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Abstract: 

Today, many economic sectors such as bankingindustries have recognized the 

importance of paying due attention to customers. Satisfying and retaining customers 

is a significant consideration for the growth and achievement of competitive 

advantage. The goal of this study was to investigate the relationship between the 

service marketing mix of banking services and customer satisfaction from 

International Kurdistan Bank. This study's research method is quantitative-

inductive.Findings on the views of 131 international Kurdistan bank branches in 

Erbil are obtained. Data analysis is performed using covariance structures (structural 

equation modeling) confirmatory factor analysis and process analysis. The results of 

this study suggest a reliable and true measuring device and a good fit for the 

research model. The finding shows that there is a significant positive impact on 

customer satisfaction by all the dimensions of service marketing mix.The study 

advises that more focus should be on  physical evidence and process, in their service 

delivery in order for International Kurdistan Bank to be able to satisfy its customers. 

 

Keywords: service marketing mix, customer satisfaction, international bank 

Kurdistan, Iraq. 

 

 

1. Introduction 

Organizations stress more than anything in 

the creation of stable and successful 

partnerships with consumers in today's 

dynamic and challenging environment. 

Marketing is in a stage on its evolutionary 

path where advertisers are not only worried 

about new customers.In this climate, within 

addition to attempting to acquire new 

customers, modern advertising leads 

businesses to maintain existing customers 

and establish a permanent relationship with 

them (Othman et al., 2019). In regards to the 

need for customer orientation in today's 

business management scenario, it is known 
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that customer is the main resource of 

business processes and the performance of 

the company depends on maintaining 

productive customer relationships as 

attracting to so much new customers 

costs(Nethengwe & Shambare, 2018).  

Consumers are the central and crucial factor 

in supporting and improving organizations 

and focusing on retaining and sustaining 

consumers for all goals, strategies and 

resources. Consumer satisfaction is 

considered a tactical obstacle for businesses 

involved in maintaining and improving their 

competitive market position (Amran et al., 

2019).Consumers ' in-depth knowledge of 

the market and access to information has 

resulted in less corporate satisfaction for 

consumers. Organizations are therefore 

searching for ways to build loyal 

clients(Hiranphaet, 2019).  

Service sector is one of the key economic 

sectors of any country and banks, as service 

organizations, play an important role in the 

economic growth and development of 

countries. Banks can highly affect economic 

growth of countries through customer 

satisfaction and encouraging them to have 

savings and capital accumulation and using 

them in manufacturing and consumption 

industries(Othman at al., 2018). In past 

years, the banking industry of Iraq has 

neglected customer orientation and its pillars 

due to different economic and social 

problems, being governmental, and most 

importantly the increase of demand over 

supply. However, with the arrival of private 

sector banks, the industry has gradually step 

toward being more competitive. Therefore, 

banks must guide and implement systems for 

establishing customer satisfaction by clearly 

identifying factors affecting customer 

satisfaction (Supanun, 2019). In the 

meanwhile, organizations capable of rapid 

responding have the feature to effectively 

react to changes, change threats to 

opportunities, and optimally use 

opportunities. "Rapid response capability is 

interpreted as using market knowledge to 

take advantage of profitable opportunities in 

a fickle market"(Adil, 2013). Institutions and 

banks should strive to gain a proper share 

ofmarket by studying market and using 

marketing mix variables. They should also 

act more practically using desirable 

distribution methods and supplying good 

services, using informing ads, identifying 

opportunities and using them to attract more 

resources. In addition, they should attempt to 

increase market share and customers 

through creativity and innovation as well as 

matching resources with the needs of 

customers (Ho, Minh, & Id, 2019).  

Marketing mix components are management 

devices that contribute to customer 

satisfaction in the organization's 

hands(Puluhulawa, Mallongi, & Sufri, 2018). 

A clear understanding by service providers of 

marketing mix elements can impact future 

and existing customers and allow them to 

continue their business life (Behera, 2018). 

This work seeks to answer the question of 

whether a significant relationship exists in 

International Bank Kurdistan between the 

marketing mix of banking services and 

customer satisfaction. 

2. Literature review 

2.1 Service Marketing Mix  

The sales combination of resources includes 

products and services for advertising. 

Combines the method of advertising 

products and services is a reasonable 
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technique to achieve the result or gain, 

implementing the service marketing mix, 7Ps 

definition is a very challenging one. Applying 

the 7Ps definition means making efforts to 

improve marketing's role in producing 

maximum income (Sadq, 2019). The 

marketing service mix is divided into product 

marketing mix modeling consisting of 

product, price, promotion and place, 

commonly referred to as 4Ps and 3Ps 

marketing mix models (people, physical 

evidence and process). Product marketing 

mix is a marketing strategy used to reach the 

target market goal (Fernandes & Solimun, 

2018). 

