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Introduction
Customer response is probable to be the main factor affecting the performance of a busi-
ness, mainly in the stage of “sense and respond” (Jayachandran, 2004).

In the current article, the main purpose is to enhance financial performance through 
customer response and operations management. The study focuses on the impact of cus-
tomer response on operations management, besides the impact of customer response on 
financial performance, and the influence of operations management on financial perfor-
mance. (Jayachandran et al., 2004) argues that the customer response refers to the point 
to which a bank’s response to customer needs is speedy. The logic of capability-build-
ing is used for understanding that banks can improve the higher order competence of 
customer response speed to capture market changes quickly, reliability, and improving 
consumer service. Customer response improves visibility of downstream demand and 
upstream industrial schedule. Alternatively, customer response speed can to enhance 
bank’s performance as the bank can enjoy the benefit of rapid response over competi-
tors thanks to additional coordinated and associated responses from banks in its supply 
chain. In addition, customer integration has an important part in strengthening cus-
tomer responsiveness: i.e., through customer integration, banks added more customer 
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response speed to respond and enhanced their performance in quickly changing busi-
ness environment (Chiang et al., 2015).

Generating adequate data on effective responses of customers to influence them in 
dealing with a bank’s branches seems to be crucial for the reason that customer sub-
jectivity of branches influence their customer decisions (Vazifehdust & Khalili, 2017) 
On the other hand, the financial performance of the bank is defined as how well the 
bank achieves its financial objectives. The financial goals have transmission-accounting 
variables to gauge the performance of business such, as return on an asset. The return 
on asset is reasoned as the central metric for evaluating profitability, adding to income 
on equity, and operating profit margin (Hilal, 2017). The previous studies discussed in 
the literature review have reflected that financial performance is a critical factor for the 
growth and stability in the banks, and then the banks looking for increasing their finan-
cial performance through several factors the current study assumes financial perfor-
mance influenced by customer response and operations management.

Literature review
Financial performance

Performance term has been derived from term ‘performed’ which means ‘to do’, ‘to carry 
out’ or ‘to render’. Numerous economists consider establishments and organizations, 
such as an engine in determining economic, social and, political progress. Continuous 
performance of the organizations is useful in the development and growth of the state. 
Organizational performance is one of the most significant factors in the management 
research and debatable the important indicator of organizational performance (Melwani, 
2019). The financial performance of influence subdivision companies the central objec-
tive was to ascertain if any changes happen in financial performance among the different 
energy manufacturers, he was found that the firms using fossil fuel to produce electric-
ity were performing better (Rai & Prakash, 2019). The performance of banks has been 
of countless interest in academic research. According to (Nyathira 2012) bank’s perfor-
mance is an obviously a multidimensional concept including four components: financial 
and market performance, human resource performance, organizational efficiency, and 
customer concentrated performance.

To assess the structural performance, one has to study the countryside of the banks 
and the causes for which its performance is being assessed to properly select the applied 
measurement or component when determining the performance of those banks (Mugo 
et al. 2019). Using economic ratios, investors can determine the performance of a bank. 
This is reliable with the statement that the comparison in the form of ratios products 
statistics that are more objective, for the reason that the performance dimensions can 
be compared with other banks’ or with the prior period. The banks’ performance can 
be seen through a wide range of variables or indicators. Variable or indicator as the 
source of valuation is the economic reports of the bank concerned. If the performance 
of the banks growth its value will be higher. According to the Indonesia Organization 
of Accountants, the banks’ performance can be measured by evaluating financial state-
ments. Financial position and performance information in the past often used as a basis 
for forecasting the financial position and forthcoming performance and other matters 
that directly attracted the attention of users such as the payment of dividends, wages, 
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the price movement of safeties and the banks’ capability to meet its promises as they fall 
due. Performance is a significant purpose to be accomplished by any banks’ everywhere, 
for the reason that the performance is a reflection of the banks capability to manage and 
allocate resources (Sintha, 2017).

