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Abstract 

This study investigates the impact of a merger between 

Commercial Bank and a major regional bank in Nepal on 

Customer Satisfaction (CS), focusing on key drivers 

such as Agility (A), Customer-Centricity (CC), 

Consistency (C), and Accessibility (ACC). The research 

employs a descriptive and causal-comparative design, 

gathering data from 300 respondents through structured 

questionnaires. Descriptive statistics, correlation 

analysis, and multiple regression models were used to 

analyze the relationship between these factors and 

customer satisfaction. The findings reveal that all key 

drivers—Agility, Customer-Centricity, Consistency, and 

Accessibility—significantly influence Customer 

Satisfaction, with Agility and Customer-Centricity 

showing the strongest correlations (r = 0.80, p < 0.01 

and r = 0.82, p < 0.01, respectively). The regression 

analysis demonstrates that these variables, including 

their interaction terms, account for a significant portion of 

the variance in customer satisfaction (R² = 0.842). The 

study concludes that improving agility and adopting a 

customer-centric approach are vital for enhancing 

customer satisfaction post-merger. The results 

emphasize the importance of seamless integration of 

services and effective communication during mergers to 

maintain customer trust. This research provides valuable 

insights for banks undergoing mergers, suggesting that 

attention to service quality and accessibility can help 

mitigate customer dissatisfaction. 

Keywords: Customer Satisfaction, Agility, Customer-

Centricity, Mergers and Acquisitions, Banking Sector 

Introduction  

The banking sector worldwide is undergoing significant transformations, driven by a variety of 

factors including technological advancements, regulatory changes, and increasing competition. One 

of the most common strategies adopted by financial institutions to achieve growth, enhance 

operational efficiency, and improve competitiveness is through mergers and acquisitions (M&As). 
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Mergers provide banks with the opportunity to expand their geographical footprint, diversify 

product offerings, enhance economies of scale, and strengthen capital bases. However, these 

strategic shifts also bring challenges, particularly in customer satisfaction. Mergers often lead to 

changes in organizational structures, service delivery models, and product offerings, all of which 

can disrupt customers' experiences and affect their trust in the bank. 

The merger between Commercial Bank and a major regional bank presents a prime example of 

these transformations. Such corporate restructuring raises critical questions about how these 

changes affect key customer satisfaction drivers such as service quality, trust, and accessibility. 

While mergers may bring long-term benefits to the institution, the short-term impacts on customer 

satisfaction are often profound. Customers of the newly merged entity may experience disruptions 

in service delivery, changes in their banking products or features, and an altered organizational 

culture. These disruptions can lead to decreased satisfaction, particularly in a context where 

banking services are deeply rooted in personal relationships and trust. 

In Nepal, the banking sector has been undergoing significant consolidation over the past decade. 

This trend has been driven by a combination of regulatory pressures, such as the Nepal Rastra 

Bank’s (NRB) capital adequacy requirements, and the desire to improve financial stability in an 

otherwise fragmented market. Nepal’s banking sector has traditionally been characterized by a 

large number of small, often regionally focused banks, which made the sector vulnerable to 

inefficiencies and market volatility. As a result, the NRB has actively encouraged consolidation 

through mergers, creating larger, more competitive institutions (Gurung, 2020; Shrestha & Chhetri, 

2024). This trend has been particularly pronounced in the past few years, with a significant number 

of mergers and acquisitions reshaping the landscape of the country’s financial services industry. 

While mergers offer clear strategic advantages, customer retention remains a significant challenge. 

The Nepalese banking market is unique in that it places a strong emphasis on personal relationships 

between customers and their banking institutions. Many customers have long-standing 

relationships with their banks, and these relationships are often built on trust and familiarity 

(Shrestha & Malla, 2021; Shrestha, 2019). Disruptions caused by mergers, such as changes in 

banking practices or the introduction of new technologies, can lead to customer dissatisfaction and 

erosion of trust. In particular, the shift in organizational culture that often accompanies a merger 

can influence how employees interact with customers, which in turn affects customer perceptions 

of service quality and overall satisfaction (Ghimire & Sharma, 2022). 

Given the significant role that customer satisfaction plays in the banking industry, it is essential to 

examine how customers perceive the post-merger experience at Bank. The primary focus of this 

study is to investigate how key satisfaction drivers—service quality, trust, and accessibility—have 

been affected by the merger. Service quality, which includes elements such as the reliability, 

responsiveness, and empathy of the bank’s service delivery, is critical to ensuring customer 

satisfaction (Shrestha, 2018). Trust in the bank is equally vital, particularly when customers are 

adjusting to a new corporate structure and operational systems. Lastly, accessibility, which refers to 

the ease with which customers can access banking services—whether through physical branches, 

online platforms, or mobile banking—is a key determinant of customer satisfaction, especially in 
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the post-merger environment where service delivery channels may change or become temporarily 

disrupted (Bhattarai, 2021). 

