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Έ̰̮̓͛͢ȨɅ ̰̹͢͠Ȩ 

 
 ̃̉Ή́ Ȩẋ̚͝ Ȩ̮ὼ ′ ̮…Ȩ ̮…Ȩ º º ͉ͧͮȨ͢ ̆ͅ ̅Ή̶͂͏̓  ̑Ȩ̮ὼ ′ ̮…Ȩ º º ͅΌ͗  ȳ̃ͨ̋

 ͧͅ ɑ͇ȩ ⁮͈ ɂӯ̶Ȩ͢Ʌ ȫӯ̼Ȩ͢Ʌ º ºô‐Ӷ̮ͭΆȴɑӰ Ḏ̰͠  ̸Ἇ͢ ɉ ô ⁪;͛͢ º º ̆ͅ ͙ΉͥΆ Ȩ̮ὼ ′

  Ȣ⁵͉ͥ͢Ȩ ̮Ή͏̵ Ʌ º ºἔ̵ͥ ‼̰ȨɅ Ȣ̃Ό̊ͫɑӰȨ ɂ̃ͨɒȨ ᾬ̊ͥͣ ̟ͅ;ͨ ẋ̫Ʌ ºº ȫ̃Ή†Ȩ Ὸ Ȳ̵̃͏̓ɑȩ

›̵Ʌ ͅΉ͈ͥ ′Ȩ ⁮̻ 

ᾶ ​ ͚̋͡Ʌ ӮɅɑȩ ͪͨ ẋ̚͝ ⁮͈ Ṙ̰̙ɐȩ Ʌ ɇ̃͂  ̪ȱ̵̮Ʌ ὗ͛͗Ʌ ɇ‭Ȩ ′ ̮…Ȩ Ȣ

 ⁮͈ ὗ͈ͫ̃ɑȩ ɇ‭Ȩ ′ ̮…Ȩ ȗͧͼ͘͢Ȩ ȳ;ͮ̆ Ṗẋ̼ ̆ȳᴗɑȩɅ ›͉͢Ȩ Ȫȳȱ ⁮͈ ὗ͢ȱ Ƀɑȩ ȗ̫ͥ͛ͅ

΅͉ͩͥȨ͢ ̧̖ ̉͢Ȩ ɃȨ̮Όͨ Ὸ ̎̉ͮ͢ ͵ͮ̃Ḙɑȩ ɇ‭ȨɅ ȗ͆̾Ȩ;̓‼Ȩ ͉ͩ͢͡Ȩ Ȩ̯ͻ ȴ̃ᵹɒȨº  

͛̐ɑȩ ͣɂȨẈ̦ɒӮȨɅ ̰̹͢͠Ȩ ̺̃͢ᶊ ɂ̮ȳ;̓͝‬  ¹Ⱦᾬ‼Ȩὼɑȩ ̮Ή͏̵ ͡˽ᴗ ̮ ̿͘͢͡Ȩ ̥̻̅̃

 Ƀ Ʌ ȗ̐ͅȨȱ̸̃ȳɒȨɅ ̃̐ͅṅ̞;̓̆ ⁴͈ ̭͡ Ά̉ ‹ ͫͅɑȩ ̖Ό̥ ȗ͉ͩ͢͡Ȩ Ȩ̯ͼ͢ ɇȴ̃ᵹɒȨ Ὸ ′ ̮͉̆

ͺ̫͛ͥ ̆ͅ ͆ͫ͘Ʌ ͅΌ͗ ′ ɀȳᴔ º º ̃ͨͅḗ͛ ͙ΉͥΆ Ȩ̸̰͠  ͵̰͠ ɑ̸ȩ º º Ȩ̯ͻ ⁴ῥ Ὸ ⁯ ⁵͇Ȩȱ 

 ὗ̧ʹͨ ͪͨ ‌͢Ʌ ȗ̎ͩ‎̈ ;͢Ʌ Ṙ̵̮ͫ̃ ͪͨ ‌͢ Ƀ̃ͮ̕ɒͨӮȨɅ ̰Έ̮̓͛͢Ȩ ̰͗Ȩ;̆ ̟ͅ;̐ɑȩ ⁵͝

Ȩ̸̰͠ ȗΰ͢‌ ͨͪ ‫Ȩ ἔ͉ͨ ẋ̫ ⁯ Ƀ  ͪ‼ ɂȨẈ̦ɒӮȨ ​ Ʌ º º ὗᾒɅɅ Ṙ̸̮ȳɑȩ .  ⁵͝

 ͧͼͥ̿͘  ̐⁮͈ ̹͚̎̃ͮ‼Ȩ ̎ͮ‟ Ȣ̃̿ ɑ͇ȩ ȫ̵̯̃̐ ɑӰȨ ȫȱ̶̃Ȩ͢ ⁭ɒȨ ̰Έ̮̓͛͢ȨɅ ̰̹͢͠Ȩ ͡Ά̲ᵶ ɂ̮̐͛ɑȩ

ḥͅΌ͛̐Ʌ ͆̾Ȩ;̓‼Ȩ ̧̖ ̉͢Ȩ Ȩ̯ͻ ̹͚̎̃ͨʹ Ὸ ɀȨẈ̸ɒӮȨ Ɂ;̋̆͛ 
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Abstract 

This study aimed to investigate the satisfaction factors for bank customers in Hebron city, and 

it also aimed to find out whether there are statistically significant differences in the structure 

of satisfaction factors for bank customers in Hebron due to demographic variables. The study 

sample was selected by using simpe random method, and the sample size was 300 individuals, 

and the study sample was limited to some bank customers in the Hebron city. To achieve the 

objectives of the study, the descriptive analytical approach was used, and the SPSS program 

was used to conduct statistical analysis. Correlation, ANOVA and T-test were used to test the 

study hypotheses. The results of the study indicated that there is a relationship at the level of 

significance (ŬÒ0.05) in dealing with the customer and the methods followed by the employee 

in the banks \ on customer satisfaction. On the other hand, the results also showed that there is 

a relationship at the significance level (ŬÒ0.05) in the environment and the internal 

surrounding conditions in which the customer waits and the external factors on the 

satisfaction of bank customers in Hebron. The results also revealed that there is a relationship 

at the level of significance (ŬÒ0.05) in the time that customer takes to wait until his/her turn 

comes on the customers satisfaction. This study also found that there is a relationship at the 

significance level (ŬÒ0.05) for the effect of the services that the bank seeks to put in its plans 

to develop the bank for the better on the satisfaction of bank customers. On the other hand, the 

results showed that there are no statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the structure of satisfaction 

factors for bank customers in Hebron due to gender, age, educational level, number of years 

of dealing with banks, and bank's account type variables. However, the results showed that 

there are statistically significant differences at the level of significance (ŬÒ0.05) in the mean 

scores of the study sampleôs responses about the structure of satisfaction factors for bank 

customers due to the nature of the work, and frequency of bank visits variables. In light of the 

study results, some recommendations were presented, including the need to increase interest 

in achieving customer satisfaction by focusing on the quality of banking service and how to 

provide it. 

Keywords: Customer Satisfaction, Banking Services, Kano Model 
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 اٌٍّخض

 ϣЂϜϼϹЮϜ иϻк ϥТϹк ϣТϽЛв пЮϖ ϥТϹк ϝгЪ ̪ЭуЯϷЮϜ сТ ШнзϡЮϜ ̭ыгЛЮ ϝЎϽЮϜ ЭвϜнК ϣузϠ ϼϝϡϧ϶Ϝм ϣТϽЛв пЮϖ ϥжϝЪ ϜϺϖ ϝв

ϣуТϜϽОнгтϹЮϜ ϤϜϽуПϧгЮϜ ϟϡЃϠ ЭуЯϷЮϜ сТ ШнзϡЮϜ ̭ыгК ϝЎϼ ЭвϜнК ЭЫук сТ ϣуϚϝЋϲϖ ϣЮъϸ ϤϜϺ ФмϽТ Шϝзкϝуϧ϶Ϝ бϦ . ϼ

 ϣзуЛЮϜ ϣЧтϽГϠ ϣЂϜϼϹЮϜ ϣзуКϣГуЃϡЮϜ ϣуϚϜнЇЛЮϜ ϣзуЛЮϜ бϯϲ НЯϠ ϹЦм ̪300  ̪ЭугК ЍЛϠ пЯК ϣЂϜϼϹЮϜ ϣзуК ϤϽЋϧЦϜм

ЭуЯϷЮϜ ϣзтϹв сТ РϼϝЋгЮϜ ̭ыгКЮ . ϭвϝжϽϠ аϜϹϷϧЂϜ бϦм ̪сЯуЯϳϧЮϜм сУЊнЮϜ ϭлзгЮϜ аϜϹϷϧЂϜ бϦ ϣЂϜϼϹЮϜ РϜϹкϒ ХуЧϳϧ

SPSS ϤыуЯϳϦ аϜϹϷϧЂϜ бϦ .ϣуϚϝЋϲъϜ ϤыуЯϳϧЮϜ ̭ϜϽϮъ АϝϡϦϼъϜ етϝϡϧЮϜм ANOVA  ϼϝϡϧ϶ϜмT  ϤϝуЎϽТ ϼϝϡϧ϶ъ

 пЮϜ ϣЂϜϼϹЮϜ ϭϚϝϧж ϤϼϝІϒ .ϣЂϜϼϹЮϜ) ϣЮъϹЮϜ онϧЃв пЯК ϣЦыК Шϝзк дϒŬÒ0.05ϧЮϜ сТ ( сϧЮϜ ϟуЮϝЂцϜм ЭугЛЮϜ Йв ЭвϝЛ

̭ыгЛЮϜ ϝЎϼ пЯК ЭуЯϷЮϜ ϣзтϹв ШнзϠ сТ СДнгЮϜ ϝлЛϡϦϜ ̪ ЩЮϻЪ ϭϚϝϧзЮϜ ϤϽлДϒ Ͻ϶ϒ ϟжϝϮ ев онϧЃв пЯК ϣЦыК Шϝзк дϒ

) ϣЮъϹЮϜŬÒ0.05 ЩзϡЮϜ ̭ыгК ϝЎϼ пЯК ϣуϮϼϝϷЮϜ ЭвϜнЛЮϜм ЭугЛЮϜ ϝлуТ ϽЗϧзт сϧЮϜ ϣГуϳгЮϜ ϣуЯ϶ϜϹЮϜ РмϽЗЮϜм ϣϛуϡЮϜ сТ (

ϷЮϜ сТЭуЯ ЩЮϻЪ ϭϚϝϧзЮϜ ϥУЇЪ ̪) ϣЮъϹЮϜ онϧЃв пЯК ϣЦыК Шϝзк дϒŬÒ0.05 сТ ЭугЛЮϜ йЦϽПϧЃт рϻЮϜ ϥЦнЮϜ сТ (

ЭуЯϷЮϜ ШнзϠ ̭ыгК ̭ϝЎϼш иϼмϸ сϦϓт пϧϲ ϼϝЗϧжъϜ ̪ ϣЮъϹЮϜ онϧЃв ϹзК ϣЦыК Шϝзк дϒ ϣЂϜϼϹЮϜ иϻк ϤϹϮм ϝгЪ

)ŬÒ0.05 сТ ШнзϡЮϜ ̭ыгК ϝЎϼ пЯК ЭЏТчЮ ЩзϡЮϜ ϽтнГϧЮ йГГ϶ сТ ϝлЛЎнЮ ЩзϡЮϜ пЛЃт сϧЮϜ ϤϝвϹϷЮϜ ϽуϪϓϧЮ (

 ̪ЭуЯϷЮϜ Ͻ϶ϐ ϟжϝϮ ев) ϣЮъϹЮϜ онϧЃв ϹзК ϣуϚϝЋϲϖ ϣЮъϸ ϤϜϺ ФмϽТ ϸнϮм аϹК пЮϖ ϣЂϜϼϹЮϜ иϻк ϥЯЊнϦŬÒ0.05 сТ (

гЛЮ ϝЎϽЮϜ ЭвϜнК ϣузϠ Ьнϲ ϣЂϜϼϹЮϜ ϣзуК ϤϝϠϝϯϧЂϜ ϤϝϮϼϸ ϤϝГЂнϧв пЮϖ оϿЛϦ ЭуЯϷЮϜ сТ ШнзϡЮϜ ̭ы ϤϜϽуПϧв ̪ЁзϯЮϜ)

 ϸнϮм ϭϚϝϧзЮϜ ϤϽлДϒ ̪оϽ϶ϒ ϣуϲϝж ев .(сЫзϡЮϜ ϞϝЃϳЮϜ Инжм ̪ШнзϡЮϜ Йв ЭвϝЛϧЮϜ ϤϜнзЂ ϸϹК ̪сгуЯЛϧЮϜ онϧЃгЮϜ ̪ϽгЛЮϜ

) ϣЮъϹЮϜ онϧЃв ϹзК ϣуϚϝЋϲϖ ϣЮъϸ ϤϜϺ ФмϽТŬÒ0.05ϜнК ϣузϠ Ьнϲ ϣЂϜϼϹЮϜ ϣзуК ϤϝϠϝϯϧЂϜ ϤϝϮϼϸ ϤϝГЂнϧв сТ ( Эв

 пЮϖ оϿЛϦ ЭуЯϷЮϜ сТ ШнзϡЮϜ ̭ыгЛЮ ϝЎϽЮϜ ϤϜϽуПϧв(ЩзϡЮϜ ϢϼϝтϾ ЬϹЛвм ЭгЛЮϜ ϣЛуϡА).  ϥЊмϜ ϣЂϜϼϹЮϜ ϭϚϝϧж ̭нЎ пЯКм

 ϝлзв ̪ϤϝуЊнϧЮϜ ев ϸϹЛϠ ϣЂϜϼϹЮϜ ϣуУуЪм ϣуТϽЋгЮϜ ϣвϹϷЮϜ ϢϸнϮ пЯК ϿуЪϽϧЮϜ Ьы϶ ев ̭ыгЛЮϜ ϝЎϼ ХуЧϳϧϠ аϝгϧкъϜ

ϝлгтϹЧϦ. 

 :ϣуϲϝϧУгЮϜ ϤϝгЯЫЮϜыгЛЮϜ ϝЎϼ ̪ ϣуТϽЋгЮϜ ϤϝвϹϷЮϜ ̪ ̭нжϝЪ ϬϺнгж 
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Chapter One 

The General Framework of The Study 

 
1-1. Introduction 

Banking as a service industry is customer-oriented, and the banking sector depends primarily 

on customer satisfaction, for example the ability of the bank to meet the standards of the 

customers. 

Customer satisfaction is one of the most important factors in business. When it comes to 

commercial banks, customer satisfaction level differentiates one bank from another, thus 

measuring customer satisfaction is exceedingly important. (Zopounidis, 2012) This is the 

reason why banks listen to customer requirements and complains. Profitable business cannot 

exist without satisfied customers, especially in service-oriented industries. 

Many companies are now pointing to customer satisfaction levels to differentiate their 

offerings from their main competitors, and this is acting as a tool for gaining competitive 

advantage. Other companies use customer satisfaction levels to assess whether their products 

and services surpass the expectations of customers (Chakrabarty, 2006). The more they 

surpass expectations, the more companies are able to gain customer loyalty, increase their 

profits and as a result, command convincing market shares within their respective industries. 

However, the expectations can only be surpassed if service quality exists in their offerings. 

This is because service quality plays a major role in achieving customer satisfaction. 

In commercial banks, customer satisfaction is regarded as the primary criterion used to assess 

the relationships of banks with the market (Munari et al., 2013). In addition, customer 

satisfaction is an important driver in banks because higher customer satisfaction means lower 

intention for customers to switch banks (Hoq and Amin, 2010). Apart from switching banks, 

dissatisfaction also leads to customer complaints (Shiand Zhao, 2007). According to 

Abubakar et al. (2014), negative word-of-mouth is another negative effect of dissatisfaction. 

Therefore, it is important for commercial banks to ensure maximum customer satisfaction. 

According to Bank of Palestine (2019) announced its financial results for the year ended 

2019, achieving profits in the amount of 38.9 $ million. Mr. Hashim Al Shawa, the chairman 

of BOP Group, stated that the achieved results were satisfactory, despite the difficult 

economic and political situation confronted by Palestine in light of the financial crisis that 

struck the economy and resulted in withholding clearance revenues for over six consecutive 

months, liquidity problems and accumulation of government debts, and a continuing decline 

in external grants and aids, all of which had a negative impact on GDP growth and all 

economic indicators 
1
. He further explained that such results are the outcome of continued 

efforts to seek customer satisfaction in all aspects of services provided to customers. Al 

Shawa highlighted the fact that the ability of the bank to continue competing within its 

                                                           
1 Retrieved from https://www.bankofpalestine.com/en/media-center/newsroom/details/726 on January, 8th, 2021 



14 
 

industry is mainly due to customer satisfaction and extended personal relationships with 

customers which enabled the bank to gain even more than its competitors.  

Customer satisfaction is defined as a measurement that determines how happy customers are 

with a companyôs products, services, and capabilities. Customer satisfaction data collected 

from diverse sources including surveys and ratings, can help a company determine how to 

best improve or changes it products and services.  An organizationôs main focus must be to 

satisfy its customers. This applies to industrial firms, retail and wholesale businesses, 

government bodies, service companies, nonprofit organizations, and every subgroup within an 

organization. 

