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Abstract: This study looks into the important aspects of customer satisfaction in Kolkata, India's banking 

sector. Kolkata, one of the nation's principal financial centres, has a competitive and diverse banking 

market, thus it is critical for banks to put client happiness first in order to stay ahead of the competition. 

The purpose of this study is to determine the major variables affecting customer satisfaction and the degree 

to which these variables affect the entire banking experience in Kolkata. Structured questionnaires were 

utilized to collect quantitative data from a broad sample of bank customers, and in-depth interviews with 

specific individuals were employed to provide qualitative insights. The results of the study were then 

subjected to theme analysis and statistical methods. 
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I. INTRODUCTION 

In the banking industry, marketing has encountered many challenges, and making strides in the competitive arena has 

not always been simple. Since restrictions were eliminated, the banking industry has undergone an upsurge, and aside 

from size, little separates one financial institution from another (Richardson & Robinson, 2007). While still prevalent in 

many other nations, the adoption and use of the marketing concept by banking institutions has been gradual but 

lucrative in many. However, conventional product-focused banks have grown more and more customer-focused, putting 

a greater emphasis on loyalty to clients. The banking sector is increasingly conducted online today; financial 

institutions offer their services through a variety of digital channels, and the significance of a conventional network of 

banks has diminished. The business sector is experiencing increasing global competitiveness. To stand out from other 

businesses in the market, a company must offer exceptional services. In today's market, a company's ability to satisfy its 

customers is essential. It is a mindset derived from information and prior experience. In today's cutthroat business 

environment, every corporation prioritizes a high level of respectable consumer satisfaction. Financial institutions think 

that attracting consumer happiness is essential to business. Because of this, financial institutions are increasingly 

focused on retaining and satisfying their clients (Zairi, 2000). Every worker engaged in any phase of the customer 

service procedure experiences a feeling of accomplishment and achievement when client satisfaction is measured. 

Measuring pleasure in this way motivates people to put in more effort and produce more.When client happiness is 

quantified, all staff members engaged in any phase of the customer service process have a feeling of achievement and 

accomplishment. Measuring contentment in this way motivates people to put forth more effort and produce more. 

(Yasin et al., 2004). Customer service is the cornerstone of any business and is regarded as such by all sectors. The 

rapid advancements in internet-based technologies are causing a shift in the basic ways that different organisations 

connect. 

 The relationship between an organization and its customers is the same in this regard. It has been difficult to establish a 

link between customer satisfaction and service quality across different service organizations due to the intangible nature 

of services. (Hong & James,2004). India's financial system has significantly grown during the past 20 years. But it is 

faced with a number of obstacles and difficulties, such as rising awareness among consumers and demand, intensifying 

competition, an aging population, etc. In addition to them, technological improvements pose a serious problem for the 

sector. The quick development of the industry has resulted in the emergence of several new private banks. Consumers 
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therefore have several options when selecting a financial service provider. Consumers are starting to favor banks that 

can live up to their expectations and provide standard services as their understanding of banks increases. In the Indian 

market, where many financial institutions offer nearly identical services and products, a bank can be distinguished by 

its need-based, efficient customer care and service quality. The relatively modest variations in financial goods and 

services, along with an ever-more demanding consumer, have caused a major shift in the role of financial institutions in 

today's extremely competitive, complicated, and rapidly changing marketplace (Beerli et al., 2004). Numerous 

developments have changed the retail banking industry, primarily as a result of new ways to market and distribute 

banking services (Verhoef et al., 2002). All employees taking part in any stage of the customer service process feel an 

understanding of achievement when client satisfaction is measured. Measuring contentment in this way motivates 

people to put forth more effort and produce more (Wild, 1980). Customer loyalty is linked to customer happiness, and 

both are linked to a bank's profitability. For service firms, customer satisfaction is a crucial component that is closely 

tied. They are all connected by the level of service quality; as service quality improves, customer happiness will rise as 

well. This will result in more stable connections between a bank and its customers, which will boost loyalty and 

profitability. Nevertheless, it is nearly impossible to consistently infuse a whole organization with something as elusive 

and ephemeral as customer satisfaction. 

