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Abstract 
 
   This research has been done because of the permanent importance of customer’s 
satisfaction in the field of bank services considered as one of the most noticeable 
service industries in this process by using the Herzberg’s Two- factor theory. We 
categorize the banking services in to two groups , the hygiene factors and the 
motivation ones .After regarding the research theories 19 service factors are designed . 
Most of these factors are derived from Johnston model. The questionnaire distributed 
through a sample of 500 customers of different banks. This has been done through 
methods of the cluster and stratified sampling and random sampling with replacement. 
After extracting the data – the operation of factor’s ranking is done through fuzzy 
technique and different results from Johnston model are resulted that were confirmed 
through the measurement of average presumptive hypothesis. Therefore the most 
permanent hygiene factors and motivation ones according to customer’s ideas are 
identified.  
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1. Introduction 
 
   While from the aspect of internal environment, organizations are running up against 
lots of different limitations in the field of financial and efficient human beings’ 
resource and on the other hand in the external environment they are experiencing a lot 
of complexities, dynamism and uncertainty phenomenon more than any other time, the 
current situation has even deteriorated since the communicational  and  informational 
revolution has increased the awareness of customers . The customers have lots of 
various kinds of options. In the way that satisfying them is a much more difficult task 
than it used to be. So if we believe that the most strategic part of each kind of business 
strategy is the plans and activities made for attracting , retaining and promoting 
customers and on the other word making them loyal and if the  key conceptions of 
planning, organizing , segmentation, targeting , positioning and so on and so far are  
considered to be a  means of meeting  the customers’ expectations and making the 
customers loyal at the end , then we should take this obvious but meaningful  
statement for granted that “if there isn’t any customer, there wouldn’t be any 
business”. 
   While gaining the customers ‘satisfaction and transmitting them to loyal customers 
needs some other necessary steps to be taken. Taking such measures will lead to the 
customers’ satisfaction and it is the real aim of this research to find out these factors 
and activities in which was  Inspired by Herzberg theory that has called the first  group  
the hygiene group or existence maintaining and the second one , the motivation group 
including the real factors of satisfaction creation. When the above mentioned factors 
are identified, they would be ranked using the fuzzy technique. 
    
 
2. Theoretical literature 
 
“The subjects of theoretical literature are divided into three different categories as 
follows: 
A) The study theoretical framework  
B) Vocabularies, concepts, and important expressions in the field of service marketing.  
C) The background of the most important researches related to this paper subject 
which has been gathered  together inside and outside of our country. 
The theoretical framework which contains M-H Fredric-Herzberg, Johnston model and 
the fuzzy theory.   
The aim of this research is achieving this goal. The last part of this theoretical research 
framework is Johnston model. This model that has been derived from Herzberg theory 
consists of outcomes of Johnston and his colleagues’ researches in ten different service 
organizations in England and presents ten different kinds of factors which can be 
imagined for any service organizations chronologically from the highest hygiene 
feature with the score of 100 to the highest motivation feature of factors. The second 
part of theoretical literature includes terms, expressions and basic concepts of service 
marketing field in which we can present a long list but since we’re going to be concise  
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and to the point we try to concentrate on the most important ones. The most 
introductory expressions are the fundamental expression of service which are studied 
and defined from different points of view. There have been a lot of researches about 
the customers’ satisfaction and its measurement. The consequences of these researches 
are the models which have been presented in this respect such as the Fornell 
model,(M.U.S.A) model,  quality approach, analysis of consumers’ behavior and there 
are also some other methodological models such as Kano model, analysis of 
customers’ loyalty and other quantity methods such as Data Envelopment 
Analysis(DEA) and multidimensional scaling. The other basic concept which should 
be reckoned with very seriously by authorities and other managers in every service 
affair of different industries is the quality of services. Since according to the opinions 
of 2 experts in the field of marketing, this key term, along with product quality, Price, 
the situational and individual factors form the  structure  of customers’ 
satisfaction(Zeithmal & Bitner , 1996). Quality which is believed to be “doing things 
according to customers’ expectations” consist of 5 dimensions. (according to Zeithmal 
and Bitz idea): reliability, responsiveness, assurance, empathy and tangible factors 
(Ibid ,123). But Parasoraman and his colleagues in which at the beginning in1985 did 
believe in 10 sided factors ( tangible factors, reliability, responsiveness, 
trustworthiness, competency, communication ,accessibility, modesty, security, having  
sympathy with the customers)(Parasuraman & et al, 1985). In 1988 they revised it and 
in addition to confirming the 5-dimentional theory of Zitmal and Bitner, they 
introduced several factors for each dimension and totally 22 factors were presented 
(seyed Reza Seyed Javadin, Masood, Keymasin,1384). The last noticeable term in the 
field of service marketing is the Marketing Mix and service Marketing Mix. The first 
one is a set of controllable marketing scales that companies combine them together to 
gain the required reaction in the target market , and this combination consists of every 
kinds of steps which are needed to be taken by the company to bring the market 
demand under its influence. (Booms and Mary j Bitner, 1981). 
At the end of the research theoretical literature, the back grounds and the previous 
researches are attended. In this part in addition to dividing the mentioned research into 
two categories (researches done inside the country and overseas researches) the most 
important and the most well-known ones are concisely reviewed. 
 
