CHAPTER 111

LITERATURE REVIEW

3.1 INTRODUCTION

This chapter provides a review of the relevant literature re the conceptualization

of customer satisfaction, importance and definition of ¢ eI sa ‘sWtheon’es and
"X
‘matioh M c,, S(%cl epts of

q al‘t}, : mo‘;@s' of service
expectatiyns, c%ncr perception,

tomer awareness o f

measurement of customer satisfaction, and the disc

service and quality, definition of service quality,

quality, empirical studies on service quality, L:W
{

the relationship between service quality andSgstder satisfg

%\\d‘%‘i C:)Qtux tomer awareness, the

andc%m}‘ :a (€aCtion, and finally, summary
of the chapter. N
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o

3.2 CUSTOMER @‘A 1@ ’MEé(TANCE, DEFINITIONS, THEORIES
AND MEASU%%’T P

—
@)
=

service and products provided by Islar

Y
n

relationship between customer uwuﬂ ;

NumcmusﬂA‘ have examined ﬁ#&’subjccl of consumer satisfaction, its definition, and

is n u%‘nt. The following sections present a review of how consumer satisfaction

conceptualised and measured. Previous studies on the antecedents and

consequences of satisfaction are also discussed.
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3.2.1 Importance of Customer Satisfaction

Customer satisfaction has long been recognised as essential to success and suan

%\m for

both private and public ones, because customer satisfaction is the key to

today’s competitive environment. Customers are the lifeblood of any orggt

ontinued
organisational survival. Satisfaction is particularly important in relaig organisations

that deliver services rather than goods (Nicholls, Gilbert, & Ros

Customer satisfaction with services is often seen as the key 10 u LM m“»"lk‘”“
stlt

competitiveness of banks. The satisfaction is a éﬂn ciho@ a'A‘:a

interpersonal comparisons of customer cxpcclalionw a smcn@f a single

product or service to encounter (Lovelock, CNH, 'cr,<2 )1; Brady &

of

e comparison of the

performance of the product with rcslN is/her X N e e

have substantally focused ongtust®gner safsfacffoq {Nhe service industry, as the

‘)}{stx‘y. The banking industry has

customer 1s the ultimate sougge o

spent the last one and ghal™geca

¢
gy indystry,
satisfaction 1s th w

the ultimate 1& 1 typically bcncﬁh‘{)cheral financial institutions are attempting to

increase %r satisfaction and their retention toward the financial institution by

impréygng Fre quality of the services and the products they offer to its customers to

O

customer satisfaction due to the

competition in the by

N

Uerccplion of some banks that customer
Al cofn gt of Ulvir marketing strategy. With the competition,

achieve their desired objective. Customer satisfaction is defined as a result of cognitive



64

and affective evaluation, in which a certain organizational standard is compared to the

actual perceived performance. Lin (2003) states that if the perceived performance ig lesser

than expected performance, the customer will be dissatisfied. Conversely, if th red

Z.

performance exceeds expectations, then the customer will be satisfied. /\Nlc to Lin
(2003), increased customer satisfaction results to higher customer ulumw increased

customer repurchase behavior, and ultimately higher bank pro l‘llablH‘:N

For over two decades, customer satisfaction has been extensi Jm p areas of

consumer research and marketing. In recent years, custon
attention within the context of the quantum leap f{ni v
relationship marketing (Martin, Adrian, & Dav1d, 02)Y \

all marketing activities directed toward \ll;’ng’
successful relational exchanges (Y1 & La%@ Acc

0 .
(2006), customer satisfaction depeng

relative to buyer expectations. | Y. pefformgnte falis¥short of expectations, the
N

customer is dissatisfied. If the periomanc L}w ctations, the customer will be

satisfied. If the pulommn&\ds customer will be highly satisfied.
Highly satisfied custm%\dk repe and tell others about their pleasant

% ;1 art 11 's to delight customers by promising only

N ery then ddwumnesg' than they promise. A dissatisfied customer

[7)

experiences with t

what they can de

will tell sev N() people about their negative experience, whereas a satisfied customer

will only ree to five people about their positive experience.



Therefore, in this study, we use the customers to evaluate service quality by considering

several important quality attributes in Libyan commercial banks that work under Islamic

windows. We also explore the awareness of customers toward Islamic pmduu 5 dcd
by these banks, and suggest improvements for attributes that dcmonslmlc& evel of

satisfaction. Furthermore, this study considers customer satisfacti specific

dimensions of service quality to identify the aspects that satisty cus N

3.2.2 Definition of Customer Satisfaction "k
P 4
£ oT

survival of an organization. Satisfz ¥y @#omm o i e

@Gllbuﬂ & Roslow, 1998).

organisations that deliver services 1 an

Customer satisfaction has ba ‘lmd

[ Q
I‘u% rays. Zeithaml, Berry, and

Parasuraman (1993) sugch st@mer allslm&l is a function of the customer’s

assessment of service Ltm prgdyet ya lly,ggd'prlw Rust and Oliver (1994) define

customer salixidum ¢ bllI ma cqitive and affective reactions to a service
mishap that resu arison % cuslomels perceptions of service quality with
their expec s of service performance. Churchill and Surprenant (1982) define

custom
comparrSe#® of the rewards and costs of the purchase in relation to its anticipated

consequences. Other researchers view satisfaction as an on-going process. Yi (1990)



66

suggests that the process-oriented approach seems useful in that it spans the entire

consumption experience and points to an important process which may lead to cystomer

satisfaction with unique measures capturing unique components of each s w Yhis
definition 1s also supported by Tse et al. (1990); they view consumer sggalact®n as a

subjective process of the consumption experience. The emerging cOgdfcisus in the

literature views satisfaction as an affective or emotional respqgse Whulting from a

