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ABSTRACT 

 
 In this paper we try to prioritize the importance of all indices of service marketing mix in Ardabil 
Agricultural Bank from its costumers’ standpoints and present some costumer-oriented guidelines. For attaining 
to research goals, we codify some hypotheses, and for data collection, we use library and field (questionnaire) 
methods. Statistical population is the costumers of Ardabil Agricultural Bank. For statistical investigation of 
service marketing mix and its impact on increasing of bank’s costumers, we utilize one-sampled t-test and 
Friedman’s test. The obtained statistical results indicate that the relationship between existing variables is 
meaningful; then we identify the hierarchical order of factors related to service marketing mix and important 
indices.  
 
Key words: marketing, service marketing mix, Agricultural Bank, Ardabil 
 
Introduction 
 
 Marketing is the process related to 
programming, execution of a concept, pricing, 
improving and broadcasting ideas, goods and 
services for establishing some exchanges, which 
accomplish individual and organizational goals. 
Organizations, which try to identify and satisfy their 
customers’ need for assuring long-term benefits, 
have accepted the concept of marketing [1]. If the 
banking system in Iran emphasizes only on present 
conditions and introduces the idea that banks need 
not necessarily to marketing, it sets the condition for 
retardation. Market is the symbol of change and 
development, marketing is the manner of dealing 
with different changes; moreover, for assuring its 
future, banking system needs a major change in the 
area of marketing and presenting its products and 
services [2]. Due to their reliance on people’s 
deposits and due to the importance of these deposits 
for people, banks need to broaden their efforts for 
attracting costumers’ attention. For this reason the 
best tool is utilizing marketing principles especially 
marketing of bank services for preserving market 
shares and profitability [3].The success and survival 
of commerce depends on accomplishing the needs of 
customers in a suitable and economical manner. 
Bank marketing is referred to a set of activities 
starting prior to the production of a service and its 

goal is to satisfy the potential customers and 
acquiring profits and fame for an economic 
institution. These activities start from conducting 
research and continue after presenting those services. 
Therefore, bank marketing is a strategy which is of 
two major goals: 1- realization of customer-oriented 
policy, 2- acquiring profit and fame for economic 
institutions both of which considers customers’ 
satisfaction [4]. Organizations must try to supply the 
needs of different customers and do not focus on the 
needs some special people [5]. Studies have showed 
that the costs related to attracting new customers is 5 
times more than the costs related to preserving the 
existing ones. Since customers ‘expectancies grow 
gradually and competitions become more intense, 
attaining to high level of customers’ satisfaction will 
be necessary for the survival of a company [6]. Thus, 
nowadays bankers must pay more attention to 
customers and try to perceive their needs and 
tendencies in this competitive environment. 
Therefore, activities such as identifying the level of 
needs, expectations and the effective factors in 
absorbing customers and satisfying them and also 
studying the results of surveys and assessing the 
degree of customers’ satisfaction from bank services 
can be a great step toward creating change in 
servicing systems [3]. 
 
 
Marketing of bank services:  
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 Marketing of bank services is the result of a 
function of all activities related to production and 
presenting bank services. Unlike general conception 
about marketing, which consider it merely an act for 
signing a contract or negotiation for presenting a 
product, marketing process is totally a sound and 
specialized process, which continue even after selling 
the product. Thus every activity, which has some 
impact on banks’ employees and customers as 
spectrums of supply and demand, is a part of 
marketing and must be considered from marketing 
standpoints, even a full technical decision may 
constitutes a part of marketing. Therefore, marketing 
is creative movement with a focus on profit, that is 
marketing makes presenting the products more 
profitable, so marketing is a movement; it is a 
sequence of activities and events which happen one 
after another [7].  
 
Characteristics of services: 
  
 All services are of 4 attributes: intangibility, 
corruptibility, inseparability, and finally 
changeability. But, in addition to them, bank services 
are of two other attributes, which include: 
responsibility for safekeeping, and bilateral direction 
of information [8].  
 
Service marketing mix: 
 
 With focusing on management and service 
marketing, some new changes and orientations will 
created in banks. Marketing mix is a set of marketing 
tools through which organizations try to attain their 
goals in the market [8]. Service marketing mix is of 
seven factors, which include product (service), price, 
place, promotion, personnel, properties (or tangible 
facilities), and processes. We study each one of the 
abovementioned factors separately: 
1- Product (service): Service providing must be 

according to customers’ needs and wishes, and 
must be of the capability to provide their 
comfort and welfare, at the same time it must 
take the required measures for improving the 
quality of services.  