 
3. A summary of the most important researches which have been 
done overseas 
 
   The important role played by expectations and perceptions in customers’ evaluations 
of services has been acknowledged in the service quality literature (Parasuraman, 
Zeithaml & Berry,1988, 35-48).   Oliver made the description and definition of 
disconfirmation and expectations and lack of adaptation understandable. He discussed 
that clarifying the disconfirmation and the lack of adaptation may have become dark 
and unclear by the conception and method of problem specification. Later in 1985, 
Paranormal, Citadel and berry continued to study disconfirmation by emphasizing on 
service quality in the way that they made a definition of the differences between  
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customers’ expectations and presented service.(Berry, 1985, 41,50).    Today, studying 
the measurement of service quality is still controversial. One of the most controversial 
cases is SERVQUAL equality.(Parasoraman, Zeithaml& Berry 1985)SERVQUAL has 
been used in trading colleges for measuring the service quality.(Carman 1990,33-35). 
Carman analyzed five dimensions of SERVQUAL and came to realization that they’re 
not thorough and general and need some revisions. Oliver continued to study about 
disconfirmation. Parasoraman, Zithaml and Berry identified the service quality in the 
same way. Later they developed the gap model for service quality which was based on 
the paradigm of disconfirmation. That means the difference between conceptions and 
expectations. They also divided the prior means of SERVQUAL into 8 dimensions 
and a zone of tolerance and reformed it and then redefined it.(Parasoraman, Zeithaml 
& Berry , 1994). 
 
 
4. Research methodology 
 
For organizing this part, some measures have been taken for specifying the key items 
such as, the number of people in presumptive society, volume, sampling method, the 
tools of measurement and reality and validity measurement in which the formation 
process of each one will be explained and a series of consecutive measurement  will 
be dealt with later on. 
   The research of presumptive society consists of the people who use at least one of 
the bank service systems in the city of Tehran. For specifying the volume we can 
consider the society members unlimited and use the second formula. The above 
specification is done in regard with the two-fold formulas and also proportion of ‘n’ to 
” N” if it is smaller or equal to 0.05 (This proportion is correct in presumptive society 
and mentioned sample) 
Therefore: 
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In case of not regarding the member numbers of presumptive society we will have: 

 n = ( ) ( )( )
( )

196
07.0

5.05.096.1
.