Q'al.,

1983). There are some theories related to customer sagmction explal@€d LA‘E@ next

’ ¥
section. Y . \ b
c\/: P
N 9

9 &
A number of theories in the lilw hady & qut npl@o explain the impact of

( Q
gﬂ(kué or service performance and

expectations and disconfirmat peregy ed

satisfaction. Anderson (I‘Y/&xussi \

I theyfour l% 1logical theories. The following
subsections summarisc.\c N‘m“ S o (J

B
C 0
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3.3.1 Contrast Theory

Contrast theory suggests that if the perceived performance is below expcclalions,vl

would result in lower evaluations of performance. However, if the perceived )%\umcc

exceeds expectations, then it would result in a higher evaluation of performancc®

3.3.2 Cognitive Dissonance (Assimilation Theory)

Cognitive dissonance theory assumes that when an individ

S&n @l by ehgnging or

i con%ers feel that

Q/ will attempt to

NS i
'&u,inﬂ ' 130;)2’%@ of the performance
. : : . o
to make them more consistent with & ions, oyfrevisQd their expectations until

they are closer to perceptions. f 0
4 o

IS

3.3.3 Generalised Neg: s (J
%

Generalised negagi'™ cory Su@pes z\?aspositivc or a negative discrepancy between
expectations alc formance will &?h in a generalised negative hedonistic state,

X

psychologically dissonant, they attempt to reduce thei

distorting one or both of the ideas to make them Wons
: l;?

the product or service performance does not ma CIr expectgions

reduce this psychological tension either b

causing gt uct or service to receive a more unfavorable rating than if it had
coinc with expectations. Even if the actual performance of the product or service

exceeds the expectations of consumers, they will evaluate it less favorably than if they



had no prior expectations. This theory suggests that organizations should create

te)

expectations that are consistent with the actual product or service performance.
3.3.4 Assimilation—Contrast Theory

Assimilation—contrast theory combines both theories of assimilv nd contrast by

perceptions. If the disparity between expectations and pgoduct¥or 1 crfoﬂ?mce
*X\ S

assuming that zones or latitudes of acceptance and reje In consumer

falls into the acceptance latitude of consumers, they wiffad to assighila

N
ns. I chr, if the

) 126&“‘“‘ 1t falls into

Tl c‘égum er magnifies the

perceived disparity between product or%pcx ﬁmla?‘ an@?)ecmlions.

The cxpcclzmcy.dlscon%\m ar!%vf!)siéﬁal customer satisfaction is determined
by expectations ar %ﬂ'ccyo a a

considered to havyan' independent, adgdi ;c effect on satisfaction. Oliver (1980) argued

that disconfi n is treated as a cognitive, psychological construct that encompasses a

consumciggstibjective assessment of the difference between his/her expectations and

his/her perception of the performance of a product or service. The model assumes that
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satisfaction 1s the result of a four-step process. First, expectations are formed prior to
purchasing a product or service. Second, the performance of a product or service is

N\, the

assessed. Third, expectations are compared to the perceived performance.

degree of disconfirmation determines the level of satisfaction based on agadati®n level
theory, which provides a frame of reference for the evaluative judgmen consumers

(Oliver, 1980). Perceived performance is compared to prior cxl)g'i‘:m. Thus, 1if the

perceived performance exceeds expectations, then positive disc

(

1i01l occurs, which

Is CMQCL jons,
[

in turn, raises the satisfaction level. If the perceived performar

: , “?cforc,

negative disconfirmation occurs, which reduces tl tisfactio

1

—

7).&11110d that the actual

correlation between expectations and pOag

agpe  cg Egpcciﬁcd beyond the
assumption that a relationship cxisls,\ tl ‘Nhi]éctwccn expectations and

performance is idiosyncratic to ffic '(ZUCI or ferviffe Beagdpnvestigated. The expectancy

disconfirmation paradigm is&wn n F'i
\ ’
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NJ
e
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&
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D
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Source: Adapted from Oliver 1997 \Y

Figure 3.1 the Expectancy D1 irflatio ra@l
\ Q
z N
Thus, two opposing theories ha en 1

Q )ééf} the effect of expectations on

perceived performance. CglgrasWth oly sugdoests t the evaluation of performance

\ N
moves in the opposite d% . wheeeas ‘?'!niﬁag‘gn theory suggests that the evaluations
atm

e

@

of performance WE I%C in fthefs e@fections as those of expectations. The
1 eXpe

relationship bctwc! ectations and pggi.ved performance may depend on the type of

product or seACWpeing investigated, the usage situation, and the degree of importance or

level of [Wement that the consumers attach to the product or service. Based on the

expectancy disconfirmation paradigm the researcher will establish his model of the study.
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3.4 MEASUREMENT OF CUSTOMER SATISFACTION

A number of studies used a single item to measure consumer satisfaction. LaBarbe kT
Mazursky (1983) used an overall satisfaction scale with “completely satisfi &\1“1}01
satisfied” as the extremes. with the rationale that this would improve resp&]se rate.
Conversely, Oliver (1980) argued that satisfaction may not be a unidggendonal concept

and that 1t ought to be measured via a set of questions thgg taNiTierent forms of

satisfaction. Westbrook (1980) criticised the use of a single.4 rating Reale t@measure

consumer satisfaction, and argued that such measures com

ly yieldpd a grl;\.’;c‘!;g:cd

distribution of responses. Y1 (1990) cautioned res abgh ughe sifle item

N

measures because reliable estimates obtained in pggvio cre | than those

obtained with multi-measures. Thus, mark&a Kcarchers cle@;mu multi-item
measures to their single item counterparts, %l Woulg\! Ns? \&;qncasurcmcm errors

and enhance reliability. In this study, Will mea

some of the aforementioned studies ablefus t
(
expected service quality, percCVed) servig i&éend customer awareness. The

