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ABSTRACT: 

 Services of bankers are assessed based on their customer satisfaction. With respect 

to different level of satisfaction customers respond to service encounters. This paper lays 

emphasis on the elements of behavioral intention of customers in bank services. When 

customers’ perception of service quality are high, it indicates that behavioral intention are 

favorable and vice-versa. This paper aims to reveal that behavioral intentions are 

indicators which show if customers had remained with or had defected from a service 

organization.  

INTRODUCTION 

Behavioral intention measures a person’s relative strength of intention to perform 

a behavior. Attitude consists of beliefs about the consequences of performing the 

behavior multiplied by his or her evaluation of these consequences. Subjective norm is 

seen as a combination of perceived expectations from relevant individuals or groups 

along with intentions to comply with these expectations. Fishbein and Ajzen suggested, 

however, that attitudes and norms are not weighted equally in predicting behavior. 
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Indeed, depending on the individual and the situation, the factors attitudes and norms 

might have very different effects on behavioral intention; thus a weight is associated with 

each of these factors in the predictive formula of the theory. Fishbein and Ajzen viewed 

that behavioral intentions when properly measured could to a large degree predict actual 

behavior. Since then, numbers of research have used intention to predict behavior. 

The behavioural intention battery was developed by Zeithaml, Berry & 

Parasuraman, (1996) with regards to service loyalty. Little empirical research has focused 

explicitly on the relationship between service quality perceptions and customer loyalty. 

With regard to behavioural intentions in a service setting, Zeithaml et al. (1996) proposed 

a comprehensive, multi-dimensional framework of customer behavioural intentions in 

services. This framework was initially comprised of the following four main dimensions: 

(1) word-of-mouth communications, (2) purchase intention, (3) price sensitivity, and  

(4) complaining behaviour. On the basis of factor analysis on the 13-item scale, five 

dimensions identified by Zeithaml et al. (1996) were: 

(1) Loyalty to company; 

(2) Propensity to switch; 

(3) Willingness to pay more; 

(4) External response to problem; and 

(5) Internal response to problem.  

According to Zeithaml et al.’s model, the behavioral consequences of service 

quality mediate between service quality and the financial gains or losses from the 
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retention or defection. When customers’ perceptions of service quality are high, the 

behavioral intentions are favorable, which strengthens their relationship with the 

organization. On the other hand, when service quality assessments are low, customers’ 

behavioral intentions are unfavorable and the corresponding relationship with the 

company deteriorates. They also suggested that behavioral intentions were indicators, 

which showed whether customers had remained with or had defected from the 

organization. Furthermore, they also suggested that favorable behavioral intentions 

included elements such as saying positive things and recommending the services to 

others, paying the price premium to the company and expressing cognitive loyalty to the 

organization. Cognitive loyalty has been operationalized as the service that first comes to 

one’s mind when making a purchase decision and the service, which was a customer’s 

first choice among alternatives (Prichard, Howard & Havitz, 1992).                    

REVIEW OF LITERATURE  

Davis, Bagozzi and Warshaw (1989) addressed the ability to predict peoples’ 

computer acceptance from a measure of their intentions, and the ability to explain their 

intentions in terms of their attitudes, subjective norms, perceived usefulness, perceived 

ease of use, and related variables. In their longitudinal study of 107 users, intentions to 

use a specific system, measured after a one-hour introduction to the system, were 

correlated 0.35 with system use 14 weeks later. The intention-usage correlation was 

0.63 at the end of this time period. Perceived usefulness strongly influenced peoples’ 

intentions, explaining more than half of the variance in intentions at the end of 14 
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weeks. Perceived ease of use had a small but significant effect on intentions as well, 

although this effect subsided over time. Attitudes only partially mediated the effects of 

these beliefs on intentions. Subjective norms had no effect on intentions. These results 

suggested the possibility of simple but powerful models of the determinants of user 

acceptance, with practical value for evaluating systems and guiding managerial 

interventions aimed at reducing the problem of underutilized computer technology. 

Mathieson (1991) compared two models that predict an individual’s intention to 

use an IS: the technology acceptance model (TAM) and the theory of planned behavior 

(TPB). The comparison was designed to be as fair as possible, not favoring one model 

over the other. Both TAM and TPB predicted intention to use an IS quite well, with TAM 

having a slight empirical advantage. TAM is easier to apply, but only supplies very 

general information on users’ opinions about a system. TPB provides more specific 

information that can better guide development. 

