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ABSTRACT 
Customer Relationship Management (CRM) is emerging as a core marketing activity for business operating in fiercely competitive environment. India is being 

considered as the country having one of the largest customer data base. It is one of the fastest developing countries, given this fact organizations are focusing on 

developing an effective strategy to retain and enhance their customer base i.e. by developing a sound Customer Satisfaction strategy and generating more 

Customer Loyalty. Banking and Insurance sector are now understanding the importance of Customer Satisfaction and Loyalty, they are functioning with a more 

customer centric approach. The aim of this study is to analyze and compare the level of Customer Satisfaction and Customer Loyalty in selected banks and 

insurance companies of India, identify the benefits, the problems, as well as the success and failure factors and develop a better understanding of CRM. For 

conducting the study a self designed standard questionnaire was used from over 500 customers from both the sectors. Further mean, was calculated to measure 

the level of significance of Customer Satisfaction and Customer Loyalty in both sectors. Also, T test was applied on the data collected to measure the difference in 

the level of Customer satisfaction and Customer Loyalty in Banking and Insurance Sectors, which resulted that, there is a significant difference in the level of 

Customer Satisfaction and Customer Loyalty between Banking and Insurance Sectors. There is a paradigm shift in customer’s behaviour pattern; hence 

organizations should focus on developing long lasting relationships by catering customers’ needs.        

 

KEYWORDS 
Customer Loyalty, Customer Relationship Management, Customer Satisfaction.  

 

1. INTRODUCTION 
he concept of relationship marketing was formally introduced in early 90s when financial services, airlines and other service institutions stated to ‘reward 

to retain’ the existing customers by introducing loyalty programs, CRM is only a product of the late nineties. With the era of new technology, growing 

customer demands, companies are in a process of enhancing their relationship management approach. They are now understanding the importance of 

CRM and have started designing their products with a more customer centric approach. 

In India also, the wave of deregulation of early 1990s has created heightened competition and greater risk for banks and other financial intermediaries. The 

cross-border flows and entry of new players and products have forced banks to adjust the product-mix and undertake rapid changes in their processes and 

operations to remain competitive. Over the years, Indian banks have expanded to cover a large geographical and functional area to meet the development 

needs. The banks now need to ensure by their service that the customers come back to them i.e. loyalty is generated and maintained. This is because the major 

chuck of income for most of the banks comes from existing customers. By implementing better customer services, the level of other factors like trust, 

commitment and assurance also increases.  

According to a RBI road-map, India will have a competitive banking market after 2009. As one of the most attractive emerging market destinations, India will see 

foreign banks come in, what with more freedom to come in, grow and acquire. Therefore, it is imperative that Indian banks wake up to this reality and re-focus 

on their core assets- the customers. A greater Focus on service management is the only way the banking industry can protect its market share and boost growth.   

While the insurance sector is seeking to maintain a balance between acquiring customers and developing existing ones, customer acquisition is vital, as no 

retention strategy will entirely stem customer defection. Insurance companies are experiencing unacceptable levels of customer churn, thanks to which they are 

focusing on keeping the customers they already have in a bid to ensure a net growth in their customer base. Today, the focus is on selling more products to 

existing customers to improve profitability. Customer-focused strategies require CRM (customer relationship management) to help acquire customers thorough 

various touch points and translate operational data into actionable insights for proactively serving customers.  

In life insurance industry, a decade ago, selling for insurance company is seemed straight forward. But things have changed and competition has taken a new 

pace. Today bank sell annuities, stock brokers sell life insurance. The line between financial services providers has blurred. Combined with the competition, 

challenging economic condition has forced the insurance company to rethink how to do their business. To survive in this competitive world, insurance 

companies can no longer operative under a policy based model. Instead, they must adopt a new client centric approach to better meet the needs of its 

customers. 

