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CHAPTER IV

RESEARCH METHODOLOGY

4.1 INTRODUCTION

NI
O
N3

This study develops and tests an integrated, systematic mode 01@)/ of service and

customer satisfaction. From a statistical perspective, ex g reldgonsighs among
®
complex multiple variables i a set of constructs 1s more i1 tant thgn ex n'rlin&lple
bivariate relationships. The methodology employed,  th&struciffr ual%? analysis,
[e

tionships @Sn.g expected

service quality, perceived service quality as N ating vartgble, @omcr awareness,

allows for the simultaneous examination of sydigma I
c ¢

Ql)cscs to be tested. The second section

Lé; instrument, in particular, the research

>
population, ¢, and the data &Sl?ccuon method, data screening, remedy for the

QQ

outlier ~detection, normality test, exploratory factor analysis,

missin
nidiWgsnality test, reliability and validity analyses, statistical method (structural
u C ) O by J

equation modeling), and the SPSS program that have been applied in this study.
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4.2 RESEARCH STRATEGY

One of the critical steps in doing research is to find a suitable research slralcoy?r The

subject being investigated and the success of the research depends on the E‘t which

Y-

However, there are a lot of research strategies that can be used Ne primary data
research. Any strategy has a different way of collecting and a e tl]e data and each
strategy has its own logic and its own advantages and disadva es (Win, R

Saunders et al. (2007) listed seven different kinds o "earcl} sfratgbies. ese are:

V

1 ogr@nd archival
e léﬁrchcr can use as

primary data are collected, produced and analyzed.

Survey, experiment, case study, ground theory, agtion ZSea-‘
research. Yin (2003) also named five kinds @gis wii
shown in Table 4.2. He stated that there %n‘cc condt ?s

when determining the appropriate rcs@ucufs Tl}f“”i‘&'

i, The types of the rescargrquion(s) fgbsec

%

-

ii.  The extent oiboan\cscmtlm

$

I'he focus on cd porgy cv@fsd O
N3
d o $

1.

Q—
§’~o
S



Table 4.1: Relevant Situations for Different Research Strategies

Form of research RC(]Ilil'Cd control Foc
Strategy .
question over behaviour cor N ary
eygnt
Who, What, When, How
Survey
= many. How much

Experiment How, Why

Case study How , Why

History How, Why

Archival Analysis | Who, What, Where, Hov
many, How much

Source: Yin (2003). E 3

{ , 'S
Identifying the research questionggs pr b cfltéj} important steps to be taken in a
research study. Nc\'cnh@c ‘»‘m the @ion can provide an important clue

&)

. . | ]

regarding the approprigsacsea hstrge gy lllﬁos to be used (Yin, 2003). Robson (2002)
said that there is< sCHge 1N \}1 *h ’n cy;év more like a research strategy than a specific

method. It isaggNverall approach m@ng social research. Conducting surveys is now a

boomin%’ l)l\~?us. and being on the receiving end of a survey is often a component of
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Zikmund (2002) defines a survey as: "4 research technique in which information is

cathered from a sample of people by using of a questionnaire or interview, a method of

data collection based on communication with a representative sample of indivi uui .

Saunders et al. (2007) stated that the survey strategy is a popular and COI\&S rategy in
management research and business and is most frequently used thfnewer "what"
questions. It tends thereby, to be used for exploratory and descriptive W€earch. A survey

allows the researcher to gencrate findings that are representati _the whole population

at a lower cost. \d

T o
In this study, the survey has been chosen as a rcscarch@gy. /}s "what" ﬁﬂﬁslion has
N
¢

]
been asked, the survey strategy is the best IL‘CIII% zxil S ¢ t};@sof questions.
There are some reasons and rationales for usw‘ echniquis his@‘%arch:
, i«lnc éoﬂ\c O’lje n%ilionships between the
.

expected service qualities, p\“‘ dsery ualiLgffs the mediating variable,

customer awarceness, cm(z'aphic ,van' ps@e moderating variables, and
customer SilliﬁlilClit)\lhllh trates “ﬁllows the researcher to collect
quantitative dulu@;;m

e Using a supmgy sgfategy omc

&zoﬁ ?

7&?\,
3 Sinc\ program has a liwted amount of time, the survey strategy has been

®Fcd as the most suitable because it takes less time to undertake than other

e The rescarcher is seeking to it

—

A )

proccss

#arch methods.
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4.3 DISCUSSION OF THE RESEARCH QUESTIONS

This study 1dentifies customer satisfaction in Libyan banks that operate undcr{i!amlc

window system. It also examines the awareness level of Libyan customegs roducts

and services provided by Islamic window banks. The study has seven rgsearch questions.