The Kano Model2 of Customer satisfaction divides product attributes into three categories: 

threshold, performance, and excitement. A competitive product meets basic attributes, 

maximizes performances attributes, and includes as many ñexcitementò attributes as possible 

at a cost the market can bear. The current study is based on this model as it proved to excel 

over other models in measuring customer satisfaction, and previous literature focused on its 

use in different industries.   

1-2. Problem of The Study 

The banking industry is clearly under the intense pressure of reducing overhead costs, 

improve efficiency, profitable and create shareholderôs value. The banks have invested 

heavily in technological innovations, marketing strategies and promotion to that end 

(Abishua, 2010). While marketing and promotion are important in business, banks realized 

that having satisfied customer is far more important because this can help boost their financial 

performance significantly.  

The main problem of the study was to identify the elements that affect customersô satisfaction. 

The effects of the aforementioned challenges in combination with fierce competition called 

for the rethinking of new strategies in the industry to counter the challenges in the banking 

sector. Many banks that were previously operating on a decentralized system adopted 

gradually a centralized system to streamline their costs, capitalize on efficiency and improve 

profitability. 

 

 

 

 

 

 

 

 

                                                           
2
 
Retrieved from https://asq.org/quality-resources/kano-model/ on November,5th.2021
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There is a clear rivalry between banks that aim to assure customer satisfaction.  When 

customer satisfaction is accomplished, banks can achieve competitive advantage. The Kano 

Model of Customer (Consumer) Satisfaction classifies product attributes based on how they 

are perceived by customers and their effect on customer satisfaction. These classifications are 

useful for guiding design decisions in that they indicate when good is good enough, and when 

more is better. The reason why the researcher chose this topic is to apply Kano Model in order 

to determine the factors that when it exists, customer satisfaction will be achieved. 

1-3. Study Objectives 

The current study aims to understand the factors affecting customer satisfaction in banks 

operating in Hebronm Palestine. More precise, the current study aims to achieve the 

following: 

1. Determining how dealing with the customer by employees may affect customer 

satisfaction, positively or negatively. 

2. Determine how environmental factors (internal and external) can affect customer 

satisfaction positively or negatively. 

3. Determine how the time a customer takes to wait can affect customer satisfaction 

positively or negatively. 

4. Determining how the services that the bank seeks to include in its plans to develop the 

bank for the better may affect customer satisfaction, positively or negatively. 

5. Determining how demographic factors might affect the structure of satisfaction factors 

for bank customers in Hebron city. 

1-4. Study Questions 

1. Is there a relationship between dealing with the customer and the methods used by the 

employees and customer satisfaction? 

2. Is there a relationship between environmental factors (internal and external) and 

customer satisfaction? 

3. Is there a relationship between customer waiting time and customer satisfaction? 

4. Is there a relationship between the impact of the services that the bank seeks to put in 

its plans to develop the bank for the better and customer satisfaction? 

5. Are there differences in the average degrees of the responses of the study sample 

about the structure of satisfaction factors for bank customers in the city of Hebron due 

to demographic variables?  

1-5. Study Significance 

Each study has its own significance. The researcherôs study significance is divided into 2 

parts. The first one is the theoretical part, and the second is the practical part. 
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1-5-1. Theoretical Significance 

- This study aims to enrich the literature about retail banking and customer satisfaction 

in Palestine.  

- It also aims to better understand how can elements of satisfaction affect customers 

(positively, negatively, or neutral) 

1-5-2. Practical Significance 

- This study can help management to be aware of the elements that can achieve highest 

satisfaction 

- This study can helps banks themselves in determining what factors must be founded in 

order to attract more customers, so as to improve banksô reputation. 

1-6. Study Hypotheses 

Ķn the context of banks operating in the Hebron city, the following were hypothesized:  

- There is a relationship at the statistical significance level of (ŬÒ0.05) between dealing 

with the customer and the methods followed by the employees and customer 

satisfaction 

- There is a relationship at the statistical significance level of (ŬÒ0.05) between the 

environment (internal and external) factors and customer satisfaction. 

- There is a relationship at the statistical level of significance (ŬÒ0.05) between the time 

that customer takes to wait and customer satisfaction. 

- There is a relationship at the statistical significance level of (ŬÒ0.05) between the 

effect of the services that the bank seeks to put in its plans to develop the bank for the 

better and customer satisfaction. 

- There are statistically significant differences at the statistical level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the structure of 

satisfaction factors for bank customers in Hebron city due to the demographic 

variables (gender, age, educational level, number of years of dealing with banks, work 

nature, account type, and number of visits) 
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1-7. Study Limitations 

Time limitations: this study is being undertaken in September 2020 ï September 2021 

Subject lmimitations: Factors Affecting Customersô Satisfaction: Empirical Study on Banking 

Services in Hebron. 

1-8. Key Terminologies 

Customer Satisfaction 

Kotler, P. defines customer satisfaction as a 'person's feeling of pleasure or disappointment, 

which resulted from comparing a product's perceived performance or outcome against his/her 

expectations
3
 

Banking Services 

Banking services mean each and any of the following bank services provided to the Borrower 

or any subsidiary by any lender or any of its affiliates: (a) credit cards for commercial 

customers (including, without limitation, commercial credit cards and purchasing cards), (b) 

stored value cards and (c) treasury management services including, without limitation, 

controlled disbursement, automated clearinghouse transactions, return items, overdrafts and 

interstate depository network services
4
. 

Banks 

A bank is an establishment for the custody, loan, exchange, or issue of money, for the 

extension of credit, and for facilitating the transmission of funds
5
. 

Retail Banking  

It is what banks do from receiving deposits to granting loans. (Teqan, A., 2017) It is also 

definded by the International institute for Business Analysis in India as a bank that executes 

transactions directly with consumers, rather than corporations or other banks
6
 

 

 

 

 

 

                                                           
3
 Retrieved from https://www.freshworks.com/ on March,5th,2021 

4
 Retrieved from https://www.lawinsider.com/ on January,7th,2021 

5
 Retrieved from https://www.merriam-webster.com/ on January,7th,2021 

6
 Retrieved  from https://www.researchgate.net/publication/331080171_Retail_Banking_in_the_Contemporary_Financial_Environment on March,5th,2021 

https://www.freshworks.com/
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Chapter Two 

Theoretical Framework and Previous Studies 

This section of the study will cover the key definitions, concepts and previous literature about 

the study topic. The researcher will further study related constructs of the conceptual model 

and will discuss the literature on customer satisfaction (CS) to provide a better understanding 

of the topic. The researcher will also discuss of relevant theories in support of the literature. 

2-1. Introduction 

The theoretical framework starts with discussing Kano model and an investigation of previous 

studies then describes a framework for its importance. After this, a deep look was made about 

Kano Model, how it was started and how was developed. In the end, new statistics were 

approved about banking sector in Palestine. 

The banking system is largely homogenous, standardized with similar products. Therefore, 

service is the only differentiator between the banks, hence, the reason for service being of 

utmost priority in this industry. Delivering optimal customer service is a determinant factor of 

customer satisfaction which can also lead to improved market share. Once the bankôs 

customers are satisfied with the received service, they are less likely to switch to another 

financial institution. Subsequently, if a bank can retain their existing customers while 

attracting new once, they are likely to increase their market share (Siddique, Karin & 

Rahman, 2011). 

The creation of customer satisfaction and customer value is considered undoubtedly a 

competitive advantage in todayôs competitive banking industry. In order to maintain and keep 

their customers satisfied with their level of service; banks need to ensure that the right 

product,  service and support are available at the right time for their customers (Hunter, 1995). 

The local banking industry in Palestine is regulated by the Palestine Monetary Authority 

(PMA) making it necessary for the banks to continue innovating, and bring new products and 

services to the market to continue capturing the interest of the customers by creating the value 

that only superior customer service can deliver. The local commercial banks are more and 

more following international trends and switching to market oriented structures and 

centralizing their products and services to reduce cost, ensure uniformity of services, personal 

leadership, flexibility, efficiency, specialization and increase profitability (Webel, 2012). 

While the service delivery units are non-client facing departments their service is of vital 

importance to measure the service quality, perceived value and ultimately customer 

satisfaction. In an effort to maintain a balance between customer satisfaction, increase 

profitability and lower costs, the banking industry is centralizing services such; local and 

international wire transfers, credit card payments, debit services, trade, collection, standing 

order processing, funds disbursement, collateral and contract services, reconciliation,call 

center service  and technology support to cross-border units with lower wages (Hunter, 1995). 
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2-2. The Kano Model 

The Kano Model of product development and customer satisfaction was published in 1984 by 

Dr Noriaki Kano, professor of quality management at the Tokyo University of Science. Kano 

says that a product or service is about much more than just functionality. It is also about 

customers' emotions. For example, all customers who buy a new car expect it to stop when 

they hit the brakes, but many will be delighted by its voice-activated parking-assist system. 

The model encourages thinking about how products relate to customers' needs, while moving 

from a "more is always better" approach to product development to a "less is more" approach. 

Constantly introducing new features to a product can be expensive and may just add to its 

complexity without boosting customer satisfaction. On the other hand, adding one particularly 

attractive feature could delight customers and increase sales without costing significantly 

more
7
 

2-2-1. How Does the Kano Model Work? 

The model assigns three types of attribute (or property) to products and services: 

1. Threshold Attributes (Basics). These are the basic features that customers expect a 

product or service to have. 

2. Performance Attributes (Satisfiers). These elements are not absolutely necessary, but 

they increase a customer's enjoyment of the product or service. 

3. Excitement Attributes (Delighters). These are the surprise elements that can really 

boost your product's competitive edge. They are the features that customers don't even 

know they want, but are delighted with when they find them
8
 

The Kano Model of customer satisfaction divides product attributes into three categories: 

threshold, performance, and excitement. A competitive product meets basic attributes, 

maximizes performances attributes, and includes as many ñexcitementò attributes as possible 

at a cost the market can bear 

Threshold Attributes: Threshold (or basic) attributes are the expected attributes or ñmustsò 

of a product, and do not provide an opportunity for product differentiation. Increasing the 

performance of these attributes provides diminishing returns in terms of customer satisfaction; 

however the absence or poor performance of these attributes results in extreme customer 

dissatisfaction. Threshold attributes are not typically captured in QFDs (Quality Function 

Deployment) or other evaluation tools as products are not rated on the degree to which a 

threshold attribute is met, the attribute is either satisfied or not. 

Performance Attributes: Performance attributes are those for which more is generally better, 

and will improve customer satisfaction. Conversely, an absent or weak performance attribute 

reduces customer satisfaction. Of the needs customers verbalize, most will fall into the 

                                                           
7
 Retrieved on https://www.emerald.com/insight/content/doi/10.1108/EUM0000000000114/full/html on 

January,6th,2021 
8
 Retrieved from https://www.mindtools.com/pages/article/newCT_97.htm  on January,9th,2021  

https://www.mindtools.com/pages/article/newCT_97.htm
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category of performance attributes. These attributes will form the weighted needs against 

which product concepts will be evaluated. The price for which customer is willing to pay for a 

product is closely tied to performance attributes. For example, customers would be willing to 

pay more for a car that provides them with better fuel economy 

Excitement Attributes: Excitement attributes are unspoken and unexpected by customers but 

can result in high levels of customer satisfaction, however their absence does not lead to 

dissatisfaction. Excitement attributes often satisfy latent needs ï real needs of which 

customers are currently unaware. In a competitive marketplace where manufacturersô 

products provide similar performance, providing excitement attributes that address ñunknown 

needsò can provide a competitive advantage. Although they have followed the typical 

evolution to a performance then a threshold attribute, cup holders were initially excitement 

attributes 

Other Attributes: Products often have attributes that cannot be classified according to the 

Kano Model. These attributes are often of little or no consequence to the customer, and do not 

factor into consumer decisions. An example of this type of attribute is a plate listing part 

numbers can be found under the hood on many vehicles for use by repairpersons. The 

information obtained from the Kano Model Analysis, specifically regarding performance and 

excitement attributes, provides valuable input for the Quality Function Deployment process
9
 

2-2-2. Application of the Kano Model analysis 

A relatively simple approach to applying the Kano Model analysis is to ask customers two 

simple questions for each attribute: 

1. Rate your satisfaction if the product has this attribute? And 

2. Rate your satisfaction if the product did not have this attribute? 

Basic attributes generally receive the ñNeutralò response to Question 1 and the ñDissatisfiedò 

response to Question 2. Exclusion of these attributes in the product has the potential to 

severely impact the success of the product in the marketplace. 

Eliminate or include performance or excitement attributes that their presence or absence 

respectively lead to customer dissatisfaction. This often requires a trade-off analysis against 

cost. As Customers frequently rate most attributes or functionality as important, asking the 

question ñHow much extra would you be willing to pay for this attribute or more of this 

attribute?ò will aid in trade-off decisions, especially for performance attributes. Prioritization 

matrices can be useful in determining which excitement attributes would provide the greatest 

returns on Customer satisfaction. 

Consideration should be given to attributes receiving a ñDonôt careò response as they will not 

increase customer satisfaction nor motivate the customer to pay an increased price for the 

                                                           
9
 Ullman, David G., The Mechanical Design Process, McGraw-Hill, Inc., U.S.A., pp. 105-108 ISBN 0-07-065756-4 
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product. However, do not immediately dismiss these attributes if they play a critical role to 

the product functionality or are necessary for other reasons than to satisfy the customer
10

 

2.3 Customer Satisfaction 

According to Ibojo and Asabi (2015), companies aim to satisfy their customers as customer 

satisfaction also serves as a foundation upon which other objectives can be built upon and 

achieved. They also added that it reflected the organizationôs achievements. Safi (2017), 

explained that a satisfied customer represents essential information to various stakeholders 

like the company management, policy makers, rivals and other customers, among others. 

Belas et al (2015) explained that as a result of different crises that have occurred in the 

banking sector, customers are now sensitive to banksô activities. It is therefore crucial that 

these activities ensure that customers are well taken care of and are satisfied if the banks have 

any hope of retaining them and maintaining good reputation. Koraus (2011) purported that a 

satisfied customer translates into a loyal customer and retaining them requires as much as five 

times less effort and money compared to recruiting a new one. Customer satisfaction is 

therefore highly important and at the heart of a successful business and long-standing 

enduring relationship between the company and the client. 

Ibojo and Asabi (2015) also stated that in order to achieve customer satisfaction there is need 

to know, understand the needs of the market and meet and fulfil them. Similarly, Al-Maslam 

(2015) contends that the environment is now highly competitive and one way of achieving a 

competitive edge as well as sustainable advantage is through customer satisfaction. The 

scholar also supported the notion that understanding of the market is the focal point of 

achieving customer satisfaction. Al-Malam (2015) also pointed out that increased customer 

satisfaction also leads to inelasticity of demand of products. 

However, Patterson and Paul (1993) explained that the even if the firm achieves customer 

satisfaction, it should focus on measuring, reviewing and revaluating customer satisfaction so 

as to maintain the edge over rivals and keep abreast with environmental developments. This is 

because the wants and preferences of consumers can change as a result of factors like 

technological development. Therefore, it is essential that the firm is up to date with all key 

elements that may improve customer satisfaction. 

Iqbal and Shah (2016) highlighted that customer satisfaction improved customer retention. 

This is because when customers are satisfied they will keep coming back again for more and 

their recommendations to others will also attract new customers for the organization. Marr 

and Crosby (1992) highlighted that there is a multi-dimensional element to customer 

satisfaction and customers evaluate many things for them to consider themselves satisfied. 

Some of these elements pertain to durability of product, ease of use and perceived value 

(Barbera and Mazursky, 1983). 

                                                           
10a

 Ullman, David G., The Mechanical Design Process, McGraw-Hill, Inc., U.S.A., pp. 105-108 ISBN 0-07-065756-4 
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2-4. Theories of Customer Satisfaction 

These theories attempt to explain the way customers make judgements about their 

satisfaction. The theories can be basically grouped into three and these are the expectancy 

disconfirmation, equity and attribution theories. The expectancy disconfirmation paradigm 

theory is the most widely accepted theory (Anic & Radas, 2006) 

2-4-1. Expectancy Disconfirmation Paradigm 

This theory was developed by Oliver (1980). This theory has to do with the comparisons that 

are made by the consumers between their expectations and the performance of the product or 

service. The theory explains that initially expectations are made by the consumer before 

purchase of product or service. Consumption occurs after and the experience is also subjected 

to the expectations one had beforehand 

According to Oliver (1980) the paradigm adjustment of performance occurs on expectation 

when the performance is deemed to be a little bit less than the expectations. This process is 

called assimilation. However, there will be a contrast if the perceived performance falls short 

of the expectations by a wide margin. Unfortunately, according to Lankton et al (2014) it is 

difficult for the performance to live up to the expectations and this is the reason why there is 

negative disconfirmation with increase in expectations. The diagram below shows the 

expectation disconfirmation paradigm. 

Figure 2-1: Expectation Disconfirmation Paradigm 

 

¶ Source: Anic and Radas (2006) 

According to Aigvaboa and Twala (2013) and Oliver (1980), positive confirmation is 

generated where performance is better than expectation; contrast generated where negative 

confirmation occurs, that is, where performance is outweighed by expectation and zero 

disconfirmation where performance equals outcome. The effects would be customer 

satisfaction, customer dissatisfaction and no effect on customer satisfaction, respectively. 

