an outstanding reputation, and this nature of their quality poses an obstacle to developing competitive copycat marketing strategies. Service providers define and attain the service quality, while consumers perceive quality during the service delivery process. The way consumers perceive moments of truth is directly reflected on the evaluation of total quality service, especially in services whose deliveries are repeated, which implies a highly professional approach to moments of truth, aimed at building and maintaining long-term consumer relations.
Improving service quality and creating long-term customer relations requires good knowledge of moments of truth.
Quality-based service company management should especially concentrate on four key areas important for achieving quality:
· Service encounters (moments of truth)
· Service design
· Service productivity and
· Service provider’s corporate culture.
Without the proper design of service provision systems, service exchange on the market isn’t possible as its functioning enables effective service delivery. In service design decision-making, the key problem is expounded to the selection between the service employee and the technological support to the service delivery process, counting on whether the service provider is concentrated on achieving maximum efficiency. The main view of service quality is the customer’s view about service quality is connected to certain benchmarks, if a given service is often standardized. Disagreements regarding the character of service quality are mostly associated with the connection between satisfaction and service quality, and additionally to quality, a large number of factors affect satisfaction.
[bookmark: _Toc62670504][bookmark: _Toc63846233]Characteristics and objectives:
To understand service quality, we need to know its characteristics. Some characteristics of service quality are given below-
· Clients are directly related with the service quality process, bringing perceptions and expectations to the transaction which become a part of their interaction with you.
· Unlike a manufactured product, which can be made, examined, and governed for quality before it is exempt to its client, service quality can’t be inspected before delivery.
· As clients participate fully within the transaction, they are concerned both with the output or results of the transaction, and therefore the process for delivering the outcome.
· Into a production environment, eliminating variance is critical to creating high quality goods. In offering service, satisfying clients depends not on elimination of variance, but rather on personalizing the service delivery to the unique circumstances on each transaction. Applying certain principles consistently instead of providing an identical response to every transaction, is that the key to delivering quality service.
· Client satisfaction is subjective. It’s made from two essential ingredients- ‘expectations’ and ‘perceptions’ of del
· ivery. Clients have unique expectations supported their individual experience and needs. They have their own perception of what they received. Any difference between what they expected to receive and what they perceive they got, will affect their satisfaction.
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The topic of service quality has activated considerable interest among academics and business people. Obviously, buyers have always been concerned with quality, but the increasing competitive marketplace for many services has led customers to become more selective in the services they choose. Conceptualizing the standard for service is more complex than for goods. Due to the absence of tangible exposition, measuring service quality are often difficult but there are obviously possible research approaches.
Comprehensive models of service quality and their limitations are often studied. Understanding what dimensions of quality are important to customers isn’t always easy in their evaluation process. It’s not sufficient for companies to set up quality standards in accordance with misguided assumptions of customers’ expectations.
A further problem in defining service quality lies within the importance which customers often attach to the quality standard if the service provider is distinct from its service offers – the two cannot be separated as within the case of products. Finally, issues concerning of the setting of quality standards and implementation of quality management should be studied.
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When the concept service quality comes, customer satisfaction is associated with it. The analysis regarding customer satisfaction and service quality has drawn attention of different researchers and marketers because of the constructs relevancy maintaining the competition and relationship, which exists between them (Eshghi et. Al. 2008). Analysis regarding customer satisfaction has been examined by researchers like- Cronin and Taylor (1992), they suggested that, customer’s feelings towards a service is examined to measure satisfaction of customers but other individuals use multiple item scale to measure satisfaction and that satisfaction is calculated using multiple measurement systems like SERVQUAL dimensions. Different studies concentrated on the link between satisfaction and quality opinioned for various views in terms of their existing relationship. Different researchers on one hand, believe that quality leads to satisfaction and chief among these scholars are Levesque and McDougall, (1996, 2000) and Negi, (2009). On the opposite hand, scholars like Taylor and Cronin (1992) support the fact that satisfaction results in quality.  
Like this many more research has been done to understand the relationship between cuctomer satisfaction and service quality. Service quality and customer satisfaction are two separate constructs, although they are closely related. Sureshchandar et al, (2003) identifies that strong relationships exist between service quality and consumer satisfaction while emphasizing that these two are conceptually different from customer’s points of view.
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The concept service quality isn’t a distinct term. This means, its formation depends on many factors associated with service and service firms. The factors are-
1. Reliability- It is the ability to perform promised service accurately and dependably.
2. Responsiveness- It’s the willingness to help the customer to provide immediate service.
3. Assurance- it is the courtesy and knowledge of the employees and their ability to notify           confidence and trust.
4. Empathy- The firm provides caring and individualized attention to its customers.
5. Tangibility- appearance of physical evidence, personnel, equipment, and communication materials.
After comprehensive research, Zeithaml, Parasuraman and Berry found that, customers use five dimensions when evaluating service quality. They named their survey instrument SERVQUAL. If service providers get these dimensions right, customers will be loyal. Because they will be receiving excellent service according to what’s important to them. All dimensions are very important to the customers but all dimensions have their own weight. In other words, all dimensions are not equal. Service providers need to know which dimensions are major and which one is minor. Also, they can’t choose only one dimension while letting the others suffer. SERVQUAL research exposes dimension’s importance to each other by asking customer to put in 100 points among all five dimensions. 
All the five dimensions are described here briefly:
1. Reliability (Just Do It): “Do what you say you are going to do when you say you were going to do it.” Reliability is defined as, “The ability to perform the promised service dependably and accurately”. In a broad sense reliability means, service firms' promises about delivery, service conduct, pricing and problem resolutions. Customers like to do business with the firms, who keep their promises. So it’s an important element in the service quality perception by customers and his loyalty. Hence the service firms need to be cautious about customer expectation of reliability.  
When service offering fails for the first time, there is a option of recovery by which service provider gets the same chance to provide the same service again. But the expectation of customer in recovery stage is higher because of the initial failure. Hence, the service provider may come under a great pressure which may be increases customer dissatisfaction. The reliability dimension ensures timely delivery continuously and helps the service provider to meet customer expectation fully.
2.  Responsiveness (Do It Now): “Respond promptly, rapidly, quickly, instantly, immediately.” Responsiveness is the provider’s willingness to help the customers when needed and to provide quick service to the customers. This dimension emphasis on
[image: Service Quality & Customer Satisfaction]