The first research question is an examination of customer awarene amic products

and services that are provided by Islamic window banking.
d < . N '
The second rescarch question determines the dimensions he ‘}Mﬂuﬁﬂy of

ustomer services in Islamic windows in commercial %n thefotl h!nd,\ct?lc third

od qualit@f customer

>es 420 veen expected

arch question explores 1nto the dimensions of e pe
2 S

rescé

services in Islamic windows in commercial I‘Nifi_lk
service quality and perceived service qualigy are T8te \\RT

An examination on window lslum\tw\nk 0}
between perceived service quzllllyvlslo 1er

variables such as gender and niarl I statug
2 SHS £

(@)

uestion No. 4.

Ui fac@ moderated by demographic

ahig, jvindows in commercial banks is
formed. This is dong Ixt‘urc‘ Qugption JXT” 5. In addition, the sixth research

perfc : S 18

question identifies %\;m nshipg

satisfaction modg '1%)’ d?] o

customer awareness and customer
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To achieve the objectives of the study, an extensive review of the existing relevant
literature has been performed using the SERVQUAL model. This study cxlcndsvus
research on the measurement of customer satisfaction by adding demogral%\iables
into the analysis. Another variable added is customer awareness of proddc d services
provided by Islamic window banks. As shown in Figure 3.1, the constr¥gts in the study

)

include expected service quality, perceived service quality, cd - awareness, and

'ov'cl: an, integrated
approach to examine the relationships among the constigets mentidned. ’e fl&g&%lical
C € )

framework for the study is as follows: 2 T

4.4 MODEL DEVELOPMENT

customer satisfaction. However, the previous studies do

The conceptual research model (Sce & ¢ 4. ; e‘foﬁ;smg a multidimensional
expectancy disconfirmation

paradigm (Oliver, 1997). 10del suggests that the Libyan

banking customers are Q cus@cr satisfaction, service quality and
a 5 i : \

{omer awareness ;,%\wor o8, fgelt Jirst G\%grs, two second order and only one third
cus awe = (

orders. 61 b g f 4 $

Figure 4.1's \\A:u the first order Nablishes for four variables (Customer satisfaction,
g LR

order is established for two variables (expected service quality and perceived

rvice quality), and only one third-order for the perceived service quality.
se ality), )
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The model also illustrates the potential relationships that may exist between service

quality (Expected and Perceived), customer satisfaction and customer avareness.
C

Customer awareness value is expected to have an influence on CuslomcrcN tion.

Service quality (Expected and Perceived) is expected to have an imp; n-customer
satisfaction. Finally, expected service quality is expected to have im on customer
satisfaction mediated by perceived service quality. V
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H1, (alternative): A significant positive relationship exists between the five

sub-dimensions of expected quality (ET, EREL, ERES, EASS, and EEM)

NS

expected

and the expected quality primary dimension.

H2, (null): No significant difference exists in the contribution

aspects (TAN, REL, RES, ASS, and EM) toward servige qualﬁy.

H2, (alternative): A significant difference exists in llL ntribution of the

expected aspects (TAN, REL, RES, ASS, and Wd'd service quality.

V‘,L& G\I sub-

S, a¥d PEM) and
Jﬁ )

H3, (null): No significant positive relatiofeQip exi
dimensions of perceived quality (P

the perceived quality primary dn

H3, (alternative): A significar tf pos S i):lbli between the sub-
1./

dimensions of pa.uu\ ed

the perceived quahl\ p N
H4, (null): No \l“m;lu\:, dif] s X 1L

aspects ( @l
) 1) 1 1 N s ffar ~
&ul axpun (]’/\N “L, RES, ASS, and EM) toward service quality
\ &

"?\ll“)i No difference exists between expected service quality and perceived

0 service quality by customers.

H5, (alternative): A difference exists between expected service quality and

72!
<
>
9]
»
g
o
=g
T
g
=
(=
oo

exists in the contribution of the

perceived service quality by the customers.
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Ho, (null): No significant positive relationship exists between perceived service

quality and customer satisfaction.

H6, (alternative): A significant positive relationship exists between el
service quality and customer satisfaction. %\
H7, (null): No significant positive relationship exists betwe ceived service

quality and customer satisfaction moderated bwc gender of the

customer. '

H74 (alternative): A significant positive rela ship exfsts 1\'CC$§?Ceivcd
service quality and customer satisfagtiommodeggtg 111@&1(1@- of the

ween perceived service

customer.

HS8, (null): No significant positi /m ’

he marital status of the

thly 2

H9, @ No sigdilicant sitive relationship exists between customer

&

areness and cuslmh‘ satisfaction.

+ (alternative): A significant positive relationship exists between customer

$
S

awareness and customer satisfaction.
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H10, (null): No significant positive relationship exists between customer
awareness and customer satisfaction moderated by the gender of the

customer.

