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Abstract

The aim of this study is to examine the correlation of the service quality dimensions to the overall customer satisfaction
in the Greek banking sector, following its restructuring due tothe mergers and the takeovers during the current financial
crisis period (2009 - 2015), and to analyze in particular the case of Piraeus Bank, the biggest Greek commercial Bank. The
research conducted so as the data to be collected, was drawn from a customer sample of the Piracus Bank and as for the
measurements used, are based on the widely accepted SERVQUAL model, as it is proposed by Parasuraman et al., (1988)
[18] .whete the five dimensions of service quality merged: reliability, responsiveness, empathy, assurance and tangibles. Ac-
cording to the results, all service quality dimensions are positively related to the customer satisfaction. The greatest impact,
regarding customer satisfaction, was observed most in the dimensions of empathy and reliability. Moreover, it was discov-
ered that a certain type of customer discontent is on the verge of being manifested among the considered bank services.

Keywords: Mergers-Takeovers; Customer Satisfaction; Banking; Greece; SERVQUAL Model; Service Quality; Behavioral
Finance.

Introduction complex process with multiple dimensions so as to align the satis-
faction with the bank customer.

Customers are becoming more and more quality aware, their de-

mands are multiplied rapidly and therefore the banks are forced Previous research by Siddiqi (2011) [25] and Regavan, Mageh

to provide excellent services to their customers in order to gain (2013) [22] based on older scientific studies by Parasuraman, et
a sustainable competitive advantage. The developments of glo- al., (1985) [17], Cronin and Taylor (1992) [4], indicated that the
balization, the emergence of new forms of banking, the recent quality of service leads to customer satisfaction considering the
takeovers - mergers in the Greek banking sector duting the eco- improvement of the quality of services increases the likelihood
nomic crisis period such as we are experiencing, maximize the im- of customer satisfaction. Moreover, all mergers and takeovers are
portance of the quality of services supplied by the banks to their ~ not always willingly accepted by the customers, while their respec-
customers and in correspondence of the satisfaction received. tive reactions to these are not often considered.

To a greater extent, the quality of services seems to be the key Nowadays, bank customers are at a disadvantage regarding their
factor for customer satisfaction. Thus, at the same time Greek negotiating statement, mainly due to the economic crisis, the fi-
banks are trying to coincide with the new economic develop- nancial measures and the restriction of capital movement (capital
ments through mergers and undertake the responsibility in order controls). However, there is no further guarantee that any posi-
to contribute to the creation of large banking groups, customer ~ tion, which is on active at the present, will still in valid for the
perception of the quality of services would be concerned as a time being. Therefore, the quality of bank services need to be
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constantly valued, as it is considered to be the essence ot the core
of the strategic competition [13]. Good knowledge of the char-
acteristics and advantages of the services provided by the banks
contributes to their success and their resilience in the internation-
al banking competitive environment [8].

The measurement of customer satisfaction correlated with the
SERVQUAL model is an innovative and new concept regarding
the Greek banks. In that respect, in Greece a small amount of
survey research has been performed with the prospect of explor-
ing the significance of service quality and its interaction with the
satisfaction. Therefore, this deficiency has been the mobilizing
force of this study so as to purvey with new incentives the manag-
ers in banking sector, consider new policies for proper strategies
and improve customer satisfaction in today's competitive banking
environment. Not only the financial institutions but the academic
community as well, with an important, new investigative proposal
basically referring to the satisfaction of investors will this study
empower.

First of all, the aim of this project is to examine the correlation of
the service quality dimensions to the overall customer satisfaction
in the Greek banking sector, following its restructuring because
of the mergers and the takeovers during the current financial cri-
sis (2009 to 2015) and to discuss in particular the case of Piracus
Bank, the biggest Greek commercial Bank.

Piracus Bank has rapidly grown in size and activities, representing
today the leading Bank in Greece with 30% market share in terms
of loans and 29% of deposits. Headquartered in Athens, Greece,
with approximately 17.0th employees, operating in 7 countries,
Piracus Bank Group offers a full range of financial products and
services to approximately 6mn customers.

The presented issue of the current paper introduces an interest-
ing field of study and represents a variety of reasons: Firstly, it
contributes to existing knowledge, as notable findings are record-
ed, compared with the existing empirical studies of researchers
on an international basis. Secondly, it offers incentives for future
research, in view of the comparison with the existing experien-
tial studies of researchers. Thirdly, it is possible to contribute to
a bank agency so as to strengthen its position against competi-
tors in the industry, considering the importance nowadays as the
banking industry possesses an intense competitiveness. Finally, it
redounds to the enrichment of knowledge referring the relation-
ship between Bank mergers - takeovers and customer satisfaction
in the banking industry.

