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Abstract

The banking sector becoming a very much competitive sector in Bangladesh. Day by day this competition is
increasing. At present, there are 6 government commercial banks, 43 private commercial banks, 9 foreign banks,
and 3 state-owned specialized banks are operating in Bangladesh. This research study is mainly conducted to
find out the impact of customer perception on government commercial banks' positioning. The researcher tried to
find out what customers think, what customers want from the government commercial banks, what must be
changed to retain existing customers and attracting new customers, what services must be added comparatively
to the private commercial banks and providing some recommendations are the main objectives of this research
study. Here the researcher conducts a research survey over 100 respondents who are customers of government
commercial banks for collecting primary data. The researcher also collects secondary data from different
websites, books, and journals, and research papers. SPSS has been used for analyzing collected data for
descriptive statistics, correlation analysis, hypothesis testing, and other general analysis. From the research study,
it has found that customers are not happy with employee's behavior, ATM services of government commercial
banks, number of ATM booths. They want more promotional advertisements from government commercial
banks, more professionalism from the employees of government commercial banks, more simplicity in account
opening and loan getting procedure. The researcher has found that customers have faith and believe in
government commercial banks but as most of the time they do not get quick services from the government
commercial bank so negative positioning is creating in consumer minds that will not be good for government
commercial banks in the long run for their positioning as well as for their profitability.
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1.1 Introduction

The banking sector is one of the most interesting sectors in Bangladesh as well as for the whole world because
the economy of the country fully dependent on the banking sector. In Bangladesh, there are two types of
commercial banks. One is government commercial banks and another one is private commercial banks. Sonali
bank Itd. Janta bank Itd, Rupali bank Itd, Agrani bank Itd are the most well-known Government commercial
banks in Bangladesh. On the other hand Pubali bank Itd, Islami bank Bangladesh Itd, Standard Chartered bank
Bangladesh 1td, Eastern bank ltd, Dutch bangla bank Itd, IFIC bank Itd are the most well-known private
commercial banks in Bangladesh. Between these two types of banks, people mostly believe in Government
commercial banks because they think doing transactions in government commercial banks is safe than the
private commercial banks. But nowadays private commercial banks attracting customers towards them by
providing extraordinary services. So a large number of customers are switching from government commercial
banks to private commercial banks.

1.2 Research objectives

¢ To find out problems faced by customers of government commercial banks.

e To assess the needs and wants of government commercial banks customers.

e To find out the differences between government commercial banks services and private commercial
banks services.
To provide some recommendations for overcoming customers' problems.

1.3 Rationale of the study
Today's banking sector has become very much competitive in Bangladesh. 42 private commercial banks are
operating within the country along with government commercial banks. Private commercial banks focus on some
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points to attract their customers that are ignored by the government commercial banks. Senior citizens of our
country have faith in government commercial banks whether present generation prefers private commercial
banks because they are mainly focusing on one-stop service and polite behavior as well as fast services that must
be taken into consideration by the government commercial banks. To survive in this competitive marketplace
every organization must be alert about themselves and competitors. To retain existing customers and attracting
new customer's government commercial banks must try to provide better and unique services than the private
commercial banks. If any commercial banks whether it is government or private commercial banks take time to
make effective decisions about what to do and how to do then they will suffer in their business. So now it
becomes an issue that what is customer perception regarding any particular bank and their services. It has to
know that what customers are thinking must be added within the shortest possible time. It is also necessary to
know competitors' actions so that they can take their decisions effectively. Without knowing customer's needs,
wants, and demands as well as competitor's actions it becomes impossible to make any effective decisions.

1.4 Research methodology

For this research study, the researcher uses a sample size of 100 respondents. Here all the respondents are the
customers of the government commercial banks and private commercial banks. For this research study, the
researcher uses both primary and secondary data. For collecting primary data the researcher surveys 100
respondents who have a transaction in both government banks and private banks. For collecting secondary data
the research use newspaper, article, publications, journal, books, websites, etc. for analyzing all the collected
data the researcher use table, pie chart, SPSS tools, etc.

1.5 Research Hypothesis

H1: There is a positive relationship between employee behavior and positioning of govt. commercial banks.

H2: There is a positive relationship between 24 hours services of ATM booths and positioning of govt.
commercial banks.

