Hayunprii sxypHan «Bectauk yauepcurera « Typam» Ne 3(103) 2024 .

IRSTI 06.73.55
UDC 336.73
JEL G21

https://doi.org/10.46914/1562-2959-2024-1-3-285-296
BEISENGALIYEVA A .K.,*!
PhD student.
*e-mail: 23241092@turan-edu
ORCID ID: 0009-0004-2677-3498
MARGATSKAYA G.S.,!
c.e.s., professor.
e-mail: g.margatskaya@turan-edu.kz
ORCID ID: 0000-0002-2392-3030
PANFIL PRZEMYSLAW,?
PhD, associate professor.
e-mail: przemyslaw.panfil@prawo.ug.edu.pl
ORCID ID: 0000-0003-3717-4664
"Turan University,
Almaty, Kazakhstan
?Gdansk University,
Gdansk, Poland
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ON THE FINANCIAL PERFORMANCE OF BANKS WITH MEDIATING ROLE
OF CUSTOMER SATISFACTION

Abstract

The study explores the relationship between customer satisfaction and the financial performance of banks, focusing
on mediating factors. This study aims to investigate in detail the impact of responsibility, tangibility, and reliability
on banks’ financial performance, with a particular emphasis on the mediating function of customer satisfaction.
The primary objectives are to analyze how these service quality dimensions influence customer satisfaction and,
subsequently, financial outcomes. The research is grounded in the theory that higher levels of customer satisfaction
lead to improved financial performance through increased loyalty. Using Employing Partial Least Squares Structural
Equation Modelling (PLS-SEM), the study analyzes data collected from commercial bank clients in Kazakhstan over
a four-month period, from November 2023 to February 2024. The dataset includes responses from approximately
200 participants, ensuring demographic representation through a stratified random sampling method. Hypotheses
regarding customer satisfaction, reliability, responsibility, and tangibility were tested. Findings reveal a significant
positive relationship between customer satisfaction and financial performance, indicating that higher satisfaction
levels contribute to improved financial outcomes for banks. These findings highlight the multidimensional nature of
customer satisfaction and underscore the importance of addressing various factors to enhance financial performance
in the banking sector. This study contributes theoretical insights and practical implications for banks aiming to
optimize their financial performance through customer-centric strategies.

Key words: banks, financial indicators, customer satisfaction, banking system, modelling, structural equation,
service quality.

Introduction

Strategic marketing relies heavily on the notion of customer satisfaction. Over the past 30 years, a
good amount of research has been done on its causes and effects. In addition to scholars, practitioners
and businesspeople place significant emphasis on measuring and managing customer satisfaction as it
relates to a company’s growth. The belief that customer satisfaction is a crucial factor is intuitively clear.
Customers that are satisfied typically act loyally [1]. They are less price sensitive, they recommend
the business to others, and they grow their clientele by word-of-mouth. Loyalty among customers
ultimately results in increased sales and improved financial success.

This logical framework suggests that a company’s financial performance is not directly impacted
by customer pleasure. The idea that higher levels of customer satisfaction within a certain time will
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influence loyalty and revenue one or two periods later has theoretical support. This reasoning is
predicated on the idea that higher customer satisfaction not only correlates with improved business
success but also makes it possible to forecast it. The issue of customer satisfaction’s role in this
process and how it impacts financial results is added to this. The ability to forecast a company’s
success based on customer satisfaction is a useful tool for investors and management of the company.
Customer satisfaction may be used as a diagnostic tool for the former and as a sign of potential future
development for the latter.

Since competition in conservative, well-established businesses is typically strong, it is vitally
crucial. Customer satisfaction in highly established businesses, such as banking and insurance, can
serve as a valuable predictor of future financial performance, particularly in high-income nations.
Secondly, an empirical examination of customer satisfaction’s relationship to financial performance,
or lack thereof, might be helpful in informing managerial choices [2].

This study’s object is the banking industry, with a particular emphasis on banks and performance
indicators.

The subject of this study is the impact of service quality dimensions tangibility, reliability, and
responsibility- on the financial performance of banks, with a particular emphasis on the mediating role
of customer satisfaction. This entails examining the ways in which these particular facets of service
quality impact consumer attitudes and actions, and how those attitudes impact banks’ bottom lines [3].