N

1es o ouRfRdy, which have used a set of items

N

@cd Sllld
to measure customer su[@n syclvas ’ka( n& R.Magch, 2013; Lee. H. S, 2013:

Singh A, 2013; Zacl &(1 L) 009 Hih )06; Shu X, 2010).
Q ) b 4

st U@lew model that integrates

following table we show so

Y—
&



Table 3.1: Studies Have Used a Set of Items to Measure Customer Satisfaction.
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As mentioned above % c §.l?a ’a'czu@bc‘s asking respondents about overall
satisfaction level s w I}\t wall &R, ehi20] S s [Cee Ml 68 Fa 0135 Singh.

' 4
A2013: ‘T:\Szmas. Al el, 2()0‘),;\\3.111111 J, 2006 and Shu X, 2010), while

others askin_\t how satisfied are you with the services provided by the bank as (Lee.

H. S, 20T Singh. A, 2013) and Shu X, 2010), enquired the respondents to answer
whether they are satisfied with the financial transactions with the bank. Huh J, (2006)

asked his respondents to evaluate whether the banking services offered by the bank meet



their expectations. In this study, the researcher tried to use multi-items to avoid making

measurement mistakes (Westbrook, 1980).

3.5 SERVICE QUALITY: CONCEPT, MODELS AND MEASURE’?

3.5.1 Concept of Service X V

P st AW . it 2tk . . 3 .
['he 217 century is considered the service industry. Service stries lwﬂ playing

@
an increasingly important role m the overall economies of develd@ped ¢ uildc@;pinu

\ m@;plain its
tal&‘ th? sel@ are deeds,

2(1€d servicg “an@n‘ily or series of

%}(menmu l.@ecgsarily, takes place
in interactions between the LlelOll]CIK\‘CI’VIC ycci &ud/or physical resources,
\”ich

)WS\O‘ l‘i‘l@ or complementary activity that
does not directly produce &l al | 'Adu fthat i‘ﬁc non-goods part of the transaction

N, )
between customer and% er'J (Pa fl()zg‘)) According to Sasser et al. (1978), “a
nggin )li@'x

service is a package ‘xpli?'l

and using facpitMng” goods.” Kotler @’dl. (1999) defined service as any activity or

countries: thus, a number of researchers have attemy

elements. For instance, Parasuraman et al.

processes. and performances. Gronroos (1983

activities of more or less intangible naturg

goods, or systems of the service pr

I,

problems.” Service 1s defined as fo

enefits performed in a supporting facility

benefit that ¢ rty offers to another, which is essentially intangible and does not result

in the ow ip of anything; the service may or may not be tied to a physical product.

Service ncludes all economic activities that are intangible. Furthermore, services are

evident in almost n every part of our lives, from eating to other entertainment activities
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such as travelling and sports. Service is bound not only to service-based businesses such

as telecommunications, banks, hotels, and restaurants:; products also heavily rely ¢ > T

services (o0 acquire a competitive advantage and satisfy customer needs. c\

Y.
¥

According to marketing scholars, quality should not be regusttd 1o mRettinedcustomer
.

3.5.2 Concept of Quality

expectations. Monroe and Krishnan (1985) defined per

ged product zrnyc)g.lhc

perceived ability of a product to provide satisfactio

“rclat'ye’ the\grvailable
A

sati@;n and that

alternatives. This definition suggests that quality i‘aw‘ec
/e @%cd quality as a

“available alternatives™ serve as bases for co\ ’Ms,n Other®
customer’s evaluation of the pcrlblmancc% g i

competing products. They contend that

1987). According to Kotler and Aﬂ?&g ( i nsists of two dimensions,
namely, level and consistency. aimed’q at \?cg‘s*}omers would want or would be

O

able to afford high levels ofgualtuy, anc‘ thatYrgani ‘1&51)3 should strive to deliver quality

. ~ \
that consistently mulcht Mynedis oo f_We hrgedharket and the quality of competing
products. :% P
Conversely, s&cholars defined q@ﬁly as customer perceptions of excellence or

.
"

supcrioril}%ook & Corfman, 1985; Zeithaml, 1988; Bitner, 1990). According to
Zeithaggl (TY®8) percetved quality is a consumer’s judgment about the superiority or

excellence of a product, and quality is viewed as a higher order construct and a global



75

judgment similar to attitude. Despite the number of researchers who have different views
about the conceptualisation of quality, the consensus among them is that quality is a

relative concept and should thus be user-based rather than manufacturer-based. :\z

3.5.3 Definition of Service Quality

Service quality 1s an elusive and abstract construct that is diffic
3 1C

performance s difficult because of 1its unique

competitors (Ladhari, 2008). Furthermore, ghe re

is emphasized here, especially the %«l

institutions that strive to improve it satsfy

Service quality has received more tcmﬁ.{ i

(Negi, 2009). Service mm‘@lcr lxrc me

, Y, |
assessment of a scn’lc%\ghlel'a .JO()%ccording to Ghylin et al. (2008), by
n