2- Price: It is according to Rial (or other monetary 
units), which is paid for utilization of a service 
or goods.  

3- Place: By place we mean ease of access to 
services by customers.  

4- Promotion: It includes all activities, which lead 
to increasing of demand and the degree of 
service usages.  

5- Personnel: The personnel of service 
organizations or employees who present services 
to customers are regarded as the major factors of 
service marketing.  

6- Properties and tangible facilities: Presenting 
intangible services is done through utilizing 

tangible properties and facilities. These 
properties facilitate the activities related to 
transferring and presenting services.  

7- Management of process or operations: 
Management of operations assures the existence 
and suitable and sustainable quality of services. 
The role and function of this element of service 
marketing mix is to create the balance between 
service supply and demand [8].  

 
Customers’ satisfaction/dissatisfaction: 
 
Customers’ satisfaction: 
 
 It is necessary to recognize customers 
completely for suitable presentation of services. 
Suitable programming for customers and acquiring 
their satisfaction primarily requires the identification 
of best customers and then collection of the 
information related to them [8]. Customers’ 
satisfaction is a subject in which both marketers and 
customers have some commonalities. Marketers try 
to satisfy the customers. This leads to satisfaction 
from routine commercial activities and pave the way 
for repetitive purchasing [9]. Customers’ satisfaction 
is to supply their needs completely in the time and 
manner that they wish.  From this standpoint 
customers’ satisfaction is considered in three levels 
which include: supplying the primary needs of 
customers, supplying customers’ expectations and 
presenting services beyond their expectations [3].  
 
Customers’ dissatisfaction: 
   
 Dissatisfaction is an unpleasant situation and 
indicates the existence of some issues about product, 
salesroom, or service providers. This is also 
unpleasant for marketers, because this dissatisfaction 
endangers the future of commercial conditions and 
increases the possibility of situations in which 
customers take some conflicting measures [9]. 
Customers’ satisfaction has a close relationship with 
the quality of products and services. The quality of 
product has a direct effect on its function, therefore 
increase customers satisfaction.  
 
Followings are some definitions of quality: 
 
 American society for controlling quality defines 
it in this way: “Quality is a set of attributes for a 
given product or service, which is of the capability to 
satisfy customers’ needs”.  Thus, at the present time 
the aim of quality movement is to supply customers’ 
needs completely. The quality begins with 
customers’ needs and ends with their satisfaction. So, 
we can say that in servicing institutions like banks 
the quality is equals to customers’ satisfaction [3]. 
Quality is the preparation of a product or service for 
utilization, which depends on quality design, 
compatibility, accessibility and the suitability of 
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presentation place [10]. Quality is nothing more than 
what customers want. On the other hand, a product is 
qualified when it is compatible with customers’ 
needs and wishes.  Quality must be defined with the 
title of products compatibility with customer’s need 
[11]. When a service is capable of accomplishing 
customers’ needs and its presented levels adjust to 
customers’ expectations, we can call it a qualified 
one. Customers’ expectations are related to what they 
tend and feel about the manner in which service 
providers must present the services. We must know 
that it is the customer who determines the final 
quality. If a service satisfies customers need and go 
beyond that it is qualified and a service below their 
expectations does not necessarily mean it is of low 
quality. Therefore, service quality is evaluated with 
regard to customers’ expectation of that service [12].  
 
Customers’ satisfaction benefits: 
 

 Although every successful marketer tries to 
provide services that satisfy customers, but it is not 
their only goal. No companies and institutions can 
ignore their major goals such as accessing to 
competitive advantages or creating profits. As 
indicated in figure 1 customers’ satisfaction is of 
great advantages for companies, and high level of 
customers’ satisfaction will lead to more loyalty. 
Keeping old customers has more long-term effect on 
profitability than absorbing new customers 
continuously for filling the gaps created by 
customers who cut their relations with the 
companies. Customers with high organizational 
satisfaction share their positive experiences with 
other people and in this manner publicize the 
organization, which leads to decreasing of costs 
related to absorbing new customers. This is 
especially very important for providers of 
professional services, because expression of their 
fame, reputation and their positive points by others is 
a key informational resource for new customers [13].

