Research Journal of Finance and Accounting www.iiste.org
ISSN 2222-1697 (Paper) ISSN 2222-2847 (Online) JLINE|
Vol4, No.11, 2013 STE

Demographic Profile of the Customersand Their Level of
Satisfaction: A Study on Islami Bank Bangladesh Ltd. (IBBL)

*S.M. Zahidur Rahmah Md. Shariful Islari Tahmina Aktet
1. Associate Professor, Business Administratiortipise, Khulna University, Khulna-9208. Bangladesh
2. Associate Professor, Institute of Business Adstriation, University of Rajshahi. Rajshahi-620%&ngladesh
3. Executive Officer, Al-Arafa Islami Bank Ltd., Kilna Branch, Khulna-9100. Bangladesh
* E-mail of the corresponding author: zahid_iba@y@bom
Abstract

The Study investigates the customer satisfactival lexposed by different demographic group of cugis.
The study also identifies the relative importanssigned to different selection criteria by custosnewhile
choosing Islami Bank Bangladesh Ltd. (IBBL), whialas established in 1983 and the pioneer in Islamic
Banking in Bangladesh. From comprehensive analytsésstudy identifies a number of key findings thaght
help IBBL management for formulating their futurentpetitive strategiesrirstly, the study identifies that
customers irrespective of different demographions=gs (gender, marital status, age, income leicagion
level and religion) are mostly satisfied with IBBISecondly, satisfaction level of customers does not
significantly vary among different demographic groas measured through chi-square test and finally,
‘compliance to Islamic shariah’ i.e. religious miples followed by ‘corporal efficiency’ as exposbyg fast,
efficient service and experienced management t@aenthe top most two bank selection criteria asved by
IBBL clients.
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1. Introduction

An Islamic Bank is a financial institution that optes with the objective to implement and mater@lihe
economic and financial principles of Islam in trnking arena (Ahmad, 2007). Islamic banking offsnaducts
and/or services (henceforth as services) whictvang similar to those offered by conventional barikswever,

the approaches of Islamic banks are distinctlyedfit from the ones of conventional banks (Ahmaf)02
Chapra, 2000; Dusuki & Abdullah, 2007; Hassan & Ain2001). Islamic banks fundamentally emerged to
fulfill the needs of Muslims to enjoy banking prads/services in conformity with Islamic principlégounded

in the Holy Qura’n and the Hadith). However, Islarmiode of banking is gaining popularity among tlo@-n
Muslim consumers around the world as well.(DusukAigdullah, 2007; Knight, 2007).

In general, religion (Islam) is perceived as theirmaason for choosing Islamic banks by the custsme
However, studies in Malaysia, UAE, Kuwait found a@figious factors like efficiency, cost-benefitcetn
conjunction with religion as the influential facsdoehind choosing an Islamic bank (Dusuki and Allatii2007;
Wilson, 1995; Ahmad and Haron, 2002; Keuhn and B§04; Othman and Owen, 2001; Metawa and
Almossawi, 1998).

Customer satisfaction is critically important fts impact on customer retention and firm profitiéypi{Caru and
Cugini, 1999; Anderson and Mittal, 2000). A sa@sficonsumer will repeat the purchase of the produodt
convey positive messages about it to others (Disgpetf97). By contrast, a dissatisfied consumserare likely
to switch to an alternative service the next tireéshe recognizes the same need. The same cusiwsithatso

engage in a negative word of mouth, causingerious damaging effect on the businesasgNet al,

1999; Metawa and Almossawi, 1998). Therefoie,is vital that companies make sure thheir

customers are satisfied with the services tffar. This has led to an increase in the popuylaritmeasuring
customer satisfaction in recent years (Gulledgég}9

Since, Islamic banks perform the same essentiatifurs as banks do in the conventional system,mxbat the
need for them to carry out their transactions iocagance with the rules and principles of Islamr{fyeand
Wilson, 2004; Igbal and Mirakhor, 2007), they haodace tremendous competition from TraditionahBs.
So, understanding the bank selection criteriavelbas satisfaction level of different demograplprofile of
customers is important for an Islamic Bank imaating target customers and to survive ie ttompetitive
market successfully.
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Bangladesh is the world's third largest Muslim migjocountry, with Muslims making up more than 8&rgent
of the population (Mamun, 2011). A significant pont of the population demanding interest-free bagkior
quite a long time to approach and devise their egua lives in accordance with the precepts of Islaiihe
establishment of IBBL on March 13, 1983, is theetraflection of this inner urge of its people, whistarted
functioning with effect from March 30, 1983. (htfpankinfobd.com/banks/24/Islami_Bank). At presearitthe
47 banks operating in the country, seven are ndiviléaged Islamic banks, nine have Islamic bankimgnches
and eight have Islamic banking windows (The DaitgrS2011). Islami Bank Bangladesh Ltd. (hencef@sh
IBBL) is now one of the top performing banks innar of business and profits among the commerciakdan
operating in the country. In this study, researsteve attempted to measure the customer satisfautiiBBL
with respect to the different demographic groupsce$tomers, to identify the factors that bank coeis
consider when selecting a bank, and the relatiymitance they place on those factors.