S ;l
customer satiskacfn. To undcrslam@(ricc quality, the following characteristics of

service shou!\?bnolcd: intangibility, heterogeneity, and inseparability. In this manner,

scn’i@v would be casily measured. According to Negi (2009), customer perception

of service quality has been given increased attention in recent years for its specific

defining service quAlLIYNgstitgt ba@lc to deliver better services, thus increasing
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contributions to business competitiveness and developing satisfied customers. Service

quality is thus a very significant construct to be understood by institutions. They must

know how to measure 1t and attempt to make necessary improvements in its dw c ns
where appropriate, especially in arecas with wide gaps between cxpc&ahs and
perceptions. Furthermore, a number of studies have defined service as a  intangible
activities that result from the interaction between customers and scwiN\ridcrs. Kotler,
quoted by Boult, J. and Com, L. (2008) defines service as “any Xy /iz or lenefit that one

arty can offer to another that 1s essentially intangible.™
party =}

Parasuraman, Zeithaml, and Berry (1985) suggcsk?ﬂ\'
reviewing the previous literature on services: CV
1. Service quality is more di1‘1‘10111%‘113[01115}%}?

goods. e

Service quality isa ¢ npa?:on b

ct
3. Quality evaluatic olves )u\s and*grocesses.

: \ [ ' (J 5
The following are other oriany dClugefofts OF'QI'W ce quality:

Q-

According to Ag tghg ct

S

/CCI XI)C

a3
o)

1. ‘I)), Sv%'ice quality can be defined as the difference

S

between CllSWS expectations for MWvice performance prior to the service encounter

and thgg TNgceptions of the service received. Zeithaml, Parasuraman, and Berry (1990)
have MGdd service quality as the extent of discrepancy between the expectations or

desires of customers and their perceptions.



Parasuraman et al. (1985, 1988) state that service quality is determined by the differences
between customers™ expectations of the service provider's performance and their

evaluation of the services they received. \z

Parasuraman ct al. (1985) identified 10 determinants of service quality thrmgh focus

group studies, namely, rehability, communication, access, lzmgi%ZSponsivcncss,
competence, courtesy, credibility, security, and understa 1diw“rlcdgc of the

C tc%mdcr five
o

assurdhce, I)d emfathy,

e,

customer. Later, these 10 dimensions were further purifie
dimensions, namely, tangibles, responsiveness, reliabifg

SERVQUAL (Parasuraman ct al., 1988).

Reliability refers to the ability to dcpcndabtw acc

Responsiveness pertains to the willingness to h customers prer prompt service.

Tangibles refer to the physical facilitfg a “iﬂ"’}”l a@g'&*amncc of personnel.

customers. Thus, customers gequir
make the customers I‘cc@ll.
exceeding their cxpccta% andfcusto

Ky
\
S
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3.5.4 Service Quality Models

3.5.4.1 SERVQUAL Model T

The concept of service quality is considered for the measuremen¥ of<ustomer

satisfaction. It involves a large number of theories with different dc@Mmens that have
been developed by a number of researchers. The most well—knoN\odel of service

quality is that of Parasuraman et al. (1985) because it is wid

uz'zcdl in the literature.
alit iwe customer
g i

evaluates his/her expectation of the service pmvidc@c ()r:lijn, @ his/her
!

perception of the service received. These cvalualYm'e cm o démonstrate the

o
rc%li n of quality.
O

ics and identifies the

go]
=
-~
e
=
=
=
(¢]
=
=1
-
o
Q
-
s
9"
17
ps
O
=
=
(¢]
7]
o
-~
=
(¢]
=
)
s
IS
=
=
N
o5
=
(@]
=
J?
15
e
(=
o
e
(¢}

Furthermore, the model shows the imcrc tion ama@ N*

connections among the main activiti Gugads smﬂic ) niz@ or marketer, which are
pertinent to the delivery of a satisfg xluz 1 1 ‘:ésystemalic assessment must

1 r Q : :
be performed o measure tl Olfs >I'V1 ‘,lrn he customer viewpoint. Thus,

TeptyghService quality model that identifies
NG

five gaps that could i:Na CPNSUITSETS p\'zétﬁuon; these gaps are shown in Figure 3.2
below. Hence, sm% ality s «

performance alg quality

(rﬁ the differences between expectations and

nng&si@?as discussed below:
9

Gap 1: ¢ \rcxpcclzuion management perception gap

This occurs when a difference exists between consumer expectations and the

management’s perceptions of service quality.
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Gap 2: Management perception-service quality specifications gap

This gap occurs when a difference exists between the management’s percew of
consumer expectations and service quality specifications of any improp o

er S8 quality
standards. A

Gap 3: Service quality specifications—service delivery gap V

In this gap, the employees act as important players in dely

o

pcrccplions that cannot be standardized because organiz:

eridi Niles of
IS

impv& on how

performing the task and treating customers. This

customers perceive service quality.

delivery. %

Gap 5: Expected scwicc@cd S

S 53
AT & l‘.

This gap is the k% surilg that gooc(;p:wicc quality is met or exceeds what is

expected from ghice. 1d mcnvs‘how high and how low the service quality is

depends onw

e customer pcrcc}ts the actual performance of the service deliverer.
AL scale was proposed by Parasuraman et al. (1988) for measuring Gap 5.

o

The S&

ParaYwgggin ct al. (1985) suggested 10 dimensions for evaluating service quality,



80

including reliability, tangibility, responsiveness, courtesy, credibility, security,

accessibility. understanding the customer, and communication.