To maximise the wealth of its shareholders, the company’s primary goal must be accomplished,
and this requires exceptional financial performance [4]. The difference between what consumers
expect and what they actually receive in terms of services is known as service quality. The customer
satisfaction is the control over the level of quality requiered to meet customers’ expectations [5]. It
is a collection of advantages that clients receive, either directly or indirectly, by making purchases of
goods and services easier by emphasising the characteristics, levels, and conditions of such purchases.

A tangible is a reference to a bank’s physical layout, which includes its furnishings, equipment,
and physical amenities including the bank’s general cleanliness, attractiveness, and atmosphere
[6]. Studies is also consistent with the findings of this study, which shows a positive and significant
relationship between tangible assets and customer loyalty. Banks that manage their tangible assets
effectively and efficiently can offer their customers excellent services that will foster customer loyalty.
Additionally, scientifics discovered proof of a favourable correlation between tangibles and patron
loyalty and satisfaction in Greek banks. Furthermore, tangibles are the most important component that
determines a customer’s loyalty [7].

For clients, reliability refers to dependability and trustworthy services. Another way that a bank
may be considered reliable is if it delivers on its promises of services, solves issues quickly, processes
transactions accurately, has regular business hours, and keeps records current. Loyal and satisfied
clients want more accuracy and promised services. Banks view reliability as a powerful weapon for
attracting and retaining devoted clients. Reliability is positively and significantly correlated with
customer satisfaction and loyalty, according to a previous study.

The capacity and readiness to assist clients and fulfil their needs is referred to as responsiveness.
Client loyalty resulted from prompt and efficient replies to their inquiries. Furthermore, it was
observed that a bank’s ability to respond more quickly to its clients is largely dependent on whether
or not those clients are happy with the employees’ willingness to assist them, their promptness in
delivering services, and their timely delivery of bank statements that include the services they require.
Customer loyalty and responsiveness were found to be positively and significantly correlated in earlier
research [8].

Retaining current consumers requires a strong foundation of customer satisfaction. It would be
unrealistic to anticipate long-term business partnerships from clients who are dissatisfied with the
services they got. Loyal clients are content and make good marketing collateral. Satisfied consumers
who are likely to repurchase products and services are known as loyal customers. Prior studies referred
to behavioural and attitudinal loyalty as a wide definition of client satisfaction. Customers’ intentions
to buy, repurchase, and suggest goods and services are explained by both categories. When it comes
to banking, a customer’s long-term, consistent patronage of a certain bank is considered satisfaction.
Customers that repeatedly buy the same good or service demonstrate their commitment to a brand [9].
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A company’s ability to generate income and efficiently use the resources from its main business
model is measured by its financial performance. The phrase is frequently used to assess an organization’s
overall financial standing over a specific time frame. The ultimate objective of improving the financial
performance of the company organisation is to guarantee better services to the clients. It follows that a
bank’s ability to retain customers will improve its financial success. According to scientifics, devoted
clients stay for a long time, boosting revenue and earnings [10].

Problem statement

The banking sector must have good financial performance in order to be sustainable and develop
given the regulatory restraints and fierce competition it confronts. The direct relationship between
customer satisfaction and financial performance, as well as the mediating roles of tangibility,
responsibility, and reliability, are still poorly understood, despite the fact that customer satisfaction
is acknowledged as a crucial factor that can improve financial outcomes through loyalty and positive
word-of-mouth. By examining how these particular characteristics influence the link between customer
happiness and financial success, and by analysing bank data using partial least squares structural
equation modelling (PLS-SEM), this study seeks to close this gap. By comprehending these dynamics,
banks will be able to adopt customer-centric tactics that are more successful, which will eventually
improve their financial outcomes.

Purpose of the topic is to analyze the impact of customer satisfaction on the financial performance
of banks.

Main objectives of the research:

1. To investigate the nature of the relationship between customer satisfaction and the financial
performance of banks.

2. To examine how factors such as reliability, responsibility, and tangibility mediate the
relationship between customer satisfaction and the financial performance of banks.

There is evidence of a favourable and substantial association between financial success and trust
and satisfaction, according to certain research. A few research discovered a strong correlation between
financial success and consumer loyalty.

The results of the research will help banks to raise the standard of their customer care, which will
boost customer satisfaction and enhance their financial success. With the use of this information, bank
management will be able to make more strategic choices that will boost the company’s sustainability
and competitiveness.In addition to adding to the body of knowledge in the field, this study will provide
useful advice for banking professionals looking to improve financial performance and service quality
in a fast-paced and demanding environment.