1.2 CUSTOMER SATISFACTION AND CUSTOMER LOYALTY  

1.2.1 CUSTOMER SATISFACTION 

Customer satisfaction, a business term, is a measure of how products and services supplied by a company meet or surpass customer expectation. Customer 

Satisfaction is seen as a key differentiator and increasingly has become a key element of business strategy. Customer Satisfaction is an abstract concept and the 

actual manifestation of the state of satisfaction that will vary from person to person and from product to service. The state of satisfaction depends on a number 

of both psychological and physical variables which correlate with satisfaction behaviors such as return and recommend rate.  

1.2.2 CUSTOMER LOYALTY  

It is defined as continuing patronage over time. The degree of loyalty can be gauged by tracking customer accounts over defined time periods and noting the 

degree of continuity in patronage. It can also be defined as the degree to which a customer exhibits repeat purchasing behavior from a service provider, 

possesses a positive attitudinal disposition toward the provider, and considers using only this provider when a need for this service exists.  Loyalty is also 

interpreted as true loyalty rather than repeat purchasing behavior, which is the actual re-buying of a brand, regardless of commitment.  

1.3 BANKS APPROACH TO CUSTOMER SATISFACTION AND CUSTOMER LOYALTY  

The ongoing developments in Indian industry and government and the integration of India with the global markets also offer myriad opportunities to the 

banking sector. Companies and governments are increasingly seeking high-quality banking services to improve their own operating efficiency. Companies seek to 

T
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offer better customer service and maximize shareholder returns and governments seek to improve the quality of public services. K V Kamath (MD and CEO, ICICI 

Bank) 

The Indian banking sector is faced with multiple and concurrent challenges such as increased competition, rising customer expectations, and diminishing 

customer loyalty. The banking industry is also changing at a phenomenal speed. While at the one end, we have millions of savers and investors who still do not 

use a bank, another segment continues to bank with a physical branch and at the other end of the spectrum, the customers are becoming familiar with ATMs, e-

banking, and cashless economy. This shows the immense potential for market expansion. The exponential growth for the industry comes from being able to 

handle as wide a range of this spectrum as possible. In this complex and fast changing environment, the only sustainable competitive advantage is to give the 

customer an optimum blend of technology and traditional service. P T Kuppuswamy (Chairman and CEO, The Karur Vysya Bank) 

1.4 INSURANCE COMPANIES APPROACH TO CUSTOMER SATISFACTION AND CUSTOMER LOYALTY 

Insurance business in India is transacted mainly out of trust and confidence. We do agree that while pricing is an important factor for customer choice, it is not 

the only factor. Indian customers are becoming more discerning and advisors need to educate them not only about price but also about products and value 

added services offered by insurers, says CEO and MD of Bharti AXA General Insurance, Dr. Amarnath Ananthnarayan in an exclusive conversation with 

Apnapaisa.  

Customers have become more demanding and require product and services to meet their evolving needs and expectations. Insurers need to focus on developing 

customised propositions, stronger direct relationships and increase transparency in their communication," Ernst & Young, India Partner and Insurance leader 

Rohan Sachdev 

 

2. LITERATURE REVIEW 
Patrick Amofah Amer Ijaz (2005), “Objectives Strategies and Expected Benefits of Customer Relationship Management”. Master’s Thesis,. Conducted a study to 

determine the objectives, strategies and expected benefits of CRM initiatives by service organizations. Case study methodology was adopted in order to conduct 

the study. It was found that customer identification, customer differentiation, customer interaction and personalization are main strategies of CRM initiatives by 

the service companies. The major benefits to these organization by CRM was found to be higher profitability, cost reduction, customer retention and loyalty and 

positive impact on all over performance of the organizations in the long run.  

Iftikhar Hussain et al (2009), “Customer Relationship Management: Strategies and Practices in Selected Banks of Pakistan”. International Review of Business 

Research Papers. Conducted the study to explore and analyze the strategic implementation of CRM in selected banks of Pakistan, identify the benefits, the 

problems, as well as the success and failure factors of the implementation and develop a better understanding of CRM impact on banking competitiveness as 

well as provide a greater understanding of what constitutes good CRM practices. In this study, CMAT (Customer Management Assessment Tool) model is used 

which encompasses all the essential elements of practical customer relationship management. Data is collected through questionnaires from the three major 

banks (HBL, MCB, and Citibank) of Pakistan. The evidence supports that CRM is gradually being practiced in studied banks; however the true spirit of CRM is still 

needed to be on the active agenda of the banking sector in Pakistan.    