These 10 dimensions were simplified and reduced to the following ﬁw‘ \iﬁinsions
(Shahin, 2006): A
1. Tangibility is represented by the various types of mater%'lity, he noins

equipment, appearance of personnel, logos, and the m ﬂnTmacl used by the

organization. l
2. Reliability is represented by the ability to fuf§ll promifes im@zy in
providing the same level of quality of service aWgthe abili y depqedab]y and
\ NV
sulﬁmly refined
b—@& nsions, with one

Kbrganization, and the
>

accurately perform the service. Parasurgman § al

this dimension and recommended dé 'hl nto
representing the physical l‘aciliti%i e mp\ﬂ_ﬁ'ﬂ_?ﬂ‘

other representing employees muynicati R)ok‘.%
\ ‘e\A
(,J? J' S
s ?
et CO

3 ¢

=



Word of mouth Personal needs Dl —
communications

A
.

S Expected service

Gap5

Perceived servic

consumers
Gapl

\(-)

% :l aa au) ntpexceptlon@of'
: Lll\Ym]Ll expectations
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Responsiveness s represented by the expressions of the desire or willingness of
the service provider to help customers and deliver services to 1110111.?'.
dimension includes  promptness, convenience, accessibility, zllld®i\zc
communication. A

4. Assurance 1s represented by competence, courtesy, Cl‘Cdibilil%Zlh) general

security behavior of the employees of the service organizaliovtthcr with their

AII'OU h their

)
[72]

ability to offer assurance and confidentiality to ol

competence, privacy, courteousness, credibility, and gffective cqnma icall'ogs

5. Empathy refers to the personal interest and pers carc)h.t t Orgvupalion
N
offers to its customers by putting the servicge qu'uc 1\1‘ in thposition of
N

the customer to be able to experience \%'mcrs 0s. éﬁ)atlly includes

the caring and individualized attenfion that e ey provides to its
customers.

The SERVQUAL approach contagps N iy Lo

through 22 questions, assessing bo X S ¢ rformance using a five-point

Likert scale. This approach LSS SENY ali calculating the difference between

customer expectations z% 5 5 is the value for
customer perceptiogfof SWvice prpgfgrmangt? and “E™ is the value for the expectations
before a scr\'icAmlcr delivers the '@51 service (Parasuraman et al., 1985). Thus, if

\i\'c. then the customers are dissatisfied; otherwise, service quality is

b}

the answer
yrding to Zahari et al. (2008), this equation is typically called gap analysis.
Conversely, Zeithaml et al. (1993) argued that reliability is the most important of the five

dimensions, whereas the dimension of tangibles is the least important. Parasuraman and



Berry also drew attention to the relative significance of the SERVQUAL dimensions, and
listed them as reliability, responsiveness, assurance, empathy, and tangibles, in that

They added that consistency in the dimension of reliability is the key to cx%\ n

effective competition and in building goodwill and a good reputation (Val wctal.

1990). Vz
as iccn 'examined n

In summary, the significance of the SERVOUAL dimensions

quality results from the gap 1)0[\\"’1] E)c el T doynance and expected service
performance, and that technicalagnd Iunc. ; i wo service quality dimensions

that contribute to overall pagge1 Vel serwmg

Technical quality is stopers get after the service delivery process

and the buycr—scl!i inferactions, where mnctional quality is referred to as how the

N»usly experienced by customers and delivered by the service provider
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 Z

Ex
ApEeies < Perceived
Service Seri \z
Service c

Image
: l

Technical Fu al
NN

N O
N4
Figure 3.3 the Nordic Model %c i )

]

¥ s
3.5.4.3- The Three-Componen% il éo

expansion of Gronroo

2) tv 1 i
the perceptions of s w}uumy stém Jom S e ; _
' ‘}gf service quality dimensions—the service

Nquuhly. e SCI\’ice}elivery or functional quality, and the service

product or tec

environmegl.
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Service

Y-
% 3

A

Service bc:-&

Product iy

Figure 3.4 the Three ('ompoxtnth of
e‘@‘;{ca“y test their proposed model.

However, Rust and Oli\&)&).})
McDougall and I‘C"CQL’ D)‘“) subwsed lcnI@m})mca y confirm the existence of the
three components '%ctuil lznwgﬁndxé\?

N
N3
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5 Empirical Studies on Service Quality

Service quality has been considered a critical dimension of competitiveness (

1989). Hung ct al. (2003) reported that providing excellent service quality ¢ 1%1'0\411"
o

high customer satisfaction is the most important issue and challenge deing the

contemporary service industry. Service quality is an important subje% h public and

private sectors and in service ndustries and businesses (Zal rlw 2008). In this
section, we show several studies that used the SERVQUAL
-
Riadh Ladhart (2008) investigated the psychometrig p¥ties df ‘,Qi?\nown
SERVQUAL model in the Canadian banking mdustxy the Y; ‘mance

b 19 ¢a adian bank

component of SERVQUAL in an empirical surv

customers.

He reported that responsiveness and
overall service quality in the Canadie
service provided by employees
of the study’s findings, (‘m@m
are important in uldl)llt\ld m;ma

Furthermore, SE RVQ 1S a
Canadian banl\\s ore, llu) shoulc-, onfidently use this instrument to perform

continuous Nuns of their service quality.

The QLU\L of Taranch et al. (2013) was to evaluate Islamic Azad University.

Their sample was created through stratified random sampling. The data were collected
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using the SERVQUAL instrument. The study reported a significant difference between

the respondents™ expectations and perceptions in all five dimensions of service

The respondents” expectations had a higher level than that of perceptions, and tc 1

and the lowest levels of service quality were given to tangibility cmpathy,
«l

respectively. q
in ?nﬁs; they gave a

Asad et al. (2013) attempted to determine the service qualit

questionnaire to every third customer. The SERVQUAL wagfused; it

relialfil] esporRiveness,
e

o
5
5
Q
° i

consisted of two parts, Expectation and Perception, b with

yible

determining five dimensions of service quality (ta

V
llowed by

‘@clively. They also

hé*,(vere dissatisfied with

perception side were reliability, responsive and

revealed that males were satisfied wi 11?&11«51[)1

ervice

, fe 5s were satisfied but males

| O

h'alx@ gender-wise.