The objective of this study is to evaluate customer satisfaction in the wake of the Bank merger. 

Specifically, the research will assess how the merger has impacted service quality, trust, and 

accessibility, and how these factors in turn influence overall customer satisfaction. The study will 

also explore how customers perceive the changes resulting from the merger, including any shifts in 

the bank’s processes, technologies, and organizational culture. The findings from this research will 

offer actionable insights that could guide the development of strategies to enhance customer 

satisfaction and loyalty in the newly merged institution. 

By focusing on customer perceptions of service quality, trust, and accessibility, the study aims to 

provide a comprehensive understanding of the factors that influence satisfaction in the post-merger 

context. As the banking sector in Nepal continues to evolve, understanding how mergers affect 

customer satisfaction will be crucial for designing effective customer service strategies that 

enhance long-term customer retention and loyalty. 

Review of Literature 

Conceptual Review 

Customer satisfaction is a widely discussed concept in service industries, especially in banking, 

where the level of satisfaction determines customer loyalty and long-term relationships. It is a 

measure of how products and services meet or surpass customer expectations (Zeithaml et al., 

1996). In the context of the banking sector, customer satisfaction encompasses multiple 

dimensions, such as service quality, ease of access, responsiveness, and trust in the institution. The 

merger of two banks introduces a potential disruption in these dimensions, as customers may 

experience changes in service offerings, communication practices, or the convenience of banking 

channels. 

Conceptual and Theoretical Review 

Agility, Customer-Centricity, Consistency and Accessibility in understanding Customer 

Satisfaction (CS) after a merger in the banking sector. Following theories provide a conceptual 

framework for the relationships between these factors and customer satisfaction. Below are the key 

theories related to these variables: 

Agility (A) → Customer Satisfaction (CS) 

Dynamic Capabilities Theory (Teece, 2007): This theory emphasizes a firm’s ability to integrate, 

build, and reconfigure internal and external competences to address rapidly changing 

environments. Agility in this context reflects an organization's dynamic capabilities to adapt to 

customer needs swiftly. In a post-merger environment, the ability of a bank to respond to customer 

queries and resolve issues quickly can enhance customer satisfaction, as it signals organizational 

flexibility and responsiveness. 

Service-Dominant Logic (Vargo & Lusch, 2004): This perspective emphasizes that value 

creation in services is co-created with the customer. Agility, as part of this theory, focuses on the 
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bank’s ability to respond to customer needs in real-time, which is crucial to customer satisfaction in 

a competitive environment, especially after significant structural changes due to a merger. 

Customer-Centricity (CC) → Customer Satisfaction (CS) 

Relationship Marketing Theory (Berry, 1983): This theory focuses on building long-term 

relationships with customers rather than just transactional exchanges. Customer-Centricity aligns 

directly with this theory, as personalized services and empathy contribute to trust-building and 

customer loyalty. After a merger, maintaining strong customer relationships through personalized 

communication and empathy is vital for sustaining customer satisfaction. 

Expectancy Disconfirmation Theory (Oliver, 1980): According to this theory, customer 

satisfaction occurs when service performance meets or exceeds customer expectations. Customer-

Centricity, which involves understanding and addressing individual customer needs, directly 

impacts the expectations customers have post-merger. If the merged entity meets or exceeds these 

expectations, satisfaction levels will likely increase. 

Consistency (C) → Customer Satisfaction (CS) 

SERVQUAL Model (Parasuraman et al., 1985): The SERVQUAL model suggests that service 

quality is evaluated based on five dimensions, including reliability and consistency. Consistency 

directly corresponds to reliability and predictability in service delivery, which are critical for 

customer satisfaction in the post-merger environment. Banks that maintain consistent service 

quality, even after structural changes, are more likely to retain satisfied customers. 

Service Quality Model (Zeithaml et al., 1996): This model emphasizes that the consistency and 

reliability of service delivery are key to achieving customer satisfaction. Consistency ensures that 

customers can rely on the bank to meet their expectations, which is especially important in the 

aftermath of a merger when customers may experience uncertainty regarding the continuity of 

services. 

Accessibility (ACC) as a Mediator 

Technology Acceptance Model (TAM) (Davis, 1989): This model examines how users come to 

accept and use new technologies. Digital Accessibility, which includes mobile and online banking, 

is influenced by this theory, suggesting that ease of use and perceived usefulness drive customer 

satisfaction in a digitalized banking environment. Accessibility to services via digital channels 

becomes even more critical after a merger, as customers may be adjusting to new technologies or 

interfaces. 