attitude and promptness in dealing with customer’s questions, requests, problems and complaints. It also focuses on punctuality, professional commitment etc., of the employees. Responsiveness is calculated on the length of time customers wait for a service, answers to questions etc. The conditions of responsiveness can be improved by continuously viewing the process of service delivery and employees attitude towards customers and their complaints and requests.
3. Assurance (Know What You’re Doing): “Service providers are expected to be the experts of the service they’re delivering. It’s a given”. The third dimension of service quality is the Assurance. This can be explained as employee's knowledge, courtesy and the ability of the industry and its employees to inspire trust and confidence in their customers. This dimension is really important in banking, insurance services because customers feel uncertain about their ability to interpret the outcome. Sometimes in situations like insurance, stock broking service industries try to build relationship with trust and loyalty between different key persons like broker, insurance agents etc. also individual customers. In banking industries, "personal banker" plays the role of key contact person. This dimension focuses on job knowledge and skill, courtesy, accuracy etc of employees.
4. Empathy (Care About Customers as Much as You Can): Services are performed whatever the requirements are, still customers may feel service providers have less care about them during delivery. Empathy is defined as the caring, specific attention is provided to the customers by service firms. Empathy tries to deliver the meaning through personalized services to convey the message that, customers are unique and special to the firm. In the case of empathy, service providers need to know customer’s personal preferences, needs etc. the focus of this dimension is on variety of services focused on customer’s individual preferences, demand to satisfy individual needs of customers.
5. Tangibility (Look Sharp): though this is the least important dimension, but it is necessary. The fifth and last dimension of service quality is tangibility which means physical appearance of physical facilities, equipments, technology and communicaton materials. All these factors have important effect on quality services of a firm. Moreover, this dimension increases the image of the firm. So, tangibility dimension is important for a firm and industries should invest heavily on the equipments.  
Service quality dimension represents service quality as the diffusion between a customer’s expectation of service quality and the perception about the service received (Parasuraman et. Al., 1985). The SERVQUAL model determines precisely about the customer’s perception of the service quality and it generally depends on the customer’s gap size between expected service and perceived service which depends on the gap in control of service provider such as distribution of service, marketing. 
	
