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CHAPTERYV

DATA ANALYSIS AND RESULTS

This chapter presents the results of the data analysis and hyp es'; testing. Two

5.1 INTRODUCTION

major statistical programs were employed to analyze the ¢ cmla in this study.
SPSS18.0 was used for descriptive statistics, reliability t , an HW test, and

o
full 10 41@ The

AMOS21.0 was used for the confirmatory factor analys

first section of this chapter describes the dcxvg 1i<'{ Of\xg survey
respondents. The second section provides a dﬁWOn 0
4

3101¢1wareness of
banks.

N A,
Pcreerre X] ‘%d) dimensions. The

9 Q-
fourth section presents the results o& yrmalitylg 1'01@4 questionnaire. The fifth

oy
he €nfirmgtory uqu@lysis conducted to confirm

'
\k\ 1 scc@cxplores the structural equation

products and services provided by Islamic w

descriptive analysis of the service g

section presents the results ¢

the factor structure of the cq@strutts.

modelling (SEM). 'l’hc\&l S¢ umhé‘dm results of the hypothesis tests by
’
SEM and a paired q plg-tesf The'y
w‘ $ ‘ Jlitygrhe ninth section presents the results of the

expected and iyed ser
%V 1
S® that were perfowfed via the SEM and a paired sample t-test,

hypothcsis \

includa ™ RQ¢ testing of direct relationships, moderating effect, and indirect
rclaﬁﬁ The last section presents the discussion of research objectives and

l'CSCle'Cll L]UCSU()I]S.



136

5.2 DESCRIPTIVE ANALYSIS OF THE SAMPLE

Six hundred questionnaires were distributed to customers and potential customers of
commercial banks that work under Islamic windows in Libya. However, OWG
responses were appropriate for statistical analysis. Using seven demogra l%\llablcs
(gender, age, level of qualifications, occupation, monthly income, marital Rtatus, and

name of the bank) for the respondents in the sample, we descrigg th®study sample

using the results summarized in Tables 4.1 to 4.7. Y
Table 5.1: Descriptive Statistics for cr’ \d.
Gender Frequency
Male 224
Female 14‘7 %

As Table 5.1 shows, the total number algyrespor cnts@‘lhe sample was 224

q &—
(61.2%) and the total number oi\a (0 (-~ HIS{NS 142 (38.8%). A clear
discrepancy exists between 1 AT, € 1‘cmal' re mhd@s. The reason behind that is
3
the social culture that is&wlg. 0‘1 . n Sg all cities, where the women could
not go to the bank to \w v the | o @ other bank transactions. In capital
(—‘) & i I

) aif ¢07po We hahs, but this is still not common.

; li‘scr

ive Statistics for Age

cities, however, th

&’
~ Yrequency Percentage
61 16.7%
26 to 164 44.8%
41 to 55 years 95 26%
TAbove 56 years 46 12.6%
[
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As Table 5.2 shows. 164 respondents between 26 and 40 years old made up the largest
age group (44.8%). According to the General Authority Information (2008), this

relatively youthful distribution is fairly representative of the Libyan I)O}mm

followed by these age groups and their corresponding percentages: 93mndems

between 41 and 55 years old (26%); 61 respondents below 25 yca,-sm 6.7%): and
46 respondents above 56 years old (12.6%). Y‘

Level of Qualification Frequency 2 v Pfcent@é

group V
No academic qualification s‘ E ’ Oﬁ 0%

A,
Secondary school v oy e
@

High Diploma or Bachelor

o))
- O
~]

o
AN

Master g—;g : §v 16.4%
/”__—————————_' a
PhD f& %

2o

\
\ ¢ | "QCJ . .
e Sho%\ 37 Py 1544&3'/0) had a High Diploma or Bachelor’s
degree; In olhg%‘ 5, (e

N
g 'ilyv(_ the respondents had a High Diploma or
Bachelor’s £&M®and this Is in ;wd\&imcc with the efforts by the government to raise

/

4

s

N

xe ucation. Meanwhile, 84 (23%) had secondary schooling; 60 (16.4%)

er’s degree; 41 (11.2%) had no academic qualification; and 14 (3.8%) had a

Ph.D. degree.
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Table 5.4: Descriptive Statistics for Occupation

Occupation Frequency Percentage

. 79 G
Government employees 221 60.4%

. = ;
Private sector employees 85 Tl &

L O
%
Mo

9%

" )

[a—

: ; T
Working independently 49

—

Student 4

~]

e
Not working

However, the distribution of occupations summarize

in le 5.4 gpow? R the
I'S

nnenl.‘cl pl ces,@e reason
N

ye@ml they do

r h@: for the private

w:Ll*Yin the government

. D/, AT A
majority of the respondents (221, or 60.4%) were go

behind most of the respondents are working us% men

not see that the private sector IS a slublc& %1‘,011 the
sector owners, besides their own jobs% prcicr\\$”

sector, followed by 85 1'cspondcnl®)
respondents (13.4%) who \\'m'kcvtpcn,cml
work, and 4 respondents (l.l‘l;n ’

WEHRO WIS

a
=
z
o4
(@]
()
:
S
@
=
=3
(@)
<
(@)
(¢
1
B
O

Percentage

1.4%

7.9%

27%

) 0
Above 801 L.D 233 63.7%

Note: 1$=13L.D
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Data on monthly income summarized in Table 5.5 indicate that 233 respondents

(63.7%) had a monthly income higher than 801 Libyan dinars, because most of

respondents had high Diploma and Bachelor degrees, with their income more than 800
Libyan dinar; followed by 99 respondents (27%) who had an income of 800

Libyan dinars, 29 respondents (7.9%) who had an income of 351 M Libyan

Table 5.6: Descriptive Statistics for Mari

dinars. and 5 respondents (1.4%) who carned less than 350 Libyan din?'per month.
Marital status Frequency

‘tics '
Single 125 , /
S i
Marricd 215 T N

Wwidowed / divorced 26 v iy ({/ o

The distribution of marital slulus@;rizlﬁ in !xblcg indicates that 215
respondents (58.7%) were m:u'rig'd%uusl %)jthé‘\éspondcms their age were
]

above 26 years old; whereas % ondc‘l‘l S

Sahara Bank 10 respondents (@6).

=~

= 3 CUSTOMER AWARENESS OF ISLAMIC PRODUCTS AND SERVICES

Customer awarcness of products and services is shown in Table 5.7.This part

examines the extent 1o which the customers were aware of the products and services
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offered by the Islamic windows in banks, as well as the extent to which these products
and services were actually used by customers. To achieve these goals, the degree of
% 5

the respondents’ awareness of the different products offered by the Islamic windows

and the degree of utilization of the products were evaluated. \i

Table 5.7: Descriptive Statistics for Customer Awareness of lslan&nkino
E=)

Products and Services

Aware but

Not aware not used
Items N (%)
Services without
interest 77021)
Islamic windows
136(37.2)
N
Mudharabah O
™ 1.44 0.497
Musharakah
1.45 0.498
Murabahah
2:07 0.879
Jjarah financing @
9.7) s .
£ 1.2 0.398

e

5
‘,l (_)(J

¢
Table 5.7 indicates € CUS om?'s ac s&highcsl awareness, which included 79%
&(‘ [slami€ b'{k' 1

of the rcspom& Mf—, services without interest. The majority of
consumers 04) were actually using Islamic banking services without interest. The

four n roducts of Islamic banks consist of Islamic windows, Mudharabah
|

Mushar 2ah, Murabahah, and ljarah financing. Based on Table 5.7, Murabahah

appears 10 be the product that has the highest awareness level among customers, with
=6 )

64.7% of customers being aware of this product and 42.3% were actually using it,
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Meanwhile, both Mudharabah and Musharakah were the second major products that
customers were aware of, with 44% for Mudharabah and 44.8% for Musharakah. On
the other hand, there were 56% of respondents who were not aware of the concept of
Mudharabah. also 55.2% were not aware of the concept of Musharakah, ali:grzvely
speaking, neither of them were actually being used. Finally, Ijarah ﬁl]ﬁ;&ing e
to be the product that the customers were least aware of, supported bwe'ﬂnding that

80.3% of respondents did not know about this product. There arggna¥ reasons behind

this. whereby the customers are not aware about services

—

'Od'cls offered by
L lv‘-byan
| &

(‘Yr~ earcher

V

windows Islamic banks. To start with, these services apd pro¥ucty are 3

banking sector, where they have just started a few y

had collected his data in 2012. Secondly, there was R specy Omcgw | —

to educate customers and to help them 1\ i lsgqic e
products. \Y é
% 4 &y

5.4 DESCRIPTIVE ANALYSIS §F CUSFONER ISFACTION
v

The degrees of cusl()lnc&m\dim‘ aboQt servyee® and products are shown in Table

1}'{0 ch respondents were satisfied with

r

5.8. This section el s tficecx

C

1c windows in commercial banks. The

e

4

degree of sglsNetion of the rcspm@,q;ls was assessed in relation to the different

products and sc:\’%lﬂ}c byl

\u\ficcs offered by the Islamic windows in the banks.

prod ucts

Tab Jhdicates that the customers had highest satisfaction, and the mean was 3.52
[e
of the total respondents regarding the “overall satisfaction level with regard to your

bank”. This finding was followed by “recommending your friends to deal with this
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bal]l\ \\’hl ‘h hg]d a < O 4 O
( C C 0 4 OW 5(1115“0(1 are yOU 1 € &} (
) 1 Iy l{ \Vllh ll € Servi S i
hy llL l(]n}\ 1”(1 '\I-k YV S -\ ( / < C C < S ( a L
I R} C / 1 W your l 14NC1 ‘ 1
» e 11 1 ransactior w
) 1 ( 1 ]l lh S b' nK

had mean of 3.04 and 3.02. respectively.

Table 5.8: Descriptive Analysis of Customer Satisfaction \z

R e
Strong
Strong

dissatisfied | Dissatisfied | Neutral Satisfy sa
: < St.