Dr. Mercy S. Samuel et al (2011), “CRM Strategies: An Underlying Market Based Strategy for Insurers: A Qualitative Study”. Synergy. Stated that the current 

challenges that the insurance companies are facing is a very high level of attrition which happens due to excessive targets and a resistant consumer? Rather than 

exhibiting an appreciation for the value of broad, long lasting customer relationships, the thinking of insurance companies remained inherently product focused 

bound by product limitations and scarcity of customer information endemic to insurer and vice versa. But now the insurance companies are awakening to 

capture the customer attention. Insurers must learn much about the financial and personal situation of the customer and then go in for segmentation and 

targeting. 

Ponreka Maria D et al (2009), “Customer Satisfaction with Service Quality with Special Reference to Life Insurance Corporation in Madurai District” . Advances in 

Management. In view of the increasing competition, the paper attempts to understand the dimensions of service quality, which helps ensuring maximum 

customer satisfaction and hence helps LIC to acquire a larger share in the market. The study was done on a stratified random sampling design. Through factor 

analysis, the factors identified with new names which influence the quality of service rendered by the LIC in Madurai district are Individualized attention. 

Performance, Tangibles, Trustworthiness and Courtesy. While this research provides some important initial insight into role of service quality factors in life 

insurance market, there is still an opportunity to extend these findings to gain on more comprehensive understanding of service quality. 

Vikas Nath et al (2009), “An Insight into Customer Relationship Management Practices in Selected Indian Service Industries”. Journal of Marketing & 

Communication. The present study seeks to determine the status of Customer Relationship Management in Banking, Insurance and Telecommunications sectors 

and the extent to which it is being practiced and accepted by the organizations in the stated industries. It further tries to determine the extent to which 

relationship-marketing practices lead to a favourable customer relationship, connectivity and profitability of a customer. It was seen that there is an ongoing 

struggle for capturing a larger share of the customer pie at the lowest possible cost in a bid to serve customers as effectively and efficiently as possible. 

Increased competition is prompting customers to move from one firm to another in search of better service and, more explicitly, complete solution to their 

issues. it can be said that organizations in selected industries must provide a compelling vision to keep them focused on CRM strategically, tactically and in real 

time, continuously and mutually with key stakeholders. 

Kallol Das et al (2009), “Customer Relationship Management (CRM) Best Practices and Customer Loyalty A Study of Indian Retail Banking Sector”. The current 

study explores the association between deployment of customer relationship management (CRM) best practices and loyalty of profitable customers in Indian 

retail banking sector. The study comprises two parts. The first part called the CRM best practices survey involves the use of descriptive research design. The 

second part viz. case study research involves the use of embedded customer loyalty survey. The study develops a list of 29 CRM best practices, which may be 

helpful to the organizations toward achieving comprehensive CRM deployment. The results also imply that going for CRM deployment may not be a profitable 

strategy for retail banks, particularly in the Indian context. 

Bilal Afsar (2010), “Determinants of customer loyalty in the banking sector: The case of Pakistan”. African Journal of Business Management. This research 

attempts to find the factors of customer loyalty and their relationships with the banking industry in one of the developing countries, which is Pakistan. It was 

found that Perceived quality, satisfaction, trust, switching cost and commitment are the factors which influence the loyalty of the customers.  

Dr. Naveen Kumar et al (2011), “CUSTOMER SATISFACTION IN NEW GENERATION BANKS (A CASE STUDY OF HDFC BANK)” . Journal Of Arts, Science & Commerce.  

Stated That the Majority of India’s Banks Are not very diversified in terms of the products and services they offer. One strategic focus that banks can implement 

to remain competitive would be to retain as many customers as possible. And customer retention is possible through customer satisfaction only. Thus, 

customers’ satisfaction is the key of success in todays’ competitive era. 