In addition, this paper contributes to the field of behavioral fi-
nance by determining the possible relationship which is devel-
oped between mergers-takeovers of banks and the customer
satisfaction. Recent research has highlighted the importance of
mergers-takeovers, in reference to the application of customer
satisfaction.

In particular, the research of this study intends to give answers to
the following questions:

I. Which are the specific quality features of a service that impact
the satisfaction of the customers of the bank up for considera-
tion according to the new conditions of economic crisis?

II. How does the proposed SERVQUAL model redeem retail
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banking of the under consideration bank after the affect of the
mergers and takeovers?

III. Which is the customer’s attitude representation towards the
quality of banking services after the mergers and acquisitions of
Piraeus Bank?

IV. Which is the perception of the overall customer’s attitude to-
wards the Piraecus Bank services?

Therefore, the paper is composed of five sections. Section 2 pre-
sents briefly the literature review about the importance of meas-
uring customer satisfaction. Section 3 describes the data and the
methodology used. In addition, it explains the reason why the
measurement of customer satisfaction in this study is based on
the SERVQUAL model, developed by Parasuraman, et al., (1990)
[19]. In section 4, the outcomes and findings of the research are
represented. Finally, in Section 5, the conclusions and the recom-
mendations are concluded.

Literature Review and Conceptual Framework
Customer satisfaction in banking sector

An increased number of banks have directed their strategies to
customer satisfaction. Researchers have shown that customer sat-
isfaction is the determining factor to customers’ judgment behav-
iors. Indicatively, Mualla & Deep (1998) [14] and Baumann et al.,
(2007) [2] concluded that satisfaction is an intermediate criteria
between the older perceptions of service quality and the current
ones. Zeithmal and Bitner (2003) [26] claimed that the term “cus-
tomer satisfaction” may refer to the future intentions of custom-
ers towards the provider’s services which are related more or less
to the customer's attitude. Customers perceive services in terms
of quality of service and in terms of their satisfaction as a com-
mon approach. According to Beerli, Martin and Quintana (2004)
[3], customer satisfaction is a measure of the amount it can reach
the existing bank to fulfill the general expectations of a customer
and how far and/or close the existing bank does achieve to draw
the customer’s ideal bank in his mind.

Satisfaction and Service Quality

All enterprises and organizations have understood the importance
of measuring customer satisfaction, which can be regarded as the
most reliable feedback system for the company as it indicates the
customer’s opinion in a substantial and immediate manner (Ges-
ron, 1993) [6]. For this reason, customer satisfaction should be
interpreted through a set of measurable parameters, or in other
words factors that the staff or the customer can understand and
affect [1, 7, 16].

Measuring customer satisfaction provides an overall efficiency of
the company and determines its possible superiority in relation
to the competition. The quality of services is considered a criti-
cal success factor for organizations/enterprises that differentiates
them from their competitors [9]. Indicatively, Cronin and Taylor
(1992) [4] showed that the perceived quality of services leads to
customer satisfaction, Ravichandran et al., (2010) [24] concluded
that the increase of bank services quality can increase customer
satisfaction, Regavan and Mageh (2013) [22] concluded that qual-
ity services are a basic and the most important factor affecting the
overall customer satisfaction and Razak et al., (2013) [23] in their
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results showed that there are factors that affect customer satisfac-
tion towards the quality of services offered by a bank. Therefore,
the relationship between these two aspects can provide banks
with knowledge about the improvement of their services, espe-
cially for the development of competitive advantage.

Research Hypotheses and Research Methodology
Research Hypotheses

In order to fulfill the research objectives, the following hypotheses
are formulated:

1st: There is a positive correlation between tangibility and satis-
faction of Piracus Bank customers.

2nd: There is a positive correlation between the reliability of the
bank and the satisfaction of Piraeus Bank customers.

3rd: There is a positive correlation between the response of the
bank and the satisfaction of Piraeus Bank customers.

4th: There is a positive correlation between the assurance that the
bank provides and the satisfaction of Piracus Bank customers.
5th: There is a positive correlation between empathy by the bank
and the satisfaction of Piraeus Bank customers.

