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[bookmark: _Toc210855004]1.1 Research Background
Customer satisfaction is widely recognised as a key driver of competitiveness, retention, and profitability in banking. In Bangladesh, the banking sector has been undergoing rapid transformation, especially with the growth in digital and electronic banking modes. For instance, Bangladesh had 112.72 million internet users as of recent years, yet only about 3.38 million are active e-banking customers, showing a low penetration of digital banking relative to general internet access (Gazi et al., 2021). Meanwhile, online banking customers surged from 2.7 million in March 2020 to 8.1 million by November 2023—a growth of over 200%—reflecting a rising user base for internet banking services. In terms of transaction volume, internet banking transactions in November 2023 reached BDT 82,866 crore, up 5% from October, representing strong momentum in digital usage. Moreover, in January 2025, internet banking digital deals reached BDT 1.047 trillion and approximately 17.16 million transactions, which is 10.2% more than the previous month (Islam et al., 2021). 
The Bangladeshi banking sector has undergone tremendous changes in terms of technology and structure in the past twenty years. Financial inclusion and accessibility have been enhanced by the introduction of mobile financial services (MFS) like bKash, Nagad and Rocket and the modernisation of traditional banking systems (Hasan et al., 2023). Nonetheless, despite these developments, customers still experience dissatisfaction because of such problems as poor service quality, absence of transparency and poor complaint-handling procedures. According to studies conducted by Jahan and Shahria (2022), though digital banking has allowed less time to be taken, and increased convenience, data security, transaction failures, and unsatisfactory customer service remain challenges that are limiting the level of satisfaction. Consequently, exploring the role of service quality, technology, trust, and complaint resolutions in relation to satisfaction in this very context is important in policy and managerial decisions.
[bookmark: _Toc210855005]1.2 Research Rationale
The rationale of the present study is based on the increased awareness that customer satisfaction is not a mere service performance measure but also a strategic resource that directly affects profitability and brand image. In the context of Bangladesh, where the banking industry forms a substantial part of the economy of country, customer satisfaction is crucial to achieving a competitive edge. Rahaman et al. (2020) note that customers who are satisfied tend to be more likely to become long-term loyal clients, use a financial product positively, and increase the utilisation of such products. On the other hand, customer dissatisfaction usually contributes to loss of customers, decreased profitability and reputational risks.
Despite numerous studies on customer satisfaction globally, little has been done to determine the exact factors that determine customer satisfaction in Bangladeshi banks. In addition, most of the prior literature also utilises quantitative surveys, which are also useful but might not reflect the circumstances of customer experiences. To be able to understand the intricate and subjective meaning of satisfaction in this market, an interpretivist, qualitative approach will be more appropriate. According to Bashir et al. (2020), qualitative insights contribute to the discovery of the why and how of drivers of satisfaction, which in their case gives deeper implications to enhance the services. Therefore, the study fills a critical gap by providing a comprehensive picture of how the quality of services, technological adaptation, trust, and the way customers manage their complaints will collectively determine the satisfaction of banking consumers in Bangladesh (Jahan et al., 2020).
[bookmark: _Toc210855006]1.3 Research Aim
This study aims to investigate the impact of service quality, technological adaptation, trust, and complaint-handling practices on customer satisfaction in the banking sector of Bangladesh.
[bookmark: _Toc210855007]1.4 Research Objectives
1. To analyse the impact of service quality dimensions (reliability, responsiveness, assurance, empathy, and tangibility) on customer satisfaction in Bangladeshi banks.
2. To evaluate the role of digital and technological services, such as mobile and internet banking, in shaping customer satisfaction.
3. To explore how trust, transparency, and security issues affect customer loyalty and satisfaction.
4. To examine the effectiveness of complaint-handling and grievance-redress mechanisms in ensuring customer satisfaction in the banking sector.
[bookmark: _Toc210855008]1.5 Research Question
How do service quality, technological adaptation, trust, and complaint-handling practices influence customer satisfaction in the banking sector of Bangladesh?


[bookmark: _Toc210855009]2. Literature Review
[bookmark: _Toc210855010]2.1 Service Quality and Customer Satisfaction
Customer satisfaction is highly dependent on the quality of service. SERVQUAL model describes five major dimensions, which include reliability, responsiveness, assurance, empathy, and tangibility, to affect customers' perception of service excellence. Trustworthy (reliability) and prompt (responsiveness) are the relevant terms in the banking setting concerning service delivery and promptness, respectively (Shetu et al., 2021). The competence and courtesy of employees, personalised care, and the physical facilities and physical appearance of staff are the elements of assurance, empathy, and tangibility (Akter et al., 2023).
