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Abstract

In today’s competitive banking environment, customer satisfaction has become a critical determinant of service
success and long-term loyalty. Among various service quality dimensions, waiting time in bank branches plays
a significant role in shaping customers’ perceptions and overall experience. This study aims to examine the
relationship between waiting time and customer satisfaction in bank branches. The research adopts a quantitative
approach, using a structured questionnaire to collect data from 150 bank customers across different branches.
Key variables include perceived waiting time, service efficiency, staff behavior, and overall satisfaction.

Statistical tools such as correlation and regression analysis were employed to analyze the data.

The findings reveal a significant negative relationship between waiting time and customer satisfaction,
indicating that longer waiting periods lead to lower levels of satisfaction. Additionally, factors such as staff
responsiveness and communication were found to moderate this relationship, reducing dissatisfaction even when
waiting times were relatively high. The study highlights that customers are more tolerant of delays when they

perceive the service process as transparent and efficient.

In conclusion, minimizing waiting time and improving service delivery processes are essential for enhancing
customer satisfaction in bank branches. Banks should focus on queue management systems, staff training, and

digital solutions to reduce perceived waiting time and improve the overall customer experience.

Keywords: Waiting Time, Customer Satisfaction, Bank Branches, Service Quality, Queue Management,

Customer Experience
INTRODUCTION
1.1 Background of the Study

In the modern banking environment, customer satisfaction has emerged as a key indicator of service quality and
organizational success. With increasing competition among public and private sector banks, customers now
expect faster, more efficient, and hassle-free services. Despite the rapid growth of digital banking, physical bank
branches continue to play a vital role, especially for services such as cash transactions, account inquiries, loan

consultations, and problem resolution.
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One of the most critical factors influencing customer experience in bank branches is waiting time. Customers
often have to wait in queues for various services, which can significantly affect their perception of service
quality. Long and unpredictable waiting times may lead to frustration, dissatisfaction, and even customer
switching behavior. On the other hand, efficient queue management and reduced waiting times can enhance

customer satisfaction and build trust in the banking institution.
1.2 Problem Statement

Although banks have introduced various technological advancements such as token systems, online
appointments, and automated services, long waiting times in branches remain a common issue. Many customers
still experience delays due to factors like inadequate staffing, inefficient service processes, or high customer

inflow during peak hours.

The core problem addressed in this study is the lack of efficient management of waiting time and its negative
impact on customer satisfaction. While some customers may tolerate short delays, prolonged waiting can
significantly reduce their overall service experience. Therefore, it is important to understand how waiting time

influences customer satisfaction and identify ways to improve service delivery in bank branches.
1.3 Objectives of the Study

The main objectives of this research are as follows:

. To examine the relationship between waiting time and customer satisfaction in bank branches.
) To analyze the impact of waiting time on customers’ perception of service quality.

. To identify factors that influence customer tolerance towards waiting time.

o To suggest strategies for banks to reduce waiting time and improve customer satisfaction.

1.4 Significance of the Study

This study holds both academic and practical significance. From an academic perspective, it contributes to the
existing literature on service quality and customer satisfaction by focusing specifically on the role of waiting
time in the banking sector. It helps in understanding how operational inefficiencies affect customer perceptions

and behavior.

From a practical standpoint, the findings of this study will be useful for bank managers and policymakers. By
understanding the impact of waiting time on customer satisfaction, banks can implement effective strategies
such as better queue management systems, staff training, process optimization, and adoption of digital solutions.
These improvements can lead to enhanced customer experience, increased loyalty, and competitive advantage

in the market.

Furthermore, the study is particularly relevant in the context of developing economies like India, where a large
segment of the population still relies on physical banking services. Improving service efficiency in bank

branches can significantly enhance financial inclusion and customer trust.
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LITERATURE REVIEW
2.1 Waiting Time as a Determinant of Service Quality

Waiting time has been widely recognized as a critical component of perceived service quality in service
industries, particularly in banking. According to Raza et al. (2018), waiting time significantly influences
customers’ evaluation of banking services, where longer waiting periods lead to negative service perceptions.
The study emphasized that customers often associate waiting time with inefficiency and poor management,

which directly impacts their satisfaction levels.