Materials and methods

This study uses a qualitative research methods, collecting data from bank clients through
questionnaires. The goal of the study is to comprehend how the three aspects of service quality —
tangibility, reliability, and responsibility. Financial measurements, which are derived from the financial
statements of banks that are listed on the National Bank of the Republic of Kazakhstan’s website.
The survey methodology is consistent with previous studies that have successfully employed similar
approaches to assess service quality and customer satisfaction in banking contexts [11].

This study uses SEM-PLS and is separated into two results: the outer model and the inner model.
For this investigation, partial least squares structural equation modelling was the preferred approach
for a number of strong reasons. The flexibility of PLS-SEM allows for the accommodation of non-
normal data distributions, which is in line with the data obtained for this study, which frequently
deviates from ideal statistical norms, in contrast to approaches that assume a normal data distribution.
The PLS-SEM approach may also be used to evaluate problems pertaining to the prediction-based
assessment of theoretical frameworks.

PLS-SEM software provides sophisticated functionality and visualisation capabilities that make
model testing, assessment, and interpretation easier.

The customer satisfaction, customer loyalty, and customer advocacy data from bank statistics
were utilised as secondary data in this study to evaluate the hypothesis.

Data Collection
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Data were collected over a specified period from November of 2023 to February of 2024. The
online survey was designed and distributed using SurveyMonkey, and it targeted clients of commercial
banks in Kazakhstan. A total of approximately 200 participants completed the survey.

A stratified random sample approach was employed to guarantee a representative sample,
enabling demographic segmentation across many categories such as gender, age, and geographical
representation.

The participants were aged between 18 and 65, primarily from Almaty city. In terms of gender
distribution, 60% of participants identified as women, while 40% identified as men.

Data Description

The customer sample developed for the companion article is included in the dataset collected. Using
the SurveyMonkey software, the market research organization designed, disseminated, and collected
data for the online survey. The study’s target demographic consists of Kazakhstan’s commercial bank
clients. The target demographic consisted of bank customers who were at least eighteen years old.
In order to guarantee representation from a variety of demographic categories within the population,
a stratified random sample technique was utilised. This aids in gaining a more thorough picture of
consumer satisfaction across many segments.

The purpose of the questionnaire was to gather important information on customer satisfaction
and service excellence. On a 5-point Likert scale, 1 denoting strong disagreement and 5 denoting
strong agreement, respondents were asked to score their agreement with various assertions. This scale
makes it feasible to quantify subjective experiences and do statistical analysis on the data.

Partial Least Squares Structural Equation Modelling (PLS-SEM) was used to analyse the survey
data in order to evaluate the suggested hypotheses and determine how the variables related to one
another. When applied to complicated models with numerous constructs and indicators, this analytical
technique’s robustness ensures thorough insights into the dynamics underlying customer satisfaction,
service quality, and financial success.

Table 1 — Questionaire for the clients of banks

Index Questions Measurement
Customer satisfaction. | Satl Overall, I am satisfied with the services provided by the bank. 1-5
Overall satisfacti -
w;;ir?h esli alr?kailg glon Sat2 I would recommend this bank to others. 1-5
services. Sat3 I am likely to continue using this bank’s services. 1-5
Tangibility. Physical | Tanl The actual buildings of the bank have a pleasing aesthetic. 1-5
facilities, equipment, |Tan2 | Modern, up-to-date technology is used by the bank 1-5
and appearance of Tan3 The appearance of the bank’s employees is professional. 1-5
personnel. Tan4 The bank is clean and well-maintained. 1-5
Tan5 The bank’s online banking interface is user-friendly and 1-5
visually appealing.
Reliability. Ability to | Rell The bank keeps accurate records of transactions. 1-5
5:;5?01? the promised Rel2 The bank completes tasks correctly the first time. 1-5
Rel3 The bank has a good reputation for reliability. 1-5
Rel4 The online services offered by the bank are dependable and 1-5
error-free.
Rel5 The bank’s staff members are informed and give accurate 1-5
data.
Responsibility. Respl | The bank’s customer service is responsive to the requests. 1-5
Willingness to help  'Resp] [ The bank actively seeks feedback from customers to improve 1-5
customers and provide its services.
prompt service. Respl | The bank ensures customer security and confidentiality. 1-5

Note: Compiled by the authors based on [17].
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Independent variables are tangibility, reliability and responsibility. This variable represents the
level of satisfaction among customers of a bank.

Dependent Variable is finance performance of banks that measures the profitability of a bank in
relation to its shareholders’ equity.

Moderating Variable is customer satisfaction.