2. Brief Overview of IBBL

IBBL was incorporated on 14th March, 1983, wenbioperation on 30th March, 1983 and introducedlla fu
package of banking services in August 1983. Thikhs considered as the first interest free -banBauth East
Asia. The bank is committed to run all its acte#tibased on Islamic Shariah. IBBL through its stgadgress
and continued success has, by now, earned theatepubf being one of the leading private sectarkiseof the
country. It is committed to conduct all banking @ndestment activities on the basis of interesefpeofit-loss
sharing system. With 254 branches and 11,033 stBfi is the largest private banking network inrg¢gadesh
(www.islamibankbd.com).

3. Literature Review
3.1 Customer Satisfaction

During the last four decades, satisfaction has lceesidered as one of the most important theoteakavell as
practical issues for most marketers and custonsmarehers (Jamal, 2004). Customer satisfactidmeigeeling
or attitude of a consumer toward a service aftdrag been used (Solomon, 1996; Wells and Pren§86)1
Kolter and Armstrong (1999) defined customer satibn as the customer's perception that compaie ihe-
purchase expectations with postpurchase perception.

Banking is one of those sectors in whichstemer satisfaction has drawn a great dealtehtin by
many researchers over the last decade (Nesaf, 1999; Metawa and Almossawi, 1998; Bogtlal, 1994;
Levesque and McDougall,1996; Haraa al,1994; Gerrard and Cunningham, 1997; OthnmhQ@wen,
2001; Andersonet al, 1997; Athanassopoulos and Labroukos, 1999aYetval,1997; Jamal and Naser,
2002; Gounarigt al, 2003; Yaveet al, 2004; Bielski, 2004).

In almost every industry customers are becoming ex@e demanding and in most markets customers have
more options to choose from than ever before. Ho(h892) upon a study on Swedish customers asHeats
although customer satisfaction and quality apped&etimportant for all firms, satisfaction is mamgportant for
loyalty in industries such as banks, insurance| arder, and automobiles.

In the context of services, according to Nasteail (1999), customer satisfaction is often relatedattidrs such as
service quality and service featuresy, convenience, competitiveness, and location ofisemprovider. Many
researchers have placed emphasis on customerasttisf in banks, and asserted that banks must foous
understanding the needs, attitudes, satisfactiod$ahavioral patterns of the market to competeessfully in
today’s competitive marketplace (Kaynakal, 1991). Holliday (1996) stated that banking is ofi¢he many
service industries where customer satisfaction been an increasing focus of research. The reasdtimats
competition in the banking sector is increasingtgvgng. Since, customer satisfaction has closetioglship
with customer retention especially in markets that highly competitive and saturated like finangaftvices
(Lopez etal, 2007), it is necessary to continuously monitaargfes in satisfaction among different segments
of customers.

Zeithaml (2000) and Andersoat al. (2004) studied customer satisfaction with refeeemo Islamic and
conventional banking. Ittnest al(1996) found a significant relationship betweerstomer satisfaction and
shareholders' wealth. Bolton (1998) conducted stidyorder to examine the relationship of customer
satisfaction with financial as well as non-finathaigeasures of Islamic and non-Islamic banks. Instoely, he
found a direct significant relationship of custonsatisfaction with financial measures of bank aodt@mer
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retention. Wilson (1995) particularly identifiedetimportance of customer satisfaction in the Istab@nks and
stated that today Islamic banking is no longer siriess entity serving religious obligations. Thatomers of
Islamic banking rather include a wide array of deaqutting across various religions.

