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Abstract 

Customer is the key stimuli of agile business environment. Due to cutthroat competition, this has become a 
compulsion for service-oriented businesses to retain supreme level of satisfaction. While many previous 
studies unveiled unidimensional service quality and customer satisfaction, the present research has 
attempted to discover the role of perceived service quality, electronic, Electronic human resources 
management(Electronic HRM), and extra-role performance in a three-tier association with customer 
satisfaction under the lens of satisfaction-motivation theories. In order to attain the objective, the judgmental 
purposive sampling technique was applied to select 350 responses from 25 private commercial banks. The 
study employed a Likert 5-point scale and adapted measurement drivers from previous studies. The studies 
found that perceived service quality and extra-role performance significantly impact customer satisfaction 
and electronic HRM usage has no influence. Theoretical contributions and management applications of the 
findings are examined further. The study's findings will be a vital tool for industry, managers. After the 
conclusion, the future directions and implications are articulated. 

Keywords: Customer Satisfaction, Perceived Service Quality, Electronic HRM, and Extra-Role 
Performance, Banks. 

 
1. INTRODUCTION 

Customer satisfaction is the lifeline of surviving in a competitive business. Satisfaction 
leads towards the ultimate success of a business. Therefore, to retain success, it is 
necessary to build a bridge between customers and firms. Facilitating the service level 
and adoption of technology could be that bridge. Empirical research revealed that 
customer happiness is the most challenging and promising task for every business to 
survive(Abdullah & Kasmi, 2021). The absence of satisfaction caused business losses 
and market declinations (Ainin et al., 2015). So relentless drive to retain satisfaction is a 
priority. Particularly in the service sector, a single failure caused the quick switching of 
customers, loss of loyalty and ultimate dissatisfaction. At one point, the strength of 
services also regains the lost customers. So, managing customer satisfaction is an 
excellent tool for business. On the other hand, satisfaction is constantly varying and 
changing for many reasons like service quality, technology, taste and preference, cost of 
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living, and purchase power. According to Bungatang & Reynel (2021) understanding the 
latest demand, tastes, and choices is the most innovative way of managing a business in 
an agile market competition. The e-commerce movement after 1990 changed the new 
leave of technology in the ageing process. Gradually technology becomes a strong driver 
of managing satisfaction. In addition, like others, the service sector is adopting technology 
to satisfy the customer. Prior research revealed that perceived service quality is the latest 
technique that constitutes the befitted to existing service process(Huang et al., 2019) . 
Besides, the new bundle of human resources management (HRM) system extended the 
hands of increasing employee efficiency and work process. Adopting technology provides 
a hands-on solution for the employee and the customers. After this adoption of the 
traditional way of belief in the employee, regular performance was also ratified. Similarly, 
market competition creates a compulsion for extra, out-of-the-box service behavior. This 
behavior turned toward proactive and taking extra care of customers, ultimately satisfying 
the customers. PCB plays a vital role in economic development in saving mobilization, 
rendering banking services at every level, providing credit facilities to businesses, and 
managing foreign remittances. In the current years, the GDP lifted to USD 302.4 billion, 
and per capita income raised USD 1909(Dhaka Tribune, 2019); the PCB shares ever 
highest of 60 per cent (Khuda, 2019). There are 41 PCBs out of 59 scheduled banks 
(Bangladesh Bank, 2021). The number is lifting quickly. On the eve of these explorations, 
banks are challenged to achieve their operational goals. Thus, the central problem of the 
research is to see whether the perception of service quality, the usage of electronic HRM 
and different role influence customer satisfaction. Notably, the focus on perceived service 
quality, electronic HRM usage, extra-role performance, and customer satisfaction are 
demand-driven areas of concentration. The prime significance of the research is to 
unleash customer satisfaction and the actual state of services. Similarly, electronic HRM 
usage and extra-role performance are new fields of research and literature. Moreover, 
addressing these issues in the banking sector in the composition of multi-dimensional 
predictor variables is a unique novelty of the research. Besides, the result of the research 
will generate new knowledge among industry and practitioners. Therefore, following the 
lead, the objectives are set forth: 

 To examine the association between perceived service quality, electronic HRM 
usage, extra-role performance and customer satisfaction 

 To measure the impact of perceived service quality, electronic HRM usage, and 
extra-role performance on customer satisfaction.  