H10, (alternative): A significant positive relationship exists bctwce(m;ncr

awareness and customer satisfaction moderated by the (&w of the
o
customer. ? '

H11, (null): No significant positive relationship cfs

aw arcness ‘lnd customer .\d[lStdCllOll 1“0(1(:1 (ll(./ l 1€ 1Mjar us 01 [.ll(,

customer. ¢ ’ .§-
L 4
H11, (alternative): A significant positive relat¥gnshi \fw bet ?Yc;stomer
<
awareness and customer satisfag ‘o@mc e mafal status of the
customer. % :\Y
(|}

H12, (null): No indirect relaq@SMNp exism

o

e N
and customer satisjgectio [ 0
(4

péﬂsls between the expected service

H13, (null S gnil'f; yilivc&ationship exists between expected service

&
Ml £SQ) and sulisi‘uﬁ&)n (SAT) (without a mediator).

‘ \E](crn:lti\'c): A significant positive relationship exists between ESQ and

SAT (without a mediator).
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H14, (null): Perceived service quality has no full mediation effect on the

relationship between ESQ and SAT.

H14, (alternative): Perceived service quality has a full mediation

o
=
iﬁ
=y
o

relationship between ESQ and SAT.

4.6 QUESTIONNAIRE DESIGN

The questionnaire was divided into five parts (see Appendle 1‘ B, page, 195).
The first part includes personal details such as gendgr. ag 'wgﬁli()n,

o€, edhcatgn, oc
| S
< Thc.se on parl":bludes 22

items designed to measure the service expecged bz exg

monthly income, marital status, and the name of the b

tomers. The

=]
-
-~

customers’ satisfaction toward lhc.\ CS

fifth part includes SIX 1tems dcsigTﬂ mc'sur

products and services. Moreoverall n\ . D:h‘d’qg, perceptions of service quality

and expected scrvicc&\il_ W
N\ C
recommended by l)il%l hanfet*hl. %t)‘—)

&

C, and W’ uded agstandard five-point Likert-type scale ranging

All items In |
A o
from (1) M y agree, (2) z1g1‘c§(3) neutral, and (4) disagree, to (5) strongly

disag %i items in part E ranged from (1) aware and use it and (2) aware and do
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4.6.1 The Pilot Study (Pre-Test Questionnaire)

- -etest was necessary before creating the final survey instrument. The

Conducting a pretest was necessary before creating the fine y mstrument. The

re-test is aimed to improve the face and content validity for the final instrum¥J&he

p D o b 1Y ¢

questionnaire consisted of 55 items. A total of 22 items were uscd%l casure
- C : )

expected service quality (4 1tems o measure Tangibility, 5 items ™ measure

Reliability, 4 items to measure Responsiveness, 4 items to measyge t‘urance, and 5
Cl1d > ’

sc@masure perceived
ure T\&la\y 4 items

items to measure Empathy). Twenty-two other items were

service quality (4 items to measure Tangibility, 5 items

w

to measure Responsiveness, 4 items to measure Ass

Empathy); 6 items were used to measure cuslonlc%
S w

i ¢ use asure customer satisfadugo
4 items were used to measure customer sz

e

)lmLi ¢ comments on its

“cdi (& improve the items to

K i
ase\ about the suitability of

yilthe lu!iigso they were asked about the

€

mented that several scale items were clear and

[slamic services
proposed mmi!&n. [he

N\‘lmcmg. Nonetheless, they added one item for measuring customer

I Associate Prof. Dr. Kalsom :\»hd. \\tah»uh -
2 Associate Prof. Dr. Noor Hazilah Binti Abs. mana
3 A;;()Ciillk‘ Prof. Dr. Zurina Shafu
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The questionnaire was translated into the Arabic language, after which it was
corrected by an expert in Arabic language. The researcher subsequently selected a
small representative group to review the survey questions. A convenience N was
drawn from 30 customers from Libyan banks who had bank accounls%o ndents to
the pre-test were encouraged to comment and provide suggcstionsYany questions

‘Ncm commented

e rcisearcher should

that they thought were ambiguous or difficult to answer. Sor
d o =

about the large number of items in the questionnaire and

min

reduce their number. The rescarcher then made m@difig

o

quesli(mnairc, such as clarifying sentences and using ‘e appropri

*ms‘:z{he pilot study

'lo_léaiy was conducted

Table 4.2 below shows demographic variabies heyg

that had been conducted before the main \UN
carly 2012 from different cities in Ll?’

services throughout five working daW

Respondents’ Demograp} orofile:

~J

2 shé(ud that the majority of respondents

. (2()04850(1 between 26 to 40 years old (21),

have these characterig

have High Diplor nehelor t_usuk as their academic qualifications, also it

is found that t &'n-iw of (M ré&pon{ehts are Government employees (27) and (20)
is : :: 8

from resp Mls‘ have income mor¢ than 801 L.D and (19) were married. Finally,
ro . ;

{1 Lo is that the distribution of respondents across the banks is similar to one
anoth & &

another®
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Table 4.2: Respondent’s Demographics Details