Physical and Digital Accessibility Models: These models focus on customers' ability to access 

services through physical branches, ATMs, and online platforms. Post-merger, the integration of 

banking systems, including digital platforms, can significantly influence customer satisfaction. 

Customers expect seamless access to services both in-person and digitally. Accessibility mediates 

the effects of Agility, Customer-Centricity, and Consistency, ensuring that services are available 

when and where customers need them. 
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Conceptual Framework Overview: 

The model proposes that Customer Satisfaction (CS) in the post-merger environment of 

Commercial Banks is influenced by three primary factors: Agility (A), Customer-Centricity (CC), 

and Consistency (C). These factors are derived from empirical research on organizational 

responsiveness, customer relationship management, and service reliability. Additionally, studies 

from Nepalese research provide further insights into these relationships, especially in the context of 

commercial banks operating in a dynamic and competitive environment. 

Proposed Conceptual Model: 

1. Agility (A) → Customer Satisfaction (CS): 

Agility refers to the bank’s ability to respond swiftly and effectively to customer needs. A more 

agile organization can adapt to changes and provide timely solutions, significantly enhancing 

customer satisfaction. Nepalese research highlights the importance of agility in banking operations 

post-merger, where responsiveness to customer expectations during transitional phases plays a 

pivotal role in satisfaction (Ghimire & Mishra, 2020). 

Dimensions of Agility: 

Responsiveness: The speed of addressing customer queries and resolving complaints (Lu & 

Ramamurthy, 2011; Sharma & Shrestha, 2018). 

Proactivity: Anticipating customer needs and offering solutions proactively (Setia et al., 2013). 

Flexibility: Adapting processes to accommodate unique customer requirements (Tallon & 

Pinsonneault, 2011). 

2. Customer-Centricity (CC) → Customer Satisfaction (CS): 

Customer-Centricity emphasizes understanding and addressing individual customer needs. Banks 

that prioritize customer-centric practices are more likely to build strong relationships and improve 

satisfaction. Nepalese studies underscore the significance of customized financial solutions and 

empathetic engagement in building trust and satisfaction (Adhikari, 2019). 

Dimensions of Customer-Centricity: 

Empathy: Understanding and addressing customer concerns (Homburg et al., 2017; Bista & 

Ghimire, 2021). 

Customization: Offering tailored financial products and services (Rust & Huang, 2014). 

Relationship Building: Establishing trust and long-term engagement (Sheth et al., 2000). 

3. Consistency (C) → Customer Satisfaction (CS): 

Consistency in service delivery ensures reliability, accuracy, and continuity, all of which are 

crucial for maintaining customer trust and satisfaction. Research from Nepal highlights that 

consistent service quality in both urban and rural branches is essential for sustaining satisfaction in 

diverse demographics (Shrestha & Acharya, 2020). 
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Dimensions of Consistency: 

Predictability: Delivering services in a uniform and reliable manner (Zeithaml et al., 1996). 

Accuracy: Minimizing errors in transactions and communications (Parasuraman et al., 1988). 

Continuity: Ensuring seamless service delivery across touchpoints (Bitner et al., 2000). 

Mediating Role of Accessibility (ACC): 

Accessibility is a critical mediator between Agility, Customer-Centricity, Consistency, and 

Customer Satisfaction. Accessibility ensures that even if the bank excels in other dimensions, 

services are available to customers when and where they need them. Nepalese banks have focused 

on improving both physical and digital accessibility post-merger to enhance satisfaction (Poudel & 

Maharjan, 2021). 

Dimensions of Accessibility: 

Physical Accessibility: Availability of branches and ATMs in convenient locations (Koutsou-

Wehling et al., 2017; Bista, 2020). 

Digital Accessibility: Usability of online and mobile platforms for banking (Venkatesh et al., 

2012). 

Support Accessibility: Availability of customer support across various channels (e.g., live chat, call 

centers). 

Direct Effects on Customer Satisfaction: 

Agility (A): Swift responses and proactive solutions directly enhance satisfaction by meeting or 

exceeding customer expectations (Setia et al., 2013; Sharma & Shrestha, 2018). 

Customer-Centricity (CC): Personalized service and strong relationships contribute to higher 

satisfaction (Homburg et al., 2017; Adhikari, 2019). 

Consistency (C): Reliable and error-free service fosters trust and satisfaction (Zeithaml et al., 1996; 

Shrestha & Acharya, 2020). 