[bookmark: _Toc62670508][bookmark: _Toc63846237]Criticisms of Service Quality Dimension (SERVQUAL):
Buttler (1996) suggested some criticisms  against SERVQUAL. He explained that, this model isn’t ideal one by citing two major criticisms. They are- theoritical criticism and operational criticism. They are detailed below-
Theoritical Criticisms:
· It resides on the disconformation model, other than an attitudinal model.
· It fails to give conclusion on established economical analysis and psychological theories.
· There is no evidence that customers have evaluated service quality. 
· The quality can’t be measured based on perception and expectation only.
· It mainly emphasis towards the process of service delivery other than service quality outcome which is biased.
· The SERVQUAL model dimensionare highly inter-correlated and the direction about the relationship is difficult to establish.
Operational Criticism:
· the term expectation of customer regarding service is subjective.
· Normally customers use standards to evaluate the service quality.
· Generally it does not consider the actual service expectations.
· The five dimensions which are proposed are not completed, which means they are not enough to reliably model service quality.
· The “Moment of Truth” regarding expectation and perceptions about service quality varies from time to time  to customers.
Service quality dimension which measures customer satisfaction is not homogenous. Some dimensions are more important to the customers than others as we have disscussed before. Though some arguments have been placed, but these dimensions are used worldwide to measure customer satisfaction. 
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Since there has been multiple numbers of researches in the area of service quality, there are different fields in where a thorough examination of the service gaps has not been directed, such as the study that will address this important measure from the point of view of empirical studies of perceptions versus expectations. Banking in a Developing or Developed country is one of the areas where examinations of gaps between customer’s expectations and bankers’ perception of what the customer expects have not been examined.
Now-a-days where intense competition exists, banks are not different from any other consumer marketing company. It has become essential for the service firms in general and banks in particular to identify what is customer's requirements and how those requirements can be met effectively and efficiently. Now-a- days where product differences and price differences are not mentioned, superior service by the service provider is the only distinguisher which left to attract the banks, sustain and built partnership with the customers. Superior service quality enables a firm to differentiate it from its competitor, gain a sustainable competitive advantage, and increase efficiency .The benefits of service quality includes improved customer retention, increased customer satisfaction, positive word of mouth, decreased employee turnover, decreased operating costs, large market share, increased profitability, and increasing financial performance. The concept of service quality has therefore been a topic of great interest to service marketing researchers.
Banking was within the sector featuring medium goods and better consumer producer interaction, as in banking, consumers and service providers interact personally and therefore the use of products is at a moderate level. So, in banking, where there are high consumer-producer interactions, the standard of service is decided to a large extent by the talents and attitudes of individuals producing the service.
In the case of services, as customers are mostly either direct observers of the production process or active participants, how the method is performed also features a strong influence on the general impression of the standard of service. A well-performed service encounter may even overcome the negative impression caused by poor technical quality also as generate positive word-of-mouth, particularly if customers can see employees have worked very hard to satisfy them within the face of problems outside their control. Employees are a part of the method, which connects with the customer at the point of sale, and hence employees remain the key to success at these service encounters or “moments of truth”. It's these encounters with customers during a service that are the foremost important outlines of overall customer satisfaction, and a customer’s experience with the service are going to be defined by the brief experience with the firm’s personnel and therefore the firm’s systems. The rudeness of the bank’s customer service representative, the unexpectedness of the employee at the teller counter, or the shortage of interest of the person at the check deposit counter can alter one’s overall attitude towards the service, perhaps even turn over the impression caused by high technical quality. Another important service quality factor, competence, is defined by if the bank performs the service right the initial time, whether the workers of the bank tell customers exactly when services are going to be performed, whether the bank lives up to its promises, whether customers feel safe in their transactions with the bank and whether the workers show a sincere interest in solving the customers problems. In short, this dimension is said to the banks ability to perform the promised service accurately and dependably. Performing the service dependably and accurately is that the heart of service marketing excellence. When a bank performs a service carelessly, when it makes avoidable mistakes, and when it fails to deliver on promises made to draw in customers, it destroys customer’s confidence in its capabilities and decreases its chances of earning a good reputation for service excellence. It is vital to try to provide the service right the primary time. In case a service problem does crop up, by resolving the problem to the customer’s satisfaction, the company can significantly improve customer retention. Just in case a service problem does occur by solving the matter to the customer’s satisfaction, the bank can sufficiently improve customer retention. Performing the service accurately is probably the foremost important issue about service quality excellence. The value of performing the service inaccurately includes not only the value of redoing the service but also the value associated with negative word-of-mouth generated by displeased customers. Just in case of services, the factory is considered as the field, services are intangible and so the criteria for accurate services are more subjective than the standards for defect free tangible goods. Hence for many services, customer’s perceptions of whether the service has been performed correctly, not service provider established criteria, are the main determinants of reliability. The service quality factor tangible is defined by whether the physical facilities and materials related to the service are visually appealing at the bank. These are important factors that customers notice before or during entering into the bank. Such visual factors help consumers to form their initial impression. An important challenge in commission marketing is that customers cannot see a service but can see the varied tangibles related to it - of these tangibles, the service facilities, equipment and communication materials are indicators about the intangible service. If unmanaged, these clues can send to the customer’s wrong messages about the service and render ineffective marketing strategy of the corporate . On the opposite hand, improving quality through tangibles means attention to the littlest details that competitors might consider insignificant. Yet, these visible details can add up for patrons and pointing a message of caring and competence. Customers may reveal new aspects of service quality in banking that are important to them, and these would need to be incorporated within the scale as to do further explore the concept of service quality within the banking area.
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4.1 Objectives of the Study

Major Objective: 
The report has been prepared to fulfill the requirement of internship program in the banking organization “Meghna bank Limited”. The main objective of this study is to understand the topic service quality broadly. Along with service quality, this study also aim to provide information about the overall profile of Meghna Bank Limited, service quality dimensions, understanding about service quality in banking sectors.
Specific objective: 	
1. To observe the activities of different departments of banks, especially the general banking department of Meghna bank Limited.
2. To observe the attitude and perception of customers towards customer service of MGBl.
3. To evaluate the customer-perceived service quality of Meghna bank.
4. To examine the impact of the various dimensions of service quality on customer loyalty and overall customer satisfaction.
[bookmark: _Toc62670513][bookmark: _Toc63846241]4.2 Methodology of the Study