Itc'ms | N (%)
Satisfied ‘ Mean | Dev

with the
service 10(2.7) 138(37.7) 46(12.6) 172
_ Z. 2(4 -1 3.04
/ 0.978

| service |
Satisfied ‘ v
with | \d
| L ]
X

financial

transactions 11(3) 144(39.3) 36(9.8) )

X.02 | 0.997

Overall ; 7
satisfaction 1003) | 44(12) 130(35.5) (4Q' 44(17$J =
N '~ . .865

Services {\'
neet m W
I Y ‘ ‘:g

ST S

expcclalions 14(3.8) | 151(41.3) 114(3 O
3 2.82 1 0.921

RO 4 = :
Recommend ‘
by

to your 4
| friends | 3(08) | 74(20.2) (399) | 33 (355 18(816)4] 32140831

friends
Finally, the least s;mstllclmt_ Was z he scx,'icc

@\?
els expectation item,” wi

.7 with a
K 4 'y

mean of 2.82. The ;\\'cmu&mm@wlim &5 reflected by the respondent
espondents
being slightly satisfied ﬁa seMNds id preJﬁﬁls provided by the banks
g :
5 'S
N &
& v >

T

N
5.5 DESCI Ali ANALYSIS OEXPECTED SERVICE QUALITY

The levag oY the expected service quality of the services
1 y e services and products are shown in

B I l 2Q A ) 10 D1 l o )5 ]hl\ SL‘\‘[i()l] L‘\lll]lil]CS th Opllll SU l o1 -
] hiles ( ‘ ons ()1 customers W1

their expectations of the service and products offered by e
‘ y excellent banks. T
é . I'wenty-two
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items were used to measure expected service quality; five pertained to the sub-
dimensions. As presented in the following tables, 4 items measured Tangibility, 5

items measured Reliability, 4 items measured Responsiveness, 5 items measured

Assurance, and 5 items measured Empathy.

5.5.1 Descriptive Analysis of Tangibility

Y-
&
% 3
R:s 'lhat should be

offered by excellent banks, including equipment, appeara f lyswogos and
' 5

the means of contact used by the organization, as sho@ablej ’ _3
N

\,;Y' it

Tangibility 1s represented by the various types of materia

Table 5.9: Descriptive

R
Strongly | Disagre trdggly
disagree | e érce
& St.
Items Mean | Dev
Equipment
_a'nd/lg(lli__,___‘___ 170(46.4) | 4.46 0.52
Physical F
facilities \ l\ (J
visually N S?
w . o i {j 3(58.2) | 153(41.8) | 4.42 | 0.494
¢
Employees’ ) s (Jq
neat % N3
Eappedtalloe. f#; Yé‘ 198(54.1) | 168(45.9) | 4.46 | 0.499
General Q(_\,J
fes N
appearance
3(0.8) 14(3.8 [ 197(53.8) | 152(41.5) | 4.36 | 0.598

the equipment, appearance of personnel, logos, and the means of contact used by the

organization. Thus, the expectations of the respondents were high. As shown in Table
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5.9 the respondents or 99.4°
: ; s or 99.49% strongly agree
gly agreed and agreed that proper sadinmEnand
ent an

tools should be offered by excellent banks. Meanwhile, physical faciliti
: al facilities, employees’

neat appcarance « ‘neral < >ale ¢ (SR de
at appcearance ind gukldl appearance were factors chosen by th
B S C respondaents
S

e

()1‘1“1. ‘(l l ) >XC \chl l 1”}\\ or ” CSPCC 1 ( ( 0 C
cred Dy EXCC )¢ \ 1 respective percentace of
1 I “(Lnld'g of 100 /0, 1000/() aIl(l )—)eN 0>

5.5.2 Descriptive Analysis of Reliability

Reliability is represented by the ability to fulfil the promises of &t '
ncy In prgviding
the same level of quality of service and the ability to be dggenda®bl W
cndable gnd t

ZlClT

perform the service. These services should t it
S\ be olfered byege
ellen}bc ks
as s
T ~

)

s
Yh

T
S

Table 5.1 e
able 5.10. \
NV 53.
Table 5.10: Descriptive ANJO hy O<<
Strongly % ¢
disagree | Disagr utr;‘ﬁ . N Strongly
Items . agree
_EUe N IN|(S \SQ St.
They will do as T ’ § Mean | Dev |
promised %— |
' 1(47.5) | 17
3 ¢ .
Show a sincere :)V ) 447.5) | 441 0.646
interest in i
solving
problems
175(47.8) | 167
Right service ) (45.6) | 4.37 | 0.688
from the first
time 3 4(1.1), |
86(50.8) | 17
Provide the \.—) ) 0(46.4) | 4.42 | 0.609
service at the
time 1(0.3 5(1.4) 6(1.6)
' ' 155(42.3) | 19
Mainta 9(544) | 449 | 0.631
froe recorcs 4(1.1) | 153(41.8) | 20957.1) | 4.56 | 0.51
) : . 519

able 5.10indicates that the majority of res
< d YO 1 1 L‘hpOIldL‘lllS‘ ’]gl‘e
) S d Cd and SlI‘Ong Yy ]
[abl¢ l agreed Wllh

l] € 1ll)ilil)’ 1O ll.lll” th ])I'Ulni\"C\" O{Ct‘“Cich> 1 ) iding € sam
SCL / 111 I I'O\’ldlnb lh ame 1eve t
1 l l quuali §
y 01
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service and the ability to perform the service dependably and accurately. These
services should be offered by excellent banks, and most of the respondents had hieh
o
expectations. In terms of keeping promises, 95% strongly agreed and agreed 11131?'
is a factor that should be offered by excellent banks, and at the same ti@y
strongly agreed and agreed about other services such as showing a si11001‘$st n
solving problems. while factors “Right service to from the first tim@’,V‘P vided the

service at the time’ and “Keep error free records’ recor 9
ecord 93.49%, , 96.7% and

08.9% respectively.
\di Y.

5.5.3 Descriptive Analysis of Responsiveness ? \ Y-

Responsiveness is the desire or willingness oi\s* /ICE prov,
eliver the services to them. This attry Inc \x Jo i
d inclu r'ain S, convenience,
[ &y
Servisgs |

accessibility, and effective communic& rglgm; to responsiven
S ess

should be offered by excellent bznifs,w“'n N
per

CIrv

e

1 Td °|5§

Table 5.11: Descri Li/‘\{& f{@yonsiveness

1 ¥
strongly & o : \"Q,e strongly
s sagpee. t]'al‘,'b Agree agree
,,!,!9!115,.,,, i % + (‘@ Mean
When service % - " é
. |
will be Ly
S g 3 2(0.5
_Pjﬂo',m_“i——— 3) (0.5) Na 0.9) | 163(44.5) | 160(43.7) | 431 | 0.706
Provide
prompt

services

5(1.4) | 22(6) | 166(45.4) | 17347.3) | 439 | 0.663

Always be
willing to

help 8(2.2) | 59(16.1) | 176(48.1) | 123(33.6) | 4.13 | 0.754

| help
Never be too
busy to

8(2.2) 8(2.2) 17(E0) 192 (52:5) IS (B.S)i[E 425 | 0815

respond
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Table 5.11 indicates that the majority of respondents agreed and strongly agreed with
the desire or willingness of the service provider to help customers and deliver the

services to them: responsiveness includes promptiness, convenience, accessibility, and

effective communication. Services related to this dimension should be offer dv

excellent banks. The expectations of most respondents were high.

5.5.4 Descriptive Analysis of Assurance

*‘1( 4}3

behavior of the employees of the service organization. %0 1ncludgs e a!ui ;

‘s lhrgugh their

mum’q@mn all of

o)

employees  to offer assurance and wntldunmllly cu
competence, pr v acy, courtcousncess, ngdlbllll\%N
which should be offered by excellent banks showh &?

Table 5.12: Descripgy™nalystsof Sur

I

strongly e strongly
Aoy

disagree | Di Neutfal agree
Y St.
Items -Q*L L(J e G
' 3
Instil «SI
confidence in : | CJ
custome flsé" 191(52.2) | 98(26.8) | 4.03 | 0.758
Feel safe In )ﬁ
transactions 2|7 : 1.6) | 148(40.4) 132(36.1) . s
Consistently ‘\s.)
courteous witl
customes 0.3) : 49(13.4) | 151(41.3) | 165(45.1) | 431 | 0.718
Basic
knowlec
answer
uestions 5(1.4) 1(0.3) 24(6.6) 162(44.3) 174(47.5) T
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be > 5 7 1Cé 2S ¢ y 1 1tV S roQ S o o PN

Table 5.12 indicates that the majonty of respondents agreed and strongly agreed with

courtesy, credibility, and security of the general behavior of the employees of the

service organization, together with their ability to offer assurance and confidentiality
C

to customers through their competence, privacy, courteousness, credibilitue aXd
5 \

effective communication. Services related to assurance should be offered by %@nl

banks. Most of the respondents had high expectations. "

5.5.5 Descriptive Analysis of Empathy \d
ok o

\
Empathy should be offered by excellent banks. Empathy@s theiler nal" c')esl
b 4

and personal care that the organization offers to its cusQmer

1o}
=
o
<
Q.
)
wn
e
o
=
o
c
v
2}
®)
=]
—
o
:j:
)
w
w
=
=
S
z
=
2} =i
=
—3
3
/@
s

I

strongly
disagree

} Mean

St.
Dev

|

Individual

attention 178(48.6) | 145(39.6) | 4.25

0737

Operating hours

0.786

convenient 5}6 1) | 182(49.7) | 139(38) 42

Give customer#

ersonal
14(3.8) 8(2.2) 36(9.8) | 173(47.3) 135(36.9) 4.11

0.943

p .
attention
Interest 0 b

0.747

customer 103) | 15(4.1) | 14(3.8) | 187(51.1) | 149(40.7) | 4.28

Understand the
specific needs

0.71

| of customers | 2(0.5) 8(2.2) | 20(5.5) | 195(53.3) | 141(38.5) | 4.27
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Table 5.13 indicates that the majority of respondents agreed and strongly agreed with
the empathy dimension, which should be offered by excellent banks. Empathy

includes the personal interest and personal care that the organization offe t

wn

customers by putting the service deliverer himself in the position of the cu@to be

ble to experience the customer’s feelings. Empathy includes the cariitg Witude and
a P

% stomers. The
expectation of most respondents was high. T

the individualized attention that the organization provides to

prq@; are shown

he @omers about the

A

}{}ccs offered by these
f-j
d I(K&sure perceived service

banks to their customers. 'l"\\'cﬂl)"[&‘mS by
« .

‘xims p,cg
measured  Tangibility, \\
Responsiveness, 5 11cms& e

5.6.1 Descriptive @s of
’

Tangibility repigs the var

following tables, 4 items

3 . 3 > Q _i a1 ymns
quality; five sub-dimensior

pability, 4 items measured

;{y@f material facilities, or the actual services
ffered b \bunks to their customers, including equipment, appearance of
offe

os, and the means of contact used by the organization, as shown in

Y
(=




Table 5.14: Descriptive Analysis of Tangibility
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Strongly Strongly
disagree | Disagree | Neutral Agree agree
St.
Items N (%) V s
Equipment and
tools 10(2.7) 54(14.8) | 17(4.6) | 273(74.6) | 12(3.3 .01 0.874
Physical
facilities
visually
aEBcaling 13(3.0) 17(4.6) 0.744
Employees ncat
appearing 6(1.6) 10(2.7) 0.6
General
appearance
compatible with
service 6(1.6) 73(19.9) e

Table 5.14 indicates that the majority of r% :

the equipment, appearance of pcnson;@:.

organization. The opinions of

cnliubo
satisfaction, except that some Ol illc’ dis% 11t

5.6.2 Dcscriptivc% S of’l
Reliability l«.& s the ability to f

N
S$

the rd

7

4

3 a\sgiongly agreed with

f contact used by the

S @bi]ily dimension indicate

services.