 The model of Taylor and Todd (1995) is based on the theory of planned 

behavior. Data were collected from a sample of 761 respondents, using an 

environmental survey. Results reveal that (1) both intention to recycle, and compositing 

were positively influenced by attitude and perceived behavioral control but was 

negatively influenced by subjective norms, (2) attitude towards both recycling and 

compositing were strongly determined by relative advantage, and negatively influenced 

by complexity, and (3) efficacy and resource-facilitating conditions were positively 
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related to perceived behavioral control in recycling as well as in compositing. It was 

concluded that the integrated waste management model offered insights into the 

determinants of recycling and compositing intentions. 

Ravichandran, Bhargavi and Arunkumar (2010) investigated the influence of 

service quality variables on multidimensional model of customers’ behavioral intentions 

should help to measure, control and improve customer perception of service quality by 

public banks. They preferred purposive sampling technique to select the respondents 

from two major public banks of Tirchirappalli city of Tamilnadu, India. Using multiple 

regression analysis they identified the service quality dimensions like tangibility, 

responsiveness and empathy play an important role in predicting customer behavioral 

intention. 

OBJECTIVE 

 To examine the variations in behavioral intentions among dis satisfied and 

satisfied customers. 

METHODOLOGY 

RESEARCH DESIGN AND SAMPLING METHOD 

 A combination of stratified and convenient sampling technique was 

employed in selecting the respondents of the study.  
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RESEARCH SAMPLE 

A sample size of nine hundred and fifty (950) customers of the SBI 

branches in Cuddalore district was selected as respondents. Convenience sampling was 

used in the selection of respondents, taking into account the likelihood of poor 

acknowledgement and lack of cooperation at banking environments.  

RESULTS AND DISCUSSIONS 

The average values on elements of behavioural intentions of the customers with 

different levels of satisfaction are shown in Table 1.  

It demonstrates that the customers those dissatisfied perceived their loyalty as low 

compared to customers satisfied with the services of their bankers. Per se, the customers 

who were dissatisfied are less willing to pay more than that of the satisfied customers 

who were prepared to pay more for the purpose of gaining the privileges and benefits 

already receiving. On contrary, the satisfied customers were less likely to switch to 

competitor banks, when compared to customers who were dissatisfied 

Table 1 

Descriptive Statistics on Behavioural Intention Elements Scores of  

Customers with Different Levels of Satisfaction 

 
Levels of 

Satisfaction 
Mean 

Std. 
Deviation 

N 

Loyalty -1 5.289 1.426 298 

  -0 5.679 1.420 106 

  -1 5.699 1.353 282 

  Total 5.518 1.408 686 
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Switch -1 4.945 1.367 298 

  -0 4.198 1.694 106 

  -1 4.021 1.332 282 

  Total 4.450 1.473 686 

Pay More -1 4.510 1.822 298 

  -0 5.000 1.986 106 

  -1 4.989 1.779 282 

  Total 4.783 1.844 686 

External 
Response 

-1 4.942 1.319 298 

-0 4.259 1.394 106 

  -1 4.269 1.441 282 

  Total 4.560 1.420 686 

Internal 
Response 

-1 5.386 1.946 298 

-0 5.377 2.167 106 

  -1 5.674 1.794 282 

  Total 5.503 1.924 686 

Source: Primary Data 
 

Furthermore, Table 1 demonstrates that though customers are dissatisfied with the 

services of their banker, prefers internal response than that of external response, 

additionally the dissatisfied customers are more likely to go for external response as 

compared to the customers satisfied with the services availed from their banker. 

However, it is worthy enough to understand that the customers satisfied with the services 

of banker are more likely to go for internal response as and when the problem arises 

during service encounters. The findings also reveal that the customers irrespective of 
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differences in satisfaction levels prefer to respond internally than being externally to a 

service encounter failure. 

Table 2 shows the results of the one-way multivariate analysis of variance on the 

behavioural intentions elements among customers with different levels of satisfaction.  