Karim et al. (2022) indicate that reliability and responsiveness are the most appreciated potential customers in Bangladesh since any delays in service or transaction failure translate into a loss of trust and satisfaction. Conversely, empathy and tangibility are other factors with rather moderate impacts, especially with increasing services being moved on to digital platforms. Furthermore, Ahmed et al. (2022) emphasise that the behaviour of the staff and the transparency of communication play an important role in determining the level of satisfaction, particularly in customers who continue to use the services of branches. Therefore, when staff training, the use of digitalisation, and standardisation of the process are all used to improve the quality of the provided services, the outcomes of satisfaction in Bangladeshi banks can be significantly improved (Al Karim, 2020).
[bookmark: _Toc210855011]2.2 Technological Adaptation and Digital Banking
The banking industry in Bangladesh has been transformed using technology. Digital transformation, which includes internet and mobile banking, provides customers with faster, convenient and easier financial services. According to Hassan et al. (2023), technological adaptation not only enhances operational efficiency but also improves customer engagement and satisfaction. However, challenges such as system downtime, cyber risks, and limited digital literacy among rural users often hinder the full benefits of digital banking.
A study by Khan et al. (2024) revealed that user-friendly mobile applications, real-time updates, and secure transactions are key to ensuring satisfaction in digital banking. Moreover, customers expect seamless integration between online and offline services. As the COVID-19 pandemic accelerated the use of digital channels, banks had to adjust to new service expectations (Rashid et al., 2020). In this regard, customer satisfaction increasingly depends on how well banks balance digital innovation with reliability and support mechanisms. Thus, the process of technological adaptation should correspond to the needs of customers, with its functionality and availability.
[bookmark: _Toc210855012]2.3 Trust, Transparency, and Security
The banking relationships are also all about trust, because customers give financial institutions their assets and personal information. According to Phi and Huong (2023), trust is the desire to open up to the other side on the assumption that they will act positively. Transparency, reliability, and perceived security of transactions affect the development of trust in the banking sector (Hafez, 2021). In Bangladesh, the problem of fraud, lack of transparency in charges, and poor data protection policies have sometimes affected the levels of customer confidence.
Al-Slehat (2021) reveals that the perception of data security in digital banking is a significant factor in satisfaction and loyalty. Banks that are proactive in communicating about cybersecurity to customers and have clear policies on fees are more likely to satisfy their customers. On the same note, confidence in employees, particularly those at the frontline, will add to the general confidence towards the institution. According to Karim and Rabiul (2024), banks that are always transparent and solve conflicts in a non-biased manner are more likely to have long-term customer relations. Thus, to maintain satisfaction in the Bangladeshi banking environment, the enhancement of trust and transparency is essential.
[bookmark: _Toc210855013]2.4 Complaint Handling and Grievance Redress
Customer satisfaction is maintained by effective handling of complaints, especially in service failure situations. Sarker et al. (2024) also indicate that customers not only evaluate a company in terms of its performance in a regular situation but also in the way it reacts to issues. Complaint handling in the banking sector is about recognising problems, addressing them in the shortest time possible and reporting the results of the process in the most transparent way. Research undertaken by Santoso and Christanto (2022) underlines that Bangladeshi banks tend to have inefficient grievance-redress systems, which give rise to customer dissatisfaction and loss of clientele.
Karim (2020) concluded that the sense of fairness and responsiveness of handling complaints has a direct influence on the subsequent post-service satisfaction and restoration of trust. Customers are likely to be retained when they feel that their complaints are listened to and addressed in a reasonable manner. Moreover, online complaint forms, real-time monitoring, and follow-up messages will increase the feeling of trustworthiness and concern. Thus, banks should formalise the process of complaints management with the help of well-trained employees and technology-enhanced surveillance systems (Fida et al., 2020).
[bookmark: _Toc210855014]2.5 Research Gaps
Although the literature has offered a rich understanding of service quality, technology, trust, and complaint management, there is a lack of combined studies to determine the extent to which the variables interact to affect satisfaction in Bangladeshi banks. Quantitative survey is adopted in most of the previous studies, which restricts the captured perceptions of the customers, which are highly nuanced. Furthermore, most of them concentrate on traditional or digital banking separately without investigating how the two intersect with each other. This research fills these gaps by adopting an interpretivist, qualitative research approach to synthesise the findings of various secondary data sources as the compilation of insights, which provide a holistic view of the determinants of satisfaction within the Bangladeshi context.