N
m the promises of efficiency in providing the

ality of service and the ability to perform dependably and accurately

same lg u@
the scggd Which is based on the actual services offered by the banks to their

customers, as shown in Table 5.15.
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Table 5.15: Descriptive Analysis of Reliability

L —

Strongly St |

e rongly

disagree | Disagree | Neutral Agree ‘lgrct”
e

Items N (%) .
T / MT Dev

They do as

promiscd 18(4.9) 170(46.4) 116(31.7 | 56
e =2 (15.3) |6(1.6)
Show a A\ 0.86

sincere interest

in solving

problems 3309) 189(51.6) | 92(25.1) | 46(12 w oy
| =\ 2:6)L [ 6(1E S

Right service ; w

from the first '

time 45(12.3) | 191(52.2) | 92(25.1) | 33(¢ 0.85
R — 35 9

Provided the

gervice at the
time 60(16.4) | 191(52.2) | 74(20.2)

Keep crror
free records 3(0.8) 7(1.9) 22(6),"

Table 5.15 indicates that the majority of 1& \ D
: ajority dents diygorde d I
¢ \ﬁ:Lsu ongly disagreed
7 e foy
¢ 5 'ﬁlg the same level of
quality of service and the ability Iw' ' e :“@ :
é ac ely perform the servi
service,
which are based on the actual .\‘cr\':'>'s J
respondents were di.\'s;llis@l l@'iﬂ’\‘@" ‘
5C S ereas 'S e satisfi I
\ ' O others were satisfied with
these services. % 3 ’ (—)
.1 ) §J
; N

5.6.3 Descriphg®Analysis of Responsiveness

Respol ess represents the desire or willingness of the service provider to help

customers and deliver the services to them; this di . .
& ; this dimension in

cludes promptnes

ness,
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convenience, accessibility, and effective communication. These aspects are based on
o ad

the actual services offered by the banks to their customers, as shown in Table 5.16

Table 5.16: Descriptive Analysis of Responsiveness %
strongly Strongl %
5

disagree | Disagree Neutral Agree |y agree
Items : i St.
N (%) ean | Dev
When
service will
Mncd 22(6) 128(35) 171(46.7) | 38(10.4) 0.815

Provide

prompt

service 47(12.8) | 191(52.2) | 90(24.6) 32(%7) \e¥ig X0.87
Always be ’ .:)
willing to b b &

help | 52142) |197(538) |67(183) 5 0 [ o0
Never be t0o “‘ < {

busy to <§
respond | 9425.7) | 189GL.60) | 54014 M 2274 208 205 |os6s

O) o
o S
" &
Table 5.16 indicates that the majority OMggSpc Sd 1{& and strongly disagreed
'cncssI SO Vi ‘e

with the expression of desire u%

and deliver the services (o 32 11115'( cnsion iadkides prompiness, convenience
)

\( umuea } T@?e aspects are the actual services
2.5

osf\eéspondents were dissatisfied with these

offered by the banks " cus )mi?'s.
services; only sofgc Sfhem wer sal‘sﬁc&Wilh these services.

<

5.6.4D ptive Analysis of Assurance

rovider to help customers

accessibility, and effe

Assurance is represented by competence, courtesy, credibility, and the security

general behavior of the employees of the service organization, together with their
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ity to offer assurance and confidentiality C 'S i ir )¢

ab y denti ]]ll} 0 customers lhlough then competence,

l)rivaCy, courtecousness, \,‘I'k‘dibiln_\'. and effective communication based on the actual
a (e C

services offered by the banks to their customers, as shown in Table 5.17

Table 5.17: Descriptive Analysis of Assurance

strongly Strongl
disagree | Disagree | Neutral Agree y ag
Items N (%)
instill
confidence in
customers 2(0.5) 14(3.8) 70(19.1)
| —  — — = Sl SANE

Feel safe in
transactions 2(0.5) 13(3.6) 107(29.2)

Consistently
courteous with
customers 4(1.1) 11(3) 61(16.7

Have basic
knowledge to

answer

questions 11(3) 163(44.5 ?(%
Y' ] S
Table 5.17 indicates that the m% f resp@ndegits ldg ¥d and strongly agreed with

the courtesy, credibility, ang™ untv, a

the service organizatl “Mability to offer assurance and

tgrough 1}1«;,\(.(;0mpctencc, privacy, courteousness
9

confidentiality to rs

credibility, and Lﬁw commuMica 10‘I§HCSC aspects are the actual services offered

Ncir customers. Most respondents were satisfied with the Assurance

by the banks

s some of them were dissatisfied with these services.
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5.6.5 Descriptive Analysis of Empathy

~mpathy relates > actual services off
Empathy relates to the actual services offered by the banks to thei
) 1Ir customers. This
. This

dimension includes the personal interest and personal care that the
¢ organizatio
{0 its customers by putting the service deliverer himself in the position of tl \
n ol thg CUst@m
: er

lO X] ricn lhk (_U\IO er S =O. }, 1NCI € ( >
&) > > > N LLlln‘ S l’l]pdlhy
> > [ S l ld S hC
( ) ( CIICC ar ln& dL

1 N ‘ >l 1 [§ Y OHNS ‘h
(l O w 0

Table 5.18. z

Strongly
disagree Disagree
Items St.
Individual Dev
attention [14(31.1) | 153(41.8)
Operating hours 0.826
convenient 123(33.6)
Give customers 0.73
personal
attention
Consider the 1.99 0.778
interest of their
customer
Understand the 2.02 0.721
specific needs of
customers
2.02 0.702

v § i Iespor llb d Ie d al]d i y 1

with ke plwonal interest and personal
: al care that the org
anization offers t
o 1its

(‘usl()ln(,l S l)y ])llllln._, ﬂlk SCIVICC G VEIel }lllllaC“ mn IhC pOSlllOll Of lllC (9) Cr to I)P
18 S > i\ ll CUSt 1 l

dl)l(z l() C)\l)cll(“LL th USIO C
( mer S I« 1N

> C S
.
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lCllllL‘S 10 Ihk dc lll“l SCern ik S OllC C Y B O . A
> Ce < S 10 l( 0 S 1 [§ ) 1(1¢ l1
( nts
wWCere dl\‘.\‘.l“s“kd W ]lh 1hL .\"\l\'iLL.\‘ ll] the J“Pt] 1} daimensiot s on y some OI th(., 1 CI'¢
l ll 7 1 1 10N 1 1 Y o were

satisfied with them.

5.7 NORMALITY TEST

respectively (Appendix €, page, 208). These value
_ o Se Vi : an thelrespective
cut-offs of 3 for skewness and 10 for kurtosas

that the observed variables in sample one grere ¢

5.8 CONFIRMATORY F.\(%;NAI}J )

In order to achieve the h»&}cl fay_thegfxpeg ervice Quality (ESQ), Perceived
\ : yrerceive

Service Quality (]’S(%\\';ll‘ $

validity mcusurc% alys@ Qug ’)crﬁ%&cd_ This version of reliability and Vliin)

testing 18 “"\ Lo the "Cl“‘l’ll@‘d validity testing of the coefficients of the

|
), gﬂl Satisfaction (SAT), reliability and

items of wables included in the study. The confirmatory analysis performed b
: ed by

the chiuhilily and validity testing results in various orders of model fit. Tl
11 ¢

highest order model fit to test the underlying hypotheses by testing the conceptual

model in the SEM.
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Both ESQ and PSQ have five important factors, namely, tangibility (TAN), reliability
(REL), responsiveness (RES), assurance (ASS), and empathy (EM). To evaluate the
reliability and validity of the proposed measurement model, the confirmator T
analysis (CFA) was conducted to i1dentify problematic items that caused higﬂi %Fua]’
high covariance, and might be omitted from the analysis or model revismﬁpcnding
on which is suitable. An individual model CFA is employed, follo% a full model

CFA that incorporates ESQ, PSQ, AW, and SAT. T

The CFA is a theory-driven analysis and 1s a confirmatory 1qu IM‘mns the

appropriatencss or practicality of a theory. Based on premise,jas HLI’J&‘T‘)et al.
C < O )

(2006) once mentioned, the planning of the zmalY!s dh@ Yy tlliyeorelical
lationships among the observed and unobschria les. he Q( P the cattens
rele ships « g

ns (hat jeopardized the

F g

SIS, T -] Furthermo 2 s iems_s@Powin ctor loadings lower
goodness of fit of the model. Furthe ? yé . S &
4 .

study employed the “omit-item” approach mn aw

than 0.5 were discarded because they n y @tlcal i

del (Hair et al.,, 2010). l%l yon, ddctinf dend) will also increase model
mode : al., 2
parsimony (Ilnlmcs-SmiIh&w). H'm

apensh Cm@ the current study has adopted the

items should exist for \c
ite . &
dvice by Hair ct €QYad0), appd psiped Lt the model has at least three items for
advice :
b
oac

cach factor whely Mgmit-item¥ap ) mployed (i.e.,the balance between model
S

. (20@8have argued that at least three

?

fit and the 'Md information).