Respondent Characteristics frequency

1 Gender Male 20
Female 1(
2 | Age r Below 25 years

26 to 40 years ; a

41 to 55 years

S
1 Above 56 years 1
’T*é{iﬁlihcznions | Without qualification 1
Secondary school 8
High Diploma or Bachelo 17
Master | 4

PhD

4 | Occupations Government emplo

Private sector el
Freela

e

5 | Monthly income

—] 20
Marital status - 1
6 19
7 12
8

} l\ Sahz@ 10
A

N . o (_ab
The results of CropD¥ehYs algha ardsleown
4.3, showing l\%t of @n ?’ S‘Q- 1a between 0.918 to 0.869, indicating an
acceptable \A&

il table 4.3. They are depicted in Table
>

ncy and stabilitsg? the questionnaire. This is as recommended by
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Table 4.3: Reliability Statistics of the Questionnaire

NG Variables Cronbach's Alpha No. of items

] 7I§leiﬁrcc1”ulion of Service quality 0.869

2 | Perceived of Service quality 0918

22
3 Customer Satisfaction 0.871 ﬁ*
4 | Customer Awarencss 0.904 Y 6

5 Total 0.880 55
L |
L]

4.6.2 Section B: Expected Service Quality

five sub-dimensions. Four items meas "%1 o]
items measurcd Responsiveness, i& mecasting
Empathy. c ? - ,

to keep up with the modern era.

The physical facilities at Excellent banks will be
o visually appealing.
1

angibles Employees at Excellent banks will have neat

appearance.
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The general appearance of the bank must be

compatible with the nature of the service provided.

Reliability

When Excellent banks promise to do something by
a certain time, they will do it.
When the customer has a problem, Excctc nks

will show a sincere interest in solving

Excellent banks will perform the right service to

customers from the first time.

Excellent banks provide the sqagge¥at the time they
promise to do so. z

LN

Excellent banks keep

Responsiveness

\

S

Assuy &' 2
$

Employees at Excell

customers exactly'v

performed.

Employees gt
services (Ongustomers. O

%ul Exce

he

Emplc

G,
jo./4
£

"he %ﬁa’of{d}i})loyecs in Excellent banks will

in‘lillu niidenedin customers.

:
[
W

3 :@xccllcm banks must have a sense of

;ansaclions.
coqx;us with customers.
AL

Employees at Excellent banks have the basic

knowledge to answer customers’ questions.

Excellent banks give customers individual attention.

Excellent banks will have operating hours

convenient for all their customers.

Excellent banks have employees who give
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Empathy customers personal attention.

Excellent banks have their customers’ best interests

ahead of their own interests.

EEmployees at Excellent banks understand,th

specific needs of their customers ‘%\

-

4.6.3 Section C: Perceived Service Quality

Table 4.5 shows the dimensions of Perceived Servig

NI

S
q

Service Quality

: A
L LO

C mkqwﬂépwm and tools to cope with the
' 1%

7]

dimensions

I

3

9

the servi®e provided.

/§" When my bank promises to do something by a certain

time, 1t will do so.

When I have a problem, my bank shows a sincere interest

in solving it.

HM_\' Bank performs the service right the first time.

My Bank provides its service at the time it promises to do
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SO.

The bank maintains accurate records.

Employees determine the time it takes to completgale
service.

The staff provides instant services., & ;
Staffs at the bank have a constant readin help me.
Staffs at the bank are not too busy to'1 d to my

request.

Responsiveness

Staffs at the bank are trustw

:

| feel safe when dealing wi

at ank.
- % 3 1\Y-
z pdlih Dwards
the customers. T
?‘_\_ o
¢ tlag bashe inger

n to /Cr my

&

The staffs at the bank argeg
Assurance

questions.

;C( tomers by the bank.

There is an gadivid¥al i
b-crsp T IS -
vighs Rm\%ll@propnate for my

mpathy ' i
Emp Kk gyi me onal attention.

b
hy l}ﬂz@ ahead of its interests.

ﬁﬂqﬂtan’c}@spedﬁc needs.
§

’ (:"

N3

T
$

4.6.4 Section D @M
N

Table 4.6 shQWs#he measurement «@ustomcr Satisfaction. Section D included a total

-
-

of fivg T 101 measuring Customer Satisfaction.
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Table 4.6: Mcasurement of Customer satisfaction

1 How satisfied are you with the services provided by the bank?

D, Are you satisfied with your financial transactions with the bank? \z
[ 4 %

3 How is your overall satisfaction level with regard to your bank? “

A"

Bt A
4 Banking services offered by the bank that I deal with meet nwectalions.

5 Do you recommend your friends/ colleagues at wor

bal \\,’itl‘wnk?

