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Abstract

This study aiﬁls to discuss the role of Islamic banks services qualities on customers’
satisfaction and retention, the study also aims to discuss the moderating role of
customer intimacy. In order to achieve the study objectives, the researcher adopts a
descriptive analytical methodology, and used the questionnaire as the main study data
collection instrument. The study is conducted on a sample of (400) employees who are
handling and dealing with the core business of the 3 Islamic banks in west bank,
Palestine, 335 of the 400 were returned with a response rate of 81.3. It is clear from the
results of the study that the coefficient of interpretation of the impact perceived quality
dimensions (Speed, Service cost, Ease of use, Communication, User, Attitude toward
use, perceived value, risk and safety, frequency of use) on  customer satisfaction
amounted to (31%), and its p value amounted to 0.00 which is a significant at the

significance level (0.05).

It is clear from the results of the study that the coefficient of interpretation of the
impact perceived quality dimensions (Speed, Service cost, Ease of use, Communication,
User, Aftitude toward use, perceived value, risk and safety, frequency of use) on
customer retention amounted to (22%), and its p value amounted to 0.00 which is a

significant at the significance level (0.05).

The results show that customer intimacy had a 33% effect on customer retention when
it was added to Islamic banking services. This result reflects that Customer intimacy
plays an important role in customer retention, which Islamic banks must consider in the

process of attracting customers.




VIl

Based on the data analysis and the discussion demonstrated before, the following

recommendations are suggested:

. The need to pay attention to building an information and communication
technology infrastructure in [slamic banks, which is one of the most important

requirements for achieving quality banking services

. The necessity of providing an organizational culture that supports the quality of

banking services in Islamic banks.

. The direction of management should prevail towards cooperation and

encouragement, rather than towards criticism and threats.



CHAPTER ONE
INTRODUCTION

1.1 Background of the Study

The banking sector is considered one of the most important economic sectors in
developed and developing countries. This sector has been allowed to provide financial
services and other banking activities, as these businesses are based on confidence,
security and stability. There is no doubt about the primary role that banks play in the

economy (Vaithilingam & Samudram, 2006)

The idea of Islamic banks has developed that is in line with the teachings of the Islamic
religion, Tslamic banks are known as financial institutions that have focuse& all their
transactions on the principle of sharing profit and loss with their project owners. This is
why Islamic banks differ from tradi‘;ional banks in that they are committed to the
provisions of the Islamic debt, in addition to the principle of prohibition of interest. It
provides banking services and encourages investnents in its various forms through the

methods available to it (Nugroho, et al, 2020).

In Palestine, Islamic banking services developed after the establishment of the
Pales_tinian Monetary Authority in 1994 and the Palestinian Islamic Banking Law was
issued in 2000, allowing licenses to establish four Islamic banks, of which two operate,
pamely the Arab Islamic Bank and the Palestinian Islamic Bank.( Yasin, et al. 2020) A
definition of service quality should be from the customer’s. perspective {Abu-Nahel, et

" al,, 2020).




Islamic banks provide services and businesses that are similar in terms of their quality
and nature, except that they may differ in their level of quality, and in their ability to
retain customers and their satisfaction. Customer retention is the group of activities that
a business uses to increase the number of repeat customers and increase the profitability
of each existing customer. Customer retention strategies enable you (o provide and

extract more value from your existing customer base (Jang, & Kim, 2020).

As for customer satisfaction, it is represented in meeting the desires, needs and
expectations of customers, regardless of whether those desires, needs and expectations
have been disclosed and expressed- or not. Understanding customers and preparing to

raise their level of satisfaction. (Hastenteufel & Kiszka, 2020).

On the other hand, Customer intimacy involves learning as much as possible about
your customers, either as individuals or as very small segments of your market, and

meeting their specific needs (Brock & Zhou, 2012).

According to Bauminger et al. (2008), customer intimacy is 2 multidimensional
construct, which includes value perception, closeness and mutual understanding. Value
perception reflects to consumer’s ongoing relationship therefore closeness is considered
effective bonding and sense of security between customers and services providers

(Bauminger et al., 2008).

1.2 Problem Statement

The feeling of satisfaction with services or goods represents the state in which the
mental perception of the customer about the bank and the services it provides is
reflected. This feeling reflects his expectations of the bank ,Studies (Budiyono et al,

2021) such as have sought to link this concept with another no less important concept,



such as customer retention, which refers to the activities and procedures that companies

take in order to reduce the number of customers who stop dealing with the bank.
furthermore, (Nitzan, 1., & Libai, B. (201'1 ), study showed that the goal of customer
retention programs is to enable the bank to retain the largest possible number of
customers, and this is often done through providing customer loyalty and engagement
initiatives With the brand, the strategy of customer retention starts from the first
communication that occurs between the company and the customer and continues

throughout the transaction period.

Accordingly, the leve!l of availability of quality banking services in Islamic banks in
its various fields may contribute mainly to achieving customer satisfaction and
retention. (Balinado et al, 2021) study recommend to study meore attention to the
dimensions of the quality of banking services in Islamic banks by senior management
on how to achieve them and the means by which they are achieved. Preparing and
implementing specialized training programs in modem administrative systems for bank
employees and working on refining their skills with full knowledge of their work tasks
so that they can perform business efficiently because it has a positive impact on
customer satisfaction and retention. On the other hand, the concept of Customer
intimacy may play a very important role in the relationship between the quality of
banking services and customer satisfaction and retention. Mansour, (2021} study shows.
That Customer intimacy is a marketing strategy in which a product or service supplier
such as a retailer or company wants to get close to the customer to better understand
their needs and wants. customers Intimacy helps companies better understand and
anticipate customer needs and wants, which leads to the generation of new products that

are close to customers' hearts. And then one step is taken to complete the strategy of



domesticating customers with the product or service provided to it. By raising the
quality of services, Islamic banks seek to maintain their current customers and raise
their level of satisfaction with these services by realizing their expectations and quickly
meeting them in ways that exceed their expectations, and providing products that meet-
their needs in order to gain their trust and loyalty, and speed in responding and
interacting with their complaints and continuing to Communicate with them in order to
read their needs to satisfy them first, and also pay attention to their experiences to
improve the relationship :accordingly, the study problem lies in answering the main
study question: What is the role of Islamic banks services qualities on customers

satisfaction and retention when the moderating role is customer intimacy?
1.2 Study questions:

The current study seeks to answer the following questions:

1. What is the level of the quality of Islamic banking services in its dimensions
(Speed, Service cost, Ease of use, Communication, User, Aftitude toward use, perceived
value, risk and safety, frequency of use)) from the perception of workers and customers

in Palestinian Islamic Bank in Palestine?

2. What is the level of customer satisfaction from the perception of workers and

customers in Palestinian Islamic Bank in Palestine?

3. What is the level of customer retention from the perception of workers and

customers in Palestinian Islamic Bank in Palestine?

4, What is the level of customer intimacy from the perception of workers and

customers in Palestinian Islamic Bank in Palestine?



5. What is the impact of Islamic banking services quality dimensions (Speed, Service
cost, Fase of use, Communication, User, Attitude toward use, perceived value, risk and

safety, frequency of use) on customer satisfaction?

6. What is the impact of the dimensions of Islamic banking services quality (Speed,
Service cost, Ease of use, Communication, User, Attitude toward use, perceived value,

risk and safety, frequency of use) on customer retention?

7. What is the moderating role of customer intimacy between Islamic banking services

quality and customer satisfaction?

8. What is the moderating role of customer intimacy between Islamic banking services

quality and customer retention?

1.3 Study objectives:

The current study seeks to achieve the following objectives:

1. Discuss the level of the quality of Islamic banking services in its dimensions (Speed,
Service cost, Ease of use, Communication, User, Attitude toward use, perceived value,
risk and safety, frequency of use)) from the perception of workers and customers in

Palestinian Islamic Bank in Palestine.

2. Identify the level of customer satisfaction from the perception of workers and

customers in Palestinian Islamic Bank in Palestine.

3. Determine the level of customer retention frem the perception of workers and

customers in Palestinian Islamic Bank in Palestine.




4. Determine the level of customer intimacy from the perception of workers and

customers in Palestinian Islamic Bank in Palestine.

5. Determine the impact of the dimensions of Islamic banking services quality (Speed,
Service cost, Ease of use, Communication, User, Attitude toward use, perceived value,

risk and safety, frequency of use) on customer retention.

6. Determine the impact of the dimensions of Islamic banking services Quality (Speed,
Service cost, Base of use, Communication, User, Attitude toward use, perceived value,

risk and safety, frequency of use) on customer satisfaction.

7. Tdentify the moderating role of customer intimacy between Islamic banking services

quality and Customer satisfaction.

8. Identify the moderating role of customer intimacy between Islamic banking services

quality and customer retention
1.4 Study significance:

Many researchers have been interested in studying the various aspects of banking

service quality
The importance of this research lies in:

. Linking the issue of the quality of Islamic banking services to customer
satisfaction and the ability to retain them, as there was no link between them - according

to the rescarcher's knowledge - in previous studies in Palestine.

. Helping the management of Islamic banks to know the relationship with the
quality of banking services by influencing employees, motivating them, empowering

them, and developing their creativity.




. Benefiting from the results of this research will improve performance, which
will be reflected in the profits of Islamic banks in Palestine, and thus increase

shareholders *confidence that the results were positive.

«  This research may be an introduction to more research, through which it is
possible to enhance the bank’s competitive position in the Palestinian banking market,

which will be reflected in shareholders *profits if the results are positive.
1.5 Study hypothesis:

The current study seeks to examine the following hypotheses:

«  The quality of Islamic banking services in its dimensions (Availability of Services ,
Easy use, privacy , compliance to Islamic Sharia) have a positive influence on

customer retention in Palestine Islamic Bank.

+  the quality of Islamic banking services in its dimensions (Availability of Services ,
Fasy use, privacy , compliance to Islamic Sharia) have a positive influence on

customer satisfaction in Palestine {slamic Bank.

+  The positive relationship between quality of Islamic banking services in 1its
dimensions and customer satisfaction will be stronger when customer intimacy is

higher.

« The positive relationship between quality of Islamic banking services in its

dimensions and customer retention will be stronger when customer intimacy is higher.
1.6 Limitations of the study

During the conducting of the study, the researchers faced some limitations and

chatlenges, first of all the data collection period was limited, this reflected .on limited




participation of the customer base which prevented those who didn’t have a schedule
maintenance to reflect their opinions and be part of the sample, and also sample size

was affected.