[bookmark: _Toc210855015]3. Research Methodology
[bookmark: _Toc210855016]3.1 Research Philosophy: Interpretivist Philosophy
The philosophy of this study is interpretivist, which focuses on knowing about subjective meanings and experiences through various perspectives. As opposed to positivist philosophy, which uses measurable data, interpretivism enables the researcher to explore the more complex, contextual aspects of customer satisfaction. Bryman and Bell (2018) state that interpretivism is most applicable when examining human experiences and social life, because it understands that reality is socially constructed. By applying this philosophy, the study will be able to interpret the perception and evaluation of the customers in the banking services, technology, trust, and complaint handling practice in the cultural and economic context of Bangladesh.
[bookmark: _Toc210855017]3.2 Research Approach: Inductive Research Approach
This research should be conducted using an inductive approach since it does not presuppose hypotheses as patterns and theories can be developed out of the observed data. Saunders et al. (2019) note that inductive reasoning is the most suitable type of reasoning in exploratory and interpretive research when the goal is to develop new information. To determine common themes of customer satisfaction, the researcher will examine secondary data by making use of credible sources like reports of the Bangladesh Bank, studies conducted by the World Bank, journal articles, and surveys carried out in the industry. These themes will be further summarised into a conceptual framework that gives the interaction of the four determinants to create satisfaction.
[bookmark: _Toc210855018]3.3 Methodological Choice: Qualitative Methodological Choice
The methodology used in the research is qualitative because it gives a rich, in-depth perception of the drivers of customer satisfaction. Qualitative research allows the interpretation of non-numeric data, e.g. text, opinions and perceptions, which are in line with the interpretivist paradigm. According to Creswell (2018), qualitative methods are useful in revealing the meanings and relationships that are usually ignored during quantitative research. Textual data will be analysed by the thematic analysis to assist the researcher in seeing and interpreting trends in multiple documents and studies.
[bookmark: _Toc210855019]3.4 Data Collection: Secondary Sources
Data will be gathered by means of secondary sources, such as peer-reviewed journal articles, reports by financial institutions, industry white papers, and internet databases, such as Scopus and Google Scholar. Secondary data is also beneficial because it enables a wide scope of existing findings to be obtained, thus the topic is well covered. Johnston (2017) states that the analysis of secondary data is time-saving, inexpensive, and especially applicable in conceptual studies. The selection criteria will be based on studies that will be published within the period of 2020 and 2025 to make them relevant and up-to-date.
[bookmark: _Toc210855020]3.5 Data Analysis: Thematic Analysis
Thematic analysis will be used to systematically interpret the data collected. Based on the model developed by Braun and Clarke (2006), the analysis process will entail six steps, which include familiarisation with data, preliminary code building, theme search, theme review, defining and naming of themes, and report generation. Relevant excerpts that are based on the service quality, technology, trust, and complaint handling will be coded and then categorised by the researcher under the broader themes that describe the dynamics of customer satisfaction. This method of analysis helps to discover the hidden meanings and connections between the variables through the context of Bangladeshi banking.


[bookmark: _Toc210855021]4. Ethical Strategy
The credibility and integrity of this research are based on ethical considerations. Even though the research will use secondary data, the researcher will observe proper references and avoid violations of intellectual property laws. According to Resnik (2020), plagiarism is best avoided by adhering to academic honesty by ensuring that references are made and credits given to the original authors. In addition, the researcher will ensure that data sources are authentic and reliable to discourage misrepresentation. The information obtained based on sensitive documents, including internal bank reports, will be confidential and only used academically. The analysis will also be transparent, where there will not be any use of personal bias, and the opposing perspectives will be represented in a balanced manner (Uzir et al., 2021). 


[bookmark: _Toc210855022]5. Risk
The study poses minimal ethical and operational risks since it utilises publicly available secondary data. Nevertheless, some difficulties can emerge. First, there is the danger that the researcher might be biased in interpreting the data because of his or her subjective view. Reflexivity will be practised to reduce this by recording analytical decisions and reasons during the research process. Second, the peer-reviewed and institutionally validated materials will be employed as the quality and reliability of secondary sources vary (Chowdhury et al., 2023). Finally, as the study relies on the existing literature, there is the constraint of not picking up recent or unpublished wisdom. The researcher will overcome this by focusing on the latest and most credible studies. Overall, such measures will make the research methodologically sound and ethically valid.
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[bookmark: _Toc210855024]7. Conclusion
Overall, this proposal represents a qualitative, interpretive research that will investigate the effects of service quality, technological adaptation, trust, and practices of handling complaints on customer satisfaction in the banking industry in Bangladesh. The research will offer detailed information in the realms of traditional and online banking, the role of reliability, responsiveness, transparency, and good redress of grievances in developing satisfaction and loyalty. The findings are likely to add to the scholarly knowledge as well as the applied techniques to improve customer experiences within the fast-transforming Bangladeshi financial environment.
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