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Abstract 

Customer happiness is one of the important factors that determine the success of service 

marketing strategies. Bangladeshi Micro-Finance Institutions (MFIs) are claiming not only to 

contribute to the economy but also in creating happiness among customers. This study has a 

two-fold objective. Firstly, the paper develops a profile of Bangladeshi MFI customers. 

Secondly, it investigates the happiness level existent among the Bangladeshi MFI customers 

coming from different profiles. Based on constructs developed from extant literature, the study 

analyses the responses of 409 MFI customers that were collected from some selected districts 

of Dhaka division. The findings reveal that happiness level among MFI customers is at a high 

level. The paper also includes discussion and implications of the study. It concludes making 

suggestions for further research in the field. 
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1. Introduction 

Happiness is a psychological state, been analyzed in the discipline of psychology 

since last four decades, has been considered as the decisive motivating factors for all 

human behaviors (Belanche, Casaló, & Guinalíu, 2013; Verme, 2009). ‘Happiness’ is 

rooted in the word ‘affect’ which is as an integrated concept for a set of explicit 

psychological processes including moods, emotions, and attitudes (Bagozzi, 

Gopinath, & Nyer, 1999). Particularly, happiness is also known as a discrete form of 

emotion, mostly used emotion word in consumption related emotion (Laros, & 

Steenkamp, 2005), also enumerated as an explicit emotion that expresses after the 

fulfillment of a consumer’s desire (Bagozzi, 1999).  

Moreover, in the service context, emotion has the utmost importance. During 

service encounter, the emotion consumer experience creates feelings of satisfaction, 

commitment and willingness to pay higher price while this emotional knowledge 
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influences management to improve service quality (Taylor, Ishida & Donovan, 2016; 

Weaven Baker, & Dant, 2016; Belanche et al., 2013; Ladhari, 2009; Edvardsson, 

2005; Barsky & Nash, 2002). However, there is no unanimous consensus on 

measurement of emotional response (Prayag, Khoo-Lattimore & Sitruk, 2015). 

Different scholars measure it as an aggregate level in diverse ways (Bagozzi et al., 

1999) such as Differential Emotion Scale (DES) (Izard, 1977); Positive Affect and 

Negative Affect Scales (PANAS) (Watson, Clark & Tellegen, 1988); Pleasure, 

Arousal and Dominance (PAD) (Mehrabian & Russell, 1974). In spite of these, there 

are some limitations to measure emotional response as an aggregate approach to 

investigate its impact on individual’s commitment. 

By contrast, there is an ample opportunity to clarify the effect of emotion which 

can be performed very richly by analyzing specific emotion type, disaggregate level, 

and by analyzing it from aggregate or composite level. Furthermore, extant literature 

on behavioural consequences have investigated the impact of specific type of 

negative feelings such as outrage, disappointment and has found them to have direct 

impact on the lack of commitment or negative behavioural intention (Mattila & Ro, 

2008; Laros & Steenkamp, 2005; Zeelenberg & Pieters, 2004). On the other hand, 

there is a dearth of literature to  investigate the impact of specific type of positive 

emotions such as happiness on commitment in  disaggregate way and several studies 

have underlined the need for such disaggregated studies (Islam, Perumal, & Hussin, 

2017; Abubakar & Mavondo, 2014; Han & Back 2007; Söderlund & Rosengren, 

2004). 

However, there is sparse evidence of understanding about customer happiness in 

the context of developing countries. Particularly, little is explored about the 

Bangladeshi MFI customer profiles and their happiness orientation toward the MFI; 

whereas MFIs are claiming to contribute to the economy and are also creating 

happiness among customers (Yunus, 2015). Hence, to describe the profile of 

Bangladeshi MFI customers is one of the objectives of the study. In addition to that, 

this study also describes the level of happiness orientation among Bangladeshi MFI 

customers.  