Dr Doongar Singh Khichee (2011), “Customer Satisfaction: A Study of Insurance Facilities Available in Jodhpur” .Lachoo Management Journal, Volume 2, Number 

2, July - December 2011. The customers are educated and are using the services with ease and efficiency .The insurance market is well developed with the 

products accepted by the insurance system and made available to the customers though the aid of technology. The impact of technology is high with the 

services reaching through the internet to make the transactions happening in a faster way. The insurance serves are the lifeblood of nay economy with the 

emphasis to make the life of the customers comfortable and happy so to enhance the insurance literacy. The well defined insurance services in any sector speak 

of the excellence of the business systems. The quality of services gives the well developed business models to so as to work on sustainable basis. 

 

3. NEED/IMPORTANCE OF THE STUDY 
This study would help the bank and insurance management to gain useful insights regarding relative contribution of each service quality dimensions of 

relationship management. Considering the present status of both the sectors it has become very essential for them to retain existing customers and boost sales 

by satisfying them. Satisfied customers are not only loyal towards the organization but also help in creating a trust for the organization in the market which 

increases the goodwill. Thus, it becomes essential to study both the sectors with a focus of customer centric approach which would help in analysing customers 
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need and their approach towards a stronger long term relationship. Since India aspires to become globally competent financial centre, it would be appropriate 

and relevant to conduct the study in order to analyse the current market scenario so that the organizations can implement a strategy in accordance with it.  

 

4. STATEMENT OF THE PROBLEM 
With increased level of competition, changing customer’s preferences and foreign markets existence, it has become very essential for the Indian organizations to 

develop themselves at such a pace that meets the global standards of service management. This study is aimed at comparing and addressing the issues of 

customer satisfaction and loyalty levels of banking and insurance sectors. 

 

5. OBJECTIVES  
The overall objective of this study is to analyze the levels of Customer Satisfaction and Customer Loyalty which are prominent in Banking and Insurance industry. 

For the purpose of the study the following objectives are taken.   

1. To measure the level of Customer Satisfaction in Banking Sector. 

2. To measure the level of Customer Satisfaction in Insurance Sector. 

3. To compare the level of Customer Satisfaction in Banking and Insurance Sector. 

4. To measure the level of Customer Loyalty in Banking Sector. 

5. To measure the level of Customer Loyalty in Insurance Sector. 

6. To compare the level of Customer Loyalty in Banking and Insurance Sector.   

 

6. HYPOTHESES  
In order to analyze the level of Customer Satisfaction and Customer Loyalty in Banking and Insurance sector, the following Null Hypotheses are framed  

Ho1: There is no significant difference in the level of Customer Satisfaction in Banking and Insurance Sector. 

Ho2: There is no significant difference in the level of Customer Loyalty in Banking and Insurance Sector. 

 

7. RESEARCH METHODOLOGY 
The following methodology is applied for the purpose of Measuring the Level of Customer Satisfaction and Customer Loyalty in Banking and Insurance Sector 

India. 

7.1 SAMPLE DESIGN  

A total of 500 questionnaires were distributed among the respondents out of which 469 from banking sector and 459 from Insurance sector were received as 

completely filled questionnaires. Convenience sampling method was adopted to fill in the questionnaire. In this research, survey and literature method was 

employed to have an analysis on the impact of Customer Satisfaction and Customer Loyalty in Banking and Insurance sector  

7.2 METHODS OF DATA COLLECTION  

In order to analyze the impact of Customer Satisfaction and Customer Loyalty in Banking and Insurance sector primary data was collected by using self designed 

and standard structured questionnaire for Banking and Insurance Sector. All of this data was numerical and as a result the methodological research approach in 

his paper is quantitative. The questions in the questionnaires tried to find the levels of Customer Satisfaction and Customer loyalty prevalent in Banking and 

Insurance Sector. The above opinions were measured by requesting respondents to indicate, on a five-point Likert-type scales, anchored on "1 = Strongly 

Disagree" through "5 = Strongly Agree".  