4 é :

Customer Awarcness were posill\'cN
C

by H. Saduman, O. (3()05).% ‘whuITy cfal @), and Naveed and Kashif
:

&
(2010). S T
A &
T:ll%\ M’a@"t ustomer Awareness
- ¢
I w >
m lh}\‘ l;m ol)cx@tcrcsl-frcc banking services

4 " ~
T reale (aware) that this bank offers Musharaka products

5 | I realize (aware) that this bank offers Murabaha products

6 | I realize (aware) that this bank offers ljara financing products
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4.7 RESEARCH DESIGN

4.7.1 Study Population

NG

A population is an entire group of entities such as people, instigtic and
oreanizations that share a common set of characteristics consistent will?&)urposc of
g¢e fe B
study Studying a population enables rescarchers to draw conclusi®ps and plan to
as SIPHIEYIDE, £

)

eneralize (Zikmund, 1997). This study aims to measure ¢ I satisfaction in
gce e 4 b s

mmercial banking services in Islamic window banking, re ﬂle pogulation of

coO

. _ ! ! i
the study comprises customers who have bank dealing llllnémank
account (Savings or Current), obtaining a financing fulv-l' ure loan

V

or car loan, etc), or conducting money lrzmslcrsV i !

s

\]lu ve bank dealings in the form

L 1

ing 16ay, or conducting money transfers

4.7.2 Sample Size

The sample of a study consi

of owning a bank account obtal

between banks. All co &;11 t

L
ra

f@wc a network of branches distributed

1)

l{' aXimum participation of commercial bank

throughout the co@ ,o gL

i

tomers, an W 0 > Sk Eof the study population, the researcher has
customers, & ﬁ"
S
% mercial banks iIINLi

1 1 thr bya with Islamic window banking services.
choser

G A Ramples were taken from Jamahiriya Bank, Wahda Bank, and Sahara
‘onv, St -

B T rescarcher used the convenience sampling method, following Abdulkarim
anky Sei
S. A & Abdulla M. A. (2009), and H. Saduman Okumus (2005), who likewise have

| the convenience sampling method. The usage of convenience sampling is
usec &

idable, in the casce of studying the responses of bank customers since the
unavoidable, \
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population list of bank customers is not publicly available. The list of customers is
¢ [ &

considered as confidential by the banks™ management.

The responses from customers are sought in big cities such as Tripoli, the )ii! city,
which represents nearly one-third of Libya: Bangazy, the second city of@Dy Sabha;
Zawiya: and Ajayla. A sample size representing at least 200 observag is generally

recommended for a structural equation model using the lwum likelihood

co%ing 'lo Parasuraman
et al. (1988) and Stevens et al. (1995), a sample size of Z

LS COMM ed in scale
[ ]
: slearee 2 : = 2 4
development studies in the marketing area. Sd\al@a) als s’lhgﬁ')sdmplc

sizes larger than 30 and less than 500 are approprimv
A total of 600 questionnaires were distg )%

> e < 0 > a \\V"‘\‘ ClU
usable for analysis. Thus, 61% of the sfiggle xl/uﬁ YL
. @ :
Ting

estimation (Boomsma, 1983; Kelloway, 1998). In addition,

O‘(
=
=t
-

customer was in business at the | > the

\

mormde. The questionnaires were

S

Sunday to Thursday and 0800 V*n S@turdg
listributed in two ways. l’ir.\'w UghgraggesTwere given to bank employees
dic .

, the g
1 they were rcqucslu@rib ul‘ the Questy @m‘cs to their customers. Secondly,
anc ‘
an A
’1[* ntial respondents and distributed the

the interviewers pergQpal™ njetew
@l anks through the help of the researcher’s

questionnaires 1&101}&' S Q :

friends in otgr\itics. The qucslim@l{c was translated into the Arabic language to

4

\ivcn that all respondents in this study are Libyans whose national

ensure clai 2

Jangl a2 C Arabic.
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4.7.3 Data Collection Method

Primary data are collected through an empirical study. The study sample comprises of

customers who have bank dealings in the form of owning a bank account, obwmg a

%nnaires

were filled by the account holders of the different conventional banks w¥th Islamic

financing loan, or conducting money transfers between banks. The

windows. The data were collected through face-to-face interviggs yth customers,

nm%. Furthermore, the
qu ‘SlWS, and the

managers, and employees 1o prevent the loss of questi

employees at these banks helped the researcher in coll

®
researcher’s friends in other cities also offered assi ; Kgﬁo the
breadth of the study arca. And the names of the bagks OWqulable 4.8

City

Sahara Bank

.lumallir'\'\

“Tripoli | Tripo

/"VMa' :brz 3 and Abu Saleem branch

i U?Hsify S

1;::l1 ,K{ 191&05 branch |and Ben Achour

/@ : Q‘/e branch
. oo

Benghazi a "8 maidan branch Qaminis branch
E 3
" w
1

& ¥
‘gﬁmmnch um ak@Mib | Sabha branch Sabha branch

286 Zawya center and | Zawya center Zawya center

I
I

branc

Nasar village

/———"’_“ oo 5 . R
Ajilat Ajilat center and | Ajilat center No branch

Aljadeda branch




124

4.8 DATA SCREENING

The collected data were screened to ensure that only valid data were used in the data

analysis of this study. The data screening procedures influence the data a‘@ld
C SIS S8 )

