CHAPTER 6

FINDINGS AND DISCUSSIONS \Q

To validate the dimensional construct of service quality, three other dimensions,

6.1 Push Factors

namely, high interaction quality, the physical environment, aYﬂ; me quality were
t

included in the study. Similarly, another multi-dimensio ruc', i.e., perceived

relative advantage (PRA), which includes the dimensions rice, M and social
. . o J > A

prestige was examined. The results of the study i at these comstru ts.Aﬁé’multl-

£ ¥

dimensional in nature and are consistent with trwdngs ear tudi‘ezsy

The discussion on the factors of Ewl-dm?ansi of serice quality and
t

| | | . | &
perceived relative advantage is presente section foll(@
\ *
A
o S
“ Q-
N D
Service quality isa n?-hyere! con and@ﬂposed of some other elements
|
(Brady et al., 2001; Da%r et al.,} . "nro?p,'1984; Rust & Oliver, 1994). The
s by
model indicates @ce q‘ali thre nificant dimensions, i.e., interaction
&
quality, physi Mi ment; qutco@quality. This model has applicability in
¢
QL e
i

various servi ustries a ows\&l_gxibility. Service is considered an intangible
im

construw can dﬁl ea@ by observing or getting feedback from the
c A

.
Therefore, this st aimed to seek consumers’ feedback on the Islamic

w

6.2 Service Quality

S

Ul
ba?’ service. The response of the banking customers determines the service quality,
0, whether the service of the banks is superior or inferior. In the case of the former,
consumers decide to stay with the existing service provider and in the case of the latter,

consumers decide to switch the service provider (Chukwuemeka & Agu, 2016). Further,
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service quality is the result of expectations that are met and serves as a competitive
advantage for organizations (Kotler & Keller, 2006; Parasuraman et al., ZOO?I'NE
study of Abduh et al. (2012) indicates that better performance and custom@te of
bank staff reduce the chances of customer switching. However, unfﬂﬂNe service
(Chakravarty et al., 2004; Clemes et al., 2010; Mavri & loannou, 2008\Wyas & Raitani,
2014), the inability of banks to meet customer expectations (Ea Wavithran, 2017),
and ineffective information (Pookulangara et al., 2011) ma d customer switching
behavior. In contrast, service quality determines a strong relations ipw ‘customer
and result in customer retention (Eappen & Pavithra 7). On the nt[a@tudy
on banking conducted in Asia concludes that ¢ S a@ cer@about the
products at the time of selecting the service‘provider (Am{an ., Zo@?hus, service

quality serves as a significant determiwabanking service p@‘der (Rama, 2018;

Vyas & Raitani, 2014). \? ,d\
N
The result of this study.ndicates theﬁ‘ serv equaclzg.l"as a deep impact on the
consi with the result derived by

switching decision of the h&rs. IS
Clemes et al. (2010). %r ing 01:. rlalsjj)/ a#@shows that service quality has a
positive associati Wustorr ttching %ﬁ;’fcr in the banking sector. The banks
,rs,gl ing'to off ality services to their customers, will be

as service provi enc

¢
in a positios%tain usto rs"(
\
customQy, (Wong 1, 20@ Hence, if Islamic banks provide quality services
X

tot stomers, such a mo@l result in meeting the customers’ expectations and
@e these customers loyal to the Islamic bank. This finding is in line with several
d ter studies (i.e., Monferrer-Tirado et al., 2016; Juga et al., 2010; Li and Zheng, 2013;

ingh & Das, 2013; Sommerville-et al., 2010). Therefore, Hypothesis 1 is accepted.