 

 
 
Fig. 1: Customer satisfaction benefits and the quality of services [13]. 
 
Research goals:   
 
1- General goal: Studying the impact of service 

marketing mix on increasing of banks’ 
customers 

2- Special goals: 
- Studying the impact of presented service 

package on increasing of banks’ customers 
- Studying the impact of pricing systems (received 

wages, profit rate of bank facility etc.) on 
increasing of banks’ customers  

- Studying the impact of progressive activities for 
using bank services on increasing of banks’ 
customers 

- Studying the impact of place (banks’ branch) on 
increasing of banks’ customers 

- Studying the impact of manner in which 
personnel deal with costumers on increasing of 
banks’ customers 

- Studying the impact of tangible facilities and 
equipment on increasing of banks’ customers 

- Studying the impact of process related to 
providing services on increasing of banks’ 
customers 

 
Research hypotheses: 
  
Primary hypothesis: 
 
 There is a relationship between applying service 
marketing mix and increasing the number of banks’ 
customers. 
 
Secondary hypotheses: 
 
1- The presented service package is effective in 

increasing banks’ customers.  
2-  The pricing systems (wages, profit rate of bank 

facility etc.) are effective in increasing banks’ 
customers.  

3- The progressive activities for using bank 
services are effective in increasing banks’ 
customers.  

4- The factor of place (bank branch) is effective in 
increasing banks’ customers. 

5- The manner in which employees deal with 
customers is effective in increasing banks’ 
customers. 
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6- Tangible equipment and facilities related to bank 
services are effective in increasing banks’ 
customers. 

7- The process related to presenting services to 
customers is effective in increasing banks’ 
customers. 

8- The stated variables are of identical impact on 
increasing banks’ customers. 

 
Research method: 
 
 According to the goal research method is in 
descriptive-inferential mode, because it is trying to 
describe and establish the relationship between 
different causes. We have used library and surveying 
methods for collecting information. For this reason 
we use questionnaire. 300 questionnaires were 
distributed randomly among Customers of Ardabil 
Agricultural Bank and the degree of their satisfaction 
from the 7 elements of service marketing mix were 
assessed. The calculated alpha coefficient for the 
questionnaires is 0.920, which indicates that this 
questionnaire is of enough reliability.  
 
Data analysis: 
   
 The process of data analysis as a step of 
scientific method constitutes the basis of every 
research through which all activities related to 
research are controlled and guided from its beginning 
to its end. Statistical analysis is performed in two 
descriptive and inferential parts. [14] We use 
descriptive analysis for summarizing the collected 
data and for more identification of research 
population; but we use inferential analysis for 
analyzing the information in sample data and for 
assessing the uncertainty in inferences. In descriptive 
part first we draw frequency table and statistical 
graphs for general characteristics (gender, age, 
marital status, and education) and somehow describe 
the samples. Then we draw tables of frequency 
distribution for the related questions in which we 
present frequency of answers to each question with 
its mean, mode and standard deviation. In inferential 
analysis for approval or rejection of hypotheses 
distinctively, we compare observed mean and 
theoretical one by t-test. If the observed mean (the 
mean from studied samples for each hypothesis) is 
meaningfully bigger than the theoretical mean 

(3  the mean of assigned codes in 

Likert’s spectrum) we can accept that the frequency 
of “very much” and “much” options is meaningfully 
more than the frequency of “very” and “little” 
options, therefore this hypothesis is acceptable. Then 
by means of Freidman’s non-parametrical test we 
prioritize or rank the studied variables (determine the 
importance of hypotheses from the standpoints of 
studied population). In this research the major tool is 
questionnaire. The designed questions in the 
questionnaire are divided into 8 parts: 

- The 1st part of questions is related to 
respondents’ personal characteristics.  

- 2nd part is related to first hypothesis: “the 
presented service package is effective in 
increasing banks’ customers”. 

- 3rd part is related to second hypothesis: “the 
pricing systems (wages, profit rate of bank 
facility etc.) are effective in increasing banks’ 
customers”. 

- 4th part is related to third hypothesis: “the 
progressive activities for using bank services are 
effective in increasing banks’ customers”. 

- 5th part is related to fourth hypothesis: “the 
factor of place (bank branch) is effective in 
increasing banks’ customers”. 