 

II. DEFINING CUSTOMER SATISFACTION 

According to the Cambridge dictionary, the definition of customer is "a person who buys goods and services”. Three 

parties are involved in consumer services: the seller, the buyer, and the goods or services. Therefore, consumer service 

is the combination of all these entities working for the mutual advantage of all parties involved in the purchasing and 

selling procedure. Over the past few years, both academics and practitioners have become interested in the concept of 

consumer pleasure because customers represent the majority of market participants' primary source of income (Tam, 

2004). When customers purchase and use something after considering the costs and advantages of the purchase in 

relation to the anticipated results, they are more satisfied (Churchill &Surprenant, 1982). The basic objective of 

financial services, according to India's Talwar Committee (1977), should be "to create and deliver customer-needed 

services in a customer-satisfying manner." This implies that for financial services, both generating and providing 

services are required. Customer satisfaction refers to a person's contentment or dissatisfaction with the perceived 

efficacy of a product in proportion to his or her expectations. The basic formula for customer satisfaction was defined 

by Rao (2008). 

Customer Satisfaction = Customer perception of the service received - Customer expectation of service. 

In this method, it is straightforward to assume that client satisfaction will be high if the belief in the service obtained 

exceeds the expectation of the service. According to this method, it is straightforward to make the generalization that 

customer satisfaction will be high if the perceived quality of the provided service exceeds the customer's expectations. 

Satisfaction is a sensation or a fleeting attitude that can change based on the circumstances. It is internal to the user and 

distinct from outward activities like product selection, complaints, or repeat purchases (Hokanson, 1995). Some banks 

do not believe that customer satisfaction is important enough to be a focal point of their marketing strategies. (Aldisert, 

1999 It is simpler to assess how well a company's products and services live up to expectations when customers are 

satisfied. It serves as a crucial performance measure for business. The level of customer satisfaction is typically 

measured by service companies using several measures, like the Likert scale, which is primarily based on the service 

interaction experienced on a client's most recent visit (Peterson & Wilson, 1992).Recent consumer interpretations now 

frame contentment as a fulfillment reaction. Understanding a consuming purpose, such as the basic drives of hunger, 

thirst, and safety, is necessary for feeling satisfied. The phrase "customer satisfaction" is most commonly used in trade 

and industry, and it is a dependent variable in the present research. However, this evaluation of the firm's products and 

services is a reflection of the effort made to guarantee that it lives up to the expectations of its customers.Pleasurable in 

this context suggests that satisfaction brings pleasure or lessens suffering. As a result, people can be satisfied to restore 

normalcy, such as when an aversive state is eliminated. Furthermore, fulfillment isn't always restricted to situations in 

which demands are met. Under-fulfillment can be satisfying if it gives greater enjoyment than one thinks in a particular 

setting, while over-fulfillment can be satisfying if it brings additional surprise pleasure (Oliver, 2014). 
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III. RESEARCH OBJECTIVE 

Due to technological improvements and changing consumer tastes, Kolkata, India's dynamic banking market, has seen 

considerable changes recently. Because of this, it is now essential to look into the factors that, in the context of 

commercial banking, influence customer satisfaction and loyalty. The goals of this research piece are as follows:  

1. To identify the key elements impacting customer satisfaction in Kolkata's commercial banking 

2. To evaluate the amount of customer loyalty for Kolkata's banking services. 

3. To determine the satisfaction level of customers with the commercial bank's level of service in Kolkata. 

4. To measure the extent of client impressions regarding security in commercial banks in Kolkata 

 

IV. STUDY LIMITATION 

The current study gathers pertinent information from various sources from the respondents' perspectives. There are 

around 2310 banks in Kolkata. This study is confined to only 91 brunches at different banks. These results need to be 

applied broadly in order to describe customer satisfaction with banks in Kolkata to the general public. Nevertheless, the 

findings are not transferable to other types of bank clients. The study's completion of the data collection, processing, 

and interpretation in a mere 16 weeks represents another constraint. I ought to devote more attention to improving the 

caliber and outcomes of the research. 