-‘F‘Qausan & Mohamed, 2010), and make the
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The construct of service quality adopted in this study is a three-dimensional
construct which encompasses high interaction quality, the physical environme

outcome quality as its multilayered dimensions. The discussion on the thre ions

is provided in the ensuing section. A

6.3 Service Quality Dimensions
The construct of service quality included in this stu sCree sub-dimensions

as discussed as in the sections that follow. .\d
@
Y
| S
6.3.1 Interaction Quality \c’ \/Y*

Banking is a service-based financial, industry et al. 1), in which

customers and bank staff interact ove telgphone, thr

face interaction. The literature sugg at face-\ac_i_&_—%in

N
(Mustelier-Puig et al., 2018). T%ctiomenab sdhe 20 ionship between the bank

and the customer to grow.i\hﬁus,is gible servieg€ has a great influence on the
relationship (Brady et% )

interaction qualit&.‘@oos, i
ge '

Chahal (2010)

the@ﬁnet, and face-to-

r 'Pmn IS quite imperative

:)-t'msb'researchers have used the word

&
4; Pﬁxaman et al., 1985; Wu et al., 2015).

. However,

ovidié&érvices to the customers, the behavior of

N
attitude #rigndliness,h ss, and responsiveness. Similarly, some other behavioral

¢ ! C,%
the employEE ther gritical Inér tion quality has several dimensions, including

prac"Ainclude mood, ¢ M@’ connecting, responding, substantializing, and

e mng (Echeverri & Salomonson, 2017). Such a positive interaction with the
& mers triggers the customers to reciprocate in a similar fashion (Echeverri &
alomonson, 2017). Additionally, it is also essential for the bank management to equip

their employees with adequate knowledge as it is directly associated with a satisfying
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interaction with the customers (Brady et al., 2001; Crosby et al., 1990; Spake &
Megehee, 2010; Wu et al., 2015). Pirzada et al. (2014) and Grénroos (2003) arew
the view that bank personnel must have the required skills and efficiency. @ba&s
of these arguments, this study empirically examined the association of teraction
quality with switching decisions. The analysis of the collected data Wes that high
interaction quality is positively associated with the switch_deciSien. The findings

indicate that if the Islamic banking service providers real Kto a‘tract and retain

their customers, it is essential for these banks to focus on‘their interacti I|ty of the
service. When Islamic banks provide clear and strai ward informatién f\;ut the
products and services to the customers, such aves itive |nq§~ t on the

customers and eliminates the chances of the,cus memiwn ing to,éht er provider.

Therefore, the finding of this study is |stga with the findings 4(arlier studies (i.e.,

Echeverri & Salomonson, 2017; Gr s, 20 03, et @814 Wu et al., 2015).
N
Hence, Hypothesis H1la is also %d <§-)
A
N Aj S

6.3.2 Physical Enviro ’ { 0’
E , ' .‘

The physic nV|ro ettl |mportance day by day for the
businesses, div |ng u5| wners towards the elements that add up
in the phy &?\Vlro ment 0" a@/‘?phere of the banks (Kotler, 1973). The
enV|ron ent ofrthe afganization |51:E51ted by the people within the organization, i.e.,

nt and the emplo@*’The environment can be tangible or intangible.

le environment is composed of culture, values, and the behavior of the
oyees, while interacting with the customers. On the other hand, tangible
V|r0nment refers to the design, structure, furniture, fixtures, and locality of the bank.

However, earlier studies indicate that the physical environment (Lehtinen & Lehtinen,
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1982; Parasuraman et al., 1985; Shu, 1994) is significantly impacting the customers’
switch decision. In consideration of the tangible environment as a significant mt?len
on the decision to switch banking service providers, this study aimed to @e the
significance of the physical environment. The analysis of the data colled&lhls study
indicates the opinions of the people of Oman, in which the physical enyironment is not
deemed to be related to customers’ decision to switch. One of the réasons behind this
finding could be that the customers of Islamic banking ser Yh.e untry are more
focused on the products and services offered by the ser rovi e‘r\b{de phyS|caI
ucts and services s_lkﬁésedes
nd IQ/XBeople of

environment. Within the Omani context, the focus on
the focus on physical environment because O
Oman follow religion strictly. Therefore, t

conventional banks. Thus, the physi a ins <%Ie to encourage

after the products&lerwces i 0 , . Thi
kind of service ig kno qualityswhich influences the customer’s response

to the servic \ er IS no ﬂ’ase/ been recognized by Brady et al. (2001) who
state th out i actsth\ e perception of the customers about the service
o Outcome quality is @ the important pillars of the overall service quality.