7.3 DATA VALIDATION  

To validate the collected data, statistical tools are applied and inferences are drawn. To compare the level of Customer Satisfaction and Customer Loyalty in both 

the sectors i.e. Banking and Insurance a Paired Samples Test, T test is performed on the data collected. The data was analyzed with the help of SPSS software.  

 

8. RESULTS & DISCUSSIONS 
To achieve the objectives of the study, the collected data is analysed and the following are the results:  

OBJECTIVE 1: TO MEASURE THE LEVEL OF CUSTOMER SATISFACTION IN BANKING SECTOR 

The results of data collected for banking sector indicates that the customers are satisfied with the services provided by the banks, as the mean value is found out 

to be 3.33, which is more than the standard value 3.00. The questions asked in the questionnaire covered areas of Customer satisfactions such as level of 

customer satisfactions of customers with the banks product, services, and timely delivery of services. . However, some of the customers strongly disagreed on 

the parameter that banks conduct recreation facilities for the customers, because of which the mean value got affected. Thus, banks need to focus upon these 

issues more adequately. 

OBJECTIVE 2: TO MEASURE THE LEVEL OF CUSTOMER SATISFACTION IN INSURANCE SECTOR 

The results of data collected for insurance sector indicates that the customers are satisfied with the services provided by the insurers, as the mean value is found 

out to be 3.84, which is more than the standard value 3.00. The parameters to evaluate the level of satisfaction in Insurance and Banking sectors were same. The 

areas which need current attention are improving the product features, service offered before and after sales service. Hence, the hypothesis is true in the sense 

that there is no significant impact of Customer Satisfaction in Insurance Sector. 

OBJECTIVE 3: TO COMPARE THE LEVEL OF CUSTOMER SATISFACTION IN BANKING AND INSURANCE SECTOR 

Ho1: There is no significant difference in the level of Customer Satisfaction in Banking and Insurance Sector. 

The comparative mean tests or T tests (Table No. 1) results indicate that the factors of Customer Satisfaction do not have a significant impact in Banking and 

Insurance sector as the value is less than .05.  Hence, there exists a significant level of difference in the satisfaction of customers in both the sectors. Earlier, the 

mean value results indicate that customers are more satisfied in insurance sectors as compared to banking sector. Thus, banking sector needs to enhance its 

operations in terms of delivering services and relationship management in order to generate more customer satisfaction levels. Hence, the hypothesis, Ho1: 

There is no significant difference in the level of Customer Satisfaction in Banking and Insurance Sector stands rejected.  

OBJECTIVE 4: TO MEASURE THE LEVEL OF CUSTOMER LOYALTY IN BANKING SECTOR 

The results of data collected for banking sector indicates that the customers are satisfied with the services provided by the banks, as the mean value is found out 

to be 3.90, which is more than the standard value 3.00. However, the customers feel that they can switch to other banks on recommendation of their friends 

and foe, as  on this parameter  mean value is  low,  hence, for banks it is very important that they not only satisfy their customers but also, maintain a long term 

relationship with them. This can be implemented by improving in the area of service management by the employees. Customers should be given with the best of 

services and ease of comfort while doing banking; this will encourage them to further maintain their relationship with bank. 

OBJECTIVE 5: TO MEASURE THE LEVEL OF CUSTOMER LOYALTY IN INSURANCE SECTOR 

The results of data collected for insurance sector indicates that the customers are satisfied with the services provided by the insurers, as the mean value is found 

out to be 3.96, which is more than the standard value 3.00. The customers who purchase a company’s product tend to buy same company’s product for 

themselves and their family. Hence, the sector needs to focus improving their services in order to attain more Customer Satisfaction level which would help in 

maintaining loyalty amongst the customers 

OBJECTIVE 6: TO COMPARE THE LEVEL OF CUSTOMER LOYALTY IN BANKING AND INSURANCE SECTOR 

Ho2: There is no significant difference in the level of Customer Loyalty in Banking and Insurance Sector. 
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The results of T test for Customer Loyalty indicate that some of the factors are highly significant, while others are not significant for both the sectors. Factors 

such as having an inclination to change one’s current organization, level of loyalty and considering loyalty as an important factor are not significant. Earlier from 

mean values, it was observed that insurance customers are more loyal as the mean value was higher, thus the banks need to focus on creating more loyalty 

programs. Hence, the hypothesis Ho2: There is no significant difference in the level of Customer Loyalty in Banking and Insurance Sector stands rejected.  