According to Alkhani and Bakri (2012) this theory can be used to explain perceptions in 

quality as well where differences can lead to satisfaction or dissatisfaction. SimilaryAnic and 
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Radas (2006) explained that the paradigm above can also be used to explain customer loyalty. 

They explained that positive perceptions lead to customer satisfaction and this ultimately 

leads to customer loyalty intentions. 

2-4-2 Disconfirmation theory 

 Indicates that customers compare a new service experience with a standard they have 

developed. Their belief about the service is determined by how well it measures up to this 

standard. The theory presumes that customers make purchases based on their expectations, 

attitudes, and intentions (Oliver 1980). Later, during or after consumption, a perception of 

performance occurs as customers evaluate the experience. The process is completed when 

customers compare the actual service performance with their pre-experience standard 

(Beardon & Teel 1993, Cardozo 1965, Day 1977, Oliver 1980) or expectation. The result is 

confirmation, satisfaction, or dissatisfaction. 10
 

2-5. The Dimensions measuring Customer Satisfaction  

For the purpose of this research, the following model dimensions will be analyzed to evaluate 

the determinants of CS: centralized service delivery, service quality, service charge, perceived 

value, resulting in CS. The researcher will explain how these dimensions relate to the chosen 

topic of CS in the banking industry with supporting literature in the subsequent section. 

2-5-1. Customer Satisfaction 

The satisfaction process is the comparison between what was expected and the performance 

of the product or service. This process is described as the confirmation or disconfirmation 

process where the customer would form an expectation prior to acquiring the product or 

service. After the costumer experience the product or service a level of perceived quality is 

formed that is influenced by the expectation. If the perceived service is less than expected 

service, adjustment will occur and the perceived performance will move upward to equal 

expectations. On the other hand if perceived service is less than the expectations significant 

difference will occur where the lack of perceived service will be overstated (Lee, Lee, & Yoo 

2000). Satisfaction is determined by subjective and objective factors. Subjective factors are 

considered to be; customer needs and emotions while objective factors are; product and 

service. Atkinson (1988) suggests that cleanliness, value for money and courteous staff can 

determine customer satisfaction. On the other hand, Knutson (1988) is of the opinion that 

comfort, convenience, friendliness and prompt in combination with safety and security can 

determine customer satisfaction. Akan (1995) argues that employeesô behavior, cleanliness 

and timeliness are determinants of CS. Liu, Li, Tao and Wang. (2008) developed five criteria 

for measuring CS based on the purchase and consumption of good and service 

namely; satisfaction, content, relived novelty and surprise. Satisfaction is when the perception 

created by the costumer that the good or service is acceptable. Content is when the underlying 

benefits of the goods and provides the customer with a positive experience. In 

addition relived is the ease of a negative state of mind of the costumer about the goods or 
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service. The goods or service offer excitement to the customers in the case of novelty. 

Surprise occurs when the product or service brings unexpected an amazement and pleasure to 

the customer. The different phases of the customer relationship life-cycle denote the 

importance of CS at each level (Ravald & Grönroos, 1996). 

2-5-2. Service Quality 

The literature on service seems to be dominated by three fundamental pillars namely; the 

study on service quality, service value, and satisfaction. The interest in service is due to the 

significance of the variables which has been linked to ideologies such as; Total Quality 

Management (TQM), Customer Satisfaction Measurement (CSM) and Customer Value 

Management (CVM) (Oliver, Rust, & Varki, 1997). The combined word service quality refers 

to the customerôs judgment about a service received (Culiberg & Rojsek, 2010). The 

difference between service quality and perceived service is the comparison made by the 

customer between their expectations and perceptions of the service actually provided by 

vendors (Siddique, Karim & Rahman, 2011). Furthermore, the classification of service quality 

could be further extended to include the overall assessment of a specific service that results 

from comparing that firmôs deliverance with the customerôs expectations of how firms should 

perform (Lo, Osman, Ramayah & Rahim, 2010). From system-thinking dimension, service 

quality is expressed as a production system where various inputs are processed into outputs 

and provides utility and value to the service buyers, both in the economic sense and for the 

sake of pleasure (Salifu, Decaro, Evans, Hobbs & Iyer, 2010). 

The customer expects to receive a standard of service from their bank. Unfortunately, there 

are sometimes shortcomings between the real service and expected service for the client. The 

gap between what is expected and what is received is often measured by the (SERQUAL) 

service quality model (Parasuraman, Zeithaml, & Berry,1985). (Parasuraman et 

al.(1988)  developed the service quality model consisting of five dimensions 

namely; tangibility, responsiveness, reliability, assurance, and empathy. Tangibility entails 

tangible items such as; the physical appearance of the staff, the condition of the facilities, the 

equipment used by the bank, logos and design. Responsiveness is the willingness to provide 

prompt service the banks customers. Reliability is the ability to deliver the promised service 

dependably and accurately. Assurance is the knowledge, trustworthy and confidence level of 

the employees and their ability to inspire trust. Empathy is caring for the clientôs well-being 

and giving them the individualized attention. Parasuraman (1985; 1988) defines service 

quality as ña multi-attribute construct, the product of the comparison between the customerôs 

expectations and their perceptions of the companyôs actions.ò On the other hand, the 

perceived service quality is described as the consumerôs general attitude or account of the 

complete or superior service (Zeithaml, Berry, & Parasuraman, 1993). Lewis, Orledge, & 

Mitchell,(1994) defines service quality as the perceived service in comparison to the received 

service of the bank. Moreover, customerôs expectations are the set of service standards against 

which service performance is measured (Zeithaml, Berry, & Parasuraman, 1993). Overall it 

could be said that customerôs expectations are developed from their past experiences, needs 

and wishes (Edvardsson, Thomasson, & Reutveit, 1994). Cronin and Taylor (1992) developed 
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another method to measure service quality known as SERVPERF. They argued that their 

model was a enhance measurement of the service construct (Cronin & Taylor,  1992). The 

SERVPERF scale was found to be superior to the SERVQUAL model and more effective in 

reducing the number of items to 22 instead of 44(Hartline and Ferrell, 1996; Babakus and 

Boler, 1992; Bolton and Drew, 1991). Extant literature on service quality suggests that both 

scales are widely used for different sectors (Adil, Al-Ghaswyneh & Albkour 2013). Agur, 

Nataraajan and Jahera, (1999) found in their research on service quality in the banking 

industry that not all SERVQUAL constructs were equally significant in accentuating all 

aspects of service quality. They found for example that the most important two were 

responsiveness and reliability followed by empathy and tangibility which ranked third and 

fourth respectively. Assurance was found to be the least important construct. Notwithstanding 

the rank order of the construct, Agur, Nataraajan and Jahera, (1999) found that the 

SERVQUAL model to be the best to measure service quality in the banking industry. 

Huseyin, Salime and Salih, (2005) supports Agur, et.al. (1999)argument that a thorough 

understanding of the characteristics and benefits of service quality in the banking industry will 

contribute to their success in the competitive international environment. Especially since the 

quality of the banking service is considered to be the core of their business which is offered to 

their external clients. The client is considered to be an independent individual with a lot of 

other banking choices and to not only win the business but also retain the customer they must 

be able to provide the service based on the customerôs expectations. Hossain and Leo (2009) 

also underscore the fact that banks should care about the service quality they provide since 

this is considered to be the cornerstone of their strategic competition. Malik, Naeem and Arif 

(2011) just like Agur, et.al., (1999) came to the conclusion that not all SERVQUAL 

constructs have an enhancing role on the satisfaction level of the banking customers. 

However, in their case, they found that assurance had a relatively higher contribution to 

customer satisfaction than reliability. The latter, however, was attributed to the research 

question they were trying to answer. Finn and Lamb (1991) were of the opinion that the five 

dimensions were inadequate to measure the quality in the retail setting and contested whether 

they are generic. Despite some resistance of the model, itôs widely used for confirmatory 

factor analysis.  

2-5-3. Service Charge 

The Merriam-Webster dictionary (2016), defines service charge as the amount of money that 

e person is charged for a certain service on top of the regular fee. In the banking terminology, 

however, this is defined as the amount of payment requested by the service provider for a 

service. The price of the service charge is determined by several factors among others the 

strategy of the bank, the market it operates in, overhead expenses, competition, the clientôs 

willingness to pay for the service and the type of product and services offered. There will 

always be a price fluctuation between the service-charge from one financial institution to the 

other. However, to stay competitive, attract new customers and maintain existing ones, banks 

strive to offer their product and services at a lower price than their competitors (Lien & Yu-

Ching, 2006). Banks always benchmark themselves against the competition to charge in line 

with market conditions. The service charge (fees) fairness related to the different types of 
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services has a direct effect on the customer satisfaction (Lien & Yu-Ching, 2006).  Price 

fluctuation affects price performance. The kind of performance price stability moderate 

between performance potential and successive performance and satisfaction judgments (Voss, 

Parasuraman, & Grewal, 1998). The banking service charge or price of service is the amount 

of payment requested by the seller of the service (Uddin & Akhter 2012). The price represents 

an attempt to establish the potential buyersô willingness to purchase as a function of various 

set by the seller. The acceptance level of price is defined as the maximum price which a 

buyerô is ready or decide to pay for the products and services (Saeed, Niazi, Arif & Jehan, 

2011). However, consumer price of acceptance represented an individual utility profiles 

(Kohli, 1991). The role of price as a purchasing cause as well as so-called post-purchasing 

process is well recognized (Matzler, Wurtele & Renzl, 2006). 

2-5-4. Perceived Value 

The customer usually buys product and service from the companies that they believe offers 

them the highest perceived value. This is also the case in the banking industry. The perceived 

customer value is the difference between the clientôs evaluation of all the benefits and all the 

costs of that product and service offering and the perceived substitutes. Lin and Wang, (2006) 

define perceived value as the customersô psychological evaluation of a product and service in 

comparison to the expectations. The perceived customer value which has its origin in 

marketing research is used to explain and measure customer satisfaction in the banking 

industry (Lin & Wang, 2006). Perceived value is further defined as density between the price 

paid by customer for the utility of the product and services resulting from perception 

(Kumbhar, 2011). In other words, the customers in the banking industry weigh the benefits 

they obtain in comparison to the costs of the product (Bontis, Booker & Serenko, 2007).The 

manifestation of value could be categorized into four categories; (1) value is low price, (2) 

value is whatever the consumer wants in a product, (3) value is the quality the consumer gets 

for the price they pay and (4) value is what the consumer gets for what he gives(Wong, 2011). 

Other than monetary gains perceived value is viewed the social psychological research, 

handling and negotiating cost (Kuo et al., 2009). Perceived value can be further divided into 

two dimensions. Gronroos (1990) in his research makes a clear distinction between the ñhowò 

and ñwhatò of the perceived service quality. He viewed the perceived service quality as 

having a functional and technical aspect. The practical aspect focuses on how the service is 

delivered while technical quality concentrates on what is perceived by the customer. 

The functional benefit in the banking industry is the ease of use, safety, and confidence in the 

system that the clients perceived as technical benefits. Berry and Parasuraman (1991) in their 

book service marketing; competing through quality they also make a distinction between two 

dimensions namely; the process and the outcome and lay the framework for zero defects in 

service. The focus of this study is on the practical aspect, process or ñhowò which we hope 

will lead to a high level of technical aspect, outcome or ñwhatò. 
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2-6. Banking Sector Overview 

The banking sector has played a key role in maintaining the continuity of the Palestinian 

economy, and has been an essential tool for the continuation of economic development, by 

directing its credit policies to various sectors, particularly production sectors. The total direct 

facilities by the end of 2020 grew by 12%, reaching $10 billion, compared to $9 billion in 

2019.
11

   

The data indicated the impacts of activating the instruments used to enhance financial 

stability. Through the PMAôs policies that simulated the banks, by granting them privileges to 

provid-e facilities to the important and the vital economic sectors, particularly the productive, 

industrial and health sectors. Hence, 78% of the banking facilities went to the private sector 

representing various sectors of the economy. While, the facilities granted to the real estate and 

construction sector totaled 18%, the public trade sector 15%, the service sector (health, 

education, telecommunications and professionals) 11.2%, consumer goods finance, housing 

improvement loans 13.8%, industry and mining 4.7%, land 3.2%, agriculture and livestock 

sector 1.5%, tourism sector 0.9%, transport 0.3%, equity investment finance and financial 

instruments 0.4%, and car finance loans 4%. 

The banking indicators confirmed the continued confidence of Palestinian citizens in the 

banking sector, in its stability and durability, especially during the pandemic. The customer 

deposits in banks increased by 13.09% and reached $15 billion at the end of 2020, an increase 

of about $2 billion over 2019, and geographically distributed by 90.6% in the West Bank and 

9.4% in Gaza Strip. 

The Palestinian banking sector consists of 17 banks with 232 branches and offices, 7 of them 

are local banks, and 9 are Arab banks and one is a foreign bank. The number of commercial 

banks is 15 banks and 2 islamic banks (association of banks in Palestine). The banking sector 

has a dynamic role in the SMEs development by providing the necessary financial support 

and the effortless procedures as well as providing some features in collaboration 

Table 2-2: Employees in the Palestinian Banking Sector ï 2020 

 Classification Number Total 

Career Level 

Senior Management  91 

7,337 
Middle management  1,045 

Executive staff  5,373 

Workers 82 

Qualification 

PhD  3 

6,509 

Master  370 

Bachelor  5,452 

Diploma  575 

high school 109 

Years of Experience 

 

Less than 5 years 2,789 6,509 

 From 5 to 10 years 1,534 

                                                           
11

 Retrieved from Palestinian economic bulletin April,2020 on March,2021 
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 10 to 15 years 1,067  

From 15 to 20 years  415 

More than 20 years 704 

Age 

 

Less than 25 years old  575 

6,509 

From 25 to 35 years  3,410 

From 35 to 45 years  1,632 

From 45 to 55 years  748 

Over 55 years 144 

Geographical 

Distribution 

North West Bank  1,200 

6,509 
Central Bank  3,680 

South Bank  805 

Gaza Strip  82 

Gender 
Male 4,143 

6,509 
Female 2,366 

 

Table 2-3: Ranking of governorates by number of branches - 2020 

Province Branches The share of the total 

Ramallah and Al-Bireh 84 %22.2  

Hebron 54 %14.2  

Nablus 46 %12.1  

Jenin 30 %7.9  

Bethlehem 27 %7.1  

Gaza 26 %6.9  

Quds 24 %6.3  

Tulkarm 21 %5.5  

Jericho 11 %2.9  

Sulfites 10 %2.6  

Qalqilya 9  %2.4  

Khan Younes 9  %2.4 

North Gaza 8 %2.1 

Rafah 8 %2.1 

Dair Al Balah 7 %1.8 

Tubas 5 %1.3 

 

Table 2-4: Ranking of governorates by number of ATMs ï 2020 

Province Branches The share of the total 

Ramallah and Al-Bireh 189 %26.9 

Hebron 96 %13.7 

Nablus 86 %12.2 

Jenin 54 %7.7 

Bethlehem 53 %7.5 

Gaza 44 %6.3 

Tulkarm 41 %5.8 

Quds 30 %4.3 

North Gaza 24 %3.4 

Qalqilya 18 %2.6 

Jericho 17 %2.4 

Sulfites 15 %2.1 
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Khan Younes 11 %1.6 

Tubas 10 %1.4 

Rafah 9 %1.3 

Dair Al Balah 6 %0.9 
 

2.7 Literature Review and Previous Studies 

2.7.1 Customers Satisfaction 

Customer satisfaction refers to a personôs satisfaction with a product, a service, or a supplier 

(Terpstra et al., 2014). The authors also state that customer satisfaction in banks refers to the 

valenced state of mind, concerning the bank, and evoked by the customerôs experiences with 

the bank throughout time. They further state that customer satisfaction in the banking sector 

can be characterized within three contexts. First, the consumption of products and services 

from a bank is an ongoing process, which results from accumulation of encounters with the 

banks over time leading to customer satisfaction. This is known as a summary satisfaction. 

Second, customer satisfaction is a manifest of feelings about a bank, for instance through 

cognition on evaluation of whether a bank is doing well. Third, assumes that satisfaction and 

dissatisfaction is one-dimensional and ranges from a very dissatisfied to a very satisfied. 

2.7.2 Determinants of Customer Satisfaction 

According to Singh and Kaur (2011) research suggested that customer satisfaction is the 

outcome of seven determinants namely social responsibility, employee responsiveness, 

appearance of tangibles, competence, and reliability, services innovation, and positive word-

of-mouth. According to their study customer satisfaction influenced by social responsibility, 

positive word-of-mouth, and reliability. They also founded that relationship marketing is the 

important tool which can significantly increase the customer satisfaction. Other factors like 

employee behavior, their friendliness, politeness, cooperation, promptness, efficiency, 

knowledge level, trustworthiness, and appearance also  play an important role in satisfying the 

customer. Munusamy, J., Chelliah, S., & Mun, H. W. (2010) claimed of their research shows 

that service quality is a very important dimension of customer satisfaction in banking 

industry. All the determinants of service quality like reliability, assurance, tangibility, 

empathy and responsiveness shows significant relationship with customers. They also state 

that intangibility intension is very difficult to measure then tangibility particularly in case of 

service quality.  Customer needs, wants, preferences change any point of time without giving 

some hints to industry. 