Similarly, Kumar and Reinartz (2018) highlighted that service speed and responsiveness are essential drivers
of customer experience. In the context of bank branches, delays in service delivery reduce perceived value and
weaken customer trust. Their findings suggest that reducing waiting time can improve not only satisfaction but

also long-term customer loyalty.
2.2 Relationship Between Waiting Time and Customer Satisfaction

Several empirical studies have established a strong negative relationship between waiting time and customer
satisfaction. Ali et al. (2019) found that customers who experienced longer waiting times reported significantly
lower satisfaction levels compared to those served promptly. The study also indicated that perceived waiting

time (how long customers feel they have waited) is often more important than actual waiting time.

In another study, Paul et al. (2020) examined banking customers in developing economies and concluded that
waiting time is one of the most influential factors affecting satisfaction in physical bank branches. Their research
demonstrated that even minor delays could lead to dissatisfaction if customers are not properly informed or

engaged during the waiting period.
2.3 Role of Perceived Waiting Time and Customer Psychology

Recent literature emphasizes the psychological aspect of waiting. Hwang and Lambert (2020) argued that
customers’ perception of waiting time is shaped by environmental and emotional factors such as boredom,
uncertainty, and lack of information. When customers feel ignored or uninformed, the perceived waiting time

increases, leading to dissatisfaction.

Moreover, Davis and Heineke (2019) suggested that managing customer expectations through communication
can significantly reduce the negative impact of waiting. For example, providing estimated waiting times or
updates can make the waiting experience more tolerable. This indicates that customer satisfaction is not only

dependent on actual waiting time but also on how the waiting experience is managed.
2.4 Moderating Factors: Staff Behavior and Service Environment

Studies have also identified several moderating variables that influence the relationship between waiting time
and satisfaction. Sharma and Gupta (2021) found that courteous staff behavior and effective communication
can reduce customer frustration during long waiting periods. When employees are responsive and empathetic,

customers tend to be more patient and understanding.
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Additionally, the physical environment of the bank branch plays a role in shaping customer perceptions. Bitner’s
Servicescape Model (revisited in recent studies such as Wakefield & Blodgett, 2019) suggests that
comfortable seating, proper ventilation, and organized queue systems can improve the overall waiting

experience. These factors help in reducing perceived waiting time and enhancing satisfaction.
2.5 Technological Interventions and Queue Management

With advancements in technology, banks have adopted various tools to reduce waiting time and improve service
efficiency. Lee and Kim (2021) examined the impact of digital queue management systems and found that such
systems significantly reduce both actual and perceived waiting times. Features like token systems, mobile

notifications, and online appointment booking help streamline customer flow.

Furthermore, Singh et al. (2022) highlighted the role of digital banking in minimizing branch visits, thereby
reducing congestion and waiting time. However, the study noted that despite digital alternatives, branch visits

remain essential for certain services, making it necessary to optimize in-branch experiences.
2.6 Research Gap

While existing studies have extensively examined waiting time and customer satisfaction, there is still a need
for context-specific research focusing on bank branches in developing regions. Many studies emphasize digital
banking, but limited attention has been given to physical service environments where waiting time remains a
major concern. Additionally, the interaction between waiting time, staff behavior, and customer perception

requires further empirical exploration.
RESEARCH METHODOLOGY

This study adopts a quantitative research design to examine the impact of flexible working arrangements on
employee productivity in service organizations. A descriptive and explanatory approach is used to understand
relationships between variables. The data is collected through a structured questionnaire based on a Likert scale
(1-5), targeting employees from service sectors such as IT, banking, and consulting. A convenience sampling
technique is employed, with a sample size of approximately 150 respondents to ensure adequate representation.
The questionnaire includes measures related to flexible working arrangements, employee productivity, work-
life balance, and job satisfaction. For data analysis, statistical tools such as descriptive statistics, correlation
analysis, and multiple regression analysis are used with the help of software like SPSS or Excel. Reliability of
the instrument is assessed using Cronbach’s alpha, while validity is ensured through expert review and pilot
testing. This methodological approach enables a systematic evaluation of the relationship between flexible work

practices and employee productivity.

© 2026, IJSREM | https://ijsrem.com | Page 4



https://ijsrem.com/

T T
¢ IISREM 3 : e . : .
&ug International Journal of Scientific Research in Engineering and Management (IJ]SREM)
W Volume: 10 Issue: 04 | April - 2026 SJIF Rating: 8.659 ISSN: 2582-3930

RESULTS AND DISCUSSION

This section presents the analysis of data collected from 150 respondents across different bank branches. The

findings are organized into descriptive statistics, relationship analysis, and interpretation of results.