Developing customer value is important to increase financial performance; also Sales-
people have an important part in creating customer value through their encounters and 
strategic relational interactions with clientele (Schwepker & Schultz, 2015). In any kind 
of commercial bank, profitability is a significant factor. Banking firms similarly measure 
their commercial events undertaken to be familiar with their profitability performance. 
CAMEL (Capital Adequacy, Asset Quality, Management, Earning and Liquidity) the 
analysis is used by the banks to analyses economic performance. Banks adopt CAMEL 
model analysis to evaluate several types of risks and managing them efficiently. Financial 
ratios have been long practiced by academics to assess the bank’s financial performance. 
Banks use CAMELS ratings to investigate their financial health and performance (Ali & 
Dhiman, 2019). In today’s marketing era, organizations that successfully achieve their 
customers enjoy advanced retention stages and better profitability due to improved cli-
ents’ loyalty. This is why it is essential to save clients satisfied. Consumer satisfaction is 
supposed to be tightly linked with understanding customer behavior. Particularly, cus-
tomer satisfaction is an important component in the formation of customer needs for 
future buy. In addition, satisfied customers will probably recommend and talk to others 
about their good capabilities.

The presence of returns in a bank is predictable to get the care of savers and creditors 
in assessing a management performance of a bank and can forecast bank incomes in 
the future. Earning is also an element in the financial declarations which are very wor-
ried, for the reason that the bank incomes are probable to be a reference for the banks in 
offering the performance in a bank as a whole in accomplishing business objectives. One 
way that management does when preparing financial statements that impact the level of 
return is earnings management which expectation can raise the value of the bank itself 
(Prihastomo & Khafid, 2018).

Financial influence is the amount to which a company entity uses debt capital to 
finance investment chances offered to the corporate (Gatsi et al. 2013) opine that using 
debt capital efficiently to create revenues on investment indicates the effectiveness of 
business governance. The application of debt capital by an entity will raise the earnings 
on equity capital in long term that the income made from its usage is greater than the 
cost financing the project (Afolabi et al. 2019).

The capability to demonstrate the influence of marketing activities on bank finan-
cial performance is essential for assessing, justifying, and enhancing the spending of 
an organization’s marketing resources. This presents itself as a formidable mission 
when one considers both the variety and possible effect of marketing activity. Market-
ing administrators face growing pressure to demonstrate the influence of their activities 
on bank financial performance (Dotson & Allenby, 2010). According to (Trivedi, 2015) 
banks must select amongst the revenue streams that enhance stability. The study out-
comes find a positive effect of diversification of both non-interest and total income on 
profitability but a negative influence on stability. In the context of the European bank-
ing business, researchers reflect the positive relationship between risk and product 
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diversification which is strong in small banks. With the modern deregulation in the 
Indian economy, trade banks have arrived into fee-based events alike investment bank-
ing, commercial banking, assurance agency, security brokerage, and other nontraditional 
activities (Malhotra & Sarabhai, 2019).

Banks can increase high revenues in the market through valuable knowledge that 
improves the ratio of benefit to customers (Halim et  al. 2016) beside the banks those 
can decrease at low cost these can improve their financial performance (Muhammad & 
Cavus, 2017) Financial success generally dependent on the effectiveness of salesperson 
(Wong & Tan, 2018) Excellent performance not only to the success of bank but also to 
the good of society by being good business citizens (Yahya & Ha, 2014) The main factor 
may measure performance are profitability and market share various scholars have use 
measure performance with Profits, growth, and sales (Batra & Dhir, 2019). Moreover, 
banks performance have concentrated on three factors, bank strategy, bank structure 
or internal environment and, external environment (Pedaste et al. 2015) other scholars 
measure financial performance by rising sales, profit, and financial security (Han et al. 
2017). Performance measures deferent from stockholder perspective include employ-
ees, customers, shareholders, suppliers and, the community Ahmad (Abidin et al. 2017). 
Also, we may use Productivity; it’s the ratio between efficiency and is measured by banks 
for the same decision-making unit in two different periods (Akbarian, 2020). Effective 
performance measurement should be concentrated on financial and non-financial per-
formance (Ismail et al. 2010).

Customer response

A Study from marketing literature has classified five key customer response to stock-out 
including (1) Buy an item at another branch (store switch); (2) Delay buying (purchase 
future at the same place); (3) Substitute-same brand (for a dissimilar size or type); (4) 
Substitute different brand (brand switch); (5) Do not buy the item (lost sale). Other than 
identifying the consumer behaviors following a stock-out (Zhang, 2016). In addition, it’s 
related to Customer sensing, Customer sensing is the continuance of market sensing. 
(Day, 1994) proposes that the market sensing capability is an establishment’s aptitude to 
be aware of changes in its marketplace and to create perfect responses in their marketing 
events (Aqmala & Ardyan, 2019).