Other consideration might include that the researchers couldn’t attend all the data

collection process, some the responses was collected by the employees.
1.7 Study terminology:

Service qualitj Quality can be defined as fulfilling the individual’s expectations and
requirements for a service or product provided by a specific institution or entity, and it
can be measured by knowing the extent of individuals® satisfaction with the services and
products provided, and it is achieved by avoiding the occurrence of errors, defects and

- deficiencies in them, and the concept of quality has been. specifically associated with
institutions Different types of quality in management, and in the provision of various
materials and resources, as well as quality in production and warehousing processes,
down to quality in the delivery of products and serviceé to consumers(Dandis, et al.,

2021)..

Customer satisfaction A customer, on the other hand, is the person who makes a
certain payment and arrives at a product or service. Thus, a customer can be a user (who
uses a service), a buyer (the person who acquires a product) or a consumer (the person
who consumes a service or product). The concept of customer satisfaction refers to a
person's level of compliance when making a purchase or using a service, Logic refers to
greater satisfaction, greater possibility of the customer to buy or rent services in the .

same enterprise (Budiyono, et al., 2021).




Customer retention Customer retention is the ability of companies to convert

customers into repeat buyers, which is an importaqt aspect to consider, because product
and pricing alone are not enough to satisfy your customers. The question to ask is, how
do you keep people coming back after their first initial exposure? The answer lies in
implementing strategies that focus on customer retention. If you make customer
retention a priority, your business may discover increased business profits (Kipchilat &

Omodi, 2021)..

Customer intimacy Building an emotional bond with the customer (Customer
Intimacy): A marketing strategy in which the supplier of a product or service secks to
get closer to the customer to better understand his needs. This strategy helps to
understand and anticipate the needs of customers and satisfy them in a way that exceeds
their expectations and enables to capture the heart and emotional share of the customer

(Mansour, 2021).
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CHAPTER TWO
THEORETICAL FRAMEWORK AND LITERATURE REVIEW
2.1 THEORETICAL FRAMEWORK
2.1 .1 Introductions:
2.1.2 Customer satisfaction

2.2.1 Customer concept

All companies compete with other companies to attract customers, either by
aggressively advertising their products, or by lowering prices to expand their customer
base or developing unique products and experiences that customers love {(Al-Mustafa,

2015).

Many companies closely monitor their customer relationships to gain feedback on

. ways to improve product lines (Abdulhadi, 2017).

Ensuring the success of implementing customer relationship management should be
dealt with and adopted as a strategy that touches all administrative levels from the
bottom of the administrative hierarchy to the fop, this renewed traditional view of
customers implies a great interest in the methods of communicating with them, and how
they receive and interact with this communication, which in turn reflects on the

profitability of the company (Al-Sheikhi and Abdel-Razek, 2015).

Customer relationship management (CRM) is the combination of practices, strategies

and technologies that companies use to manage and analyze customer interactions and
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data throughout fhe customer lifecycle. The goal is to improve customer service
relationships and assist in customer retention and.drive sales growth. CRM systems
compile customer data across different channels, or points of cbntact, between the
customer and the company, which could include the company's website, telephone, live
chat, direct mail, marketing materials and social networks. CRM systems can also give
customer-facing staff members detailed information on customers' personal information,

purchase history, buying preferences and concerns (Pride and Ferrell, 2009).

Customer relationship management (CRM) has helped companies move further
towards effective and efficient sales that are both away from the product and closer to
the customer. Successful CRM implementation leads to higher response rates, cross-
selling growth, and improved customer retention. A number of researchers consider
customer relationship management (CRM) to be event-based customer relationship
marketing, driven by the needs of the individual customer (Angel, 2060), equipped with
value-based marketing (Pride and Ferrell, 2009), and supported by trust-based selling.
Selling Customer relationship management applications are widely used by companies
with large customer bases and extensive sales such as banks where sales personnel need
a good customer relationship managemént (CRM) platform to rely on to increase their

sales.

CRM mntight be used and applied in many companies including the Islamic banks. The
Islamic bank is an institution, which is governed by the Islamic law called as shariah.
However, this institution requires an understanding on the needs of consumers and
establishes reliable relationships with customers; one of the ways is by applying the
CRM in its business operations. Islamic banks must create competitive advantages and

compete in terms of the uniqueness of products and services with other banks.
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Therefore, it is important to observe the practices of CRM in the Islamic banks, which

can be uséd as a reference to other banks (Khan, et al., 2022).
2.2.2 Types of customers in terms of personality style

Everyone can be divided linto two categories (logical and emotional) and two
subcategories (dominant or adaptive). Logical people have great memories and
analytical thinking skills. They are gifted in mathematics and languages. Emotional
people are creative, intuitive, and creative. Dominant people usually take the lead, while

adaptive people feel a strong need to be a part of the group.

I-Logical and controlling customer:

The logical and controlling customer deals in absolute matters and does not tolerate
mistakes. He also doesn't er it when someone gives him advice. Uses stress and loves
people who can handle it. Managers also love competition and their position is very
important to them. They generally use short sentences and listen attentively, but may

interrupt at any time. Directors love quick facts and results (Naseer, 2007).
2-The social customer (emotional and controliing):

Social people like to talk a lot and like to make new friends. They are proactive. .
Social people love to have fun and love to gain attention. Because of this, they do not
like to be alone. Brightly colored clothes, unique cars, and expensive trimmers are part
of their style. Social contractors aren't organized, they're not good listeners, and they
don't pay attention to details. They are very emotional and optimistic. Socialists.like to

help people. They are very adept and take risks. Social people know how to persuade
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people and like to make hard statements. They can make decisions quickly, but he can

change their mind at any time (Al-Derawi, 2019).
3-Analytical customer (logical and adaptive):

Analyzes usually ask many detailed questions. They are slowly assessing your
efficiency over time. Analytic people can also be easily persuaded. They are accurate
and loving truths, which they always check. They tend to be perfect. They adhere to the
instructions and follow the rules strictly. They have strong critical thinking skills and
are therefore slow to speak, move, and make decisions. They are composed, cautious,
and calmly speaking. They are generally risk-averse and change their focus quickly,

making them appear less persistent (Slim, 2017).
4-Emotional and adaptive customer:

An emotional and adaptive customer feels an intense need to be part of the group.
They value relationships with people. They love to talk and will talk a lot, but they will
never take the initiative. Relatives are loyal and do not like changes. They are able to
focus on their tasks and are great listeners and avoid any disagreements or
disagreements partly because commentators do not care about facts and details and they
do not wish they do not want to make any decisions or take responsibility and can cause

big delays.
2.2.3 Customer Relationship Management

Management scholars define and perceive customer relationship management (CRM)
from different perspectives. Customer relationship management is defined as “long-

term, mutually beneficial arrangements in which both buyer and seller focus on
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enhancing value by creating more satistying exchanges” (Ingram et al,, 2010). Another
definition of Customer Relationship Management (CRM), using an aitemativé term and
perspective is “Customer Marketing is an organized way of measuring, managing and
improving the performance of your customers and the customer focus in your company”

(Curry and Curry, 2000).

From an academic perspective, management scholars believe that banks should
acquire, satisfy, and maintain customers while maximizing their profitability and
minimizing the cost of managing their relationships. Banks are also required to restore
and manage relationships with customers who have abandoned the company. To
increase the customer retention rate, the study indicates that proactive service
companies are working on two basic strategies; Satisfy customers and maintain a long;

term relationship with them.

From a practical perspective, management practitioners recognize the true benefit of a
successful CRM system as an increase in customer loyalty and thus revenue. For
example, a survey conducted in an American credit card company shows how
increasing customer loyalty by only 5% cans double the company's profits (Banking
Customer Relationship Management, 2000). Another study in a US bank, Customer
' Relationship Management (CRM) is a critical component of the accelerated profit
equation (PRO), or optimizing profitable relationships, provides a customized service
architecture for the bank's high-profit customers (key accounts) and trained PRO
bankers expand the customer relationship and enhance Bank commitment to these main

accounts 1999), (Britt, 2005).

Another benefit practitioners see in customer relationship management is the increase

in customer value over time as banks (managers and employees) must exert their utmost
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efforts to maintain long-term profitability to achieve and increase customer profitability
for each customer (McKay, 2010), through a dedicated and personal method, 2002)

(Gupta and Shukl)

Academics and business scholars have a strong interest in customer satisfaction
because they constitute the convincing focus of success, for example, Kulkarni, Lacey
and others emphasized the urgent need to satisfy the customer through the provision of
exceptional services tailored to innovation, and passive asset transformation (service
elements that include technology and service processes) Environment and people) into
assets of much greater value to both the customer and the organization. As Brett tries to
describe exceptional service and elite, Campbell & Frey (2004) attempt to focus on

methods of achieving customer satisfaction and profitability in financial banking.

Management, marketing, sales, and human resource researchers and practitioners
reveal that customer relationship management is adopted and implemented through
different programs and tools in different countries such as Turkey (Bayraktar et al,,
2010) Malaysia (Mohd Rizaimy et al., 2010), As well as in many service organizations

such as airlines) Liou, and fast food chains (Mornay, 2009).

Business is nothing but relationships and “is the lifeblood of all banks” (Pride ana
Ferrell, 2009). Within the service industries, this relationship is an interactive process
(Re-inartz and Kumar, 2000). Depends on human resources using customer databases
and effective communication methods with customers Therefore, there is an urgent need
for highly qualified bankers who are professionally selected, trained, empowered, and
responsible for maximizing objective customer interactions through CRM programs.

Thus, using data from past customer behaviors, cross-selling opportunities, and
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demographics to identify arcas of sales opportunity, and significant customer interest is

essential (Ingram et al., 2010).
2.2.4 Traditional eustomer relationship management:

Over time, various add-ons have been added to customer relationship management
(CRM) systems to make them more useful. Some of these functions include recording
various customer interactions via email, phone, social media, or other channels;
Depending on the capabilities of the system, automate various workflow automations,
such as tasks, calendars, and alerts; Giving managers the ability to track performance
~and productivity based on the information recorded within the system (Najm et al.,

2017).

Customer relationship management (CRM) tools with marketing automation
capabilities can automate repetitive tasks to enhance marketing efforts at various points
in the life cycle to generate leads. For example, when you enter a sales prospect into the
system, it may automatically send out email marketing content, with the goal of

converting a potential customer into a fully qualified customer.