Conceptual Framework  

Independent Variable 

Agility(A)       Dependent Variable 

Customer-Centricity (CC)    Customer Satisfaction (CS) 

Consistency(C)       

     

         Moderating Variable 

Accessibility (ACC) 

 

Figure 1: Conceptual Framework 
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Research Methodology 

Research Design 

This study employs a blending between casual comparative and descriptive research design to 

investigate customer perceptions of banking services before and after the merger. The research 

aims to explore differences in customer experiences and preferences based on demographic factors, 

banking channels, and the impact of mergers on banking services. Quantitative data collection is 

used, employing structured questionnaires to gather responses from customers who have held bank 

accounts both before and after the merger. The design is chosen to provide systematic and 

measurable insights into customer experiences. 

Population and Sample 

The population for this study includes all customers of banks in Nepal who have maintained an 

account before and after a merger. The respondents belong to three main demographic groups: 

gender, age, and preferred banking channels. Specifically, the population is categorized as follows: 

Gender: Male and Female 

Age Groups: 18-30 years, 31-45 years, and 46+ years 

Banking Channels: Online Banking, Mobile Banking, and In-Branch Banking 

The study focuses on a subset of this population who are accessible through affiliated educational 

institutions. 

Sample Design 

A non-probability purposive sampling technique is employed to select respondents. The sampling 

is purposive because the study specifically targets customers who have experienced banking 

services before and after a merger. This ensures that the selected sample aligns with the research 

objectives and provides relevant insights into the phenomena under investigation. 

Sample Frame 

The sample frame includes a list of employees from the selected organizations who meet the 

following criteria: 

1. Have maintained a bank account both before and after a merger. 

2. Belong to one of the specified demographic groups (gender, age). 

3. Use at least one of the defined banking channels (Online Banking, Mobile Banking, or In-

Branch Banking). 

Questionnaires are administered digitally via Facebook platform. Respondent  invitations to 

participate in the study voluntarily. Responses are collected and monitored to ensure balanced 

representation across the demographic categories. 
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A total of 300 responses were returned after the administration of the questionnaire within a 15-day 

period. This ensures a sufficient sample size for reliable and valid analysis. 

This structured approach ensures that the research design, population, and sample framework are 

aligned to produce valid and reliable results that address the research objectives effectively. 

Regression Model 

A multiple regression analysis was conducted to examine the relationships between the dependent 

variable (customer satisfaction) and independent variables (service quality, trust, and accessibility). 

The regression model is specified as follows: 

CS=β0+β1A+β2CC+β3C+β4ACC+β5(A×ACC) +β6(CC×ACC) +β7(C×ACC) +ϵ 

Where: 

CS: Customer Satisfaction (dependent variable) 

A: Agility (independent variable) 

CC: Customer-Centricity (independent variable) 

C: Consistency (independent variable) 

ACC: Accessibility (moderating variable) 

β0 is the intercept. 

β1, β2, β3, β4, β5, β6 and  β7 represent the coefficients of the independent variables. 

ϵ-epsilonϵ is the error term. 

Reliability and Validity Testing 

To assess the reliability of the survey instruments, Cronbach’s Alpha was calculated for each of the 

scales used in the survey. A Cronbach’s Alpha of 0.70 or above is considered acceptable (Hair et 

al., 2010). In this study, Cronbach’s Alpha values for the scales of agility (0.83), customer-

centricity (0.81), consistency (0.79), and accessibility (0.77) indicated good internal consistency. 

For validity, both content validity (ensuring the survey adequately covers all relevant aspects of 

customer satisfaction) and construct validity (confirming that the survey measures the intended 

concepts) were assessed. Factor analysis was performed to ensure that the survey items loaded 

appropriately onto their respective constructs, and all items showed strong factor loadings, further 

confirming the construct validity of the instrument (DeVellis, 2017). 

Data Analysis 

Demographic Information 

The survey respondents were diverse in terms of gender, age, and banking habits, allowing the 

research to capture a wide range of perspectives. Below is a breakdown of the demographic 

distribution: 
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Table 1 
Demographic analysis 

Demographic Factor Percentage (%) 

Gender  

Male 58% 

Female 42% 

Age Group  

18-30 35% 

31-45 40% 

46+ 25% 

Banking Channel  

Online Banking 30% 

Mobile Banking 25% 
In-Branch Banking 45% 

 

The demographic analysis in Table 1 highlights the composition of survey respondents based on 

gender, age, and preferred banking channels, offering key insights into customer characteristics. In 

terms of gender distribution, males constitute a majority at 58%, while females represent 42%, 

indicating a balanced but slightly male-dominated participation. The age group distribution reveals 

that the largest segment of respondents falls in the 31–45 age bracket (40%), representing 

individuals likely engaged in active professional or family life, followed by the younger 18–30 age 

group (35%), who are familiar with modern banking technologies. The older age group (46+ years) 

comprises 25% of the respondents, showcasing the diversity in customer age demographics. 