E’"E)’ effort
5

statistical outcomes. The regular practice of data screening is worth the l!]
O LC o g

to achieve the most reliable and accurate results, and it is consistgat with the best
re

the data analysis.

most viable approach to m%

small proportion of the sz&\i;u; _ l

' \1\“ that have atypical scores either for a single variable or for a

of variable means that are unusually large or unusually small values in a
\ i ) 71111 < Q C e . ' ]
dataset (Anderson, Sweeney, & Williams, 2009). Outliers generally have a large

impact on the solution.
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Researchers must decide whether outliers should be deleted or retained, as
C Q .
problematic outliers can distort statistical tests (Pallant, 2007). An outlier can also be

deleted when the outlier serves to be an observation that should be excluded §

dataset. An outlier can be deleted when the outlier is a data entry error OICX rding
Ald
mistake. A

4.11 NORMALITY TEST '

the mpltivalia c@nique
1 lhdglribution

The normality of variables has proven its important ro
and inferential statistics. Normality also refers to
of the sample data corresponds to a normg

skewness and kurtosis are two llldl\,le

ymmetry of a distribution compared nn IOIb;Sheleas heibvrostas
S <

how observations “cluster mound “Ontral pomg Jor a ‘;ﬁ&en standard distribution
gl S

¢ np@a be examined to determine

hether the observed vari: 1 . 1311‘1‘\@\@ Kline (2005) suggests that an
W :

: lute value of kurtosis greater
/ f ske &Iul abm 2 -
absolute value o

than 8 indicate prc me)xth or

ot
‘%\/\ TORY FACTOR ANALYSIA

The Exoratory factor analysis (EFA) is designed for a situation where connections

vness ghd

(Norusis, 1990). The values ﬂ\l\

between the observed and latent variables are unknown or uncertain. The analysis thus
he -

l in an L‘\'])l()l“ll()l'\" H]OdC 10 dclcrminc hO\\', and to whal (& 'tCI]l, lhe 0 S(-‘]\/Qd
-oceeds : > p )
])I()(,LL X b
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variables are linked with their underlying factors. The researcher typically wishes to
identify the minimal number of factors that underlie co-variation among the observed
variables (Barbara, M.B., 2010). Thus, the common exploratory factor analysis aims
to explain the interrelationships between the original variables. Convcrse%\c rget
of the component factor analysis is 1o select the components that cxp% much of

S
the variance in a sample as possible (Hutcheson & Sofroniou, 19% number of
e < .

rescarchers suggested that no difference exists between the e factor analysis
te DI oo+

and component factor analysis, or that the latter is pref&§ l:ommon factor
C
analysis (Steiger, 1990; Schonemann, 1990; Velicer &, Jack Mdagw]] &

Velicer, 1988).

According to Kline (2005), it is not entirely g

analysis and confirmatory factor imiil.\’SlsN \ ' £
%hc '%)X atory factor analysis
]

Y %-
will compounds the problem ol"czi& pLion wlafce v 1on. The sample size in
this study comprised of 3gé repgondenty an r@ performed the moderator
his ¢ E
\"’Q\\ (& l‘cséther deemed it inappropriale to

variables. For the ul‘orcmwg 1~i
run the exploratory lu@u SN
data set in this slud:' %I!’wm

4.13 UY\%INSI()NALI'I‘Y ANALYSIS

sionality refers to the existence of a single construct mean that ensures that

factor analysis to specify a model bas

onﬁ(sJ&a;ory factor analysis using the same

Unidin

he measurement scales are unidimensional. A measurement scale is unidimensional
the meas s

I , single factor underlies all the variables and all variables (items) load on that
when a Sty ‘
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single factor (Bernard, 2000). Prior to estimating the overall measurement model. the

o S

unidimensionality of cach construct was individually assessed (Sethi & King, 1994)

because the items that were highly loaded on more than one factor were elimigated. as
3

suggested by Hair et al. (2000), to ensure that the unidimensionality ir Nesun

4.14 RELIABILITY AND VALIDITY z '

aiabilityfcoe c,:x \&lmg,

st. Itfts bas#d on We averace
\ g rage
VA4S as @md deviation

e 'Olc items are not

study is adequate.