Sales force automation tools track customer interactions and automate specific
business functions of the sales cycle that are essential to tracking leads, getting new
customers, and building customer loyalty. In addition to call center automation which is
designed to reduce the tedious aspects of a call center agent's job, call center automation
may include a pre-recorded voice that helps solve customer problems and disseminates
information. Various software tools that integrate with agent desktop tools can handle

customer requests in order to reduce call time and simplify customer service processes.
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Automated call center tools, such as chatbots, can improve customer user experiences

(Hussain, 2013)
2.2.5 Social customer relationship management

Social Customer Relationship Management or Social Customer Relationship
Management is the integration of social media channels into customer relationship
management (CRM) systems. Customer relationship management (CRM) platforms are
increasingly supporting social media along with traditional channels so that customers
can interact with banks through their preferred channels. This means better customer
service and greater marketing insights gathered from customers' social media data

(Ahmad, 2018).

Social Customer Relationship Management (CRM) enables business to communicate
with customers using the channel of their choice - whether by phone, text message, chat,
email, or social media (such as Facebook or Twitter). Beyond these interactions, a
social CRM system helps banks gather richer, actionable insights about customers'

feelings about their company, brand, and specific products or services (Tantawi, 2019).
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2.2.6 Neuro-marketing

“Neuromarketing” loosely refers to the measurement of physiological and neural
signals to gain insight into customers’ motivations, preferences, and decisions, which
can help inform creative advertising, product development, pricing, and other marketing
areas. Brain scanning, which measures neural activity, and physiological tracking,
which measures eve movement and other proxies for that activity, are the most common

methods of measurement (Al Fauzi & Riyanto, 2022)..

The two primary tools for scanning the brain are (functional magnetic resomance
imaging) uses strong magnetic fields to track changes in blood flow across the brain and
is administered while a person lies inside a machine that takes continuous
rﬁeasurements ovet time. (electroencephalogram) reads brain-cell activity using sensors
placed on the subject’s scalp; it can track changes in activity over fractions of a second,

but it does a poor job of pinpeinting exactly where the acfivity oceurs or measuring it in
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deep, subcortical regions of the brain (where a lot of interesting activity takes place). An
unctional magnetic resonance imagingcan peer deep into the brain but is cumbersome,
and it tracks activity only over the course of several seconds, which may miss fleeting

neural incidents (Al Fauzi & Riyanto, 2022).

2.2.6 Quality concept

The concept of quality is due to the Latin word (Qualities), which means the nature of
a person or the nature of the thing and the degree of hardness, and in the past, it meant
accuracy and perfection through their manufacture of historical and religious

monuments (Al-Muammar, 2014, p. 12)

Bin Saeed (1997, p. 45) defined quality as: "the ability to fulfill the beneficiary's
requests in a manner that is consistent with his expectations, and achieves his complete

satisfaction with the service that was provided to him."

Ta'minah (2001, p. 87) defined it as: “Consistency with the standards and correct
performance in a safe manner acceptable to the society, and at an acceptable cost that

eads to effective service.”

Al-Zoubi (2013, p. 11) defined it as: “the holistic specifications of an entity, such as
being a product, an individual, an organization, which relate to its capabilities to satisty

existing or assumed needs.

And all of these definitions, with their multiplicity, are almost grouped around two
things, which are, so to speak, the cause and effect, because the reason is a set of

characteristics that must be available in the good or services and conform to the
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standards and correct performance and fulfill the consumer's desires for it, and the result

is the consumer's satisfaction with this commodity or service and turnout.

Through the definitions provided by the researchers of quality, it is possible to deduce a
set of characteristics that must be available in a good or service to be able to possess

consumer satisfaction, namely:

1- Able to fulfill the beneficiary's requests in a manner that is consistent with his

expectations

2- Able to meet the needs of consumers and customers, whether in terms of product

design, manufacture, or performance ability.

3- Able to satisfy and delight customers and consumers.

4- An acceptable cost that leads to an effective service.

5- Integration. of the efforts éf all activities through improving operations

The quality of service is defined as a criterion for the degree to which the actual
performance of the service matches the expectations of the customers or the difference
between customer expectations and their p-erception of the actual performance of the
service, which is the concept that many researchers have adopted. Service should be

from the customer’s perspective (Al-Khalidi, 2006, p. 4)

The quality of service is considered one of the basics that precede customer
satisfaction, and in return, customer satisfaction affects the customer’s future purchase
decision and perception. Likewise, the quality of banking service is a prerequisite for
satisfying the customer’s desire and for retaining it. He identified ten dimensions of

service quality in the service industry, namely: embodiment, honesty, responsiveness,
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competition, courtesy, credibility, security, freedom, communication, and customer

understanding (Abu Muammar, 2005, p.78)

Parasuraman: 1988 developed 22 items for measuring service quality and summarized

them in five dimensions:
1 _Trust: It means the ability to perform the service independently and accurately.
-2 Response: It means the desire to help the customer and develop the service provided.

-3 Personification: It means the material facilities, equipment and external appearance

of the employees.

4- Empathy: it means the level of personal care and attention provided to the customer.

(Abu Muammar, 2005, p.79)

Simply put, electronic banking occﬁrs when customers use the Internet to access their
bank accounts to conduct banking transactions (Sathye, 1999). Thus, the provision of
multi-channel banking services has become a competitive necessity and a safeguard for
the interaction between banks and their customers (Stoica et al., 2015). Both banks and
customers can benefit from electronic banking services. Banks can create higher
banking efficiency by enabling customers to open accounts, make deposits, transfer
funds across accounts and make payments entirely online (Tagi El Din and Sun, 2016)
Customers can perform financial operations such as purchases and trahsfer funds
quickly and easily (Ling et al. , 2016). In particular, electronic banking offers
advantages to customers because they can conduct their transactions and other financial

activities from home.

Despite the advantages of electronic banking and the huge investments that banks make

in implementing internet banking technology, many customers are reluctant to use these
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services (Chaouali et al., 2016; Tarhini et al., 2016). In fact, its adoption by clients has
been reported to be very low and not as expected (Shaikh and Karjaluoto, 2015; Shih et
al.,, 2010). Celik (2008) and Yusufzai and Yani de Soriano (2012) found that Turkish
and English banks were unsuccessful in sparking enthusiasm among their customers for
the adoption and acceptance of internet banking. This low uptake of electronic banking
despite the widespread use of the Internet as a whole. The number of Internet users
reached 3.7 billion, representing 49.7 percent of the total population (comScore Report,
2017). This low adoption rate is alarming for banking institutions (Alalwan et al., 2014)
and leads to the question of why different countries show different levels of internet

banking adoption.
1-The User:

Consumer knowledge is often used to describe and define a primary user state, and is
often measured based on self-assessment (Park et al, 1994). In the IT literature on
adoption, this knowledge has been linked to the actual level of digital skills of users
(Sadowski, 2017). Howard and Moore (1982) emphasize that consumers should be
aware of a new product before intending to use it. Creating awareness among
consumers about a service or product is important for any intention to use it (Alnour,
2013; Alsour and Al-Hyari, 2011; Sathye, 1999). Thus, if Jordanian consumers are not
using electronic banking services, it may be because they are not aware of the

availability of this service, nor of the benefits it provides.
2-FExperience and ease of use:

Benefit indicating improved functionality resulting from the use of the electronic

banking literature abstraction system indicates a positive relationship between perceived
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benefit and intention to use electronic banking (Pikkarainen et al., 2004; Eriksson et al,,

20035; Gounaris and Koritos, 2008; Ozdemir et al., 2008).

Perceived usability and perceived usefulness are the main factors that influence the
intent to use electronic banking. Perceived usability and perceived usefulness are two
critical determinants of system use in an organisation. Fase of use is an important factor
when adopting electronic banking services. Electronic banking services must be user-
friendly to ensure the use of customers. One of the reasons for the failure of electronic
banking in the United States is the difficulty of use in terms of technological innovation
of electronic banking, if Jordanian customers do not use electronic banking, it may be

because Internet banking is not user friendly. (Eriksson et al., 2005)
3-Safety:

Feeling of security when conducting transactions on the Internet is a key factor that
removes customer concerns about online purchases (Salisbury et al., 2001). Customers
tend to make more use of an electronic service only if they feel that their transactions
are secure (Cheng et al., 2006). It is clear that security affects the use of electronic
banking services, as heightened security leads to an increase in the use of electronic
banking services. Hence, there is theoretical and empirical evidence of a significant
association between confidence and intention to use electronic banking. For example,
Deoney and Cannon (1997) found that consumer trust correlates with the intent to use the
seller in the future, while Gefen (2000} found that trust has a significant effect on
purchase intentions and increased trust in an e-commerce seller suggested an
individual's intention to use the seller's site. Moreover, previous research has also

recognized a significant association between confidence and PU (Chircu et al., 2000,
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Gefen et al., 2003; Stewart, 2003). In this context, Danie! (1999) has argued that

security is one of the most important factors affecting customer acceptance.

Model

Criteria(Subcriteria)

Concept

Swan and Combs,
1971

Gréinroos, 1984

Parasuraman,
Zeithaml, and
Berry, 1985

Parasuraman,
Zeithaml, and
Berry, 1688
(SERVQUAL)

Cronin and Taylor,
1992 (SERVPERF)

Roblado, 200_1
(SERVPEX)

Dabholkar,
Thorpe and Rentz,
1996 (RSQS)

Brady and Cronin,
2001

Caro and Garcia,
2007

Wuand Cheng,
2013 (SSQAI)

Instrumental performance, Expressive performance

image, technical guality, functional quality

Reliability, responsiveness, customizaton, credibility,
competence, access, courtesy, security, communication,
tangibles, and understanding

Tangibles; Rellability; Respousiveness; Assurance;
Empathy

Same as SERVQUAL: Tangibles; Reliability;
Responsiveness; Assurance; Empathy

Tangibles; Reliability; Customer care

Physical aspect {Appearance, Convenience); Rellability
(Promises, Doing it Right}; Personal interaction {Inspiring,
confidence, Courteous /Helpful); Problem Selving; Policy;

interaction quality (attitude, bebavior, and experience);
physical environment quality {ambient conditions, design,
and sccial factors}; outcome quality {waiting time,
tangibles and valence}

Personal interaction(conduct, Expertise, Problem
Solving); Design [Range of service, Operating time);

Physical Environment(Tangibles, Information); Outcome
[Punctuality, Valence)

Interaction Quality (Condutz, Expertise, Problem solving);
Physical Environment Quality (Cleanliness, comfort,
Tangibles, Safety&Security}; Ouicome Quality {Valence,
Waiting Time}; Access Quality (information, convenience)

Disconfirmation concept

Disconfirmation concept
Disconfirmation concept

5Gap Model of Service
Quality

Disconfirmation
measurement with {Q=2P-
LE}

Performance-based
(perception) measurement

(Q=1F)
Disconfirmation in a single
geale from "less than

expected’ to more than
expected’

Performance-based
Hierarchical strueture

Performance-based
Hierarchical structure

Performance-based
Hierarchical structure

Performance-based
Hierarchical structure

2.2.7 Customer Intimacy

Building an emotional bond with the customer (Customer Intimacy): A marketing
strategy in which the supplier of a product or service seeks to get closer to the customer

to betier understand his needs. This strategy helps to understand and anticipate the
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needs of customers and satisfy them in a way that exceeds their expectations and

enables to capture the heart and emotional share of the customer.