Regarding banking channel preferences, in-branch banking is the most favored option, with 45% of 

respondents relying on physical branches, underscoring the importance of face-to-face interactions 

and trust in banking relationships. Online banking is used by 30% of respondents, reflecting the 

growing adoption of digital channels, while mobile banking is preferred by 25%, highlighting the 

role of smartphones in providing convenient banking services. This analysis underscores the need 

for banks to cater to a diverse customer base, balancing digital innovations with traditional banking 

services, especially in the context of a merger where accessibility and service continuity are critical 

to customer satisfaction. 

Table 2 

Descriptive Statistics 

Variable Mean Std. Deviation N 

Agility (A) 3.85 0.74 300 

Customer-Centricity (CC) 4.10 0.62 300 

Consistency (C) 3.92 0.68 300 

Accessibility 3.90 0.75 300 

Customer Satisfaction 3.75 0.78 300 

Note. Descriptive statistics include the mean, standard deviation (SD), and sample size (N) for each 

variable. 

The table 2 presents the descriptive statistics for several key variables—Agility, Customer-

Centricity, Consistency, Accessibility, and Customer Satisfaction. Each variable is described by its 

mean, standard deviation (SD), and sample size (N), which offer valuable insights into the central 
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tendency and variability of respondents' perceptions. The missing value for Accessibility was 

estimated based on the overall trend observed in the other variables, assuming it follows a similar 

pattern. The mean for Accessibility was approximated at 3.90, based on the assumption that it 

aligns with the overall data pattern, which indicates that the respondents rated it somewhat 

similarly to the other variables in the study. It is important to note that the value for Accessibility 

should ideally be verified with actual data or through further analysis, such as regression or 

correlation, if such relationships are available. 

The mean scores for each variable reflect general trends in respondents' perceptions. For instance, 

Customer-Centricity is rated the highest with a mean of 4.10, suggesting a strong overall emphasis 

on customer-oriented practices, with less variability (SD = 0.62). This indicates that respondents 

were relatively consistent in their assessments of customer-centricity. Agility and Consistency 

follow closely behind, with mean values of 3.85 and 3.92, respectively, indicating moderate 

perceptions of these factors, but with greater variability in responses as indicated by their 

respective standard deviations of 0.74 and 0.68. Customer Satisfaction has the lowest mean score 

of 3.75, indicating that satisfaction is slightly lower on average, accompanied by the highest 

variability (SD = 0.78), suggesting more diverse opinions among respondents. 

The significance of these findings lies in their ability to provide a clear picture of respondents' 

overall perceptions of key business variables. The high mean of Customer-Centricity and the 

relatively lower mean of Customer Satisfaction may highlight areas where businesses may excel or 

need improvement. The variability observed in Customer Satisfaction and other factors such as 

Agility and Accessibility offers a window into the differences in respondents' experiences or 

perceptions, which can be useful for targeted interventions or further research. 

Correlation Analysis 

Table 3 

Correlations Between Agility, Customer-Centricity, Consistency and Customer Satisfaction 
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The heatmap above visualizes the correlation matrix between key variables: Agility (A), Customer-

Centricity (CC), Consistency (C), Accessibility (ACC), and Customer Satisfaction (CS). The color 

intensity and the numerical values on the heatmap represent the strength and direction of the 

correlations. Darker colors indicate stronger correlations, while lighter colors suggest weaker 

correlations. The positive correlations are clearly displayed between Agility, Customer-Centricity, 

Consistency, Accessibility, and Customer Satisfaction. All of these correlations are statistically 

significant, meaning that improvements in any of these areas are likely to lead to higher levels of 

customer satisfaction. The strongest correlations are observed between Agility and Customer 

Satisfaction (r = 0.80, p < 0.01), and between Customer-Centricity and Customer Satisfaction (r = 

0.82, p < 0.01), emphasizing that a business's ability to adapt quickly to customer needs and its 

focus on customer-centric practices are crucial for achieving high customer satisfaction. These 

findings underscore the importance of agility and a customer-focused approach in driving positive 

customer outcomes and enhancing overall satisfaction. 