2

2

2

2

2
1

==
−

ε

α pqZ
         

   In this formula є=0.07, the reliable distance= 95% and pq=0.5  which is the only 
proportion that can maximize the number of ‘n’ example.   We had to design a new 
questionnaire in which it was time consuming and very difficult. But we did it and we 
took the following necessary steps:   Step1) We got it started by conjecturing the 
related service factors emphasizing on the subject region (choosing the industry of 
banking services among different service industries).  
The only important problem was the factor of localizing in which efficient measures 
had to be taken to solve it. To do that a prior questionnaire consisting of the questions  
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about Johnston’s 18-factor theory were distributed among three groups. These groups 
were: 

“The well-known instructors in the field of marketing”  
“The well-known instructors in the field of organizational behavior” 
“And some experienced managers who had been working for more than 30 years in 
different bank branches and because of  lots of experiences they were perfectly 
informed of bank affairs and fully-aware of bank and customers’ interfaces.”   The 
next step made the questionnaire localized and also prepared its judgmental security.    
The last step was designing the main questionnaire based on the consequences of 
experts ‘ideas (which was explained before). It contained 19 questions about factors. 
Then the importance degree of each factor based on Likert spectrum was marked (very 
much 0.935_ much 0.717_ average 0.5_ little 0.283_ very little 0.065). The numbers 
in front of the scales are their averages in which are resulted based on the following 
Fuzzy formulas: 
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                                             Table 1. Table of ranking the factors along with fuzzy numbers based on experts' ideas. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
To have a reality measurement of the questionnaire we have used  Kronbakh- Alfa 
method, the repeated similar question in two places (questions no2&9) and also 
designed a question with similar concept but in two different shapes. (Guide question- 

Degree 
rank Motivation Hygiene Factors N0 

1 40%60%Security 1 
2 50%50%Honesty 2 
3 40%60%Communication 3 
4 50%50%Competency 4 
5 40%60%Reliability 5 

6 50% 50% Politeness\ 
Contribution 6 

7 50%50%Responsiveness 7 
8 40%60%Friendly behavior8 
9 50%50%Technology 9 

10 30%70%Functioning 10 
11 50%50%Commitment 11 

12 50% 50% Attention & 
Surveillance 12 

13 40%60%Modesty 13 
14 30%70%Existence 14 
15 30%70%Accessibility 15 
16 20%80%Cleanness\ Tidiness16 
17 50%50%Flexibility 17 
18 40%60%Beauty 18 
19 20%80%Convenience 19 
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question no4). About the first item (calculation of Kronbakh -Alfa co efficiency), 
according to the following formula, the resulted number was 85% , which was an 
acceptable number. A lot of questionnaires ended up invalid because in the other 2 
cases we received different answers to the same question. Specially the first case 
which had repeated one similar question in two places. (questions no 2&9). The first 
consequence which was the result of 500 questionnaires couldn’t envelope the 
necessary volume. Inevitably in the branches in which the wrong questionnaires  were 
more than the estimated amount, we had to distribute some questionnaires  again. 
(They were distributed in the way which was mentioned before). 
Calculating the co efficiency of Kronbakh Alfa formula no (6). 
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The last part is the chosen method of the research in which it should be mentioned that 
we used the survey method.       
 
4.1 The research results 
   In this part the results of efforts for presenting reasonable scientific answers to the 
questions of this research hypothesis are studied. Therefore in the beginning after 
reviewing the main questions, the presumptive tests consisting Kolmogorov-Smirnov 
test were performed to identify the population distribution form and we also did the 
mean hypothesis test in order to judge this paper hypothesis, along with the related 
charts 
 
4.2 Main questions of research 
Question 1) Is there any relationship between hygiene factors taken from Johnston 
model and bank customers’ dissatisfaction? 
Question 2) Is there any relationship between motivation factors taken from Johnston 
model and bank customers’ satisfaction? 
 
4.3 How to specify the kind of population distribution  
   Since the sort of population distribution specifies one of the ways of using 
parametric and non- parametric tests, we used the normal test applying Kolmogorov- 
Smirnov method for confirming the correctness of gathered   information. 
   By using this test it is proved that the gathered data has normal distribution, as the 
charts show. We also used the probability plot for testing the normal distribution and 
confirming the correctness of gathered data, and no abnormal data was seen among 
them. Furthermore we should say that the above mentioned test has been performed in 
the significant level of 95%. 
 