To formulate an effective strategy, Customer Satisfaction, customer response, and 
Innovation Customer satisfaction has been recognized as a significant part of business 
strategy and a vital factor of bank long-term profitability and market value in the mar-
keting researches. Satisfied customers and customer responses are an asset of the bank 
and can bring more profit, more sales, and increase market share to the bank. customer 
responses lead to customer satisfaction, customer satisfaction defined as a general evalu-
ation of the offer’s performance comparing to the customer’s expectations (Liu, 2019) 
Numerous methods such as implementing lean practices have been found effective in 
satisfying the customer request and at a similar period preserving or even improving the 
productivity of the commercial trade. The efficiency of the supply chain must be meas-
ured by its responsiveness to customers, (Anand & Grover, 2015) which displays his 
effort that one has to judge and balance upon being client-responsive and being volume 
concentrated. He concluded that a bank might find an effective customer responsiveness 
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being more critical in increasing the market (such as clean technology markets) condi-
tion compared to a mature market. This is in track with the contingency method which 
proposes a fit between customer responsiveness and the market context (Jermsittipar-
sert et al. 2019).

Good relations with the customers, providing suitable services will make custom-
ers select Al-Tadamon Bank on the other Banks (Vahdati & Hadi, 2016). Efficient and 
effective relations with customers will benefit all parties in the long term. (Widana & 
Wiryono, 2015) ender influences have been largely discussed in consumer responses to 
socially relevant marketing activities in general (Moosmayer, & Fuljahn, 2010) In addi-
tion to generating direct profits, extended warranties are used as a means to retain 
customers (Albaum & Wiley, 2010) Price competition has become the main means for 
enterprises to gain a market share, and the competition among enterprises is quite fierce 
(He & Deng, 2020). Understanding what customers value and seeking to deliver that 
is one cornerstone of effective marketing programs Stephanie (Wen et  al. 2016), Cus-
tomers regard esthetical manners as a vital consideration during their purchase deci-
sion to enhance trust (Abd Rahim et al., 2011). Besides, brand personality may be linked 
to increasing levels of trust and loyalty (Kim & Zhao, 2014) Operation management 
department plays a significant role in the service sector (Demir, 2019).

Measurements
Financial performance

An appraisal of the literature shows that there is little agreement among researchers 
on how to measure financial performance. The current study measures financial per-
formance through different indicators include Share of the market, Volume of the sale, 
Profitability (Majid Elahi, Khaledi & Karimi, profitability, market share, sales operating 
costs, cash flow, and profit (Ross, 2002).

Customer response

Researchers depend on different items for measuring customer response (Roschk & 
Hosseinpour, 2020) measured customer responses by fives dimensions which are Mood 
(Activation, Valence, and Control); Evaluations (Product evaluations, Environmental 
quality, and Shopping satisfaction); Memories (Recall, and Time elusiveness); Intentions 
(Purchase, and Intention to recommend); Behaviors (Expenditures, and Lingering).

Operations management

Operations Management is a central part of any bank. It’s very important for success in 
banks. It is a part of management that is a focus on the production of services at the bank 
(Manikas et al. 2019). Operations management practices are meant to develop the effec-
tiveness of production (Battistoni et al., 2013). (Dao et al., 2020) measured operations 
management by three dimensions detailed in as following: just in time practices (daily 
schedule adherence–equipment layout–(JIT) delivery by the supplier–Kanban–setup 
time reduction); quality management practices (cleanliness and organization–process 
control–supplier quality management–customer focus–maintenance); infrastructure 
practices (committed leadership–multi-functional training–employee involvement–
information and feedback).
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Methodology
The research conceptual framework

Few studies had further examined the relationship between customer response and 
financial performance. This study revealed the effect of the customer response and 
operation management as determinants on the financial performance.

The integrative model presented in Fig. 1 consists of the following:
Independent variable was customer response (Roschk & Hosseinpour, 2020) meas-

ured customer responses by fives dimensions which were Mood, Evaluations, Memo-
ries, Intentions,Behaviors. Mediating variable is about operation management which 
included items that were very important in the current study.

Dependent variable was the financial performance measured by many dimensions, 
namely, Share of the market, Profitability (Majid, Khaledi & Karimi, sales operating 
costs, cash flow, and profit (Ross, 2002).

Hypothesis

In the current study, four main hypotheses were developed to examine the relation-
ships between Customer Responses and Financial Performance; customer responses 
and operations management; operations management and financial performance; 
and mediates of operations management between customer responses and financial 
performance.

