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CHAPTER VI

CONCLUSION

6.1 INTRODUCTION !%

This chapter presents the summary of the findings and implications of t study. The

N

first section includes the summary of the findings and implic encompassing

10 ‘s limytations.

1‘011.

theoretical implications and practical implications. The secon

nService quality” that attempts to ido'\ oW S

influences customer behavior ( lesuli#aui

banking. In addition, the sm\Kzlls exaMmiic
“ |

customer satisfaction. T\&bos :

sheds light on the dirg %c[s

and customer n\\w;;

O | |
stomer satisfactidqghrough perceived service quality, and 3) the
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on®cug er '@CI]CSS, 2) indirect effects of expected

service qualiiggo

moderaty ts of demographic variables on the relationship between perceived
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servic alty and customer awareness and customer satisfaction.
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Prior to the actual study, a pretest was done to make sure that the proposed constructs
and the items that were proposed to measure those variables were valid and reliable.
(e .

The measurement scales of constructs were refined based on the findings of the

pretest. The findings of the pretest also suggest that the service quality (E{icd—

Perceived) construct had five-dimensions for each one.

This study specially focuses on measuring customer satisfaction 1$:v9 Islamic

: orvice. This focus is selected in order to address
banking service. I'his focus 1s selecte

pa :ts of service

~ AT PIN A P Q S rare SS ~
quality (Expected - Percen ed) and customer awareness on'c

NP
’ urv T

This relationship is captured by asking r Pondemsv“ phe(g t

Q}bascd on
their level of satisfaction and awareness about%w 1v1c§§ pro@ which are

offered by Islamic windows. The result 1s der1 ﬁog\ sample of 366
customers. Results indicate that the m ofor&\poavems (gharacterlstlcs are as
follows- males (61.2%), aged bu\u X6 1o &(44 8%), with a high

: ‘iz amdu’nu dli@ns. The majority of the
oo
> 0) wié 7% of respondents having an

csp@{tms are married. In addition, the
£

@)l e indicate that the absolute values of

S

)9, ‘vh cse values were less than their respective
&
N

rtosis, as suggested by Kline (2005), implying

< )
income of more than b

results related to 111%3

skewness were ﬁ d kur o
cut-offs of \I\L\\ ness and 10 for

wcd variables in sample one were approximately normally distributed.

that thetgbs
Moreover, the second-order confirmatory factor analysis model for expected service
ore 5 ~

lity results use using the factor loading values associated with the five first-order
quality
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factors indicate that Responsiveness (Beta = 0.733) was the strongest indicator of the
second-order factor (ESQ), followed by Reliability (Beta = 0.698), Assurance (Beta =
0.633). Tangibility (Beta = 0.64), and Empathy (Beta = 0.603). Also, the second-order
confirmatory factor analysis Model for perceived service quality results la@
convergent validity, as two first-order constructs exhibited low loa bomc

relationships may be hidden among the constructs for the PSQ of cons S
c . e J

f‘ze P'SQ model, in

which Tangibility and Assurance reflect the quality of . wl ewiabilily,

*
Responsiveness, and Empathy reflect the basic qualit)& Subke 11’y@ird-

0 :
srder CFA model was conducted to ascertain such a 1esr< Csulthghow that
C

Based on this outcome, the rescarcher proposes a third ord
as

all factor loadings have now exceeded 0.5, sugew gooac el'g@ilidily. The

constructs Tangibility and Assurance, were n Joa

ut Q exceeded 0.5,

with values of 0.86 and 0.737, respectivd

Furthermore, all constructs \\'«‘c 1'cli%lc. wi
than 0.6, except for the PS This loI\ 3

indicators (suh—dimcnsn&) ere
=M

pcrformcd better ai cm@nstrgted

: s

PSQ does not nggd riminan

e
%(_D Q was expected, as only two
>d. @ overall, this third-order model

C qua@onvergent validity. The uni-dimension

’zlliﬂilyw this model does not have other constructs.

=

In addition N\‘uhs for the gap between the PSQ of customers and their ESQ imply
n ac ; S &

hat s ediﬂ‘crcnccs exist between the ESQ and PSQ for all dimensions
that ¢

xamining the gap column, Empathy was the aspect that had the largest gap,

involve
ith a mean value of 2.1803, implying that the performance in terms of Empathy
with a < < o J

requires more effort to narrow the gap.
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The study also demonstrates the existence of two more main aspects that require

improvement, Reliability and Responsiveness, with mean gaps of 2.0605 and 2.0327,

respectively. In terms of Tangibility, the gap is relatively narrower, with a{ of