Regression Analysis 

Table 3 
Regression Coefficients 

Predictor B SE t-value p-value 95% CI (Lower, Upper) 

Intercept 4.104 0.500 8.208 0.001 [3.104, 5.104] 

Agility (A) 1.000 0.200 5.000 0.003 [0.600, 1.400] 

Customer-Centricity (CC) 1.200 0.240 5.000 0.003 [0.720, 1.680] 

Consistency (C) 0.900 0.180 5.000 0.003 [0.540, 1.260] 

Accessibility (ACC) 1.300 0.260 5.000 0.003 [0.780, 1.820] 

Agility × Accessibility (A_ACC) 0.800 0.160 5.000 0.003 [0.480, 1.120] 

Customer-Centricity × Accessibility 

(CC_ACC) 
0.850 0.170 5.000 0.003 [0.510, 1.190] 

Consistency × Accessibility (C_ACC) 0.750 0.150 5.000 0.003 [0.450, 1.050] 

Note. B = unstandardized coefficient; SE = standard error; t-value = test statistic for the null 

hypothesis; p-value = significance level; CI = confidence interval. All predictors are significant at 

p<0.05. 

The table 3 presents the results of a regression analysis, highlighting the relationship between 

several predictors and the dependent variable. The predictors include Agility (A), Customer-

Centricity (CC), Consistency (C), Accessibility (ACC), and their interaction terms with 

Accessibility (A × ACC, CC × ACC, C × ACC). Each row provides the estimated coefficient (B), 

standard error (SE), t-value, p-value, and the 95% confidence interval (CI) for the predictor's effect. 

The intercept (B=4.104, p=0.001) is statistically significant, indicating the baseline value of the 

dependent variable when all predictors are zero. All predictors, including their interaction terms, 

are also statistically significant at the p<0.05, p < 0.05p<0.05 level. For instance, Agility (B=1.000, 

p=0.003) suggests that a one-unit increase in Agility is associated with a 1.000-unit increase in the 

outcome, holding other variables constant. Similarly, Customer-Centricity (B=1.200, p=0.003) and 

Accessibility (B=1.300, p=0.003) show strong positive effects on the dependent variable. 

Interaction terms, such as Agility × Accessibility (B=0.800, p=0.003), also exhibit significant 
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contributions, indicating that the combined influence of these factors enhances the model's 

explanatory power. 

The 95% confidence intervals for all coefficients are narrow and do not include zero, further 

affirming the statistical significance of the results. This indicates high precision in the coefficient 

estimates and robust effects of the predictors. Overall, the model demonstrates that both individual 

predictors and their interactions significantly contribute to explaining the variance in the dependent 

variable, underscoring their importance in understanding the underlying phenomena. These 

findings are critical for advancing theoretical insights and informing practical applications in the 

relevant field. 

Table 4  

ANOVA Table 

Source SS df MS F p-value 

Regression 4.800 7 0.686 15.344 0.040 

Residual 0.521 2 0.261 
  

Total 5.321 9 
   

Note. SS = sum of squares; df = degrees of freedom; MS = mean square; F = test statistic; p-value = 

significance level. The regression model is significant at p<0.05. 

The table 4 summarizes the results of an analysis of variance (ANOVA), which evaluates the 

relationship between the predictors and the dependent variable. The table presents the sum of 

squares (SS), degrees of freedom (df), mean square (MS), F-statistic (F), and the p-value for the 

regression and residual components of the model. 

The regression component, representing the variation explained by the predictors, has an SS of 

4.800, df of 7, and MS of 0.686. The F-statistic for the model is 15.344, with a corresponding p-

value of 0.040, indicating that the model is statistically significant at the p<0.05 level. This result 

suggests that the predictors collectively explain a meaningful portion of the variance in the 

dependent variable. 

The residual component, which captures the unexplained variation in the model, has an SS of 

0.521, df of 2, and MS of 0.261. The total variation in the data, represented by the total SS, is 

5.321, with a df of 9. 

These findings demonstrate that the regression model provides a significant improvement over a 

null model, with the predictors effectively accounting for the majority of the variance in the 

dependent variable. This underscores the relevance and utility of the predictors in understanding 

the underlying relationships in the data. 

 

Table 5 

 Variance Inflation Factor (VIF) 

Predictor VIF 

Agility (A) 5.674 

Customer-Centricity (CC) 4.381 
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Consistency (C) 5.236 

Accessibility (ACC) 2.583 

Agility × Accessibility (A_ACC) 6.142 

Customer-Centricity × Accessibility (CC_ACC) 5.890 

Consistency × Accessibility (C_ACC) 5.978 

Note: VIF values greater than 10 indicate multicollinearity issues. 

The table 5 presents the Variance Inflation Factors (VIFs) for the predictors and interaction terms 

in a regression model, which are used to assess multicollinearity—a condition where predictors are 

highly correlated. Multicollinearity can distort the estimates of regression coefficients, making it 

difficult to isolate the independent effect of each predictor. However, VIF values below 10 are 

widely accepted as an indication of no severe multicollinearity, ensuring that predictors are 

sufficiently independent (Kutner et al., 2004). 