 
2. LITERATURE REVIEW  

2.1 Customer Satisfaction (CS) 

Customer satisfaction (CS) can be delineated the extent of satisfaction if the performance 
meets his or her expectations; if the performance exceeds his or her expectations. It is a 
signpost of a firm's capacity to meet the demands and desires of its potential customers 
through superb product/service excellence (Kant & Jaiswal, 2017). Similarly, CS is viewed 
as a set of beliefs or outcomes related to customers' experiences with products and 
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services(Solomon et al., 2019) Therefore, CS is determined by one's assessment of the 
gap between actual achievement and customer requirements for services. In a broader 
sense, CS is a customer's post-purchase appraisal of a product or service, which takes 
into consideration their expectations(Kotler & Armstrong, 2015). In the financial services 
sector, CS is one of the essential performance metrics alongside other profitability 
measures such as sale price, net profit, and so forth in the competing service sector(Berry 
et al., 2002). Accordingly, in the banking environment, CS refers to a client's overall 
assessment of satisfaction and discontent in service contacts with the bank's touchpoints 
over time (Kant & Jaiswal, 2017).  CS is an indicator of how well businesses are 
performing in relation to client requirements. This offers another way to evaluate service 
quality. Customers can genuinely react to goods and services by giving feedback on the 
service they received. For any financial organization, but notably, those in the banking 
industry, the satisfaction of the customer is one of the most crucial considerations. Without 
satisfied customers, the banking industry cannot generate a profit and last for an extended 
period of time(Rahman et al., 2020) . Thus, CS applied to this study is the customer's 
attitude expressed in response to any type of service.  

2.2 Perceived Service Quality (PSQ) 

Quality of service has long been recognized as a key strategy for differentiating a company 
in a competitive service platform(Eren et al., 2013) and it is seen as a key factor of service 
competitiveness (Parasuraman, 2000). The terminology "service quality" refers to a long-
term cognitive assessment of a company's "excellence or supremacy". For service 
organizations to drive consumers' behavioural intention for continued consumption, a 
customer-oriented quality approach is critical(Ma & Zhao, 2012). Poor service quality, on 
the other hand, will result in negative word-of-mouth and, as a result, a loss of sales and 
earnings as clients shift to competitors(Yang & Fang, 2004). Perceived service quality 
focused on interpersonal exchanges or the quality of all non-Internet-based consumer 
contacts and interactions with businesses. Recent research, such as Parasuraman, 
(2000) concentrated on evaluating service quality. So, one of the prime tasks of the 
manager is to manage customer perception of the quality of service to mandate 
competitive advantages (Danjum & Rasli, 2012). 