H3: There is a positive relationship between the number of ATM booths and positioning of govt. commercial
banks.

H4: There is a positive relationship between one-stop banking service and positioning of govt. commercial banks.
HS: There is a positive relationship between providing more promotional advertisement and positioning of govt.
commercial banks.

H6: There is a positive relationship between Formalities and rules in the case of account opening and getting
loans and positioning of govt. commercial banks.

H7: There is a positive relationship between giving importance to customers and positioning of govt. commercial
banks.

HS: There is a positive relationship between time-consuming services and positioning of govt. commercial banks.
HO: There is a positive relationship between crowdedness and positioning of govt. commercial banks.

H10: There is a positive relationship between employee's professionalism and positioning of govt. commercial
banks.

1.6 Literature Review

Consumer Perception - Consumer perception pertains to how individuals form opinions about companies and the
products they offer through the purchase they make. It is the process through which consumers select, organize,
and interpret information in order to provide themselves with a meaningful and coherent view of the product or
service (Kotler, 1984). It also refers to how customers view a product based on their own conclusions. These
conditions are derived from a number of factors, such as price and other attributes of the product.

Banking sector in Bangladesh is characterized as a highly competitive and highly regulated sector. With a
good number of banks already in operation and a few more in the pipeline, the market is becoming increasingly
competitive day by day. For this purpose they are concerned about getting knowledge about their client’s
perception on their activities. Therefore, each commercial bank needs to generate knowledge on consumer’s
perception on its day to day activities (Jafirullah and Afzal, 2012)

A primary purpose of marketing strategy is the development of a competitive advantage strategy (Devlin
and Ennew, 1997) that can provide customers with superior value compared to competitive offerings. According
to an article by Ta and Har (2000), an essential first step is to ensure that bank’s services correspond with client’s
short and long term needs. The essential task is the matching of the needs of bank consumers and the products
and services of banks in order to develop a positioning strategy (Ta and Har, 2000).

Banks are struggling to find new ways to compete. As banks have begun to realize that no one can offer all
products and all services and maintain the top position at the same time and be recognized a leading bank for all
customers, the need to develop mission, organizational strengths and prepare answers concerning the strategic
positioning has become equally challenging (Zineldin, 1996).
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Organizations nowadays know that they will not achieve perfect positioning through the traditional 4Ps
approach of product marketing (Knox, 2004). Every bank has to consider how to enter a market and then how to
build and protect its customer segment (Zineldin, 2002). Evaluation of the relationship between quality and
positioning requires an understanding and examination of all of the elements of quality relative to the operations
strategy (Zineldin, 1995, 1996, 2000).

2.1 Analysis

2.1.1. Gender of the respondents
Selected gender distribution is given below:

Gender Distribution

m Male

H Female

Figure 1: Gender distribution of the respondents.
Source: Field survey, 2021
This pie chart shows that the selected gender distribution for this research paper is 75% male respondents
and 25% female respondents. Determine the percentage of respondents regarding their gender is an important
part of any research work. Collected data might be different because of human ecology.
2.1.2 Age differentiation of the respondents
The selected age distribution is given below:

Age distribution of Respondents

HmUpto 25

m26-35
36-45

W 46-55

M 56 to above

Figure 2: Age distribution of the respondents.
Source: Field survey, 2021

The most rational and quality data can be collected if the researcher can select the right aged respondents
appropriately. Age dictates how much experience a respondent has regarding any particular topic. In this chart,
the researcher has shown that most of the respondents were from the age range of 26-35 and the percentage is
37%. On the other hand, 20% of respondents were from the age range of 36-45, 18% of respondents were below
25, 15% of respondents were between 46-55, and the rest 5% were above 56.
2.1.3. Educational status of the respondents.
The distribution of the educational status of the respondents is given below:
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Educational Status

H Up to college
B Graduate
 Post graduate
H Others

Figure 3: Educational status of the respondents.
Source: Field survey, 2021

As the researcher mentioned it before that the quality and persistence of the data depends on the knowledge
of the respondents on that particular topic so from this point of view the educational status of the respondents
was one of the most crucial concentrations of the researcher for this research paper. From this above pie chart, it
can be seen that in this research 22% of respondents were studied up to college level, 28% respondents were
graduate, 18% respondents were postgraduate, and the rest does not have an educational status yet.
2.1.4. Marital status of the respondents
Selected marital status is given below:

Marital Status

m Single

B Married

Figure 4: Marital status of the respondents
Source: Field survey, 2021
This pie chart shows that 38% of respondents are single and the rest 62% of respondents were married.
2.1.5 Employee behavior is satisfactory in government commercial banks.

m Strongly agree
W Agree

= Neutral

M Disagree

M Strongly disagree

Figure 5: Employee behavior is satisfactory in government commercial banks.
Source: Field survey, 2021
From the above survey we found that 38% of respondents strongly disagree, 32% of respondents normally
disagree with that statement. Although 10% of respondents agree and 15% of respondents strongly agree with
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the statement that employee behavior is satisfactory but almost 80% of respondents said that they are not
satisfied with the behavior of government bank employees.
2.1.6 ATM booths are available 24/7 at government commercial banks.

M Strongly agree
M Agree

= Neutral

M Disagree

m Strongly disagree

Figure 6: ATM booths are available 24/7 at government commercial banks
Source: Field survey, 2021
Here we can say that only 10% of respondents strongly agree and 11% of respondents normally agree that
ATM booths of government commercial banks are available in 24 hours in 7 days. But 34% of respondents
disagree and 41% of respondents strongly disagree with that statement. That means that they do not get 24/7
services from the government banks' ATM services.
2.1.7 Government commercial banks numbers of ATM booths are available.

m Strongly agree

W Agree

= Neutral

W Disagree

m Strongly disagree

Figure 7 : Government commercial banks numbers of ATM booths are available.
Source: Field survey, 2021
From this research paper, it can be easily said that only a few respondents strongly agree and agree with the
statement that ATM booths of government commercial banks are available. Most of the respondents are agree
with that. 40% of respondents disagree and 42% respondents strongly disagree with that statement. That means
more than 80% of respondents believe that numbers of ATM booths are not available.
2.1.8 Government commercial banks provided one-stop banking services.

B Strongly agree
W Agree

H Neutral

M Disagree

B Strongly disagree

Figure 8: Government commercial banks provided one-stop banking services.
Source: Field survey, 2021
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From the survey, we can say that 19% of respondents strongly agree and 16% of respondents agree that they
get one-stop service from government commercial banks. On the other hand, 25% of respondents disagree and
35% respondents strongly disagree that government commercial banks provide one-stop services.

2.1.9 More promotional advertisements are needed by the government commercial banks.

M Strongly agree
W Agree

m Neutral

W Disagree

m Strongly disagree

Figure 9 : More promotional advertisements are needed by the government commercial banks.
Source: Field survey, 2021
From the research study, it can be easily said that 41% of respondents strongly agree and 39% of
respondents agree that more promotional advertisements are needed by the government commercial bank. Here
5% of respondents are neutral on that statement and rest of the respondents does not agree with that statement.
2.1.10 More formalities and rules have to be followed for services such as account opening and getting
loans.

M Strongly agree
W Agree

= Neutral

M Disagree

m Strongly disagree

Figure 10: More formalities and rules have to be followed for services such as account opening and getting loans.
Source: Field survey, 2021
Most of the respondents believe that they have to follow more formalities and rules regulation while they go
for account opening or getting any loans. From the survey it has found that 42% of respondents strongly agree,
33% of respondents are agree and only 2% of respondents are neutral here. On the other hand, 13% of
respondents disagree and 10% of respondents strongly disagree with that.
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2.1.11 Employees of government commercial banks do not give importance to their customers.

M Strongly agree
M Agree

= Neutral

m Disagree

M Strongly disagree

Figure 11: Employees of government commercial banks do not give importance to their customers.
Source: Field survey, 2021

From the survey over the respected customer of government commercial bank, it has found that most of the
customer of these banks feels that employees of these banks do not give importance to their customers. 31% of
respondents strongly agree and 27% of respondents agree that they do not get importance from the government
bank employees as they expected. 12% of respondents are neutral on that statement. Almost 30% of respondents
believe that they get importance from the employees of the government commercial banks.
2.1.12 Getting services from government commercial banks is very much time-consuming.

