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ABSTRACT: In 21
st
 century banking has become entirely customer bound & technology bound due to up surging 

competition, mounting customer expectations & declining profit margins, banks have been upgrading technology to cut 

cost & improve proficiency, yield & customer satisfaction.  . It is pertinent that service sector plays a pioneer role in the 

fiscal development of every nation. So, it becomes imperative to cater prime services to the customers as service quality 

is closely related to satisfaction level of customers. To measure this service quality concept a SERVQUAL model was 

developed by Zeithamal, Parasuraman and Berry. Under this SERVQUAL model, five dimensions have been proposed: 

reliability, assurance, tangibility, empathy and responsiveness, wherein 22-items are used to measure expectations and 

perceptions of customers. These five pragmatic dimensions are very constructive in measuring customer satisfaction. So, 

the present review paper discusses the inter-relationship between service quality of plastic cards and customer 

satisfaction. In this regard, numerous research studies have been examined, in context of service quality and customer 

satisfaction in plastic cards. By reviewing the available literature, it is witnessed that service quality of plastic cards 

leads to customer satisfaction. The Present study provides a scope of future research in context of service quality of 

plastic cards in banking and customer satisfaction. 
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INTRODUCTION: 

The Plastic cards have started gaining momentum due to the wide publicity given to them. Nowadays, the 

customers feel that acquiring a credit card is an easy way of getting unsecured credit. What the customers 

must know and bankers are obliged to make the customers know of their service. In today’s time it is almost 

impossible to imagine modern bank operations, business dealings and other e-payments without making use of 

plastic cards. Due to this reason, Plastic cards have earned the deserved acknowledgment all over the globe 

due to their trustworthiness, universality and accessibility.  

 As service quality is based on the customers’ perception and it is aftereffect of the services rendered to them. 

Thereupon, it is an outcome of assessment of what the customer expected prior to the service and what he 

perceived after receiving the services. Customers evaluate the services by making a comparison of the service 

they actually receive (perceptions) with the services they want (expectations). A good reputation can be 

attained by the company for quality services only if the company has been constantly able to meet the 

customers’ expectations for the service. 

In today’s competitive banking environment it is essential for the success and survival of a bank to deliver 

quality service to the customers (Samli and Frohlich, 1992). Not only this but good quality services improve 

retention rates of customers, advertising draws new customers through word of mouth publicity, boosts 

production and eventually results in high market share. The core value addition for a service (service quality) 

is dependent upon the performance of the service provider. Generally, a customer’s service quality perception 

is influenced by various petty components, which can be any tangible characteristic or the personal or 

professional behaviour of the service provider. 

MeasuringService Quality of plastic cards in bankingby SERVQUAL 

Reliability: Capability of the Bankingstaff to perform their service accurately and in promised time. 
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Assurance: Knowledge and courtesy of the bankingstaff and their capability to build trust and confidence in 

the customers towards plastic cards. 

Tangibility: Physical facilities, apparatus, communication tools and Location of banking institution which 

have an impact on the customers. 

Empathy: The personal care and customized attention givenby the banking staff to each customer. 

Responsiveness: Willingness of the bankingstaff to help customers, cater prompt service and a commitment 

to work in the best interest of customers. 

Service Quality of Plastic cards in banking sector: Among the entire service sector, banking sector has 

direct relation with society. It plays an important role in the socio-economic growth of the country.  No 

country can achieve sustainable growth without sustainable investment in capital. Today plastic cards have 

become the primary determinant of standard of living, employment status, economic and industrial 

development. Indian banking sector has been presented a challenge by these reforms, to move ahead with the 

pace of new technology. Indian Economy cannot be a healthy economy without a sound and effective banking 

system. The banking system of India doesn’t only need to be hassle free but it should also be able to meet new 

challenges posed by the technology and all other external and internal factors., it is very necessary for the 

banks to offer those services or products which take into consideration the customers’ needs, preferences, 

perceptions and convenience. The banks’ services are not just limited to their particular branch customers 

only. Customer is now being treated as a wholesome customer of banks, which results in customers, now 

being capable of enjoying the banking facilities anywhere and anytime (Kamesam, 2003). Perception 

regarding service quality enables an aspect to understand customers’ needs. Affirmative and negative remarks 

of the customers are helpful in identifying the required needs to satisfy customers. 

 
Figure 1. 

MeasuringServiceQualityusing SERVQUAL 

Source- Fong Tat Kee et.al. (2009) 
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Customer Satisfaction:In today’s time the whole market revolves around the consumer. So it will not be 

inappropriate to state that marketing is nothing but delighting a consumer, customer or user to achieve a profit. 

In such a condition, knowing and understanding consumers’ perception is of vital importance. Customer 

satisfaction is a key concept in marketing, as a firm cannot retain its customers unless it has highly satisfied 

customers. So, all services and facilities are offered to satisfy them. Unsatisfied customers with the service can 

opt for other alternates and spread negative publicity by word- of- mouth..Customers’ opinions are now 

sought by banks through a satisfaction feedback form. 