H1) Customer response affects financial performance positively
H2) Customer response affects operations management positively
H3) Operations management affects financial performance positively
H4) Operations management mediates the relationship between customer response 

and financial performance

Research questions:

1) What is the relationship between customer response and financial performance?
2) What is the connection between customer response and operatoions management?
3) What is the link between operations management and financial performance?
4) Does the operations management mediate the relationship between customer 

response and financial performance?

Customer Response Opera�ons Management Financial Performance

Fig. 1 Research conceptual framework. Source: prepared by researcher, (2020)
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Research design

This section is designed to discuss in detail the data collection procedure, sampling tech-
nique, questionnaire design and development, administration of questionnaire as well as 
the data analysis techniques.

Sampling procedure the target population for the current study is the Sudanese Islamic 
banks. The number of all Sudanese banks was 38 banks according to the central bank of 
Sudan.

Development of questionnaire according to there are five steps in developing a ques-
tionnaire. These steps include: planning what to measure, developing the questionnaire, 
question—wording, questionnaire layout, pre-testing, correcting problems, and their 
implementations. These steps are:

Planning what to measure the questions of the study were divided as follows: (1) ques-
tions include demographic information and bank information this section includes 
respondent’s information about gender, age, education, experience years. Besides infor-
mation about the banks, such as type of activities, job title, number of employees (2) 
items about the customer response. (3) Items about operational management include 
significant items of the current study. (4) Items about financial performance include 
important aspects for the current study. These sections of the study are developed based 
on past literature.

Formatting of the questionnaire most of the respondents were familiar with Arabic lan-
guage, since it is a common language in Sudan. Therefore, the questionnaire was trans-
lated from English languish to Arabic languish.

Question—wording this step examines whether the phrases are obviously clear to all 
respondents. Thus it is necessary to use simple terminologies to avoid unclear mean-
ing. It is important to avoid double-barreled and confusing phrases. Besides the phras-
ing and length of phrases, it is also designed to solicit ideas and answers from target 
respondents. Simple statements were framed so that the questionnaire could be easily 
understood. In the process, the questionnaire was reviewed by Academic staff in differ-
ent universities in Sudan.

Sequence and layout decisions the questionnaire was started with easy phrases flow 
from general to specific phrases. The difficult phrases were avoided at the beginning. 
Besides, the attractive layout of the questionnaire was considered for clarity of the 
aspects presented.

Pre-testing and correcting problems Pilot test was ensured that the phrases were 
meet the researcher’s prospects with no ambiguities, and clearing the double-barreled 
phrases. The aim of the pilot test is to remove confusion and checking the reliability of 
the variables.

Administrative of the field works

According to a report of the central bank of Sudan 2019 (https:// cbos. gov. sd/ ar) the 
banking system of Sudan consists of 38 banks, namely; Animals Resources Bank, Indus-
trial development Bank, Omdurman National Bank, Financial Investment Bank, Al-Tad-
amon Islamic Bank, Byblos Bank Africa, National Workers Bank, Faisal Islamic Bank of 
Sudan, Agricultural Bank of Sudan, Sahel and Sahara Bank for Investment and Trade, 

https://cbos.gov.sd/ar
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Sudanese Egyptian Bank, Country bank, Ivory Bank, Country bank, Commercial Real 
Estate Bank, Al Baraka Bank of Sudan, The Sudanese French Bank, The Saudi Sudanese 
Bank, Bright Blue Nile Bank, The Nile Bank, Commercial farm bank, Al-Jazira Suda-
nese Bank of Jordan, The banking branch of Qatar National Islamic Bank, United Money 
Bank, Export Development Bank, National Bank of Sudan, Peace Bank, Family Bank, 
The Savings and Social Development Bank, Bank of Khartoum, The Sudanese Islamic 
Bank, National Bank of Abu Dhabi, Arab Sudanese Bank, National Bank of Egypt (Khar-
toum), Qatar Islamic Bank, Abu Dhabi Islamic Bank, Gulf bank, Katelem Agricultural 
Bank. (The central bank of Sudan, 2019) with different activities and different sizes. The 
current study focuses on the Islamic banks, namely (Al-Tadamon Islamic Bank, The 
Sudanese Islamic Bank, Qatar Islamic Bank, Abu Dhabi Islamic Bank, and Faisal Islamic 
Bank) the 73 questionnaires were drawn exactly from the middle and top management 
in Al-Tadamon Islamic Bank and the study used probability sampling technique exactly 
random sampling.