 

9. FINDINGS 
1. The results of Customer Satisfaction for Banking sector indicates that customers are satisfied with their banking services, but also some of the variables 

need prior attention such as creating recreation facilities and performance of their bank with their competitors.  

2. The result of Customer Satisfaction for Insurance sector indicates that customers are satisfied with their Insurance Company as the mean value is more 

than standard i.e. 3.84. Still some areas where the customers are not satisfied include improving the product features, service offered before and after 

sales. 

3. The result of T test for comparing the level of Customer Satisfaction in Banking and Insurance sector indicates that there is a significant difference; 

customers of insurance are more satisfied as compared to customers of banking sector (Table No. 1).  

4. The result of Customer Loyalty for Banking Sector indicates that customers are loyal towards their banking as the mean value is 3.90 as against the 

standard of 3.0.  

5. The results of Customer Loyalty for Insurance Sector indicate that customers are loyal towards their Insurance Company. They not only purchase same 

company’s product again, but also for their families and also suggest it in their social arena. 

6. The result of T test for comparing the level of Customer Loyalty in Banking and Insurance sector indicates that there is a significant difference; customers of 

banks are less loyal as compared to customers of insurance sector (Table No. 2).  

 

10. RECOMMENDATIONS 
From the above findings, following recommendations are suggested: 

1. In the area of Customer Satisfaction banks need to focus on of meeting the expectations of product and services of the customers, providing timely 

delivery of service to its customers and also by creating recreation facilities, as on all these parameters the score of satisfaction is low for the sector.  

2. In the area of Customer Loyalty again the banks need to improve on their loyalty programmes as the customers of insurance not only purchase same 

company’s product again, but also for their families and also suggest it in their social arena. 

3. In today’s scenario with increasing competition banks need to channelize their resources up to optimum by delivering quality and timely services to its 

customers in order to maintain a long term relationship with them. 

 

11. CONCLUSION 
It can be concluded from the study that the Banks and Insurance both sectors need to focus on generating more effective relationship management with its 

customers. As seen from the values of mean and result of T test for Customer Satisfaction, Insurance is excelling, hence, banks need to strategise and 

concentrate on the strong areas of the insurers and accordingly work on their relationship management. Similarly, for Customer loyalty, banks need to adopt 

strong areas of insurers as the result of T test suggests that insurers are having more loyal customers. 

It has to be understood that both customer satisfaction and customer loyalty go hand in hand. If your customers are satisfied, they should be loyal towards you 

and vice- versa. But, today in such a competitive environment, just satisfying the customers does not suffices. One should always focus on building a long term 

relationship, for which continuous tracking and adopting new strategies is suggested. Further if your customers are loyalty, it is not necessary they will not shift 

to your competitor, hence a constant focus on satisfying their needs is essential.    

 

12.  SCOPE FOR FURTHER RESEARCH 
Future direction could be to analyse the implementation of the whole concept CRM in the banking and Insurance sector. Also service quality dimensions can be 

studied in both the sectors. 