 

2. Literature Review 

Happiness is considered as a person’s predisposition to encounter recurrent 

positive feelings and occasional negative feelings (Hellén & Sääksjärvi, 2011; 

Diener, Sandvik, & Pavot, 2009; Schimmack & Diener, 1997; Larsen, Diener, & 

Emmons, 1986). Scholars also have defined happiness broadly as positive emotional 

condition which is not limited to any particular circumstance or event (Uchida et al., 

2013; Kitayama, Markus & Matsumoto, 1995). It is recognized as universal term and 

valued equally in across cultures (Ryan, Sheldon, Kasser & Deci, 1996; Ryff  & 
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Keyes, 1995). Several scholars have defined happiness as emotional association to 

overall cognitive evaluation of provider’s performance which in turn improves 

individual’s quality of life (Uchida et al., 2013; Diener, 2000). According to Argyle 

and Crossland (1987), happiness is evoked due to the three facts of: repetition and 

level of positive emotion; nonappearance of negative feelings; usual level of 

satisfaction in a time frame. Veenhoven (1988) argues that happiness implies the 

extent to which one assesses favourability of his or her overall quality of life. Hence, 

happiness can be conceptualized as emotional state which has dominance of positive 

emotion over negative emotion and appraisal of cognitive aspect and pleasure with 

life as well. 

However, the significance of happiness in customer commitment is also 

supported by earlier research. Happiness, is one of the distinct type of positive 

emotion, makes an individual confident as well as committed towards the service 

provider (Wu, Cheng, & Ai, 2017; Pappas Giannakos, Kourouthanassis, & 

Chrissikopoulos, 2013; Hellén & Sääksjärvi, 2011; Lyubomirsky, King, & Diener, 

2005). Moreover, psychological research scholars also confirmed that happiness 

enhance commitment (Diener, Lucas, & Scollon, 2006). Scholars also confirmed 

happiness is positively related to behavioural intention and negative emotion: regret, 

guilt or disappointment is negatively correlated with behavioural intention (Pryag et 

al., 2015; Soscia, 2007; Zeelenberg & Pieters, 2004). There are also abundant 

research evidences that indicate the relationship between overall emotional reaction 

and customer commitment (Weaven et al., 2016; Belanche et al., 2013; Hellén & 

Sääksjärvi, 2011). 

Moreover, happiness appears as a generic emotional response of a consumer in 

an amiable circumstance (Soscia, 2007). It is also important to note that consumers 

buy services to fulfill their expected goal, and goal congruence elicit happiness 

among consumers’ (Roseman, 1996; Bagozzi, 1999). Furthermore, Hellén and 

Sääksjärvi, (2011) argued that the specific emotion type happiness, largely autonomic 

emotion, can be used for further consideration as antecedent of customer 

commitment. Likewise, past research has demonstrated that in the process of 

consumption experience happiness positively influence on customer commitment 

(Belanche et al., 2013; Lyubomirsky et al., 2005). 

Therefore, previous research on service provider - customer relationships 

suggests that marketer should keep in cognizance of happiness to understand the 

continuum of the B-to-C relationship.   

To address relationship of MFIs with customers as social interactions, the current 

study investigates the customer happiness in the of MFI-customer relationship 

context. 
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3. Methodology 

Present study has been accomplished on the customers of MFI in the Dhaka 

division, Bangladesh. The current study used, systematic random sampling to attain 

highest representativeness of population in the context of 33.73 million customers of 

MFIs in Bangladesh (Microcredit Regulatory Authority, 2016; Zikmund et al., 2013; 

Sekaran & Bougie, 2010). Moreover, this study relied on the previous researches that 

determine the minimum sample size of 384 for a population of over 1000,000 

(Cavana, Delahaye & Sekaran, 2001; Krejcie & Morgan, 1970). However, 

anticipating the low response in Dhaka division, as most of the MFI customers are 

not properly educated, the total number of distributed questionnaires were increased 

by 40 percentages as suggested by Salkind (1997); so-forth, the working sample size 

has increased to 538. Data were collected from 538 clients of MFIs in six districts of 

Dhaka division. Consequently, out of 538 distributed questionnaires a total number of 

457 respondents, from six districts of Dhaka divisions, filled and returned there 

response. This accounted for 85 percent response rate according to Jobber’s (1989) 

conceptualization of response rate. However, a total of 48 questionnaires had to be 

discarded due to missing data and multivariate outliers leaving 409 effective 

responses which are 76 percent of distributed questionnaires. 

In this present study, key variables were measured by applying multiple items 

developed from past studies and were adapted to suit in the MFI context. In this 

research, happiness measures (Table 1) were adapted from Belanche et al. (2013). 