Hypothesis Development:

HI1: There is a significant positive relationship between customer satisfaction and finance
performance.

H2: There is a significant positive relationship between reliability and customer satisfaction.

H3: There is a significant positive relationship between responsibility and customer satisfaction.

H4: There is a significant positive relationship between tangibility and customer satisfaction.

HS5: There is a significant positive indirect relationship between reliability, customer satisfaction,
and finance performance.

H6: There is a significant positive indirect relationship between responsibility, customer
satisfaction, and finance performance.

H7: There is a significant positive indirect relationship between tangibility, customer satisfaction,
and finance performance.

HS: There is a significant positive relationship between reliability and financial performance.

HO: There is a significant positive relationship between responsibility and financial performance.

H10: There is a significant positive relationship between tangibility and financial performance.

Results and discussion

tani tan3 tand. tans

t

s

0728 ggeg

Figure 1 — PLS-SEM model construction

Note: Compiled by the authors.

A thorough PLS SEM analysis takes multi-collinearity into account. According to scientist the
Variance Inflation Factor (VIF) should ideally be 5 or lower to prevent any possible collinearity issues.
The fact that all of the indicators’ VIF values are less than five indicates that the multi-collinearity
problem in this model is not present [12].

The analysis showed that all indicators have low VIF values, which gives assurance that multi-
collinearity does not jeopardise the model. It is possible to comprehend each predictor’s distinct effects
on the dependent variables more clearly since each one adds something unique to the model without
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being redundant. This bolsters the reliability of the analysis’s results and validates the validity of the
findings.

A more accurate examination of the correlations between consumer satisfaction, the three aspects of
service quality (tangibility, reliability, and responsibility), and financial success in the banking industry
may be achieved by guaranteeing that multi-collinearity is not a worry. The research’s credibility
and its consequences for banks’ strategic decision-making are strengthened by this methodologically
sound methodology [13].

Table 2 — Variance inflation factor

Index Variance inflation factor
rell 2.559
rel2 2.208
rel3 3.280
rel4 3.006
rel5 2.446

respl 1.356

resp2 1.572

resp3 1.399
roal 1.474
roa2 1.765
roa3 1.669
roa4 1.680
roas 1.353
satl 1.342
sat2 1.447
sat3 1.455
tanl 1.551
tan3 1.270
tan4 1.529
tan5 1.279

Note: Compiled by the authors.

Two processes comprise the systematic analysis and evaluation of PLS-SEM: the analysis of
the inner structural model and outer measurement models. Determining indicator reliability, internal
consistency, discriminant validity, and convergent validity are all part of the outer model analysis
process. As a result an indication dependability result of 0.70 or above is preferred, whereas greater
than or equal to 0.5 is considered acceptable. The following table 3 displays the findings of this study’s
indicators reliability.

Table 3 — Reliability and validity indicators

Cronbach’s alpha Composite Composite Average variance
reliability (rtho a) reliability (tho ¢) extracted (AVE)

customer
satisfaction 0.718 0.719 0.842 0.640
finance
performance 0.794 0.809 0.858 0.540
reliability 0.907 0.951 0.930 0.727
responsibility 0.720 0.720 0.843 0.642
tangibility 0.721 0.750 0.822 0.538
Note: Compiled by the authors.
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The table above presents the reliability and validity indicators for various constructs. The results
of the experiment found clear support for the cronbach’s Alpha values above 0.7 indicate acceptable
internal consistency reliability for all constructs. Composite reliability (rho a and rho c) values
further support the reliability of the constructs, with values above 0.7 considered satisfactory. The
Average variance extracted (AVE) values, all above 0.5, confirm the convergent validity, meaning
each construct explains a significant portion of the variance of its indicators.

Hair et al. state that constructs are considered distinctive if the Heterotrait-Monotrait ratio
(HTMT) values fall between 0.85 and 0.90. This criterion ensures that the constructs are not only
reliable and valid but also unique from one another, indicating good discriminant validity.

Table 4 — Correlation of Latent Constructs and Discriminant Validity (HTMT)

customer finance reliability responsibility tangibility
satisfaction performance
customer satisfaction
finance performance 0.459
reliability 0.144 0.098
responsibility 0.844 0.462 0.108
tangibility 0.489 0.311 0.483 0.437
Note: Compiled by the authors.

According to the results of the analysis it can be shown that the greatest HTMT value, 0.844,
or less than 0.85, was displayed in table 4, demonstrating that there was no discriminant problem
between the constructs. Convergent and discriminant validity of this model were found to be adequate.
The model’s constructs are verified to be distinct and to have little overlap by the discriminant validity
evaluation, which is essential for the validity of the findings.