2.3 Electronic HRM Usage 

Human resources management (HRM) is the unitary functions of people acquisition 
(selection), training and development, managing performance, staff compensation, and 
grievance management and employee assistance in a firm. The process assists in human 
resources utilization at work, leveraging skills and motivation to achieve the desired 
outcome (DeCenzo & Robbins, 2013). The electronic HRM came into the scholarly 
discussion, while e-movement took place in 1990. Consequently, a researcher at that time 
revisited the meaning of electronic HRM and used it interchangeably. For example human 
resource information system(Parry & Tyson, 2010); Cloud HRM(Gardner et al., 2005); 
electronic-HRM (Bondarouk & Ruël, 2013); digital HRM(Stone et al., 2015); computer-
based HRM (Huselid et al., 1997); web-based HRM(Lengnick-Hall & Moritz, 2003); HRM 
by ICT (Yusliza & Ramayah, 2012); HRM portals(Marler, 2009); virtual HRM and 
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HRIT(Lepak & Snell, 1998). The contributors concluded that, it is equipped with the 
technology integration to perform selection, skills enhancement, managing talents, and 
payroll. In a wider sense, the e-HRM system is composed of people and ICT processes 
built into the ERP platform to carry out HRM functions at minimum cost, quickest support 
and availability of HR information (Baki & Çakar, 2005); Electronic HRM usage revealed 
many different outcomes. For instance, Arefin & Islam, (2019) HR information adoption 
systems significantly influence firms' outcomes; Factors like social influence, performance 
attributes, expected effort, facilitating condition, individual, internal IT set-up, cost nature, 
and competitive pressure influence the adoption(Alam et al., 2016; Masum et al., 2020) ; 
Exponential growth in HR planning, training, payroll, salary and budgets, compensation 
and OTs, e-communications and e-employee fillings(Akkas, 2017; Hossain & Islam, 
2015); Previous studies evident that the private sector is in better shape than the public 
sector in Bangladesh(M. Islam, 2016) ; Increased usage in India(Pandey & Kumar, 2017); 
scanty usage in Thailand(Choochote & Chochiang, 2015)); variation of usage in the 
context of Srilanka (Pratheepan & Anthonypillai, 2012).  Based on the above analysis, it 
can be claimed that electronic HRM usage is somewhat seen. 

2.4 Extra-Role Performance (SEEP) 

Extra-Role Performance (SEEP) is a prosocial behavior rendered by employees towards 
firms that reflects the enthusiasm of individuals to promote the well-being of the firms and 
customers(Organ, 1988). The extra-role performance is part of prosocial behaviour that 
originated from organizational citizenship(MacKenzie et al., 1993). Extra-role 
performance is a form of voluntary, out-of-the-box behaviour that a service employee 
delivers beyond his formal role expectations. Moreover, it is ornamented by the term called 
to provide some delightful service, doing little extra for customers, giving surprise support, 
pay some extra, special attention. Thus, the extra-role performance is non-routine tasks 
after meeting common task issues(Netemeyer & Maxham, 2007). The applications of 
extra-role psychologically impact the customer and make them happy. Thus, employees' 
extra-role performance influences customer satisfaction, which may transpire in the 
presence of HRM practices. 

2.5 Summary of Extant Literatures Gap 

The extra-role performance is the heart of customer satisfaction. The summary below 
depicts the available findings and analytical, contextual gaps. 
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Table 1 

SL Researcher/Year Major Findings Variables and Methodology 

1 
Rana & Paul, 
(2017) 

Product knowledge and faster 
service most influential factor 

IV: Waiting time, support, Available 
space, handling objections, Follow- 
Ups, Quick services, Response 
time, Product Knowledge and 
Connectedness 
DV: CS 
The survey, multiple Regression, 

2 
Firdous & Farooqi, 
(2017) 

Privacy, efficiency and website 
design have crucial impact on CS. 

Correlational and regression 
analysis. IV: Efficiency, system 
availability, privacy, 
responsiveness. DV: CS 
Exploratory, Survey method used. 

3 
Ngo & Nguyen, 
(2016) 

Non-linear relationships exists 
among CS , service quality, and 
loyalty 

Boot-strapping approach; 
Convenience sampling 

4 
Kant & Jaiswal, 
(2017) 

Responsiveness was found as most 
significant factor with CS 

Exploratory factor analysis used. 
IV: Physical evidence, 
dependability, trust, availability, 
compassion, DV: CS Purposive 
Sampling technique 

5 
Moghavvemi et al., 
(2021) 

Knowledge, employee competency 
and convenience are considered 
important for local bank customer. 
Bank image and e-banking for 
foreign bank customer 

Confirmatory factor analysis 
through, SEM, Convenient 
sampling method 

7 
Alfalla Luque et al., 
(2012) 

Impacts of customer service-
focused HRM usage organizational 
performance 

SEM 

8 
Bahadur et al., 
(2018) 

Employee empathic service 
performance highly impacts on 
customer loyalty, satisfaction 

Customer affective commitment, 
perceived service quality, an CS 
SEM, China, teclos 

9 
Moghavvemi et 
al.(2018) 

Expertise, staff competency, and 
bank speed of service are more 
important. 