0.6977: meanwhile, Assurance, with a gap of 0.473, suggests that some i1 ment

is required for these aspects. More ctfort 1s needed for Reliability, Rggponsiveness,

and Empathy. V

Finally. the study has found that there is an indirect rel#Mgship ewxpcctcd
2 v -

service quality and customer satisfaction mediated by pe

uflig$MIso
' ﬁi&:)n and
€ a@signiﬁcanl

customer awareness.  Other findings sugges k
'cci\@sewice quality

relationship between customer satisfaction aN; 2
Ass T m@y and Reliability)
[}
q oy
\ A} "\
The analyses conducted in this SCZ]RI] answgrs tl qu@s raised. The summary of
Loy

the findings are reported n I& . @ e
S
\ | &
: ).lfl‘

¢ ﬂmtr df the findings

there is a positive and significant relationship bet us

represented by (Tangibility, Responsivéggss

dimensions.
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Research op] ¢ ? , Search question Results
F‘L! N

of Libyan Wh@(; the level of awareness

ol\tlbyzm customers of Islamic
banking products and services | Descriptive
yws in commercial provided by Islamic windows | Analysis

in commercial banks?

banks
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e
To examine the dimensions of the
expected  quality of  customer
service in the Islamic windows n

commercial banks

What are the dimensions of the
expected quality of customer
service 1n the Islamic windows

in commercial banks?

All the

dimensions have

significant effect

s
To explore the dimensions of the
perceived quality of customer
service in the Islamic windows mn

commercial banks

To study the difference between
expected quality and perceived
quality by the customers 1 the
[slamic windows in commercial

banks

What are the dimensions of the
perceived quality of customer
service 1n the Islamic windows

in commercial banks?

the

diggtrSions have
ificant effect
at 0.01
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To investigate the relationship

between perceived service quality

'md customer satisfaction,
C
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A significant
positive
relationship exists
between the PSQ
and SAT.

/$
To investigfMg (e relationship
é‘r awareness and

betweel

cusl sfaction, moderated

by demog aphic variables such as
gender and marital status 1In the

[slamic windows In commercial
sl

at are the relationships
between customer awareness
and  customer  satisfaction,
moderated by demographic

variables such as gender and

marital status in the Islamic

A significant
positive
relationship exists
between AWARE
and SAT.
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SIS
banks

windows in commercial banks?

To study the relationship between

expected  service quality and
customer satisfaction mediated by
perceived service quality m the
Islamic windows in commercial

banks

What 1s  the relationship
between  expected  service
quality and customer
satisfaction mediated by

perceived service quality in the
Islamic windows n

commercial banks?

A full mediation
effect of tVQ
exists N
relakls p

een the ESQ

6.3 IMPLICATIONS

In this section, we provide both the theorey m

6.3.1 Theoretical Implication z ’
\"
Both Customer s:xlisilxcl@\'l‘

marketing because o%\ ajfilty

customers.

rescarchers; |

H()Ih% >m }l ¢
1 :L ,
conducted ru\_\'

er, studies exan

o
S

>C

4

the post-purchase behavior of
‘\wivcly investigated by a number of
1in('ywl-hc two concepts together have only been
S

(Ruyter et al., 1997; Spreng & Mackoy, 1996; Taylor & Cronin,

1()()4@7 et al., 1994). Thus, the current study provides the following theoretical

implications:
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The first theoretical implication focuses on the sub-dimensions of service quality
(Expected-Perceived) identified for this study. The study identifies 10 sub-dimensions
pertaining to the two service quality primary variables (Expected - Perceived) in the
Libyan Islamic b: king market. These 10 sub-dimensions are highly imp v

ustomers to be able to evaluate their (Expected - Perceived) service all L five
c

ervice quality dimensions are utilized for each one (Tanglbllxwﬁ liability,
S :

Responsiveness, Assurance, and Empathy) in the Libyan Islamic ban market.
In particular, this study identifies the comparative impo " 1 e'lwo prlmary
C [
variables in the service evaluations of customers in Libyar Isl i
C C
narket. For the ESQ and among the five noted pnmary 11510?8 ¢ on%wcncqs 1S
1Mc

the most important indicator in measuring thg E

1ers§owed by
@10110 the five

Reliability, Assurance, Tangibility, and Ln { 01 the

noted primary dimensions, Rcsponsl\'cnc S the stdeg 1 d&g ator of the second-

order factor, followed by Reliability, @ surafe? al angblllly
\
involvgs the 1slnps between the four
H/ '3
i \m‘ e t@o’mplex relationships between

S stu amines the relationships between

The second theoretical implgatior

important marketing con\u\
6&

important service marke S (‘J
‘ _ _
. . ey nd Meanwhile, this study examines the
service quality (E \}@ Perdeiv ) @F y
relationships be %\\’Al

ate that PSQ is an important determinant of SAT in Libyan Islamic

fAT'thc Libyan Islamic banking market.