Sampling and data collection

Data were collected from a random sample of 218 clients of Pi-
racus Bank through questionnaites answered by personal inter-
views or by a social network the period from October 2016 to
January 2017. The electronic approach provided a relatively easy
way to examine the views of a large group of customers at a
low cost and in no time at all. Also, respondents could maintain
their privacy, in responding the questions that existed in electronic
form and submitting electronically their answers.

The survey was addressed to individuals aged 18 and over, con-
sidering that every person over 18 can responsibly deal with daily
banking operations and products.

The results of this research are related to customers of a particu-
lar financial institution, Piraeus Bank, and therefore conclusions
cannot be generalized for all financial institutions of the same
sector in Greece.

The time period (October 2016 - March 2017) in which the survey
conducted was short, and in order to receive as large a customers’
response as possible regarding the completion of a questionnaire,
it is resolved to be measured only customer perceptions and not
expectations, so as to be avoided being tedious and time consum-
ing, adopting the idea of the SERVQUAL model, it is more pos-
sible to be used in several ways.

Research Methodology

This research applies the SERVQUAL model to measutre cus-
tomer satisfaction in the banking sector [18], regarding the case
of Piracus Bank.

The preparation of the questionnaire used for the study was
based on the literature review. The first part of the questionnaire
provides general information according to the respondent. The
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quality service features of the five (5) dimensions of our model
used in the second part, consisting of 26 questions, which are the
independent variables of this research. The third part of the ques-
tionnaire explains customer satisfaction, which is the dependent
variable of this study.

The respondents were asked to answer questions in a seven grade
Likert-type scale, and in the second part of the questionnaire a
scale of 1-7 is introduced, with the first one meaning "I strongly
disagree" up to the seventh one meaning "I strongly agree." In the
third part there is a scale from 1 (very unsatisfactory) to 7 (very
satisfactory). A similar scale was used by Parasuraman et al. (1985
[17],1988 18], 1991 [20], and 1994 |21]) in the SERVQUAL mod-
el, but also by Cronin and Taylor (1992) and Dutka, (1995) [5] to
measure customer satisfaction. Noteworthy that the number of
questions in the SERVQUAL type questionnaire, in the literature
reviews was not found to be fixed.

The method used is a descriptive analysis as customer satisfaction
mean analyses, reliability analysis with a Cronbach Alpha index
and multiple regression analysis as well as hypothesis testing to get
a comprehensive picture on the profile of respondents, and the
quality of services offered by the concerned bank to its custom-
ers compared to the five dimensions of the SERVQUAL scale. In
particular, Cronbach’ Alpha is used as a measure of the internal
consistency of a test or scale and applies values between 0 and 1.
More specifically, internal consistency defines the extent to which
all the items in a questionnaire measure the same concept and
check whether the interrelatedness of the items exists (Tavakol,
Dennick, 2011). Spearman’s rho correlation is a nonparametric
measure of statistical dependence between two variables. This
measure takes values between -1 and 1, showing the extent of
how correlated the variables are through the process of the sur-
vey (Caruso, Cliff, 1997).

Moreover, a main reason for adopting the SERVQUAL model
is that as it was found out Piracus bank focuses to the quality of
services which is an important factor for customer satisfaction.
However, it is remarkable to state that the questions concern-
ing the quality of services in this study do not concern the gap
analysis based on Parasuramanet et al., (1988)[18], but only the
customer's perception of the quality of services provided by the
organization. The data collected from the completed question-
naires was analyzed with the use of the statistical software SPSS.

Analysis and Presentation of Findings
Empirical Results

On the basis of all the 218 sample respondents, the percentage
of men and women are 52.3% and 47.7% respectively, a numeri-
cal ratio of nearly 1 by 1 which is considered very satisfactory
in relation to their preferences in order to avoid any influences
from the specific characteristics of each sex. According to the
survey, based on the total of respondents, a percentage of 0.8%
wete between 18 to 24 years, 11.7% were between 25 to 29 yeats,
71.9% were aged 30 to 44 years, 14.8% were aged 45 to 64 years
and 0.8% were older than 65 years old. Regarding the individuals’
jobs the majority of the respondents worked in the private sector
(51.6%), influenced by the public employees (23.4%) and free-
lancers (13.3%), while 39.1% of them are customers of the bank
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with a cooperation of 1-4 years and 38.3% ate customers of the
bank with a cooperation of 5-9 years, which in correspondence
with the age rates indicates that the majority of respondents who
became customers of Piracus Bank derived from other domestic
financial institutions, following mergers and takeovers performed
in the last years in the Greek banking sector.