Based on the literature & a WM 1§&3r of factors influence customer
\ 0 ' %

satisfaction, such as haggng Knowfedgednle en@)yees, having helpful employees, being
SaltlsSlc P O
l= %

competitively pri %]\'ing ) it sgce quality, and having efficient service
(Hokanson, 19 )" Sudics conducted itNgther countries indicate that service quality 1s the

MW ccting customer satisfaction with banking services. Thus, building

were dissatisfied. Thus, the perceived

key congt

tonships is a backbone for all organisations in general and banking services

in particular. The studies also revealed that issues such as customer satisfaction, service
C [ . .
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quality, customer perception, customer expectation are the main concerns that can

2011).

3.5.6 Customer Expectation

«
>4
o
@
o
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=
o
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s
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=
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=
o
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(@)
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1 inaludc customer

O

background and values and the 1mages of ghe revious experience

the advertising of the bank, and olhcrhmq

different expectations based on (Qugigu¥r knowledge (’I‘ib‘oducl or service. Obviously,

F &
role i1l s\sﬁclion mation. The extent to which a

S - 1CCtR ‘icsu@lay play a significant role in forming
[ ] : %
feelings of satisfacty dl: to ghe™n lenf&mf confirmation or disconfirmation on

satisfaction. :
satisfactiol \3.

a predicuOmggiade by a consumer about what is likely to happen during an exchange or
transaction. Thus, Oliver (1981) defined expectations as the consumer-defined

probabilities of the occurrence o [ positive and negative events if the consumer engages in



certain behaviors. Conversely, expectations in the service quality literature denote desires
and wants, that 1s, what a service provider should offer rather than what they would offer
According to Kotler (2000), customers form their expectations from thei N S
experiences, advice of marketers and friends. and competitors’ informaliona& l: mises

Thus, perceived service quality is viewed as the difference between ConsuW‘rccption
T 8

and expectations for the service provided. Parasura ot ¢ w
! arasuraman et al. (1988{11“:’ bhted the need
ve

for organisations to properly provide their services at the outse *1'1 expectati
>ctations

from rising. Expectations serve as reference points in the to1 CM1 f
s e%'o

performance (Cronin & Taylor, 1992). Thereby r%cm n sc’ e\‘;‘s?
2 é asc omer

satisfaction by decreasing customer expectations. Y . \ Y

3.5.7 Customer Perception

Perception is an opinion about some

customer, as every customer h;%‘
that play an important ml& > cmllninsc ‘ustom%satisfaclion (Angelova & Zekiri
¢ 4 irl,

2011). Customer percCproliNg m ll:kddl(.d‘sessing how customers perceive the

ality of the servi / are T 5 : )
quality % l’L . (@YOmer perception of service quality can
1091

nto  the PCI'CC@ of tangibles, reliability, responsiveness
b

ertain products and services

generally be di¥
assurance, 2\‘1]})11(11)’; these asp'c}s will be discussed further along with the
SER\% aodel.. In'mumerousy sttuations, fcustomer iperception s/ subjective, but
sometim®™t provides useful insights for the development of marketing strategies of

organizations. Providing high-quality service has become the selling point for attracting
t=)
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the attention of a customer, and 1t 1s the most important factor that results in satisfaction.

Thus, customer perception and customer satisfaction are very closely linked together;

her;
similarly, if the perceived service is close to customer expectations, it wou N in
satisfaction (Wilson, et al. (2008). s 3

3.6 RELATIONSHIP BETWEEN SERVICE QUALIT zD FUSTOMER

SATISFACTION \d‘

| &

A number of studies have examined the effects of

g 'vice.qt liy on vstomcr
satisfaction, but relatively few have combincdevc : quzég' with the
satisfaction formation model. In this scclion.\&s,uss SCVeR tud’o hat investigate
the relationship between service quality %Cuslm:n\%' !'QAW according to the

SERVQUAL model and other models 1 ast_three lelrs.@c relationship between

AN

g ‘rell@duslrics was studied. Kazi

service quality and customer satisfz \1 many

4 (
Omar Siddiqt (2011) cxplm‘cd%tcrrcla.u»ns P betWeen the attributes of service

quality and customer sznisfu&m the 'clzn zmkil@clor in Bangladesh, and identified

the most important zmritm
banks as cxpcricncir%su}n

quality were posil!x Wrelated to cuslon};,&l'lisfaclion in retail banking. Empathy showed

; correlation with customer satisfaction, whereas tangibility showed the

b:

used to review the characteristics of

:
®
@

ik
=

o

r reported that all attributes of service

¢
4:/4
=
(@]

the highest |

least po? ‘orrelation with customer satisfaction. The study suggests that the

SERVOUL service quality model is a suitable instrument for measuring bank service

quality.
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Jayaraman et al. (2010) measured customer satisfaction through the delivery of service

quality in the banking sector in Malaysia. They studied the relationship betweqgeghe

dimensions of service quality and customer satisfaction. The researchers re\t A 1at
assurance had a positive relationship with but had no significant effect ustomer
satisfaction. Reliability had a negative relationship with but had no signiRdm effect on

customer satisfaction. Empathy had a positive relationship with bu nificant effect

on customer satisfaction. Tangibles had a positive relationship an niﬁlam impact on

ith uhdgliivam
impact on customer satisfaction. The study recomme

markclv'lsj the 'hgnkin‘é
industry for improvement in the delivery of service qualNg. \