Empirical evidence shows that the marketing 

mix on location dimensions and promotion 

has a significant impact on customer 

satisfaction, while product dimensions and 

prices are not important to customer 

satisfaction (Octavia, 2017). Results from 

previous studies indicate that the people, 

process,  product, place, promotion, and 

physical evidence significantly affects 

customer satisfaction, but has a negligible 

effect on customer satisfaction (Zhengwei et 

al., 2019).  

2.2 Customer Satisfaction  

The word "customer satisfaction" is so 

common that it is easy to get into marketing 

literature and other literature and has a very 

deep sense, so that the expectations andgoals 

can be met by a business organizations 

nowadays (Othman et al., 2019). Throughout 

modern times, the use of the term 

"satisfaction" appears to broaden and is 

synonymous with the terms "satisfactory" 

(suitability) and "satisfies" (made into fun), 

but the term "customer satisfaction" has a 

very specific meaning throughout sales 

management itself. Arsanam (2014)notes 

that satisfaction is an answer to the 

evaluation of customer satisfaction on the 

fulfillment of needs, wishes, aspirations and 

goals chosen in accordance with the criteria 

of enjoyment, perception, fun and 

satisfaction. Expectation disconfirmation 

theory explains that fulfillment is a difference 

that satisfies needs and desires with the 

desired goal, continuing disparity between 

expectations (Sukamto & Lumintan, 2015). 

2.3 The relationship between service 

marketing mix and customer satisfaction  

Corroboratively, Goi (2009)recognizes that 

marketing mix was an important idea for 

simplifying the management of marketing 

activities and allowing marketing efforts to 

be separated in order to meet customer 

requirements and satisfy them. This 

argument was confirmed by Verma & Singh 

(2017)'s study findings in the tourism 

context in which six elements of the service 

marketing mix were found to be important 

for customer satisfaction except price. 

Similarly, Jobhaarbima (2017)research in 

tourism also found that there was a 

significant relationship between five 

elements of the service marketing mix, 

namely price, place, product, people and 

physical evidence, and customer satisfaction. 

In other words, service marketing mix 

implementation would have an effect on 

customer satisfaction.  

However, in past studies such as Dayang et 

al., (2019) and (Lin, 2011) and (Wahab, 

Hassan, Shahid, & Maon, 2016), the position 

of service marketing mix as one construct is 

still ambiguous and not clearly explained. 

This is a hole in the present study which 

needs to be investigated. Therefore, as shown 

in Figure 1, the research model has 

dimensions of the service marketing mix as 
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an independent variable and customer 

satisfaction as a dependent variable. 

 

 

 

Figure 1: Research framework 

 

2.4 Hypotheses Development 

H1: service marketing mix will have a 

positive impact on customer satisfaction 

H1a: Product will have a positive impact on 

customer satisfaction 

H1b: Price will have a positive impact on 

customer satisfaction 

H1c: Promotion will have a positive impact 

on customer satisfaction 

H1d: Place will have a positive impact on 

customer satisfaction 

H1e: People will have a positive impact on 

customer satisfaction 

H1f: Process will have a positive impact on 

customer satisfaction 

H1g: Physical Evidence will have a positive 

impact on customer satisfaction 

 

3. Research Methodology 

Researcher sent an email through a non-

probability, convenience sampling method to 

160 International Kurdistan Bank customers. 

Ultimately, with a response rate of 82 %, 131 

customers returned the questionnaires. The 

questionnaires completed were used for 

research. The research population is made up 

of the International Kurdistan Bank at Erbil 

city in Iraq. According to Sekaran (2003), a 

total of 131 responses were available and 

used for subsequent evaluation, providing a 

response rate of 82 % using the 5-point 

Likert scale for all responses with (1 = 

strongly disagree, 2 = disagree, 3 = 

undecided, 4 = agree, 5 = strongly agree). 

The data was further analyzed using 

structural equations modelling through 

partial least squares approach “PLS”. The 

survey consisted of three parts. Three parts: 

part (1) demographic (5) variables; part (2) 

service marketing mix (28) items adapted 

from Parasuraman et al. (1994); Finally, part 

(3) customer satisfaction (4) items adopted 

from Al Muala and Al Qurneh (2012). In 

conclusion, the author used convenience 

sampling procedures in social science 

research as a common form of sampling 

layout, a systematic sampling. 