Determinant factors for customer satisfaction iiartsc banking industry vary across cultures. Leuesgnd
McDougall (1996) pointed out that convenience emhpetitiveness of the bank were two critical fastwhich
were likely to influence the overall satisfacti@véls of a customer. Othman and Owen (2001), iin sitedy on
Kuwait Islamic banking customers identified that shof the customers are satisfied with their ovesal
personal contact with bank staff. In Malaysian risla banks, it has been found that fast and efficgamvice,
friendliness of bank personnel, confidentialitydaransaction speed are the key criteria that léaasistomer
satisfaction. (Amin and Isa, 2008).

3.2 Customer’s Bank Selection Criteria

Bank selection criteria have been heavily investigaover the past two decades (Andersbal, 1976; Haron

et al,1994; Kaynak and Yavas, 1985; Khazeh and Ded&92; Ross, 1989). The bank selection criteria are
expected to affect a customer's overall satisfactavards his or her bank (Levesque and McDoud&i96).
Hegazy (1995) has investigated bank selection riiteor both Islamic banks and commercial banks. He
concluded that the selection attributes for Islabgioks are different from those for commercial Izank

Islam is the primary reason behind choosing Islab@oking. Customers in Islamic banks seriously ictars
whether the bank complies with Islamic Shariahgufeall stages of banking activities (Naseial, 1999). The
variables deemed important under religious (Islareanstruct include compliance to Shariah ruleferofg of

Shariah compliant services, offering interest fle@ns etc. Similarly, religious factors was alsoirfd as the
important criteria of Islamic banks’ selection. sf@anet al, 2009; Ahmacet al, 2010; Al-Ajmi et al, 2009;
Metawa and Almossawi, 1998; Hassatnal, 2007; Gait and Worthington, 2008; Hegazy, 199&queet al,

2009; Okumus, 2005; Ahmad and Haron, 2002; Karich Affif, 2006; Al-Sultan, 1999; Zainuddiet al, 2004;
Dusuki and Abdullah, 2007).

However, studies have also shown that religiougebéd neither the only reason, sometimes, norphmmary
reason behind choosing Islamic banking and is neh gart of the selection criteria in some instan&&ol and
El-Bdour, 1989; Haroet al, 1994; Ahmad and Haron, 2002). Apart from religidbackground, customers want
a good use of their investment. They want the best-benefit tradeoff, branches and ATMs in coneani
location, faster transaction processing, caringleyges, good financial advices from managers, (dlaseret
al., 1999).

Boyd et al. (1994) placed importance on the marital statushef customers and found that customers are
different in putting emphasis on various bank d@ecfactors such as reputation, cost-benefitcefficy etc.
Naseret al. (1999) identified “the image of the bank” as thest important bank selection criterion for the
customers of Islamic banks followed by “complianaeislamic principles”.

Bank selection criteria for IBBL customers’ wereoated from a previous study of Rasleidal. (2008), where
the researchers identified bank selection critéorasix Islamic Banks of Bangladesh by applyingaatérial
regression analysis. In this study, sixteen batécten criteria under six broad groups have bemrsidered to
examine the impact of demographic disparities @enbtink selection criteria applied by diversifiedtomers of
IBBL in Bangladesh. They criteria are as follows:

i. Corporal Efficiency (faster transaction and dmemt processing, efficient managers, knowledgeusfamer’s
business etc.),

ii. Compliance (Provision of interest free loananron Islamic law and principles, provision of prddss
sharing principles etc.),

iii. Convenience (strong global and local netwarfficient transaction time, convenient branch tmraetc.),

iv. Core banking (basic services, marketing progm@mmavailability of services, competitiveness iroguct
offerings, uniform services in all branches etc.),

v. Confidence (confidentiality of bank informatioegnfidence in bank’s management and bank sizeapita
and asset etc.),

vi. Cost-Benefit (lower service charge and averdgeent return).
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4. Objectives of the Study
This study has been conducted based on the foltpulijectives:
e Tolook into the demographic profile of customef$BBL.
* To evaluate the pattern of satisfaction exposeditigrent demographic groups of customers of IBBL

« To examine whether there is a difference in thellef satisfaction of different kinds of demographi
groups of customers (gender, marital status, agenie, level of education and religion).

* To group the wide range of bank selection critémta a few broad categories on the basis of their
homogeneity and rank them on the basis of custenpe€eferences.

5. Methodology
5.1 Sample and Data

The study is descriptive in nature and based oh pdimary and secondary sources of data. Primaty was
collected from 52 customers of three branches &LIBh Dhaka City. Random sampling method was used t
collect the data. Besides, face to face conversatith respective officers and customers were usetbllect
primary data. Profile of the respondents accortlindifferent demographic features has been furdish& able-

1. Secondary Data were collected from various tyggeurnals, articles, research report, annuabrrepf IBBL
and web site of the same.