Descriptive Statistics

As far as descriptive statistics concerned, in Table 1 are enlisted
twenty-six questions of service quality and their descriptive sta-
tistic data of variables mean values, where the respondents were
asked to evaluate. From Table 2 considering the fact of being
more aggregated an image according to the questions - param-
eters of the questionnaire based on their rankings on 5 dimen-
sions, survey respondents identified at a larger extent the service
quality parameters relating to the tangibility (mean value 4.83 and
standard deviation 1.101).

The quality parameters included in dimensions "Reliability" and
"Responsiveness" with mean values 4.70 and standard deviation
of 1.393 and 1.320 respectively are the next in sequence. By a nar-
row margin, the dimension of "Assurance” with mean value 4.69
and standard deviation 1.348 trail behind while the smallest mean
value is observed in the "Empathy" dimension (value 4.15 and
standard deviation 1.327). Additionally, in accordance with the
dynamic parameter of customer satisfaction a mean value of just
4.55 and standard deviation 1.462 is claimed that in futute, con-
necting with the perceptions of its customers and the improve-

http://scidoc.org/IJFET.php

ment of the data that affect it should be bank’s high priority.

The values of the standard deviations of each dimension is above
the unit concerning the data is widespread, while the respondents
of the survey provide a vatiety of views.

In order to verify the continued use and durability of the five
SERVQUAL dimensions, as examined in Table 3 and resulting
from the dimensions it was found out that the reliability of the
variables is satisfactory since the extent of Cronbach alpha coef-
ficients ranges from .895 to .931, ensuring the validity of each
dimension.

Hypothesis testing

A hypothesis testing was conducted to reveal the relationship be-
tween each dimension of this study, measuring the intensity of
the variable dependence degree. Also, the determination of this
intensity is performed through the parameter called Pearson’s lin-
ear correlation coefficient with values ranging from -1 to = 1.

Regarding the Table 4, it results that the values of the dimen-
sions tangibility, reliability, responsiveness, assurance, and empa-
thy involve a positive and strong relationship with the customer
satisfaction measuring values ranging from .702 to .805. Needless
to say, each relationship is changing towards the same positive
direction, i.e. as soon as the one is increased the other is increased
as well.

Table 1. Descriptive Statistic Data of Variables Mean Values.