SEM 
IV: Staff expertise, convenience, I-
banking, core products. DV: CS 

10 
Moghavvemi et al., 
(2021) 

CS has been greatly impacted by 
trustworthiness, responsiveness, 
security, empathy, and tangible 
factors. 

Regression Analysis used 
IV: responsiveness, empathy, 
trustworthiness, security and 
tangible factors. 
DV: CS 

11 Özkan et al. (2019) 

Customers' perceptions of quality 
and satisfaction have an impact on 
loyalty through perceptions of value, 
reputation, and image. 

SEM. 
Confirmatory factor analysis used. 

12 
Nuralina et al., 
(2020) 

E-HRM factors have the strongest 
and most significant impact on 
Service Quality. 

Structural equation modeling 
(SEM); PLS statistical testing tools 
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3. HYPOTHESIS DEVELOPMENT 

3.1 Relationship between Perceived Service Quality and Customer Satisfaction  

Previous research in different settings revealed the association between service quality 
and customer satisfaction. Organizations must ensure that their service quality fulfils their 
consumers' expectations to achieve organizational excellence (Lee et al., 2021; 
Moghavvemi et al., 2021). Hence, to ensure long-term growth, the bank must establish a 
high level of client satisfaction(Egan et al., 2015). Moreover, researchers have 
demonstrated that when many critical factors like personalized attention, effective problem 
resolution, and a kind attitude are integrated, superior service quality can be achieved. As 
a result, while educating front desk employees, attentiveness, assuredness, and 
emotional intelligence are all equally essential (Lee et al., 2021; Moghavvemi et al., 2021). 
Various studies have strongly linked service quality and client satisfaction(Kumbhar, 
2011).  

In the context of e-service quality, research discovered that the quality of e-service 
influences customer satisfaction and retention. Chu et al., (2012) also investigated the 
links between service quality, client satisfaction, and loyalty. Research on PCB contested 
that tangibility, serviceability, speed of response, assuredness, and empathy significantly 
and positively impacted satisfaction(Karim & Chowdhury, 2014);  Factors like 
responsiveness, expertise, safe transactions, affordable service, influence customer 
satisfaction and established the causal link between overall service quality and customer 
satisfaction (Moghavvemi et al., 2018). Thus, service quality primarily influences customer 
satisfaction particularly in the service industry information quality, perceived value, and 
customer loyalty. Given the paucity of research on the effect of service quality on client 
satisfaction regarding e-banking, the following hypothesis is proposed and tested: 

H1: Perceived service quality has positive relationship with consumer satisfaction 

3.2 Relationship between Electronic HRM Usage and Customer Satisfaction 

The service perspective of HRM has been a research agenda for many years. The 
customer satisfaction-oriented HRM satisfies customers' demand in any group, segment 
or individual. The relationship between HRM practices and customer satisfaction is mostly 
the connection between HRM and customer service physically and psychologically 
(Schneider, 1994). Essentially HRM facilitates the selection of the best employees, 
maximizes the up-to-date skill through training, ensures performance and manages 
compensations(Bondarouk & Brewster, 2016).  

The research of Chao & Shih (2018) claimed the importance of customer services focus 
HRM where technology can excel in the scope of customer adaptability; Service industry 
in India revealed that HRM practices significantly influence customer satisfaction(Chand, 
2010); Relationship between HRM practices and customer satisfaction (Alfalla Luque et 
al., 2012);  Importance of HRIS to improve service satisfaction in Bangladesh(Mahjabin, 
2018); Customer satisfaction and HRM are related (Najam et al., 2020); Influence of HRM 
impact employee satisfaction and customer satisfaction(Masum et al., 2020; Xu & 
Geodegebuure, 2005). On a similar note the new HRM practices have broadened the 
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scope of broader communication and knowledge exchange that enhance customer 
satisfaction(Cantarello et al., 2012). Thus, relying on the above discussion following we 
propose below hypothesis: 

H2: Electronic HRM usage has a positive relationship with customer satisfaction 

3.3 Relationship between Extra-Role Performance and Customer Satisfaction 

Extra-role performance (SEEP) is the fuel to diversify the concentration of a customer. 
The SEEP can quickly change a mostly dissatisfied customer. Even more, the dissatisfied 
lost customer can come back. So, making a happy customer is much easier once the 
service employees deliver something special, going beyond the routine tasks (Budur & 
Poturak, 2021). For this reason, the role, namely high degrees of variety, intangibility, and 
assessment of services, mainly depends on the performance and behaviours of the 
service employees(Martínez-Tur et al., 2011).  

