Impact of Service Quality on Customer Satisfaction in Banking Industry of Pakistan: A Case Study of Karachi
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Abstract
	Analyzing measures of customers’ satisfaction is an immense dilemma because customer is becoming more demanding regarding service quality in banking sector of Pakistan. It is important to understand the impact of service quality on customer satisfaction. Nowadays, the only demand of the customers is to get the good value for their money. Due to increasing market competitiveness no one can deny the significance of service quality. Therefore, it is challenging for the bankers to meet the customer expectation. By reviewing the study, banking sector can have direction to understand the major factors of service quality that influence customers’ satisfaction. It also provides understanding that building long term and a strong customer relation is critical for the banking industry. This study provides insight of service quality impact on customer satisfaction in banking sector of Pakistan. This study is based on the core dimensions of service quality i.e. tangibility, responsiveness, assurance, empathy and reliability. To highlight the significance of service quality, customer satisfaction this study based on Karachi market,  four hundred branch banking customers district wise were chosen from  the branches of four leading banks (HBL, SCBPL, MBL and NBP)  to represent four main sectors (Private, International, Islamic and Public) as respondents. A questionnaire instrument based modified SERVPERF scale was used to collect the data. The results of the study suggest customer satisfaction based on service quality dimensions such as tangibility, empathy and assurance having positive and significant relationship. But reliability and responsiveness was not useful estimator for customer satisfaction whereas assurance, responsiveness, tangibility and empathy depict significant impact and positive relationship with customer loyalty. However reliability once again not found as useful estimator of customer loyalty.  
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