Cronbach’s alpha is one of the most commonly use

2005), which is based on the “internal consistency,

correlation of items within a test if the items ¢

X\

of 1, or on the average cov arrance amo itaNs on a

standardized. We assume that the iemg

other because they are measuring, scrtaint

correlation of an item with 'llvmn S In lI 6 onveys the extent of the

commonly entity. If items are 1 ’““( ’;fgqtd with each other, we have no

reason to believe that \l&k c( @\uh\&:ﬁ‘x possible items we may select. In

this case, we do no %1 tofsec adpodt 1@1‘11101lqlnp between their test and other

3
Mé\l%b) Stromgren, O. (2007) stated that

T

O
ation through m&muh s alpha is frequently used for assessing the

gimilar tests
reliability 1
consigt ¥ an entire scale. Given its heavy usage, Cronbach’s alpha that exceeds

is generally acceptable (Nunnally & Bernstein, 1994). In the current

study, coefficient alphas were calculated for each construct in the model (Expected

Service Quality, Perceived Service Quality, Customer Awareness, and Customer
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Satisfaction). For Expected Service Quality and Perceived Service Quality, we
calculated for cach of the identified SERVQUAL dimensions.

Validity refers to the degree to which a scale measures what it should nKZ%¥e.

cL pes of
validity are important, including face validity and construct validili (Nuanally and

Bernstein, 1994; Bollen, 1989). V

Face validity is the agreement among professionals that a :zm ures what it is

Content validity is a form of validity (Pallant, 2005). Several dif

supposcd to measure. In this study, the researcher sent qu SIM 1(* three
profcssionzlls to examine it and give him the IL‘cdbaQrcvisio i / q{lcéuo%mlaire

was then given o his colleagues in the same l‘aciliqlo cl

INQPhe regibility of a
question and the time to complete the %Nnn{'
subsequently translated into the Arabigelangtfag c;T_\-

respondents 1n this study are Libyans natfnal kgr puaggT Arabic.

loading, the uvc%

defined as °, an variance cxtm{u for the items loading on a construct” (Hair et
al., 200 et al. (2006) explained that scholars suggested that the AVE value

-9
sho be IS or higher to provide evidence of convergent validity.
Discriminant validity relates to how a certain construct is different from other

constructs. According to Hair et al. (2010), correlations between latent constructs of
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more than 0.90 indicate a lack of discriminant validity. Thus, the correlations between

variables should be less than 0.90.

As

4.15 STRUCTURAL EQUATION MODELING A

The structural equation modeling is a statistical methodolgey What adopts a
confirmatory (i.c., hypothesis testing) approach to the anal siﬁvyructural theory
. atory (1.c., h g

bearing on a certain phenomenon (Byrne, 2010). Meany vl (199539 defines a
®

aJclatiofship a')m@%\ atent
A\

structural model as a hypothetical model that prescri

constructs and observed variables that are not indic s of [tght ns@s. Thus,

of t@neasurcmem

Anderson and Gerbing (1988) observed tha
t v@ity, and that the

1 discrimi
stimation of the structural equation 1 (%;mviA xs &é\cnl of the predictive
estima
[} A
lidity. The structural model & yrovideg, a Jmea f&?ul and parsimonious

B .

Hin %cl of measured variables
'S

zm{@rs of direct, indirect, and total

tructural effects of W(in acnd{b:'ariables) latent constructs on the
str ~ C ; <
1 L
¢
dogenous (depend ariaples Lirycl® In the present study, the structural
en !

N

1e relationships between the latent variables

,

equation model

(Expcclcd \

Custon s action) and other demographic variables as the moderating variables.
ustc é ¢

S

+ Quality, I’c1"®"(l Service Quality, Customer Awareness,
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4.16 MEASUREMENT MODELS

Measurement models are used to identify the relationships among the observed
variables (indicators) and a latent construct (Byrne, 1998). Measurement n\i‘ also
enable rescarchers to assess how well the observed indicators work asSm( Jirement
instruments for the latent variables by investigating the reliabilities e validities

of the observed or indicator variables (Joreskog & Sﬁrbom,w()). Thus, the

1 exploratory factor

N
&ir specification of the

010), the CFA is suitable
» gy .
hen the rescarcher has son \ 'lcdg? {t :ll% ying latent variable structure.
whe P \ (J
Depending on the knm\"& ‘lhcllhco , empaereal research, or both, he postulates
epe £
’ ) _ o
: lationship betw m ol and the underlying factors a priori and
the rel: . %
] tatistically %q 1}/, thgRiz&d ¢ (ﬂurc. The first-order CFA model aims to
then statistice : ‘
¢ the corr \“":%CC among the &;&rdcr latent factors and observed indicators.
tes > i
T onc Xr CFA model aims to evaluate whether or not the second-order latent
e sec ?

@  multidimensional construct comprising multiple first-order factors
varigb <

lained by their corresponding observed (indicators). Five measurement models
explal -

74
Y
=

_CO

o §

loped >stimated in this research, namely, four first-order CFA
have been developed and estimated arch, y

. o oy ali Darcal ~ 71O ali i
odels for measuring Expected Service Quality, Perceived Service Quality, Customer
m ‘ =
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Satisfaction, and Customer Awareness, and two second-order CFA models for

C D1C 5 [

measuring Expected Service Quality, Perceived Service Quality, and one third-order
Q. oS

CFA model for measuring Perceived Service Quality.