M Strongly agree
M Agree

m Neutral

M Disagree

m Strongly disagree

Figure 12: Getting services from government commercial banks is very much time-consuming.
Source: Field survey, 2021
From the survey, it can be easily said that 44% of respondents strongly agree and 36% of respondents agree
that getting services from commercials banks is very time-consuming. Here only 2% of respondents are neutral.
On the other hand, around 20% of respondents assume that getting services from government banks is not so
much time-consuming.
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2.1.13 Government commercial banks are very much crowded.

M Strongly agree
B Agree
 Neutral

M Disagree

M Strongly disagree

Figure 13: Government commercial banks are very much crowded.
Source: Field survey, 2021
From the survey, it has found that 47% of respondents strongly agree and 33% of respondents agree that
government banks are very much crowded. 4% of respondents are neutral. 8% of respondents disagree and the
rest of the 8% strongly disagrees with that statement.
2.1.14 Employees are very professionals in government commercial banks.

M Strongly agree
o Agree

& Neutral

M Disagree

W Strongly disagree

Figure 14: Employees are very professionals in government commercial banks.
Source: Field survey, 2021
From the survey, we can say that 17% of respondents strongly agree and 13% of respondents agree that
employees of government banks are professionals. 10% of respondents remain neutral. But on the contrary,
almost 60% of respondents agree that employees are not so professionals in government commercial banks.
2.1.15 Government commercial banks have a positioning in the consumer mind

m Strongly agree
W Agree

= Meutral

m Disagree

m Strongly disagree

Figure 15: Government commercial banks have a positioning in the consumer mind.
Source: Field survey, 2021
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From the research study, the researcher has found that 32% of respondents strongly agree that government
commercial banks have a positioning in customer mind. 24% of respondents agree and 4% of respondents are
neutral. On the other hand, 22 % of respondents disagree and 18% of respondents strongly disagree with the
statement that government commercial banks have positioned in the consumer mind.
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On correlation analysis, we try to find out the relationship among various variables. Pearson correlation is
used to finding the degree of relationship between several variables. Generally, two variables are correlated
when they tend to simultaneously vary in the same direction. If both dependent and independent variables
increase or decrease together, the correlation is said to be positive. But when one variable tends to increase and
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the other variables decrease the correlations are said to be negative. The results are shown in the above table.
Employee behavior, ATM service, number of ATM booths, one-stop baking service, promotional advertisement,
formalities and rules, customers importance, time-consuming, crowded, and professionalism have positive and
significant correlation with the banks positioning at 1% level of significance. For example, the correlation
between bank positioning and employee behavior was 0.840 (p=0.000) which supports hypothesis 1, banks
positioning and ATM service was 0.809 (p=0.000) which supports hypothesis 2. The correlation between banks
positioning and the number of ATM booths was 0.770 (p=0.000) which support hypothesis 3, the correlation
between bank positioning and one-stop banking service was 0.890 (p=0.000) which support hypotheses 4, the
correlation between banks positioning and promotional advertisements was 0.850 (p=0.000) which supports
hypotheses 5, the correlation between bank positioning and formalities and rules was 0.877 (p=0.000) which
supports hypothesis 6, the correlation between bank positioning and customer importance was 0.967 (p=0.000)
which supports hypothesis 7, the correlation between bank positioning and time consuming was 0.863 (p=0.000)
which supports hypothesis 8, the correlation between banks positioning and crowded was 0.856 (p=0.000) which
support hypothesis 9, the correlation between bank positioning and professionalism was 0.882 (p=0.000) which
supports hypothesis 10.

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 978 .956 951 .343

a. Predictors: (Constant), Professionbalism, Crowdness, Number of ATM booths, Customers_importance,
Formalities_and rules, ATM, Promtional Advertisement, One stop banking service, Employees Behavior,
Time consuming