Pareek, V. (2014) research opined with a remark that  out of several factors few causal 

fundamental factors like product attributes, employee characteristics, customer convenience, 

bank tangibles, cost of transactions and customer communication contributes in customer 

satisfaction in Indian banks. Interestingly convenience one of the 4 P.s i.e. marketing mix was 

found to be an unimportant in deciding customer satisfaction in Indian banks (studied banks).  
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2.7.3 Relationship Between Service Quality and Customer 

Satisfaction 

In todayôs world, delivering quality services to clients is essential since it creates room for 

success and survival in the competitive banking environment (Mandal and Bhattacharya, 

2013). Relations with the constructs of quality and customer loyalty define the construct of 

customer satisfaction (Terpstra et al., 2014). It is further stated that many banking customers 

associate quality with zero defects and first-time right deliveries making it an antecedent of 

customer satisfaction. Delivering high quality services enables companies to respond to 

competition, which in turn enables customer satisfaction and this makes customer satisfaction 

a stronger predictor for customer retention (Anand and Selvaraj, 2013). According to Wruuck 

(2013), price is another element of customer satisfaction because price satisfaction enables 

actualization of customersô expectations. Other elements of customer satisfaction are 

situational factors, future intentions, complaint handling and services features (Molina et al., 

2007). Overall satisfaction of bank customers is significantly determined by the bank 

employees approach to financial needs of clients. (Belás, Demjan, 2014) Customer 

satisfaction in a commercial bank in addition to exact economic parameters is significantly 

formed by feelings that these customers have while communicating with the bank. (Belás, 

Holec, Demjan, and ChochoŎ§kov§, 2014) 

In addition, satisfaction is key in enabling banks to assess their relationships with customers 

(Mandal and Bhattacharya, 2013; Munari et al., 2013). These relationships are important 

sources for improved performance in the banking sector because they help to reduce costs, 

increase quality, improve products and services, bring in useful knowledge that assist in 

product innovation and create long-term customer loyalty (Gritti and Foss, 2010). 

Customer satisfaction is taken as a yardstick for measuring the quality of service and 

providing excellent customer service that decides the effectiveness of service delivery process 

(Amudha et al., 2012). Liberati and Mariani (2012) further point out that measuring customer 

satisfaction offers immediate, meaningful and objective feedback on client preferences and 

expectations. Paul et al (2016) conducted a study on a comparison base of service quality on 

customer satisfaction in the private and the public sector in India. Their findings revealed that 

prompt service, increased effort in reduction of quieting time and problem-solving skills had a 

positive relationship with customer satisfaction. On the other hand, knowledge of services and 

efficient service was found to be positively associated with customer satisfaction. However, 

there was also a similarity in that appearance was negatively related to customer satisfaction 

in both the private and public banks. 

2.7.5 The Effect of Demographic Variables on Customer 

Satisfaction 

Age, gender, education, type of job, type of account, visitation frequent and experience with 

bank services are the moderators of customer satisfaction in a wide range of service industries 
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(Narteh and Kuada, 2014). It is further stated that age, gender, education and income levels 

are key moderators that are associated with services of banks and satisfaction in the banking 

sector. Tesfom and Birch (2011) state that young and older bank customers differ 

significantly in their satisfaction levels. For instance, younger customers are more likely to 

easily change their banks, but for banks to retain them, they need to offer more meaningful 

incentives to younger customers than older customers. According to Narteh and Kuada 

(2014), wealthier customers have higher expectations and better service options than lower-

income customers. They further give example of Ghana banking industry, whereby income is 

used as a market segmentation variable. 

2.7.7 The Kano Model of Customer Satisfaction 

Mitja, K (2017): the quality of banking services from the point of view of customers. The 

study type is: quantitative approach and it was based on a survey. Its Objectives are 

integrating the Kano model of customer satisfaction with other models and tools to support 

development or improvement of a product, or to determine market strategies. Data was 

collected using an online survey amongst randomly selected individuals from the service 

interventions for an end users database. Principal component factor analysis was first used to 

identify the underlying factors of home appliance characteristics. In the next phase we 

calculated the derived and stated importance of customer satisfaction, which was then used to 

construct the Kano model of customer satisfaction. The researcher further analyzed which 

factors are the strongest drivers, or predictors, of repeat purchase using multiple regression 

analysis. Results were: First, to create a smaller set of correlated characteristics into 

dimensions or factors from the existing characteristics that explain the most variance among 

the characteristics. Secondly, to apply the derived factors for subsequent analysis: to further 

calculate the derived importance and stated importance of customer satisfaction which are 

then used to construct the Kano model of customer satisfaction (due to internal business needs 

we applied adapted version of the ôoriginalô Kano model where the classification of a feature 

goes beyond qualitative analysis and is based on stated and the derived importance approach 

2.8 Commenting on Previous Studies 

The previous studies have addressed the definition of customer satisfaction and importance of 

customer satisfaction in the banking services as in the study (Terpstra et al., 2014). Many 

scholars have also investigated the determinants of customer satisfaction in general as well as 

customer satisfaction factors in banking services, such as the study of (Singh and Kaur, 2011), 

(Pareek, V. ,2014), (Zeinalizadeh et al., 2015).  

The relationship between service quality and customer satisfaction in the banking sector is 

one of the topics that have been extensively studied, as many studies have shown that there is 

a positive relationship between the quality of banking services and customer satisfaction, and 

this appeared, for example, in a study of (Mandal and Bhattacharya, 2013), (Terpstra et al., 

2014), (Anand and Selvaraj, 2013), (Wruuck, 2013), (Belás, Demjan, 2014), (Arbore and 

Busacca, 2009), (Mandal and Bhattacharya, 2013; Munari et al., 2013), (Gritti and Foss, 
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2010), (Amudha et al., 2012), (Liberati and Mariani, 2012), (Cheserek et al, 2015), (Paul et al, 

2016).  

As for the method, most of the studies relied on the descriptive and analytical approach, while 

the objectives of the studies were to know customer satisfaction with various banking 

services, as well as to know the factors and determinants of customer satisfaction in the 

banking sector. Most of the studies concluded that customer satisfaction is represented in 

obtaining confidentiality, security and quality, and the results differed in the percentage of 

customersô acceptance of banking services according to the levels of trust, safety, ease of use 

and quality of service. It should be noted that previous studies contributed to determining the 

use of the appropriate method for this study, as well as building the study tool, and also in 

comparing the results with the results it reached. 
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Chapter Three 

Research Methodology 

 

3-1. Introduction 

This chapter explains in detail the study methodology and procedures carried out by the 

researcher to conduct this study which involves a description of the study methodology, 

population, tools, the validity of the tools, the reliability of the tools, the study procedures, 

and the statistical analysis. 

3-2. Study Methodology 

To achieve the objectives of the study, descriptive analytical methodology was applied to 

measure and test the hypotheses of the study, based on two basic types of data. Primary data: 

by questionnaire which was prepared and distributed to the study sample to collect the 

required information on the subject of the research and using the appropriate statistical tests to 

reach significant indications that support the subject of the study. Secondary data was through 

the review of books, periodicals, research, and previous studies, which contributed to 

enriching the discussion of results. 

3-3. The Study Population 

The study community consisted of all customers who have active account to the banks of the 

city of Hebron, where the study population includes all banks operating in Hebron whereas 

the sample represented in six major banks: Bank of Palestine, Bank of Jordan, Investment 

Bank, Cairo Amman Bank, The National Bank, and Arab Bank. 

3-4. The Study Sample 

Since the study population is unspecified, a random sample of (384) customers was selected 

with banks in Hebron city. The researcher distributed (384) questionnaires, (305) were 

retrieved, and (5) incomplete questionnaires were excluded, so that the questionnaires subject 

to analysis became (300) questionnaires, with a response rate of 78%. The distribution of the 

sample according to banks was as the following: Bank of Palestine (219), Bank of Jordan 

(30), Investment Bank (30), Cairo Amman Bank (35), The National Bank (40) and Arab Bank 

(30), and the following table shows the characteristics of the demographic sample. 
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Table 3-1: Characteristics of the study sample (respondents) 

Variable Category Frequency Percentage % 

Gender 

Male 212 70.7 

Female 88 29.3 

Total 300 100.0 

Age 

Less than 30 years old 113 37.7 

30 - less than 40 years old 102 34.0 

40 - Less than 50 years old 64 21.3 

50 years and over 21 7.0 

Educational Level 

Total 300 100.0 

High school or less 119 39.7 

Diploma 71 23.7 

Bachelor 99 33.0 

Postgraduate 11 3.7 

Total 300 100.0 

Number of years 

Dealing with banks 

A year or less 38 12.7 

From one to three years 47 15.7 

Three to five years 80 26.7 

More than five years 135 45.0 

Total 300 100.0 

Work nature 

Public sector 145 48.3 

Private sector 94 31.3 

Self-employed 30 10.0 

Occupied Palestine in 1948 31 10.3 

Total 300 100.0 

I have a bank account 

Current 197 65.7 

Saving 60 20.0 

Both 43 14.3 

Total 300 100.0 

Frequency of visits to 

bank 

Daily 41 13.7 

Two to three times a week 85 28.3 

Once a month 169 56.3 

Annually 5 1.7 

Total 300 100.0 

Through the above table, it is clear that the percentage of males is 70.7%, and the percentage 

of females is 29.3% of the total sample of the study, meaning that the male character 

dominates the study sample members and these percentages indicate the dominance of males 

in the field of dealing with the banks under study. 

The previous table explains that the highest percentage recorded in the age group (less than 30 

years old) with 39.7%, followed by the group (30 - less than 40 years old) with 34%, then the 

rest of the age groups descendingly. 
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It is also noted from the above table that, the largest proportion of the study sample have high 

school education level with 39.7%, followed by a bachelor's level 33%, and these percentages 

indicate that the majority of those dealing with banks have a good educational level, which 

means that they are qualified to answer the questionnaire. 

Concerning the number of years of dealing with banks, the percentage of those dealing with 

banks (more than five years) was 45%, followed by 26% (from three to five years), and this 

indicates that the sample under study has the experience and know-how in dealing with banks.  

The percentage of employees in the government sector of the sample members reached 

48.3%, while those serving in the private sector reached 31.3%, while self-employment was 

10%, and these percentages are normal because most employees in Palestine are in the 

government sector. 

The largest percentage in the type of bank account among customers who participated in the 

study was 65.7% for current account holders, followed by 20% for savings account holders, 

then 14% for those who own both types of account. 

The previous table showed that 56.3% of the study sample visit the bank once a month and 

this percentage belongs to employees in the public sector, as they do not deal with the bank 

except when they want to withdraw their salaries, followed by 28.3%, for those who visit the 

bank from two to three times a week, then for those who visit the bank once a day by 13.7%, 

and finally 1.7% for those who visit the bank once a year. 

This demographic variables is important, and it will benefit in enriching the study by knowing 

the general structure of bank customers in the study population. These demographic variables 

will also be used in testing hypotheses and finding out whether there are statistically 

significant differences in the factors and dimensions of the study according to these variables. 

3-5. Study Tool 

The researcher prepared the study tool, which was a questionnaire divided into two parts: 

¶ The first part: is general data (demographic variables: gender, age, educational level, 

number of years of dealing with banks, nature of work, bank account type, and 

frequency of visits to bank. 

¶ The second part: included statements that measure the structure of satisfaction 

factors among banksô customers in Hebron. This part consisted of (41) items, and the 

satisfaction factors of bank customers in this part have been divided into four 

dimensions as follows: 

¶ The first dimension: dealing with the customer, it consists of (11) phrases. 

¶ The second dimension: the environment, it consists of (12) phrases. 

¶ The third dimension: time and period,  it consists of (8) phrases. 

¶ The fourth dimension: the development of the bank, it consists of (10) phrases. 
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Likert scale was used to measure the questionnaire according to the table below: 

Strongly Disagree Disagree Neutral Agree Strongly Agree 

1 2 3 4 5 

3-6. Validity of The Study Tool 

In order to raise the level of the questionnaire and to ensure that it achieves the objectives for 

which it was set, It has been reviewed and assessed by some academics and experts in the 

field of study, and specialists in the field of statistics were consulted for the process of data 

entry and analysis. In light of the judges' comments, some paragraphs of the questionnaire 

have been modified to become more clear, as shown in Appendix No. (2). On the other hand, 

the construct validity of the study tool was verified by the method of Factor Analysis by 

calculating the following measurements: 

Average Variance Extracted (AVE): measures the percent of variance captured by a 

construct. 

The Composite Reialbilty Index (CR):  measures the internal consistency in scale items. 

The Communalities: computed for each item in the construct, represent the percentage of 

variation in the item explained by the extracted components or factors. 

The following table show the results of AVE and CR: 

Table 3-2: Results of Average Variance Extracted (AVE) and The Composite Reialbilty Index 

(CR) for each domain of the study tool. 

No. Areas AVE CR 

1.  The first area: dealing with customers 0.540 0.933 

2.  The second area: the environment 0.532 0.931 

3.  The third area: time and period 0.610 0.926 

4.  The  fourth area: bank development 0.609 0.940 

The of the table above show that all the values of AVE are higher than 0.5, and all the values 

of AVE are higher than 0.5, and all the values of CR are higher than 0.7, indicating high level 

of the construct validity of the study tool. 

And the following table show the extracted communalities for each item in each domain. 

Table 3-3-1: The extracted communalities of items in the study domains. 

No. Paragraphs Extraction 

The First Area: Dealing With The Customer 

1.  
Bank employees have a good reputation for customer 

service 
0.517 

2.  The bank staff answers my questions quickly 0.560 

3.  
The bank employee provides me with all the information 

regarding any new services 
0.593 

4.  Customers feel safe in dealing with the bank 0.663 

5.  The bank offers risk-free services 0.567 

6.  The bank performs its services correctly and from the first 0.627 

https://www.statisticshowto.com/internal-consistency/
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No. Paragraphs Extraction 

time 

7.  Bank employees are obligated to carry out work on time 0.614 

8.  The type of offered services meet customer requirements 0.599 

9.  There is a speedy response to customer complaints 0.616 

10.  
The bank is keen to solve customer problems easily and 

conveniently 
0.548 

11.  Bank working hours are suitable for customers 0.384 

The Second Area: The Environment 

12.  The bank has comfortable waiting areas 0.491 

13.  
My choice of the bank is due to the availability of internal 

amenities such as air conditioning and heating 
0.554 

14.  The bank has good and appropriate lighting 0.594 

15.  
My choice of the bank is due to the availability of external 

amenities from a car park 
0.516 

16.  
My choice of the bank is due to its proximity to a 

residential place 
0.523 

17.  The bank building is attractive to customers 0.719 

18.  The bank has a good interior design 0.654 

19.  The bank keeps is always clean 0.620 

20.  
The bank uses equipment that facilitates the work of its 

employees 
0.595 

21.  The bank uses modern technological equipment 0.633 

22.  
The employees of the bank are distinguished by their good 

looks and elegance 
0.727 

23.  There is clarity in calculating the added amounts 0.477 

The Third Area: Time and Period 

24.  
The employee adheres to the role when dealing with 

customers 
0.598 

25.  
The waiting period is short to provide service to customers 

at the Fund's employees 
0.694 

26.  The role-giving machine is organized and smooth 0.557 

27.  
Bank employees adhere to the correct time frame for 

completing the service 
0.650 

28.  Role display is clear and easily noticed 0.587 

29.  
The waiting period is directly proportional to the number 

of customers in the waiting room 
0.624 

30.  There is an immediate response to the customer's request 0.645 

31.  The service is completed on the agreed date 0.704 

 The Fourth Area: Bank Development 

32.  
The Bank seeks to improve the quality of its overall 

services 
0.679 

33.  
There is a keenness to provide the service correctly and 

from the first time 
0.555 

34.  The bank abides by its promises to the customer 0.618 

35.  
There is attention to customer problems by answering their 

inquiries 
0.613 

36.  The branch/office manager is always ready to help 0.554 
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No. Paragraphs Extraction 

customers 

37.  
There is good treatment by the service staff in the bank 

with customers 
0.619 

38.  Electronic services are obtained without delay 0.558 

39.  The customer feels stability when dealing with the bank 0.578 

40.  Inquiries are answered in a short time 0.577 

41.  I will recommend others to deal with this bank 0.608 

 

Table 3-3-2: Results of Total Variance Explained by the Principal Component Analysis  

Total Variance Explained 

Component 
Initial Eigenvalues 

Total % of Variance Cumulative % 

1 19.236 46.918 46.918 

2 1.827 4.456 51.374 

3 1.818 4.433 55.807 

4 1.528 3.727 59.535 

5 1.345 3.281 62.815 

6 1.106 2.696 65.512 

7 .965 2.355 67.866 

8 .917 2.236 70.102 

Extraction Method: Principal Component Analysis. 

The results of communalities in Table 3-3-1 indicate that all the values are greater than or 

equal 0.4 for the items of each domain, and the results of total variance explained in Table 3-

3-2 indicate that the total variance explained by the suggested 4 factors is about 60%, which 

indicates the strength of the internal consistency of the items of each domain is high. This 

expresses the validity of the items of each domain in measuring what was formulated to 

measure it. 