- 6th part is related to fifth hypothesis: “the manner 
in which employees deal with customers is 
effective in increasing banks’ customers”. 

- 7th part is related to sixth hypothesis: “tangible 
equipment and facilities related to bank services 
are effective in increasing banks’ customers”. 

- 8th part is related to seventh hypothesis: “the 
process related to presenting services to 
customers is effective in increasing banks’ 
customers”. 

 
 The prepared questionnaire includes 31 
questions. Research hypotheses are tested with 
regard to answers from 300 subjects who were 
clients of different branches of Ardabil Agricultural 
Bank. We codify respondents’ opinions according to 
the following codes in a way that Likert’s structure is 
acceptable for the questionnaire: 1- I disagree 
completely; 2- I disagree; 3- somehow; 4- I agree; 5- 
I agree completely. 
Part one: Descriptive analysis: 
 
 In this section by means of tables of frequency 
distribution, statistical graphs and calculating 
numerical indices such as measures of central 
tendency (mode, mean, median) and measures of 
variability (variance and standard deviation) we 
describe the samples under study.  In the first part of 
descriptive analysis we draw a table for each 
hypothesis, which represents descriptive information 
about questions related to each hypothesis. The 
practical (or observed) mean and the total mean of all 
questions related to hypotheses is higher than the 
theoretical mean of 3, which indicates that 
respondents mainly choose the options “I agree” and 
“I agree completely”. On the other hand it can be 
said that the researcher’s hypothesis are approved 
from samples’ points of view, but for generalizing 
this result to the related population we must test the 
hypotheses.  
Part two: inferential analysis:  
 
 In inferential analysis for approval or rejection 
of hypotheses distinctively, we compare primarily 
the observed and theoretical means by t-test. Then by 
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means of Freidman’s non-parametrical test we 
prioritize or rank the studied variables (determine the 
importance of hypotheses from the standpoints of 
studied population). 
 
1. One-sampled t-test for testing hypothesis: 
 
 In this part by means of one-sampled t-test we 
examine research hypotheses. In this test we compare 
practical and theoretical means. The theoretical 

mean, i.e. the mean of codes assigned to the options 
of each question is 3. If the observed mean (the mean 
from studied samples for each hypothesis) is 
meaningfully bigger than the theoretical mean, we 
can accept that the frequency of “I agree” and “I 
agree completely” options is meaningfully more than 
the frequency of “I disagree” and “I disagree 
completely” options, therefore this hypothesis of 
researcher is acceptable. The results of calculation 
are presented in table one: 

 
 
 
Table 1: The results of inferential analysis of hypotheses. 
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The H0 is rejected 0.000 299 38.662 0.5695 4.2713 300 1H 
The H0 is rejected 0.000 299 29.069 0.6772 4.1367 300 2H 
The H0 is rejected 0.000 299 21.764 0.7438 3.9347 300 3H 
The H0 is rejected 0.000 299 26.836 0.6626 4.0267 300 4H 
The H0 is rejected 0.000 299 54.456 0.4802 4.5100 300 5H 
The H0 is rejected 0.000 299 30.197 0.6477 4.1293 300 6H 
The H0 is rejected 0.000 299 29.098 0.6736 4.1317 300 7H 

 
 According to abovementioned descriptions and 
the results of table 1, we interpret hypotheses 
analysis as following: 
 
Test of first hypothesis: 
 
1- 1st hypothesis: The presented service package is 
effective in increasing banks’ customers.  
 We can write the hypotheses related to 
comparison of practical and theoretical means as 
followings: 
H0: The mean value is smaller or equal to 3(x  ≤ 3). 
(The presented service package is not effective in 
increasing banks’ customers). 
H1: The mean value is bigger than 3 (x  � 3). (The 
presented service package is effective in increasing 
banks’ customers).  
 With regard to values in table 1 especially p-
value = 0.000, H0 is rejected in the error level of 5 
percent. That is, the observed mean is not   ≤ 3 and 
since practical mean (4.2713) is bigger than 
theoretical mean i.e. 3, therefore we can conclude 
that the observed mean is meaningfully bigger than 
3. On the other hand the researcher’s hypothesis is 
acceptable at the error level of five percent. Thus, we 
can claim that the presented service package is 
effective in increasing banks’ customers. 
 