 
V. DATA 

The research was conducted with a sample of 31 brunches from different banks in Kolkata and a random sample of 203 

individuals. The information was gathered using a standardized questionnaire. In order to carry out the research, the 

author used the primary method of data gathering. Each set of questionnaires consists of five parts. Each set of 

questionnaires consists of 19 questions and contains two dimensions (service quality dimension and customer 

satisfaction dimension), all of which were answered by all respondents. Part one of the questionnaire consists of the 

demographic profile of the respondents, while part two is about the satisfaction level of customers with banks' 

products; the third part is about customer service quality; the fourth part is about the loyalty of customers toward 

banks; and the last part is about the satisfaction level of security. Out of four variables, customer satisfaction is a 

dependent variable, and the other three are independent variables. 

According to the principles of validity, reliability, and assessment, the Likert scale was deemed to be the most suitable 

scale. The researcher uses questions with a Likert scale to make data analysis simpler. Strongly disagree is graded on a 

Likert scale of 1, not agree is graded on a Likert scale of 2, not sure is graded on a Likert scale of 3, agree is graded on 

a Likert scale of 4, and strongly agree is graded on a Likert scale of 5. The field survey was carried out outside of the 

significant financial organizations' branches during the three months of 2023. The SPSS software, version V.26, was 

used for analyzing the data. 

 

VI. DEFINING INDEPENDENT VARIABLES 

SERVICE QUALITY 

Delivering high-quality goods and services has moved up the marketing priority list since the 1980s. However, 

manufacturers of tangible goods have more accurate means of defining and quantifying quality (Leonard F., 1982). The 

client's expectations for service performance prior to the service encounter and their evaluation of the services obtained 

can be used to gauge the quality of the service (Asubonteng, 1996). Customer perceptions of service quality are 

subjective comparisons between the desired level of service and what they actually obtain. 

CUSTOMER LOYALTY 

Customer loyalty is the desire of a client to stay an ongoing consumer of an organization or brand, frequently choosing 

it over rivals. Loyal customers are more inclined to make repeat purchases, which can produce a steady and dependable 

cash stream (Oliver, 1996). Loyal clients have a tendency to spend more money with a company over time because they 

trust the brand and are more open to exploring additional goods or services. Compared to keeping current customers, 

acquiring new one’s costs more (Rosenberg, 1984). Generally speaking, acquiring new customers is more expensive 

than retaining current ones. It takes less marketing and advertising to keep loyal consumers happy and their businesses 

afloat. 



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 3, Issue 2, September 2023 

Copyright to IJARSCT  DOI: 10.48175/IJARSCT-13042                283 

www.ijarsct.co.in                                                   

Impact Factor: 7.301 

SECURITY 

In many aspects, the security of a bank transaction is similar to that of a transaction that normally belongs to a separate 

business entity. Though a large portion of the population is aware that continuing computer security is necessary for 

banking software, The rising awareness of this issue may have been influenced by the connection to automated money 

transfers and the significant reliance on extraordinarily large international personal telephone networks. However, there 

are other genuine programs in use around the bank. There are several security processes that are similar to those used 

by another small firm. Customers of the bank may be able to instantly verify the security of bank programs. 

 

VII. THEORETICAL FRAMEWORK 

This study looks at how service quality affects customer loyalty and security as dependent variables (customer 

satisfaction). How each variable in the model is related to the others affects how the impact of service quality on 

customer satisfaction is calculated. 