3-7. Tool Stability 

The stability of the study tool expresses the extent of homogeneity and consistency of the 

respondentsô answers to the paragraphs of the study tool and the accuracy of their answers, 

and thus that the study tool gives the same results if it is re-applied to another similar sample 

in the same circumstances. The stability and reliability of the questionnaire were verified by 

the analysis of the Alpha Cronbach coefficient and the results for each of the dimensions of 

the questionnaire were as follows: 
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Table 3-4: Stability coefficients 

The field 
Number of 

paragraphs 

Stability Coefficient 

Alpha Cronbach 

The first area: dealing with customers 11 0.921 

The second area: the environment 12 0.910 

The third area: time and period 8 0.908 

Fourth Domain: Bank Development 10 0.928 

Overall score: the structure of satisfaction factors for 

bank customers 
41 0.971 

As can be understood from the above table, the value of the total stability coefficient for the 

dimension of dealing with the customer was (0.921), the value of the stability coefficient for 

the environmental dimension was (0.910), the value of the stability coefficient for the time 

and period dimension was (0.908), the stability coefficient for the development of the bank 

dimension reached (0.928), and the value of the total degree of dimensions was (0.971), 

which is a high stability value, and this means that the tool has a high degree of stability, and 

this gives the researcher evidence that the tool achieves the goals for which it was set. 

3-8. Stability By Split-Half Method 

This method calculates the correlation coefficient between the scores of the two halves of the 

scale, where the scale is divided into two halves, where the total scores of the respondents are 

found for each half of the scale then the correlation coefficient between them is calculated. 

The Spearman-Brown equation was used for correction and the Guttman equation, and the 

researcher reached the following: 

Table 3-5: the half-segmentation method 

The field 
Number of 

paragraphs 

correlation 

coefficient 

Spearman 

Brown 

Corrected 

Correlation 

Coefficient 

Gettman's 

corrected 

correlation 

coefficient 

The first area: dealing with 

customers 
11 0.823 0.903 (*)0.899 

The second area: the environment 12 0.825 0.904 
(**)

0.904 

The third area: time and period 8 0.763 0.866 
(**)

0.865
 

Fourth Field: Bank Development 10 0.821 0.902 
(**)

0.901
 

Total score of the tool 41 0.900 0.948 
(*)

0.946 

(*) The Getman coefficient is used if the two halves of the scale are not equal 

(**) Spearman-Brown coefficient is used if the two halves of the scale are equal 

It is clear from the above table that the correlation coefficients and stability coefficients for all 

dimensions of the study as well as for all paragraphs of the tool are high, which indicates that 

the tool has a high degree of stability and gives a degree of confidence when using the tool as 

a measurement tool in the current research. 
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3-9. Study Steps 

1. After verifying the validity of the study tool, the researcher distributed (384) 

questionnaires to customers in the banks of the city of Hebron. 

2. The respondents filled out the questionnaire then the researcher collected it from them. 

The retrieved questionnaires amounted to (305) questionnaires, with a recovery rate of 

79.4%. 

3. The researcher excluded five questionnaires that did not meet the conditions for 

acceptance. 

4. The researcher entered the responses into the computer to analyze the results using the 

statistical analysis program (SPSS). 

3-10. Study Variables 

¶ The independent variables: dealing with the customer, the environment, time and 

role, the development of the bank 

¶ Dependent variable: the satisfaction factors among bank customers 

¶ Demographic variables: gender, age, educational attainment, number of years of 

dealing with the bank, nature of work, owning a bank account, frequency of visits to 

the bank. 

3-11. Statistical Processing 

After collecting the study data, the researcher reviewed it in preparation for its entry into the 

computer, and it was entered into the computer by giving it certain numbers, in another 

meaning by converting the verbal answers to numerical, where the answer was given strongly 

agree 5 degrees, the answer is Agree: 4 degrees, the answer is neutral : 3 degrees, and the 

answer is disagree: 2 degree, As for the answer strongly disagree, it was given 1 degree on the 

five-point Likert scale, so that the higher the degree, the greater the degree of respondents' 

responses. 

The researcher coded and analyzed the questionnaire through the (SPSS) program and used 

the following statistical tests:: 

¶ Repetitions and percentages to identify the characteristics of the study sample. 

¶ Arithmetic averages and standard deviations to identify the general application of the 

paragraph and the arrangement of the different paragraphs in terms of application for 

the study sample members. 

¶ Cronbach's alpha test to determine the stability of the tool items. 

¶ Spearman-Brown correlation coefficient and Guttman correlation coefficient to 

determine the stability of the tool items. 

¶ Pearson correlation coefficient to determine the validity of the questionnaire items. 

¶ One sample t-test to compare the mean of a sample with an assumed value of the 

population. 

¶ The One Way ANOVA test is used when there are three or more categories within the 

variable 

¶ Tukey's test to find out the differences. 
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3-12. Correction Key 

After giving the sample members' trends numbers representing weights for their trends from 

(1_5), the difference of the lowest value was calculated, which is 1 from the highest value, 

which is 5=4, which is called the range, then the value of the range was divided by the 

number of fields required to judge the results, which is 5 The result becomes = 4/5 = 0.8, and 

therefore we continue to increase this value starting from the lowest value in order to give the 

periods for determining the state or trend depending on the arithmetic mean, and table No. (3-

6) shows this: 

Table 3-6: The five-point correction key 

Mean Level 

less than 1.8 Very Low 

from 1.8 _ less than 2.6 Low 

from 2.7 _ less than 3.4 Medium 

from 3.5 _ less than 4.2 High 

From 4.21 to 5 Too High 

 

3-13. Study Limitations 

While preparing this thesis and conducting the field study, the researcher faced a number of 

challenges and restrictions, including that some clients did not accept the answer to the 

questionnaire, and the time allotted to conduct the study was limited, in addition to the fact 

that the study included only banks located in the city of Hebron. The researcher also faced 

some difficulties related to statistical analysis. 

 

 

 

 

 

 

 

 



42 
 

Chapter Four 

Results and Discussion 

4-1. Introduction 

This study aims to identify the structure of satisfaction factors among bank customers in 

Hebron, as well as to identify the role of some variables in this, and in order to achieve this, 

the researcher used a questionnaire consisting of four axes and (41) paragraphs that were 

distributed to a sample of (384) of Customers of banks in the city of Hebron, and the 

following is a presentation of the results of the study: 

4-2. Analyze the paragraphs of the questionnaire: 

4-2-1. Dealing with the customer. 

The following table shows the means, standard deviations, and the relative weights of the 

respondents' answers to the paragraphs of the questionnaire related to the dimension of 

dealing with the customer: 

Table 4-1: mean, standard deviations, and percentages for the degree of the first dimension: 

Dealing with the customer 

No. 
Number in 

questionnaire 
Paragraphs mean 

Standard 

deviation 
% Degree 

1 1 
Bank employees have a good 

reputation for customer service 
4.12 .701 82.4 High 

2 2 
The bank staff answers my 

questions quickly 
3.87 .706 77.4 High 

3 3 

The bank employee provides me 

with all the information regarding 

any new services 
3.85 .891 77 High 

4 11 
Bank working hours are suitable 

for customers 
3.85 .788 77 High 

5 5 The bank offers risk-free services 3.81 .866 76.2 High 

6 4 
Customers feel safe in dealing with 

the bank 
3.80 .887 76 High 

7 7 
Bank employees are obligated to 

carry out work on time 
3.76 .862 75.2 High 

8 10 
The bank is keen to solve customer 

problems easily and conveniently 
3.69 .937 73.8 High 

9 6 
The bank performs its services 

correctly and from the first time  
3.68 .812 73.6 High 

10 8 
The type of offered services meet 

customer requirements 
3.63 .806 72.6 High 

11 9 
There is a speedy response to 

customer complaints 
3.62 .934 72.4 High 

Total 3.79 .624 8..9 High 
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The previous table shows the mean and standard deviations for each paragraph of the study 

tool, which measures the area of dealing with the customer arranged in descending order 

according to the mean scores. The total score in the table indicates that the respondents' 

attitudes were high, as the mean of the total score was (3.79), and the total standard deviation 

was (0.62), which indicates that the degree of dealing with the customer is high. 

4-2-2. The Environmental factors (internal and external). 

The following table shows the means, standard deviations, and the relative weights of the 

respondents' answers to the paragraphs of the questionnaire related to the environment 

dimension: 

Table 4-2: means, standard deviations and percentages for the degree of the second 

dimension: the environment 

No 
Number in 

questionnaire 
Paragraphs mean 

Standard 

deviation 
% Degree 

1 11 

The employees of the bank are 

distinguished by their good 

looks and elegance 
3.87 .780 77.4 High 

2 10 
The bank uses modern 

technological equipment 
3.84 .764 76.8 High 

3 1 
The bank has comfortable 

waiting areas 
3.82 .740 76.4 High 

4 8 The bank is always clean 3.82 .816 76.4 High 

5 3 
The bank has good and 

appropriate lighting 
3.78 .828 75.6 High 

6 2 

My choice for the bank due to 

the availability of internal 

amenities such as air 

conditioning and heating 

3.77 .864 75.4 High 

7 12 
There is clarity in calculating 

the added amounts 
3.75 .893 75 High 

8 9 

The bank uses equipment that 

facilitates the work of its 

employees 
3.74 .834 74.8 High 

9 5 
My choice  for the bank due to 

its proximity to where I live  
3.65 .823 73 High 

10 7 
The bank has a good interior 

design 
3.63 .821 72.6 High 

11 4 

 The reason why I choose this 

bank is the availability of 

external amenities from a car 

park 

3.60 .936 72 High 

12 6 
The bank building is attractive 

to customers 
3.60 .911 72 High 

Total 3.73 .605 8..7 High 
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The previous table shows the mean and standard deviations for each paragraph of the study 

tool, which measures the field of environment arranged in descending order according to the 

mean scores. The total score in the table indicates that the respondents' orientations were high, 

as the total mean was (3.73), and the total standard deviation was (0.60), which indicates that 

the degree of the environment is high. 

4.2.3- Time and Period (Customer waiting time). 

The following table shows the means, standard deviations, and relative weights of the 

respondents' answers to the questionnaire paragraphs related to the time and period 

dimension: 

Table 4-3: means, standard deviations and percentages for the third dimension degree: time 

and period 

No 
number in 

questionnaire 
Paragraphs mean 

Standard 

deviation 
% Degree 

1 3 
The role-giving machine is 

organized and smooth 
3.73 .863 74.6 High 

2 1 
The employee adheres to the role 

when dealing with customers 
3.72 .886 74.4 High 

3 5 
Role display is clear and easily 

noticed 
3.72 .920 74.4 High 

4 8 
The service is completed on the 

agreed date 
3.66 .950 73.2 High 

5 4 

Bank employees adhere to the 

correct time frame for completing 

the service 
3.63 .900 72.6 High 

6 6 

The waiting period is directly 

proportional to the number of 

customers in the waiting room 
3.61 .906 72.2 High 

7 7 
There is an immediate response to 

the customer's request 
3.57 .906 71.4 High 

8 2 

The waiting period is short to 

provide service to customers at the 

Fund's employees 
3.47 .912 69.4 medium 

Total 3.63 .706 8..7 High 

The previous table shows the mean and standard deviations for each paragraph of the study 

tool, which measures the time dimension arranged in descending order according to the mean 

scores.The total score in the table indicates that the respondents' orientations were high, as the 

total mean was (3.63) and the total standard deviation was (0.70), which indicates that the 

degree of  time is high. 
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4-2-4. Bank Development. 

The following table shows the means, standard deviations, and the relative weights of the 

respondents' answers to the paragraphs of the questionnaire related to the dimension of bank 

development: 

Table 4-4: mean, standard deviations and percentages for the degree of the fourth dimension: 

Bank development 

No 
Number in 

questionnaire 
Paragraphs Mean 

Standard 

deviation 
% Degree 

1 1 
The Bank seeks to improve the 

quality of its overall services 
3.78 .763 75.6 High 

2 2 

There is a keenness to provide the 

service correctly and from the 

first time 
3.77 .739 75.4 High 

3 6 

There is good treatment by the 

service staff in the bank with 

customers 
3.77 .878 75.4 High 

4 7 
Electronic services are obtained 

without delay 
3.76 .749 75.2 High 

5 4 

There is attention to customer 

problems by answering their 

inquiries 
3.75 .846 75 High 

6 8 
The customer feels stability when 

dealing with the bank 
3.74 .783 74.8 High 

7 3 
The bank abides by its promises 

to the customer 
3.73 .811 74.6 High 

8 9 
Inquiries are answered in a short 

time 
3.72 .840 74.4 High 

9 10 
I will recommend others to deal 

with this bank 
3.69 .914 73.8 High 

10 5 
The branch/office manager is 

always ready to help customers 
3.63 .818 72.6 High 

Total 3.73 .635 8..7 High 

The previous table shows the mean and standard deviations for each paragraph of the study 

tool, which measures the dimension of bank development arranged in descending order 

according to the mean scores .The total score in the table indicates that the respondents' 

orientations were high, as thetotal mean was (3.73) and the total standard deviation was 

(0.63), which indicates that the degree of bank development is high. 

4-3. Examination and testing of the hypotheses of the study: 

To analyze the paragraphs of the questionnaire, One Sample T test (T test) test was used, the 

paragraph is positive in the sense that the respondents agree to its content if the calculated 

value of T is greater than the tabulated value of T which is equal to (1.96) or the level of 

significance is less than 0.05, and the paragraph is negative in the sense that the respondents 
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do not agree with its content if the calculated T value is less than the tabulated T value which 

is -1.98 or the level of significance is less than 0.05, while the opinions of the respondents in 

the paragraph are neutral if the level of significance has greater than 0.05. 

4-3-1. Answer to the first hypothesis: There is a relationship at the 

statistical significance level of (α≤0.05) between dealing with the 

customer and the methods followed by the employees and 

customer satisfaction. 

To examine the previous hypothesis the (One Sample T-test) was used to find out the 

differences in the opinions of the study sample about the effect of dealing with the customer 

and the methods followed by the employee in the banks of the city of Hebron on the customer 

satisfaction. Table (4-5) shows that. 

Table 4-5: Results of the One Sample T-test for first hypothesis 

 Test value = 3 

Variable mean 
Standard 

deviation 

Degrees 

of 

freedom 

T value 
The level of 

significance 

The impact of dealing with the 

customer and the methods used by 

the employee in Hebron banks on 

customer satisfaction. 

3.79 0.624 299 21.966 0.000 

The results in the above table show the opinions of the respondents in the first hypothesis, and 

it is noted that the calculated T value (21.966) is greater than the tabulated T value (2.253), in 

addition, because the level of significance (0.000) is less than 0.05, this means that the mean 

of the respondents (3.79) is signicantly higher than the test value of the neutral answer (3), 

therefore there is a statistically significant relationship at the significance level (ŬÒ0.05) in 

dealing with the customer and the methods followed by the employee in the banks of the city 

of Hebron on customer satisfaction with mean (3.79) and standard deviation (0.624), 

accordingly, the hypothesis is accepted. 

 

4-3-2. The answer to the second hypothesis: There is a 

relationship at the statistical significance level of (α≤0.05) between 

the environment (internal and external) factors and customer 

satisfaction. 

To examine the previous hypothesis the (One Sample T-test) was used to find out the 

differences in the opinions of the study sample about the impact of the environment and the 

internal surrounding conditions in which the customer waits and the external factors on the 

satisfaction of bank customers in Hebron. Table (4-6) shows that 
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Table 4-6: Results of the One Sample T-test for second hypothesis 

 Test value = 3 

Variable mean 
Standard 

deviation 

Degrees of 

freedom 
T value 

The level of 

significance 

The environment and the 

internal surrounding conditions 

in which the customer is 

waiting and external factors 

affect the satisfaction among 

bank customers in Hebron. 

3.72 0.605 299 21.142 0.000 

The results in the above table show the opinions of the respondents in the second hypothesis, 

and it is noted that the calculated T value (21.142) is greater than the tabulated T value 

(2.253), in addition, because the level of significance (0.000) is less than 0.05, this means that 

the mean of the respondents (3.72) is signicantly higher than the test value of the neutral 

answer (3), therefore there is relationship at the significance level (ŬÒ0.05) in the environment 

and the internal surrounding conditions in which the customer waits and the external factors 

on the satisfaction of bank customers in Hebron with mean (3.72) and standard deviation 

(0.604), accordingly, the hypothesis is accepted. 

4-3-3. Answering the third hypothesis: There is a relationship at 

the statistical level of significance (α≤0.05) between the time that 

customer takes to wait and customer satisfaction. 

To examine the previous hypothesis, the (One Sample T-test) was used to find out the 

differences in the opinions of the study sample about the effect of the time that the customer 

takes to wait until his turn comes on the satisfaction of the customers of Hebron banks. Table 

(4-7) shows that 

Table 4-7: Results of the One Sample T-test for third hypothesis 

 Test value = 3 

Variable mean 
Standard 

deviation 

Degrees of 

freedom 
T value 

The level of 

significance 

How long does it take for a 

customer to wait for their turn 

Satisfaction among the customers 

of Hebron banks. 

3.63 0.706 299 15.623 0.000 

The results in the above table show the opinions of the respondents in the third hypothesis, 

and it is noted that the calculated T value (15.623) is greater than the tabulated T value 

(2.253), in addition, because the level of significance (0.000) is less than 0.05, this means that 

the mean of the respondents (3.63) is signicantly higher than the test value of the neutral 

answer (3), therefore there is relationship at the level of significance (ŬÒ0.05) in the period of 

time the customer takes to wait until his turn comes on the satisfaction of the customers of 
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Hebron banks with mean (3.63) and standard deviation (0.706), accordingly, the hypothesis is 

accepted. 