4. Results 

4.1 Response Rate 
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The percentage of males (53.9%) and 

females (46.1%) is very similar, resulting in 

less sampling bias. The dominant age groups 

were between 30 to 39 (44.7%) and between 

20 to 29 (24.7%). White-collar workers 

(29.6%), professionals / managers (24.5%) 

and salespeople (22.5%) were the 

majority.In addition, 25.5% of respondents 

reported a $10,001 to $15,000 income level; 

21.4%; $15,001 to $20,000 income level. 

Many respondents are graduates of high 

school (30.3%) or university (27.9%). 

Overall, the samples include a balanced 

number of subjects whose knowledge of 

banking services should be sufficient. 

4.2 Measurement Model 

According to Table 1, the "latent variables" 

are categorized by the "convergence validity" 

of all loading factors and for all study 

variables, the value of (AVE) is higher than 

0.5 and for all latent variables, the CR values 

are higher than the 0.7 criteria, showing that 

the qualified components maintain good 

reliability. Furthermore, using the reliability 

test "Cronbach's α," all latent values are 

higher than 0.6, and this evidence is 

sufficient to determine that the study 

material is reliable. While reviewing the 

validity of the dis-crimination, Table 2 shows 

that AVE root square values are greater than 

inter-structure correlations for all 

variables.We can therefore conclude that the 

measurement model has good reliability, and 

its validity to indicate the study variables is 

constructive and reliable. 

 

Table 1: Reliability result 

 Cronbach's 

Alpha 

rho_A Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

Customer retention 0.849 0.856 0.900 0.692 

People 0.939 0.942 0.958 0.852 

Physical evidence 0.938 0.944 0.957 0.818 

Place 0.930 0.930 0.946 0.778 

Price 0.909 0.918 0.942 0.802 

Process 0.904 0.908 0.934 0.780 

Product 0.912 0.916 0.940 0.797 

Promotion 0.869 0.877 0.915 0.730 

 

Table 2: Discriminant Validity of Latent Constructs 

 Customer 

retention 

People Physical 

evidence 

Place Price Process Product Promotion 

Customer 

retention 

0.832        

People 0.751 0.923       

Physical evidence 0.807 0.834 0.904      

Place 0.749 0.811 0.828 0.882     
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Price 0.712 0.735 0.807 0.784 0.895    

Process 0.800 0.861 0.903 0.827 0.809 0.883   

Product 0.690 0.745 0.798 0.774 0.814 0.860 0.893  

Promotion 0.739 0.801 0.842 0.839 0.816 0.841 0.800 0.854 

 

 

4.3 Hypothesis Test 

There is an important relationship between 

all service marketing mix dimensions and 

customer satisfaction. Results from the 

output of SmartPLS showing acceptance of all 

these hypotheses. The result indicates that 

the path coefficient from service marketing 

mix to customer satisfaction was statistically 

significant with a very strong standardized 

estimate and obtained a high t-value of more 

than 2,58 (β=0,828, S.E.=0,023, t=36,743, 

p<0,000). 

The findings suggest that measurements 

such as people (β = 0.108, p<0.000), 

physical evidence (β = 0.138, p<0.000), 

place (β = 0.125, p<0.000), price (β = 0.000, 

p<0.05), process (β = 0.105, p<0.000), 

product (β = 0.096, p<0.000), promotion (β 

= 0.093, p<0.000), have positive and 

important effects on consumer satisfaction. 

Smart-PLS performance results also show 

that all hypotheses are accepted as shown in 

table 3. 

All of these theories suggest that customer 

satisfaction is influenced by the banking 

services’ marketing mix in International 

Kurdistan Bank.On this basis, therefore, it is 

recommended that an autonomous unit be 

set up to carry out market research and 

survey customers ' need to provide new 

services given the current situation and that 

customer needs and the need to improve and 

expand services and facilities. While the 

Research & Development Unit is responsible 

for all these tasks at International Kurdistan 

Bank, a strong and independent marketing 

unit is needed to identify customer needs, 

market segmentation, customer 

segmentation based on customers whose 

presence is essential to the bank's life and to 

implement future programs. 