This strategy is highly customer-centric, as the company seeks to build a special
relationship with its customers, by constantly customizing its offerings to meet the

unique needs and desires of customers.

To understand the mechanism of creating a deep relationship with customers,
companies must build multi-level communications with customers to understand the
~ reasons, motivations, béhaviors, and decision-making stages of buying behavior, and
they must also focus on the service as a whole, not just on the sale process alone. For
example, when making a mobile phone, the manufacturer realizes that it is not selling a
mete technical device but rather a lifestyle so it is important to bring the customer at
each step of production. This is to understand the underlying needs Qf customers and
develop insights into their habitual behavior that reads their lines of needs to create

products that customers do not realize they need.

The concept of building a deep relationship with customers is one of the three basic
elements of the value discipline model, which was deﬁeloped in the early 1990s by
strategists Michael Tracy and Fred Wierzima who introduced the model in an article for

Harvard Business Review. The three elements are:
Operational Excellence: Delivering quality products at the lowest total cost.

Product leadership: Developing new and better products through differentiation and

innovation.
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Deep Customer Relationship: Continnously customize products and services to meet

customer needs.

Deep customer relationship can be considered as an advanced form of business in
which customer focus is better by learning as much information as possible from them
to improve service more and more to meet their specific needs. With accurate
knowledge of customers, a customized product can be offered to them that well meets

their needs in a way that exceeds their expectations.

This strategy can be risky and costly, as it requires the entire company to put most of its
focus and efforts on the customer, and to give a lot of time, attention and resources to a

single group of customers or small segments of the market.

2.3 Literature Review

1- Dahliani, & Wilandari, (2021) study aims to examine the influence of Customer
Intimacy on Religious Based Brand Trust, Customer Satisfaction, and Customer
Loyalty in Islamic Banks. This research was conducted on 140 customers of Danamon
Sharia bank in the Jember Regional Coordinating Board. The data used in this study are
primary data and secondary data. This study indicates that customer intimacy has a
significant effect on religious-based brand trust, customer satisfaction, and customer
loyalty. This study also found that religious-based brand trust affects customer loyalty
and customer satisfaction has an effect on customer loyalty. This study also suggests
that future studies examine other variables related to the variables that have been used

in this study.Purpose
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2- Egala, & Mensah, (2021) study investigated the impact of quality digital
banking services delivered during the COVID-19 pandemic on customers' satisfaction
and retention intentions. This study combined constructs drawn from the E-S-QUAL
and BSQ models to measure the impact of digital banking services on subséribers of
" digital banking services in Ghana. The study utilized structural equation modeling with
partial least squares {(PLS-SEM) to analyze 395 responses. Results revealed a significant
direct effect between digital banking services satisfaction and customer retention
decision.rThe results also revealed that digital banking services quality dimensions such
as ease of use, efficiency, privacy/security and reliability impact customers' satisfaction
and retention intentions. This study has underlined the significance of quality digital
banking services in developing countries. The study underscored the need for banking
and non-bank financial institutions to embrace the much-anticipated quality service
demanded by customers and the need for continuous service improvement relative to

the growing deployment of financial technologjes.

3- The Krivinska, et al., (2021} The study proposes a model and empirical testing of
the impact of environmental instability on organizational resilience and enterprise
performance based on four main assumptions, due to the interrelationship between
uncertainty, dynamics and complexity. The external economic environment and the
resilience of the enterprise has been demonstrated; The impact of organizational
flexibility on enterprise performance has been identified; The basis of resource criteria
for flexibility is defined; The key factors for reaching a high level of performance were

discovered by the organization.

4- Alshurideh (2021). study purpose was to assess the service quality of bank agents

on satisfaction in Mbeya. The specific objectives of the study were to assess the
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influence of reliability of bank agents on customer satisfaction, to assess the influence
of responsiveness of bank agents on customer satisfaction, to assess the influence of
-assurance of bank agents on customer satisfaction, to assess the influence of empathy of
bank agents on customer satisfaction and finally to assess the influence of tangibility of
bank agents on customer satisfaction. The study, based on a case study design, used a
non-probability sampling method to select one hundred and seventy (170) respendents
from a total population of 3,734, selected by convenience sampling using only Mzumbe
University students. In this study, a questionnaire was used for data collection. The data
was presented in figures and tables for casy interpretation. The data collected was
analyzed by descriptive analysis using SPSS and Microsoft Excel. The data obtained
revealed that majority of the bank's customers were satisfied with the quality of services
provided by the bank's agents when they receive services. Factors such as the
professionalism, reliability, attentiveness, communication skills, intellectual impression
and responsiveness to customer satisfaction of the bank agents contribute to this. This
study is beneficial for both banks and customers as it illustrates the key elements of

service quality that are important for service delivery and building good service.

5- Mustafa, (2022) study main objective of this paper is to examine the Islamic bank
service and quality, and its correlation on customers satisfaction and loyalty of Islamic
banking. A questionnaire survey was conducted to ask the respondents’ ideas about their
services and their correlation on their satisfaction and quality. the research. The sample
has covered 9 Islamic banks from Iraq (16% Of Kurdistan International Islamic Bank
for Investment & Development, and 11% of Cihan Bank Islamic Investment and
Finance, also 13% of AlNahrain Islamic, 7% of Nasik Islamic Bank, 14% of Elaf
Islamic Bank, also 14% of Iragi Islamic, 16% of Dijlah and Furat Bank for

Development & Investment, only 2% of Islamic Regional Cooperation Bank, finally 7%
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of National Islamic) percentage of each bank. Regarding respondent gender, 162 which
is 77% were male and 48 which is 23% were female. 130 respondents were married and
it's about 62%. And 80 respondents were single and that is about 38%. Regarding
respondent ages, 42% were 21 to 30 years old, 40% were 31 to 40 years old, 14%, 2%,
and 1% were aged 41 to 50 years, 51 to 60 years, and above 60 years old respectively.
regarding sample respondents' education level, 7% were holding a primary certificate,
10% held a secondary certificate, and graduated were 27%, also 14% were holding a
post-graduate certificate, Ph.D. holders were 5%. As a result, The researcher used a
questionnaire that classified into four sections of information in this research, to make
sure the validity of the scale that we used in the study, the reliability were confirmed by
the Cronbach alpha coefficient and it were Islamic bank service((.899),Customers
satsfaction(0.869),Customer’s loyalty(0.879) which are an acceptable value according
to (Bland and Altman 1997) which says that the acceptable Cronbach alpha value must
be more than 0.70 based on Cronbach alpha test which affects by the number. tested
items. On the other hand, the researcher has found that there is a strong relation between
Islamic bank services and customers loyalty which was found from the correlation table
result above at significant the 0.01 level (2-tailed). The level of correlation is high
which is 0.721** this means that the second hypothesis i.s accepted that stated that”

There is a significant relationship between job Islamic bank services and customers

loyalty.

6- Al-Gharaibah Study, (Al-Gharaibah, O. B. (2020). 2020). Forecasting of
electronic banking adoption in Malaysia using the Extended Technology Acceptance
Model Electronic banking (electronic banking) is a service that can facilitate financial
transactions. However, users have numerous concerns when dealing with online

banking. This paper aims to develop an extended model to predict and explain
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customers' behavioral intentions in relation to Internet banking adoption. The proposed
medel includes four variables to provide a more comprehensive investigation of Internet
banking. Data were collected from postgraduate students in Malaysia. The results
- showed that the proposed model has moderate explanatory power. In addition, the
results of ease of use and customer behavior are highly correlated with the adoption of
electronic banking services. By contrast, the perceived benefit and risk have little to do
with the adoption of electronic banking. Decision makers have to ensure that electronic
banking services are easy to use and must provide clear instructions for using the

services.

7- PHU, N. T.C, & MINH, T.A (2020) Study entitled Some Factors Affecting
Choice of Electronic Banking Services by Individual Customers in Commercial Banks.
It studies a number of factors affecting the choice of electronic banking services
(electronic banking services) by individual customers of commercial banks. The form is
presented with 5 factors that influence the choice of using electronic banking services.
The study implemented descriptive statistical methods, mefrics measurement
(Cronbach's alpha), and discovery factor analysis (EFA) with a sample of 384 individual
customers using electronic banking services in a commercial bank. Thus, the authors
identified the effect of each factor influencing the choice to use electronic banking
services for individual customers. The results of this research will be useful for officials
to provide solutions to contribute to improving the quality of electronic banking
services, and thus increase the number of customers using electronic banking services in

addition to the operational scope.