Primary Sources:
A survey was conducted through self-administered questionnaires to collect the responses of the customers of the bank regarding the various dimensions of the service quality. Some other demographic information about the respondents was also collected. 
Secondary Sources:
To collect secondary data, I have used the following sources-
· Annual report of MGBL
· Bank records
· Bank websites
· Other books, manuals, internship reports related to this topic.
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The survey result of the perceived service quality will be explained in terms of the following aspects:
1. Sample Characteristics
2. Descriptive Statistics of the Key Measures
3. Evaluating the Normality of the Major Constructs
4. Reliability of the Constructs Used in the Study 
5. Structural Relationships among the various Constructs
6. The influence of various aspects of perceived service quality on Overall Loyalty
Sample Characteristics

Here the sample characteristics will be explained in term of the following aspects:
1. Gender
2. Education
3. Profession
4. Average Monthly Family Income
Gender: The gender composition of the respondents considered in this study is shown in the table given below:
	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	7
	70.0
	70.0
	70.0

	
	Female
	3
	30.0
	30.0
	100.0

	
	Total
	10
	100.0
	100.0
	



The majority of the respondents are male and they constitute 70 percent of the total respondents and the rest of the respondents were female and they constitute 30 percent of the total respondents.
Education: The education composition of the respondents considered in this study is shown in the table given below:
					Education
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	HSC
	1
	10.0
	10.0
	10.0

	
	Bachelor
	3
	30.0
	30.0
	40.0

	
	Masters or equivalent
	6
	60.0
	60.0
	100.0

	
	Total
	10
	100.0
	100.0
	



The majority of the respondents are qualified by masters or equivalent degree and they constitute 60 percent of the total respondents. 30 percent of the respondents were bachelor degree holder and 10 percent were HSC holder of the total respondents.
Profession: The profession composition of the respondents considered in this study is shown in the table given below:
					Profession
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Students
	1
	10.0
	10.0
	10.0

	
	Service Holder
	5
	50.0
	50.0
	60.0

	
	Business
	3
	30.0
	30.0
	90.0

	
	Others
	1
	10.0
	10.0
	100.0

	
	Total
	10
	100.0
	100.0
	



The majority of the respondents are service holder and they constitute 50 percent of the total respondents. Among the other profession, the second majority of the respondents are businessman and they constitute 30 percent of the respondent. Students constitute 10 percent and others constitute 10 percent of the respondent.
Average Monthly Family Income: Average monthly family income of the respondents considered in this study is shown in the table below-
				Average Monthly Family Income
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 - 60,000
	4
	40.0
	40.0
	40.0

	
	60,000 - 90,000
	4
	40.0
	40.0
	80.0

	
	90,000 - 1,20,000
	2
	20.0
	20.0
	100.0

	
	Total
	10
	100.0
	100.0
	


Respondents having monthly income 30,000-60,000 constitute 40 percent of the respondents. Respondents having monthly income 60,000-90,000 constitute 40 percent of the respondents. Respondents having monthly salary from 90,000-120,000 constitute 10 percent of the respondents.
Descriptive Statistics of the Key Measures

The key measures considered in this study were the various aspects of perceived service quality and they were reliability, responsiveness, assurance, and tangible aspects of service quality. They were all multiple-item measures consisting of several items intended to measure those specific aspects of perceived service quality on standard 5-point Likert scales. The basic descriptive statistics of these measures will be reported in this section in term of mean (M), standard deviation (SD), and confidence interval.

Reliability:
The mean value of the reliability aspect of perceived service quality was found to be M=2.48 with a standard deviation of SD=.49, and the confidence interval was found to be within the range of (2.12 to 2.83).

Responsiveness:
The mean value of the responsiveness aspect of perceived service quality was found to be M= 2.60 with a standard deviation of SD= .76, and the confidence interval was found to be within the range of (2.06-3.14).

Assurance:
The mean value of assurance aspect of perceived service quality was found to be M= 2.75 with a standard deviation of SD= .42, and the confidence interval was found to be within the range of (2.44-3.05).

Tangibility:
The mean value of tangibility aspect of perceived service quality was fund to be M= 2.35 with a standard deviation of SD= .39, and the confidence interval was found to be within the range of (2.07-2.63).

Evaluating the Normality of the Major Constructs

For the purpose of evaluating the normality of the aforementioned constructs, Shapiro-Wilk (W) test will be better-suited than the Kolmogorov-Smirnov (KS) Test because of the sample size of the sample (as the sample size is small).

Reliability:
For the reliability aspect of the perceived service quality, the Shapiro-Wilk test value is W=.924 with df=10. Here we have failed to reject the null hypothesis because significant value is .392, which is not less than the required value of α=.05. Therefore it can be concluded that the construct intended to measure the reliability aspect of the perceived service quality is normally distributed.

Responsiveness:
For the responsiveness aspect of the perceived service quality, the Shapiro-Wilk test value is W= .933 with df=10. Here we have failed to reject the null hypothesis because significant value is .482, which is not less than the required value of α=.05. Therefore it can be concluded that the construct intended to measure the reliability aspect of the perceived service quality is normally distributed.