This measure includes four items, each items were measured on five-point Likert 

scales anchored at 1(strongly disagree) and 5(strongly agree) that was valid and 

appropriate measurement as many earlier studies have implemented it successfully 

(Narteh et al., 2013). Five-point Likert scales denotes that a lower weight represented 

a low level for the variable (e.g. 1 = Strongly Disagree) while higher weight indicated 

a higher level of the variables. 

 

Table 1: Happiness Measurement Scale used in this Study 

 

Variable Measurement Items No. Items Source 

Happiness In general, my transaction with MFI 

made me satisfied with my life. 

4 Belanche  et al. (2013) 

 

 Being a customer, my MFI made me 

feel particularly content with my life. 

  

 As a customer of this MFI I think my 

life is worth living 

  

 As a customer of this MFI I usually 

feel on the top of the world 
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Furthermore, Statistical Package for Social Sciences (SPSS) version 24 was used 

for coding and data entry. SPSS variable view was customized to suit the analysis 

objectives. At first, each item was given a serial number and label with a code to 

identifying missing data and outlier cases easily. Secondly, the demographic 

variables were labeled accordingly. After the data entry was given, a frequency was 

run to identify the error in data entry. The errors were corrected following proper 

statistical procedures. 

 

4. Data Analysis 

This part of the study provides the respondent’s (MFI customers) profile 

information in Table-2. The study examined the following characteristics i.e. 

customers’ gender, age, academic qualification, name of MFI, relationship age 

(duration of relationship), and overlapping loan. Descriptive statistical analysis of the 

demographic variables was performed, to sum up; the main characteristics of the data 

set and statistical analysis of happiness measurement items were done. By using 

SPSS, the present study made use of all the data obtained from the demographic 

questionnaires in order to analyze the descriptive statistics. Moreover, descriptive 

statistics were also used to measure the level of all variables where the mean score 

for each variable were computed along with the standard deviation. 

 

Table 2 : Respondent Profile 

 

Demographic variable Category Frequency Percentage 

Respondent Gender Male 19 4.6 

 Female 390 95.4 

Respondent Age Under-26 39 9.5 

 26-35 114 27.9 

 36-45 141 34.5 

 46-55 95 23.2 

 55 and above 20 4.9 

Academic qualification Primary School 166 40.6 

 High School 243 59.4 

Name of MFI ASA 296 72.4 

 BRAC 113 27.6 

Relationship Age Under 4 years & 9 months 134 32.8 

 Above 4 years & 9 months 275 67.2 

Taking loan from one institution Yes 169 41.3 
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As shown in Table 2, 95.4 percentages of the respondents are female. This 

signifies that most of the clients of MFI’s are females. Similarly, it is also reported in 

Microcredit Regulatory Authority (MRA) literature that females represent 93 

percentage of MFI customers in Bangladesh against 7 percentage of male 

(Microcredit Regulatory Authority, 2016). Regarding respondents’ age, the above 

table depicts that majority of the respondents (34.5 percentages) are within the age 

bracket 36-45, followed by 27.9 percentages belonging to the age group 26-35, and 

9.5 percentages under 26 years, while the lowest 4.9 percentages are those 

respondents whose age is above 55 years. As for the academic qualification 59.4 

percentages studied in high school but cannot attain secondary school certificate and 

40.6 percentages studied in primary school.  

Further, the present study followed the scholar’s (Balaji, 2015; Verhoef et al., 

2002) guideline regarding the calculation of respondents’ relationship age because 

the interval between the time of calculation and beginning date of the relationship 

with the MFIs in years. As the time frame are very contextual, the study used median 

split method to categorise the respondents in low relationship age and high 

relationship age for the  purpose of moderation analysis (Balaji, 2015). Accordingly, 

the average relationship age of the respondents is 4 years & 9 months. Then, the 

relationship age is re-coded in high relationship age and low relationship age based 

on the number of years of the relationship with the MFIs. Likewise, Table 2 exhibited 

that 67.2 percentages of the respondent belongs to the high relationship age (above 4 

years & 9 months) and 32.8 percentages belongs to low relationship age (under 4 

years & 9 months) categories.  Alongside the present study, several other previous 

studies also used this method in examining relationship age (Balaji, 2015; Dagger, 

Danaher, & Gibbs, 2009; Verhoef et al., 2002). Also from the table, in terms of 

taking loan from other institution (overlapping loan), majority of the respondents 

58.7 percentages taking loan from more than one MFI and 41.3 percentages 

respondents were taking loan from one MFI. 
 