4.4 The table of identifying hygiene factors 
   This table which has been formed from extracted data from the questionnaire 
presents the factors that are considered to be hygiene by the customers along with the 
numbers which show the hygiene degree of factors. 
   Therefore the first factor has the highest hygiene degree and the last one naturally 
has the lowest hygiene degree .This table has two columns next to the column of  
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factors’ title. The numbers of the first column show the degree of hygiene feature of 
related factors and the numbers of the next column show the factors importance. 
 
4.5 The table of identifying the motivation factors  
   The mentioned table has been extracted from the questionnaire and shows the 
services done for the customers of bank service system in Tehran. This mentioned data 
is from customers’ point of view and have the motivation feature. The first factor has 
the highest degree of motivation and the last one has the least.  
 

 Tables of  motivation and hygiene factors from  the customer's point of view. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
We have referred to the final analysis model which has been resulted from the this 
research. In this way we can compare them to identify the similarities and differences 
of the two models and on the other hand by referring to the results of the present 
research we can suggest some useful measures for active organizations in the field of 
similar service industries.  
   As we can see from table of hygiene factors from customers’ point of view that is 
confirmed by hypothesis tests, the qualified hygiene factors from customers’ point of 
view are as follows : security, commitment, honesty, responsiveness ,reliability 
,competency ,technology , functioning ,existence ,politeness\contribution , attention\  

no Factor's title 
The 

percentage of
hygiene Feature

The degree of 
important 

1 Security 91% 88%
2 Commitment 87% 84%
3 Honesty 85% 87%
4 Responsiveness 83% 83%
5 Reliability 80% 81%
6 Competency 79% 81%
7 Technology 75% 84%
8 Functioning 74% 81%
9 Existence 72% 82%

10 Politeness\ contribution 58% 82% 

11 Attention & surveillance 57% 76% 

12 Convenience 57% 76%
13 Cleanness\ tidiness 54% 76%

no Factor’s title
The 

percentage of 
motivation Feature

The 
degree of 
important

1 Beauty 70% 66%
2 Flexibility 67% 71%
3 Modesty 64% 74%
4 Communication 63% 66%

5 Friendly 
behavior 63% 75% 

6 Accessibility 51% 74%
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surveillance, convenience and cleanness\ tidiness.   While the hygiene factors in 
Johnston model are as follows: 
beauty ,honesty ,functioning ,reliability ,security ,cleanness\tidiness ,accessibility 
,existence and communication.   As you see among the 18 present factors in Johnston 
model and this research, 6 common factors are as follows: security, honesty, 
reliability, functioning, existence and cleanness\tidiness. While the degree of hygiene 
feature of these factors (7 common ones) in both researches confirms that there are lots 
of differences between them in the way that: 
In Johnston model the mentioned factors along with the numbers which show the 
degree of their hygiene feature are as follows: honesty (100)- functioning (93)- 
reliability(85)- security (83)-cleanness\ tidiness (83)- accessibility (77)- existence 
(58)- communication (51). 
While the chronological order of these factors in this research is based on the degree 
of hygiene feature, and are as follows: security 91- honesty 85- reliability 80- 
functioning 74- existence 72-cleanness\ tidiness 54.It should be mentioned that in 
Johnston model convenience factor has a two- fold feature.   While in this research this 
factor has the degree of 57 percent of hygiene feature. Also it has the importance 
percent of 74.    We have more or less the same previous situation while dealing with 
motivation factors since the sample group of this research introduces this group of  
factors along with the numbers which show the degree of their motivation feature: 
beauty 70- flexibility 67- modesty 64- communication 63- friendly behavior 63 and  
accessibility51.While the motivation  factors of Johnston model consist of these 
factors: commitment 100- politeness\ contribution 96- friendly behavior 96- attention 
and surveillance 81- modesty 77- responsiveness 67- flexibility 60- competency 51.   
As you see the common aspect of motivation factors of these two researches are :  
flexibility, modesty and friendly behavior. Except from the friendly behavior factors 
which are extremely poles apart in two researches the other 2 factors (flexibility and 
modesty) have more or less similar motivation features. 
 