 

Fig 1: relations between dependent and independent variable 

 

VIII. HYPOTHESIS DEVELOPMENT 

According to Sharma et al. (2020), customer loyalty and customer satisfaction are positively correlated. So, in this 

study, we can assume: 

H1: In Kolkata's banking industry, customer loyalty and customer satisfaction are positively and significantly 

correlated. 

According to a study by Rama and Barusman (2019), customer satisfaction and security have a substantial relationship. 

We will assume that, for the purposes of this study:  

H2: In the financial sector of Kolkata, customer loyalty and customer satisfaction are positively and significantly 

correlated. 

According to a study by de Ruyter et al. (1997), using a modified SERVQUAL scale, he found that customer pleasure 

and service quality are positively correlated. Therefore, we will assume the following in this study: 

H3: Customer satisfaction and service quality in Kolkata's banking industry have an important and positive 

connection. 

 

IX. METHODOLOGY 

DESCRIPTIVE ANALYSIS  

Identifying trends and connections in recent and past data is the objective of descriptive analytics. because it doesn't 

delve deeper; it just highlights relationships and patterns. It's sometimes called the most fundamental type of statistical 

analysis. Inferential descriptive statistics will be employed. The premise of the research structure will be assessed using 

a variety of statistical validity tests and examinations, including descriptive analyses, regression tests, correlation tests, 

and reliability tests. 

Normality 

to ascertain whether or not a normal distribution appropriately describes a given data set, statisticians employ the 

normality test. The skewness and kurtosis tests, among others, will be employed in the current study to determine the 

normalcy and form of a data distribution. Finding necessary and sufficient conditions to ensure that all parameter 

estimations are asymptotically normal under non-Normality is challenging. 

A measure of an unbalanced or distorted symmetrical distribution in a collection of data is called skewness. Skewness 

is the term used to describe when the data points on a bell-shaped curve are not equally distributed on the left and right 

sides of the median. If the bell curve is skewed to the right or left, it is said to be skewed. There are different degrees of 
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left (negative)or right (positive) skewness in distributions. A distribution with a bell shape is regular and has zero 

skewness. 

A metric called kurtosis shows how near a normal distribution heavy- or light-tailed data points are. Stated differently, 

large outliers or heavy tails are more likely to occur in data sets with a high kurtosis. There are frequently few outliers 

and light tails in data sets with low kurtosis. An even distribution would be the worst-case situation. In case the normal 

distribution the value of kurtosis is 0. Additionally, kurtosis describes how peaked or flat the distribution is, so high 

peak data is referred to as leptokurtic. The extreme flatness data is referred to as Platykurtic, and the ideal normal 

distribution of the dataset is called Mesokurtic, (Michael George Bulmer, 1979). The general +/- 3 cut-off for kurtosis. 

According to George and Mallery (2010), asymmetry and kurtosis values between -2 and +2 are suitable for illustrating 

a normal univariate distribution. The data is deemed normal if the skewness and kurtosis, respectively, are between -2 

and +2 and -7 and +7(Hair et al, 2010). 

 

Levene's test 

Using Levene's test, an inferential statistic, statisticians can determine if the variances of a variable measured for two or 

more groups are the same. Many commonly used statistical methods assume that the populations from which the 

samples were drawn have identical variances. The Levene test is used to verify this assumption. The letter F represents 

Levene's test, which is used to determine an observation's absolute deviation from its group means. (Schultz, 1985). 

Levene's test uses the absolute value of the difference between a score and the mean of the group to which it 

corresponds as the dependent variable, much like a one-way between-groups analysis of variance (ANOVA) (Obrien, 

2007). 

 

Multicollinearity 

In a regression model, it often occurs when there is a correlation between the independent variables. This link is 

unexpected because the independent variables are assumed to be independent. High correlation may make it 

challenging to anticipate model results with precision. The degree of multi-collinearity is evaluated by the variance 

inflation factor (VIF), which is often used to determine how much an independent variable interacts with the other 

independent variables in a regression model. Consequently, multi-collinearity is deemed substantial and ought to be 

decreased by eliminating any number of variables if the VIF score approaches 10 (O’Brien, 2007). 