8- Al-Kady’s Study (2020) focused on the population as represented in the Egyptian

banking sector, and specifically the commercial private sector banks operating in Upper
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Egvpt, and the sampling unit was represented by (the customer It is the individual to
whom the service is provided while dealing with the banks in guestion. Where a
stratified random sample was determined from an unspecified (relatively large) study
population, and the sample size was determined based on statistical tables, where the
selected sample size reached (384) with a confidence level of 95%,- and a significant
level of 5%. The researcher distributed the survey lists to the banks under study
according to the proportional distribution method, and the number of lists returned fo
the researcher and valid for statisticai analysis reacﬁed (316) survey lists with a
response rate of 82,29%, which is a good percentage in the field of social sciences.
Based on the results obtained, the indications of the study were presented, and a set of

recommendations were developed that help the Marketing Department and the

-employees of the Egyptian banks to improve the quality of banking services provided to

customers,

9- Ramadan Study (2019) This study aims to identify the impact of the quality of
banking service, represented in five dimensions (after dependency, after tangibility,
after response, after security and after sympathy) on the satisfaction of customers of the
Algerian Popular Loan Bank CPA, the M'sila Agency. The study popu!étion cénsists of
customers benefiting from the banking services of the Algerian Popular Loan Bank,
M'sila Agency, M'sila Province, Algeria, and used the questionnaire as a means to
obtain data where; A questionnaire consisting of 23 statements was designed, and in
light of this, data were collected and anélyzed using the SPSS statistical program,
version 25, and the study .sample consisted of 70 bank customers, 65 questionnaires
were retrieved, and 05 were lost, with a refund rate. 93%, of which 56 questionnaires
were subjected to analysis, and 10 questionnaires were excluded. The study concluded

that there is a positive impact of the dimensions of the quality of the banking service
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provided (reliability, tangibility, responsiveness, security, and empathy) on customer
satisfaction, and it became clear that the dimension of security is the most influential
dimension on customer satisfaction, while the strongest dimension is at the Popular
Loan Bank Algeria, CPA The accountability in terms of quality is the dimension of
reliability and the weakest dimension after the tangibility. concrete, being the weakest
dimension in terms of quality, has the Popular Bank of Algeria CPA, the Messila
Agency, with the strengthening of strengths and improvement of weaknesses in other

dimensions.

10- Abduliah's study (2020) This research aims to measure the impact of the quality
of banking services provision on achieving customer satisfaction by building a positive
mental image in the banks located in Yemen - Sana'a. To achieve the study objectives;
The researchers used the questionnaire as a main tool to collect data, and then process it
using SPSS. The rescarchers used the descriptive and analytical approach to answer the
study questions and test hypotheses. The results of the statistical analysis showed a
positive role between the quality of banking services provision in its dimensions and
mental image, and customer satisfaction, as the higher the quality Banking services, the
mental i'mage increased satisfaction, and based on the results, the study recommended
banks operating in Yemen to synchronize technology and keep pace with the banking
market simultaneously to enhance and improve the level of quality of services required
for customers by developing plans and strategies for the banking market, clarifying

interest in it and following up its implementation.

11- Benign Study (2019). The aim of this research is: "Studying the patterns of using
credit cards and their relationship to consumer behavior in light of the quality

requirements of faculty members." - Quality education), where their ages ranged
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between (25-50) years and from different economic and social levels. The research tools
included: a social and economic response form, a general data form, a faculty member,
a scale of patterns of credit card use, a scale of faculty members, an assessment scale, an
assessment test results, measurements of your teaching staff, specifications, and

specifications in the teaching staff.
Commenting on previous studies:

Most of the previous studies sought to research the link between the quality of
banking services, and most of them were related to banks in general. Previous studies
have linked this concept to customer satisfaction, but there are few of these studies that
sought to link the quality of banking services with the ability to retain customers. There
are also a few previous studies that sought to show the role of Customer intimacy as a
mediating variable in the relationship between the quality of banking services and

customer satisfaction or the ability to retain them.

Where most of the previous studies followed the descriptive analytical approach based
on data collection, while the current study focused on the same approach, but through

the questionnaire as a main tool for data collection.

The current study is also distinguished from other previous studies in that it sought to
research a new link between the quality of banking services and customer satisfaction
and retention in a period where the customer's domestication played a mediating role in

such a relationship.

The current study is similar to other studies in terms of seeking to identify the factors

affecting the use of Islamic banking services and the factors that affect their acceptance,
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as previous studies dealt with the study of some factors affecting the use of Islamic

banking services.

The researchers benefited from previous studies in formulating the theoretical

framework of the study as well as identifying the scientific method used in it.
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Chapter Three
Methodology

Introduction

The scientific research process is known as a programmed and organized process,
which includes an arranged and defined approach with a clearly defined timing, and the
researcher adopts it to find out the solutions that should be followed; Scientific research
is a process based on a set of sequential and coordinated steps, which are governed by a
set of rules and principles that the researcher must adhere to. Researchers and scholars
differed in determining the number of these steps; Where some of them assumed that
the scientific research process requires ten steps, and some of them identified it with six
steps, but in total it depends on defining the research problem, and then collecting data
related to it, formulating it in a clear way to elicit the causes of the problem, and then

moving on to suggesting appropriate solutions to it.

3.1 Research Design

‘The current study was based on the descriptive analytical method. The analytical
descriptive approach helps researchers in collecting information rand data, while finding
different ways to interpret it. Through the descriptive-analytical approach, the
researcher can link the relationships; By asking questions or making hypotheses.
Through the descriptive-analytical approach, the researcher can extract the results

according to various evidence and clues.
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3.2 Data and Information Collection Methods and Statistical Testing

Surveys: One of the most important quantitative methods is used to collect
information from a predetermined group of respondents. Various types of surveys or
polls can also be used to explore opinions, trends, etc. With the advancement of
technology, surveys can now be sent online and can be accessed by respondents with

case.
3.2.1 Sources of Secondary Information

They are sources that contain information transmitted directly or indirectly from
primary sources. Information in secondary sources may be transmitted or translated, so

it is less accurate than information in primary sources for the following reasons:
e Possibility of error in transferring numbers

e Possibility of error in choosing the appropriate vocabulary and terminology in

the case of translation

e Probabilities of adding to the original data and then falling into the data

interpretation scheme

e Possibility of distortion (intentional change) in the data, which leads to

distortion of meaning
The most important secondary sources used in the current study are:
1. Books: more widespread and specialized in human knowledge

2. Periodicals: They are regular or irregular in shape and are called serial publications
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3. Encyclopedias and encyclopedias: (collecting information from primary -+ secondary

sources)
4. Brochures and pamphlets: Publications smaller in size than a regular boo

5. Evidence: concerned with information on scientific institutions

3.2.2 Sources of Primary Data

It is the information that is published for the first time, and the information of the

primary sources is considered as close to the truth as possible.

3.3 Instruments

The researcher adopts the questionnaire as the study main data collection tool which is
a set of paragraphs, questions and phrases that you prepare as a researcher in order to
obtain the data you need in order to reach the results through which you achieve the

goals of writing scientific research.

The researcher depended on Mulia, D., Usman, H., & Parwanto, N. B. (2020). The
questionnaire included items to measure the respondents' views toward each indicator of
Quality of Islamic banking services (self-regulation, self-motivation, self-awareness and
social skills) and eustomers satisfaction (Customer satisfaction, customer retention).

The questions and paragraphs in the questionnaire are interconnected with each other so
that you as a researcher can In order to obtain the data you need, the questionnaire is

implemented after it has been properly prepared by sendfng_the questionnaire to the
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sample that you specify as a researcher for your scientific research, and then you as a

researcher have to retrieve the questionnaires from the sample after answering them to

analyze the data contained in the participants’ answers on the survey questions, and you

should make sure that the questions you have prepared in the survey enable you to

obtain the data you need.

The questionnaire prepared by the researcher is suitable to provide data for writing the

scientific research. Therefore, there are a set of steps that have been taken into account

during the preparation of the questionnaire for scientific research, and you can achieve

success in preparing the questionnaire by following the following steps:

The questionnaire has been prepared in accordance with the objectives of the
scientific research you are writing, so that you can obtain the accurate data you
need.

The objectives are transformed into a set of paragraphs, which, as a researcher,
will be able, by analyzing the data on the answers to the questions contained in
the paragraphs, to answer the research questions, and thus you will be able to
achieve the objectives of your scientific research.

Experiment with the questionnaire that you prepared, by executing this
questionnaire on a small sample that represents the main sample that you want to
target through the scientific research you are writing.

Seeking the assistance of referees specialized in the field of your scientific
research to modify the paragraphs and questions of the questionnaire in line with
the nature of your research and the goals you seek to achieve by preparing the

questionnaire.
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¢ Modify the data in light of the observations you obtain as a researcher through
the experience of the questionnaire or the observations and instructions of the
specialized arbitrators.

e Choosing the most appropriate method for distributing the questionnaire to the
members of the scientific research sample, in order to make sure, as a
rescarcher, that the copies reach the sample correctly and be able to retrieve the
questidnnaires after answering their questions in order to be able to analyze the

data contained in them.

o At least 75% of the number of distributed questionnaires will be recovered

3.4 Validity and Reliability

Reliability is about consistency and stability; it is the expectation that there will not be
different findings each time the measures are used, assuming that nothing has changed

in what is being measured (Sekaran & Bougie, 2009).

Reliability: Reliability is among the most important topics of interest to reséarchers in
terms of its impact on the importance of research results and their ability to publish
results. Reliability and consistency are related to the tools used in the research, and their
ability to measure and accurately. measure the readings taken from these fools.
Cronbach's alpha is a measore of test stability (test battery, questionnaire), Cronbach's
alpha is a measure of internal consistency, i.e. how closely a set of items are related, and

Cronbach's alpha is a simple way to measure whether a result is reliable.
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Table (1): Cronbach’s alpha coefficients of the research variables.

‘Quality of Islamic banking services 0.935
Speed 0.881
Service cost 0.777
Ease of use (0.843
Communication 0.824
User 0.926
Attitnde toward use 0.890
perceived value 0.797
risk and safety 0.906
Customers satisfaction 0.926
customer retention 0.890

Such as test-retest stability, internal consistency (Cronbach, 2004), split-half (Feldt &
Brennan, 1989), Cronbach's (alpha) reliability (Allen & Yen, 2002), and many others.
The above tests are commonlﬁ used as a measure of the internal consistency or stability
of a psychometric test score for a sample of examinees. They are widely used in the

social sciences, business, nursing, and other disciplines.

Cronbach’s Alpha Coefficients Construct, internal consistency (Cronbach, 2004), .is
commonly used as a measure of the internal consistency or stability of a psychometric
test score for a sample of examinees. They are widely used in the social sciences,
business, nursing, and other disciplines. It was found from the previous table that the
value of the reliability coefficient was higher than 70%, which shows that the study tool
is considered stable and satisfies the purposes of scientific research, as shown (El
Sakran, T., Nunn, R., & Adamson, J. (2019).

Such as test-retest stability, internal consistency (Cronbach, 2004}, split-half (Feldt &
Brennan, 1989), Cronbach's (alpha) rcliability (Allen & Yen, 2002), and many others.