Assurance:
For the reliability aspect of the perceived service quality, the Shapiro-Wilk test value is W=.923 with df=10. Here we have failed to reject the null hypothesis because significant value is .383, which is not less than the required value of α=.05. Therefore it can be concluded that the construct intended to measure the reliability aspect of the perceived service quality is normally distributed.

Tangibles:
For the reliability aspect of the perceived service quality, the Shapiro-Wilk test value is W=.855 with df=10. Here we have failed to reject the null hypothesis because significant value is .067, which is not less than the required value of α=.05. Therefore it can be concluded that the construct intended to measure the reliability aspect of the perceived service quality is normally distributed.
	
Reliability of the Constructs Used in the Study

For the purpose of measuring the reliability of the constructs used in the study, Cronbach Alpha values will be calculated for each of the constructs considered in this study. The calculated Cronbach Alpha values will be evaluated by using the following standards: 

	Cronbach's alpha
	Internal consistency

	
	

	α ≥ 0.9
	Excellent

	0.9 > α ≥ 0.8
	Good

	0.8 > α ≥ 0.7
	Acceptable

	0.7 > α ≥ 0.6
	Questionable

	0.6 > α ≥ 0.5
	Poor

	0.5 > α
	Unacceptable



Reliability of the Reliability Aspect of Perceived Service Quality: There were four items under the reliability aspect of perceived service quality for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:

	Reliability-1
	This bank provides services as promised.

	Reliability-2
	This bank is dependable in solving customer problems.

	Reliability-3
	This bank maintains consistency in their performance.

	Reliability-4
	This bank ensures accuracy in transactions.

	Cronbach's Alpha
	We can see that Cronbach's alpha is 0.872, which indicates a Good level of internal consistency among the items for the Reliability aspect of perceived service quality with this specific sample.




Reliability of the Responsiveness Aspect of Perceived Service Quality: There were four items under the responsiveness aspect of perceived service quality for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:

	Responsiveness-1
	This bank provides promt and quick services.

	Responsiveness-2
	This bank is willing to help customers.

	Responsiveness-3
	This bank is ready to respond quickly. 

	Responsiveness-4
	This bank always keeps customers informed.

	Cronbach's Alpha
	We can see that Cronbach's alpha is 0.879, which indicates a Good level of internal consistency among the items for the Responsiveness aspect of perceived service quality with this specific sample.



Reliability of the Assurance Aspect of Perceived Service Quality: There were four items under the assurance aspect of perceived service quality for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:

	Assurance-1
	I feel safe in transaction with this bank.

	Assurance-2
	Employees of this bank give confidence to customers.

	Assurance-3
	Employees are knowledgeable and efficient.

	Assurance-4
	They keep confidentiality of clients information.

	Cronbach's Alpha
	We can see that Cronbach's alpha is 0.789, which indicates a Good level of internal consistency among the items for the Assurance aspect of perceived service quality with this specific sample.



Reliability of the Tangible Aspect of Perceived Service Quality: There were four items under the Tangible aspect of perceived service quality for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:

	Tangible-1
	Modern equipments are used in this bank.

	Tangible-2
	Employees have professional appearance.

	Tangible-3
	Visually appealing decoration.

	Tangible-4
	Employees are well dressed.

	Cronbach's Alpha
	We can see that Cronbach's alpha is 0.824, which indicates a Good level of internal consistency among the items for the Tangible aspect of perceived service quality with this specific sample.



Structural Relationships among the Various Constructs

This section intended to evaluate the structural relationships among the various constructs considered in this study (four previously mentioned aspects of service quality and other three single item constructs: overall quality, overall loyalty, and overall satisfaction). For the purpose of such evaluation, the following lower-diagonal correlation matrix will be examined:




	Constructs
	Reliability
	Responsiveness
	Assurance
	Tangible
	OQ
	OL
	OS

	Reliability
	1
	
	
	
	
	
	

	Responsiveness
	.972**
	1
	
	
	
	
	

	Assurance
	.841**
	.881*
	1
	
	
	
	

	Tangible
	.762**
	.752*
	.806**
	1
	
	
	

	OQ
	.632**
	.712*
	.762**
	.687**
	1
	
	

	OL
	.532*
	.624**
	.632**
	.556*
	.691**
	1
	

	OS
	.512*
	.542*
	.612**
	.512*
	.442*
	.562*
	1


*. Correlation is significant at the 0.05 level (2-tailed).
**. Correlation is significant at the 0.01 level (2-tailed).