%e tudies conducted in the mobile communication industry indicate that outcome
6 ty significantly influences the customers’ perception of the service provider (Lim,
006; Wang et al., 2019). However, the outcome quality service requires that the service

must first be available to the customers. In case a customer is not satisfied with the
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customer service of the service provider, he/she will not use the service by making the
switching decision. Thus, it is essential to provide better customer service, thl
ensure affirmative outcome quality service. Moreover, outcome quali \ce IS
spread through words of mouth by the customers who have already useﬁ'kerwces of
the Islamic bank, for instance. If the experience is positive, it mayyginfluence other
customers to use the service. Contrarily, Islamic banking is sti ancy stage and
may find it difficult to provide improved outcome quality t &t:m«irs The analysis
of the results shows that the people of Oman are not en uall ty to
make the switching decision. Thus, Hypothesis H1c i supported. ’ _\C}

X \f““

6.4 Customer Satisfaction \, ‘T

Customers are essential for an&& and ena mp@% to compete with
other rival companies. The Ilteratl@jggests 1 % o,t'@ble to retain existing

customers than to attract new%ﬁukv%eme & A gﬁ?zom) Therefore, banks
th

&

focus on providing eﬁectlv% J e e§t§ g customers, of which move
adds to the satisfactior% ed withithe db d services (Kotler, 2013) of the

bank. Further, whe We e pr t matches or exceeds the customer’s
e

expectations,aw rten 'rlenb satlsfactlon Thus, customer satisfaction

determines &e@eeo oyalt of‘rhe@ omer (He & Song, 2009; Huat et al., 2012).
Y

In contr t, switching' rtendbo lead to customer defection (Garland, 2002).

Earlg&dles advocate the s&@latlon between customer satisfaction and customer

in Islamic banking. However, if a customer encounters low-quality services,
6 as ATM, internet banking, and staff response to customer queries, this may lead to
ustomers’ switching decision (Altwijry & Abduh, 2013; Hussain & Rizwan, 2014).

Long term relationships with the customer add to company profits and make customers
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loyal (Boerkamp et al., 1997). Hence, customer service becomes a competitive
advantage for organizations (Clemes et al., 2010). T

The results of this study are consistent with the above literature in@ that
when customers are satisfied with the products and services offered, unlikely
to switch the services. However, in the presence of poor customer servige, the customer

is likely to switch the service provider. Thus, Islamic banks offéring products and

services as well as customer services tend to lead to custo tisfaction, and thus, can

make the customer switch from conventional bank to Islamic herefore,
X

hypothesis H2 is accepted. | _\C}

4
6.5 Trust \’ o\ {\
Trust is a significant feelingwaced b@to@@ while having a
cate

relationship with the service provid@e litera \ad%>

N
reqﬂired e n@ained (Yousafzai et al.,

&
@nality and develops a legal

& Vazquez, 2017) for social

That trust is a significant

predictor of behaviors and th

2009). Trust is an invariaﬁ%c
framework (Bhattach% 02;

interaction with o . In adii indivi trust, organizational trust is also
important (Diep@ C \;317). eﬁ? literature has shown that financial crisis
has an adve %t on ru;t i wl'ric it dramatically drops consumers’ trust in banks

Y
and the £in afkets yiso, @)). This tends to reduce trust in banks and the

finqn;&narkets. This prominenttrend in the US has been similarly observed in some
)

‘% n countries, showing a comparative diminishing degree of trust (Knell & Stix,
)

. Hence, the financial crisis tends to reduce trust, which eventually produces
rther downfall in the financial system. Thus, trust plays a significant role in the

progress of organizations. Trust also influences the decision-making process of
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individuals (Curran & Saguy, 2013; Lai & Wang, 2015; Peng et al., 2016; Zhou, 2016).
When destination bank passes a signal of trust to the customers, customwm
comfortable to make the switching decision. Once the trust is establish@b wly
becomes deeply-rooted and may influence the customers to switch ffline to
online stores (Lee & Chung, 2009), or to move from online stores to'mnobile stores of
the same trusted organization (Wu et al., 2017). \,

