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ABSTRACT

Banking sector’s growth 1s vital for a country’s economic development as it provides
most of the financing sources for businesses. Customer satisfaction is one of thggmost
important factors which determine the feasibility of a banking operation. Thus, this

aims to measure customer satisfaction in Libyan commercial banks which opgea

the Islamic window system, using the structural equation model (SEM). Thy / uses
the dimensions from the modified SERVQUAL model, namely Tangibils ssurance,
Reliability, Responsiveness and Empathy. Structural Equation modek@g (S M) was

performed to determine the direct relationship between customers’ satisgflction and the
underlying construct of perceived service quality as indicated by the UAL model.
In addition, this study examined indirect relationship between E: service quality
and customer satisfaction mediated by the perceived service _ The relationship
between customer awareness and customer satisfaction modera gex‘jer and marital
status is also examined. Testing series of hypothesis desighMgg the ‘tw&alion to
expected and perceived service quality, the study has hat fherg rean iRgdrect
relationship between expected service quality and cust satisfactio i’w ged by
perceived service quality. There is a positive and nship=™between
customers’ satisfaction and customer awarcness. 1 ant_r$lationship
between customers’ satisfaction and constructs { pe w'-represenled
by (Tangibility, Responsiveness, Assurance, L M liapility hiensions was
also established in the research. This study als farene’Q evel of Libyan
customers on various Islamic products such aS 1g of\ghe key concepts of
banking services, namely Mudharabah, MfisQarakah? 1, Aqrah Financing and a
number of interest-free bank services N% C s)éhplcs that were taken
from three commercial banks in Lit
system namely Gumhouria Bank,
has found that there is a posity
satisfaction and customer a
expected service quality and

1g the window Islamic
 in year 2012. The study
1ship between customers’

d by perceived service quality.
This study also found Sitiv 1 1car(évblationship between customers’
satisfaction and constru % ervic ality represented by (Tangibility,
Responsiveness, ASSUrgice, pp cliafdRly) dimensions. This study implicates
that Libyan banking S@CLONghO dpe ‘uiint_gumprove the expressions of the desire or
willingness of the f% 1011) Ql omers and deliver services to them. The

results of the stu beu $‘ 1d regulators in the banking sector in Libya
to improve the Cy qualf d to%ir customers by examining the dimensions of
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ABSTRAK

Pertumbuhan sektor perbankan adalah penting untuk pembangunan ekonomi sesebuah
negara oleh kerana ia menyediakan kebanyakan sumber pembiayaan untuk pern

Kepuasan pelanggan adalah salah satu faktor yang sangat penting dalam m& can
kebolehoperasian sesuatu operasi perbankan.  Dengan itu, kajian ini bertuigg ntuk
mengukur tahap kepuasan pelanggan di bank-bank komersial di Libya yang Rero rasi di
bawah sistem jendela Islam, menggunakan model persamaan struktur atau (SEN). Kajian
ini menggunakan dimensi-dimensi daripada model SERVQUAL yang wiubahsuai,
yang diberi nama KebolehPegangan, Jaminan, Kebolehgantungan, jespe dan Empati.
Kajian ini juga melihat kepada aras kesedaran pclanggan—pclang}c%‘ibya ke atas
pelbagai produk Islam seperti kefahaman tentang konsep-ke utama tentang
perkhidmatan perkhidmatan perbankan, 1aitu mudharabah, -akaf, murabahah,
pembiayaan ijarah dan beberapa perkhidmatan bank bebag upt®k 36 sampel

merentas-bahagian yang diambil dari tiga bank komersial di a, ying meffounapakai
sistem jendela Islam iaitu Bank Gumbhouria, Bank Wah an Banl Sali@ra pz?d‘KYfThun
2012. Pengkaji menggunakan Cronbach Alpha untuk ulat kebblejpg#in T soal-
selidik yang digunakan. Agihan kelaziman juga (€ diLy'i depfan ‘wmeriksn

kepencongan dan kurtosis dalam nwngaplikasikuncv P3xam sty (SEM).
Sementara itu, pengkaji melakukan analisis falgQr p¥ngcg intuk ;muji model

pengukuran yang mengkhususkan perhubungan mbplchujadl-pempbdechubah  yang
diperhatikan kepada konstruk yang tersirat} %41\ modShafode tor pengesahan
aras-pertama, dan satu lagi, model faktor pengcNhap~ras-4 ntrk Persepsi Kualiti
Perkhidmatan dan Jangkaan Kualiti P \ no/ Ardka untuk menguji
perhubungan di antara lima sub-dimensi chjgeg: i mm%im, Kebolehgantungan,
Respon dan Empati) dan satu pembc yer B r.\‘&ps‘%alili Perkhidmatan dan
Jangkaan Kualiti Perkhidmatan. AkhTgck 11 melyYlankan model Persamaan
Struktur (SEM) untuk menentukan 1 sun% antara kepuasan pelanggan

dan konstruk tersirat persepsi ffialitNperkhidata)f sepeyang ditunjukkan oleh model
SERVQUAL. Pengkaji juga pCruJmene ;

@hubingan tidak langsung di antara
elan 'Qg; yang diperantarai oleh persepsi
i antara kesedaran pelanggan dan

'L
moderator kepuasan pelgg®e olé A dagNhtus perkahwinan. Kajian mendapati

terdapat pcrhubungun% ladeseng 'lm kualiti perkhidmatan jangkaan dan
kepuasan pelangganssgangdiipergntasa HICh Qgscpsi kualiti perkhidmatan. Juga terdapat
perhubungan pog a0 SLal 1./d1 ara kepuasan pelanggan dan kesedaran

pelanggan.  Dj apatdn Shengdahkan perhubungan positif dan signifikan di
antara kepuasan$gelanggan dan kons persepsi kualiti perkhidmatan yang diwakili
oleh dimenggdittensi cholchPcsozﬁai‘l, Jaminan, Kebolehgantungan, Respon dan
Empati. X-dapatun kajian ini sangat membantu dalam pembuatan polisi oleh pihak
®yang bertanggungjawab dalam membangunkan sektor perbankan.

berkugs:

Kata Kunci: Kepuasan pelanggan, Persepsi Kualiti Perkhidmatan, Jangkaan Kualiti

o)
O

Perkhidmatan, Kesedaran Pelanggan dan Model Persamaan Struktur (SEM).
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