Generally, the service employees appear to be service ambassadors to the customers, 
and they keep complete trust in the service employees for future care. Every customer 
expects some extras from that service provider. Besides, the extraordinary performance 
generated by service employees significantly impacts the impression. That is why 
Bahadur et al., (2018) attested that extra-role customer care and customer satisfaction 
are significantly correlated. As a result, SEEP claimed an excellent impression for the 
client, with a positive emotion directly linked to high customer satisfaction(Söderlund et 
al., 2014). Moreover, the service employee’s performance also reduces complaints and 
perceived misconceptions. Empirical research tested that complaint reduction enhances 
post-purchase satisfaction(Bell & Luddington, 2006). After analyzing the above, we have 
extracted that employee has a significant role in mobilizing customer satisfaction. Based 
on the above discussion following hypothesis can be developed. 

H3: Extra-role performance has a positive relationship with customer satisfaction. 
 
4. THEORETICAL FITTING AND CONCEPTUAL FRAMEWORK OF THE STUDY 

Customer satisfaction is a psychological expression of the feeling of pleasure. Theories 
on customer satisfaction, namely expectancy disconfirmation, assimilation or cognitive 
dissonance, contrast, assimilation-contrast, equity, attribution, comparison-level, 
generalized negativity and value-precept underscored the cognitive nature of human that 
ended (Ross et al., 1987). Expectancy disconfirmation theory’ is the most applied theory 
contributed by Richard Oliver(Oliver, 1980) . While receiving services, the customer 
perceived the extent of support and other qualities. Immediately after consumption, he 
compared the perception that made him happy or unhappy. Therefore, happiness 
indicates retention and unhappiness indicate the exit from the product or service. 
According to the disconfirmation theory, the fundamental factor defining satisfaction is the 
discrepancy between actual performance and expectations. This is a potential way to 
explain satisfaction (Li et al., 2006). Venkatesh & Davis (2000) has contributed the 
electronic HRM, a branch of the technology acceptance model. The organization uses the 
latest technology to get competitive advantages. Employees are the heart of delivering 
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extraordinary services. To motivate them to perform beyond is the outcome exchange 
between employees and firms. The framework of the study is grounded in human 
motivation, technology and perception theories. That is why the following framework may 
be the better shape to measure the causal relationship. 

 

Figure 1: A Conceptual Model of the Research (2023) 
 
5. RESEARCH SETTINGS 

5.1 Research Design and Measurement Scale 

The Independent variable (IVs) are electronic HRM usage, Perceived service quality 
(PSQ), extra-role performance (SEEP) and customer satisfaction (CS), the dependent 
variable (DV) in the study. The scale was adapted from previous studies. Accordingly, 
electronic HRM usage was explained by four items scale developed by (Iqbal et al., 2019). 
The perceived service quality was measured based on five items of Babakus et al., (2004) 
scale; the extra-role performance was adapted from five items scale of Moliner et al., 
(2008) and DV customer satisfaction was drawn from six items of Anderson & Srinivasan, 
(2003) scale. According to previous studies, a minimum of three items is substantial to 
explained a variable(Tremblay et al., 2010).  