Reliability with Responsiveness: Here the relationship between the reliability aspect of service quality and the responsiveness aspect of service quality is found to be positive (r=.972) and statistically significant at 99 percent level of confidence.
Reliability with Assurance: Here the relationship between the reliability aspect of service quality and the assurance aspect of service quality is found to be positive (r=.841) and statistically significant at 99 percent level of confidence.
Reliability with Tangible: Here the relationship between the reliability aspect of service quality and the Tangible aspect of service quality is found to be positive (r=.762) and statistically significant at 99 percent level of confidence.
Reliability with overall Quality: Here the relationship between the reliability aspect of service quality and the overall quality aspect of service quality is found to be positive (r=.632) and statistically significant at 99 percent level of confidence.
Reliability with overall loyalty: Here the relationship between the reliability aspect of service quality and the overall loyalty aspect of service quality is found to be positive (r=.532) and statistically significant at 95 percent level of confidence.
Reliability with overall Satisfaction: Here the relationship between the reliability aspect of service quality and the overall loyalty aspect of service quality is found to be positive (r=.512) and statistically significant at 95 percent level of confidence.
Responsiveness with Assurance: Here the relationship between the responsiveness aspect of service quality and the assurance aspect of service quality is found to be positive (r=.881) and statistically significant at 95 percent level of confidence.
Responsiveness with Tangible: Here the relationship between the responsiveness aspect of service quality and the tangible aspect of service quality is found to be positive (r=.752) and statistically significant at 95 percent level of confidence.
Responsiveness with Overall Quality: Here the relationship between the responsiveness aspect of service quality and the overall quality aspect of service quality is found to be positive (r=.712) and statistically significant at 95 percent level of confidence.
Responsiveness with Overall Loyalty: Here the relationship between the responsiveness aspect of service quality and the overall loyalty aspect of service quality is found to be positive (r=.624) and statistically significant at 99 percent level of confidence.
Responsiveness with Overall Satisfaction:  Here the relationship between the responsiveness aspect of service quality and the overall satisfaction aspect of service quality is found to be positive (r=.542) and statistically significant at 95 percent level of confidence.
Assurance with Tangible: Here the relationship between the assurance aspect of service quality and the tangible aspect of service quality is found to be positive (r=.806) and statistically significant at 99 percent level of confidence.
Assurance with overall quality: Here the relationship between the assurance aspect of service quality and the overall quality aspect of service quality is found to be positive (r=.762) and statistically significant at 99 percent level of confidence.
Assurance with Overall Loyalty: Here the relationship between the assurance aspect of service quality and the overall loyalty aspect of service quality is found to be positive (r=.632) and statistically significant at 99 percent level of confidence.
Assurance with Overall Satisfaction: Here the relationship between the assurance aspect of service quality and the overall satisfaction aspect of service quality is found to be positive (r=.612) and statistically significant at 99 percent level of confidence.
Tangible with Overall Quality: Here the relationship between the tangible aspect of service quality and the overall quality aspect of service quality is found to be positive (r=.687) and statistically significant at 99 percent level of confidence.
Tangible with Overall Loyalty: Here the relationship between the tangible aspect of service quality and the overall loyalty aspect of service quality is found to be positive (r=.556) and statistically significant at 95 percent level of confidence.
Tangible with Overall Satisfaction: Here the relationship between the tangible aspect of service quality and the overall satisfaction aspect of service quality is found to be positive (r=.512) and statistically significant at 95 percent level of confidence.
Overall Quality with Overall Loyalty: Here the relationship between the overall quality aspect of service quality and the overall satisfaction aspect of service quality is found to be positive (r=.691) and statistically significant at 99 percent level of confidence.
Overall Quality with Overall Satisfaction: Here the relationship between the overall quality aspect of service quality and the overall satisfaction aspect of service quality is found to be positive (r=.442) and statistically significant at 95 percent level of confidence.
Overall Loyalty with Overall Satisfaction: Here the relationship between the overall loyalty aspect of service quality and the overall satisfaction aspect of service quality is found to be positive (r=.562) and statistically significant at 95 percent level of confidence.

The Influence of various aspects of perceived service quality 
On Overall Loyalty

For the purpose of examining the influence of various aspects of service quality on the overall loyalty, a multiple regression analysis was conducted considering the various aspects of service quality as the independent variables and overall loyalty as the dependent variable.

	Regression Output-1

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	7.287
	4
	1.822
	5.646
	.043b

	
	Residual
	1.613
	5
	.323
	
	

	
	Total
	8.900
	9
	
	
	

	a. Dependent Variable: Overall Loyalty

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



Here from the regression output-1, we can see that the F-value is 5.646 with the associated sig. value is .043, which is less than the required value of α=.05. Therefore the model null hypothesis can be rejected and it can be concluded that the various aspects of service quality affect the overall loyalty at 95 percent level of confidence.

	Regression Output-2

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.905a
	.819
	.674
	.56802

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



From the regression output-2, it can be concluded that the changes in the overall loyalty can be explained by the changes in the various aspects of service quality by 81.90 percent (R2=.819).