5. Happiness 

In the present study, the four items of happiness based on the 409 sample cases 

was considered to exploratory factor analysis of the EO scale. 0.84 to 0.87 was the 

range of the factor loading. The Cronbach’s alpha of happiness was 0.88. The mean 

and standard deviation of happiness among the MFI customers are being depicted in 

Table 3.The five point Likert scale was classified into low, moderate and high for 

ease classification. Therefore, scores of less than 2.33 (4/3 + lowest value 1) is 

considered as low; scores of 3.67 (highest value 5 – 4/3) is considered high and those 

in between are considered moderate. However, it is imperative to highlight that the 

MFI customers tend to have happiness about the relationship with their institution. 

Further the Table-3 indicates the mean score is 4.28 on a five point scale. Hence, the 

result depicts that  the MFI customers’ enjoying happiness is at a high level. 
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Table 3 : Descriptive Statistics of Happiness  

 

Constructs N Number of Items Mean Std. Deviation 

     

Happiness 409 4 4.28 0.74 

 

6. Discussion 

 The descriptive statistics describe the features of those MFI customers of Dhaka 

division, Bangladesh who participated in the study. The features examined in this 

section shows that majority of the MFI customers participated in this study are 

female (95.4 percent). This is consistent with the statistics published by the MRA, 

where it claimed that 93 percent of customers of MFI in Bangladesh were women 

(Microcredit Regulatory Authority, 2016). In Bangladesh, a large number of women 

who stay in the rural area are extremely poor and are the most deprived section of the 

society (Tabassum et al., 2018). Another important aspect of the statistics is that 

majority of the customers belong to the middle aged group. This demographic 

information is pertinent for MFIs to segment their target market. In terms of 

relationship age, the result revealed that most of the customers are involved in long 

term relationship with the MFIs. This finding also depicting the customer’s 

satisfaction regarding the MFIs service. Furthermore, the majority of the customers 

have taken loans from more than one institution. This overlapping may happen 

mainly for the purpose of enterprise financing (Osmani, Khalily, & Hasan, 2016). 

Moreover, customers of MFIs are willing to take small loan from different 

institutions as they are poor people and not capable of handling large amount of cash, 

let alone larger amount of loan simultaneously. 

The outcomes of the current study help to strengthen and validate the literature of 

happiness. Moreover, the findings of the present study also contribute to service 

marketing literature by depicting how MFI management can improve customer 

happiness by maintaining relationship. In addition to that, findings of the present 

study as discussed above contribute by extending knowledge about customer 

happiness in the Bangladeshi MFI context. The present research facilitates in 

profiling actual behavior of MFI customer.  

 

7. Limitations & Scope for Further Studies 

The results of the present study should be viewed in relation to several 

limitations. First, this study obtained samples only from the Dhaka division. As such, 

their responses may not be representative of all customers of all diverse geographic 

locations of Bangladesh. However, this hinders the generalizability of the study. By 

contrast, it must be recognized the both time and budget constraints of survey 
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research. This study is based on data collected from a sample of MFI customers in 

Dhaka division, Bangladesh. This reduces the generalizability of the findings. Studies 

in other geographical contexts having lower level of access to civic privileges may 

yield different happiness level. There is ample scope for future researchers to 

consider respondents from diverse geographic as well as economic background to 

come up with findings that would be richer with the quality of being generalized. 

Furthermore, more studies can be carried out on this relatively less addressed 

construct of happiness and its impact in diverse sectors of the business and economy. 

 

8. Conclusion  

The present study introduces an interesting idea, happiness states of customers, 

in service marketing this may have significant impact on the achievement of 

successful marketing strategies. According to the current study, MFI customers’ 

happiness is at a high level. Precisely, higher level of customer happiness is depend 

and reinforced on the relationship with MFI. Moreover, happier people are more 

confident in their evaluative judgment to build long term relationships.  The findings 

of this study offer important managerial guidelines, especially the managers of MFIs 

need to consider emotional issues of customers to build long term relationships. 

Moreover, happiness and other positive emotions must be highlighted during the 

communication with MFI customers to make them realize the positive aspects of life 

when considering their relationship with MFIs.   
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