Results
Reliability analysis

Reliability is a measurement of the degree of consistency between multiple measure-
ments of variables (Hair, 2010) for testing reliability, this study has used Cronbach’s 
alpha as a diagnostic measure, which assesses the consistency of the entire scale, since 
being the most widely used measure (Sharma, 2000). According to (Hair, 2010), the low-
est limit for Cronbach’s alpha is 0.70, although it may decrease to 0.60 in exploratory 
research. While (Roberts, 1980) considered Cronbach’s alpha values greater than 0.60 
are to be taken as reliable. The results of the reliability analysis summarized in Table 1 
confirm that all scales display a satisfactory level of reliability (Cronbach’s alpha exceed 
the minimum value of (0.676) as a conclusion, the measures which were used have an 
acceptable levels of reliability (Tables 2, 3, 4, 5, 6, 7).

Table 1 Questionnaires rate of return

Source: prepared by researcher, (2020)

All questionnaires were 73

Completed questionnaires 56

Questionnaires not returned 17

Response rate 77%

Table 2 Cronbach’s alpha

Factor analysis

Variables Number of items Cronbach’s alpha

Operations management 5 0.845

Customer response 3 0.676

Financial performance 6 0.923
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Table 3 Rotated factor for operations management

Factor analysis on operational management exploratory factor analysis has done on operational management; five 
elements were involved in the process. The total variance explained by these elements has 62.068, and the KMO scoured 
0.797 The superior loading was (Checks are performed regularly to ensure that high-quality products and services are 
provided 0.883)

Items no: Component

The process instructions are standardized and documented 0.742

The process instructions are well understood by the staff 0.813

Production processes are designed to reduce employee error opportunities 0.768

Checks are performed regularly to ensure that high-quality products and services are provided 0.883

We emphasize the continuous improvement of quality in all business processes 0.722

 Total Variance Explained 62.068

 Kaiser–Meyer–Olkin(KMO) 0.797

 Bartlett’s Test of Sphericity 116.636

Table 4 Factor analysis focus on customer response

Factor analysis on customer response exploratory factor analysis has been conducted to variable customer response the 
total variance explained by these items was 54.198, KMO scoured 0.589 The upper loading was (customer complaints are on 
deaf ears in our organization 0.814)

Items no: Component

If a competitor launches an aggressive campaign targeting our customers, we will respond 
immediately

0.709

Customer complaints are on deaf ears in our organization 0.814

We quickly respond to major changes in the pricing structures of competitors 0.678

 Total Variance Explained 54.198

 Kaiser–Meyer–Olkin(KMO) 0.589

 Bartlett’s Test of Sphericity 15.988

Table 5 Rotated factor for financial performance

Factor analysis on financial performance exploratory factor analysis was done on variable financial performance, six 
points were involved in the procedure and all of the components were loaded into a single component. The total variance 
explained by these aspects has 72.670, besides the KMO was 0.916 the upper component accounted 0.912 (We have 
improved our profits over the last 5 years

Items no: Component

We have succeeded in increasing our sales over the last 5 years 0.847

We have improved our profits over the last 5 years 0.912

We have managed to increase our market share over the last 5 years 0.845

Our market experience has helped us achieve our strategic objectives 0.808

The company’s knowledge of the markets helped it achieve its strategic objectives 0.855

We have managed to achieve saturation in the last 5 years 0.844

 Total Variance Explained 72.670

 Kaiser–Meyer–Olkin(KMO) 0.916

 Bartlett’s Test of Sphericity 227.484

Table 6 Correlation analysis, Pearson’s correlation coefficient

Variables OM CR FP

Operations Management 1 0.139 0.504

Customer Response 0.139 1 0.195

Financial Performance 0.504 0.195 1
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Hypothesis testing in Table 7 shows the result from hierarchical regression between 
Customer response and financial performance (β = 0. 59; F change = 5.091), hence H1 
(Customer response and financial management) were accepted (Table 7).

Hypothesis testing in Table 8 shows the result from hierarchical regression between 
Customer response and operations management (β = 0.562; F change = 0.341), hence H2 
(Customer response and operational management) were accepted.

Multiple regressions: operational management and financial management the study 
exams the link between operational management and financial management the find-
ings show in Table  9 that operational management influenced financial management 
(β = 000; F change = 36.731).