  

CORRELATION ANALYSIS  

A type of bivariate analysis known as "correlation" evaluates the presence and strength of a relationship between two 

variables. The value of the correlation coefficient might range from +1 to -1, depending on how strong the association 

is. A value of 1 indicates the total degree of correlation between the two variables. As the correlation coefficient 

number gets closer to zero, the relationship between the two variables will become less strong. The coefficient's sign 

indicates the direction of the link; a + sign denotes a positive relationship, and a - sign denotes a negative relationship. 

More relationships are a sign of greater accuracy. The magnitude of the correlation value also indicates how accurate 

the forecast is in the specified direction.(Reinard, 2006). 

Using Losh's (2004) correlation interpretation guide, the association measures are explained as follows to make clear 

how the independent factors and dependent variables relate to one another. "Perfect" relationship with r = 1.0 "Very 

strong" connection of 0.76 to 0.99 Relationship: "Strong": 0.51 to 0.75. "Moderate" relationship: 0.26 to 0.50. "Weak" 

connection, 0.11 to 0.25. "Very weak" link between 0.01 and 0.10. Likewise, 0 means "No relationship” (Reinard, 

2006). 

 

REGRESSION ANALYSIS  

A statistical technique for displaying the relationship between two or more variables is regression analysis. The method 

looks at the relationship between the independent and dependent variables using frequently shown graphs. When the 

dependent variable(s) changes, regression analysis seeks out the variables that have the biggest impact on the 

independent variable(s). While non-linear regression is used to assess associations that don't follow a straight line, 

multiple regression analysis is used to look at correlations involving more than two variables. (Buglear,2001). 
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X. FINDINGS AND THE ANALYSIS 

As previously mentioned, in order to address the research objective and test the hypotheses that have previously 

surfaced in this study, the existing data will be analyzed using SPSS version 26 using Several statistical analyses, such 

as those pertaining to descriptive statistics, normality, multicollinearity, correlation analysis, linearity, and multiple 

regression, are pertinent to the study's main objective. 

 

Customer 

Satisfaction Service Quality 

Customer 

Loyalty Security 

N Valid 203 203 203 203 

Missing 0 0 0 0 

Mean 4.14 3.96 4.16 4.31 

Std. Deviation .727 .798 .767 .748 

Minimum 3 3 3 3 

Maximum 5 5 5 5 

Table 1: descriptive statistics table 
Table 1 shows the data of 203 individuals in descriptive statistics. The dependent variable, customer satisfaction, has a 

mean of 4.14 and a standard deviation of 0.727. The maximum and minimum values are 3 and 5. One of the 

independent variables, service quality, shows a mean value of 3.96 with a standard deviation of 0.798. The minimum 

and maximum values for service quality are 3 and 5. Another two independent variables are customer loyalty (mean 

4.16, standard deviation 0.767) and security (mean 4.31, standard deviation 0.748). The minimum and maximum values 

for both variables are 3 and 5, respectively. 

 

Data distribution  

 

Customer 

Satisfaction Service Quality 

Customer 

Loyalty Security 

N Valid 203 203 203 203 

Missing 0 0 0 0 

Skewness -.226 .080 -.277 -.566 

Std. Error of Skewness .171 .171 .171 .171 

Kurtosis -1.081 -1.423 -1.252 -1.013 

Std. Error of Kurtosis .340 .340 .340 .340 

Table 2: Skewness and kurtosis analysis 
As per Table 2, theskewness values of customer satisfaction, service quality, customer loyalty, and security are -0.226, 

0.080, -0.277, and -0.566 (histograms: 1, 2, 3, 4), respectively, on the basis of the standard error of skewness 0.171. 