Table 1. Demographical Profile of the Respondents

Demographic Group Classes Frequency Per centage
Gender Male 36 69
Female 16 31
Marital Status Married 38 73
Unmarried 14 27
Educational Level High School 21 40
Undergraduate 15 29
Postgraduate 16 31
Age Level 18-25Years 12 13
25-35 Years 19 37
35 Years + 21 40
Income Level Less than BDT 10,000 17 33
(Monthly ) BDT 10,000 -20,000 24 46
More than BDT 20,000 11 21
Religion Muslim 43 83
Non- Muslim 9 17

5.2 Instrument for data collection

The data were collected through a structured clesettd questionnaire having two parts. The first pansists
of questions designed to obtain some demograpfocnration such as gender, marital status, educaltienel,
age, income and religion along with a questiomfi@asuring overall satisfaction at the end of thet part of the
Questionnaire.

Fifteen bank selection criteria were listed in #ezond part, in order to measure the relative itapoe the
respondents place on each criterion to selectBB& .| A five point Likert Scale ranging from 1 to(®ith “1”
meaning “Not at all important” and “5” meaning “Welmportant”) have been used to measure the impoeta
that the customers placed on each bank selectitnion.

5.3 Hypothesis testing and Data Analysis

Both of inferential and descriptive statisticallteiues were used to analyze the data. Descriptatestics such
as mean, standard deviation, percentage and rankéng used to present summary statistics of thdystu
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variables. Among the Inferential statistics, a stjitare test was used for comparison and drawingr oth
inference about the variables.

One of the objectives of this study is to determwtmther the satisfaction level of customers diffepending
upon demographic characteristics like Gender, Mbsiatus, Age, Educational level, Income Level eeligjion.
To measure this, following hypothesis have beenelbped and chi-square) test was applied at 5%
significance level.

Ho: There is no significant difference in the satisitat level among different demographic groups taisar
IBBL.

Hoi: There is no significant Difference in the satisifaic level of different gender group.

H2: There is no significant Difference in the satisifac level among married and unmarried people.

Hqs: There is no significant Difference in the satisifaic level among married and unmarried people.

Hos: There is no significant Difference in the satisi@actievel among people of different Educational Gro
Hos: There is no significant Difference in the satisifat level among customers having different Age o
He: There is no significant Difference in the satisifac level among customers having different income.

To accept or reject null hypothesis the calculgfeds compared with the tabulatg® at their respective degrees
of freedom.

6. Results and Discussion

On the first part of this section, a cross secliaralysis has been made to find out the homogerdit
satisfaction level among different demographic groificustomers with help of Chi Square test. Hergtamer
satisfaction has been used as a parameter to redhsuservice standard of IBBL. In the last parthefanalysis,
16 variables were categorized and placed undegesieric classes based on their homogeneity andnigais
made based on their means. This has highlightedethtive preferences bank customers placed odiffezent
variables consisting of homogenous factors.

6.1 Demographic Profile of Customers and their Satition Level

As mentioned earlier, respondents were categorammbrding to six different demographic charactiegst
Gender, Marital Status, Age, Income, Educationatll@nd Religion. Table-2 shows the level of satiibn of
different demographic groups of IBBL and the resolt Chi Square test which shows the degree of lgemesity

of satisfaction level among different demographiocup. Among the male respondents, it is found that 82% is
satisfied which is more than the satisfaction lesefemale respondents that is equivalent to 73%as also
shown that under the category of Marital Statu€68Barried respondents are satisfied while the faatisn
level of unmarried respondents is fairly lower tmaarried respondent, which comprises to 71%.

Among the respondents, customers having educatienel of Post Graduate and undergraduate are more
satisfied (81% and 80% respectively) than the grafulpigh school level (76%). Respondents havingine of
more than BDT.20000 are more satisfied (82%) thawtter two groups having income level of BDT.10000-
20000 and less than BDT. 10000 (76% and 79% reaspBgt Table-2 also represents that among the
respondents, people having age of more than 35 yaar more satisfied (which is 86%) than the other
groups (18-25 years and 25-35 years ) having ttifaetion level of 83% and 63% respectively. Whitadying

the religion group, it has been observed that ithee & Non-Muslim customers is small but the satitibn level

is really higher (89%) than that of the Muslim resgents (77%).