R q l lypl "‘“\' re p > ‘ii\/ I]]OdClS l() pe l 1 VE 3 [§ (S [“()(le] 111 “illl( )]l‘ I“ak il‘lg)
cS CIC Cc C-SpceC 1CNIEevVe a b 1“ or
1ras . § )JEC mn

i]l(h(‘/'ll()l\ “(’““kl\’, th “l()dlll(‘(lllo 1 1‘1 l (M S) ¢ d th(/ Stal]da]dized residual.
t“/() « Oy ) ld CES I 1N =Y

I'l tudy essentially correlates or deletes items one-by-one starting from the item
The study st ally
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with the highest M. Aside from assessing through Mls, the study likewise checked
the standardized residual. According to Hair et al. (2010), a standardized residual of
less than 2.5 does not suggest a problem, but a standardized residual greater tl

raises a red flag and suggests a potentially unacceptable degree o%x A
standardized residual between 2.5 and 4.0 deserves some attention but may*t require

hanges to the model if no other problems are associated with lhos%' ems. Hair et
changes

al. (2010) emphasized that multiple fit indices should be as eswfore a model’s
i IUEQO(? into chi
@
NI

squarc (XZ). normed chi-square (X*/df), GFI, CFl, and RRESEA. , _i')
N

S hcasurement model,

o 3
ly, j‘éngibimy, Reliability,
N

lyzed the model in the first

goodness of fit and the guidelines are concluded. Therefog

The first-ofg¥FA model for Expected Service Quality was designed to test the
1e lirst-

JationS setween the five sub-dimensions of ESQ (Tangibility, Reliability,
relations

Responsiveness, Assurance, and Empathy) and their observed variables (indicators),
espon:s DRy ot

sented in Figure 5.1. Initially, TAN consisted of 4 items, REL consisted of 5
as pres &

. RES consisted of 4 items, ASS consisted of 4 items, and EM consisted of 5
items, RE! 24
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items. The results of the mitial CFA model for the ESQ are reported in Table 5.19.
The model did not show a good model fit, as the RMSEA value 0.079 was the only
index that indicated model fit, and it was lower than the 0.08 threshold value Jrue {
al. 2010). Mecanwhile, the normed chi-square value of 3.298 was far beyon%\ -
boundary. In addition, the CFI value was also lower than the 0.90 111$d value,

suggesting that several problems arose from the initial model. Th%gspecmcalion
of the model was required. T
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CFl=.8
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N
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Figure 5.1 First-Order CFA Model for Expected Service Quality (Initial)
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Table 5.19 Fit Indices of the First-Order CFA Model for Expected Service
Quality (initial)

Goodness of Fit Indices N ialics

Chi-squarce ) 6562

Degree of Freedom (di)

CMINDF (Normed X°) i

Goodness-of-Fit Index (GFI) 363

Comparative Fit Index (CFI) 0882
[ Root Mean Square Error of Approximation (RMSEA) 0.079

- _— a few items were omitte§firom
(Appendix D page, 210), a few 1tems were omitte

TAN4e, REL5e, RES4e, EM4e, and EMSe. A@car L

was conducted again with the final results gf the Yirs
as b

ﬁveq'e icators, CFA

AL ESQ (revised), as
&

0) @wd in a good model

N
/as ‘@1 than the 0.08 threshold

illustrated in Figure 5.2. The re-speciiie ¢l @able
fit, supported by the RMSEA valug ot‘%-ﬂ)“l\
value. Furthermore, both the %:

were higher than 0.9. The

(2010).The present4 g yist-order CFA model for ESQ indicated

a good model f1 %

The factok 1gs of the revised first-order CFA model for ESQ are summarized in
e fe &

T ll@"”d the composite reliability values are also provided to assess the
ab =2

liability of the ESQ model. Based on the table, all factor loadings for indicators were
relic b

‘onificant.  The composite reliability values for each construct in the ESQ were all
sigl ant.

ter than the 0.7 cut-off point; the values ranged from 0.829 to 0.881, indicating
greater thi '
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that all constructs in the ESQ were reliable. For a more stringent evaluation of
construct validity, the results of the AVE and squared multiple correlation among the
latent variables are summarized in Table 4.6. As Hair et al. (2010) mcnliov
obtain good discriminant validity, the AVE of a particular construct mus%\ghcr
than the squared multiple correlation of that construct with other yponding
constructs, whereas the AVE should be higher than 0.5 to demonstr convergent

)

validity. As shown in Table 5.22, all AVE values were greater 111?‘, and they were

: ww ESQ

g . e S [ ]
model has adequate convergent and discriminant $’ as jvellgas C()(:)&'.uct
reliability. ¥ Y'
N

Y' e 43'
Skt

greater than their corresponding squared multiple correla
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chi-square=204.978

Tangible gf::é%% \Y.
cmindf=1R8
&=
N\ N\\RMSEAS 049
Reliable {d
¥
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F 4Ry X
o
Y.
&
R O 39
espons \ &
) A

\ =l 46
l

Ficure 5.2 First-Order CFA Model for Expected Service Quality (revised)
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Table 5.20 Fit Indices of First-Order CFA Model for Expected Service Qualit
) ality

(revised)

Goodness of Fit Indices Values
Chi-square (X) 5049
Degree of Freedom (df) 0

4

CMINDF (Normed X°) '

Goodness-of-Fit Index (GFI) 939
Comparative Fit Index (CFI) 0968
Root Mean Square Error of Approximation (RMSEA) 0.049

Table 5.21: Factor loading for first order CFA@
(revised)

B
Ql <---  Tangible
Q2 < Tangible
Q3 <--- Tangible
Q5 <--- Reliable
Q6 <---  Reliable
Q7 <---  Reliable
Q8 <---  Reliable

Ql0 <--- Rcspons&\
Q11 <--- Resp \

@12 re— RegMans

Ql4 <--- <s~:n‘r ce ¢0.7()5
QIS5 < &\‘sumncc 1.()7(%3. 0.771 ke
N >
Ql6 < Assurance 0.957 0.773 ot
Q1 74" Assurance 0.911 0.716 ot
Q <J%-  Empathy 1 0.748 0.850
Q19 <--  Empathy 15297 091 it

@204 " Empathy 1.302 09762 Hees




163

Table 5.22: AVE and squared multiple correlation ESQ (revised)

Empathy  Assurance Response Reliable Tangible

“Empathy 0.656
Assurance 0.146 0.572 T
Response 0176 0222 0.642 N
Reliable 0.215 0.187 0.259 0.549 @

Tangible 0.148 0.167 0240  0.178 $2

5.8.1.2 Second-order CFA Model for ESQ \d.
S
The second-order CFA model for Expected Servicé ualil’ a COll(wcmd to

ncn‘%n of ESQ

ascertain the underlying relationships bclwccx% v
(Tangibility, Reliability, Responsiveness, w iy atho{%ith iy
variable of expected service, as depicted O UTC S\TMY @ﬁt results for the

C—’
ed i ‘21[3(8-’?_3 The second order

of the model seems 1o indicate a «bvmd D1 1115%\11313 data. The chi-square
value was 207.339 (df = 114) l'CSUi’I 10 Aed Qi-square value of 1.819, which
is within the range of | @hg '.‘mr‘ Olhé.be]]:l and CFI values were higher
than the 0.9 lhrcslmld%;. sg g s&Dfuclory fit of the second-order ESQ
model. Finally, ll%y:\ "‘M* lowd®ihan the threshold value of 0,08, posited

&
at 0.047. Bas these findings, @ccond-order ESQ model is fit and may be

cmplnyu@lﬁ.ﬂ analysis.

oadings of the second-order CFA model for the ESQ are presented in

ond-order CFA model for the ES

N

CS

(1)

The fac
Table 5.24. All factor loadings in the model are statistically significant at the 0.05

levels and, most importantly, are higher than 0.5. All factor loadings for the second-
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order factors were also greater than 0.5, suggesting good convergent validity. With
regard to construct reliability, the first and second order of constructs apparently
demonstrated good reliability for the ESQ, ranging from 0.797 to 0.881. In te fi
the construct validity, given that this second-order model had only one abs@* ‘\%clor
(ESQ), discriminant validity was not the main concern. Moreover, the Aa il
values associated with the five first-order factors indicate that Rcsponmss (B

0.733) was the strongest indicator of the second-order factor WY followed by

Reliability (Beta = 0.698), Assurance (Beta = 0.633), Tapgillit (BW\ZJM,)’ i
"

Empathy (Beta = 0.603). N
| S
’ 5

These results support Hypotheses Hlb and H2b anw' t H\ 2b€§'$laled i
Chapter Three. :V u‘ S

o
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Figure 5.3 Second-Order CFA Model for Expected Service Quality
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Table 5.23 Fit Indices of Second-Order CFA Model for Expected Service Quality

Goodness of Fit Indices Nalues
Chi-square (X) 207,399
Degree of Freedom (df) 114
CMINDF (Normed X°) 31 Y-
Goodness-of-Fit Index (GFI) @
Comparative Fit Index (CFI)

Root Mean Square Error of Approximation (RMSEA) %

\%

Tangible <---  ESQ
Reliable <--- ESQ
Response <---  ESQ
Assurance <---  ESQ

Empathy <---  ESQ
0l

6 Assfax%x'().()SS 0.773  **x
7\A < Assund@e 0911 0716
( <---  Empathy | 0.746 0.850

<--- Empathy  1.302 00911 kot

@ <---  Empathy 1.305 0.762 Hkok
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5.9.1 Modelling for the PSQ Factors in Islamic Window Banks in Libya

The following section provides the CFA results for the PSQ, which consists of five
sub-dimensions, namely, Tangibility, Reliability, Responsiveness, Assuranc

Empathy. This section analyzes the model in the first, second, and third OI(CF Nich

is detailed as follows. A

5.9.1.1First-order CFA Model for PSQ

Responsiveness, Assurance, and Empathy) and i AL

From the beginning, TAN consisted of 4N

model fit results of the CFA of the

The model showed an ;ulcquzc lilg'ilil lhld
vaifle. §

lower than the 0.08 threshqdd

CF&%IU@ was likewise higher than the

’

0.90 threshold value ‘blinﬂ th
N <

at the factor load w ndicopyes .‘pnc@alors are insignificant or lower than 0.5.

)
. - V. . o
Therefore, a K‘ 10del re-specifica i1s required to achieve a parsimonious model

with a ¢ %c model fit.

2.578 was within the l\&)um'

{10@ was a good fit. Nevertheless, looking
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chi-square=512.954
s 2 0 df=199
o oY
TAN3p el 4 CFI=.915
TAN4p(/

93999999900009 9300

20 PANP
g.‘; “Mdp
(3w EMSp

Figure 5.4 First-Order CFA Model for Perceived Service Quality (initial)
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Table 5.25 Fit Indices of First-Order CFA Model for Perceived Service Quality
(initial)

Goodness of Fit Indices e

Chi-squarc (X°) 512.954

Degree of Freedom (df)

3 4
CMINDF (Normed X7) 3‘28

Goodness-of-Fit Index (GFI) —
Comparative Fit Index (CFI) 915
Tom Mean Square Error of Approximation (RMSEA) 0.066

NY.