Islamic banking is in progress in Oman and has b X;eti by the Shariah

board. Oman is a Muslim-majority country and Isla religion™ n its due
®

ake the ¢ orﬁe@y on
it% ankiqg?s.érvice to

Islamic banking. Further, being Muslims, t e oh?m trust @;riah board,

which is run per Islamic principles. i arIDthe resu theéﬁy also indicate a
similar phenomenon, which led to I‘%esis Hg\'rg_‘b_el?cc ;@

importance. Therefore, trust on the Shariah board

Islamic banking products and services and res

6.6.1 PerceivedsRelative A \Q
Percflgﬂ )elati
customefrs i u of maki

cc the service of the\c@ﬁmic banking service system. Thus, the relative

ag\mg e is a significant antecedent of the rate of adoption (Sadig & Shanmugham,

jab)

Q ). A clear relative advantage offered by Islamic banking may become a source of
otivation for Muslim and non-Muslim customers alike. This relative advantage can

be financial or non-financial in nature (Haque et al., 2007). From the customers’ point
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of view, these may be economic profitability, the immediacy of reward, savings in effort
and time, social prestige, decrease in discomfort, and low initial cost. Thereforw
deciding to switch from one service to another, one will always consider \ieflts
offered by the bank (Dusuki & Abdullah, 2007). Usually, in Islarrwakmg, the
behavior of customers in terms of religion is divided into posimd negative
avoidance. For example, when religion is associated with so tional factors, it
leads to more activities of consumption, such as rejecti ep'lng the Islamic
banking system.

The basis of Islamic banking was establishe the guida oi t@amlc
principles to implement and materialize econ ndi tlof ercel\&i' relative

religlqé\groups Thus,

the perceived relative advantage of ISIN |ng I|e3| its'ethi <<r1d moral features

advantage of Islamic banking is comparat her

(Aziz, et al. 2015). A study conduc ul Has 7) gm: des that for Muslim

customers, it is more advanta% foIIow a sszbéé‘.?:md legitimate return on
investment. The study of \hi N M@o predicted that there is no
significant difference i e ept\lc;:rgy }E‘Ia@advantage of Islamic banking by
the customers. Ang thudy C‘J y U%\g.v%t al. (2015) shows that most of the
customers rateddhe p v@ée of Islamic banking as high. The result

of this stud &Dcon stent |th"t tr‘}e?ult of earlier studies, and thus, endorses the

earlier findi Percgi tive at&antage of Islamic banking has been successfully
ﬁ&dbth t 1@3; hypothesis H4 i ted
app y the customers. efore, hypothesis H4 is supported.
N

d Perceived Relative Advantage Dimensions
he following subsections discuss the perceived relative advantage dimensions.
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6.6.2.1 Price

The study of Keaveney (1995) indicates that price influences switching b r
and most customers consider pricing and other related factors, such as f@\jmges,
surcharges, penalties, service charges, price deals, price promotions, of&ons while
making the switching decision. Applying the same to the banking scRr.,'Gerrard and
Cunningham (2004) as well as Colgate and Hedge (2001) conducte@/their studies and
confirmed that price was influential for switching behavio ms to other studies
of the same nature, this study was conducted in an Islamic cou trwinan with
Muslim majority. This study produced different resul hich pric slfo@‘i:not
influence the decision to switch among the cust hi% caus@g Muslim

community is more concerned about Shagiah mpﬁanc nd IQ@E; principles.

ing se@%s without a focus
A

on pricing. Therefore, hypothesis H@,stot supp\&? A
@ S
N F

"
6.6.2.2 Religion Aj%\A

Islamic banki Tws t I }nic@nciples and emphasizes the
establishment of '@iate rz: entialééhgiah Board to execute its Islamic
banking on a QQ ay I ; (R n et al.,, 2017). Further, Rezwan and
Shabnaz (2 %j As raf‘ 47'00ch| de in their study that religion significantly