 

METHODOLOGY:Exploratoryresearch design has been used for the present study. Various research studies 

conducted nationally and internationally have been reviewed. This is a review of studies published during the 

period of 2005- 2015. 

 

OBJECTIVE: Present review paper discusses the relationship between service quality of plastic cards and 

customer satisfaction in banking sector. 

 

THEORITICAL FRAMEWORK AND PROPOSITION 

Defining and measuring quality in services might be difficult due to the intangible nature of the service 

offering. Many of the researches on service quality have been carried out within the framework of widely 

accepted service quality model (SERVQUAL instrument) developed by extensive research by Parasuramanet. 

al. (1985, 1988, and 1991). Since then, many researchers have used this 22-item scale to study service quality 

in different sectors of the services industry including financial institutions (Gounariset. al. 2003; Arasliet. al. 

2005). 

Service Quality of plastic cards in banking Sector and Customer Satisfaction Relationship 

Kamilia Bahia and Jacques Nantel, (2000) conducted a research in which the perceived service quality of 

banking was measured with the help of a new developed scale. The proposed scale was a valid and reliable 

tool from all the aspects. The Banking Service Quality (BSQ) was developed and it consisted of 31 items 

under six heads: effectiveness and assurance, access, price, tangibles, service portfolio and reliability.  

Karin Newman, (2001) assessed a case study of a chief UK bank between 1993 and 1997 in execution of 

SERVQUAL in the country.  The study also highlighted the flaws of SERVQUAL as an analytical tool and 

the practical complications involved in the execution. 

Minjoon Jun and ShaohanCai, (2001) studied the issues related with quality of internet banking services and 

evaluated the customer narrative of crucial events in internet banking. The study also identified 3 categories 

online system quality, banking service product quality and customer service quality comprising of all 17 

dimensions of internet banking service quality. Customers’ remarks on their banking experiences were 

examined by comprehensively detecting the main quality features of the internet banking service. 

Anthony T. Allred, (2001) conducted surveys to credit unions and bank employees to receive managers 

feedback on the service quality. The results of the study suggested that it cannot be stated that credit union 

employees score better than the bank employees. High score of bank employees was an unexpected outcome 

of the study.   

Jennifer Thornton and Lesley White (2001) examined the survey of 801 financial customers with respect to 

their attitudes and usage of financial distribution channels. Customers specified their orientation to user-

friendliness, amenity, know-how, PCs, change, information about methods of retrieving money and self-

assurance in adopting electronic banking. The result of the study disclosed that financial institutions should 

emphasize on the delivery system of services through the channel of branches and importance should be given 

to individualized attention of customers by the employees. 

Faye X. Zhu (2002) examined how the service quality in the consumer-banking service gets affected by the 

information technology (IT).  The study projected a service quality model with regard to customer satisfaction 

and perceived service quality that connects perceived IT-based service choices to conventional service aspects 
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which is measured by SERVQUAL. The results found that the interpretation of IT-based services are decided 

by their priorities and experiences in consuming IT-based services and perceived IT policies. 

R.N. Anantharaman (2002) adopted a different methodology and considered customer satisfaction as a multi-

dimensional concept just like service quality and investigated the inter-relationship between service quality 

and customer satisfaction. The results of the study depicted that although these two concepts are autonomous 

but still changes in one contributes to changes in another showing a close link between service quality and 

customer satisfaction. 

Jessica Santos, (2003) discussed the gestation and active extents of e-service quality for rising interest rates, 

cohesion and customer retention rates.  Factors like convenience, linkage, appearance, structure and content 

come under the gestation dimension whereas effectiveness, reliability, security, inducements and support fall 

under the active extent.  Also, the study concluded that a company can gain long run benefits if they provide 

e-service of high quality to their customers. 

SalihTuranKatircioglu, (2005) exposed that in forecasting customer satisfaction in  Greek Cypriot bank, the 

descriptive factors were empathy ,reliability, responsiveness and tangibility. Overall customer satisfaction was 

highly affected by the reliability. 

Mohammed Al-Hawari Tony Ward (2006) conducted a study in Australia to understand the inter- relationship 

of customer perception of service quality and financial performance of bank with respect to online banking 

environment. The study disclosed that financial performance is directly and proportionally related with the 

customer satisfaction. 

Marla Royne Stafford (2006) observed that different components of service quality are perceived in a different 

way by various demographic divisions. Hence, banks must rank customer segments, as knowledge and 

understanding of several extents of service quality and their relative position is of substantial importance. 

UgurYavas et al. (2007) studied customer satisfaction, commitment and complaint behaviour in Turkey and 

assessed how these get affected by the service quality. The study concluded that success of any bank’s service 

quality programme can be attained only by creating and retaining satisfied customers. Customer- contact 

personnel play a very vital role in achieving these goals. 