Test of second hypothesis: 
 

 2nd hypothesis: The pricing systems (wages, 
profit rate of bank facility etc.) are effective in 
increasing banks’ customers.  
 We can write the hypotheses related to 
comparison of practical and theoretical means as 
followings: 
H0: The mean value is smaller or equal to 3(x  ≤ 3). 
(The pricing systems (wages, profit rate of bank 
facility etc.) are not effective in increasing banks’ 
customers). 
H1: The mean value is bigger than 3 (x  � 3). (The 
pricing systems (wages, profit rate of bank facility 
etc.) are effective in increasing banks’ customers).  
 With regard to values in table 1 especially p-
value = 0, H0 is rejected in the error level of 5 
percent. That is, the observed mean is not   ≤ 3 and 
since practical mean (4.1367) is bigger than 
theoretical mean i.e. 3, therefore we can conclude 
that the observed mean is meaningfully bigger than 
3. On the other hand the researcher’s hypothesis is 
acceptable at the error level of five percent. Thus, we 
can claim that the pricing systems (wages, profit rate 
of bank facility etc.) are effective in increasing 
banks’ customers. 
 
Test of third hypothesis: 
 
 3rd hypothesis: The progressive activities for 
using bank services are effective in increasing banks’ 
customers.  
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 We can write the hypotheses related to 
comparison of practical and theoretical means as 
followings: 
H0: The mean value is smaller or equal to 3(x  ≤ 3). 
(The progressive activities for using bank services 
are not effective in increasing banks’ customers). 
H1: The mean value is bigger than 3 (x  � 3). (The 
progressive activities for using bank services are 
effective in increasing banks’ customers).  
 With regard to values in table 1 especially p-
value = 0, H0 is rejected in the error level of 5 
percent. That is, the observed mean is not   ≤ 3 and 
since practical mean (3.9347) is bigger than 
theoretical mean i.e. 3, therefore we can conclude 
that the observed mean is meaningfully bigger than 
3. On the other hand the researcher’s hypothesis is 
acceptable at the error level of five percent. Thus, we 
can claim that the progressive activities for using 
bank services are effective in increasing banks’ 
customers. 
 
Test of fourth hypothesis: 
 
 4th hypothesis: The factor of place (bank branch) 
is effective in increasing banks’ customers. 
 We can write the hypotheses related to 
comparison of practical and theoretical means as 
followings: 
H0: The mean value is smaller or equal to 3(x  ≤ 3). 
(The factor of place (bank branch) is not effective in 
increasing banks’ customers). 
H1: The mean value is bigger than 3 (x  � 3). (The 
factor of place (bank branch) is effective in 
increasing banks’ customers).  
 With regard to values in table 1 especially p-
value = 0, H0 is rejected in the error level of 5 
percent. That is, the observed mean is not   ≤ 3 and 
since practical mean (4.0267) is bigger than 
theoretical mean i.e. 3, therefore we can conclude 
that the observed mean is meaningfully bigger than 
3. On the other hand the researcher’s hypothesis is 
acceptable at the error level of five percent. Thus, we 
can claim that the factor of place (bank branch) is 
effective in increasing banks’ customers. 
 
Test of fifth hypothesis: 
 
 5th hypothesis: The manner in which employees 
deal with customers is effective in increasing banks’ 
customers.  
 We can write the hypotheses related to 
comparison of practical and theoretical means as 
followings: 
H0: The mean value is smaller or equal to 3(x  ≤ 3). 
(The manner in which employees deal with 
customers is not effective in increasing banks’ 
customers) 
H1: The mean value is bigger than 3 (x  � 3). (The 
manner in which employees deal with customers is 
effective in increasing banks’ customers) 

 With regard to values in table 1 especially p-
value = 0, H0 is rejected in the error level of 5 
percent. That is, the observed mean is not   ≤ 3 and 
since practical mean (4.5100) is bigger than 
theoretical mean i.e. 3, therefore we can conclude 
that the observed mean is meaningfully bigger than 
3. On the other hand the researcher’s hypothesis is 
acceptable at the error level of five percent. Thus, we 
can claim that the manner in which employees deal 
with customers is effective in increasing banks’ 
customers. 
 