4-3-4. The answer to the fourth hypothesis: There is a relationship 

at the statistical significance level of (α≤0.05) between the effect of 

the services that the bank seeks to put in its plans to develop the 

bank for the better and customer satisfaction. 

To examine the previous hypothesis, the (One Sample T-test) test was used to find out the 

differences in the opinions of the study sample about the impact of the services that the bank 

seeks to put in its plans to develop the bank for the better on the satisfaction of bank 

customers in Hebron. Table (4-8) shows that. 

Table 4-8: Results of the One Sample T-test for fourth hypothesis 

 Test value = 3 

Variable mean 
Standard 

deviation 

Degrees of 

freedom 
T value 

The level of 

significance 

The effect of the services that 

the bank seeks to include in its 

plans for the purpose of 

developing the bank for the best 

on the satisfaction of bank 

customers in Hebron 

3.73 0.635 299 20.038 0.000 

The results in the above table show the opinions of the respondents in the fourth hypothesis, 

and it is noted that the calculated T value (20.038) is greater than the tabulated T value 

(2.253), in addition, because the level of significance (0.000) is less than 0.05, this means that 

the mean of the respondents (3.73) is signicantly higher than the test value of the neutral 

answer (3), therefore there is relationship at the significance level (ŬÒ0.05) for the effect of 

the services that the bank seeks to put in its plans for the purpose of developing the bank for 

the better on the satisfaction of bank customers in Hebron with mean (3.73) and standard 

deviation (0.635), accordingly, the hypothesis is accepted. 

4-3-5. Answer to the fifth hypothesis: There are statistically 

significant differences at the statistical level of significance 

(α≤0.05) in the mean scores of the study sample’s responses about 

the structure of satisfaction factors for bank customers in Hebron 

due to the demographic variables (gender, age, educational level, 

number of years of dealing with banks, work nature, account 

type, and number of visits). 

To answer this hypothesis, one samples t-test, One Way ANOVA Test, and LSD post-

comparisons test were used. 
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4-3-5-1. Results related to the gender variable 

To check the previous hypothesis T-test was used to find out the differences in the mean 

scores of the study sample responses about the structure of satisfaction factors among bank 

customers in Hebron due to the gender variable, the results are shown in table (4-9) below. 

Table 4-9: the results of the T-test for the significance of the differences in the mean scores of 

the responses of the study sample about the structure of satisfaction factors among bank 

customers in Hebron according to the gender variable 

Dealing with the 

customer 

Gender Frequency Mean Deviation Value(T) 
The level of 

significance * 

Male 212 3.7929 .61243 
0.025 0.980*  

Female 88 3.7909 .65717 

Male 212 3.7327 .58665 
0.262 0.793*  

Female 88 3.7528 .65073 

Male 212 3.6333 .70349 
0.698 0.872*  

Female 88 3.6477 .71858 

Male 212 3.7189 .63732 
0.733 0.479*  

Female 88 3.7761 .63427 

Total 

Gender Frequency Mean Deviation Value(T) 
The level of 

significance * 

Male 212 3.7194 .56646 
0.165 0.761*  

Female 88 3.7419 .61467 

*Statistically significant at significance level (ŬÒ0.05) 

We note through the data in the previous table that there are no statistically significant 

differences about the level of significance (ŬÒ0.05) in the mean scores of the study sampleôs 

responses about the structure of satisfaction factors for bank customers in Hebron due to the 

gender variable, as the ñTò value of the total degree (0.165) and the significance level (0.761), 

meaning that there are no differences at the significance level (ŬÒ0.05) in the opinions of the 

study sample due to the gender variable, as well as to the fields (dealing with the customer, 

environment, time and role, bank development) because the value of the statistical 

significance is greater than the value of alpha (0.05), accordingly, the hypothesis is rejected. 

4-3-5-2. Age variable results 

To check the previous hypothesis T-test was used to find out the differences in the mean 

scores of the study sample responses about the structure of satisfaction factors among bank 

customers in Hebron due to the age variable, the results are shown in table (4-9) below. 

Table 4-10: mean and standard deviations to know the structure of satisfaction factors for 

bank customers in Hebron according to the age variable 
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The field Age frequency mean Standard deviation 

 

Dealing with 

the customer 

Less than 30 years old 113 3.83 .629 

30 less than 40 years old 102 3.76 .607 

40 Less than 50 years old 64 3.84 .673 

50 years and over 21 3.63 .535 

The total 300 3.79 .625 

 

The 

environment 

Less than 30 years old 113 3.78 .642 

30 less than 40 years old 102 3.72 .587 

40 Less than 50 years old 64 3.72 .595 

50 years and over 21 3.67 .541 

The total 300 3.74 .605 

Period and 

time 

Less than 30 years old 113 3.70 .648 

30 less than 40 years old 102 3.65 .674 

40 Less than 50 years old 64 3.60 .758 

50 years and over 21 3.36 .949 

The total 300 3.64 .707 

Bank 

development 

Less than 30 years old 113 3.80 .657 

30 less than 40 years old 102 3.72 .568 

40 Less than 50 years old 64 3.70 .717 

50 years and over 21 3.61 .577 

The total 300 3.74 .636 

Total 

Less than 30 years old 113 3.78 .596 

30 less than 40 years old 102 3.71 .546 

40 Less than 50 years old 64 3.71 .609 

50 years and over 21 3.57 .570 

The total 300 3.73 .580 

It is clear from the table (4-10) that there are differences in the mean responses of the study 

sample about the structure of satisfaction factors for bank customers in Hebron duo you to the 

age variable, and to verify the significance of these differences the One Way Anova test was 

used and the table (4-11) shows the results  

Table 4-11: Results of the One Way Anova test to identify the differences in the response 

according to the age variable 

The field 
Disparity 

source 

Sum of 

squares 

Degrees 

of 

freedom 

Mean 

squares 

Calculated 

F value 

Statistical 

significance 

 

Dealing with 

the customer 

Between 

groups 
.934 3 .311 

.796 

 

 

 

.497 

 

 

 

Within 

groups 
115.778 296 .391 

The total 116.712 299  



 
 

51 
 

The field 
Disparity 

source 

Sum of 

squares 

Degrees 

of 

freedom 

Mean 

squares 

Calculated 

F value 

Statistical 

significance 

 

The 

environment 

Between 

groups 
.358 3 .119 

.323 

 

.808 

 
Within 

groups 
109.124 296 .369 

The total 109.482 299  

Prriod and time 

Between 

groups 
2.183 3 .728 

1.463 

 

.225 

 
Within 

groups 
147.177 296 .497 

The total 149.359 299  

Bank 

development 

Between 

groups 
.906 3 .302 

.745 

 

.526 

 
Within 

groups 
120.002 296 .405 

The total 120.908 299  

Total 

Between 

groups 
.857 3 .286 

.847 

 

.469 

 
Within 

groups 
99.751 296 .337 

The total 100.608 299  

 

** Statistically significant at the level of significance (ŬÓ0.01). * Statistically significant at 

the level of significance (Ŭ Ó 0.05). 

It is clear from Table (4-11) that the differences in the response mean of the sample about the 

structure of satisfaction factors among bank customers in Hebron according to the age 

variable are not significant statistically, where the value of alpha in all fields and in the total 

was greater than (0.05) and that is not statistically significant, accordingly, the hypothesis is 

rejected 

4-3-5-3. Results related to the educational level variable 

To check the previous hypothesis T-test was used to find out the differences in the mean 

scores of the study sample responses about the structure of satisfaction factors among bank 

customers in Hebron due to the educational level variable, the results are shown in table (4-

12) below. 
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Table 4-12: mean and standard deviations to know the structure of satisfaction factors for 

bank customers in Hebron according to the educational level variable 

The Field Educational Level Frequency Mean Standard Deviation 

 

Dealing with 

the customer 

High school or less 119 3.77 .584 

Diploma 71 3.86 .652 

Bachelor 99 3.78 .651 

Postgraduate 11 3.63 .671 

The Total 300 3.79 .625 

 

The 

environment 

High school or less 119 3.71 .589 

Diploma 71 3.80 .623 

Bachelor 99 3.76 .595 

Postgraduate 11 3.50 .752 

The Total 300 3.74 .605 

Prriod and 

time 

High school or less 119 3.62 .696 

Diploma 71 3.68 .761 

Bachelor 99 3.64 .674 

Postgraduate 11 3.51 .817 

The Total 300 3.64 .707 

Bank 

development 

High school or less 119 3.72 .606 

Diploma 71 3.87 .673 

Bachelor 99 3.70 .619 

Postgraduate 11 3.35 .737 

The Total 300 3.74 .636 

Total 

High school or less 119 3.71 .542 

Diploma 71 3.80 .628 

Bachelor 99 3.72 .576 

Postgraduate 11 3.50 .694 

The Total 300 3.73 .580 

It is clear from the table (4-12) that there are differences in the mean responses of the study 

sample about the structure of satisfaction factors for bank customers in Hebron duo you to the 

educational level variable, and to verify the significance of these differences the One Way 

ANOVA test was used and the table (4-13) shows the results: 

 

 

 

 

 



 
 

53 
 

Table 4-13: Results of the One Way ANOVA test to identify the differences in the response 

according to the educational attainment variable 

The field 
Disparity 

source 

Sum of 

squares 

Degrees 

of 

freedom 

Mean 

squares 

Calculated 

F value 

Statistical 

significance 

 

Dealing with the 

customer 

Between 

groups 
.734 3 .245 

.625 

 

.600 

 
Within 

groups 
115.978 296 .392 

The total 116.712 299  

 

The environment 

Between 

groups 
1.047 3 .349 

.952 

 

.416 

 
Within 

groups 
108.435 296 .366 

The total 109.482 299  

Prriod and time 

Between 

groups 
.367 3 .122 

.243 

 

.866 

 
Within 

groups 
148.992 296 .503 

The total 149.359 299  

Bank 

development 

Between 

groups 
2.987 3 .996 

2.499 

 

.060 

 
Within 

groups 
117.921 296 .398 

The total 120.908 299  

Total 

Between 

groups 
1.058 3 .353 

1.049 

 

.371 

 
Within 

groups 
99.550 296 .336 

The total 100.608 299  

** Statistically significant at the level of significance (ŬÓ0.01). * Statistically significant at 

the level of significance (Ŭ Ó 0.05). 

It is clear from Table (4-13) that the differences in the response mean of the sample about the 

structure of satisfaction factors among bank customers in Hebron according to the educational 

level variable are not significant statistically, where the value of alpha in all fields and in the 

total was greater than (0.05) and that is not statistically significant, accordingly, the 

hypothesis is rejected. 

4-3-5-4. Results related to the variable of number of years of 

dealing with banks 

To check the previous hypothesis T-test was used to find out the differences in the mean 

scores of the study sample responses about the structure of satisfaction factors among bank 

customers in Hebron due to the variable number of years of dealing with banks variable, the 

results are shown in table (4-14) below. 
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Table 4-14: mean and standard deviations to find out the structure of satisfaction factors 

among bank customers in Hebron according to the variable number of years of dealing with 

banks 

The field 
Number of years of dealing 

with banks 
frequency mean 

Standard 

deviation 

 

Dealing with the 

customer 

A year or less 38 3.89 .480 

From one to three years 47 3.81 .734 

Three to five years 80 3.75 .603 

More than five years 135 3.78 .636 

The Total 300 3.79 .625 

 

The environment 

A year or less 38 3.75 .467 

From one to three years 47 3.81 .695 

Three to five years 80 3.68 .608 

More than five years 135 3.75 .608 

The Total 300 3.74 .605 

Prriod and time 

A year or less 38 3.72 .423 

From one to three years 47 3.74 .826 

Three to five years 80 3.62 .569 

More than five years 135 3.59 .795 

The Total 300 3.64 .707 

Bank development 

 

A year or less 38 3.77 .428 

From one to three years 47 3.80 .737 

Three to five years 80 3.75 .610 

More than five years 135 3.70 .665 

The Total 300 3.74 .636 

Total 

A year or less 38 3.78 .393 

From one to three years 47 3.79 .704 

Three to five years 80 3.70 .530 

More than five years 135 3.70 .608 

The Total 300 3.73 .580 

It is clear from the table (4-14) that there are differences in the mean responses of the study 

sample about the structure of satisfaction factors for bank customers in Hebron duo you to the 

variable number of years of dealing with banks, and to verify the significance of these 

differences the One Way ANOVA test was used and the table (4-15) shows the results: 
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Table 4-15: Results of the One Way ANOVA test to identify the differences in the response 

according to the variable number of years of dealing with banks 

The field 
Disparity 

source 

Sum of 

squares 

Degrees 

of 

freedom 

Mean 

squares 

Calculated 

F value 

Statistical 

significance 

 

Dealing with the 

customer 

Between 

groups 
.572 3 .191 

.486 

 

.692 

 
Within 

groups 
116.140 296 .392 

The total 116.712 299  

 

The environment 

Between 

groups 
.535 3 .178 

.485 

 

.693 

 
Within 

groups 
108.947 296 .368 

The total 109.482 299  

Prriod and time 

Between 

groups 
1.054 3 .351 

.701 

 

.552 

 
Within 

groups 
148.305 296 .501 

The total 149.359 299  

Bank 

development 

Between 

groups 
.434 3 .145 

.356 

 

.785 

 
Within 

groups 
120.474 296 .407 

The total 120.908 299  

Total marks 

Between 

groups 
.432 3 .144 

.425 

 

.735 

 
Within 

groups 
100.176 296 .338 

The total 100.608 299  

** Statistically significant at the level of significance (ŬÓ0.01). * Statistically significant at 

the level of significance (Ŭ Ó 0.05). 

It is clear from Table (4-15) that the differences in the response mean of the sample about the 

structure of satisfaction factors among bank customers in Hebron according to the variable 

number of years of dealing with banks are not significant statistically, where the value of 

alpha in all fields and in the total was greater than (0.05) and that is not statistically 

significant, accordingly, the hypothesis is rejected. 

4-3-5-5. Results related to the work nature variable 

To check the previous hypothesis T-test was used to find out the differences in the mean 

scores of the study sample responses about the structure of satisfaction factors among bank 

customers in Hebron due to the work nature variable, the results are shown in the table (4-16) 

below. 
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Table 4-16: mean and standard deviations to know the structure of satisfaction factors for 

bank customers in Hebron according to the nature of work variable 

The field Work nature frequency mean 
Standard 

deviation 

 

Dealing with 

the customer 

I work in the public sector 145 3.64 .535 

I work in the private sector 94 3.80 .695 

I own a business (self-employed) 30 4.00 .511 

Work inside the Green Line (Palestine 1948) 31 4.30 .586 

The total 300 3.79 .625 

 

The 

environment 

I work in the public sector 145 3.55 .483 

I work in the private sector 94 3.76 .657 

I own a business (self-employed) 30 4.08 .650 

Work inside the Green Line (occupied 

Palestine in 1948) 
31 4.22 .516 

The total 300 3.74 .605 

Prriod and 

time 

I work in the public sector 145 3.44 .698 

I work in the private sector 94 3.68 .682 

I own a business (self-employed) 30 3.89 .533 

Work inside the Green Line (occupied 

Palestine in 1948 
31 4.22 .550 

The total 300 3.64 .707 

Bank 

development 

I work in the public sector 145 3.56 .546 

I work in the private sector 94 3.77 .707 

I own a business (self-employed) 30 4.01 .540 

Work inside the Green Line (occupied 

Palestine in 1948( 
31 4.20 .554 

The total 300 3.74 .636 

Total 

I work in the public sector 145 3.55 .486 

I work in the private sector 94 3.75 .633 

I own a business (self-employed) 30 3.99 .483 

Work inside the Green Line (occupied 

Palestine in 1948) 
31 4.23 .507 

The total 300 3.73 .580 

It is clear from the table (4-16) that there are differences in the mean responses of the study 

sample about the structure of satisfaction factors for bank customers in Hebron due to the 

work nature variable, and to verify the significance of these differences the One Way 

ANOVA test was used and the table (4-17) shows the results: 

Table 4-17: Results of the One Way Anova test to identify the differences in the response 

according to the work nature variable 
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The field 
Disparity 

source 

Sum of 

squares 

Degrees 

of 

freedom 

Mean 

squares 

Calculated 

F value 

Statistical 

significance 

 

Dealing with the 

customer 

Between 

groups 
12.634 3 4.211 

11.977 

 

.000 

 
Within 

groups 
104.078 296 .352 

The total 116.712 299  

 

The environment 

Between 

groups 
15.574 3 5.191 

16.363 

 

.000 

 
Within 

groups 
93.908 296 .317 

The total 109.482 299  

Prriod and time 

Between 

groups 
18.529 3 6.176 

13.974 

 

.000 

 
Within 

groups 
130.830 296 .442 

The total 149.359 299  

Bank 

development 

Between 

groups 
13.794 3 4.598 

12.707 

 

.000 

 
Within 

groups 
107.114 296 .362 

The total 120.908 299  

Total 

Between 

groups 
14.941 3 4.980 

17.208 

 

.000 

 
Within 

groups 
85.667 296 .289 

The total 100.608 299  

 **Statistically significant at the level of significance (ŬÓ0.01). * Statistically significant at 

the level of significance (Ŭ Ó 0.05) 

It is clear from Table (4-17) that there are differences in the response averages of the sample 

about the structure of satisfaction factors for bank customers in Hebron according to the work 

nature variable, where the value of alpha in all fields and the total degree was less than (0.05), 

which is a statistically significant, accordingly, the hypothesis is accepted which states that 

there are differences in the structure of satisfaction factors for bank customers in Hebron due 

to the work nature variable. 