Source: Field survey, 2021

Coefficients®
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta

1 (Constant) -.218 152 -1.430 .156
Employees Behavior (EB) .081 139 .076 .583 .561
ATM service (ATM S) -.014 133 -.013 -.109 913
NUMBER of ATM booths (ATM B) .041 .093 .029 436 .664
One stop banking service (OSBS) 444 121 447 3.663 .000
Promtional Advertisement (PA) -.496 .164 -.383 -3.016 .003
Formalities and rules ( FR) -.151 .099 -.131 -1.533 129
Customers_importance (CI) .843 .088 764 9.569 .000
Time consuming (TC) .550 179 442 3.073 .003
Crowded (C) 130 .164 .105 .789 432
Professionalism (P) -.340 .167 -.326 -2.033 .045

a. Dependent Variable: Banking positioning

Source: Field survey,2021

From the above result the regression equation is written as

Banking Positioning = 0.15 + 0.14 EB + 0.13 ATM S + 0.09 ATM B + 0.12 OSBS + 0.16 PA + 0.10 FR + 0.09
CI+0.18 TC+0.16 C+0.17 P.

Here, EB, ATM S, ATM B, OSBS, PA, FR, CI, TC, C, and P indicate the Employee Behavior, ATM
Service, Number of ATM Booths, One-Stop Banking Service, Promotional Advertisement, Formalities and
Rules, Customers Importance, Time Consuming, Crowded, and Professionalism respectively.

Regression enables us to understand how well and crystal relation is maintained through our model. It also
helps us to assess whether the cause and effects are acting in which direction and how much the degree of
effectiveness work. If the effects of other variables are constant then for each unit increase of employee behavior
then banks positioning increases by 0.14 units, for each unit increase of ATM service banks positioning will
increase 0.13 units. Similarly for increasing each unit of the number of ATM booths, one-stop banking service,
promotional advertisement, formalities, and rules, customer importance banks positioning will increase by 0.09
units, 0.12 units, 0.16 units, and 0.10 units respectively. Besides banks positioning will increase by 0.89 units for
increasing each unit of customer importance. For increasing each unit of crowded and professionalism bank
positioning will increase by 0.16 units and 0.17 units respectively.

R square value (also called the coefficient of determination) is the proportion of variance in the dependent
variable that can be explained by the independent variables. Our value is 0.978 which means our independent
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variables explain 97.8% of the variability of our dependent variable. The adjusted R square value indicates the
explanatory power of the independent variables which is 0.951 for bank positioning. It indicates that 95.1% in
the independent variables.

3.1 Findings

»From the research study, the researcher has found that customers are not fully satisfied with the
behaviors of the government commercials banks. They want more professional and polite behavior
from the official staff who contact with customers.

» Most of the customers believe that they did not get open ATM booths 24/7. That's why they are not
satisfied with the ATM services of the government commercial banks. They want full services of
ATM booths 24 hours 7 days. They think if they don't get ATM services in an emergency so why
they will continue with a government commercial bank.

» Around 80 % of respondents believe that government commercial banks' ATM booths are not sufficient
enough. For example, whereas DBBL has 4774 ATM booths, IBBL has 1131 ATM booths, BRAC
bank has 347 ATM booths, and Trust bank has 235 ATM booths. On the other hand Sonali bank 1td.
the largest Commercial bank of Bangladesh has 127 ATM booths of its own. Janata bank has 72
ATM booths, Rupali bank Itd has 35 ATM booths, and Agrani Bank 1td has only 30 ATM booths.
Although all of these banks have VISA cards through which customers can withdraw their money
from any ATM booths that allow VISA cards but customers want their banks' ATM booths because
other banks' ATM booths cut 11.50 taka per transaction.

» Customers want one-stop services from government commercial banks. They have to move one table to
another table for getting any services that waste their valuable time. Maximum customers want a one-
stop service that will save their time.

» Customers claim that they do not get a promotional message from any government bank about their
services. Private commercials banks such as IFIC bank 1td, DBBL, Eastern bank 1td, BRAC bank 1td.
continuously provide promotional advertisements regarding their service and offerings to attract
customers. But government commercial banks' promotional advertisements are not available on TV
or other media that's why they have lack of knowledge regarding their services and offerings.

» Most of the customers said that they have to follow many rules regulations and formalities when they
go for an account open whether it is a savings account, current account or any kind of deposit account.
They claim that the account opening system is complex in government commercial banks. They also
claim that loan getting procedure is also very much complex and time-consuming.

» Customers think they will get priority whenever they go to the bank for getting services. But a large
portion of the respondents believes that they do not get importance from the employees of the
government bank employees. They complain that employees do not talk politely with them.