 

13. TABLES & FIGURES 
TABLE NO. 1 

Paired Samples Test, T test for comparing the level of Customer Satisfaction between Banking and Insurance Sector  

  Paired Differences t df Sig. (2-tailed) 

   95% Confidence Interval of the Difference 

  Mean Std. Deviation Std. Error Mean Lower Upper 

Pair 1 CSB1 

 CSI1 

.349 1.167 .054 .241 .456 6.397 458 .000 

Pair 2 CSB2 

CSI2 

.107 .950 .044 .020 .194 2.406 458 .017 

Pair 3 CSB3 

CSI3 

.109 .907 .042 .026 .192 2.574 458 .010 

Pair 4 CSB4 

CSI4 

.309 1.011 .047 .217 .402 6.556 458 .000 

Pair 5 CSB5 

CSI5 

.166 1.323 .062 .044 .287 2.682 458 .008 

Pair 6 CSB6 

CSI6 

.148 1.243 .058 .034 .262 2.553 458 .011 

Pair 7 CSB7 

CSI7 

.092 1.668 .078 -.061 .244 1.175 458 .240 

Pair 8 CSB8 

CSI8 

2.800 .893 .042 2.718 2.882 67.135 458 .000 

(Here, CSB= Customer Satisfaction in Banking Sector and CSB1, CSB2, CS3, CS4, CS5, CS6, CS7, CS8 = Variables of Customer Satisfaction. Also, CSI= Customer 

Satisfaction in Insurance Sector and CSI1, CSI2, CSI3, CSI4, CSI5, CSI6, CSI7, CSI8 = Variables of Customer Satisfaction) 
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TABLE NO. 2 

Paired Samples Test, T test for comparing the level of Customer Loyalty between Banking and Insurance Sector  

  Paired Differences t df Sig. (2-tailed) 

   95% Confidence Interval of the Difference 

  Mean Std. Deviation Std. Error Mean Lower Upper 

Pair 1 CLB1  

 CLI1 

-.156 .994 .079 -.311 -.001 -1.988 159 .048 

PAIR 2 CLB2  

 CLI2 

-.213 1.084 .086 -.382 -.043 -2.480 159 .014 

PAIR 3 CLB3  

 CLI3 

.019 1.385 .109 -.197 .235 .171 159 .864 

PAIR 4 CLB4  

 CLI4 

-.176 1.172 .055 -.284 -.069 -3.227 458 .001 

PAIR 5 CLB5  

 CLI5 

-.054 1.063 .050 -.152 .043 -1.098 458 .273 

PAIR 6 CLB6  

 CLI6 

.105 1.371 .064 -.021 .230 1.634 458 .103 

PAIR 7 CLB7  

 CLI7 

-.087 .716 .033 -.153 -.022 -2.609 458 .009 

(Here, CLI= Customer Loyalty in Insurance Sector and CLI1, CLI2, CLI3, CLI4, CLI5, CLI6, CLI7, CLI8 = Variables of Customer Loyalty in Insurance Sector & CLB= 

Customer Loyalty in Banking Sector and CLB1, CLB2, CLB3, CLB4, CLB5, CLB6, CLB7 = Variables of Customer Loyalty in Banking Sector)  

 

TABLE NO. 3 

Construct to measure Customer Satisfaction and Loyalty 

Customer Satisfaction in Banking and Insurance 

Sector 

CSB1 

CSI1 

 I am satisfied with the product and services of the organization. 

CSB2 

CSI2 

I am satisfied with the interactions experienced with the organization. 

CSB3 

CSI3 

 I am satisfied with the performance of the product. 

CSB4 

CSI4 

The product/service has met my expectations. 

CSB5 

CSI5 

The organization provides timely delivery of its services 

CSB6 

CSI6 

In comparison to other organizations, I consider the services of my organization successful. 

CSB7 

CSI7 

The organization conducts recreation facilities for the customers. 

CSB8 

CSI8 

 Customer Satisfaction is important factor to build up relationship 

Customer Loyalty in Banking and Insurance Sector CLB1  

 CLI1 

 I would like to continue purchasing the product of my organization. 

CLB2  

 CLI2 

I don’t have any inclination  to change my current  organization 

CLB3  

 CLI3 

I would recommend my current organization to others. 

CLB4  

 CLI4 

I would consider myself to be a loyal customer of my organization. 

CLB5  

 CLI5 

My intention to use the services of my current organization will not change. 

CLB6  

 CLI6 

Even if a close friend recommends other organization, the preference for my organization would 

not change 

CLB7  

 CLI7 

 Customer loyalty is an important factor to build up customer relationship 
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