Table 10 testing H4 (operations management mediates the relationship between cus-
tomer response and financial performance). The findings presented in Table 10 reflect 
that, the operational management partially mediates the relationship between customer 
responses and financial performance. To test these hypotheses, this study was applied a 
three-step hierarchical regression recommended by (Baron & Kenny, 1986). First step, 
the independent variable must affect the dependent variable significantly (ß1 must be 

Table 7 Multiple regressions: customer responses and financial management (Beta coefficient)

Level of significant: *p < 0.10, **p < 0.05

Variable Financial 
management

Customer Response 0.59**

 R2 0.085

 Adjusted R2 0.068

 △R2 0.085

 F change 5.091**

Table 8 Multiple regressions: customer responses and operational management (Beta coefficient)

Level of significant: *p < 0.10, **p < 0.05

Variable Operations 
management

Customer response 0. 562**

 R2 0.006

 Adjusted R2 −0.012

 △R2 0.006

 F change 0.341**

Table 9 Multiple regressions: operations management and financial management (Beta coefficient)

Level of significant: *p < 0.10, **p < 0.05

Variable Financial 
management

Operations management 0.614**

 R2 0. 400

 Adjusted R2 0.390

 △ R2 0. 400

 F change 36.731**
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significant). Second step, the independent variable should affect the mediating variable 
(ß2 must be significant). Third step, mediating variable must influence the dependent 
variable significantly (ß3 must be significant). On the other hand, to establish whether 
mediator is fully or partial mediating the relationship between the independent varia-
ble and dependent variable, the impact of independent variable on dependent variable 
controlling for mediating variable should be zero or ß4 is not significant in fully media-
tor, while partial mediator exists once ß4 is significant but reduced. To establish that 
the mediator (M) is fully mediates the relationship between the initial variable (X) and 
outcome variable (Z), the impact of X on Z controlling for M should be zero or β 4 is not 
significant, whereas partially, mediator exists when β 4 is significant. As shown in Fig. 2.

The summary of results
This study aims to examine the relationship of variables; customer response and finan-
cial performance; customer response and operations management; operations man-
agement and financial performance; and mediating effects of operations management 
between customer response and financial performance.

The results of the study show that customer responses have a positive relationship 
with financial performance; (hypothesis one supported) also the result reflects that cus-
tomer responses connected positively with operations management (hypothesis 2 sup-
ported), besides the positive correlation between operations management and financial 
performance (hypothesis 3 supported), the last result for the mediating effect and the 
outcome shows that operations management partially mediate the relation between cus-
tomer response and financial performance (hypothesis 4 partially supported).

Table 10 Multiple regressions: mediating effect of operations management and financial 
management (Beta coefficient)

Level of significant: *p < 0.10, **p < 0.05

Variable Model 1 Model 2

Customer response 0.105 0.066*

 R2 0.016 0.020

 Adjusted R2 −0.001 −0.016

 △R2 0.016 0.004

 F change 0.919 0.212*

Mediating structure

B2 B3

B4

…………………………….

B1

M

X Z

Fig. 2 Mediating structure. Source: Baron and Kenny (1986)
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Discussion
The study aims to better understanding the relations between variables; Customer 
response, and financial performance, customer response and operations management, 
besides the relation of the operations management and financial performance. First, 
our result indicates the positive relationship between customer response and financial 
performance that means good customer response leads to high financial performance. 
The finding consistent with the conclusions of (Schwepker & Schultz, 2015) also con-
sistent of (Paulo & Pereira, 2006) findings. Besides the agreed with (Hwang et al. 2012) 
their result indicated that crowding directly affected approach-avoidance responses and 
performance, Also consistent with (Jones et  al., 2010) and their result Affective com-
mitment was a significant and positive predictor of all three customer responses dimen-
sions, Also the result similar to (Brunner et  al., 2019), and their outcome customer 
responses and brand response enhancing performance, agreed with (Shin& Larson, 
2020) and their result customer response has an influence on performance and per-
ceived trustworthiness of the firm, besides the similarity with (Wang & Beise-Zee, 2013) 
their outcome reflects that, service responses positive effects on customer evaluations of 
service performance.