Further, Muslim customers are willing optIslamic ba

NN
and posifively influedc egreew% customers’ satisfaction, which tends to enhance

Yh
cus oyalty. \C}’
r

%\Aoreover, being a Muslim country, the people of Oman feel satisfied to use the
uct and services of the Islamic banks. This will not only make the customers
motionally satisfied by following the Islamic way of banking, but this will also refrain

the customers to deal in riba (interest), which is strictly prohibited in Islam. Lastly,
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Islamic banks will be preferred by the customers because it will strengthen their eimaan

(faith) to be good practicing Muslims. Based on these rationales, hypothesisw

supported. q
6.6.2.3 Social prestige q

people will make the switching decision towards Islamic banking'as a ;iart of status and

prestige. The literature suggests various sources of socia tige, out Q one was
adopted as Islamic banking. Social prestige become p i\k &ﬁej\zrf as
superior or inferior to others (Sedikides & Gui I igemg'sures the
aud‘re\., ZOI&rious forms
of social prestige exist within the soc\%ch have dis@d in detail in the

!t\ﬂw S d@ndicate the choices of

ecision towards Islamic

&
. @ it is a preference. Also, the

findings show that be slim country, ifs p@le are already willing to adopt

£

Islamic banking in &Q)f cor]s I IS :g.matter of social prestige. Hence, the

social value by possessing certain traits or %

literature review chapter of this stu

the people of Oman, where it%)ict

banking is not a matter of sgcial esti'

g

switching decisi@n towards i nkiréﬁﬁot considered as part of social prestige,

o !

but a prioritf % customers: hé, Iqjcp?thesis H4c is not supported.

G E

6.7 Ri Relationship Of M\ ing Factors

A\

he direct relationship of the mooring factors is discussed in the following

6 ctions.



6.7.1 Switching Cost

Switch cost plays a significant role in determining customers’ SWW
decision (Clemes et al., 2010; Murad, 2011; Ramaiyar & Jayalaksh, 2012@ding
to the study by Christoph et al. (2014), switching costs are perceived #Nded cost,
which serves as a disadvantage to terminate the current relationshipWer literature

has divided switching costs into financial and non-financial._Finanetal costs include

monetary risks associated with opting for a new service prowi ez wh"le non-financial
s of a re

costs include psychological costs, such as uncertainty, wip, social
"X
bonds, and other procedural costs (Edward & Sahadev;%2011). Swit dc@lated

n e% Al Qr}‘{r'nmari &
) ?’T :
pact e customers

Ahmed (2017). Thus, a higher switching c%

switching decision. In contrast, high Itching costs als@e as a customer

retention tool for the banks. Furthe erous ti \sbh¥e itiching barriers may also
jsy N

be used as a marketing strat ohitﬁt the ustones. rom switching to other

organizations (Trubik & S 'MOO)‘ e results @S study are in line with the

earlier findings, in wh% r swi::: ing o;t's r@n the customers and in contrast,

&

low switching cost es it eai \bhe cust&vs to switch the banking service. The

results of the study comply wi larliet‘r-')%dings, hence, hypothesis H5 is accepted.
C) d

6.7.2 C%h y 7 U)"

2 9
Aother mooring fact@uded in this study was complexity, which refers to

@b
Yv
t plexity of procedures, and the features of products and services offered by

slamic banking. The literature suggests that the higher the complexity of a product or
ervice offered, the lower will the switching decision be (Fazlan & Mohammad, 2007).

Usually, Islamic banking products are considered as complex in terms of its banking
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principles and procedures (Aziz & Afag, 2018). In addition, the products and services
that Islamic banks offer are new to the market and are not common in nature, thu?!!s
it difficult for the consumers to understand the products and services, v@easy
banking products become a source that attracts customers. Complexity ined as the
degree to which the product or service has been perceived as difficult to understand.