Ragavan, N. and Mageh, R. (2013) cxamincdwalcncc of din@%ons of service

quality on overall customer satisfaction. T%slud@l?\%@ T

5 9 . 5 : = .
service quality and explored the rclalm& betwe cr‘e@'dlmensmns of service

'IYNdy 1dic
dominant service quality. &c\'md' 1'5\ e th@c service quality dimensions of

l'csp(m.\‘i\vcncss. lungihl%\xurz L?"‘
1erea

influenced custom % slhc[‘pb,) cz@nmmhy was negative and significantly

influenced cusigm¥ satisfaction. Finnlh’;ﬁlc researchers recommended that managers

customer satisfaction. Responsiveness had positive relatiopship

quality and customer satisfaction,

Z,
éf
-
[}
177}
177}
oY)
17
—
—-
-
2
[
Z
o
€}
=
(@]
o
-
<
¢}
ol
~
o
7]
joV]

emphasize 111}!0@1\11114 dimensions of service quality, especially responsiveness, and

start tQ 1m T service quality to raise overall customer satisfaction.
ol L.



Asif. A. (2012) evaluated the dimensions of service quality and their impact on the

satisfaction of customers of Islamic banks, which were located in the countrigeein the

Middle East. They used a modified SERVQUAL scale to ascertain u]: B
dimensions of service quality. The study found that the Islamic bankix&%uslr}/ pays
more attention to the dimensions of service quality to remain more compplitive with their

traditional counterparts. The study also applied the five 'Nonal model of

service quality. \CV
Lee, H.S. (2013) examined several mll_%ﬂriublcg Toder Q& the relationships of
R A
,wud cust

service quality, customer satisfactio, ydll&&ﬁc e ngoasd hat
service quality positively inﬂucnc?ﬂslon LY. Thus, customers with high

perceived service quality have astighg L%

ind “ﬂ)é’analyzed the influence of the service
¢
crys

[rwan, M., Surachman,

S

quality of Islamic ;{iQ‘llon and trust. They used more than one

E’s)n cyblo
product and ser, % slum{c Jhe.
[slamic hm\

of the Islamic banking service was the strongest attraction for customers

ir results indicated that the service quality of

a significant iﬂ'&?encc on customer satisfaction and trust. The

S Furthermore, compliance was the weakest attraction for Islamic banks.



Marzouq A. Algeed (2013) studied the relationship between service quality and customer

satisfaction of the Royal Jordanian and the mediating relationships betweereservice

quality and financial performance by customer satisfaction. The stud N ed a

relationship between service quality and customer satisfaction and ﬁnancA crformance.

Aymn Sulieman (2013) identified the impact of the basic dimensiowg of SERVQUAL
model on the level of customer satisfaction in dealing wi twusmg Bank. The

researcher found an impact of the basic dimensions of t R QWdcl on the

’
level of customer satisfaction at different levels. The s@omm ded 1? neﬁ)r the

continuous improvement of services provided to custorMs thrgudh StOHRI’ behavior

\n N
studies and work to predict customer cxpcclaliowll erﬁun e g@iqon of better
services. \: ’ O

G %
3 i peen ‘cwi(%\quality and customer

Ojo, O. (2010) investigated the relat

9 Q-
satisfaction in a mobile lclccommumw netw i Ni ‘ﬁ{ The study revealed that
N
service quality has an effect ciyomer gatist 't]o@ that a positive relationship
7’ Py

‘ Nﬂlisf‘: c0On. The researcher recommended

6&0 quality because of its effects on

that the organization pgg 10

customer satisfacti lf;)lhcx

melly 3 exglrtations of customers and how they can meet
N

organizations n

such cxpccl&‘

retain gx4SEEONCS.

e also discovere®NHat it costs more to attract new customers than to

Manjuni, S.J. (2013) studied customer perceptions on the dimensions of service quality

among consumers of banking services. The study indicated that service quality is a



variable that creates customer loyalty and results in customer satisfaction. Thus, in
C C < <

developing good service quality, bankers should be interested in evaluating the dggree of

customer service dependence. \

~

Mu azu et al. (2013) examined the direct effect of the dimensions of scrwcu'quahly on

customer satisfaction and customer loyalty in the Nigerian Islami . The primary

data that measured service quality consisted of six dimengion§gn mely, assurance,
alc

tangibility, reliability, responsiveness, empathy, and conyglgetc 24% customer
re 2 et

B
The gtudy r?ve:tg.lhal

ctiongwher asﬂ rance is a

ed wl Y.e bank staff

satisfaction (4 items); and customer loyalty (4 ite

responsiveness is a significant predictor of customer_ sati

gnificant predictor of customer loyalty. Cuslomw: b
are responsive and provide efficient banki \‘C'a(, es. Fu
C

customers, Islamic banks should proy bsumnuhl ch éof Islamic banking

compliance. A&,
i N
Zenis, 1O and Jlname SelCl dm“‘ @ n qu@q for understanding service
wg.) P o
ally

n&ldc

revealed that customer sglisic
on the relationship 'lwa n s

tourism. There

customer 10&

tomer satisfaction play a crucial function within the Malaysian rural

1S

quality, customer satisfactio 11ay51an rural tourism. The study

Flnht‘tj&/and positive partial mediating effect

S

11 gnd customer loyalty in Malaysian rural
RS

ervice quality, customer satisfaction, and

\/
i1l result in the phﬁability of rural tourism operators. Thus, service

C
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In conclusion, several studies have investigated the relationship between service quality
and customer satisfaction in different industries. However, limited studies were conducted

\: mer

satisfaction. Thus, this study aims to extend the empirical works on the iqA*[ of service

to study the impact of perceived quality and expected quality towarc

quality towards customer satisfaction, by studying both the relat\g®¥ip between
perceived service quality as well as expected service quality with cMer satisfaction.