The result also similar to (Roschk & Hosseinpour, 2020) their result indicates to influ-
ence of customer response variables: Mood (Activation, Valence & Control); Evaluations 
(Product evaluations, Environmental quality, and Shopping satisfaction); Memories 
(Recall, and Time elusiveness); Intentions (Purchase, and Intention to recommend); 
Behaviors (Expenditures, and Lingering) on performance. In addition (Leaniz et al. 2018) 
reflected that customer perception of green practices positively affect the green images 
of companies, which also positively affects customer behavioral, and performance.

Second, our results show the positive relationship between customer response and 
operational management, there are no studies connect directly between customer 
response and operational management (et al., 2004) argued that a firm’s customer 
response speed is increasingly critical for sustained success (Chianga et al., 2015).

Third, our analyses identify a surprising finding, where operational management has 
a positive relationship with financial performance. There is a few researchers associate 
indirectly between operational management and financial performance, this finding is 
consistent with the conclusions of (Perdikaki et al., 2015) Also Omar (Masood & Javaria, 
2019) study shown a positive association between Implementation management and 
financial performance of the Takaful Industry. In addition, (et al., 2016) found that sales 
is positively related to higher operational, and profit (Rangarajana et al., 2018) similarly 
(Dao et al. 2020) revealed the positive effect of operations management variables (Just in 
time practices, quality management practices, and infrastructure practices) on bank per-
formance. Fourth, the mediation effect the operational management was partially medi-
ated the customer response and financial performance. The current study introduced 
new relations between various variables besides the little of previous studies in this field.

Conclusions
The current study is an attempt to explain the importance of customer response among 
the bank’s administrator’s concepts. Alongside this, the study investigated the cor-
relation between variables; customer responses and financial performance, customer 
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responses, and operations management, operations management, and financial perfor-
mance, besides the mediating effect of operations management on the relations between 
customer response and financial performance. The sample size of the study was 73 ques-
tionnaires delivered hand by hand to managers in the top and middle management. 
Questionnaire items were shown as following; customer responses included three items, 
operations managements included five items, and financial performance included six 
items. The attention of customer response affected positively on financial performance 
and operations management. Operations management related to financial performance 
positively. Focusing on the outcomes of study financial performance affected by cus-
tomer response and operations management then banks administrations should be care-
ful about customer response and operations management.

The results provided empirical support for the theoretical framework, reflected the 
fact that the study had adequately addressed the questions of the study. The study also 
highlighted the implication, limitations, and suggestions for future research.

Managerial implications

The outcomes of the current study will motivate top management in the business organ-
ization to build strong relations with the variables of the study (Customer response and 
financial performance, customer response and operational management, besides the 
relation of the operational management and financial performance) the current study 
reflected that the attention to customer response increase market share, enhancing prof-
itability, and increase sales. In addition, financial performance can be increased through 
effective operational management. Thus, the current study encouraged Sudanese Islamic 
Banks managers to focus on customer response and operational management, because 
they are important factors for improving financial performance. This study also contrib-
utes to managerial practices in all sizes of the banks, as shown in the following: for the 
big size of the banks; attention to customer response provide an external environment 
and support them with new competitive advantage besides the analytical tools needed 
for strategic decision support, then expand their activities, achieve their financial objec-
tives, improve their competitive position, and enhancing their economic and non-eco-
nomic performance. For the medium size of the banks; increasing financial performance 
through attention to customer response and operational management reinforce them for 
facing their threats, help them seizing their opportunities, then expanding their activi-
ties. Finally, for the small size of the banks; attention to customer response makes them 
reducing weak points, providing strengthens points, and foster them for facing the 
external environment.

Limitations of the study
The study focused the on sector of the banks specifically Islamic banks in Sudan. 
Therefore, it is unacceptable to generalize the results of different businesses and differ-
ent countries. The study not covered all services sectors in the business organization 
just concentrated on the services at the banks then it’s not covered the organization 
which produced tangible products. In addition, our theoretical framework was limited 
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framework has to considered a summary of the most commonly studied variables, fur-
ther studies that can increase variables such as non-financial performance and mar-
keting performance besides moderating variables can be entered and simultaneously 
increase the elements of the variables. The sample size was limited because of the dif-
ficulties of distribution questionnaires.

Suggestions for future studies
Depending on the above limitations of the study, the current study introduced a number 
of suggestions for further studies. Future researches can repeat this study with increasing 
sample size and different contexts, such as different sectors or dissimilar states. In addi-
tion, the model or framework of the study was simple and limited, further researches 
can enter several variables, such as moderating variables or increase the aspects of the 
current variables.
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