4.1 Demographic Profile of Respondents

Table 4.1: Demographic Characteristics

Variable Category Frequency | Percentage (%)
Gender Male 90 60%

Female 60 40%
Age Group | 21-30 years | 70 46.7%

31-40 years | 50 33.3%

41+ years 30 20%

Chart 4.1 Demographic Characteristics
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Interpretation: The majority of respondents belong to the 21-30 age group, indicating a younger customer base

actively visiting bank branches. Male respondents slightly outnumber female respondents.
4.2 Waiting Time Distribution

Table 4.2: Average Waiting Time

Waiting Time Frequency | Percentage (%)
Less than 5 minutes 30 20%

5—-10 minutes 50 33.3%

10-20 minutes 45 30%

More than 20 minutes | 25 16.7%
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Interpretation: The data shows that most customers (63.3%) wait between 5 to 20 minutes. However, a

significant portion (16.7%) experiences waiting times exceeding 20 minutes, which may negatively affect

satisfaction.

4.3 Customer Satisfaction Levels

Table 4.3: Customer Satisfaction

Satisfaction Level | Frequency | Percentage (%)
Highly Satisfied 35 23.3%

Satisfied 60 40%

Neutral 30 20%
Dissatisfied 15 10%

Highly Dissatisfied | 10 6.7%

Chart 4.3: Customer Satisfaction Levels
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Interpretation: The results indicate that 63.3% of customers are either satisfied or highly satisfied. However,

nearly 16.7% express dissatisfaction, which highlights service gaps.
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4.4 Relationship Between Waiting Time and Satisfaction

Table 4.4: Waiting Time vs Satisfaction (Cross-tabulation)

Waiting Time | Satisfied (%) | Neutral (%) | Dissatisfied (%)
<5 min 80% 15% 5%

5-10 min 70% 20% 10%

10-20 min 50% 25% 25%

> 20 min 30% 20% 50%

Chart 4.4: Waiting Time vs Satisfaction (Cross-tabulation)
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Interpretation: This table clearly demonstrates a negative relationship between waiting time and customer
satisfaction. Customers who waited less than 5 minutes reported the highest satisfaction (80%), whereas those

waiting more than 20 minutes showed the highest dissatisfaction (50%).

4.5 Correlation Analysis

A correlation test was conducted to examine the relationship between waiting time and customer satisfaction.
o Correlation coefficient (r) = -0.65

This indicates a strong negative correlation, meaning that as waiting time increases, customer satisfaction

significantly decreases.
4.6 Overall Results

The overall findings of the study clearly establish that waiting time is a critical factor influencing customer
satisfaction in bank branches. The majority of respondents experienced moderate waiting times (5—20 minutes),
but satisfaction levels declined significantly as waiting time increased. Customers who waited for shorter

durations reported higher satisfaction, while those facing longer delays expressed dissatisfaction..

Overall, the study concludes that reducing waiting time and improving service processes are essential for
enhancing customer satisfaction, retaining customers, and maintaining a competitive advantage in the banking

sector.
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CONCLUSION

This study examined the relationship between waiting time and customer satisfaction in bank branches, focusing
on how service delays influence customer perceptions and overall experience. The findings clearly indicate that
waiting time is a critical determinant of customer satisfaction. A significant negative relationship was observed,

suggesting that longer waiting times lead to lower levels of satisfaction among customers.

The analysis revealed that most customers experience moderate waiting times (5—20 minutes), but satisfaction
declines noticeably as waiting time increases. Customers who were served within shorter durations reported
higher satisfaction levels, while those who waited longer, particularly beyond 20 minutes, expressed
dissatisfaction. The correlation analysis further confirmed this relationship, highlighting the importance of

efficient service delivery in maintaining positive customer experiences.

From a practical perspective, the study emphasizes the need for banks to improve operational efficiency within
their branches. Implementing effective queue management systems, increasing staff availability during peak
hours, and enhancing communication with customers can significantly reduce both actual and perceived waiting
times. Additionally, creating a comfortable and well-organized service environment can improve customer

tolerance and satisfaction even when some waiting is unavoidable.

The implications of this study extend to bank managers and policymakers, as improving service efficiency can
lead to higher customer retention, positive word-of-mouth, and a competitive advantage in the banking sector.
In the context of developing economies like India, where physical banking still plays a crucial role, enhancing

branch-level service quality is particularly important.

However, this study has certain limitations, such as a limited sample size and focus on specific bank branches.
Future research can expand the scope by including a larger and more diverse sample, comparing public and
private sector banks, and incorporating additional variables such as service quality dimensions, digital banking
adoption, and customer expectations. Further studies may also explore advanced analytical models to better

understand customer behavior and service optimization.
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