In addition, we investigate the relationship between expel Crvi,c quality and
customer satisfaction mediated by perceived service quality. \d. %

3.7 CUSTOMER AWARENESS OF smw%&) PRODAY TS {é?)vml«:l) BY

O
A

ISLAMIC BANKS \ \Y A
\
Consumer awareness 1s a marketing tg s 10 l! COI@er’S right to be aware

clh@specl for those responsible

] Soo} or ?‘\’EC " Few studies have examined

customer awareness in thghb? : \\é{jiscuss several studies that have

H. Saduman Okuguz ree of customer awareness and satisfaction
: - : i el or profile of tl Cialkh . o

with this type 1king and ddmul\ﬂ!y customer prolile ot the special finance houses.

He based i ~\y on a sample of 161 respondents; the study revealed a certain degree of

Sam@«ilh the products and services of special finance houses. The respondents

expressed their dissatisfaction with some of the facilities in special finance houses.
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Despite their awareness of a number of specific services and products such as Mudarabah

and Musharaka, they indicated that they did not deal with them.
= - e

Naveed, A. K and Kashif, R. (2010) analyzed the satisfaction and awar ‘]%L
av E) 2

customers toward the Islamic banking industry to investigate the relationsh® between
different demographic variables and the satisfaction and awarencwf stomers. The

respondents expressed their satisfaction with some of thg seN#C® and expressed

dissatisfaction with few. Furthermore, the customers indi ha thw aware of
- C .

o
different products but did not adopt these products. é ’ -§-
& b ¥
a@fic ba

yvonne et al. (2011) studied the level of customer a\’W‘s o‘&% @g products

dug(s, ut their usage

cl a@es, availability of

AN

as igaPportant factors in terms

L Q-
of choosing a bank. Efficiency, rathg Yhan Jcllefis m,\&x(falions, is the basis for
ionsz ? | 0:
Harcem, N. K and Nadig NZ()D‘) invystigat ustomer awareness and customer
e 2 °
ttitude toward Islami mna des 'iyliv dy involving five main variables was
a ‘ g

arried out; the st Qw&islcd f 3 em &’fw results demonstrated a need to educate
& < :

the Muslim consm y regarding ]slag'ﬁnancial products. Service providers need to
1e g & & \

develop theW nation system within the communities, and Islamic banking institutions
eve : s

nus‘@ n harder for survival with conventional banking systems.
mus

rate is low. Conversely, Muslim customers reZfgpd lw
ke & 2 o
(WO,

automatic teller machines, and an extensl ;anh1
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NSV C atrt N £) e ate a W o Ei~Ine . T .
Faisal Karim (2012) evaluated the level of customer satisfaction and awareness of the

R TR ® Palricts The data ¢ oo T
Islamic banks of Pakistan. The data collected from the visiting customers ofolslamic

banks revealed different satisfaction levels for the services and products of Isjan k
§ nks.

ome lL\\]X)H\.' S l ]dik i lkd di\::dli le_[i( n v ll S l
E d S l ]l e > o
> > N S S V1 l amic bﬂnl\b u h(/ > 5 al[ll()ucll

consumers were somewhat aware of several Islamic banking products Wdid not tend
g , n

to deal with those products. V
NS %

3.7.1 Measurement of Customer Awareness é ’ _3
4
ks

Few studies have measured customer awareness 1y the z 1
< ¢ Se e Bankin : T an A~
5 2% have used

multiple items to measure customer u\\'zn'cnc\%. ; i
6s >s, as shown

in Table 3.2. %
Table 3.2: studies have used a s S i
‘ dasc '“'l ustomer awareness.

\\\ , I 5 —_
. Lol 3|81z |=
it \ Auf \ ‘e(J 8 8/ ‘;_, F%
O E|E |
\& é‘/ TEEE
: 1213 |3
’ 2|2 |=2 89
(J o) @ faa] =g
ttems A )) S = | £|88| 28
[ realize (aware) S ban® wﬁxllL‘@—ﬁ'cc banking
Services. \ ‘:)V i
[ realize (%(hul this bank offers windows Islamic system.
| realizw®vare) that this bank offers Mudaraba products. / J / 7
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[ realize (aware) that this bank offers Musharaka products J J / y
[ realize (aware) that this bank offers Murabaha products. J J /
[ realize (aware) that this bank offers ljara financing products. J y

O

3.7.2 Relationship between Customer Satisfaction and Cu rmvareness

Studies conducted on customer awareness for Islamic seryices

d pfoduc

ap 't at

| S
ns 1@{>elwcen

Islamic banks and customer satisfaction in o¥tor. are adopting the work
conducted by Jin Huh (2006) in the hos\l it VhiC@chsligatcd the relationship
between destination awarcnefg d@nalion branding and tourist

3.8 CHAPTER T&

Chapter lhxax'crs the literature review. Start with customer satisfaction: importance,

definitiC sories and measurement. The second section of this chapter provides the

concepts o1 service and quality, definition of service quality, service quality and models

of service quality. The section also provides empirical studies on service quality,



99

customer expectations, and customer perception. Third section provides the relationship
D C <

between service quality and customer satisfaction, customer awareness of service and
= C

finally, summary of the chapter. Yv
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