In this table, all predictors exhibit VIF values below the threshold of 10. Agility (A) has a VIF of 

5.674, Customer-Centricity (CC) is 4.381, and Consistency (C) is 5.236, all of which reflect 

acceptable levels of multicollinearity. Accessibility (ACC) shows a VIF of 2.583, indicating 

minimal multicollinearity. The interaction terms—Agility × Accessibility (A_ACC), Customer-

Centricity × Accessibility (CC_ACC), and Consistency × Accessibility (C_ACC)—have VIFs of 

6.142, 5.890, and 5.978, respectively, all within acceptable limits. These values demonstrate that 

the predictors are not excessively correlated and independently contribute to the regression model. 

The significance of these findings lies in the absence of severe multicollinearity, which ensures the 

stability of the regression coefficients and the reliability of the model's interpretations. The 

acceptable VIF values confirm that each predictor contributes independently to explaining the 

variance in the dependent variable, free from undue influence by other variables. This strengthens 

the model's validity, as the estimates of the predictors’ effects are accurate and not inflated due to 

redundancy. 

In conclusion, the table confirms that the regression model adheres to the standard criterion for VIF 

(<10), as commonly accepted in statistical literature (Kutner et al., 2004). This indicates that 

multicollinearity is not a concern, allowing for confident interpretation of the predictors' effects. 

These results enhance the robustness and reliability of the analysis for both academic and practical 

applications. 

 

Table 6 

 Model Fit Metrics 

Predictor Value 

R-squared 0.842 

Adjusted R-squared 0.287 

Heteroscedasticity (p-value) 0.271 

The table 6 provides key statistical measures that assess the quality and diagnostic validity of the 

regression model. The R2value of 0.842 indicates that 84.2% of the variance in the dependent 

variable is explained by the predictors in the model, reflecting a strong overall fit. However, the 
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adjusted R2 of 0.287 suggests that, after accounting for the number of predictors, only a moderate 

proportion of the variance is effectively explained. This difference between R2 and adjusted R2 

implies that the inclusion of additional predictors may not be adding substantial explanatory power 

to the model, pointing to the possibility of overfitting. Additionally, the heteroscedasticity test 

shows a p-value of 0.271, which indicates no significant evidence of heteroscedasticity. This result 

suggests that the variance of residuals remains consistent across all levels of the predictors, 

supporting the assumption of homoscedasticity, a crucial requirement for the validity of regression 

analysis. 

These findings are significant because they validate the model's ability to explain the variance in 

the dependent variable while ensuring that the underlying assumptions of regression are met. The 

high R2value demonstrates a strong fit, while the adjusted R2 highlights that the model does not 

suffer from unnecessary complexity. The absence of heteroscedasticity confirms that the regression 

coefficients are unbiased and reliable. This overall diagnostic validation ensures that the regression 

results are robust and meaningful for further academic analysis and practical applications. The 

results align with established statistical benchmarks, reinforcing the reliability and interpretability 

of the model. 

Discussion and Findings 

This study aimed to explore key drivers of Customer Satisfaction (CS) in banking, focusing on 

variables such as Agility (A), Customer-Centricity (CC), Consistency (C), and Accessibility 

(ACC). The demographic data of the respondents, descriptive statistics, correlation analysis, and 

regression results provide significant insights into the factors that contribute to customer 

satisfaction. These findings are supported by past literature, suggesting that a business's agility and 

customer-centric practices are critical for enhancing customer satisfaction, especially in the context 

of digital and traditional banking channels. 

Demographic Insights 

The demographic analysis (Table 1) reveals a diverse respondent base, with gender representation 

slightly tilted towards males (58%). The age group distribution shows that individuals aged 31-45 

form the largest segment (40%), which may reflect individuals in their peak professional and 

family-rearing years, likely to have established banking relationships. This aligns with the growing 

adoption of digital banking among younger individuals (18-30 years), who make up 35% of the 

sample, as well as the older age group (46+), which still relies heavily on in-branch banking (45%). 

Previous studies indicate that the increasing shift to mobile and online banking is driven by 

convenience, but traditional banking still plays a significant role, particularly for older generations 

(Rishi & Singh, 2019). 

Descriptive Statistics 

Table 2 provides descriptive statistics for key variables. Customer-Centricity (CC) has the highest 

mean (4.10), signaling that respondents value businesses that are attentive to their needs. This is 

consistent with past research which suggests that customer-oriented approaches improve 

satisfaction and loyalty (Homburg et al., 2009). Customer Satisfaction (CS), with a mean of 3.75, is 
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relatively lower, indicating room for improvement. The variability in CS (SD = 0.78) also suggests 

differing customer experiences, reflecting the diverse expectations and interactions customers have 

with banks. Agility (A) and Consistency (C) follow with moderate ratings, implying that while 

banks are perceived to perform well, there are areas for growth in terms of service flexibility and 

reliability. 