Mean | Standard deviation
Are you satisfied with the technological equipment of the bank? 5.15 1.144
Are you satisfied with the willingness of employees to provide services in your bank? 5.14 1.551
Are you satisfied with the willingness of employees to help customers? 5.10 1.587
Are you satisfied with the bank facilities? Are they aesthetically attractive? 5.09 1.167
Are you satisfied with the assurance provided by your bank? 5.09 1.409
Are you satisfied with the employees’ knowledge? 4.83 1.569
Are you satisfied with the statements of your bank account? Are they optically clear; 4.83 1.431
Are you satisfied with the reputation and image of the bank? 4.80 1.352
Are you satisfied from the services that you are provided by the bank, are they the ones promised to you? 4.78 1.582
Are you satisfied with the zeal of the employees? Do they inspire confidence to you? 4.77 1.548
Are you satisfied with the bank’s working hours? 4.76 1.649
Are you satisfied with the way your bank offers the service at the time promised to you? 4.73 1.609
Are you satisfied with the bank bulletin sending department so that you are timely informed? 4.72 1.469
Are you satisfied with the speed and efficiency of transactions? 4.66 1.519
Are you satisfied with the way the bank offers to date entries (records, history, records, etc.)? 4.62 1.463
Are you satisfied-with the handling and treatment of your problem (speed of solving the problem)? 4.01 1.753
Are you satisfied with the bank’s service to provide the product that suits you best? 4.54 1.441
Are you satisfied with the bank’s ability to meet your individual / personal needs? 4.52 1.617
Are you satisfied with the products and the efficiency of the bank’s services? 4.50 1.420
Are you satisfied with the leaflets distributed in the bank? Do they provide clear and complete information? | 4.45 1.505
Are you satisfied with the size of bank assets and funds? 4.44 1.435
Do you feel secure about your deposits? 4.09 1.785
Are you satisfied with the availability of credit on favorable terms? 4.06 1.580
Does the bank have an excellent complaint management system? 3.96 1.544
Does Piracus Bank focus on your best interest? 3.80 1.690
Are you satisfied with the competitive interests offered by the bank? 3.69 1.682
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Table 2. Descriptive Statistics mean values Dimensionally.
N | Mean | Standard deviation
Tangibles 218 | 4.8307 1.10138
Reliability 218 | 4.7027 1.39330
Responsiveness 218 | 4.7082 1.32003
Assurance 218 | 4.6901 1.34870
Empathy 218 | 4.1536 1.32702
Valid N (listwise) | 218
Table 3. Values Cronbach's a five-dimensional.
Dimension Cronbach’s value a
Tangibles 0.895
Reliability 0.906
Responsiveness 0.902
Assurance 0.874
Empathy 0.931
Table 4. Pearson Correlation Coefficient.
Sgtl;:;:::rtlii)rn Tangibles | Reliability | Responsiveness | Assurance | Empathy
Pearson Correlation 1 714 ** 175 ** 769 ** 702 ** .805 **
SE;?EZ:;; Sig. (2-tailed) 000 000 .000 000 000
N 218 218 218 218 218 218
Pearson Correlation 714 ** 1 821 ** 765 ** 11+ 762 **
Tangibles Sig. (2-tailed) .000 .000 .000 .000 .000
N 218 218 218 218 218 218
Pearson Correlation 75 Rk L8271 ** 1 .848 ** 719 % .803 **
Reliability Sig. (2-tailed) .000 .000 .000 .000 .000
N 218 218 218 218 218 218
Pearson Correlation 769 ** 765 ** .848 ** 1 .850 ** .826 **
Responsiveness Sig. (2-tailed) .000 .000 .000 .000 .000
N 218 218 218 218 218 218
Pearson Correlation 702 ** 11 719 ** .850 ** 1 756 **
Assurance Sig. (2-tailed) .000 .000 .000 .000 .000
N 218 218 218 218 218 218
Pearson Correlation .805%* 762 ** .803 ** .826 ** 756 ** 1
Empathy Sig. (2-tailed) .000 .000 .000 .000 .000
N 218 218 218 218 218 218

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

Hypothesis 1 - Tangibility: There is a significant relationship
(p = 0.000 <0.05) between tangibility and customer satisfaction.
Therefore, the null hypothesis is rejected and they are assumed
that tangibility and customer satisfaction are positively related (r
=0.714).

Hypothesis 2 - Reliability: There is a significant relationship
(p = 0.000 <0.05) between reliability and customer satisfaction.
Therefore, we are rejecting the null hypothesis and we assume
that reliability and customer satisfaction are positively related (r

=0.775).

Hypothesis 3 - Responsiveness: There is a significant relation-
ship (p = 0.000 <0.05) between responsiveness and customer
satisfaction. Therefore, the null hypothesis is rejected and we as-
sume that responsiveness and customer satisfaction are positively
related (r = 0.769).

Hypothesis 4 - Assurance: There is a significant relationship
(p = 0.000 <0.05) between assurance and customer satisfaction.
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Table 5. Table Model Summary.

Model | R R Square

Adjusted R Square

Std. Error of the Estimate

1 .839* 0.704

0.692

0.812

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

Table 6. Analysis of variance table®.

Model Sum of Squares | df | MeanSquare F Sig.
Regression 191.248 5 38.25 58.063 | .000°
1 Residual 80.369 122 0.659
Total 271.617 127

a. Dependent Variable: Customer Satisfaction
b. Predictors: (Constant), Empathy, Assurance, Tangibility, Reliability, Responsiveness.

Table 7. Linear regression model table®.

Model Unstandardized Coefficients | Standardized Coefficients . Sig.
B Std. Error Beta

(Constant) 0.114 0.332 0.344 1 0.731
Tangibles 0.074 0.123 0.056 0.603 | 0.547

. Reliability 0.265 0.117 0.252 2.271 1 0.025
Responsiveness | 0.111 0.141 0.100 0.791 | 0.430
Assurance 0.087 0.105 0.080 0.828 | 0.409
Empathy 0.459 0.107 0.416 4.304 | 0.000

a. Dependent Variable: Customer Satisfaction.

Consequently, we reject the null hypothesis and we assume that as-
surance and customer satisfaction is positively related (r = 0.702).