 
 
 
                          The most important motivation factors                                                          The most important hygiene factors 

 
 
 
 
 

Johnston model Research 

- Honesty 
- Reliability 
- Beauty 
- Security 
- Cleanness\ 
   Tidiness 
- Functioning 
- Existence 
- Communication 
- Accessibility 
 

- Security  
- Honesty 
- Commitment 
- Functioning 
- Responsiveness 
- Existence 
- Competency 
- Reliability 
- Technology    
    

Johnston model Research 

- Competency        - Commitment 
-  Politeness \         - Flexibility 
   Contribution      - Friendly 
  behavior             - Responsiveness 
- Attention &          - Modesty  
   Surveillance  
 

- Friendly 
  behavior 
- Modesty  
- Accessibility 
- Beauty 
- Communication 
- Flexibility 
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                Dependant variable  

                                        Independent  variable 
                                                     

 
                                                                            

 
           1- security                8- functioning 
           2- commitment         9- existence  
           3- honesty                10- Politeness  \ contribution  
           4- responsiveness    11- attention \ surveillance 
           5- reliability             12- convenience 
           6- competency         13-cleanness \ tidiness 

          7-technology 
 

 
 
 

  
 
 
 
 
 
 

                                   
 
 

         1- beauty         2- flexibility       3- modesty     4- communication      5- friendly behavior      6- accessibility 
 
 

 
Interfering variables  

 
- customer's cultural level 
- customer's social level  
- customer's economical level  
- customer's educational degree(controllable)  
- customer's familiarities with types of presented bank 
services(controllable) 

 

The finale analytic model based on this paper 

 
 We should say that among interfering variables we tried to control 2 variables of 
familiarity with bank services and educational degree. Therefore the two mentioned 
variables were extremely controlled so that in the final analytic model,   they are 
considered as controlled variables.   One of the biggest roadblocks we faced was lack 
of corporation of top managers in central departments. It could have hurt our research 
in two ways. The first one was lack of corporation in filling out the questionnaires by 
their customers and the other problem was lack of collaboration of a large number of 
customers. 
 
 
5. Conclusion 
 
 After separating and categorizing the current activities in bank braches into 
motivation and hygiene factors and identifying them from the customer’s point of 
view in the system of banking service and ranking them the bank management by 
giving out instructions or in the affiliated branches by enveloping some of the factors 
are able to take necessary measures by choosing one of the two strategies: dynamic  

hygiene factors
customer's  dissatisfaction 

 
 

lack of customer's dissatisfaction 

  Motivation factors

lack of customer's satisfaction
 

customer's satisfaction  
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strategy and passive strategy. While they are confronting the shortage of resource, they 
have to choose and apply the passive strategy and stepping forward on the road of 
enveloping the minima in order to vanish just the customers’ dissatisfaction.   The 
only outcome of this strategy is the customers that aren’t dissatisfied. Therefore they 
should skip all the motivation factors in this paper and focus just operation of hygiene 
factors. But if they are going to be dynamic and have satisfied customers they should 
know that, today most of the presented services in banks are considered as the natural 
duties of banks by the customers. Doing those duties is an inevitable job that doesn’t 
cause satisfaction in customers.   If we scrutinize the factors which were exposed to 
questioning by questionnaires filled by bank customers we will come to realization 
that some of them are just service activities and are presented just in banks. We can 
call them banking special activities such as security. While among factors there are 
some factors which are general and can be found in other service industries such as: 
politeness, modesty and friendly behavior and so on. They can be categorized in 
service general activities.   Now as a grand suggestion we can say that if similar 
researches are done considering the theoretical bases of study and if those factors are 
categorized into hygiene and motivation factor in different service industries through 
the country we can avoid using white and black view point and instead promote the 
fuzzy logic.  
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