That means the distribution of variables with (-) values is negatively skewed. In simple terms, the data points are 

clustered towards the right-handed side of the distribution, and some very low numbers of data points shift the mean 

value towards the left. The kurtosis value of customer satisfaction, service quality, customer loyalty, and security is 

negative: -1.081, -1.423, -1.252, -1.013; all of this distribution is platykurtic. The standard error of distribution for 

kurtosis is 0.340. All of these histograms are shown below. Hence, the assumptions of normality are not violated for 

this data set. 
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 Levene Statistic df1 df2 Sig. 

Customer Satisfaction Based on Mean 5.161 2 200 .007 

Based on Median 3.719 2 200 .026 

Based on Median and with 

adjusted df 

3.719 2 199.284 .026 

Based on trimmed mean 5.200 2 200 .006 

Table 3: Test of Homogeneity of Variance 

Table 3 demonstrates that the variances are not comparable since the significance level is less than 0.05. F (2, 200) = 

5.161, p = 0.007. 

 

Multicollinearity test 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

95.0% Confidence 

Interval for B 

Collinearity 

Statistics 

B Std. Error Beta 

Lower 

Bound 

Upper 

Bound Tolerance VIF 

(Constant) 1.585 .339  4.670 .000 .915 2.254   

Service Quality .053 .058 .059 .920 .359 -.061 .168 .926 1.080 

Customer 

Loyalty 

.283 .064 .298 4.428 .000 .157 .409 .827 1.209 

Security .272 .068 .280 4.016 .000 .138 .406 .774 1.292 

a. Dependent Variable: Customer Satisfaction 

Table 4: Multicollinearity test 

As per the analysis of Table 4, there are multicollinearity issues in the data set. The value for the VIF of all independent 

variables is 1.080, 1.210, and 1.292. These values are less than 10, so the prediction of multicollinearity is not violated 

for this data set. 
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Correlation analysis  

After the analysis of normality, homogeneity, and multicollinearity, we are now going to analyze the relationships 

between dependent and independent variables. For this analysis, we shall use Pearson’s correlation method, which is 

most commonly used for this purpose. 

Table 5 demonstrates that there is a strong statistical link and a positive, highly moderate association between customer 

happiness and customer loyalty (r = 0.421, p < 0.01). However, there is a weak correlation between service quality and 

customer happiness (r = 0.165, p < 0.001). Customers' happiness and security have a favorable and very modest link. (r 

= 0.420, p < 0.01). The table also shows that the relationship between customer loyalty and service quality is also 

highly moderate (r = 0.416, p < 0.01). Conversely, there is a positive but weak association between values and customer 

loyalty and security (r = 0.100, p > 0.77). However, there is a positive and moderate association in terms of values 

between security and service quality (r = 0.272, p < 0.001). 

 

Customer 

Satisfaction Service Quality 

Customer 

Loyalty Security 

Customer Satisfaction Pearson Correlation 1 .165** .421** .420** 

Sig. (1-tailed)  .009 .000 .000 

Service Quality Pearson Correlation .165** 1 .100 .272** 

Sig. (1-tailed) .009  .077 .000 

Customer Loyalty Pearson Correlation .421** .100 1 .416** 

Sig. (1-tailed) .000 .077  .000 

Security Pearson Correlation .420** .272** .416** 1 

Sig. (1-tailed) .000 .000 .000  

**. Correlation is significant at the 0.01 level (1-tailed). 
Table 5: correlation analysis 

 

ANOVA ANALYSIS 

 

Table 6: ANOVA test between variables 
The ANOVA test provides every model's inferential test. The rows of f and df denote how good the model is. Although 

each predictor variable has a varied degree of significance as an indicator of the result of customer satisfaction, their 

combined influence is greater on the dependent variable, and it is presented as (F = 22.423, df = 3, p < 0.05) as per table 

6. In this case, the variables that are utilized as predictors are listed in a multiple regression test. As a result, there are 

three predictor variables: service quality, customer security, and customer loyalty. Customer happiness, on the other 

hand, is the sole outcome variable. 
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Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .503a .253 .241 .633 

a. Predictors: (Constant), Security, Service Quality, Customer Loyalty 
Table 7: Model Summary 

The summary of the regression model, together with R, R square, corrected R square, and the estimate's standard error, 

are shown in Table 7. Here R represents the multiple correlation coefficients with values of R = 0.503. R square is 

represented to measure how much dependent variable is accounted for in the model. The value of R square is 0.253. 