The model’s adequacy is further supported by the HTMT values, which are below 0.85 and show
that the constructs have strong discriminant validity. As a result, it is possible to discern the links
between the various constructs more clearly since the measurements of those constructs are kept from
being very similar. The aforementioned discoveries are crucial in verifying the dependability and
accuracy of the concepts employed in the investigation, so strengthening the resilience of the study’s
conclusions and its consequences for the banking industry’s strategic decision-making.

Table 5 — Path coefficients

Original Sample Standard T statistics P values
sample (O) | mean (M) deviation | (JO/STDEV))
(STDEV)

customer satisfaction -> finance

performance 0.353 0.362 0.055 6.456 0.000
reliability -> customer satisfaction 0.004 0.012 0.055 0.081 0.936
responsibility -> customer

satisfaction 0.594 0.593 0.046 12.817 0.000
tangibility -> customer satisfaction 0.176 0.179 0.053 3.320 0.001
Note: Compiled by the authors.

If the null hypothesis is correct, the p-value shows the likelihood of getting the observed results—
or something even more severe. It is employed here to ascertain the statistical significance of the path
coefficients. Statistical significance is indicated by a p-value less than a predetermined cutoff point in
0.05.

H1: In this case a p-value of 0.000, and a t-statistic of 6.456 were displayed in the first hypothesis
test findings. Less than 0.05 is the p-value of 0.000, and greater than 1.960 is the t-statistic value of
6.456. Based on these findings, there is a significant positive relationship between customer satisfaction
and finance performance.Therefore, we support the hypothethis 1.
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H2: p-value of 0.936, and a t-value of 0.081 were shown in the second hypothesis test findings.
p-value is more than 0.05 is the, and the t-value is less than 1,96. Therefore, we reject the hypothethis 2.

H3: In this case a p-value of 0.000, and a t-statistic of 12.817 were displayed in the third
hypothesis test findings. Less than 0.05 is the p-value of 0.000, and greater than 1.960 is the t-statistic
value of 12.817. Based on these findings, there is a significant positive relationship between customer
satisfaction and finance performance.Therefore, we support the hypothethis 3.

H4: In this case a p-value of 0.001, and a t-statistic of 3.320were displayed in the third hypothesis
test findings. Less than 0.05 is the p-value of 0.000, and greater than 1.960 is the t-statistic value of
3.320. Based on these findings, there is a significant positive relationship between customer satisfaction
and finance performance.Therefore, we support the hypothethis 4.

Table 6 — Apecific indirect effect

Original Sample Standard T statistics P values
sample | mean (M) deviation | (JO/STDEV|)
(0) (STDEV)

reliability -> customer satisfaction ->
finance performance 0.002 0.005 0.020 0.078 0.938
responsibility -> customer satisfaction ->
finance performance 0.210 0.215 0.040 5.291 0.000
tangibility -> customer satisfaction ->
finance performance 0.062 0.065 0.021 2.924 0.003
Note: Compiled by the authors.

HS5: For the hypothesis regarding the indirect effect of reliability on finance performance through
customer satisfaction, the statistical analysis yielded a p-value of 0.938 and a t-statistic of 0.078. Since
the p-value is greater than the predetermined threshold of 0.05, and the t-statistic value is less than the
critical value of 1.960, we reject the hypothesis 5.

Hé6: For the hypothesis regarding the indirect effect of responsibility on finance performance
through customer satisfaction a p-value of 0.000, and a t-statistic of 5.291 were demonstrated in the
third hypothesis test findings. Less than 0.05 is the p-value of 0.000, and greater than 1.960 is the
t-statistic value of 5.291. Based on these findings, there is a significant positive relationship.Therefore,
we support the hypothethis 6.

H7: For the hypothesis regarding the indirect effect of tangibility on finance performance through
customer satisfaction a p-value of 0.003, and a t-statistic of 2.924 were demonstrated in the third
hypothesis test findings. Less than 0.05 is the p-value of 0.003, and greater than 1.960 is the t-statistic
value of 2.924. Based on these findings, there is a significant positive relationship.Therefore, we
support the hypothethis 7.