5.2 Sampling Frame, Sampling Technique and Unit  

The target population is the customers of banks in Bangladesh. The exact customer 
number and relevant sources need to be evident in this sector. Therefore, non-
probabilistic judgmental techniques were employed to select the respondents. According 
to Malhotra, & Dash, (2015) this method can be applied when the population needs to be 
listed and recorded. The frame can be developed with many reliable sources such as 
published directories, geographical lists, association data, membership data, and every 
other type of formal printed or electronic database. The sample of the survey can be 
obtained from that population. Moreover, this sampling method provides relevant results 
where the researcher looks for data that are fit and capable of providing adequate 
information(Sekaran & Bougie, 2016). We have targeted the respondent from a bank 
customer who has been maintaining an account with banks for a minimum of three years. 
An effectively furnished questionnaire warrants the required knowledge of the technology 
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and business market conditions. Thus, we have collected the responses from customers.  
There are a few more justifications for sampling techniques like minimum cost and easy 
access, dependable result, and widely acceptable to predict the association(Cooper, & 
Schindler, 2011; Hulland, 1999). The non-probabilistic judgmental sampling provides a 
significant and acceptable result for south Asian countries(Asiamah et al., 2017).  

5.3 Sample Size 

To conduct substantial research, there should be the lowest possible but statistically 
feasible sample size (Sekaran & Bougie, 2016). The sample size should be ten times 
higher than the number of variables in the study. Accordingly, the smallest sample size of 
this study will be 40 (4*10). Initially, the researchers targeted 25 banks, and a minimum 
of ten responses have obtained from each bank. We distributed 350 questionnaires; 
among them, 265 returned, and 250 questionnaires were found completely filled and 
correct to use. Therefore, the current study finalized the total sample size as 250. In total, 
250 questionnaires that indicated a response rate of 75.71% were considered complete 
for data analysis because prior scholars found a reaction rate of 29% in the context of 
Bangladesh(Islam & Akkas, 2022). In this regard, the respondent has been selected from 
the branches located office in the Dhaka division. 

5.4 Questionnaire Development and Data Collection. 

The questionnaire consists of two segments. Part one consists of the respondent's 
demographic profile, and part two contains critical research questions. The statements 
were assessed using a 5-point Likert scale, i.e. from strongly disagree to strongly agree. 
The primary data was collected through a hybrid method such as google forms, physical 
contact, and emails (Lee et al., 2021). The period of data collection was from January 
2022 to June 2022. The data obtained from selected corporate customers, customer 
service points. Corporate customers are those who maintain multiple accounts, have 
frequent interaction with human resources department and participate in employee annual 
appraisal program. The respondents were asked to fill in the questionnaire anonymously 
and voluntarily. Initially, 30 responses were considered to make a pilot study to validate 
and correctness of the questionnaire. 

5.5  Data Analysis Technique 

To analyses data, the statistical package for social sciences (SPSS) version 22.0 was 
used. The software is rightly fitted to factor analysis, loadings, consistency, ANOVA, 
correlation and regression.  
 
6. ANALYSIS OF DATA 

6.1 Demographic Profile 

Table 2 represents the demographic profile of the respondents. In the profile, there are 
three age groups of the respondent is at the age group of 36-45 (47%). Among the 
respondent, the maximum number is male (78%). The duration of maintaining an account 
shows that 50% are from the range of 6-10 years.  
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Table 2: Demographic Profile of the Respondent 

Categories Level Frequency Per cent Valid % Cumulative % 

Age 

30-35 100 40.00 40.00  

35-40 100 40.00 40.00 80.00 

40 and above 50 20.00 20.00 100 

 Total 250 100 100 100 

Gender 
Male 195 78.00 78.00  

Female 55 22.00 22.00 100 

 Total 250 100 100 100 

Years of receiving 
services 

3-6 85 34 34.00  

06-10 125 50 50.00 84 

10 Plus 40 16 16.00 100 

 Total 250 100 100.00 100 

The internal consistency was measured to assess the internal uniformity of the items of 
each variable. At the early stage, the alpha value of 0.60 is acceptable but if the value is 
higher than 0.70 it exhibits higher internal consistency(Guilford, 1950; Nunnally, 1978). 
According to the threshold value, the internal consistency of each item shown in table 3 is 
more than .70 shows high acceptance.  