To find out the source of the differences the results of the Tukey test were extracted for the 

differences in the response of the sample about the structure of satisfaction factors among 

bank customers in Hebron according to the work nature variable, the results are shown in 

table (4-18) below 
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Table 4-18: the results of the Tukey test for the differences in the response of the sample 

about the structure of satisfaction factors for bank customers in Hebron according to the work 

nature variable 

The data in the previous table indicate that the differences were between customers (I work in 

the public sector) and (with a private business (freelance business), and in favor of (with a 

private business (freelance business). The differences also appeared between (I work in the 

public sector), and (I work Within the Green Line (occupied Palestine in 1948), and in favor 

of working within the Green Line (occupied Palestine in 1948), and differences emerged 

between (work in the private sector), and (work within the Green Line (occupied Palestine in 

1948), and in favor (work within the Green Line) occupied Palestine in 1948). 

4-3-5-6. Results related to the bank's account type variable 

To check the previous hypothesis T-test was used to find out the differences in the mean 

scores of the study sample responses about the structure of satisfaction factors among bank 

customers in Hebron due to the bank's account type variable, the results are shown in the table 

(4-19) below. 

Table 4-19: mean and standard deviations to know the structure of satisfaction factors among 

bank customers in Hebron according to the variable Type of bank account 

The field Type of bank account frequency mean Standard deviation 

Dealing with the 

customer 

Current 197 3.83 .617 

Saving 60 3.64 .685 

Both 43 3.85 .546 

The total 300 3.79 .625 

The environment 

Current 197 3.76 .602 

Saving 60 3.63 .704 

Both 43 3.79 .440 

The total 300 3.74 .605 

Prriod and time 
Current 197 3.63 .733 

Saving 60 3.53 .721 

Type of the job 

I work in 

the 

public 

sector 

I work in 

the 

private 

sector 

I own a 

business 

(self-

employed) 

Work inside the 

Green Line 

(occupied 

Palestine in 1948) 

I work in the public 

sector 
 -.206-

*
 -.447-

*
 -.689-

*
 

I work in the private 

sector 
  -.240- -.483-

*
 

I own a business (self-

employed) 
   -.243- 

Work inside the Green 

Line (occupied 

Palestine in 1948) 
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The field Type of bank account frequency mean Standard deviation 

Both 43 3.82 .515 

The total 300 3.64 .707 

Bank development 

Current 197 3.78 .611 

Saving 60 3.59 .752 

Both 43 3.76 .548 

The total 300 3.74 .636 

Total 

Current 197 3.75 .574 

Saving 60 3.59 .673 

Both 43 3.81 .432 

The Total 300 3.73 .580 

It is clear from the table (4-19) that there are differences in the mean responses of the study 

sample about the structure of satisfaction factors for bank customers in Hebron due to bank's 

account type variable, and to verify the significance of these differences the One Way 

ANOVA test was used and the table (4-20) shows the results 

Table 4-20: Results of the One Way Anova test to identify the differences in the response 

according to the bank's account type variable 

The field 
Disparity 

source 

Sum of 

squares 

Degrees of 

freedom 

Mean 

squares 

Calculated 

F value 

Statistical 

significance 

 

Dealing with 

the customer 

Between 

groups 
1.872 2 .936 

2.421 

 

.091 

 
Within 

groups 
114.840 297 .387 

The total 116.712 299  

 

The 

environment 

Between 

groups 
.985 2 .493 

1.349 

 

.261 

 
Within 

groups 
108.497 297 .365 

The total 109.482 299  

Prriod and time Between 

groups 
2.140 2 1.070 

2.159 

 

.117 

 
Within 

groups 
147.219 297 .496 

The total 149.359 299  

Bank 

development 

Between 

groups 
1.708 2 .854 

2.128 

 

.121 

 
Within 

groups 
119.200 297 .401 

The total 120.908 299  

Total 

Between 

groups 
1.412 2 .706 

2.113 

 

.123 

 
Within 

groups 
99.196 297 .334 

The total 100.608 299  
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** Statistically significant at the level of significance (ŬÓ0.01). * Statistically significant at 

the level of significance (Ŭ Ó 0.05). 

It is clear from Table (4-20) that the differences in the response mean of the sample about the 

structure of satisfaction factors among bank customers in Hebron according to the bank's 

account type variable are not significant statistically, where the value of alpha in all fields and 

in the total was greater than (0.05), and that is not statistically significant, accordingly, the 

hypothesis is rejected. 

4-3-5-7. Results related to the bank visiting rate variable 

To check the previous hypothesis T-test was used to find out the differences in the mean 

scores of the study sample responses about the structure of satisfaction factors among bank 

customers in Hebron due to the bank visiting rate variable, the results are shown in the table 

(4-21) below. 

Table 4-21: mean and standard deviations to know the structure of satisfaction factors for 

bank customers in Hebron according to bank visiting rate variable 

The Field Visiting Rate Frequency Mean Standard Deviation 

 

Dealing with 

the customer 

Daily 41 3.95 .686 

Two to three times a week 85 3.94 .661 

Once a month 169 3.67 .562 

Annually 5 4.28 .572 

The total 300 3.79 .625 

The 

environment 

Daily 41 3.86 .671 

Two to three times a week 85 3.91 .681 

Once a month 169 3.62 .518 

Annually 5 3.85 .693 

The total 300 3.74 .605 

Prriod and 

time 

Daily 41 3.79 .728 

Two to three times a week 85 3.85 .699 

Once a month 169 3.50 .681 

Annually 5 3.48 .463 

The total 300 3.64 .707 

Bank 

development 

Daily 41 3.89 .659 

Two to three times a week 85 3.90 .707 

Once a month 169 3.61 .562 

Annually 5 4.12 .657 

The total 300 3.74 .636 

Total 

Daily 41 3.87 .657 

Two to three times a week 85 3.90 .643 

Once a month 169 3.60 .494 

Annually 5 3.93 .544 

The total 300 3.73 .580 
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It is clear from the table (4-21) that there are differences in the mean responses of the study 

sample about the structure of satisfaction factors for bank customers in Hebron due to bank 

visiting rate variable, and to verify the significance of these differences the One Way 

ANOVA test was used and the table (4-22) shows the results: 

Table 4-22: Results of the One Way Anova test to identify the differences in the response 

according to bank visiting rate variable 

The field 
Disparity 

source 

Sum of 

squares 

Degrees 

of 

freedom 

Mean 

squares 

Calculated 

F value 

Statistical 

significance 

Dealing with the 

customer 

Between 

groups 
6.814 3 2.271 

6.118 

 

.000 

 
Within 

groups 
109.898 296 .371 

The total 116.712 299  

The environment 

Between 

groups 
5.540 3 1.847 

5.258 

 

.002 

 
Within 

groups 
103.942 296 .351 

The total 109.482 299  

Prriod and time 

Between 

groups 
8.377 3 2.792 

5.862 

 

.001 

 
Within 

groups 
140.983 296 .476 

The total 149.359 299  

bank 

development 

Between 

groups 
6.705 3 2.235 

5.793 

 

.001 

 
Within 

groups 
114.204 296 .386 

The total 120.908 299  

Total 

Between 

groups 
6.463 3 2.154 

6.773 

 

.000 

 
Within 

groups 
94.145 296 .318 

The total 100.608 299  

** Statistically significant at the level of significance (ŬÓ0.01). * Statistically 

significant at the level of significance (Ŭ Ó 0.05). 

It is clear from Table (4-22) that there are differences in the response averages of the sample 

about the structure of satisfaction factors for bank customers in Hebron according to the bank 

visiting rate variable, where the value of alpha in all fields and the total degree was less than 

(0.05), which is a statistically significant, accordingly, the hypothesis is accepted which states 

that there are differences in the structure of satisfaction factors for bank customers in Hebron 

due to the bank visiting rate variable. 

To find out the source of the differences the results of the Tukey test were extracted for the 

differences in the response of the sample about the structure of satisfaction factors among 
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bank customers in Hebron according to the bank visiting rate variable, the results are shown 

in table (4-23) below. 

Table 4-23: The results of the Tukey test for the differences in the response of the sample 

about the structure of satisfaction factors for bank customers in Hebron according to the 

variable I frequent the bank 

The data provided in the previous table indicate that the differences were between customers 

who used to go to the bank daily and in the month in favor of those who used to go to the 

bank daily. The differences also appeared between customers who used to go to the bank once 

a month and who used to go to the bank two to three times a week in favor of those who used 

to go two to three times a week. 

4-4. Hypotheses Test Results 

Table 4-24: Summary of All Hypotheses Test Results 

Hypothesis Decision 

H 1 
There is a relationship at the significance level (ŬÒ0.05) in dealing with 

the customer and the methods followed by the employee in the banks of 

the city of Hebron on customer satisfaction 

Accepted 

H 2 

There is a relationship at the significance level (ŬÒ0.05) in the 

environment and the internal surrounding conditions in which the 

customer waits and the external factors on the satisfaction of bank 

customers in Hebron  

Accepted 

H 3 

There is a relationship at the level of significance (ŬÒ0.05) in the time 

that customer takes to wait until his turn comes on the satisfaction of the 

customers of Hebron banks 

Accepted 

H 4 

There is a relationship at the significance level (ŬÒ0.05) for the effect of 

the services that the bank seeks to put in its plans to develop the bank for 

the better on the satisfaction of bank customers in Hebron 

Accepted 

H 5-1 

There are statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the 

structure of satisfaction factors for bank customers in Hebron due to the 

gender variable  

Rejected 

H 5-2 

There are statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the 

structure of satisfaction factors for bank customers in Hebron due to the 

age variable 

Rejected 

H 5-3 

There are statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the 

structure of satisfaction factors for bank customers in Hebron due to the 

educational level variable  

Rejected 

I frequent the bank Daily 
Two to three 

times a week 

Once a 

month 
Annually 

Daily  -.029- .274* -.060- 

Two to three times a week   .303
*
 -.031- 

Once a month    -.274-*  

Annually     
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H 5-4 

There are statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the 

structure of satisfaction factors for bank customers in Hebron due to the 

variable of number of years of dealing with banks  

Rejected 

H 5-5 

There are statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the 

structure of satisfaction factors for bank customers in Hebron due to the 

work nature variable 

Accepted 

H 5-6 

There are statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the 

structure of satisfaction factors for bank customers in Hebron due to the 

bank's account type variable  

Rejected 

H 5-7 

There are statistically significant differences at the level of significance 

(ŬÒ0.05) in the mean scores of the study sampleôs responses about the 

structure of satisfaction factors for bank customers in Hebron due to the 

bank visiting rate variable 

Accepted 
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Chapter Five 

Discussion of Results and Recommendations 

5-1. Discussion of results  

This study aimed to know and test the structure of satisfaction factors for bank customers in 

Hebron, and it also aimed to find out whether there are statistically significant differences in 

the structure of satisfaction factors for bank customers in Hebron due to demographic 

variables. 

The present study concludes that service quality is one of the most important factors in the 

private sector banks. The banking sector has a compelling demand for overall service 

improvement, to survive the substantial competition in the present day scenario. For better 

service quality, banks are recruiting employees who are well-versed in local language; 

increasing number of branches and improving good infrastructure, i.e., transformation of 

technology. Efficient management of customer relations creates more customer retention and 

trust (Ray and Bhattacharya, 2016). So, Customer Relationship Management is one of the 

main key factors of all organizations 

Banks are providing new service concepts to improve overall service quality. The commercial 

success of these new service concepts often depends on how this value proposition is judged 

from the customer perspective (Anderson et al., 2006; and Rintamäki et al., 2007). 

Understanding of the cross-channel customer experience becomes crucial (Chatterjee, 2010). 

In addition, the resources and competencies needed to facilitate relevant customer value 

propositions pose a challenge from the business model perspective (e.g., Johnson et al., 2008; 

and Vargo and Lusch, 2008). The managers should periodically assess and monitor service 

quality in their banks and recognize its importance in developing and maintaining enduring 

relationship with their customers as these are crucial parameters leading to increased 

performance and customer satisfaction. 

With regards to the first hypothesis, the results showed that there is a relationship at the level 

of significance (ŬÒ0.05) in dealing with the customer and the methods followed by the 

employee in the banks of the city of Hebron on customer satisfaction. This result is in 

agreement with the results of many studies and articles. Including: Kattara, Weheba and El-

Said (2008), Ahmed Jowalie Wampande & Olutayo K. Osunsan, (2020)  and Nguyen, Tran, 

Huynh, (2019). On the other hand, some studies have found different results, for example, 

(Humaira Aziz & Samreen Lodhi, 2015) in their study concluded that employee satisfaction 

does not lead to customer satisfaction. 

Regarding the second hypothesis, the results showed that there is a relationship at the 

significance level (ŬÒ0.05) in the environment and the internal surrounding conditions in 

which the customer waits and the external factors on the satisfaction of bank customers in 

Hebron. This result is supported by many results of studies and research that examined the 
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role and impact of the physical environment on customer satisfaction includingSerap 

Özdemir-Güzel & Mithat Zeki Dinçer, (2018), Burçin Cevdet Çetinsöz, (2019), and Ayman 

Shiha, Nabila Selimlin, Silsal Kanaan, (2017). 

In the third hypothesis, the results of this study showed that there is a relationship at the level 

of significance (ŬÒ0.05) in the time that customer takes to wait until his turn comes on the 

customers satisfaction of Hebron banks. A large number of studies reveal negative influence 

of waiting time on customer satisfaction. Waiting time is often regarded as a waste of time 

Sheu et al., (2003), McDonnell (2007) and Ho and Zheng, (2004).  

This study also found that there is a relationship at the significance level (ŬÒ0.05) for the 

effect of the services that the bank seeks to put in its plans to develop the bank for the better 

on the satisfaction of bank customers in Hebron. 

Acknowledging and dissecting the interconnected roles of customer satisfaction the 

companies that are achieving long-term continuous improvement in quality tailored to 

customer satisfaction possess lasting characteristics such as customer orientation, customer 

consciousness, and customer responsiveness. In doing so, they liberate the quality concept 

from the narrow product or service focus to encompass total conformance to customer 

requirements in spite of the existing functionalization and departmentalization of modern 

complex structures. In addition to these key components, a customer-driven organization 

demands building and nurturing a customer satisfaction culture and value system that makes 

quality improvement and heightened concern for customer satisfaction a permanent aspect of 

organizational life. 

Concerning the fifth hypothesis, this study reached different results regarding whether there 

are statistically significant differences at the level of significance (ŬÒ0.05) in the mean scores 

of the study sampleôs responses about the structure of satisfaction factors for bank customers 

in Hebron due to the demographic variables. The results showed that there are no statistically 

significant differences at the level of significance (ŬÒ0.05) in the mean scores of the study 

sampleôs responses about the structure of satisfaction factors for bank customers in Hebron 

due to the (gender, age, educational level, number of years of dealing with banks, and bank's 

account type) variables. On the other hand, the results showed that there are statistically 

significant differences at the level of significance (ŬÒ0.05) in the mean scores of the study 

sampleôs responses about the structure of satisfaction factors for bank customers in Hebron 

due to the (nature  of the work, and bank visiting rate) variables. 

Many studies have reached similar outcomes regarding these variables, for example Khadija 

Yahya Abdel Samad, (2021), found that there are no significant difference in satisfaction 

customers according to their difference in "gender" and "the number of years of dealing with 

the bank" factors. Also Richu M. Juneja & Prachi B. Mehta, (2018) reached a conclusion 

which is that qualification of customers shows significant association with satisfaction level 

of online customers whereas gender, age, occupation and experience of online buying 

depicted no significant association with online customer satisfaction. 
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5-2. Recommendations  

The results of this study are applicable to any bank who wants to adopt strategies to increase 

customer satisfaction and improved business performance. In this section we try to make a set 

of recommendations for the concerned parties. It is worth mentioning that the two 

beneficiaries of the research are the banking sector and its customers. 

¶ The need for banks to work to narrow the gap between customers' expectations of the 

level of quality and what is actually provided to them in order to achieve their 

satisfaction 

¶ It is necessary to conduct more research to know the reasons for customer 

dissatisfaction with some banking services and work to remove them before they turn 

into problems that may affect customer loyalty. 

¶ Offering rewards to employees who treat customers in a nice way 

¶ Attention to achieving customer satisfaction by focusing on the quality of banking 

service and how to deliver it 

¶ Cutomers always want the best services from the bank. Nowadays customers are 

becoming very much dynamic . In this regard the banks should expand online banking 

services for satisfaction to the customers. 