Table 7 — Total indirect effect

Original Sample Standard T statistics P values
sample (O) | mean (M) deviation | (JO/STDEV))
(STDEV)
reliability -> finance performance 0.002 0.005 0.020 0.078 0.938
responsibility -> finance performance 0.210 0.215 0.040 5.291 0.000
tangibility -> finance performance 0.062 0.065 0.021 2.924 0.003
Note: Compiled by the authors.

HS: p-value of 0.938and a t-value of 0.078 were shown in the second hypothesis test findings.
p-value is more than 0.05 is the, and the t-value is less than 1,96. Therefore, we reject the hypothethis 8.
HO9: In this case a p-value of 0.000, and a t-statistic of 5.291 were displayed hypothesis test
findings. Less than 0.05, and greater than 1.960. Based on these findings, there is a significant positive
relationship between responsibility and finance performance.Therefore, we support the hypothethis 9.
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H10: In this case a p-value of 0.003, and a t-statistic of 2.924 were displayed hypothesis test
findings. Less than 0.05, and greater than 1.960. Based on these findings, there is a significant positive
relationship between tangibility and finance performance.Therefore, we support the hypothethis 10.

From these results it is clear tha the customer satisfaction exerts a profound influence on the
financial performance within the banking system. However, this influence is mediated by several
factors that contribute to the overall satisfaction of users. Among these factors, responsibility emerges
as a particularly influential determinant. While responsibility may not directly impact financial
performance metrics, its significance lies in its substantial influence on overall customer satisfaction
levels.Similarly, tangibility, as another strong affecting factor, plays a crucial role in shaping customer
perceptions and experiences within the banking environment.

Conclusion

In conclusion, this study examined the link between bank financial performance of banks and
three important service quality dimensions: customer satisfaction, focusing on mediating variables
including tangibility, accountability, and dependability. Thus, through an examination of the ways in
which these elements of service quality impact customer satisfaction and, in turn, financial success,
this study highlighted the vital significance of tangibility, reliability, and accountability within the
banking industry.

In light of Kazakhstan’s banking sector’s current status, which is marked by digital transformation
and heightened rivalry, this study emphasised how important service quality is to preserving a
competitive edge and attaining financial success.

Partial Least Squares Structural Equation Modelling (PLS-SEM) study provided important new
information on how important these factors are in determining the structure of the banking industry.
This methodological technique was appropriate for the data acquired in this study since it allows for
non-normal data distributions and offers a prediction-based evaluation of theoretical frameworks.

The findings underscored the pivotal role of customer satisfaction in influencing financial
performance, with higher satisfaction levels correlating positively with improved financial outcomes
for banks. Responsibility and tangibility were identified as influential mediators in this relationship,
highlighting the multidimensional nature of customer satisfaction within the banking environment.
Prioritising elements like accountability, tangibility, and dependability helps banks raise customer
satisfaction levels overall, which leads to better financial results.

By offering empirical data on the meaningful correlations between aspects of service quality,
client satisfaction, and financial success in the banking industry, this study added to the body of
information already in existence. Through the emphasis on accountability and tangible results, the
research provides bank management with practical advice on how to improve service quality and, in
turn, improve financial performance.

In our opinion banks must prioritise customer pleasure through higher-quality services, if they
want to enhance their financial results Banks may improve client experiences and foster long-term
financial success by emphasising responsibility, tangibility, and reliability.

The study’s conclusions provided bank management with useful information for creating
customer-focused initiatives. Banks may improve customer satisfaction and hence improve their
financial performance and sustainability by concentrating on increasing the quality of their services.
By using these data to inform management choices, banks may implement tactics that enhance both
financial results and customer pleasure.

Furthermore, by offering actual data on the relationship between financial success and customer
happiness within the banking sector, this study adds to the body of knowledge already in existence.
It closes a knowledge gap in the field by providing banks with useful suggestions on how to use
advances in service quality to generate profits.
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BJIUAHUE JOCTYIIHOCTH, HAJEXKHOCTHU U OTBETCTBEHHOCTH
HA ®UHAHCOBBIE ITIOKA3ATEJN BAHKOB C ITIOCPEJTHUYECKOUN
POJIBIO YIOBJIETBOPEHHOCTHU KJIMEHTOB