Y.
LQ@\&HCC

N
ms,@ahlcularly

fteg Mrscarding the

with regard to factor loading, the MI, and the st@

(Appendix E, page, 224), a few items were omiltw

TAN4p,RELIp, RELSp, RESIp, ASS4p, E\C%Vd

seven indicators, the rescarcher ran the CFA\G the fin su_lﬁ f the first-order

CFA for PSQ (revised) are shown i@ Sé‘%ownfb}&"ﬁiblc 5.20, the re-
: 1 tte

o
specified model has a good model lil\ 1§ [pae xrén the initial PSQ model,
',hicl whs e

supported by an RMSEA valge “W048, v 2 ser than the 0.08 threshold

el et w Y GF@O) were higher than 0.9. The

normed chi-square valy &37%
O

etw@q the range of 1 to 3. The model fit

S

alucfsuZyeye l&){air et al. (2010). Thus, the first-order
CFA model for RSTRGEmonstrakd ¢ goonodcl fit for the sample data.
oy &
Table 5.2% ates the factor loadings and the composite reliability values of the

’
d

indices met the thr

revisgd [Morder CFA model for PSQ. All factor loadings for indicators were
significant at the 0.05 level. The composite reliability values for each construct of

PSQ were all greater than the 0.7 cut-off point, ranging from 0.807 to 0.893: thus, all

constructs in the PSQ model were indeed reliable. For a more stringent evaluation of
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the construct validity, results of the AVE and squared multiple correlation among the
latent variables are summarized in Table 5.28. All AVE values are greater than 0.5,
and they arce greater than their corresponding squared multiple correlagion.
C ) E

Subsequently, this study concludes that the revised version of the PSQ 10\ 1as

adequate convergent and discriminant validity, as well as construct reliaA
e ¢ & i
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Figure 5.5 First-Order CFA Model for Perceived Service Quality (revised)
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Table 5.26 Fit Indices of First-Order CFA Model for Perceived Service Quality

(revised)

Goodness of Fit Indices 7 o
Chi-square (X7) 146.93
Degree of Freedom (df) 3
CMINDF (Normed X) ‘_‘w
Goodness-of-Fit Index (GFI) 5
Comparative Fit Index (CFI) 977
Root Mean Square Error of Approximation (RMSEA) 0.048

Table 5.27 Factor loading for first-order CFA @
(revised)

) LA
Q23 --- Tangible 1 0.768 | (QE%
024 - Tangible 1.037 939 **O
| i A\
Q25 --- Tangible ! A
\ ) o S
028 --—-  Reliable & 0.868

S~
AL/
o
\O
1
1

' 98
<--- Reliab ‘\1.2 0.88 ks
Q30 <---  Relffable 1.289 |@ sk ok
'UJ 'S
e (’3"742 0.841

033 <--- Respc

234 . ——&x‘}ns‘l 223 &0.858 e

Q35 «@csp m;u?’l)()é"(} 0.795 e

Q36 tak /\ssl‘m > 1() 0.766 0.807

o7

. A N 08 0.863 oFok
038 4 : A Assuruncc\\%j%2 0.652 ot

0 <---  Empathy 1 0.735 0.834
2 <---  Empathy 1.068 0.848 EAE

0 <--- Empathy 0.966 0.787 ehok




173

Table 5.28 AVE and squared multiple correlation PSQ (revised)

Empathy  Assurance Response Reliable Tangible

l{mﬁ;uhy 0.626

Assurance 0.010 0.586 T
Response 0.276 0.106 0.640 %\
Reliable 0.206 0.020 0.537 0.689 .\

Tangible 0.010 0.265 0.054  0.003 n
5.9.1.2Second-order CFA Model for PSQ \d
'Y

N
The second-order CFA model for Perceived Service @ Jd'@@l the

relationships  between  the  five  sub- dlmuls » Nliability,
SE ship:s
Responsiveness, Assurance, and Empathy) wit " ar 11 e n ﬁds PSQ, as

hown in Figure 5.6. The second -order CP\N bws i an&;L results of the
< 2

model fit are presented in T able 5.29. Ax

value of 0.068, which was lower 11M b The Lui\?as 0.951, and the GFI

val
Jue was 0.926, which werefhig leh‘m thie 0. lln@ d value. Furthermore, the
Vi s
—‘ oy
\ N 1111&}1311{,6 of 1 to 3, suggesting a

i inuén%nl of a Chi-square value exists in

lw( el {1 e\ m with an RMSEA

.
normed chi-square value ¢ (1() i

model fit. Nevertheless,

\x 1ml
5 .0 :
the second-order p\ | fic 0.3 l(@b.()SS, suggesting that the second-order
ek 2

PSQ model w :w *‘om{ :tus‘lzv{dm model. As shown in Table 5.30, the

factor loadi (’m ['angible and \\mnw were lower than 0.5, albeit they were
ac ¢

two first-order constructs exhibited low loadings. Some relationships may
be hidden among the constructs for the PSQ of consumers. Based on this outcome, the
he ‘ 5

wrcher proposes a third order of the PSQ model, in which Tangibility and
reset e
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Assurance reflect the quality of PSQ, whereas Reliability, Responsiveness, and
’ ; >SS, an

Empathy reflect the basic quality of PSQ. Subsequently, a third-order CFA model
' 2l was

conducted to ascertain such a hypothesis.

Conversely, these results support Hypotheses H3b and H4b and reject Hs% H4b

as stated in Chapter Three.
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gl L B ‘ df=85
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Fieure 5.6: Second-Order CFA Model for Perceived Service Quality
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Table 5.29 Fit Indices of Second-Order CFA Model for Perceived Service Quality

Goodness of Fit Indices
Values

Chi-square (X°) 226.658

Degree of Freedom (df)

CMINDFE (Normed X°)

Goodness-of-Fit Index (GFI) 3
Comparative Fit Index (CFI) D05 ]
Root Mean Square Error of Approximation (RMSEA) 4 0.068

“Tangible <---  PSQ
Reliable <--- PSQ
Response <---  PSQ
Assurance <--- PSQ
Empathy <--- PSQ

Q33 %- R@spoyhse
’
Q34 : < RWpofe §=1.223

V
Rcspon@ 1.07 0.798 Ktk

" ;Q\ <--- Assurance ] 0.736 0.807
N <---  Assurance 1.3 0.901 kR
Q .

—

Assurance  0.857  0.638 otk
042 <---  Empathy 1 0.735 0.833
043 <--- Empathy 1.068  0.847 HkE
044 <--- Empathy 0.966  0.787 Kok
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5.9.3 Third-order CFA Model for PSQ

The rescarcher believes that the PSQ of customers was a third-order model. Thus, the

CFA for the third-order model was conducted. The third-order CFA modelit{w

was designed to test the relationships between the five sub-dimensions 1@@11@
(e
Reliability, Responsiveness, Assurance, and Empathy),with two faq basic and

quality) and a primary variable named Perceived Service, as illust Figure 5.7.
C C < 9

or qe third—order PSQ
a, as swd by an

RMSEA value of 0.049, which was lower than the 0.0 -off vlu It].@ the

With regard to the model fit, Table 5.31 shows the fit indice

model. The model demonstrated an overall fit with th

CFI and GFI values were greater than the 0.9 thresh s{ meduﬁ' square
Vg,gcs 1g adeq'& model fit.

In terms of the chi-square, the third-order | show cox‘@mblu value of

i D ’31*1 2 3.(?)]6 5.32 shows that
“« Q-
all factor loadings have now L\ung y

value of 1.888 was also within the range of 1
(

[¢)

158.629, whereas the first-order model

SugocHy goo&&nvergem validity. The

N
;u]az e, wefe lo in@ing, but have now both
ceeded 0.5, with values 0% M especyfly. Furthermore, all constructs
CX . <

were reliable, with mm@kh
This low ulmhlllly i!a)

N3
were involved mu 1] 1{1111@@1 model performed better and with
N
Ay

dequate co validity. The fﬁg?dlmanslon PSQ does not need discriminant
adeque \:

constructs, Tangibility and

ucs($'alcr than 0.6, except for the PSQ.

2.9

%pgtcd, @9 only two indicators (sub-dimensions)

validitad &Qs model does not have other constructs.
< D
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TAN1;9 * 5 chi-square=158.629 Y"
s ’ df=84

TANZp P=.000 (}

TAN3p cmindf=1.888 A

CFI=974
G RMSEA= 049 \?'
RELZp_ 70 54

REL4p @

Perceive
Service
Quality

Figure 5.7 Third-Order CFA Model for Perceived Service Quality
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Table 5.31 Fit Indices of Third-Order CFA Model for Perceived Service Quality

Goodness of Fit Indices Values
Chi-square (X7) 158.629
Degree of Freedom (di) 84
CMINDF (Normed X°) L.
Goodness-of-Fit Index (GFI) @
Comparative Fit Index (CFI) 74
Root Mean Square Error of Approximation (RMSEA) 049

Quality PSQ
Basic <--- PSQ

Tangible Quality
Assurance Quality
Reliable Basic
Response Basic

Empathy <--- Basic .67

023 <---  Tangible %

024 <--- 'I‘;mgibl%!

Q25 <---  TangiblC e

Q28 <--- Rcli;Yv 1

Q29 £ l% %}
cliaple

6 bg@ ok

Q30 <--- R e g d N6 K
Q33 . \pm@“ gﬁ 0.841

034 S DORS p ] #340k

Q35 > n Hskok
Q36 0.807

037 Y6 \ *ok ok

038 A% ur: “\’Y'O.Sal ko
< Empatin®” 1 0.735 0.833

; Empathy  1.068 0.847 ok

Empathy  0.966 0.787 et




5.10.1 CI'A Model for Customer Satisfaction

Five observed indicators were utilized to reflect customer satisfaction: lhw@
were involved in the evaluation of a model fit of uni-dimension satisfac% gure
5.8). The results of the model fit through the mean of CFA are reporte ble 4.33.
Referring to the indices, the model has a small chi-square value of 4.8 X with unity in

Ne data well. In

it. ,The nggmed chi-

both the CFI and GFI values (0.995), suggesting that this mod

addition, the RMSEA values of exactly zero also show a per

kcating sothe vipl 1ic')1\&'1he
| 45
n ind?a or ATQ-shows a
N

\‘aion }Qg‘%quired for
b&vs the revised

. ~ o e S ~ 2Q 1 Y ;- 1 it
factor loading of less than 0.5, suggesting that mnz mg‘

the model. Accordingly, SAT4 was diggé Figu

satisfaction model with four indicators. Tiblg 4.

q

which all of them have met the mod qui

drces of model fit, in

(S
T
=
{
-.gq

4 \‘vil@r RMSEA value below

0.08. CFI and GFI values above (T\ a Irrm hi-se\wre within the 1 to 3 range.
Thus. this satisfaction model \%UI' Indje oy

.? |(°O' chi-square=4.851

fel idbs

N P=.434
cmindf=.970
CFI=1.000

22 RMSEA=.000

Satisfaction

Figure 5.8 CFA model for satisfaction (initial)
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Table 5.33 Fit Indices of CFA Model for Satisfaction (initial)

(imulﬂc.\\ of Fit llldi(c.\ V'd]UCS

Chi-square (X%) 485

Degree of Freedom (df) g
CMINDF (Normed X°) ‘%\-
Goodness-of-Fit Index (GFI) ws

Comparative Fit Index (CFI)

1
Root Mean Square Error of Approximation (RMSEA) 0

Figure 5.9 CFA model for satisfaction (revised)
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Table 5.34 Fit Indices of CFA Model for Satisfaction (revised)

Goodness of Fit Indices Values
Chi-square (X7) 2.199
Degree of Freedom (df)

9
CMINDF (Normed X°) A

Goodness-of-Fit Index (GFI) NO7

Comparative Fit Index (CFI)
Root Mean Square Error of Approximation (RMSEA) 017

\%

In the initial customers’ awareness model, six observed pators fver

1s o&& initial
awareness model did not show any signs of gotwl ﬁt‘.‘Ba 01@6 5.35, the
AW« Se

5.11.1 CFA for Customer Awareness

evaluate the model fit, as illustrated in Figure 5.10.