6.2 Cross Sectional Analysis

Here Chi-square test has been made between diffdeamographic groups and their satisfaction lelekvery
case, the Null hypotheses were “there is no sicanifi difference in the satisfaction level amondedint
demographic groups”. In all cases the calculafds less than the tabulated value at 5% signifitavrel that
means the null hypothesis cannot be rejected.

From analysis it has been found that, male are rsaftisfied than the female, but the differencengggnificant
that means IBBL provides or tries to provide sersito clients irrespective of gender. In case aftaisstatus, it
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is noticed that married customers are more salisfimn unmarried customers, but the differencelss a
insignificant, as calculated Chi-square is muchdothan the table value of chi-square.

In case of educational level it has been found thatcustomers having the education of undergtadand post
graduate level are more satisfied than the growinga high school level education while differereamong

these three groups are insignificant. In case eflagel, it observed that respondents with agebof/a 35 years
are more satisfied than the other two groups wigh af 25-35 years and 18-25 years. Same as béferehi-

square test shows that the differences among tke tiroups are insignificant which means the Nytidthesis
is accepted.

In case of Income level, people having income ofartban BDT.20,000 are more satisfied than therdthe

groups. But, the differences of these groups @ iakignificant. So, the null hypothesis is acedpin case of
Religion, it is also found that the non-Muslim ausers are more satisfied than the Muslim custoni&usthe

difference is not significant. The calculated chitare is lesser than tabulated chi-square. Froralibge result
it can be summarized that IBBL is not only a bamkMuslims, but also a bank for customers of dlgrens.

Table 2. level of satisfaction with different demaghic group of respondents

Demographical Groups Satisfaction Level Total Calculated | d.f. | Tabulated
Satisfied| Dissatisfied x2 x2
Male 29 7 36
Gender (82%) (18%) (100%)
Female 12 4 16 0.1660 1 3.84
(75%) (25%) (100%)
Married 31 7 38
Marital Status (82%) (18%) (100%)
Unmarried 10 4 14 0.6331 1 3.84
(71%) (29%) (100%)
High School 16 5 21
Educational Level (76%) (24%) (100%)
Undergraduate 12 3 15 0.178 2 5.99
(80%) (20%) (100%)
Postgraduate 13 3 16
(81%) (19%) (100%)
18-25 Years 10 2 12
(83%) (17%) (100%)
Age Level 25-35 Years 13 6 19 1.98 2 5.99
(68%) (32%) (100%)
35 Years + 18 3 21
(86%) (14%) (100%)
Income Less than 13 4 17
Level BDT. 10000 (76%) (24%) (100%)
(Monthly) BDT.10000-20000 19 5 24 0.117 2 5.99
(79%) (21%) (100%)
More than 9 2 11
BDT. 20000 (82%) (18%) (100%)
Muslim 33 10 43
(77%) (23%) (100%)
Religion Non Muslim 8 1 9 0.873 1 3.84
(89%) (11%) (100%)

6.3 Ranking on Bank Selection Criteria
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Table-3 shows the order of preferences of the Is@héction criteria according to their average ssolealso
shows the standard deviation of the scores of e&tie group of bank selection criteria. In ordedetermine
customers’ average preference scores to the sixdbcategories of factors, (compliance, corporétiefficy,
convenience, confidence, core banking and codgtiefity), preference scores assigned to particuitaria are
averaged according to their homogeneity. The aeewsampre obtained for the compliance was 3.76, Her t
corporal efficiency 3.55, for the convenience 3#r the confidence 3.40, for the core banking 388 for the
cost efficiency 3.24. As suggested by the averagees of theses broad factors, bank customers deresi
compliance factors as the most important in chapsire bank followed by corporal efficiency, convanrge,
confidence, cost benefit and finally core banking.

Table-3 shows that compliance is the number onmifaghich shows highest mean of customer’s prefasn
Here, the customer’s satisfaction level is highrast of the customers put more preferences ongtioisp of
variables than any other variables and believengtyothat IBBL follows compliance. The second nos
important factor selected by customers is corpeffitiency. Here, the calculated mean is 3.55. peedents
put more importance to this group of variables.sTimding suggests that like conventional bank$LlRilso
must have to offer faster, experienced and hekgulices to the customers.