AHHOTAIUA

HccnenoBanne u3ydaeT B3aMMOCBSI3b MEX/y YAOBICTBOPEHHOCTBIO KIIMEHTOB U (PMHAHCOBBIMH ITOKa3aTEISIMU
0aHKOB, yaemsist ocoboe BHUMaHue (akropamM-niocpegHuKam. L{enbio rccienoBanus IBiIseTcs MOAPOOHOE H3ydeHNE
BIIASTHUS OTBETCTBEHHOCTH, OCS3a€MOCTH U HAJIEKHOCTH Ha (DMHAHCOBBIE TIOKAa3aTeNN 0aHKOB, C OCOOBIM aKIIEHTOM
Ha MOCPETHUYECKYIO (PYHKINIO YIOBICTBOPEHHOCTH KIMEHTOB. OCHOBHBIC LIE/IN — NIPOAHAIN3NPOBATH, KaK 3TH U3-
MEpeHHUsI KadecTBa 0OCIyKHBAaHHS BIMSIOT HA YJIOBJIETBOPEHHOCTh KJIMEHTOB M, CJIEOBATEIbHO, Ha (DMHAHCOBBIC
pe3ynbrarsl. MccienoBanne 0CHOBaHO Ha TEOPHUHU O TOM, UTO OoJiee BBICOKUI YPOBEHB YIOBIETBOPEHHOCTH KIIUEHTOB
MIPUBOJNT K YITyUIICHUIO (DMHAHCOBBIX ITOKa3aTeliel 3a CUeT MOBBIICHHS JOSUTLHOCTH. Mcromp3ys MoaenpoBanne
CTPYKTYPHBIX YPaBHEHHH C NCIIOIB30BAHUEM YaCTHYHBIX HAaMMEHbIINX KBapatos (PLS-SEM), aBropsl ananusupy-
10T IaHHbIE, COOpaHHBIE Y KIMEHTOB KOMMEpUYecKnX 0aHkoB B KazaxcTaHe 3a 4eThIPEXMECSUHBIN MEPUOA ¢ HOSOPs
2023 r. mo ¢eBpanb 2024 r. Habop gaHHBIX BKIIOYAaET OTBETHI MpuMepHO 200 yIaCTHUKOB, YTO 00ECIIEUnBACT JEeMO-
rpadgu4YecKyro perpe3eHTaTHBHOCTh C TIOMOIIBIO METO/Ia CTPATU(HUIIMPOBAHHO Cily4yaiiHOW BbIOOpKH. bblin npoBe-
PEHBI THIIOTE3bl OTHOCUTEIBHO Y/IOBJIETBOPEHHOCTH KIMEHTOB, HAJIS)KHOCTH, OTBETCTBEHHOCTH U Ocs3aeMocTH. Pe-
3yJIBTaThl TIOKa3bIBAIOT 3HAYUTEIBLHYIO TIOJIOKUTEIBHYIO CBSA3b MEXKIY YOBJIECTBOPEHHOCTBIO KJIMEHTOB M (pUHAHCO-
BBIMH ITOKa3aTeJsSIMH, YKa3bIBasi Ha TO, YTO O0JIee BBICOKME YPOBHH YIOBIETBOPEHHOCTH CIIOCOOCTBYIOT YTy UILICHHUIO
(MHAHCOBBIX PE3yIBTATOB OAHKOB. DTH PE3yIbTaThl MOAYEPKUBAIOT MHOTOMEPHBII XapakTep yIOBICTBOPEHHOCTH
KJIMEHTOB M MOAYEPKUBAIOT BAXKHOCTh y4eTa Pa3lIWYHBIX (DAaKTOPOB JuIsl ynmydineHHs (MHAHCOBBIX MOKa3areseil B
0aHKOBCKOM CEKTOpEe. DTO HCCIIeIOBaHHE BHOCUT TEOPETHYECKHE HIICH U IPAKTUUECKUE BBIBOJIbI JIJIsI OAHKOB, CTpe-
MSIIIUXCS ONITHMU3UPOBATh CBOM (DMHAHCOBBIE ITOKA3aTEIH C TOMOIIBIO KIMEHTOOPHEHTHPOBAHHBIX CTPATETHi.

KiroueBble ciioBa: OaHkH, (DUHAHCOBBIC MMOKA3aTENH, YAOBICTBOPEHHOCTh KIIMEHTOB, OAHKOBCKAasi CHCTEMA,
MOZIEIHNPOBAHUE, CTPYKTypHBIE yPAaBHEHHS, KAYE€CTBO OOCITyKIBAHMS.
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I'maHbCK YHUBEPCHUTETI,

I'manbck k., [Tonsma

KJIUEHTTEPIIH KAHAFATTAHYIBLIBIFBIHBIH JAEJIAJIBIK PO BOMBIHIIA
BAHKTEPIIH KAPKBLIBIK KOPCETKIIITEPIHE KOJI )KETIMILIIKTIH,
CEHIM/ITIKTIH )KOHE KAYATIKEPIILJITKTIH OCEPI