The ﬁndin"s

T e, Furthermore, ESQ and AWARE are important determinants of SAT
Hankg '

- the Libyan Islamic banking market. In particular, the results confirm that an indirect
1In the L10ydil 258 h

lationship exists between the ESQ and SAT. In the same context, a full mediation
relations XISLS
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effect of the perceived service quality exists in the relationship between ESQ and
SAT.

The investigations of these relationships between the four important service maxv
constructs in this study may provide additional valuable insights for future IG\ﬁ on

these constructs in the Libyan banking market and other industries. \

In today’s worldwide competition in the Islamic banki narketf Is nl @mg

6.3.2 Practical Implications

service providers must retain their customers lhrou peri {e ! peﬁoq ‘mance.

This study provides a multidimensional halc lhat °n s bMking service

.SiiQCC quality for
A

ank%sg market. From a

pmvxdus to identify and assess the dlmcl nder
customers (Expected-Perceived) 1n the

managerial perspective, the mullidilw nal f{ra 011\ eloped for this study

provides an improved unders dmg of hoy

(E xpected- Perceived) lx] 11C .m 3

Oplé ssess the service quality

flcegldexs in the Libyan Islamic

O

banking market.
¢

? (ﬁo
Managers in the b ‘!%du : ﬁﬂmcnsmns of service quality (Expected
1

n this study as t)&.lwlound for formulating their management

- Perceived) 1dgn

strategies in b\um [slamic Imnl\nw market. For instance, given the i importance of
Wice and expected service to customers, launching a regular training

-am that will enable employees to enhance their own customer service expertise

progi

would be a good strategy.
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Morcover, the multidimensional framework developed for this study allows banking
ice providers to identify the most and the least important dimensions that underlie
service ‘ ;

customers’ perception of service quality (Expected - Perceived).

The results of this study indicate that customers perceive the PSQ su

riables as more important sub-dimensions of ESQ than the AWARE sub-d¥nension
varie S Al

in the Libyan banking market. Therefore, managers of the bankipg in stry should
m the L1DY« ‘ =

llocate more resources to improve their PSQ to meet their eygpec¥gfions and improve
alloce : ﬁ? ! '

AWARE. \d_
v

\’ ¥
6.4 LIMITATIONS u‘ SY.

_\O

kS

The following are the major limitations of 111&1021\?
: 0

: This study secks to identify a actQrs th iﬁlp@tustomer satisfaction
it e

with service quality and cumv 11“’1'0“ o
l

other factors that influcltte Fustomge Qw o;lc%of, and satisfaction with, the

service quality of N 2
N
ii.  The limitation %\\0 1095 of@%’sludy. The sample was drawn from
11 ¢

the cuslﬂntl's (hrcf 1b :n banksy only. Despite the fact that the Libyan

f L‘i@n banks. However, some

ot h@een identified in this study.

bankings Ntem has a large n@er of banks, which also eventually opens the
lsli\ll]\d1kil]g windows, the sample of this study does not fully represent all
of W customers in Libyan banks; customers of several other Libyan banking
service providers in the Libyan banking system are not represented in this
study. Moreover, the sample of the study does not fully represent Libyan

banking customers in other geogr phic areas. The sample is extracted from
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customers of three Libyan banks, which have Islamic window banking
services and products in five other cities (Tripoli, Benghazi, Sabha, Zawya,
and Ajilat) in Libya.

111. Since the survey was conducted on the banks that have windows N; in
Libya and the rescarcher was doing his PhD in Malaysia, me'Aierc Lo
difficulties in gaining information regarding the ideas and quemwllile s
rescarcher was conducting the research. Thus, the res*' Vi hshad to travel

I

Finally, the allocated time for the PhD programmg wasWlso fong,

many times to collect data.

1v.
of the limitations of the study. If the researche more tifne, e migM have
used other techniques such as interviews to 1ok int x

and probably collected the data ov'\%

reliable.

N
suegﬁre depth,

me &nmke it more

Several directions for ﬁm@rcl a
\ P | (q(J
" e
Firstly, future resce - shoyld Tae 1fy\6dy additional factors that significantly

impact QAT wigh Wice qualMy (JerceW%d and expected). In addition, other studies

could also Nr examine the aspect of awareness denoted by ‘AWARE’ in this

slud)o

Secondly, future researchers may use this study as a framework and examine it, as this

multidimensional approach for conceptualizing and measuring SAT based on service
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quality (perceived and expected). Furthermore, the awareness concept ‘AWARE’ used

in this study could be applied to other industry settings in Libya or in other countries.

To extend the study on expected and perceived customer satisfaction ovmic
banking operation in Libya, future resecarchers may seek to examir %\evcl of
customer’s satisfaction in the full Islamic banking operation newly Mroduced in

Libya. This study is not able to study that aspect since full Islﬂiw king operation

was just introduced recently in 2014 in Libya. T
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