 

 

Table 3: Result of path coefficient 

  path coefficient Original 

Sample (O) 

Sample 

Mean (M) 

S.E t-value P-Values 

H1 
Service marketing mix -> Customer 

satisfaction 
0.828 0.830 0.023 36.743 0.000 

H1a People ->Customer  satisfaction 0.108 0.109 0.003 33.128 0.000 

H1b Physical evidence ->Customer 

satisfaction 

0.138 0.138 0.004 33.143 0.000 

H1c Place ->Customer satisfaction 0.125 0.126 0.004 28.528 0.000 

H1d Price ->Customer satisfaction 0.099 0.099 0.004 26.207 0.000 

H1e Process ->Customer satisfaction 0.105 0.106 0.003 33.574 0.000 

H1f Product ->Customer satisfaction 0.096 0.096 0.004 26.051 0.000 
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H1g Promotion ->Customer satisfaction 0.093 0.093 0.003 28.523 0.000 

 

5. Discussion 

The purpose of this study is to investigate a 

direct relationship with the provision of 

International Kurdistan Bank in Erbil, Iraq, 

between service marketing mix and 

customer satisfaction. Therefore, all 

hypotheses were established to find an 

answer to this study and tested using PLS-

SEM route performance regression. This 

study argues the value of a service marketing 

mix to be operationalized as a first-order 

model in which seven service marketing 

elements should be performed 

simultaneously and systematically calculated. 

The idea of a service marketing mix should 

be carried out as in past studies higher order 

construct has been long established but 

rarely adapted.Another important point, in 

the present study, customer satisfaction was 

built from the reflection of four items to 

understand the complexity of human 

responses in consumer behavior, which was 

also rarely adapted in previous studies. All 

concepts have been extensively tested and 

have led to concrete results. 

The empirical finding suggests that a 

significant relationship existed between the 

service marketing mix and customer 

satisfaction where variation in customer 

satisfaction was moderately explained by 

68.6%.This highlights the significant service 

marketing mix as a major contributing factor 

in simulating customer satisfaction response 

in the context of banking services. This result 

is also consistent with the term 

interpretation of service marketing mix 

adapted in the current study in which service 

marketing mix has been pointed out to build 

the response it needs in the target market 

(Hooi, 2012).The important outcome of the 

relationship between service marketing mix 

and customer satisfaction was consistent 

with past studies such as Thalib (2015)in 

low-cost Thailand airlines, Gao & Bai 

(2014)in China tourism, and Nadiri et al., 

(2008) in the loyalty of North Cyprus 

passengers.As mentioned in the previous 

paragraph, the concept and methodology 

adapted in the aforementioned studies may 

not be similar to the present study and 

therefore considered partial support. 

More in-depth analysis of this finding has 

shown that all elements of the service 

marketing mix, including physical evidence, 

place and process, product, price, promotion 

and people, have been significantly involved 

in creating a service marketing mix that 

provides a significant relationship to 

customer satisfaction. This finding indicates 

that Iraqi bank customers are conservative 

where they prefer the bank place to be 

service sufficient that is convenient, safe, and 

provide enough channel for banking payment 

for them to pay reasonable banking services 

fees such as marketplace prices and value 

rates. They also prefer adequately available 

bank staff, and professional staff serve as 

when they plan to seek help. In short, 

customers of the Iraqi bank expect a smooth 

banking services process that can be charged 

at a reasonable price and have the right staff 

when they seek help. 

6. Conclusion, Contribution and Future 

Research 

In general, according to the results of this 

research, it can be concluded that 

considering the state of International 

Kurdistan Bank service marketing mix is 
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important. One of the necessities of paying 

attention to this issue is the influence that 

service marketing mix leaves on customer 

satisfaction. On the other hand, ignoring this 

issue despite the prevailing market 

competitors, including other private and 

public banks, stock, and currency and gold 

coin markets, can have negative effects on 

the performance of banks and attract 

customers and depositors of the Bank to 

invest in another competitor.  

The main hypothesis: Given that it was found 

that banking services’ marketing mix affects 

customer satisfaction of International 

Kurdistan Bank, the role of banking services’ 

marketing should be the priority of the plans 

and strategies of all International Kurdistan 

Bank branches must be under focused in 

marketing and advertising activities. 

Accordingly, as one of the banking services’ 

marketing factors is staff, it is necessary to 

pay due attention to customer orientation in 

the first step since staff behavior affects 

customers. Therefore, it is suggested to train 

staff on how to interact with customers, to 

identify their needs, including 

communication and behavior skills, have the 

ability to listen and hear well. The exact 

definition of standards for hiring, training, 

motivating, and rewarding staff is essential, 

given the vital role and constant interaction 

with customers. International Kurdistan 

Bank can also use polls or interviews with 

customers to better understand customer 

needs and thus, take administrative 

measures to meet their needs in order to 

cause customer loyalty. Future, research is 

suggested to conduct a comparison of level of 

customer satisfaction of Islamic banks and 

conventional banks. 
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