Table 3: Measurement of Internal Consistency 

Variables Cronbach's Alpha (α) N of Items 

Electronic HRM Usage .867 4 

Perceived Service Quality .892 5 

Extra-role Performance .901 5 

Customer satisfaction .942 6 

Table 4: Measurement of Items, Loading value, Variance, Cronbach Alpha 

Variables Items Loading value Individual Variance Cronbach Alpha 

Electronic HRM Usage 

ehr1 0.545     

ehr2 0.907     

ehr3 0.899   0.867 

ehr4 0.705 76.39   

Perceived Service Quality 

psq1 0.743     

psq2 0.832     

psq3 0.85     

psq4 0.813 84.24 0.892 

psq5 0.975     

Extra-role Performance 

seep2 0.743     

seep3 0.764     

seep4 0.887 72.44 0.901 

seep5 0.861     
Total Variance Explained ( Average)   74.88 

Item ‘seep1’ has not been considered in the final result due to the low loading value of .447 less than 
the threshold (.50). 
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Table 4 represents the items and loading values, individual variance and total 
variances. 

Total variances explained that all the variables can 75% explaining the customer 
satisfaction dependent 

Table 5: Correlations ( Pearson) 

  1 2 3 4 

Electronic HRM usage (1) 1       

Perceived Service Quality (2) .125* 1     

Extra-role Performance (3) .258** .752** 1   

Customer satisfaction (4) .259** .695** .847** 1 

*Correlation is significant at the 0.05 level (2-tailed). 

**Correlation is significant at the 0.01 level (2-tailed). 

Table 5 exhibits the Pearson correlation coefficient. Pearson correlation coefficient 
revealed the extent of linear relationship among variables. The values range from -1 to 1. 
The sign of the correlation coefficient is the direction of association (positive or negative). 
The association of independent variables with customer services is respectively .259, 695 
and .847. According to the output, the association between electronic HRM and Customer 
services (Electronic HRM=> CS) is not significant, whereas the association between 
(SEEP=>CS and PSQ=> CS is significant. 

Table 6: Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .853a .728 .725 .49528 

a. Predictors: (Constant), Perceived service quality, Electronic HRM usage, Extra-role 
Performance  

Table 6 shows the R-value of .853, depicting the strong relationship between variables. 
The R square .728 claimed that the applied model could explain 73% of the variability of 
the explanatory variable ‘CS’ in the bank companies. The adjusted R2 square (.725) is 
significantly close to R2, which means the variation in customer services indicates the 
relationship with confirming the model of three-level IVs.  F-test helps measure the null 
hypothesis. In table 7, the calculated value of F=219.928 is higher than the tabulated value 
(2.68) at df is at a=.05. It can be concluded from the 3,246 results that multidimensional 
independent variables like perceived service quality, electronic HRM usage, and extra-
role performance can influence customer satisfaction levels. 

Table 7: ANOVAa 

Model Sum of Squares df Mean Square F 

1 

Regression 161.845 3 53.948 219.928 

Residual 60.344 246 0.245   

Total 222.188 249     

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Perceived service quality, Electronic HRM usage, Extra-role Performance 
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Table 8: Regression 

  
Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

  B Std. Error Beta     

(Constant) 0.291 0.148   1.972 0.05 

Extra-role Performance 0.747 0.053 0.727 13.973 0 

Electronic HRM usage, 0.054 0.034 0.054 1.564 0.119 

Perceived service quality 0.142 0.051 0.141 2.786 0.006 

Multivariate regression coefficients denote the extent of influence of the independent 
variable on the dependent variable. Table 8 depicted that two variables have a significant 
positive impact on customer satisfaction of banks. The computed value shows extra-role 
performance (t=13.973, standardized b=.727 and   p=.000) and Perceived service quality 
(t=2.786,   standardized   b=.141 and p=.006). The null hypothesis is rejected as the 
coefficient value of extra-role performance, and Perceived service quality is less than the 
threshold (p<.05). moreover, the computed score of t  is higher than the tabulated value  
±1.658,  so the null hypothesis is rejected in extra-role performance and perceived service 
quality styles.  