Hpypothesis 5 - Empathy: There is a significant relationship (p
= 0.000 < 0.05) between empathy and customer satisfaction. Ac-
cordingly, the null hypothesis is rejected and it is confirmed that
empathy and customer satisfaction are positively connected (r =

0.805).
Multiple regression results

Regarding Table 5, it is concluded that the customer satisfaction is
interpreted by 70.4% (R? = 0.704) though the five dimensions of
our model and therefore it may be said that there is a very strong
relationship between these variables.

Additionally, from Table 6 of variance analysis it is noted (sig =
0.000 <0.05 and F = 58.063) that the assessed regression line is
considered statistically significant and the proposed model con-
tributes significantly in predicting both customer satisfaction and
its volatility.

The linear regression model been fitted to the data is as follows:

Customer satisfaction = 0.114 + 0.74 (tangibility) + 0.265 (reli-
ability) + 0.111 (responsiveness) + 0.87 (assurance) + 0.459 (em-

pathy)

The size of each coefficient indicates how satisfaction increases
when the corresponding variable is increased by one unit.

Afterwards the analysis with the data collected in Table 7, it is
noted that the present study is able to determine which of the
examined dimensions act on satisfaction more. In addition, the
dimension of empathy possess greatest impact on customer sat-
isfaction, followed by the dimension of reliability. So, empathy (p
= 0.000 <0.05) and reliability (p = 0.025 <0.05) are statistically
significant.

Conclusions

Compared with the general economic environment it is defined
that the horizontal mergers and takeovers of Piracus Bank were
performed in order the bank can meet with and confront the
current financial conditions. However it should be marked that
customer satisfaction is a dynamic parameter of the business ot-
ganization. Customet’s preferences and expectations can be re-
dounded by the changes in the current market.

Morteover, delving into deeper analysis of the application of the
model SERVQUAL the results of our study showed that "empa-
thy" and "reliability" seem to be the most important dimensions,
in contrast to previous similar studies in the past where it was
found out that tangibility, reliability and empathy are substantial
for customer satisfaction while according to Mengi (2009) [12]
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responsiveness and assurance were those which were found sig-
nificant. Kumar et al,, (2010) [10] and Lai (2004) [11] investigate
that assurance, empathy and tangibility are considerable factors.
In addition, the data collected from the completed questionnaites
was analyzed with the use of the statistical software SPSS.

Regarding the dimension of empathy, it seems that customers are
prone to desire a higher degree of interaction with the bank's
staff, they expect a personalized service and they are notified that
the front-line staff is able to understand their specific needs. On
the other hand, regarding the dimension of reliability, custom-
ers do not seem to be satisfied with the services that the bank
had promised, provided that they continue not to expect on its
handling of their problems, and finally they are believed that their
best interests are side lined. Consequently, the success of a special
relationship between the financial institution and the customer are
not only based on the financial or non - financial results, but also
on aspects of service quality.

One other major conclusion is that all dimensions of service qual-
ity are highly correlated with customer satisfaction affecting in a
positive direction, according to the values ranging from 0.702 to
0.805. This fact can be shown also in studies or surveys that have
taken place in the banking sector by the scientific community.
Indicatively, Zeithaml et al., (2003) [26], Beetli, et al., (2004) 3]
found a strong and significant relationship between customer sat-
isfaction and quality of banking services, as well as Mohammad
etal,, (2011) [15], found that tangibility, reliability, responsiveness,
assurance and empathy had a significant influence on customer
satisfaction, and finally Ravichandran et al., (2010) [24] concluded
that the increase of bank service quality can increase customer
satisfaction and Regavan and Mageh (2013) [22] assumed that
quality services are the most fundamental and the most significant
impact affecting the overall customer satisfaction.

Last but not least, an important element for Piracus Bank, based
on the research results, it is the low overall regard (only 4.55) of
respondents towards the bank's services. In some degree it could
be argued that a kind of customer dissatisfaction is on the verge
of emerging and the risk of customer’s participation in activities
against the organization, such as negative spread of information
as far as the bank concerned through mouth-to-mouth communi-
cation and social media might be a limited significant factor.

On conclusion, Due to the results of this paper and regarding
the approaches and proposals of previous researchers it would
be clearly formulated that the needs and views of customers are
changing rapidly. Piracus Bank should continue its efforts to en-
sure the satisfaction of its customer’s expectations, providing high
quality products and services so as to ensute the creation of trust-
ing relationships with the customers, dealing effectively with the
negative economic climate of our country in recent years.
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