» The most common complaint regarding commercial banks' service is that getting services from
commercial banks is very much time-consuming. They claim that procedures are very much complex
and lengthy in government commercial banks. For example, the account opening form of government
commercial banks are consists of 7-8 pages. They also claim that if they want to get any loan it takes
a minimum of 1 week and sometimes it may take 1 month.

» From this research study, the researcher has found that maximum customers believe that government
banks are very much crowded and noisy. They want a calm environment inside the bank.

»Most of the respondents believe that employees are not so much professionals in government
commercial banks. Not professionals mean they are not caring about the customers and their wants.
They don't want to give time to their customers and listen to what their customers want to say.

3.2 Recommendations

» Management of the government commercial banks have to arrange some training and development
programs for developing employees' behavior with the customers because banking sectors become very
competitive that's why all of the employees should try to retain existing customers and attract new
customers for their own sake.

» Like private commercial banks government commercials banks must focus on 24/7 hours ATM service
so that customers can withdraw their necessary amount in an emergency. If any technical problem
arises then it must be solved within few hours.

» Government commercial banks must have to increase their number of ATM booths. ATM booths must
be available in every place especially in every upazilla. Customers said that they have to withdraw
money from other banks' ATMs that debit their accounts for transaction fees. If ATM booths are
available then they can withdraw money from their ATM booths that will save their transaction fees.

» Government commercial banks have to introduce a one-stop service for satisfying their target customers
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because customers want to save their time by getting quick service.

» Government commercial banks have to provide more promotional advertisements about their products
and services to attract new customers and retain existing customers. Although government commercial
banks provide so many services to their customers but customers know only a little information
regarding their offerings for the absence of promotional advertisement.

» Government commercial banks should bring some changes in their forms. They should use a simple
one-page or maximum 2-page form for the savings account, current account, and deposit account. They
should provide managerial power to sanction any loan of a minimum of 10 lakhs that will minimize the
time schedule for getting any loan.

> Employees must have to listen to their customers carefully and give services accurately and talk with
their customers politely.

» Government commercial banks should design different types of account opening forms that consist of
only 1 page or a maximum of 2 pages. After getting all the documents from the loan party, the loan
must be sanction within the shortest possible time.

» Government banks should recruit more people for serving effectively and efficiently their customers
because their number of employees is very less than their number of customers. If employees number
increase than customers have to wait less time for getting service they will keep themselves calm and
quiet.

> Employees have to be much more professional in their job. They have to keep in mind that all
customers are not the same. Different customers have different needs but employees have to handle all
the customers technically.

3.3 Research limitations

At the time of conducting the research study the researcher faced some limitations that are given in the following:
The researcher has lack of experience in conducting research

Time limitation

Word limitation

Data accuracy

Respondents' unwillingness to provide data
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4. Conclusion

In this survey, the researcher tries to find out the impact of customer perception on commercial banks'
positioning. Nowadays it is seen that young generation customers are attracted to private commercial banks as
these still have the most customer-oriented services. Old generations of our country are still have faith on
government commercial banks but they will also switch to private commercial banks if government commercial
banks will not change their service strategies and employee behavior toward customers. In our country, private
commercial banks are focused on profit only, but government commercial banks focused both on customer
services and profits. Besides profits government commercial banks have a responsibility to serve the people of
Bangladesh. That's why they provide some extra services over private commercial banks like Old age allowances,
Widows, divorcees an destitute women allowances, Freedom Fighters' allowances, Rehabilitation allowances for
acid survival women, Maternal allowances for poor women, Gas bills, Electricity bills, Telephone bills,
Water/Sewerage bills, Municipal holding Tax, Passport fees, visa fees, and Travel tax, Customs & Excise duties,
Source tax and VAT, allowances, etc. Government commercial banks always have a lack of employees that is
the employees can't handle a large number of customers. So huge amount of workload impact their mentality and
behavior. On the other hand, private commercial banks have available employees so that they can easily handle
their customers. Their workload is very less than government commercial banks. So they can handle their
customers with a smiling face. So government commercial banks have to recruit a sufficient number of
employees for serving their customers effectively and efficiently. Government commercial banks have to arrange
training and development programs for their employees regarding employee behavior so that government
commercial banks occupy a strong positioning on customer minds.
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