Test of sixth hypothesis: 
 
 6th hypothesis: Tangible equipment and facilities 
related to bank services are effective in increasing 
banks’ customers. 
 We can write the hypotheses related to 
comparison of practical and theoretical means as 
followings: 
H0: The mean value is smaller or equal to 3(x  ≤ 3). 
(Tangible equipment and facilities related to bank 
services are not effective in increasing banks’ 
customers.) 
H1: The mean value is bigger than 3 (x  � 3). 
(Tangible equipment and facilities related to bank 
services are effective in increasing banks’ 
customers.)  
 With regard to values in table 1 especially p-
value = 0, H0 is rejected in the error level of 5 
percent. That is, the observed mean is not   ≤ 3 and 
since practical mean (4.1293) is bigger than 
theoretical mean i.e. 3, therefore we can conclude 
that the observed mean is meaningfully bigger than 
3. On the other hand the researcher’s hypothesis is 
acceptable at the error level of five percent. Thus, we 
can claim that tangible equipment and facilities 
related to bank services are effective in increasing 
banks’ customers. 
 
Test of seventh hypothesis: 
 
 7th hypothesis: The process related to presenting 
services to customers is effective in increasing 
banks’ customers.  
 We can write the hypotheses related to 
comparison of practical and theoretical means as 
followings: 
H0: The mean value is smaller or equal to 3(x  ≤ 3). 
(The process related to presenting services to 
customers is not effective in increasing banks’ 
customers.) 
H1: The mean value is bigger than 3 (x  � 3). (The 
process related to presenting services to customers is 
effective in increasing banks’ customers.)  
 With regard to values in table 1 especially p-
value = 0, H0 is rejected in the error level of 5 
percent. That is, the observed mean is not   ≤ 3 and 
since practical mean (4.1317) is bigger than 
theoretical mean i.e. 3, therefore we can conclude 
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that the observed mean is meaningfully bigger than 
3. On the other hand the researcher’s hypothesis is 
acceptable at the error level of five percent. Thus, we 
can claim that the process related to presenting 
services to customers is effective in increasing 
banks’ customers. 
 
2- Friedman’s test: 
 
 We use Friedman’s test for prioritizing and 
determining the degree of importance in each 
hypothesis. This test is utilized when the statistical 

data is at least in ordinal state or is in the state that 
we can classify and it with the ordinal concept. 
Freidman’s test indicates that whether all factors are 
of same importance or there is a factor, which is 
more important than the others. 
H0: All abovementioned factors are of same effect in 
increasing banks’ customers. 
H1: All abovementioned factors are not of same 
effect in increasing banks’ customers.  
Following table represents the summary of calculated 
results: 

 

Test result P-value Degree of freedom 
Test statistic 
(Chi-Square) 

Samples’ number 
(n) 

The H0 is rejected  0.000 6 218.662 300 
 

Hypotheses titles (independent variables) Mean of ranks 
1st hypothesis (Product)  4.46 

2nd hypothesis (Price) 3.92 
3rd hypothesis (promotion) 3.37 

4th hypothesis (Place) 3.11 
5th hypothesis (Personnel) 5.30 
6th hypothesis (Properties) 3.91 
7th hypothesis (Process)  3.94 

 
 With regard to the values in table 1 especially p-
value = 0, we can conclude that H0 is rejected in the 
meaningful level of 5 percent and H1 (all of the stated 
factors are not of the same effect in increasing banks’ 
customers) is accepted from samples’ points of view. 
In other words the researcher’s hypothesis is 
rejected.  
 The priority of hypotheses according to their 
degree of importance by Freidman’s test: 
1- 5th hypothesis (personnel) 
2- 1st hypothesis (Product) 
3- 7th hypothesis (Process) 
4- 2nd hypothesis (Price) 
5- 6th hypothesis  (Properties) 
6- 3rd hypothesis  (Promotion) 
7- 4th hypothesis  (Place) 
 
Conclusions: 
 