IzahMohdTahirand Nor Mazlina Abu Bakar (2007) evaluated the level of service quality of commercial banks 

in Malaysia from the customers’ viewpoint. Further, the gap between the perceptions and expectations of the 

customer was examined. The findings of the study indicated that the commercial banks overall service quality 

was less than the customers’ expectations. 

PoojaMengi(2009)conducted the study with the aim to evaluate and determine the gap ofservice quality of 

public and private banks of Jammu. The study made use of SERVQUAL (service quality) and SERVPERF 

(service performance) to recognize and understand the effect of different dimensions on customer satisfaction. 

The study revealed that the service quality of public banks is better than the private banks. Thus customer 

satisfaction rate is more in public sector banks as compared to private sector banks with regard to service 

quality. 

Carmel Herington and Scott Weaven (2009) appraised the e-service (E-Servqual) quality of financial services 

in the online banking in Australia. The study took 4 dimensions in consideration namely efficiency, site 

organisation, personal needs and user- friendliness as the finest representative of assessment of e-service 

quality. The results of the study revealed that customer satisfaction gets positively and significantly impacted 

by personal needs, user-friendliness and site organisation. 

S Arun Kumar et al. (2010) examined the service quality dimensions in retail banking for private banks in 

India. The results indicatedthat responsiveness and reliability of service quality dimensions define customer 

satisfaction. The assurance, empathy and tangible traits were found insignificant. 

Vincent Charles et al. (2010) aimed at finding the difference between the service quality of conventional and 

Islamic banks with respect to common crucial factors by reassessing the SERVQUAL model. The results of 

the studies found that there is not much difference between conventional and Islamic banks customers’ 
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expectations on competence and convenience, although the customers’ perceptions on tangibility and 

convenience of these two banks revealedvery substantial variance. 

AnamIqbal et al. (2011) examined the variances in service quality satisfaction level of consumers and studied 

how it can affect the behavioral intentions of consumers. Regression analysis was used to exhibit the 

correlation between multidimensional service quality and one-dimensional consumer satisfaction. Further, 

prominence of service quality traits for behavioral intentions (satisfaction, feelings) was validated by the 

results of the study for customers of conventional banks and Islamic banks. 

Wang, Chia Nan et al. (2014) undertook a study for evaluating the satisfaction level of consumers dealing in 

Vietnamese bank branches.   SERVQUAL   model‘s 5 main variables and their impact on consumer 

satisfaction was assessed in context of banking services.  The results of the study found that customer 

satisfaction and reliability and tangibility are positively related factor, however customer dissatisfaction is 

mainly the result of responsiveness. 

RahmathSafeena et al.(2015) observed the strong and direct relationship of  key elements in adoption process 

of on-line banking. Consumer awareness, perceived usefulness, perceived risk and perceived ease of use came 

out as the vital determining factors in online banking. The study analyzed that ease of use and consumer 

awareness are the significant factors in the adoption of online banking method.  

Proposition: Service Quality of plastic cards leads to customer satisfaction. 

 

CONCLUSION AND DISCUSSION: Service quality is gaining increased attention now-a-days. In modern 

era of banking, it is imperative to proffer high quality services to customers to retain them in the business. 

Almost all studies have used SERQUAL technique either implicitly or explicitly. After reviewing the 

available literature, mixed results have been found about the relationships between service quality of plastic 

cards in banking and customer satisfaction. After reviewing the available literature, it has been concluded that 

service quality of plastic cards leads to customers’ satisfaction. Customers’ perceptions are directly related to 

the quality of banking services. In some studies, a gap has been found between customers’ perceptions and 

expectations. Not only this but a few studies have given emphasis to responsiveness. At the same time, a small 

number of studies have given results of no impact of satisfaction towards responsiveness. Further, findings of 

some studies revealed that customers are not satisfied with the service quality of plastic cards. Also, in some 

of the studies, several dimensions of service quality are considered as above average and some are considered 

as below the average. After appraising the literature, research gap has been identified, this explored that many 

researches are available on service quality of credit cards. But, very limited studies have been conducted on 

the service quality of debit cards. There is need to explore the concept of quality of banking services in 

context of debit cards. In nutshell, it may be stated that without providing decent quality of plastic cards 

services, it will be challenging for the banking institutions to achieve customers’ satisfaction. 

 

MANAGERIAL IMPLICATIONS: The current findings of the study may be used by the managers as 

guidelines while executing service quality concept to attain customer satisfaction. The study proposes that five 

dimensions of SERVQUAL play a vital role in achieving the desired level of customer satisfaction. 

 

LIMITATIONS AND FUTURE RESEARCH: This paper takes into account the relationship between 

service quality of plastic cards and customer satisfaction. Service quality and customer satisfaction has been 

measured from the viewpoint of customers only but further research can be done by taking into account a 

mechanism for the measurement of service quality and customer satisfaction from the viewpoint of service 

providers or top administrators’ perspective. 

 

Note 

1. The detailed literature review on service quality models can be found in Seth et al. (2005). 
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