3 I'Qe, suggesting a

normed chi-square indicates a significant devia from

ower than the 0.9

.BBNbStQ%ﬁlly greater than 0.08.
S

poor model fit. Furthermore, both the

threshold values. The RMSEA \'zilm\
These results indicate a very pffor nzdcl 1'11.,7110 fqr% odel re-specification was
& A .
quired for this awarcnessqgodcl. \ud\( the @lor loading, the standardized
re $

& >3
enK G

"S‘l(]lllll -]n(l IhL r\/ll ( \\ ! B 4\)’ ml 3 d AWG were 01_1]1‘11
| & aly ¢ O =~ ( 1 ed and a

|
o M IR e b |
covariatec was drmwQ‘l\\' n the emo lum\(g AW2 and AWS. Figure 5.11 depicts
the revised zn\'zn:‘wmdcl;\\ LS T$5.36 shows the fit indices of the revised

N
model. The \\q are value has dc‘a‘;%scd to 1.675; the GFI and CFI values have

both ¢ ~u%xlhc 0.9 threshold value. Moreover, the normed chi-square value of
DO 4

1 675 Ngg#hin the 1 to 3 range, and the RMSEA value 0f 0.043 is definitely below the
O0/70 KK &

0.08 cut-off point suegesting that the revised awareness model fits the data well.
.0¢ = ) OUBH &
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.
( e
% 10d9 or CMess (initial)
\ &

NG

Figure 5

I for awareness (initial)

Values
374.642
9
(Normed X°) 41.627
Ness-of-Fit Index (GFI) 0.777
mralivc Fit Index (CFI) 0.843
Root Mean Square Error of Approximation (RMSEA) 0.334
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Figure 5.11 CF - egs : is it
Yo S
& mj N
: . ’
B 2 52
Table 5.36 Fit Ingjces ﬂi Ode@ awareness (revised)

Goodness of Fit [ffNgs 3 4"%‘
\ b % ' AN Values
o
2.5 1.675

ﬁ' ]

CMIN . i
ﬁ( {}T 1.675
Go ss-01-Fit Index (GFI) 0,993

C tive Fit Index (CFI) 1

Mean Square Error of Approximation (RMSEA) 0.043
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5.12.1Testing the Proposed Model and Hypotheses

A theory-driven structural equation model was drawn with two exogenous constructs:

ESQ and Customer Awareness (AWARE); two endogenous constructs: P

Customer Satisfaction (SAT); and two moderator variables: gender and maghta™Jtus.
Using the result from the CFA.40 observed indicators were used to esmA lhe SEM.
Prior to assessing the model, assumption checking is llccessaLy’Y;cia“y for
multivariate normality and sample size. A total of 366 respondvcre involved in

this study, which was more than the standard sample size of 2 the tEM
.

Furthermore, with 40 observed indicators involved, the s e sizdyi d{i@lable
ratio of 9:1, which is close to the stringent ratio O\l Su&é y 3\31'“1)01_ of

studies. In the present study, the normality test NnduC L H%ivariate T

employed to evaluate the univariate N ity, witeg I o e

1'1mzhc mu

gWhess>{3)and kurtosis > 10, the variable

=

on&:ly, Bollen (1989) used Mardia’s

S

multivariate Kurtosigego I;}u\ nukivyriate(nprmality; the Mardia kurtosis must be

P N3
smaller than p (f ) o indita 1ﬁliv$e normality, where p refers to the number

&

coeflicient was employed to ¢

Kline (2005) for univariate

would violate the norn

of observed 1CATOTS.

the normality assessment are provided in Appendix C they demonstrate

that the skewness and kurtosis values for each indicator were still within the normality
range of 3 for skewness and 10 for kurtosis, albeit some values were as large as 8,
=]

suggesting that all indicators approximated a normal distribution. Nevertheless,
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multivariate normality is still required to ensure a stable and unbiased estimation of
parameters; Mardia’s multivariate kurtosis for this study was 225, which was lower
than the critical value of 1,680 (40 x 42). Therefore, the variables exhibited
multivariate normality. %\Y
The SEM analysis was conducted: its results are presented in Figure 5.12, w¥reas the
fit indices for the SEM are shown in Table 5.37. The results indi@‘:}w ——
has a chi-square value of 1073.304 and a normed chi-square alw e R

within the range of 1 to 3, indicating that the SEM 1 salisfal l!»ly odel fit

L
¥

geher thag the '?lik&)ld

(Appendix H, page, 250). The CFI values of 0.964 were

d odel\gt'for the
data. Therefore, the SEM has an adequate modafit ndd‘yp esls @‘mg may be

ynducted based on Figure 5.12. The analWgg Qs condu us@ the maximum
CC s & *
likelihood approach, with a 2,000-sam %olslnh\% C§5% bias-corrected
confidence interval. \
Bootstrapping was conducted % study ll ‘Il.u@e of obtaining a p value of

indirect effect, which mczwc mtrl CffCCléWSQ. Therefore, the total effect

will reflect the direct \Ll of tha geng‘,

‘11(:\(0( a mediator. Direct effect reflects the

rit

oY

@?

onstruct toward the endogenous

construct without ¢ Fno the Spis

4
S C

direct effect of g wgfenou

1s1{1c®\'('ard the endogenous construct adjusted for
he effect o ‘Nﬂcdi'um' whereas the Tndirect effect indicates the mediation effect of
the effec ator,

he m ()Ebr instance, the PSQ. Table 5.38 presents the total effect and indirect
the me > S X

ff “)Qch construct. Based on the table, the results indicate that excluding the
ellec . ‘

liation effect (total effect), customer awareness has a significant impact on SAT,
media

with a Beta value ofi08738)
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Furthermore, both the PSQ and ESQ have a significant influence on SAT, with Beta
values of 0.822 and 0.432. respectively. Comparing the Beta value that ranges from an
absolute value of 0 to 1, the PSQ provides the highest impact toward SAT (05892);
followed by ESQ (0.432) and AWARE (0.373). Furthermore, the study also (@
that ESQ has a significant effect on PSQ, with a Beta value of 0.6154 hludy
evaluates the mediation effect of PSQ. The results indicate a significantagipect effect

of 0.506 at the 0.05 significance level, suggesting that the PSQ%E BE e ]

1 11% mediation effect
L1S1 g1 'ﬁwm‘ercm
.

5). implyi ~ N
from zero (p value > 0.05), implying that the PSQ o@ners 1 lt'd;ia the

= T 2
relationship between ESQ and SAT. Y \ %

mediate the relationship between ESQ and SAT. In addition, v

of PSQ, the relationship between ESQ and SAT has becon

The study also aims to examine the moderatj w%l of demgQgo phifs%tors’ e
bank types, gender, marital status, and ;ee OmuP;:\ixE%“ e A

S
generate results. This outcome 18 ex s T R e
demographic factor that causes IIYH( u’

analysis. Table 5.39 reports the¥eSURs of thg FignTnalysis. For cach factor, the

model initially cslim;ucd@ zmcl ther Feal A o e e

N o
relationships, ESQ to % rS(J te ’l’SQ§6 SAT, and AWARE to SAT. The
: oL : : ssI{ecdom were th sed I
obtained chi-squa % apd dglret o en used to test the
(Q }b}t &

due to tl

.l/éc

(¢

e cance ofacNness in the chi-sq Y\-raluc. Significant changes convey that the
significance om«bu n
g \uége/

moderator siIN®antly moderates the relationships. Based on Table 5.39, e

L do not significantly moderate the relationship within the model, which

are ESQ to PSQ and SAT, PSQ to SAT, and AWARE to SAT.
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Table 5.37 Fit Indices for SEM

roodness of Fit Indices
Goodne Vil

-

Chi-square (X7) 1073.304

Degree of Freedom (dh 2
CMINDF (Normed X°) %
i

Goodness-of-Fit Index (GFI) 0

Comparative Fit Index (CFI) 0964
Root Mean Square Error of Approximation (RMSEA) 0.036

ESQ =i QAT
ESQ -~ PSQ
PSQ > SAT
SA'T
Tabl 'w\ld‘q:ﬂ‘ t 'Q
able 5.39 Moder®my cffec ran marits
. 2 (L!,Q, 1arital status
Moderator Lu\lmm‘ straing®y” Different  df  p
I‘S ~ y)
‘ Mﬁ 251 4 0683

P56

119&5?27 5387 4 025

& >
4

N\ S

n.{ 1S BETWEEN BSQ AND PSQ

5.13 GAP
This sdgll discusses the gap between the PSQ of customers and their ESQ

Accorc g, the mean score of cach dimension was calculated using the results of the

AWARE

>
* Significant at 0.05 signifi

~

S

Gender \
: L]
Marital Slulu% 017.94

CFA, namely Tangibility, Reliability, Responsiveness, Assurance, and Empathy. In
other words, the indicators that remained 1n a particular dimension will only be used

to calculate the aggregated score. Table 5.40 presents the mean score for each
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dimension for the ESQ and PSQ, together with the result of the paired r-test. All of the
p values were smaller than the significance level of 0.05, indicating that significant
differences exist between the ESQ and PSQ for all dimensions involved. Examining
the gap column, Empathy is the aspect that has the largest gap, with a meanayae of
2.1803, implying that the performance in terms of Empathy requires mﬂ%on to
narrow the gap. The study also demonstrates the existence of two m in aspects

that require improvement, Reliability and Responsiveness, with mMps of 2.0605

and 2.0327, respectively. Interms of Tangibility, the gap is ré@gv &y nagrower, with a

8. s gMat some
g

improvement is required for these aspects. More ¢ needgd ,{Ciﬁﬁlllty,

siveness, and Empathy. s \’T
Responsiveness, and Empathy \

value of 0.6977; meanwhile, Assurance, with a gap o
; A

P value

“Tangible <0.001
Reliable sl <0.001

Response 4.27 2.242 2|03§ 43.726 <0.001

Assurance 4.3()0«; ) 372 QQ}I 12.117  <0.001

Empathy M 120 D803 48873 <0.001

07 (1.4776 58949 <0.001
-' h
" 5 2
r c‘{s HS5a as stated in Chapter Three.

Overall c& ).