 As we stated in the first chapter of the research 
the general goal of conducting this research is to 
study the effect of service marketing mix on 
increasing banks’ customers. Finally by performing 
statistical tests on information in 300 questionnaires, 
which were filled by customers of Ardabil 
Agricultural Bank, we describe the 8 hypotheses as 
followings. 1st hypothesis: According to the 
responses obtained from the questionnaires, it is 
observed that “the presented service package is 
effective in increasing banks’ customers.” As it is 
seen in chapter four the H0 is rejected at the error 
level of five percent; and since the practical mean 
(4.2713) is bigger than theoretical mean, i.e. 3, we 
can conclude that the observed mean is meaningfully 
bigger than 3. On the other hand the researcher’s 
hypothesis is accepted at the error level of five 

percent. Findings from data analysis indicate that the 
research hypothesis is accepted. Therefore, it is 
concluded that “the presented service package is 
effective in increasing banks’ customers.” 2nd 
hypothesis: According to the responses obtained 
from the questionnaires, it is observed that “the 
pricing systems (wages, profit rate of bank facility 
etc.) are effective in increasing banks’ customers.” 
As it is seen in chapter four the H0 is rejected at the 
error level of five percent; and since the practical 
mean (4.1367) is bigger than theoretical mean, i.e. 3, 
we can conclude that the observed mean is 
meaningfully bigger than 3. On the other hand the 
researcher’s hypothesis is accepted at the error level 
of five percent. Findings from data analysis indicate 
that the research hypothesis is accepted. Therefore, it 
is concluded that “the pricing systems (wages, profit 
rate of bank facility etc.) are effective in increasing 
banks’ customers.” 3rd hypothesis: According to the 
responses obtained from the questionnaires, it is 
observed that “the progressive activities for using 
bank services are effective in increasing banks’ 
customers.” As it is seen in chapter four the H0 is 
rejected at the error level of five percent; and since 
the practical mean (3.9347) is bigger than theoretical 
mean, i.e. 3, we can conclude that the observed mean 
is meaningfully bigger than 3. On the other hand the 
researcher’s hypothesis is accepted at the error level 
of five percent. Findings from data analysis indicate 
that the research hypothesis is accepted. Therefore, it 
is concluded that “the progressive activities for using 
bank services are effective in increasing banks’ 
customers.” 4th hypothesis: According to the 
responses obtained from the questionnaires, it is 
observed that “the factor of place (bank branch) is 
effective in increasing banks’ customers.” As it is 
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seen in chapter four the H0 is rejected at the error 
level of five percent; and since the practical mean 
(4.0267) is bigger than theoretical mean, i.e. 3, we 
can conclude that the observed mean is meaningfully 
bigger than 3. On the other hand the researcher’s 
hypothesis is accepted at the error level of five 
percent. Findings from data analysis indicate that the 
research hypothesis is accepted. Therefore, it is 
concluded that “the factor of place (bank branch) is 
effective in increasing banks’ customers.” 5th 
hypothesis: According to the responses obtained 
from the questionnaires, it is observed that “the 
manner in which employees deal with customers is 
effective in increasing banks’ customers.” As it is 
seen in chapter four the H0 is rejected at the error 
level of five percent; and since the practical mean 
(4.5100) is bigger than theoretical mean, i.e. 3, we 
can conclude that the observed mean is meaningfully 
bigger than 3. On the other hand the researcher’s 
hypothesis is accepted at the error level of five 
percent. Findings from data analysis indicate that the 
research hypothesis is accepted. Therefore, it is 
concluded that “the manner in which employees deal 
with customers is effective in increasing banks’ 
customers.” 6th hypothesis: According to the 
responses obtained from the questionnaires, it is 
observed that “tangible equipment and facilities 
related to bank services are effective in increasing 
banks’ customers.” As it is seen in chapter four the 
H0 is rejected at the error level of five percent; and 
since the practical mean (4.1293) is bigger than 
theoretical mean, i.e. 3, we can conclude that the 
observed mean is meaningfully bigger than 3. On the 
other hand the researcher’s hypothesis is accepted at 
the error level of five percent. Findings from data 
analysis indicate that the research hypothesis is 
accepted. Therefore, it is concluded that “tangible 
equipment and facilities related to bank services are 
effective in increasing banks’ customers.” 7th 
hypothesis: According to the responses obtained 
from the questionnaires, it is observed that “the 
process related to presenting services to customers is 
effective in increasing banks’ customers.” As it is 
seen in chapter four the H0 is rejected at the error 
level of five percent; and since the practical mean 
(4.1317) is bigger than theoretical mean, i.e. 3, we 
can conclude that the observed mean is meaningfully 
bigger than 3. On the other hand the researcher’s 
hypothesis is accepted at the error level of five 
percent. Findings from data analysis indicate that the 
research hypothesis is accepted. Therefore, it is 
concluded that “the process related to presenting 
services to customers is effective in increasing 
banks’ customers.” 
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