¶ Every customers wants to quick delivery service that helps to create satisfaction of the 

customers. On the other hand, networking system should be increases among all 

branches of Banks 

¶ Banks should do their best to restore confidence to their customers on quality of 

service and improve their services 

¶ Given the influence of customer satisfaction on business profit in the long run, it is 

essential for banks to understand what dimensions of service quality need to be 

monitored and used to develop customer satisfaction awareness, and customer-

oriented work behaviours 

¶ The need to focus on internal marketing programs that lead to employee satisfaction, 

as it is one of the most important factors for gaining customersô trust, satisfaction, and 

loyalty 

¶ The scope of this study was banks in Hebron, while the future studies could include 

other cities in the region or all Palestinian cities. 
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 الاسزجبٔخ

 

                                                                   

 

ЬтЯ϶ЮϜ ϣЛвϝϮ 

свЯЛЮϜ ϨϲϠЮϜм ϝтЯЛЮϜ ϤϝЂϜϼϸЮϜ ϣтЯЪ 

ϣжϝϠϦЂϜ 

ϣвтϼЪЮϜ Ϥ϶цϜ /атϼЪЮϜ ϴцϜ 

ϲϦтϣ м̪ϸЛϠ 

ϣϪϲϝϠЮϜ амЧϦ  :дϜмжЛϠ ϣЂϜϼϸϠЮϜЬвϜмЛ  ϝЎϼ пЯК ϢϼϪϔвЮϜЬтЯ϶ЮϜ сТ ШмжϠЮϜ дϚϝϠϾ пЯК ЬмЊϲЮϜ ϤϝϠЯАϦвЮ ̯ъϝвЪϦЂϜ ШЮϺм ̪

 ХтЧϲϦ пЮϖ ϝкϸмϮм рϸϔт сϦЮϜ ЬвϜмЛЮϜ пЯК РϼЛϦЮϜ РϸлϠ ШЮϺм ̪ЬтЯ϶ЮϜ ϣЛвϝϮ дв ЬϝвКцϜ ϢϼϜϸϖ сТ ϼтϦЂϮϝвЮϜ ϣϮϼϸ

 ЬЎУϦЮϜ аЪϦϼЎϲ дв пϮϼт ̪ϝкϼтмАϦм ϤϝϲϼϦЧв атϸЧϦм ШмжϠЮϜ дϚϝϠϾ дтϠ ϝЎϼЮϜ ϝлжК ϣϠϝϮшϜм ϣжϝϠϦЂъϜ ϤϜϼЧТ Ϣ̭ϜϼЧϠ

 ϝлϠ дмЮϸϦЂ ръϜ ϤϝвмЯЛвЮϜ дϓϠ ̯ϝвЯК ϣЂϜϼϸЮϜ иϺк аϝвϦϖм ϸϜϸКϖ ϰϝϮжϖ сТ ϼϪϒм ϣтвкϒ дв аЪтϒϼЮ ϝвЮ ϣтКмЎмвм ϣЦϸϠ

.АЧТ свЯЛЮϜ ϨϲϠЮϜ ЌϜϼОц ъϖ аϸ϶ϦЂϦ дЮм ϣвϝϦ ϣтϼЂϠ ЬвϝЛϦ РмЂ 

аЪжмϝЛϦ дЂϲ аЪЮ дтϼЪϝІ 

РЂмт ϝжϼтв : ϣϪϲϝϠЮϜ 

ϜϼІϗϠϸвϲϒ ϸтЂ ЬϚϝж :ϼмϦЪϸЮϜ Р 

 

ϣвϝЛЮϜ ϤϝжϝтϠЮϜ :ЬмцϜ аЂЧЮϜ 

 ) ϢϼϝІϖ ЙЎмϠ сЯт ϝв дК ϣϠϝϮшϜ пϮϼтҞ  όُفٟ اٌّىبْ إٌّبست لاخز١بسوΥ 

ρ. اٌجٕس                              Υ                                   أٔثٝ روش 

н. اٌؼّش             Υ   ев ЭЦϒσπ                     ϣзЂ σπ ï  ев ЭЦϒτπ ϣзЂ  

                                  τπ-  ев ЭЦϒυπ ϣзЂ                                  υπ нТ ϝгТ ϣзЂФ Φ 

о. ٍّٟاٌزذظ١ً اٌؼ              Υ дмϸ ϝгТ ϣвϝК ϣтнжϝϪ                                    анЯϠϸ 

                                                ЀнтϼнЮϝЫϠ                                        ϝуЯК ϤϝЂϜϼϸ 
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  п. ШмжϠЮϜ Йв ЬвϝЛϦЮϜ ϤϜмжЂ ϸϸК     :  ϣзЂ                       ЭЦϒ мϒ   ϣϪыϪ пЮϖ ϣзЂ ев ϤϜнзЂ 

                                                                   ϣЃг϶ пЮϖ ϤϜнзЂ ϣϪыϪ ϤϜнзЂ ϣЃг϶ ев ϽϫЪϒ 

р            :ЬвЛЮϜ ϣЛтϠА . аϝЛЮϜ ИϝГЧЮϜ сТ ЭгКϒ 

                                         ЈϝϷЮϜ ИϝГЧЮϜ сТ ЭгКϒ 

                                          ( ϢϽϲ ЬϝгКϒ ) Јϝ϶ ЭгК рϹЮ 

                                         аϝК ϣЯϧϳгЮϜ еуГЃЯТ ) ϽЏ϶цϜ БϷЮϜ Э϶Ϝϸ ЭгКϒρωτψ ( 

 

φ         :اِزٍه دسبة ثٕه .                            рϼϝϮ                           ϽуТнϦ                 ϝгкыЪ   

  

χ     :أرشدد ػٍٝ اٌجٕه .                       ̯ϝувнт    ИнϡЂцϜ сТ ϣϪыϪ  пЮϖ дϝϦϽв 

                                                                 ϽлЇЮϜ сТ ϢϽв                                  ̯ϝтнзЂ 

ϣЂϜϼϸЮϜ ϼмϝϲв :сжϝϪЮϜ аЂЧЮϜ 

 ) ϢϼϝІϖ ЙЎм пϮϼтҞ (ϢϼЧУЮϜ иϺлЮ ШжϠЮϜ ХтϠАϦ оϸв пЮϖ ϼтІт ϬϼϸϦЮϜ дϓϠ ̯ϝвЯК ϞЂϝжвЮϜ ЙϠϼвЮϜ сТ 

 ِؼبسع ثشذح ِؼبسع ِذب٠ذ ِٛافك ِٛافك ثشذح 

 اٌزؼبًِ ِغ اٌضثْٛ ) أٞ و١ف ٠زُ رؼبًِ اٌّٛظف ِغ اٌضثْٛ ِٚب ٟ٘ اٌطشق ٚالأسب١ٌت اٌزٟ ٠زجؼٙب اٌّٛظف(

٠ّزبص ِٛظفٛ اٌجٕه ثسّؼخ دسٕخ فٟ 

 خذِخ اٌؼّلاء

     

٠ج١ت ِٛظفٛ اٌجٕه ػٓ اسزفسبسارٟ 

 ثسشػخ 

     

اٌجٕه ٌٟ ج١ّغ ِٛظف ٠مذَ 

اٌّؼٍِٛبد اٌّزؼٍمخ ثأٞ خذِبد 

 جذ٠ذح 

     

٠شؼش اٌؼّلاء ثبلأِبْ فٟ اٌزؼبًِ ِغ 

 اٌجٕه

     

٠مذَ اٌجٕه خذِبد خب١ٌخ ِٓ 

 اٌّخبطش
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٠ٕجض اٌجٕه خذِبرٗ ثطش٠مخ طذ١ذخ 

  ِٚٓ اٌّشح الأٌٚٝ

     

٠ٍزضَ ِٛظفٛ اٌجٕه ثزٕف١ز الأػّبي 

 فٟ اٌٛلذ اٌّذذد

     

ٔٛع اٌخذِبد اٌّؼشٚضخ رٍجٟ 

 ِزطٍجبد اٌؼّلاء

     

ٕ٘بن سشػخ فٟ اٌشد ػٍٝ شىبٚٞ 

 اٌؼّلاء

     

٠ذشص اٌجٕه ػٍٝ دً ِشبوً 

 اٌؼّلاء ثسٌٙٛخ ٠ٚسش

     

      سبػبد ػًّ اٌجٕه ِٕبسجخ ٌٍؼّلاء

 اٌظشٚف اٌّذ١طخ اٌذاخ١ٍخ اٌزٟ ٠ٕزظش ف١ٙب اٌضثْٛ، ثبلاضبفخ إٌٝ اٌؼٛاًِ اٌخبسج١خاٌج١ئخ )٠مظذ ثٙب 

      ٠زٛفش ثبٌجٕه أِبوٓ أزظبس ِش٠ذخ

اخز١بسٞ ٌٍجٕه ٔز١جخ رٛفش ٚسبئً 

 اٌشادخ اٌذاخ١ٍخ ِٓ رى١١ف ٚرذفئخ
     

      ٠زٛفش ثبٌجٕه إضبءح ج١ذح ِٕٚبسجخ

اخز١بسٞ ٌٍجٕه ٔز١جخ رٛفش ٚسبئً 

 اٌشادخ اٌخبسج١خ ِٓ ِٛلف س١بساد

     

لشثٗ ِٓ ِىبْ  جخ١ٌٍجٕه ٔز بس١ٞإخز

 سىٕٟ
     

      ِجٕٝ اٌجٕه جزاة ٌٍؼّلاء

      اٌجٕه رٚ رظ١ُّ داخٍٟ ج١ذ

      ٠ذبفع اٌجٕه ػٍٝ ٔظبفزٗ

اٌؼًّ ٠سزخذَ اٌجٕه ِؼذاد رسًٙ 

 ػٍٝ ِٛظف١ٗ 

 

 

     

٠سزخذَ اٌجٕه أجٙضح رىٌٕٛٛج١خ 

 دذ٠ثخ 
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٠ز١ّض اٌؼبٍِْٛ ثبٌجٕه ثذسٓ 

 الأبلخٚ اٌّظٙش

     

٠زٛفش اٌٛضٛح فٟ ادزسبة اٌّجبٌغ 

 اٌّضبفخ

     

 )أٞ اٌّذح اٌض١ِٕخ اٌزٟ ٠سزغشلٙب اٌضثْٛ ثبلأزظبس دزٝ ٠أرٟ دٚسٖ(  اٌٛلذ ٚاٌذٚس

٠ٍزضَ اٌّٛظف ثبٌذٚس ػٕذ ِؼبٍِخ 

 اٌضثبئٓ

     

اٌخذِخ فزشح الأزظبس لظ١شح ٌزمذ٠ُ 

 ٌٍؼّلاء ػٕذ ِٛظفٟ اٌظٕذٚق

     

آٌخ إػطبء ٚسلخ الأدٚاس ِٕظّخ 

 ٚسٍسخ اٌزؼبًِ

     

٠ٍزضَ ِٛظفٛ اٌجٕه ثبلإطبس اٌضِٕٟ 

 اٌظذ١خ لإرّبَ اٌخذِخ

     

شبشخ الأدٚاس ٚاضذخ ٠ٚزُ 

 ِلادظزٙب ثسٌٙٛخ

     

فزشح الازٔظبس رزبٕست طشد٠بً غِ ػذد 

 الأزظبساٌضثبئٓ اٌّٛجٛد ثمبػخ 

     

      ٕ٘بن اسزجبثخ فٛس٠خ ٌطٍت اٌضثْٛ

رىزًّ اٌخذِخ فٟ اٌّٛػذ اٌّزفك 

 ػ١ٍٗ

     

 رط٠ٛش اٌجٕه) اٌخذِبد اٌزٟ ٠سؼٝ اٌجٕه ٌٛضؼٙب فٟ خططٗ ثغشع رط٠ٛش اٌجٕه ٔذٛ الأفضً (

٠سؼٝ اٌجٕه  ٌزذس١ٓ جٛدح ِجًّ 

 خذِبرٗ اٌّمذِخ

     

ٕ٘بن دشص ػٍٝ رمذ٠ُ اٌخذِخ 

 طذ١خ ِٚٓ اٌّشح الأٌٚٝ ثشىً

     

      ٠ٍزضَ اٌجٕه ثٛػٛدٖ ارجبٖ اٌؼ١ًّ

ٕ٘بن ا٘زّبَ ثّشبوً اٌؼّلاء ِٓ 

 خلاي الإجبثخ ػٍٝ اسزفسبسارُٙ

     

ٕ٘بن اسزؼذاد دائُ ٌذٜ ِذ٠ش 

 اٌفشع/اٌّىزت ٌّسبػذح اٌؼّلاء 
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ٕ٘بن ِؼبٍِخ دسٕخ ِٓ لجً ِٛظفٟ 

 اٌخذِبد فٟ اٌجٕه ِغ اٌؼّلاء 

     

٠زُ اٌذظٛي ػٍٝ اٌخذِبد 

 الاٌىزش١ٔٚخ دْٚ رأخ١ش

     

٠شؼش اٌؼ١ًّ ثبلاسزمشاس ػٕذ اٌزؼبًِ 

 ِغ اٌجٕه

     

٠زُ اٌشد ػٍٝ الاسزفسبساد ثٛلذ 

 لظ١ش

     

سأٚطٟ ا٢خش٠ٓ ثبٌزؼبًِ ِغ ٘زا 

 اٌجٕه

     

 

 ̬ ϣтТϝЎϖ ϤϝϲϼϦЧв ШтϸЮ ϸϮмт Ьк /Ѐ 

........................ 

 

 

дтϼЪϝІ аЪжмϝЛϦ дЂϲ 

 

РЂмт ϝжϼтв :ϣϪϲϝϠЮϜ 
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Quest onnare 

                                                 

 

 

  

 

Faculty of H gher Stud es and Research 

Greet ngs,  

The researcher s conduct ng a study ent tled: Factors affect ng Customer 

Sat sfact on: Emp r cal Study on Bank ng Serv ces n Hebron, n order to 

complete the requrements for obta n ng a master degree n Bus ness 

Adm n strat on from Hebron Un vers ty, n order to dent fy the factors that 

leads to sat sfact on among bank customers and to subm t proposals and 

develop them, please k ndly read the paragraphs of the quest onna re and 

answer them accurately and object vely because your op n on s v tal. The 

answers are not personal and t w ll only be used for research purposes. 

 

Thanks n advance 

 

The researcher: Merna Yousef 

The Superv sor: Nael Sa dAhmed 

 

 

 

 

 

F rst part 
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General data: Please make a ( ã ) n the c rlcles below: 

 

1. Gender: Male                          Female  

 

2. Age: less than 30                      30- less than 40  

  40- less than 50                       more than 50  

 

3. Educat on level: h gh school or less                Diploma  

                             BA                                            Higher studies    

 

 

4. Years of dealing with banks:  year or less         from year to three  

                                  three to five                        more than five years  

 

 

5. Job: public sector                                                     private sector  

      self-employed                                 occupied Palestine in 1948  

 

 

6. I have a bank account: current       saving          both  

 

 

7. Frequency of visits to banks: daily                        2-3 times a week  

                                              once a month                   annually  

 

 

 

 

Second part: study axes 

 

Totally disagree disagree neutral agree Strongly 

agree 
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The First Area: Dealing With The Customer 

     Bank employees have 

a good reputation for 

customer service 

     The bank staff 

answers my questions 

quickly 

     The bank employee 

provides me with all 

the information 

regarding any new 

services 

     Customers feel safe in 

dealing with the bank 

     The bank offers risk-

free services 

     The bank performs its 

services correctly and 

from the first 

time 

     Bank employees are 

obligated to carry out 

work on time 

     The type of offered 

services meet 

customer 

requirements 

     There is a speedy 

response to customer 

complaints 

     The bank is keen to 

solve customer 

problems easily and 

Conveniently 

 

     Bank working hours 

are suitable for 

customers 

The Second Area: The Environment 

     The bank has 

comfortable waiting 

areas 
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     My choice of the 

bank is due to the 

availability of internal 

amenities such as air 

conditioning and 

heating 
     The bank has good 

and appropriate 

lighting 
     My choice of the 

bank is due to the 

availability of 

external amenities 

from a car park 

     My choice of the 

bank is due to its 

proximity to a 

residential place 
     The bank building is 

attractive to 

customers 

     The bank has a good 

interior design 

     The bank keeps is 

always clean 

 

 

    The bank uses 

equipment that 

facilitates the work of 

its employees 

     The bank uses 

modern technological 

equipment 

     The employees of the 

bank are 

distinguished by their 

good 

looks and elegance 

     There is clarity in 

calculating the added 

amounts 

The Third Area: Time and Period 
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     The employee 

adheres to the role 

when dealing with 

customers 

     The waiting period is 

short to provide 

service to customers 

at the Fund's 

employees 

     The role-giving 

machine is organized 

and smooth 

     Bank employees 

adhere to the correct 

time frame for 

completing the 

service 

     Role display is clear 

and easily noticed 

     The waiting period is 

directly proportional 

to the number 

of customers in the 

waiting room 

     There is an immediate 

response to the 

customer's request 

     The service is 

completed on the 

agreed date 

The Fourth Area: Bank Development 

     The Bank seeks to 

improve the quality of 

its overall 

services 

     There is a keenness to 

provide the service 

correctly and from the 

first time 

     The bank abides by 

its promises to the 

customer 
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     There is attention to 

customer problems by 

answering their 

inquiries 

     The branch/office 

manager is always 

ready to help 

customers 

     There is good 

treatment by the 

service staff in the 

bank with customers 

     Electronic services 

are obtained without 

delay 

     The customer feels 

stability when dealing 

with the bank 

     Inquiries are 

answered in a short 

time 

     I will recommend 

others to deal with 

this bank 

 

 

Q/ Do you have any recommendations ? if yes please mention 

................................................ 

Thank you 

 

 

The researcher: Merna Yousef 
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