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Abstract:

This paper compares Bank's corporate image on customer's satisfaction to enhance marketability between
Islamic (IB) and conventional banks (CB) in Pakistan. A sample of 320 customers is selected from four
major cities of the country to ask about brand image, firm's reputation, ethics and corporate social
responsibility (CSR). It is observed that the word-of-mouth, firm's reputation and security are the main
drivers for CB's whereas for the IB's, the brand familiarity, reputation, CSR and bank's communication and
Shariah compliancy. Quantitative methodology is used to analyze the collected data. It is proposed that the
management of these banks should make efforts to implement these findings to enhance both types of
banking services in the country to best satisfaction of their clients.
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