The above tests are commonly used as a measure of the internal consistency or stability
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of a psychometric test score for a sample of examinees. They are widely used in the

social sciences, business, nursing, and other disciplines.

Read more at Article.com: https://mgaall.com/calculate-coefficient-stability/3.5 Models &

Hypotheses

3.5.1 Research Model:

[ Independent variable ] : [ Dependent variable ]

ﬁ)uality of Islamic \ / \

banking services

Speed

Customers satisfaction
Service cost customer retention
Fase of use o | Customer Intimacy

Communication

User

Attitude toward use

Figure (1): Research Modet

3.6 Population of the Study and Unit of Analysis

The study was conducted on a sample of workers in Islamic banks in Palestine, which
in total amounted to (3) banks in which approximately (961) employees work, and an

intentional cluster sample was selected
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Intentional sampling is a sampling method in which not all members of a population
have an equal opportunity to participate in the study, unlike probability sampling, every
member of the population has a known chance of being selected, and intentional
- sampling is considered more useful for exploratory studies such as pilot survey (posting
a survey on Smaller sample compared to a predetermined sample size), researchers use
this method in studies where random probability sampling is impossible due to time or

cost considerations.

as shown in the following table:

Number of branches | Bank name the

and offices number
Islamic local banks

10 Arab Islamic Bank 7

15 Palestinian Islamic Bank 8

10 Safa Bank

WMA( 2020

The table below shows the frequency, percentage and characteristic of the participants

Table (4): Characteristics of the research sample

Respondent’s Gender .

Male ' 220 65.7
Female 115 34.3
Educational Level

Less than Bachelor 65 194
Bachelor 120 35.8
Master 150 44.8
Working experience

Less than 5 years 45 13.4

5 to 10 years 225 67.2

10 years and above 65 19.4
Income 88 43.8
: Less than 2000 shekels 60 17.9 -
from 2001 - 3000 shekels 65 19.4

More than 3000 shekels 210 ' 62.7

Total 335 ’ 100.0
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3.8 Data Analysis Techniques

The stages through which a statistical analysis of the data is carried out are multiple
and arranged according to a sequential interdependence. The researcher must follow all
the stages in a sequential and sequential manner. The steps and stages of conducting a

statistical analysis of the data are as follows:

The first stage is concerned with the process of performing a statistical analysis of the

data by performing and completing the initial and preliminary processing steps.

A statistical analysis of the data is carried out by preparing a descriptive analysis of the
data set, which this stage is done by calculating a set of various and different statistical

measures, and these measures are as follows:

¢ Statistical measures of discribtive analysis such as (means, standard deviation ,
and percentages ).

e An inferential analysis is performed, and this stage is conducted by testing the
validity of hypotheses, through statistical point estimates or by estimating
statistical areas. The study uses Linear regression analysis is used to predict the
value of a variable based on the value of another variable. The variable you want
to predict is called the dependent variable. The variable that you use to predict

the value of the other variable is called the independent variable.
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Chapter Four
Data Analysis

4. Data Analysis

4.1 Data Analysis Introduction
Iy this chapter of the study, the results were developed based on the questions and
hypotheses that were raised in the first chapter,

The paragraphs were designed on the basis of a five-dimensional Likert Scale, and the
weights were given as shown in the classification: Strongly Agree Agree Neutral
Disagree Strongly, Relative weight 5-degree 4-degree 3 degree 2 degree 1 degree, To
achieve the goal of the study, a questionnaire was developed and its validity and
reliability coefficients were verified. After the data collection process, it was entered
into the computer and processed statistically using the Statisﬁcal Package for Social

Sciences (SPSS).

Tn order to interpret the results, the researcher adopted the following criteria: -
My arithmetic average (4 or more) is a very high score.

Arithmetic average (3.5-3.99), a large score.

Arithmetic average (3-3.49), average score.

Arithmetic average (2.5-2.99), low score.

arithmetic average (less than 2.5), very low score.

the following is a presentation of these results:



45

Results related to the first main question:.What is the level of the quality of Islamic
banking services in its dimensions (Speed, Service cost, Ease of use, Communication,
User, Attitude toward use, perceived value, risk and safety, frequency of use)) from the

perception of workers and customers in Palestinian Islamic Bank in Palestine?

In order to answer this question, the arithmetic averages, standard deviations, and
percentages of the quality areas of banking services in Islamic banks were calculated,

and the following is a presentation of these results:

Table (5): The means and the standard deviations of the study variables

N Minimum | Maximum | Mean |Std. Deviation

Speed 335 2.13 4.75 3.51 70.26
Service cost 335 1.25 5.00 3.96 79.10
Ease of use 335 2.00 5.00 3.66 73.25
Communication 335 1.00 5.00 3.38 67.54
User 335 1.60 5.00 3.58 - 71.58
|Attitude toward use 335 1.40 5.00 3.49 69.79

erceived value 335 1.00 4,80 3.42 68.42
risk and safety 335 1.00 5.00 3.37 67.40
frequency of use 335 2.40 ~5.00 3.68 73.55
Qual%ty of Is!.amlc 335 1.84 4.69 3.53 70.69
banking services

As shown in the above table, the Level of Practice of the overall quality of Islamic
banking scrvices variables were high, this result gave an indication that the participating
respondents have a positive manner towards the dimensions of quality of Islamic
banking services widely develop and practice these dimensions. Where the results show
that the cost of services is the most important factor as it is on the highest arithmetic

averages.

Where the rescarcher explains this result that the quality of banking services is one of
the modern trends within thought at the administrative level, which has achieved an
important aspect of interest and is still being achieved by many writers and economists

who specialized in this field, as it is considered the approach that leads to the
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development of work strategically Tt improves performance and thus makes p_roﬂt

through premium services.

4.4.2 Dependent variables:

Results related to the second main question:

What is the level of customer satisfaction from the perception of workers and

customers in Palestinian Islamic Bank in Palestine?

In order to answer this question, the averages, standard deviations, and percentages of
customer retention in Islamic banks were calculated, and the following is a presentation
of these results:

. Table (10): The mean, the standard deviation and the level of customer satisfaction

variable

Ttems Mean Std. %
Deviation
42, | The price of electronic banking services | 3.37 79. 67.46

provided by the bank is appropriate.

43, 1 have confidence in the high professionalism in | 3.67 66. 73.43
which the electronic banking systems operate.

44, Electronic banking services provide me with | 3.27 91. 65.37
direct and immediate feedback on my
transactions

45, Electronic banking services provide me with a | 3.60 67. 71.94
high degree of security.

46. Electronic banking services save time and effort. | 3.43 89. 68.66

47, In general, I am satisfied with my relationship | 3.42 85. 68.36
with the bank I deal with online.

48. I am satisfied with the online banking service. 3.22 8. 64.48

49, I am satisfied with the degree of diversity in the | 3.36 93. 67.16
electronic banking services 1 receive from the
bank.

50. I am satisfied with the electronic banking | 3.36 4. 67.16
services provided (workplace, work tools).

51. The electronic banking services provided | 3.22 93. 64.48
(workplace, work tools) satisfy me.
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52. 1 am satisfied with the degree of diversity in the | 2.90 1.05 |5791
Islamic electronic banking services that I receive
from the bank.

53. The hours of providing the Islamic electronic | 3.64 88. 72.84
banking service suit me. L

54, My relationship with the bank I deals with | 3.43 1.03 68.66
online is generally satisfactory.

55. Islamic electronic banking services save time | 3.34 91. 66.87
and effort.

56. Islamic electronic banking services provide me | 3.23 85. 65.07
with direct and immediate feedback on my
transactions.

57. Islamic electronic banking services provide me | 3.34 1.10 66.87
with a high degree of security.

58. The price of Islamic electronic banking services | 3.03 9s. 60.60

provided by the Islamic bank is considered
appropriate in accordance with Islamic Sharia.

59. I have confidence in the high professionalism in | 3.30 1.08 65.97
which the electronic Islamic banking systems
operatc.

60. The price of electronic banking services | 3.84 93. 76.72
provided by the bank is appropriate.

61. 1 have confidence in the high professionalism in | 3.25 90. 65.07
which the electronic banking systems operate.
Customer satisfaction 3.36 37. 67.25

The overall mean value for Customer satisfaction is (3.36) which is considered a
moderate response degree. The lowest mean value for Customer satisfaction is for item
related to topics such as the degree of diversity in the Islamic electronic banking
services; The price of Islamic electronic banking services provided by the Islamic bank
is considered appropriate in accordance with Islamic Sharia; general satisfaction with
the onlirie banking service; The electronic banking services provided (workplace, work

tools) are satisfying.

This result reflects that there is a lot of effort that Islamic banks should do in order to

enhance customer satisfaction, especially with regard to cost and diversity of services.
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Based on the above, the rescarcher explains that the issue of customex; satisfaction is one
of the business goals that Isiamic banks should aspire to. They are marketing products
and services, since compliance with them will be crucial for the customer to choose the
service again, repeat his purchase or even recommend it to your friends and family
because you feel you are satisfied. When a product or service does what it promises and
above all offers a reasonable price to the costomer, the latter will not hesitate to lean
toward it again, let alone if it goes excessively beyond what was expected of it, such an
attitude will make the customer become quite fanatical and he will not continue to buy -

the service Not only will he recommend his environment.

So, properly satisfying the customer is undoubtedly the key to the commercial success
of Islamic banks, and therefore, the marketing department, which is generally
responsible for this subject, must take special care and emphasize this essential issue

and not disappoint the customer.

Results related to the third main question:". What is the level of customer retention

from the perception of workers and customers in Palestinian Islamic Bank in Palestine?

In order to answer this question, the averages, standard deviations, and percentages of
customer retention in Islamic banks were calculated, and the following is a presentation
of these results:

Table (11): The mean, the standard deviation and the level of customer retention

variable
Items Mean | Std. %
Deviation

62. I consider the Islamic bank my first choice 3.34 1.00 66.87
when I need any banking service,

63, In the event of raising the commission rate, 1 3.96 91 - [ 79.10
will keep my dealings with the Islamic Bank.

64. I don't mind paying additionat fees and 3.75 .87 74.93
commissions for Islamic banking services.
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65. 1 have a firm desire to continue to obtain the 339 93 67.76
electronic service from the Islamic bank that I
deal with.

66. I visit the Islamic Bank frequently. 3.39 1.04 67.76

67. I benefit from a few of the banking services 3.43 1.00 68.66
offered by the Islamic bank.

68. | lintend to increase my electronic financial 3.87 98 77.31
transactions with the Islamic Bank during the
coming period.