Additionally, the attitude of the customers and social influenqg also'elp in predicting

Islamic banking involves Shariah principles inv |V.§\S#\, ljarah,

@

earlierstudi (iee_@il&

ces t@?witching

the behavioral intentions to adopt the new facility offered.

Murabaha, and Musahariga as its products. The resu
Othman, 2013; Yahaya et al., 2016) indicate t

decision of the customers. Similarly, other r&g@ tudi i Y{complexity

can significantly impact the switchinwai ices@nsistent with the

earlier studies and their findings, th@ﬁy als@‘l;m omplexity stands as one
i to g/v

of the significant predictors of.

result is in line with the earlier findingsfand he
X TS
~l f &

6.7.3 Locked-in \ l ; %(J
The literature Tdentifi -in aéﬁfesire to be with the same retail bank and

|

@

maintain thi s@nshi (Col teét{.,} 03; Misbah, 2014). Under the condition of
eke

Y
locked-in, feel y prefer to stay with the current service provider. The

Iitem&‘urther debates that @ér locked-in, service providers develop a situation
N ™

UEE hich a customer feels bound to carry out his/her social relationship with the

erwice provider. This locked-in situation further enables the customer to not switch the

ervice provider (Harrison et al., 2012). The literature advocates that if the organizations

follow these relationship-oriented activities, this will produce a locked-in situation for
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the customers (Liu, 2006) over a long period. This also helps organizations to retain
their customers. T

In contrast, locked-in is also considered as one of the switching % that
prohibit the customers to switch their banking service. In the case of b if they like
to retain customers (Listyarini, 2009), banks should focus on estalw switching
barriers, and one of them is locked-in. As per the literature, locked-mincludes various
factors, such as clearance of the existing loans, fees, intere Om ife insurance. In

Oman, a loan is granted against the main account of the mer Hw customer

"X
k accaunt rtnzi@alary

ri & Ah 017). A banking
g AgaliornF

any\sw ing d@‘gl to Islamic

banking. Further, higher feelings of lo -Inserve as a rto (‘Tching the service

needs to clear all the loans taken against that mai
account) before switching to another bank (Al
customer in Oman thinks it through before®maki

provider. Hence, the result of this@s/ confir % those f Al Ghammari and
Ahmed (2017) as well as Listyarimi 9) wﬂose 1es Egahown that locked-in has
a significant impact on the %g d M%hj;s‘ hesis H7 is supported.
c.;#‘ 7;} N

e

6.7.4 Apathy \ l ;; %
Apathy ;@of t lnal éénses in reference to lack of emotion,
¢
interest, feeli &Donc n. Th iteFat{rJ‘(Rescribes apathy as a state of indifference, in

which c% S exper. fognil‘r@dissonance to make a decision. This means that
Yv

und emotional condition pathy, consumers may like to switch the banking
@

S \chut may not choose to practically switch do so. Thus, apathy makes customers

& imistic and they will not take further steps for switching the service. Many people
f

rain from switching the service, considering it as not financially worthwhile or

deeming the new service merely similar to the service of the old bank (House of
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Commons Treasury Committee, 2011). Also, many customers of existing banks believe
that all the banks are alike (Colgate & Lang, 2001), i.e., conventional and Islamicw.

Apathy is hard to be observed in the customers unless the sympto@:athy
become severe or prominent. In such scenario, it influences people’ ial life, job,
interests, and other parts of life. Customers with apathy tend to lose mterest in the
social, emotional, spiritual, and physical dimensions of Iife\.eﬁch individuals
experience uncertainty and lethargy in life, dominated z:ng' that they lack

essential skills to meet the challenges arising from the ing yWeld of the
L ]

ime with ttfal_\@‘zo'nse

slim Majari cou% , Islamic

areuinde ood b;@'evc.ustomers in
Oman. Thus, customers do not experiwafeeling 0 hy. @grefore, the results

of this study indicate that the peop%Oman \G&Eel pathy. Hence, there is no
N

influence of apathy in the switr%isio . Hypothesis H8-is thusly not supported.
A“’

banking sector. Individuals experience apathy in thei

of disappointment and rejection. However, bei
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