In the remaining variable electronic HRM usage, (t=1.56, standardized b= .054 and 
p=.119) shows p>.05, t value is less than the tabulated value ±1.658, so the null 
hypothesis has been accepted. It shows that the variable has not been a statistically 
significant positive impact on customer satisfaction. Here ß denotes the percentage of 
changes in variables that may change the level of customer service. 

Table 9: Decision on the hypothesis 

SL Name of hypothesis Decision 

H1 Perceived service quality has a significant impact on the customer satisfaction Accepted 

H2 Electronic HRM usage has a significant impact on customer satisfaction Rejected 

H3 Extra-role performance has a significant impact on customer satisfaction. Accepted 

 
7.  DISCUSSION ON FINDINGS 

The present study investigated the impacts of perceived service quality, Electronic HRM 
usage, and extra-role performance. The result of the study depicted that perceived service 
quality and extra-role performance significantly influence customer satisfaction. The 
findings reaffirmed the result of previous findings in different settings(Khan et al., 2021; 
Martinez-Tur et al., 2017) . Service quality influences the buying decision process as well 
as post-purchase behaviours. Customers are reciprocal to the product if they receive the 
expected level of quality. Otherwise, it may damage the product's image and acceptability. 
Doing something beyond is sometimes an active voluntary job. When customers receive 
exceptional care from the service employee, they feel a favourable attraction to the 
product (Martinez-Tur et al., 2017). This intention may create new business for the existing 
customer in future. On the other hand, electronic HRM does not influence customer 
satisfaction. It might happen due to the nature of the relationship. The HRM function may 
directly influence employees, and employee functions influence customer satisfaction. 
The relationship might be indirect. The previous research also claimed similar results 
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(Martinez-Tur et al., 2017). This result of the association infuses a new branch of 
academic thoughts like 'technological innovation' and doing 'extra-role' for the users and 
all stakeholders. 
 
8. CONCLUSION AND FUTURE DIRECTIONS 

In this study, we have investigated the impacts of perceived service quality, electronic 
HRM usage, and employee extra-role performance on customer satisfaction and the 
association between constructs. The banking industry is very quickly explored in 
Bangladesh. In the study, previous findings were also validated in Bangladesh. The result 
indicates the scope of further development of drivers to leverage customer satisfaction. 
Because if there is a negative relationship between the service, electronic HRM usage, 
and service extra performance with customer satisfaction, there is a possibility of service 
threat to the banks. As a result, the customer will immediately switch to others. Therefore, 
the creation of satisfaction is more than a one-unidimensional effort. Instead, it is 
composed of multi-dimensions. In the study, two elements, electronic HRM usage and 
employee extra-role performance a new area to underscore. Thus, the organization may 
bit competition and more explorations. A few limitations may be considered for future 
scope of work in similar fields. A future study may initiate to measure the direct and indirect 
relations, technology adoption, and ranking on the factors of customer satisfaction; a 
longitudinal study can also be initiated in future. 
 
9.  IMPLICATIONS OF THE RESEARCH 

The study's findings reveal that perceived service quality and extra-role performance 
significantly influence customer satisfaction. The study will promote theoretical 
implications like technology applications and services beyond the boundary. These 
findings will improve knowledge of both public and private bank performance in 
Bangladesh, as well as customer satisfaction, which will be helpful to all bank managers 
and industry players in improving their services. It will also serve as a valuable reference 
for financial institutions to better understand the service quality issues they may confront 
in today's competitive market because customer satisfaction is positively connected with 
all dimensions of service quality attributes, including extraordinary employee service. 
Therefore, Bangladeshi bank managers should emphasize all service quality factors, 
using electronic HRM, and inspiring employees to perform non-routine tasks in 
maintaining and increasing the service quality they deliver. Moreover, banks will be 
facilitated in evaluating their performance in terms of service quality and electronic HRM 
strategy, and researchers will have a foundation to look into different techniques of 
consumer contact that will help improve customer happiness, loyalty, and engagement on 
e-retail banking sites. 
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