For the purpose of evaluating the relative contribution of each of the independent variables, the following regression output-3 can be examined:

	Regression Output-3

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.561
	2.363
	
	.660
	.538

	
	Reliability
	1.352
	.439
	.669
	3.079
	.028

	
	Responsiveness
	216
	.313
	.164
	.690
	.521

	
	Assurance
	.394
	.712
	.168
	.553
	.604

	
	Tangibles
	1.431
	.690
	.568
	2.074
	.093

	a. Dependent Variable: Overall Loyalty





Here it can be observed that reliability affects overall loyalty at 95 percent level of confidence and tangible aspect of service quality affects overall loyalty at 90 percent level of confidence. The other aspects do not have statistically significant impact on the overall loyalty. Between reliability and tangible aspects of service quality, reliability aspect (beta=.669) is found to contribute more to the variation in overall loyalty due to the higher associated beta value than the tangible aspect (beta=.568) of service quality.
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[bookmark: _Toc63846244]Recommendations:
After having a 12 weeks work experience in MGBL, I have gathered an overall knowledge on banking activities- how they operate activities in different department. I have also gathered some practical knowledge while working there. Based on my limited experience and knowledge, some recommendations regarding the performance of Meghna Bank Limited are given below- 
	
· They need to take initiatives for stable profit or for increasing the profit because their profit is not up to the expectation. They require more efforts to decrease non-performing loan.
· They need to reduce operating expenditure, because it was increasing in every year. As a result of increasing operating expenditure, profit would be decline.
· Because of paucity of profit the and pandemic situation, salaries of employees have been reduced. Salary is a crucial factor to increase the performance of the employees. So, bank should increase the salary on the competitive market basis. 
· Their operating expenditure is high, but they are not practicing CSR. Therefore they can invest in some education plan, green strategy, etc.
· They need to reduce certain investment and stop providing large amount of loan to some identified sector because of low return in investment.



[bookmark: _Toc63846245]Conclusion:

Meghna Bank is one of the growing and performing Bank in the country. By analyzing their service quality it can be easily concluded that their service level is higher compared to all-new Banks. They should maintain the standard services for the clients, corporate houses so that their cash liquidity, deposit and amount of the loan may increase every year along with the overall customer satisfaction. Their profit is also growing every year, but sometimes it was falling because of the instability of the market. Though Meghna Bank has newly entered in the market, the service quality found to be better compared to the other newly established commercial banks. They try to fulfill all terms and conditions of commercial banking by ensuring customer and corporate services. Though Meghna Bank has newly entered in the Banking area, they are not yet investing in CSR but in future, they should start practicing CSR.CSR activities will help them to increase their reputation and goodwill. By following proper strategy and standard, the Bank can achieve their vision and goal.
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Questionnaire:
An Academic Survey
(Evaluating the Customer-Perceived Service Quality of Meghna Bank Limited) Name (optional):
Phone Number (optional):


Gender:

Male

Female



Education:

ssc or below

hsc 

Bachelor	

Masters or equivalent professional degree or above



Profession:

Student

Service Holder

Business

Others



Average Monthly Family Income:

30,000 or below
90,000 – 1,20,000

30,000—60,000
above 1,20,000

60,000—90,000
Please indicate your level of agreement with the following statements regarding various aspects of services provided by Meghna Bank Limited. Where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed.

	SN
	Statement
	1
	2
	3
	4
	5

	R1
	This bank provides services as promised
	
	
	
	
	

	R2
	This bank is dependable in solving customer problems
	
	
	
	
	

	R3
	This bank maintains consistency in their performance
	
	
	
	
	

	R4
	This bank ensures accuracy in transactions
	
	
	
	
	

	R1
	This bank provides prompt and quick services
	
	
	
	
	

	R2
	This bank is willing to help customers
	
	
	
	
	

	R3
	This bank is ready to respond quickly
	
	
	
	
	

	R4
	This bank always keeps customers informed
	
	
	
	
	

	A1
	I feel safe in transaction with this bank
	
	
	
	
	

	A2
	Employees of this bank give confidence to customers
	
	
	
	
	

	A3
	Employees are knowledgeable and efficient
	
	
	
	
	

	A4
	They keep confidentiality of clients’ information
	
	
	
	
	

	E1
	They give individualized attention to each customer
	
	
	
	
	

	E2
	They deal customer with care
	
	
	
	
	

	E3
	They Understand the needs of customers
	
	
	
	
	

	E4
	They have branches in convenient locations
	
	
	
	
	

	T1
	Modern equipment are used in this bank
	
	
	
	
	

	T2
	Employees have professional appearance
	
	
	
	
	

	T3
	Visually appealing decoration
	
	
	
	
	

	T4
	Employees are well dressed
	
	
	
	
	

	OQ
	Overall service quality of this bank is excellent
	
	
	
	
	

	OL
	I intend to remain a customer of this bank
	
	
	
	
	

	OS
	I am satisfied with the services provided by this bank
	
	
	
	
	



Statistical Analysis:
Frequency Table
	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	7
	70.0
	70.0
	70.0

	
	Female
	3
	30.0
	30.0
	100.0

	
	Total
	10
	100.0
	100.0
	



	Education

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	HSC
	1
	10.0
	10.0
	10.0

	
	Bachelor
	3
	30.0
	30.0
	40.0

	
	Masters or equivalent
	6
	60.0
	60.0
	100.0

	
	Total
	10
	100.0
	100.0
	



	Profession

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Students
	1
	10.0
	10.0
	10.0