About 25.3% of customer happiness, as predicted by three independent factors, is explained by it. Adapted R squared is 

used to try and take the model's complexity into account. More complex models will explain more variance than 

simpler models. With a 1% change in three independent variables, Table 7's adjusted R square value of 0.241 

significantly explains 24.1% of the variance in customer satisfaction. R square values should be almost the same, and 

adjusted R square shows that models are highly fit. 

 

COEFFICIENT ANALYSIS  

Table 4 shows that all models have p values less than 0.05 and are statistically significant, with the exception of service 

quality (0.359), which indicates that security and customer loyalty have a higher impact on customer satisfaction than 

does service quality. 

 

XI. DISCUSSION OF FINDINGS 

From the table of multicollinearity test result indicates that change in 1% of customer loyalty increase of 29.8 % of 

customer satisfactions. Between client loyalty and satisfaction, there is a strong and positive association (t- statistics = 

4.428, p < 0.01). this result suggested that the customer loyalty is major influencer of customer satisfaction. This result 

also supported the previous study of (Sharma et al., 2020). So, the first hypothesis “H1:In Kolkata's banking 

industry, Customer loyalty and customer satisfaction are positively and significantly correlated” is accepted. 

On the other side, 1% changes in security increase customer satisfaction by 28%. So, there is a positive and significant 

correlation between customer satisfaction and security (t-statistics = 4.016, p < 0.01). So, the influence of security on 

customer satisfaction is almost the same as customer loyalty. Hence, the second hypothesis, “H2: In the financial 

sector of Kolkata, customer loyalty and customer satisfaction are positively and significantly correlated,” is 

accepted too. 

According to t statistics = 0.920, p > 0.01, a 1% change in service quality results in an increase of 5.9% in customer 

satisfaction. The relationship between customer happiness and service quality is positively correlated, but not very 

significantly. So, the third hypothesis, “H3: Customer satisfaction and service quality in Kolkata's banking 

industry have an important and positive connection," is partially, but not completely, accepted. 

 

XII. CONCLUSION AND RECOMMENDATIONS 

The study's goal is to accomplish the following goals: 1. To identify the key elements impacting customer satisfaction in 

Kolkata's commercial banking 2. To evaluate the amount of customer loyalty for Kolkata's banking services.3. To 

determine the satisfaction level of customers with the commercial bank's level of service in Kolkata.4. To measure the 

extent of client impressions regarding security in commercial banks in Kolkata 

The study's goal, which had a favorable association, was attained. The study's goal was as follows: 

The main factor that has the most impact on customer satisfaction is customer loyalty. The statistics indicate that 1% 

changes in customer loyalty lead to a 29.8% increase in customer satisfaction. This result suggests that this is the most 

influential factor for customer satisfaction. 

The degree of customer loyalty in the financial sector in Kolkata is 0.298, which means a 1% increase in customer 

loyalty will increase 29.8% of customer satisfaction. 

The degree of service quality in banks in Kolkata is 0.059, which means a 1% change in service quality will change 

5.9% of customer satisfaction levels. 
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It evaluated customer satisfaction with the security provided by Kolkata’s bank. The degree of security is 0.280, which 

means 1% changes in security increase 28% of customer satisfaction. 

With such a wide range of responses, public and commercial banks must consider the weak points in order to meet the 

needs of their clients. Therefore, in order for banks to succeed in the banking industry, they must either match or 

surpass their customers' expectations in terms of service. This study provides bank managers and other policymakers 

with some guidance for making decisions that will raise the caliber of services provided by Kolkata's banking sector. 
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