 

Table 2 

MANOVA on the Behavioural Intentions Elements among Customers with 

Different Levels of Satisfaction 

Source 
Dependent 
Variable 

Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

Partial Eta 
Squared 

Observed 
Power(a) 

Between 
Customer 
Satisfaction 
Levels 

  

  

  

  

Loyalty 27.635 2 13.818 7.094 .001 .020 .930 

Switch 131.467 2 65.733 33.120 .000 .088 1.000 

Pay more 39.199 2 19.600 5.848 .003 .017 .873 

External response 77.092 2 38.546 20.184 .000 .056 1.000 

Internal response 
13.982 2 6.991 1.894 .151 .006 .394 

Within 
Customer 
Satisfaction 
Levels  

  

  

  

Loyalty 1330.375 683 1.948     

Switch 1355.548 683 1.985     

Pay more 2288.938 683 3.351     

External response 1304.365 683 1.910     

Internal response 2521.512 683 3.692 
 

   

Source: Primary Data  
a  Computed using alpha = .05 
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It is obvious from Table 2 that there is an existence of significant difference on 

loyalty, switch, pay more and external response among different levels of satisfaction as 

the obtained F values are 7.094, 33.120, 5.848 and 20.184 (p < 0.01) respectively. 

Whereas, no significant difference exist on internal response among different levels of 

satisfaction as the obtained F value is 1.894 (p = 0.151). 

The partial eta value of 0.020, 0.088, 0.017 and 0.056 for loyalty, switch, pay 

more, and external response indicates that 2.0%, 8.8%, 1.7% and 5.6% of the between 

subject variance is accounted for behavioural intention facets among customers with 

different levels of satisfaction, whereas internal response accounts for 0.6% of the 

variance among customers with different levels of satisfaction with a partial eta value of 

0.006. In addition, there was sufficient power to detect any significant differences among 

customers with different levels of satisfaction, as the power statistics of 0.930 for loyalty, 

1.000 for switch, 0.873 for pay more, and 1.000 for external response of behavioural 

intention facets and different levels of customer satisfaction. 

Since, the obtained F ratio on the behavioural intentions elements among 

customers with different levels of satisfaction is found to be statistical significant, the 

post hoc test has been applied to know the paired mean differences on elements of 

behavioural intentions among customers with different levels of satisfaction, and the 

results thus obtained is given in Table 3. 
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Table 3: Bonferroni Post Hoc Test on the Behavioural Intentions Elements among 

Customers with Different Levels of Satisfaction 

Behavioural 
Intention 
Elements 

Levels of Satisfaction 
Mean 

Difference 
Sig. 

Dissatisfied Neutral Satisfied 

Loyalty 

5.289 5.679  -0.391* .041 

5.289  5.699 -0.410* .001 

 5.679 5.699 -0.019 1.000 

Switch 

4.945 4.198  0.747* .000 

4.945  4.021 0.923* .000 

 4.198 4.021 0.177 .813 

Pay more 

4.510 5.000  -0.490 .055 

4.510  4.989 -0.479* .005 

 5.000 4.989 0.011 1.000 

External 
response 

4.942 4.259  0.683* .000 

4.942  4.269 0.674* .000 

 4.259 4.269 -0.010 1.000 

Source: Primary Data 
 

From Table 3, it is ascertained that the loyalty and pay more are significantly less 

for the customers who were dissatisfied with the services of their banker than that of the 

customers those who were neutral and satisfied with regard to the banking services 

availed from their banker. Additionally, the finding establishes that the switch and 

external response are significantly high for the customers who were dissatisfied with the 

services of their banker than that of the customers those who were neutral and satisfied. 
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The above findings establish the presence of significant difference on loyalty, switch, pay 

more and external response among customers with different levels of satisfaction. It is 

obvious that loyalty and pay more are comparatively less, and the switch and external 

response are relatively high for the customers dissatisfied with banking services. 

CONCLUSION 
 

The customers perceiving service quality as good and feel satisfied used to be 

generously “loyal” and prepared to “pay more” than the dissatisfied customers those 

perceive the quality of service not as good as neutral and satisfied customers. There is 

belief that dissatisfaction ends up with switching to competitors and complaining by 

customers. However, this study establishes a fact that even though the customers are 

dissatisfied with the services of bankers, they prefer to be more loyal and switching.  This 

inference might be the result of switching problems. 
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