69. My personal relationship with the employees 3.43 1.11 68.66
of the Islamic Bank is comfortable when I visit
it

customer retention 3.57 .69 71.38

The overall mean value for customer retention is (3.57) with a high level of approval.
The lowest mean value for customer retention is for item that hold topics such as “I
consider the Islamic bank my first choice when I need any banking service; I have a
firm desire to continue to obtain the electronic service from the Tslamic bank that I deal

with; I visit the Islamic Bank frequently.

The researcher explains that this result reflects the importance of customer retention,
as the concept refers to the activities and actions taken by Islamic banks in order to
reduce the number of customers whe stop dealing with an Islamic bank or using its
products. The objective of customer retention programs is to enable an Islamic bank to
retain as many customers as possible, often by introducing customer loyalty and brand
engagement initiatives, The customer retention strategy starts from the first contact that
occurs between an Islamic bank and the customer and continues throughout the
trapsaction period. While ‘most Islamic banks spend more money in order to attract
customers because they see this as an effective and quick way to increase revenue,
custormer retention is considered more beneficial, and on average customer retention

costs seven times less than the process of attracting customers. Selling to existing
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customers is often more effective in increasing revenue than selling to' potential
customers because an Islamic bank here does not need to épend on advertising,
introduction and education to motivate the customer to buy. The ability of an Islamic
bank to attract and retain new customers is not only related to the nature of its products
or services, but is also related to the way it deals with its existing customers and the
value they obtain through their interaction with those products, and is also related to the
reputation that an Islamic bank has within the market. Research by John Fleming and
Jim Asplund indicates that client retention has a direct impact on profitability, as clients
who are integrated with an [slamic bank business generate 1.7 times more returns than
the average client. The more an Islamic bank can maintain its existing customers, the
more profitable it will be. Islamic banks seek to maintain their current customers by
realizing their expectations and quickly meeting them in ways that exceed their
expectations, and providing products that meet their needs in order to gain their trust
and loyalty, ;amd speed in responding and interacting with their complaints and
continuing to communicate with them in order to read their needs to satisfy them first,

and also pay attention to their experiences to improve the relationship.
Results related to the fourth main question:

What is the level of customer intimacy from the perception of workers and customers

in Palestinian Islamic Bank in Palestine?

In order to answer this question, the averages, standard deviations, and percentages of
customer intimacy in Islamic banks were calculated, and the following is a presentation

of these results:
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Table (11): The mean, the standard deviation and the level of customer intimacy

variable
[tems Mean | Std. %
Deviation

70. | T always speak positively about the bank in front | 3.96 91 79.10
of others

71. | I strongly defend the Islamic bank in front of 3.34 1.00 66.87
others

-72. | T consider the Islamic bank my first choice whenI | 3.75 87 74.93

' need any banking service.

73. | In the event of an increase in the commission rate, | 3.39 93 67.76
i will keep my dealings with the Islamic Bank.

74. | 1don't mind paying additional fees and 3.39 1.04 67.76
commissions for Islamic banking services.

75. | Thave a firm desire to continue to obtain the 3.43 1.00 68.66
electronic service from the Islamic bank that I
deal with.

76. | I visit the Islamic Bank frequently. 3.87 98 77.31

77. | 1 benefit from a few of the banking services 3.43 1.11 68.66
offered by the Islamic bank.

78. | I intend to increase my electronic financial 341 .90 68.25
transactions with the Islamic Bank during the
coming period.

79. | My personal relationship with the employees of 337 .81 67.42
the Islamic Bank is comfortable when 1 visit it
customer intimacy 3.59 .65 71.75

The overall mean value for customer retention is (3.59) with a high level of approval.

The lowest mean value for customer retention is for item that hold topics such as “I

consider the Islamic bank my first choice when I need any banking service; I have a
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firm desire to continue to obtain the electronic service from the Islamic bank that I deal -

with; [ visit the Islamic Bank frequently.

The researcher explains that this result reflects the importance of the intimate
relationship with clients. It is a term that refers to one of the three basic elements of The
Values Discipline Model that was developed in the early 1990s by some strategists such

. as Michael Treacy and Fred Wiersema.

This model or approach is based on three main elements: (1) Operational Excellence:
It revolves around providing good and valuable products at the lowest costs or prices (2)
Product Leadership: Developing new products and better than the previous ones.
Through Excellence and Innovation (3) Customer Intimacy: This element aims to

customize and develop products and services in a way that meets all customers' needs.

Customer intimacy is a marketing strategy in which a product or service supplier such
as a retailer or company wants to get close to the customer to better understand their
needs and wants. The intimate relationship with customers helps Islamic banks to better
understand and anticipate the needs and desires of customers, which leads to the
generation of new products close to the hearts of customers. And then one step forward
is taken in order to complete the strategy of domesticating customers with the product

or service provided to it

ar operational exqellence. It is a philosophy that embraces problem solving, teamwork
and leadership as key to continuous improvement in the organization. This philosophy
includes focusing on customer needs, keeping emplovees positive and empowering, and
continually improving current activities in the organization. Operational excellence

aims to ensure that customer expectations are consistently met, and
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It is a competitive strategy aimed at building a culture that consistently brings superior
products to the market. Product leaders achieve high prices in the market thanks to the
experience they create for their customers. The corpqrate areas that product leaders
foster include research portfolio management, teamwork, product management,

marketing, and talent management. Product leaders realize that

The marketing strategy is a comprehensive plan to reach individuals and convert them
into customers for a service or commodity provided by the company. It includes the
company’s value proposition, the main marketing messages, the necessary information
about the target customer, marketing activitics and other important elements. The

marketing strategy arises from the value proposition of the company

4.5 Normality Test

Table (13): Results of Normality test for the study variables

Quality of Islamic
banking services
Customer satisfaction
Customer retention

.506 ' 1.976

1t can be figured out that the Skewness values were within the normal values (-2.0, 2.0),
suggesting that the data of the independent variables is approximately normal (George

& Mallery, 2003; Trochim & Donnelly, 2006; Gravetter & Wallnau, 2014)

According to (Field, 2004), multi- collinearity, (strong correlation between more than
two predictor/independent variables in a regression model), is an important issue which

needs addressing in multiple regression analysis, where perfect collinearity takes place
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when one independent variable is at least perfectly linear combination with the other

variables.

However, there are two relate indicators in finding the multicollinearity, variance
inflation factor (VIF) and tolerance, as the variance of regression coefticient estimated
is increased due to collinearity, the related measure to the VIF is the tolerance statistic

which is its reciprocal (Field, 2004).

The rule of thumb, multicollinearity becomes a cause for concern, when tolerance is

smaller than .10 or when VIF is larger than 10 (Hair et al., 1998).

4.6 Correlation Matrix

The table below shows the overall relationship between all variables and testing
the first main hypothesis of there is no significant relationship between the Quality of

Islamic banking services and customers satisfaction in Islamic Banks in Palestine.

Table (14): Pearson correlation matrix of the relation between the Quality of
Islamic banking services and customers satisfaction

Quality of Islamic banking services
Pearson Correlation Sig. (2-tailed) N
Customer satisfaction 290" ' 000 335
customer retention 248" .000 335
Customer intimacy 2317 ' 000 335

**_Correlation is significant at the 0.01 level (2-tailed).

The table above shows that there is strong relationship between study variables
regarding the r values at significant value of 0, it is clearly shown that the greatest
relationship had recorded between Quality of Islamic banking services and customers

retention due to the r value.
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There was an average direct correlation between the quality of banking services,
customer satisfaction, the dimension, the ability to retain the customer, and the

customer's domestication. on dealing with the client.

4.7.2 Study Hypothesis:

Results related to the first Hypothesis:

What is the impact of Islamic banking services quality dimensions {Speed, Service
cost, Ease. of use, Communication, User, Attitude toward use, perceived value, risk

and safety, frequency of use) on customer satisfaction?

In order to answer this question, the researchers calculated Correlation coefficients
between Islamic banking services quality dimensions (Speed, Service cost, Ease of use,
Communication, User, Attitude toward use, perceived value, risk and safety, frequency

of use)) and customer satisfaction . Table (15 ) shows the results.

Table No. (15 ) results of the multiple linear regression equation to find out the effect of
{Speed, Service cost, Ease of use, Communication, kUs'er, Attitnde toward use, perceived .

value, risk and safety, frequency of use)) and costomer satisfaction.

Dependent Variable:
Method: Panel Least Squares
Variable Coefficient | Std. Error | t-Statistic | Prob.

(Constant) 2.310 128 18.050 .000
Speed 293 045 6.587 .000
Service cost 040 044 917 360
Ease of use -.160- .037 -4.365- .000
Communication -.043- .050 -.857- 392
User .052 038 1.389 166
Attitude toward use 114 051 2.223 027
perceived value -.260- 039 -6.577- 000
risk and safety 126 044 2.824 005
frequency of use 129 .039 3.264 001
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R-squared 0.336839

Adjusted R-squared 0.318475

F-statistic 18.341930
Prob(F-statistic) 0.00*

It is clear from the results of the study. It is clear from the results of the study that the
coefficient of interpretation of the impact slamic banking services quality dimensions
(Speed, Service cost, Ease of use, Communication, User, Attitude-tcward use, perceived
value, risk and safety, frequency of use) on customer satisfaction amounted to (31%),
and its p value amounted to 0.00 which is a significant at the significance level (0.05
YCustomer satisfaction is the most important issue for any organization, and in the

service sector, satisfaction is directly dependent on “service quality”.

Attitude is based on a series of previous evaluation experiences of the Service Offering,
Satisfaction is the final outcome of the user's evaluation. It is a feeling that reflects the
psychological state towards the perceived service after comparing it with expectations.
If the performance is higher than the expectations, the quality is high and the
satisfaction is high, and if the level of performance is lower than the expectation, the
satisfaction _is zero and the quality is lacking, and if the performance is at the same level

of expectation, the customer is satisfied and the quality is achieved.

This result is in agreement with Egala, & Mensah, (2021) study in that the concept of
satisfaction is different from the concept of service quality, because satisfaction results
from the comparison between the expected and perceived service, while quality refers to
the comparison between the service requested or desired by the beneficiary and the
perceived service. Ahhough researchers still do not agree on a common ground between
the Terms satisfaction and service quality, because there is no clear and precise vision

about the nature, nature and how of their interrelationship. However, it is a proven fact.
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Results related to the second hypothesis:

What is the impact of the dimensions of Islamic banking services quality (Speed,
Service cost, Ease of use, Communication, User, Attitude toward use, perceived

value, risk and safety, frequency of use) on customer retention?