Angarna

3eprreyne AenNanAbIK (akropiapra Hazap ayjnapa OTBIPBIIN, KIMSHTTEP/iH KaHaraTTaHybl MEH OaHKTEpIiH
Kap KbUIBIK KOPCETKILITepi apachblHAaFbl OailiaHbIc 3epTTeiieni. by 3epTTeylaiH MakcaTbl — KIMCHTTEpAIH KaHa-
FATTAaHYBIHBIH JENAaNABIK (YHKIMSACHIHA €pEeKIIe Ha3ap ayJapa OTBIPHIN, ecell OCpYIIUTIKTIH, HaKTBUIBIK TEH
CEHIMIITIKTIH OaHKTEpIiH Kap KBUIBIK HOTIDKEIEpiHe ocepiH 3eprrey. Herisri MiHmeTTep — KbI3MET KOpCeTy cara-
CBHIHBIH OCBI OJIIEMAEP] TYTHIHYLIbUIAPIbIH KaHAFaTTaHYIIBUIBIFBIHA, JEMEK KapKbUIBIK HOTIDKEre Kaylail ocep
eTeTIHIH TaJjiay. 3epTTey TYTHIHYIIBIIAP/IbIH KaHAFaTTaHy JAEeHIeHiHIH XKOFaPbUIBIFbl CEHIMAUTIKTI apTTHIPY apKbLIbI
Kap KbUIBIK HOTHIKEHI jKaKCapTyFa oKeJIeTiH TeopHsFa HerizenreH. [minapa ey Killi KBaapaTTapIblH KYPbUIBIM/IBIK
tegeynepin moaensaey (PLS-SEM) kemerimen 3eprrey 2023 k. Kapamanas 2024 k. akmaHFa JCHIHTI TOPT ailiIbIK
ke3eHne KasakcTanmarsl KOMMEpUUSIIBIK OaHKTEPAiH KIMEHTTepIHeH KUHAIFaH JepeKkTepii Tangaiasl. Jepekrep
JKUHAFBI CTpaTH(UKAIMATIAHFaH Ke3CHCOK 1piKTey 9ICiH KOMAaHa OTHIPHII, 1eMOTpadUsIIbIK PEPe3eHTaTUBTUTIKTI
KamTaMmachi3 ety ymis mamameH 200 KaTbICYIIBIHBIH JKayanTapblH KaMTH bl KIIMEeHTTep i KaHaFaTTaHyIIbUIbIFBI,
CEHIMJLIIIT, )KayarnKepIUILTri )KoHe HAKTBUIBIFBI Typasibl TUTIOTE3a]ap Tekcepinai. HoTmkenep KIMEHTTEpAIH KaHa-
FaTTaHy JICHreill MeH Kap>KbIIBIK HOTHIKEIIEP apachIHIarbl alTapiIbIKTal OH OalIaHBICTHI KOpceTe i, OyJI KaHaFaTTaHy
JICHICHiHIH JKOFaphl OOyl OAHKTEPHiH Kap)KBUIBIK KOPCETKIIITEPiHIH KaKcapyblHa OKENETiHIH KepceTeni. by
HOTWKEJIep KIMEHTTepIiH KaHAFaTTaHybIHBIH KOIl OJIILeMl CHUIIAaThIH KOpceTeldl jKoHe O0aHK CEKTOPBIHIAFBI Kap-
JKBITBIK HOTIDKENEPAl JKaKCapTy YIIIH OpTYpii (axTopiapabl KapacTHIPYIbIH MaHBI3IBUIBIFBEIH KepceTemi. by
3epTTey KIMEHTTEpre OarbITTAIFaH CTPaTerHsiiap apKbLUIbl KAPIKBUIBIK KOPCETKIIITEPiH OHTAWIaHAbIPYFa YMThUIAThIH
OaHKTEp YIIIH TEOPUSUIBIK TYCIHIKTEp MEH MPAKTHKAJIBIK CajiapiiapFa bIKIaJ eTe/i.

Tipek ce31ep: OaHKTEP, KAP>KBIIBIK KOPCETKIMITED, TYTHIHYIIBUIAPIBIH KAHAFaTTaHybl, OaHK XKYieci, MOJeIIb ey,
KYPBUIBIMIIBIK TEHAEYIIEP, KBI3MET KOPCETY Carachl.
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