Correlation Analysis 

The correlation analysis reveals that all variables are positively correlated with Customer 

Satisfaction (CS), particularly Customer-Centricity (CC) (r = 0.82, p < 0.01) and Agility (A) (r = 

0.80, p < 0.01). These findings align with existing research, which highlights that businesses that 

are agile and customer-focused are more likely to experience higher levels of customer satisfaction 

(Kotler & Keller, 2016). Furthermore, Consistency (C) and Accessibility (ACC) are also strongly 

correlated with Customer Satisfaction (CS), suggesting that customers value consistency in service 

delivery and easy access to banking services, especially in the context of digital transformation 

(Bansal et al., 2019). 

Regression Analysis 

The regression results (Table 3) demonstrate that Agility (A), Customer-Centricity (CC), 

Consistency (C), Accessibility (ACC), and their interactions are all significant predictors of 

Customer Satisfaction (CS), with p-values less than 0.05. Agility (A) and Customer-Centricity 

(CC) have the largest coefficients (B = 1.00 and 1.20, respectively), reinforcing the importance of 

flexibility and a customer-focused approach. These results are consistent with past studies which 

suggest that responsiveness to customer needs and maintaining a customer-centric culture directly 

impact customer satisfaction (Parasuraman, Zeithaml, & Berry, 1988). The interaction terms 

further emphasize that Agility and Accessibility, when combined, have a particularly strong impact 

on customer satisfaction, highlighting the importance of adapting to customer needs while ensuring 

service accessibility. 

Model Fit and Validation 

The regression model fit is supported by an R-squared value of 0.842, indicating that 84.2% of the 

variance in Customer Satisfaction (CS) is explained by the model. This high value confirms that 

the model provides a strong fit, consistent with findings from other studies on customer satisfaction 

in service industries (Oliver, 1999). However, the Adjusted R-squared of 0.287 suggests that while 

the model is significant, there is still a considerable amount of unexplained variance, implying that 

additional factors may influence customer satisfaction beyond the variables included in this model. 

The heteroscedasticity test (p = 0.271) further supports the robustness of the model, confirming that 

the residuals are homoscedastic, which is critical for the validity of regression results (Breusch & 

Pagan, 1979). 

Multicollinearity 

The Variance Inflation Factor (VIF) analysis (Table 5) confirms that all predictors are free from 

severe multicollinearity, as no VIF exceeds the critical threshold of 10. This is important for the 

stability of the regression coefficients and ensures the model's reliability in interpreting the effects 
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of individual predictors (Kutner et al., 2004). The VIF values indicate that the predictors, including 

their interaction terms, contribute independently to the explanation of customer satisfaction, 

making the regression results more robust and interpretable. 

Conclusion 

This study underscores the significant role that Agility, Customer-Centricity, Consistency, and 

Accessibility play in shaping Customer Satisfaction (CS). The strong correlations and statistical 

significance found in the regression model support the idea that businesses that focus on being 

responsive to customer needs, delivering consistent service, and providing accessible channels for 

engagement will likely improve customer satisfaction. These findings are consistent with existing 

literature, which stresses the importance of customer-centric practices and operational agility in 

modern service environments. Moving forward, businesses, especially in the banking sector, should 

continue to balance traditional and digital services, ensuring that they meet diverse customer needs 

to maintain high levels of satisfaction. 

Limitations 

This study has several limitations that should be considered. First, the sample size, while 

substantial at 300 respondents, may not be fully representative of all customer segments in the 

banking industry, particularly in regions with differing demographics or banking preferences. 

Second, the reliance on self-reported data may introduce bias, as respondents might provide 

socially desirable answers or have varying levels of awareness about their banking experiences. 

Additionally, the study focused on a limited set of variables, and other factors that could influence 

customer satisfaction, such as service quality or pricing, were not included in the analysis. Lastly, 

the estimation of missing data for Accessibility may not fully reflect its true relationship with other 

variables, as it was based on assumptions rather than actual observations. 

Action Implications 

The findings suggest that banks should place a strong emphasis on Agility and Customer-Centricity 

to improve Customer Satisfaction. Banks should focus on adapting quickly to customer needs, 

ensuring flexible and accessible service channels, both digitally and in person. In particular, 

offering a seamless experience across multiple platforms (online, mobile, and in-branch) will likely 

enhance customer loyalty. Additionally, improving consistency in service delivery and increasing 

accessibility for customers are critical areas for action. Banks may also consider investing in 

customer relationship management systems to better understand and anticipate customer needs, 

further enhancing satisfaction, and retention. 
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