4.16.1.1 Model Fit Indices Y"

Three types of overall model fit measures are typically used, nw, components of

incremental fit measures (IFM), absolute fit measures ), nd@onious fit
=

Jatler, 19p5). ®n mc s&énlal

A larget ‘moglel W?h a more

,\cd lé&xeut y assess
¢ IIII@JS fit measure is

measures (PFM) (Hair et al., 1998; Byme, 1998; Hu &

1 ates 2 0) ¢ ionate {1 ; compari
fit index evaluates the proportionate fit by con

restricted, nested baseline model, and an abso

how well a priori theoretical model fits lhgw date

used to diagnose w hether the model fit l%ul achi $, ﬁ fitting the data with

\
ﬁ )
too many coefficients.

Q-
&
&

sl:(k@ge ompare the proposed model
'y
é;"

the fit indices are the goodness-

2 oeh of variance in the sample covariance
The GFI wpu% ¢ \r ht 1(1(4& a amy '

= ated popug¥on covariance matrix. Kline (2005) suggested
accounted 1“1]& estimated | ;@J .

u\'u than 0.90 1s generally acceptable for a good fit model. According to

that a GL
Haidct a0 )6). the NFI is a measure that quantifies the differences in the X value
Jaigget ¢

for the fitted model and an independent model divided by the X? value for the
or

1dependent model. Kelloway (1998) suggested that an NFI greater than 0.90 is
indepe ~ :

ally acceptable with a good model fit. The CFI, according to Kline (2005), is a
generally ¢ 2



132

measure that quantifies the relative improvement in the model fit compared to an
independent model. Hu and Benter (1999) and Kline (2005) suggested that a CFI

greater than 0.90 is generally acceptable for a good model fit.

: ~-aator ‘ - . (& aroer N " <
The model that obtains a value greater than, or equal to, 0.90 larger valuptN;les a
higher level of GFIL Sccondly, the chi-square test, root mean s e error of
o
approximation (RMSEA), and root mean square residual (RSMR) arwle absolute fit

. D
indices that are commonly used to assess the model. The chi-s ) 1S a measure
N < -

imeicd covariance

nforrgation
| S
is aé%ﬂ'o P
V

"Cnﬁ acceptable

he 84 SEA represents

that quantifies the differences between the observed a

. ™ e sl 1Q f
matrices. The degree of freedom (df) 1s the amount, of 1

available to estimate model parameters. The normed®squar
ave

to the degree of freedom of a model. Thus, th

model fit (Brown & Cudeck, 1
represents the average dil"i‘cx%wl\\g
covariance in the modc@(l()(‘_ﬁ) SU

0.10 enerally con d\ fagormble) T t;) 1¢ parsimonious fit measure (PFM) is
is gener:

o diugnost N r (} i?. &ax been achieved by over-fitting the data

itl wmuo sQocMicients based o N.b parsimonious goodness-of-fit index (PGFI)
with 1

noux normed fit mdn (PNFI). The PGFI explains the complexity of

and the par™s

he hypNggs1zed model in the evaluation of the overall fit. Generally, a PGFI larger
the ReL

than 0.50 is acceptable for a good model fit (Byrne, 1998). The PNFI accounts for the
14 e O C &
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number of degrees of freedom used to investigate a level of fit. Thus, a higher value of
PNEFI is better. Table 4.9 shows the types of indices used in the SEM in this study.

Table 4.9 Shows Types of Indices used in SEM

3
O

Goodness-of-Fit Indices Recommend esholds

Normed Chi-square (x/DF) LCM’ 3

Adjusted goodness-of-fit index (AGFI)

o

% e
Goodness-of-fit index (GFI)

T, &
Comparative Fit Index (CFI) 0'('014 I.g&,_*i
} 4

Normed Fit Index (NFI) Y’ \‘ky&,l lﬁ

Standardized Root Mean Residual (SRMIX

Root Mean Square Error of :\ppmxmml%

)@8 or less
N
o S
(RMSEA) ~ e
[ AT \ 1
Source: Kline, 2005& Hair et al, .’.‘l)(\ : z ,

This chapter h% k devgig ii A‘:Pwﬁ@ng the research methodology used in this

study. Thg er contains disq@'{m on the research strategy applied in this

rcs‘curc\%\\'cd by the discussion on research questions as well as the model

dc@ll- The explanations on the hypothesis development are also offered. Then,

the research design and questionnaire design which include results from the pilot
study (Pre-test Questionnaire) were specified. Research population, sampling, and

data collection method employed in the study are also discussed in this chapter.
[
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Further processes of data screening, treatment for missing data, outlier detection,
normality test, exploratory factor analysis, unidimensionality analysis and the
reliability and validity arc reported. Finally, the Structural Equation Modeling (SEM)

that is used to analyse the data is briefly discussed at the end of the chapter, \z
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