In order to answer this question, the researchers calculated Correlation coefficients
between Islamic banking services quality dimensions (Speed, Service cost, Ease of use,
Communication, User, Attitude toward use, perceived value, risk and safety, frequency

of use) and customer retention. Table ( 16) shows the results.

Table No. (16) Correlation coefficients between Islamic banking services quality
dimensions (Speed, Sérvice cost, Fase of use, Communication, User, Attitude toward

use, perceived value, risk and safety, frequency of use) and customer retention

Dependent Variable:
Method: Panel Least Squares
Variable Coefficient | Std. Error | t-Statistic | Prob.
(Constant) 2.310 128 18.050 000
Speed 293 045 6.587 .000
Service cost 040 044 917 360
Fase of use -.160- 037 -4.365- .000
Communication -.043- 050 -.857- 392
User ‘ .052 {038 ' 1.389 166
Attitude toward use : 114 .051 2.223 027
perceived value -.260- .039 -6.577- 000
risk and safety 126 .044 2.824 .005
frequency of use 129 .039 3.264 001
R-squared 0.247919
Adjusted R-squared 0.227092
F-statistic 11.903815
Prob(F-statistic) 0.00*

The results of the study show that the correlation coefficients between the variables of
Islamic banking services quality and customer retention were statistically signiticant,

meaning that there was no statistically significant relationship between Speed, Service
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cost, Ease of use, Communication, User, Attitude toward use, perceived value, risk and

safety, frequency of use, , customer retention with significance score lower than 0.05.

It is clear from the results of the study that the coefﬁqient of interpretation of the impact
Islamic banking services quality dimensions (Speed, Service cost, Ease of use,
Communication, User, Attitude tow.ard use, perceived value, risk and safety, frequency
of use) on customer retention amounted -to (22%), and its p value amounted to 0.00

which is a significant at the significance level (0.05).

According to the factor analysis results, anti-image correlation matrix showed good
diagonal results, except for some items which showed low degree of correlation, the
KMO was 0.685 which is considered weak or moderate indicator. So, removing the low
degrees items contributed to enhancing the KMO level to 0.741 which gives a good
indicator of valid questionnaire, in addition to the researchers looked at the pattern
matrix; showed loading on 9 factors which showed a good pattern for item distribution

over factors.

This study is in agreement with The concept of customer retention is related (Shaikh
and Karjaluoto 2015 ¢ Shih et al. «2010) in the retention is related to service quality in
that the activities and actions that companies take in order to reduce the number of
customers who stop doing business with the company or using its products. What the
customer sees about the service as being of higher quality, another customer might see it
as being of lower quality. The customer’s view is the only view that is taken into
consideration regarding the issue of satisfaction, because he does not judge the quality
of the service realistically and objectively, but rather by what he expects from the

service.
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Hence the importance of moving from the internal view that focuses on (quality -
conformity), to the external view that depends on (quality - satisfaction). The institution
should not provide services according to specific specifications and standards, but rather

produce according to what the customer expects and needs.
Results related to the third hypothesis:

What is the moderating role of customer intimacy between Islamic banking

services quality and customer satisfaction?

In order to answer this question, the researchers calculated Correlation coefficients
between Islamic banking services quality and customer satisfaction. Table (16) shows

the results.

Table No. (16) Panel Least Squares analysis results of the moderating role of customer

intimacy in the relationship between Islamic banking services quality and customer

satisfaction
Dependent Variable: Customer satisfaction
Method: Panel Least Squares
Variable Coefficient | Std. Error | t-Statistic | Prob.
(Constant) 951 131 -7.271 000
Quality of Islamic barnk services 291 025 11.630 000
Customer intimacy 388 .022 17.833 .000
R-squared 0.532146
Adjusted R-squared 0.529328
R Square Change 0.190594
F-statistic 188.811842
Prob(F-statistic) 0.000000

The results of the study show that the correlation coefficients between the variables of
Islamic banking services quality , customer intimacy, and customer satisfaction were

statistically significant, with significance score lower than 0.05.
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The results show that Customer intimacy had a 19% effect on customer satisfaction
when it was added to Islamic banking services. This result reflects that Customer
intimacy plays an important role in customer satisfaction, which Islamic banks must

take into account in the process of attracting customers.

The results also show that the combination of the quality of Islamic banking services

and Customer intimacy increases customer satisfaction by 52%.

"This result agrees with Dahliani, & Wilandari, (2021} study in that banks with high
customer intimacy have a shared understanding of needs and values, driving a more
loyal customer base that has higher customer lifetime values and receives more of word
of mouth growth, which greatly improves metrics, investment attractiveness, and

revenue.
Results related to the fourth hypothesis:
"What is the moderating role of castomer intimacy between the dimensions of

Islamic banking services quality and Customer retention?

In order to answer this question, the researchers calculated Panel Least Squares
analysis results of the moderating role of customer intimacy in the relationship between

Islamic banking services quality and customer retention
. Table (16) shows the results.

Table No. (16) Panel Least Squares analysis results of the moderating role of customer
intimacy in the relationship between Tslamic banking services quality and customer

retention.
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Dependent Variable: Customer retention
Method: Panel Least Squares
Variable Coefficient | Std. Error | t-Statistic | Prob.
(Constant) 2.179 091 23.819 .000
Quality of Islamic bank services 330 025 13.143 000
Customer intimacy 291 025 11.630 000
R-squared 0.341552
Adjusted R-squared 0.339575
R Square Change 0.341552
F-statistic 172.734730
Prob(F-statistic) 0.000000

The results of the study show that the correlation coefficients between the variables of
Islamic banking services quality, customer intimacy, and customer retention were

statistically significant,

The results show that Customer intimacy had a 34% effect on customer satisfaction
when it was added to Islamic banking services. This result reflects that Customer
intimacy plays an important role in customer retention, which Islamic banks must take

into account in the process of attracting customers.

The results also show that the combination of the quality of Islamic banking services

and the Customer intimacy increases customer retention by 34%.

This is in agreement with Dahliani, & Wilandari, (2021} study in that Customer
intimacy is a reciprocal relationship between the Islamic bank and the customer, which
can minimize misunderstandings, and foster a sense of understanding and belonging so

that the company and customers are able to make a positive contribution.
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Chapter Five
Conclusions and Recommendations
5.1 Introduction

Tn an era where Quality of Islamic banking services is considered to be the corner.
stone to achieve sustainable customers satisfaction, it is imperative for organizations to
realize how to develop and explore such a good practice for Quality of Islamic banking

services.

Quality of Islamic banking services practices are seen as a way to develop and maintain
such a great strategic thinking in an organization, in this chapter we will highlight the
spot on the previous analysis which gave a clear image of what practices and

dimensions are affects Strategic thinking even positively or negatively.

The results show that Customer intimacy had a 19% effect on customer satisfaction
when it was added to Islamic banking services. This result reflects that Customer
intimacy plays an important role in customer satisfaction, which Islamic banks must

take into account in the process of attracting customers.

The results also show that the combinaficm of the quality of Islamic banking services

and the Customer intimacy increases customer satisfaction by 52%.

The results show that customer intimacy had a 33% effect on customer retention when it
was added to Islamic banking services. This result reflects that Customer intimacy plays
an important role in customer retention, which Islamic banks must take into account in

the process of attracting customers.
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The results also show that the combination of the quality of Islamic banking services

and the Customer intimacy increases customer retention by 34.1%.

5.2 Conclusions

This study has developed a theoretical framework to examine the impact of the
Quality of Islamic banking services on customers’ satisfaction in Islamic banks in west

bank.
The findings have provided empirical support for the contention that

It is clear from the results of the study. It is clear from the resuits of the study that the
coefficient of interpretation of the impact Islamic banking services quality dimensions
(Speed, Service cost, Ease of use, Communication, User, Attitude toward use, perceived
value, risk and safety, frequency of use) on customer satisfaction amounted to (31%),

and its p value amounted to 0.00 which is a significant at the significance level (0.03).

It is clear from the results of the study that the coefficient of interpretation of the impact
Islamic banking services qualify -dimensions (Speed, Service cost, Ease of use,
Communication, User, Attitude toward use, perceived value, risk and safety, frequency
of use) on customer retention amounted to (22%), and its p value amounted to 0.00

which is a significant at the significance level (0.03).
5.3 Recommendations

Based on the data analysis and the discussion demonstrated before, the following

recommendations are suggested:
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- That Islamic banks take the initiative to develop an appropriate strategy to

implement banking services in Islamic banks in line with their capabilities.

-Attention should be paid to the suggestions, recommendations and new ideas of
customers without notifying others of shame or error. The need to strengthen
personal relationships between customers and the bank through direct contact

énd diversity with people and cooperation with them fully

-islamiclslamic banks shall focus on the added value presenting to its customer

- which is cleared in genuine parts for its contribution in the satisfaction.
Performance evaluation must be done on objective grounds.

That Islamic bank hold courses and workshops that include modern
administrative trends in the quality of banking services to enlighten managers
and workers about the concept of quality of banking services, their activities and

operations.

The direction of management should prevail towards cooperation and

encouragement, rather than towards criticism and threats.

The management in the bank must provide the special environment in the
information necessary to carry out the work continuously, so that it contains

different types of cooperation.

The necessity of holding training courses for managers working in Islamic banks
to increase their knowledge of information technology and how to employ it in

the field of banking and administrative activities.
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The necessity of providing an organizational culture that supports the guality of

banking services in Islamic banks.

The need for Islamic banks to train employees on instructions related to
electronic use and address its problems so that they can carry out their work with

a high degree of efficiency.

The need to pay attention to building an information and communication
technology infrastructure in Islamic banks, which is one of the most important

requirements for achieving quality banking services

The shift from traditional administrative methods based on the centralization of
decision-making and monopoly of power to contemporary administrative
methods, especiafly the quality of banking services, which are based on
cooperation, building knowledge and experiences, and participating in decision-

making, planning and setting goals.

There must be loyalty programs in the bank that work through the presence of

groups of employees that have their own way and opinion.
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5.4 For Future Research

The researcher also suggested going further on this study by investigating other Quality

of Islamic banking services dimensions that are not considered in this study.
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