The res W of the structural equation analysis by AMOS, CFA, and the paired sample
¢ resue .

test have been utilized to test the proposed hypotheses in this study. This section of
{-1CS It

he chapter provides a detailed discussion and analysis of the hypotheses.
the chi -
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5.14.1 Testing of the Direct Relationships

l 1\ \'l'l‘_’k ()“ IhC dlll 1”11\\1\ > X< 1 S 1 ] & =N N
11S Sl¢ did dllc SIS examines lh(, dlrbbt ].L/l shi '( 1

following hypotheses: ‘
H1,(null): No significant positive relationship exists between the five su % ]
A— madfisions
of expected quality (ET, EREL. ERES. EASS. and EEM
! deen s R T ) and the e?&d :
quality
primary variable. V
H1, (alternative): A significant positive relationshi i !
: ) & pe ety 'ceQaJve sub-
dimensions of expected quality (ETAN, EREL, ERES, E .
) s 5 o : and M) n ll&)%Q
primary variable. 4 P j fé
N

H2,(null): No significant difference exists in g€ cOWFIb

(ETAN, EREL. ERES, EASS, and EEM) tg.serv LD% ‘*
< IS
H2, (alternative): A si mificant diff o, a n@?\f
T : : A sig : C CX1stg Iin tHe Conggution of the
expected

aspects (ETAN, EREL, ERES, EASYRI LT/I
H3, (null): No mgmllc:ml&wc rclil

perceived quality (PT, w PR
primary variable. Q )
% ’

pcrcc@

l’l40(llull): NU SiL’l]iil\‘ill l dl“Ll\.l]LL \1\‘ 1 6) al 1 CICEIVE C( ‘
o (& (& l\ n ll“/ p d a%p S

J':K/‘
“iny,

ity primary variable.

(TAN, REL. RES, ASS, and EM) to service quality
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H4 , (alternative): A significant difference exists in the contribution of the perceived
aspects (TAN, REL. RES, ASS, and EM) to service quality
H5,(null):No difference exists between the ESQ and PSQ of the customers. T
N
HS5 A(alternative): A difference exists between the ESQ and PSQ of the ‘Qb
H6, (null): No significant positive relationship exists between the P X~SAT,

H6 A(alternative): A significant positive relationship exists /zen lhe PSQ and

SAT. \d. E

H9,(null): No significant positive relationship exists_bet

SAT.

H9 A (alternative): A significant posilivc%}* i 1 Weeh ATWARE and

SAT. e

H13,(null): No significant posili\v\liml’hip lls0 reen the ESQ and SAT
©

(without a mediator).

s s
N
H13a(alternative): A sAQIINL PO 'rela "%hip exists between the ESQ and

72}



Table 5.41: Direct Relationships
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Beta E Hypothesis | Assessment
ESQ (significant 0.001 Hl, Rejected
contribution) HI, Sup ITT
ESQ (differences in 0.001 H2, oo B
strength of contribution) H2, e
7’?()’ (signiﬁc;ﬁﬁ s H3, cjected
contribution) H3, Supported
PSQ(differences in strength Hd, 'Rejecled
of contribution) HAN ’ W
“GAP(PSQ. ESQ) Mean(2.8197, | 0.01 , o
4.2973) 4 Supgorted
PSQ -- SAT 0.822* (),% HQ\ 3 Nected
A upported
e = Q_ 28 1P
AWARE -> SAT 0.373* , )I‘Q\ ‘_\u e
% N ,$ Supported
ESQ -> SAT 0.433*\ 0:Q01 1{1(33.-' Rejected
(Without mediator) * A Supported
= e T Y N

5.14.2 Testing of the M

This stage of dat %\
status on lhcmn:l

SEM to c,\':u? W he moderating effect. The testing of moderating effect
ll)ll(@)ﬂlhcscs:

¥

1up between P

dls wlh/l
vt 4

@odcraling effects of gender and marital

iQ};d AWARE and SAT. This study uses the

s includes the

H7,(null): No significant positive relationship exists between the PSQ and SAT

moderated by the gender of the customer.
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H7 A(alternative): A significant positive relationship exists between the PSQ and SAT

moderated by the gender of the customer.

H8,(null): No significant positive relationship exists between the PSQ @
moderated by the marital status of the customer. %

HS 1 (alternative): A significant positive relationship exists between lhw and SAT

moderated by the marital status of the customer. V
H10,(null): No significant positive relationship exists t n A q( d SAT

moderated by the gender of the customer.

Lk r& ) -
Table 5.4£7 erator iKe lonﬂnpsbchnder and Marital Status

&
P Hypothesis Assessment
PSO (moderated by | 0.643 H74 Rejected
Gender H7, Supported
’m\'l‘(lnndcrulcd by | 0.25 H8A Rejected
Marital Status HS, Supported
“AWARE - SAT (moderated by | 0.643 H10, e
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Gender H10, Supported
AWARE -> SAT (moderated by | 0.25 HIIl, Rejected
Marital Status Hl11, Supported

\z
S
5.14.3 Testing of the Indirect Relationships *
This stage of data analysis explores into the indirect lelallons}nszu,lude the
following hypotheses: T '
H12, (null): No indirect relationship exists between the ESQ asl S T\d-

i N
1S
H 124 (alternative): An indirect relationship cxists lhe d S@'

H14, (null): No full mediation effect of the I‘@ sts v]\ll elg&shlp between
0 . \
the ESQ and SAT. Y é
0

H14, (alternative): A full nudmll\ d

chtm&lps (Mediation)
Hypothesis Assessment
HI12, Reject
H12,4 Supported
Hl14, Reject
(Directugg mediator) H14, Supported
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5.15 DISCUSSION OF RESEARCH OBJECTIVES AND RESEARCH

QUESTIONS

The seven objectives of the study were achieved from answering the resecarch

qucstions. as shown in Table 5.44.

Table 5.44: Research Objectives, Research Questions, and Thei

Questionnaire Sections

Research objective

Research question

To study the awareness of Libyan
customers of Islamic banking
products and services in the Islamic

windows in commercial banks

What 1s the level of awar

of Libyan customers o

banking products ar 'vices
provided by Islami®yindogs in

commercial bal!g?

To examine the dimensions of the

expected  quality of  customer

service in the Islamic windows 1n

commercial banks

To explore the dimensions o

perceived quality

of &Ncl-
service in the [slamic \w S 1N
‘ <3 ¥

commercial banks

expected N and perceived

quality Q¥
Islan wi

banks

e customers in the

lows in commercial

& L)
To study 1hc|d!"crulcc between

%ensions of the
@(y of customer
ind}&' Islamic windows

cém fe%ial banks?
N

(¢}

Part(C)

<
b %
\§

bétween the expected quality

any differences  exist

and the perceived quality by the

customers 1n  the Islamic

windows in commercial banks?

Parts(B,C)




1oy

LI e——
To investigate the relationship | What are  the  relationships
between perceived service quality | between  perceived service
and customer satisfaction, | quality and customer
moderated by demographic | satisfaction, moderated by
variables such as gender and | demographic variables such as
marital status, in the Islamic | gender and marital status in the
windows in commercial banks Islamic windows in commergial

banks?

To investigate the relationship | What are the
between customer awareness and | between  custome
customer satisfaction, moderated | and  customer

by demographic variables such as | moderated bR d
gender and marital status in the \‘111'i£1blCSCCUWﬁS

[slamic windows in commercial mzm'lzN:

banks \\'in(%in comh’sgl a&iss
% o >

S 3 L2
&
To study the relationship between \ll 1t 101151@belween

expected  service quality xpectdl  sgtvicg ality and

customer satisfaction mediated by % ~31{*‘6Ai0n e
pCrccivcd service qu;llil m]c eIV e rvice quality o

[ [s]¢ 1\1 windows in

n{n ‘cjal banks?
L

[slamic windows In Nﬂcrc ul.
banks L ,

Parts (B, C, D)

[nvestigamon via the descriptive analysis:

«To study the awareness of Libyan customers of Islamic products and services in

Islamic windows in commercial banks™
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To measure the degree of customers™ awareness of the services and Islamic products

offered by commercial banks complying with the Islamic law, the researcher asked
) S er aske

six relevant questions in Part E of the questionnaire. T
Based on the descriptive analysis in the SPSS program, simple summari& abéut
gram, s § 2;31 1

e
sample and about the observations have been made. The custome higl
g S ¢ higher
awareness, accounting for 79% of the total respondents, of IslamiN;jno servi
: g services

without interest, as shown in Table 5.45. The majority of fwgt®merg use Islami
z ' ¢ Islamic

banking services (06.7% of total respondents). The major p ctyof ig k
| nks

inClUdC l.\‘][”niC \\’ind()\\ﬂ\‘. I\1Udhl“‘ﬂb(lll. Mushari@urab ha all(A\F 1
|‘dI‘a 1
fln(lnci”(.l. i \

Table 5.45: Customer Awareness ¢gf the Serv I? | l@c Products
— @, C

Awg -buig Aware and
use it
Items
Services without inlcrcs¢ 244(66.7)
Islamic windows % : 77(21) 153(41.8)
Mudharabal

udharabah ‘ 161(44) K
Musharakah | 164(44.8) =

82(22.4) 155(42.3)
294(80.3) 72(19.7) 3

Based on Table 5.45, Murabahah is the product that customers are most aware of. witl
da , WIIN

64.7% of customers claiming to know about this product and 42.3% of them actuall
z: em actually
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using 1 A/lk anw hllk\. \llldh.ll.ll)‘lh (“]d l\/hlnhdl dl\dh arc [ll(/ Se( ()Il(l “13]01 [)1 O(iULIS lhdl
C USI()lllk Is arc awarc Ul. d l C 0 a y =] a y a

financing scems to be the product that customers are least aware of, supported w
finding that 80.3% of respondents do not know about this product. Tl i%\ut i
. s

consistent with the results of H. Saduman Okumus (2005), Naveed, A.K. an®¥ Kashif.
3 . o Ao Py

R.(2010), Harcem, N.K. and Nadia, A.(2012),and Faisal Karim(201Q. z
Nd. o

5.15.2 Dimensions of the Expected Quality of Custoéservi e in l'e
N i X

Windows in Commercial Banks (Discussion for Resea Obje

Investigation via the CFA: cV W

«To examine the dimensions of the cx;%d qua N‘TC tAL%
Islamic windows in commercial bm\e

The dimensions of the c,\pk‘d\%‘y of cffstorglrisg™e were measured using 22
cd 11

questions, which were prova I’l] N the SQ} ionnaire. The results of the
measurement model 11"\11&55Q ; H@MICSCS H1s and H2, and reject

Hypotheses Hlg an 2(,)' he rfsuks ‘ovi(\(e} e data for research objective 2. The

=

results confirm wgniﬁcun odltivaglationships exist between the five sub-

dimensions (%1 ility, Reliability,

ot

sponsiveness, Assurance, and Empathy) and

loading values associated with the five first-order factors indicate that Responsiveness

(Beta 0.733) was the strongest indicator of the second-order factor (Expected



Service Quality), followed by Reliability (Beta = 0.698), Assurance (Beta = 0.633),

Tangibility (Beta = 0.64), and Empathy (Beta = 0.603).