The next important factors selected by respondargsconvenience and confidence average score ahvii
3.47 and 3.40 respectively. Here the average sadregnvenience and confidence imply that, the sadpnts
are moderately inclined to these factors. As dliabéibn raised the competition among Islamic banks
worldwide, IBBL must provide more technological\dees along with compliance to Islamic Shariah lathe
last two factors are cost benefit and core baniihigh comprises the lowest average scores, i24, 81d 3.22
respectively. Among these six issues respondenisse fewer preferences on these two factors afbmreefit
and core banking.

Table 3. Ranking of bank selection criteria depegdin customer’s preferences

Bank Selection Criteria Value Mean Value | Standard
Deviation
No interest neither paid nor taken pR.52
savings and loans
Run on Islamic law and Principles 3.79 3.76 0.18
Compliance Provision of profit sharing investment3.96
Products
Fast and efficient Counter Services 3.38
Corporal Speed and Efficiency of Transactions 3.57
Efficiency Faster Document Processing 3.67
Experienced Management Team 3.59 3.55 0.11
Strong Global network 3.33
Convenience Wide electronic Communication System 3.50 3.47 0.10
Convenient Branch Location 3.57
Confidence on Bank size in terms of assét25
Confidence and Capital 3.40 0.145
Confidence on Bank’s Management 3.54
Lower Service Charge 3.23
Cost Benefit Decent Return 3.25 3.24 0.01
Competitive Product Offerings 3.33
Core Banking Uniform Services in all Branches 3.10 3.22 0.115
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7. Conclusion

The study was conducted to identify the customgsfaation of different demographic groups of IBBlients.
At the same time the study aimed at identifying aadking the selection criteria that the clientedigor
selecting the same bank. The study clearly showafsthiere is difference in satisfaction of the costos based
on their demographic variables. From the studis found that male respondents are more satisfiad their
female counterparts. Education has positive cdioglavith satisfaction. Higher is the educationdk\greater is
the satisfaction of the customers. It is also fotimat customers having higher income have morefaation
with the services of IBBL. Again, Respondents hgvage level of more than 35 years prefer the Canpé
issues more than the young people. The aged peoplenore devoted to IBBL and their first and forsmo
condition to select IBBL is Compliance, i.e., thieglieve that the bank follows the Islamic financigktem.
People with lower age group mainly emphasize opam@l efficiency; core banking and cost benefiués
From the study it is also found that, more of tbae4iMuslim respondents are satisfied (89%) thandahduslim
respondents (77%). They can feel that the Islamamntial system is not only for Muslim but also &t other
people and thus the Bank may get a bigger shatieeaion Muslim clients. From the cross sectionallysis it
is observed that level of customer satisfactiomdbsignificantly vary among different groups, ,i.eustomer
satisfaction level among particular demographags seem to be homogeneous.

Among bank selection criteria, ‘compliance’ recaivtbe highest average preference scores, i.e.omdspts
impose most preferences on provision of interes¢ foans, run on Islamic law and principles, priovisof
profit-loss sharing principles etc. (despite havagroportion of non-Muslim’'s existence in the s#&ihpgo
choose IBBL . The second important factor accordingthe respondents’ preference level is ‘corporal
efficiency’. It suggests that while choosing IBBhet respondents highly prefer the faster transaciiod
document processing, experienced management, weearsactions etc. The third and fourth most irtgur
criteria to choose IBBL is ‘convenience’ and ‘catg@ince’ respectively. From this it can be conclutted, the
respondents moderately prefer the factors of strgiofpal and local network, convenient branch laoati
confidence in bank’s management and bank size mifataand asset etc. to choose IBBL. The fifth imipnt
criterion to choose IBBL is ‘cost benefit’ and tlzest essential factor as per respondents is ‘camkiBg’. So
the customers of IBBL prefer these two factors tesser extent.

Day by day the competition is increasing in the Kiagp sector in Bangladesh . For this to prevailthis
competitive market, IBBL has to be more conscidusud the competitive strategy as the bank not oalypete
with other Islamic banks but also with the traditib non-Islamic Banks. So, it needs to remain cditipe
especially by offering good quality products andv&es to draw and retain Muslim and non-Muslimtousers.
This study may help bank management to developgegies depending on their customer satisfactioellev
found in this study. At the same time the selectigteria and their preference by the customers hélp the
management to focus on more important service aheawwill help them to remain competitive. Dueuge of
relatively small samples, the findings of the ststhpuld not be overly generalized. Further stuay$ing on a
large number of sample from more branches all dwer country is required for innovating customers’
preferences and demand to make more proper seatkyiIBBL.
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