	
	Service Holder
	5
	50.0
	50.0
	60.0

	
	Business
	3
	30.0
	30.0
	90.0

	
	Others
	1
	10.0
	10.0
	100.0

	
	Total
	10
	100.0
	100.0
	



	Average Monthly Family Income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 - 60,000
	4
	40.0
	40.0
	40.0

	
	60,000 - 90,000
	4
	40.0
	40.0
	80.0

	
	90,000 - 1,20,000
	2
	20.0
	20.0
	100.0

	
	Total
	10
	100.0
	100.0
	



Descriptive Statistics
	

	
	Statistic
	Std. Error

	Reliability
	Mean
	2.4750
	.15568

	
	95% Confidence Interval for Mean
	Lower Bound
	2.1228
	

	
	
	Upper Bound
	2.8272
	

	
	5% Trimmed Mean
	2.4722
	

	
	Median
	2.3750
	

	
	Variance
	.242
	

	
	Std. Deviation
	.49230
	

	
	Minimum
	1.75
	

	
	Maximum
	3.25
	

	
	Range
	1.50
	

	
	Interquartile Range
	.69
	

	
	Skewness
	.500
	.687

	
	Kurtosis
	-.393
	1.334

	Responsiveness
	Mean
	2.6000
	.23921

	
	95% Confidence Interval for Mean
	Lower Bound
	2.0589
	

	
	
	Upper Bound
	3.1411
	

	
	5% Trimmed Mean
	2.5694
	

	
	Median
	2.6250
	

	
	Variance
	.572
	

	
	Std. Deviation
	.75645
	

	
	Minimum
	1.50
	

	
	Maximum
	4.25
	

	
	Range
	2.75
	

	
	Interquartile Range
	1.00
	

	
	Skewness
	.905
	.687

	
	Kurtosis
	1.795
	1.334

	Assurance
	Mean
	2.7500
	.13437

	
	95% Confidence Interval for Mean
	Lower Bound
	2.4460
	

	
	
	Upper Bound
	3.0540
	

	
	5% Trimmed Mean
	2.7361
	

	
	Median
	2.6250
	

	
	Variance
	.181
	

	
	Std. Deviation
	.42492
	

	
	Minimum
	2.25
	

	
	Maximum
	3.50
	

	
	Range
	1.25
	

	
	Interquartile Range
	.63
	

	
	Skewness
	.509
	.687

	
	Kurtosis
	-.835
	1.334

	Tangibles
	Mean
	2.3500
	.12472

	
	95% Confidence Interval for Mean
	Lower Bound
	2.0679
	

	
	
	Upper Bound
	2.6321
	

	
	5% Trimmed Mean
	2.3611
	

	
	Median
	2.5000
	

	
	Variance
	.156
	

	
	Std. Deviation
	.39441
	

	
	Minimum
	1.75
	

	
	Maximum
	2.75
	

	
	Range
	1.00
	

	
	Interquartile Range
	.81
	

	
	Skewness
	-.620
	.687

	
	Kurtosis
	-1.159
	1.334



	Tests of Normality

	
	Kolmogorov-Smirnova
	Shapiro-Wilk

	
	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	Reliability
	.180
	10
	.200*
	.924
	10
	.392

	Responsiveness
	.198
	10
	.200*
	.933
	10
	.482

	Assurance
	.222
	10
	.178
	.923
	10
	.383

	Tangibles
	.248
	10
	.082
	.855
	10
	.067




Reliability Analysis of the Constructs with Multiple Items

Scale: Reliability
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.872
	4






Scale: Responsiveness

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.879
	4



Scale: Assurance
	
Reliability Statistics

	Cronbach's Alpha
	N of Items

	.789
	4



Scale: Tangible

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.824
	4




Correlations: The Lower Diagonal Matrix

	Constructs
	Reliability
	Responsiveness
	Assurance
	Tangible
	OQ
	OL
	OS

	Reliability
	1
	
	
	
	
	
	

	Responsiveness
	.972**
	1
	
	
	
	
	

	Assurance
	.841**
	.881*
	1
	
	
	
	

	Tangible
	.762**
	.752*
	.806**
	1
	
	
	

	OQ
	.632**
	.712*
	.762**
	.687**
	1
	
	

	OL
	.532*
	.624**
	.632**
	.556*
	.691**
	1
	

	OS
	.512*
	.542*
	.612**
	.512*
	.442*
	.562*
	1



*. Correlation is significant at the 0.05 level (2-tailed).
**. Correlation is significant at the 0.01 level (2-tailed).

Regression
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.905a
	.819
	.674
	.56802



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



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	7.287
	4
	1.822
	5.646
	.043b

	
	Residual
	1.613
	5
	.323
	
	

	
	Total
	8.900
	9
	
	
	



	a. Dependent Variable: Overall Loyalty

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



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.561
	2.363
	
	.660
	.538

	
	Reliability
	1.352
	.439
	.669
	3.079
	.028

	
	Responsiveness
	216
	.313
	.164
	.690
	.521

	
	Assurance
	.394
	.712
	.168
	.553
	.604

	
	Tangibles
	1.431
	.690
	.568
	2.074
	.093



	a. Dependent Variable: Overall Loyalty
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