Rc.\'pﬂll-\'i\ eness was the most important indicator in measuring customers pc%zns
upPexists

of ESQ in this study. The result confirms that a significant positive relatipNsl ;
between Responsiveness and the ESQ primary variable. This result is Wlenl with

the results of Parasuraman et al. (1988). V

The Reliability dimension is the next most important pig

f thd E i the

urrent study. The results confirm that a significant
c study.

®
sitive 1glati S)lip @i.sts
O

Its age ConglsteniRuith the

results of Parasuraman ct al. (1988). V u‘ é
Assurance is also significantly predictive of thcNgS rin‘? va}‘g@c in the current

N Aongicant

between Reliability and the ESQ primary variable. The T

The recults confir > existence ¢
study. The results confirm the existence

Assurance and the ESQ primary \';mm

the focus group discussions and{ihg 1z1ings "Pa sﬂra@n et al. (1988).
‘ SLhlo,
Tangibility is also signiﬁ@fdfl \

ive gF the @ primary variable in the current
N
study. The result cml% haff a®s
le

Tangibility and th l% prinru_' >
X

'?!:m(—yosilive relationship exists between
the focus growmgd¥gussions and the ﬁn@\gs of Parasuraman et al. (1988).
1C S b -

N

1y 1s also significantly predictive of the ESQ primary variable in the

sﬂi\@%lationship between
&

“his e S C(thtem with the results of

is result is consistent with the results of

Next,

3 y. The result confirms that a significant positive relationship exists
currel y- ‘

bet n Empathy and the ESQ primary variable. This result is consistent with the
petween Empdiily < 3

lts of the focus group discussions. This result is consistent with the results of
results S 5

Parasuraman cl al. (1988).
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5.15.3 Dimensions of the Perceived Quality of Customer Service in the Islamic

windows in Commercial Banks (Discussion for Research Objective No. 3)

Investigation via the CFA: \T

Islamic windows in commercial banks” T

The dimensions of the perceived quality of customer service

questions, which were provided in Part C of the questi ]g, = fs B s
@

measurement model for PSQ support Hypotheses H34 an A andfrej I—'y 2\10868
H3, and H4; they also provide the data for l‘CSCGTClY'ﬂ,liV< ‘Csuhsx:onﬁnn
that significant positive relationships  exist Wen T‘IC e gﬁimensions
(Tangibility, Reliability, Responsiveness, AN ance,\an El,niQ]y) e
corresponding  PSQ  primary variable, 1dD1' diaé%ls érs evaluate their

“« Q-
perceptions of PSQ by assessing N e s %
: ﬁg‘ first-

sub e nsi(&. Moreover, the factor
NS
(Beta = 1.00) was the stronggst 1n

loading values associated with

(\,dcr clo@icate that Responsiveness

'
cc@order factor (PSQ), followed

by Reliability (Beta ().w Wi @4)‘ Assurance (Beta = 0.312), and
e Dl

Tangibility (Beta = () ’é , ()
’ N
Responsivencss l»ﬂ%&mosl import m%}zmor in measuring customers’ o

of PSQ in NI Wudy. This result confirms the existence of a significant positive

relatigns PEtween Responsiveness and the PSQ primary variable. This result is
consistent with the results of Riadh Ladhari (2008) and Muhammad, A.R. et al.

(2011).



Reliability is the next most important predictor of the PSQ in the current study. The
result confirms that a significant positive relationship exists between Reliability and
the PSQ primary variable. This result is consistent with the results of the 1‘0cusv

discussions and the findings of Muhammad, A.R. et al. (2011). C\

Empathy is also significantly predictive of the ESQ primary variabl s ¢ current
study. This result confirms the existence of a significant positive re[Mggship between

lz lhc'resulls of the

Empathy and the ESQ primary variable. This result is consist

current study. This result confirms the cxis(\%

between Assurance and the ESQ primur)%z
results of the focus group discussi()\ the
(2011). Yv
) 4 $ «5
Tangibility proves to be anotger prc@& e ESQ) rimary variable in the current
study. The result C“““l'l\&\'ih‘ a si@(cam positive relationship between
¢

\
i ot iy T
Tangibility and 1hc¢)|’ marj vasiaglc. 1\11‘ result is consistent with the results of
the focus group fwons ;1{( C fndil?g'ol‘Muhammad, AR etal. (2011).

&

for Research Objective No. 4)

4,

[nvestigation via a paired sample r-test:
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“To study the difference between expected quality and perceived quality by the

customers in the Islamic windows in commercial banks”

The difference between expected quality and perceived quality was measured us

questions, provided in Parts B and C of the questionnaire. The results \gap
analysis between the ESQ and PSQ support Hypothesis H5, and reject%polhesis
H5,: they also satisfy research objective 4. The results conﬁr@.signiﬁcam
differences cxist between the five sub-dimensions (Tanoa@vy, Reliability,
Responsiveness, Assurance, and Empathy), as shown b t wtomers,

. ‘ .
sistently f low iha heir

expectations. The study reveals further that Empathy is dimegsidn yfith ll¥'lax'gesl
\ N
gap, with a mean value of 2.1803, implying that % o 1 lcnﬁEmpathy

requires improvement. The study also In ';cs,hzu two re @4%1 dimensions
% to be 1$r f\{i Reliability and

Responsiveness, with mean gaps 0\

, . Y :
Tangibility, the gap 1s relatively n:wﬂ 'h a I 3@‘6977- Assurance, with a

w
gap of 0.473, also requires some nghovendt (n'e() ort is required for Reliability,

Responsiveness, and lim}@sh@ablc@.
C
|
& i _
Customers’ perceptigy ofdfhe binkime ldu@ in Libya were consistently lower than
| % ? o/ - .
their cxpcclzllml:'- (e and?rer revelation that the overall gap is large,

&
with a meat \Ut of 1.4776, indicznhg that the performance in terms of the overall

(@]

perceptions of the banking industry in Libya were

demonstrate  lower performance and

pY n ectively. In terms of

gap
perspec of customers. These results are consistent with those of Izah, T. and Nor,

M.A.B. (2007). These results are also supported by Taraneh et al. (2013) and Asad et

al. (2013).
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Table 5.46: Gap Analysis between Expected and Perceived Service Quality

Expected Perceived  Gap  t(paired) P value

e

Tangible 44445 37468 06977 17177 <o.0@'
Reliable 44221 23616 20605 45225 ﬁ%@

Response 4275 22423 20327 43.726 me
s 42008  3.7277  0.4731 12%’4).001

Empathy 4.1885 2.0082  2.180 3 l<0. 1

L
Overall 42973 2.8197 1.:1@58.9?0,0&;},3'
s =
J
’ %

5.15.5 Discussion for Research Objective VK%

&

stig: ionshi 1 pI ser@ quality and customer
satisfaction, moderated by (% phic faris lds@i s gender and marital

£ 4

status in the Islamic \\'md \ n conlm

/é‘

The SEM results Io u1 a®tl 1;1'311 ('{nps between the PSQ and SAT

moderated by d hic rbyus S db gender and marital status support

Hypotheses I To andll&. and M\ 16, H74 and H84, H9a. They also answer

rescarch @

The res -onfirm that a significant positive relationship exists between the PSQ and
SAT. implying that the PSQ provides the highest impact toward SAT (0.822).These

results are consistent with those of Lee, H.S. (2013), and M.Surachman, D.H., and
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Armanu (2013); the results are also supported by Marzouq A. Algeed (2013); Ojo, O

(2010); Naik, C.N.K. ct al. (2010): and Muhammad, A R. et al. (2011).

Conversely. no significant positive relationship exists between the PSQ an :

moderated by demographic variables such as gender and marital status. C\

5.15.6 Discussion for Research Objective No. 6 .

Investigation via the SEM: \d
” T

. igate the relationshi 2 varenehs dctPStnr
«“To investigate the relationship between custo%as e

satisfaction, moderated by demographic variabl&{sucl Nlder ‘ﬁ niaxital

status in the Islamic windows in commcncd\%\y
re . <:

c’ﬂ ~,

ST hips \J léAWARE and SAT
A

moderated by demographic \'ill'i:llﬂ\ :

g d&@%arilal status support
Hypotheses H9 .. H10,, and HLl, a

The SEM results for measuring the rg

0 H11,. They also answer
g

research objective 0.

C rs‘c%\iuniﬁcunl positive relationship exists between AWARE and SAT
OnVers Sig

s demographic variables such as gender and marital status.
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5.15.7 Meditation Relationship (Discussion for Research Objective No 7)
Investigation via SEM:

“To study the relationship between expected service quality and CN;er

satisfaction mediated by perceived service quality in the Islamic dows in

commercial banks” Y.

The SEM results for measuring the relationships between the &

by the PSQ support Hypotheses H12 4, H13,, and H14,

H13,. and H14,; they also provide data for research objec 7 , A
O

—_—

The results confirm the existence of an indirect rel&#fons

\bqk cen IY}'ESQ A
SAT. A full mediation effect of the PSQ also %Vn i ; é

Y

has become insignificantly different 1'1'@ » Qalue -05@lplying that the PSQ
L S

of consumers fully mediates the rglatic 1111 e Q and SAT. Thus. the
results indicate that the PS(\%L[CIY 1ed] l‘gg Qmodel and that the ESQ

significantly affects S/ﬂ&\ an lin\‘u relg®®fship. The comparison result
excluding the mcdiulilth' regeds

the power or cxp}zm% \SJ
:40 2 s $

-y &’
515 C !;E 'R SUMMARY

Chapter five covers the data analysis and results from the survey. Two major

1§t th’GSQ as a mediating factor increases

statistical programs were employed to analyze the collected data in this study

gPSS18.0 was used for descriptive statistics, reliability testing, and normality test, and
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AMOS21.0 was used for both the confirmatory factor analysis and full model
analysis. The first section of this chapter describes the demographic profiles of the
survey respondents. The section also provides a description of the customer awa?' &
of products and sen ices provided by Islamic window banks. The section als@.dcs
a descriptive analysis of the service quality (Perceived- Expected) dif*ms and
normality test results. The second section presents the results of the onfirmatory

U

factor analysis conducted to confirm the factor structure oi‘vonslmcts, and
e C dal yosls

of the

'a]ﬁ}—)M)n

ality‘;s Is repog. The
\ V

ection also presents the results of the hypothesig testyg tha ; pc‘@zd i

se al s

SEM and a paired sample  t-test, includ@ testin® diré& relationships,

. oy indirect relatior S. Finq\’ 4 Qt@ ter presents the
srating  effect, and indirec
modec ¢ c}y
{iscussion on how the analyses cone n ﬂc stofly a@er designed research
discus: ) \
objectives and rescarch questions. T E

| (o j BN

explores the structural equation modeling (SEM), then exar 'esul .

of gap analysis between expected and perceived servic
gap analysi:
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