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ABSTRACT

Thepurposeofthisstudywastoexploretheeffectofservicequality(SQ)andcustomersatisfaction
(CS)onconsumerloyalty(CL)ininternetbankinginthecaseoftheKSA.Thebasisofthisstudy
wassetuponthee-SERVQUALmodelanditsdimensions:includeefficacy,consistency,privacy,
fulfilment,andwebsitedesign.Thestudywasaimedtorecognizetheelementsinfluencingservice
quality (SQ)alongwith theconceptandsignificanceofSQinonlinebanking inparticular.The
studywasbasedonthequantitativeresearchdesignandtheparticipantsforthisstudywerethebank
customerswhoareusinginternetservices.Thesamplesizeofthisstudywaskeptto150participants.
Aclose-ended5pointLikertscalequestionnairewasformulatedinordertoassessthephenomenonof
theresearch.Inaddition,theSPSSsoftwarealongwithSmartPLSwasutilizedtoexaminethedata
collectedfrom150customersofthebanks.TheSEMandcorrelationtestwereappliedforassessing
theassociationbetweenSQandCLalongwithCSandCL.Thefindingsofthisstudyindicatedthat
thereisasignificantpositiveimpactofservicequalityandcustomersatisfactiononthecustomer
loyaltyofinternetbankingusersinKSA.Hence,thebankingindustryofKSAhasbeenrecommended
topayspecificheedtoallthedimensionsofe-SQandcustomersatisfaction.
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1. INTROdUCTION

The internetbanking industry isconsideredas themajorbusiness thathasbeen trailing towards
theconstantboomanddevelopmentinitscurrenttrendsasstatedbytheresearchofSkvarciany&
Jurevičienė(2018).However,theestablishmentofelectroniccredibilityandloyaltyintheinternet
bankingishighlysignificantforthebanksinordertoensurecustomerretentionwhichwillsave
recruitingcostoffreshconsumersthatleadstowardslong-standingsuccess(Daliretal.,2017).The
increasingandrapidgrowthoftheinternetbusinesseshasincreasedtheoverallcompetitioninthe
e-businessworldwhileorganisationsandbanksoperatinginthishighlycompetitiveenvironment
havebeenusingdifferentstrategiesinordertoincreasetheoverallsustainabilityinthemarket(Saeed
etal.,2016).

Nevertheless,theresearchinthecontextofinternetbanking,CSandCLareinabundanceinthe
presenttimeperiod.Forinstance,theresearchcarriedoutbyChima&Chikasanda(2013)onMalawi,
thestudyofHammoudetal.,(2018)wasconductedonLebanesebanks,theresearchofMahfooz
etal.(2013)conductedinIndiaandsimilarotherresearches.Inthisconcern,thenoticeablefactis
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thatKSAhaslimitedresearcheswheretheresearchofAmin(2016)isprominent.Thisshowsthat
concerningKSA’sbanks,thenumberofresearchesisinsufficientandthementionedstudyisalso
conductedduringtheemergenceofe-bankingwhileinthepresenttimeperiod,thedevelopmentof
technologyhasdriventhee-banking’sgrowth.Hence,ithasbecomeinevitabletoaddressthisgap
studyhowtheperceptionofpeopleinKSAarechangedwithinthetimespanandwhatimprovements
infuturecanbebrought.Thisresearchthereforeattemptstofill thevoidwiththefollowingaim
andobjectiveswhichwouldbesignificanttoguidethebankingsystemprevailinginKSAtowards
enhancementandbetterment.

Thepresentresearchisaimedtowardsassessingtheimpactofservicequality(SQ)oncustomer
satisfaction(CS)levelswithinthecaseofinternetbankinginKSA.Followingaretheobjectives
developedforthisstudy:

• Tostudytheconceptandsignificanceofservicequality
• ToidentifythefactorsaffectingservicequalityinthecaseofKSA’sinternetbanking
• Tostudytheimpactofe-SERVQUALandcustomersatisfactiononcustomerloyaltyininternet

bankinginthecaseofKSA

Inaddition,thee-servicequalityhelpsthecustomerstomakeanoverallassessmentandjudgement
ofelectronicservices’qualitythatisbeingofferedinthemarketplace(virtualmarket).Considering
thisdiscussion,theresearchwillbeaimedtoassesstheassociationbetweenSQandCS.

2. LITeRATURe ReVIew

Internetbankingcanberegardedasoneoftheproductsoftechnologicaladvancementsleadingto
increasedcustomersatisfactionandloyalty(Amin,2016).Inthisaspect,servicequalitycontributes
significantlyasstatedbytheresearchofShankarandJebarajakirthy(2019).Fundamentally,itisa
setofservicesprovidedfromabusinesstoitscustomers,whereasperceivedSQisthecomparison
betweenwhattheconsumersexpectedandwhatwasdeliveredafterthepracticalexperience(Ganguly
andRoy,2011).Severaltypesofresearchinthepasthaveshownthatservicequalityhasapositive
impacton theoverallperformanceof the firmand it is also foundout thatSQ leads toCSand
eventuallythatresultsincustomerloyalty(Ariffetal.,2013;HsuandNguyen,2016).Therearefive
populardimensionsofe-SQknownasane-SERVQUALmodel;efficiency,consistency,privacy,
fulfilmentandwebsitedesign(HsuandNguyen,2016).Thesefivedimensionsifachievedeffectively
canhelpabusinessingainingcustomersatisfactionastheresearchofKhengetal.(2010)stated.
Inthecontextofe-SQ,theresearchofZaverahetal.(2012)explainedcertaindimensionsthatare
reliability,efficiencyandprivacy.

Inthecaseofcustomersatisfaction,theresearchofArifetal.(2013)statedthate-SQhasapositive
impactonCSofthee-bankingusersonline.ThestudyofAlkhouli(2017)alsofoundempiricallythat
e-SQaffectscustomersatisfactioninthecaseofSwedenpositively.Customersarethemostimportant
stakeholdersofanybusinessthereforealmostallbusinessinordertogainsustainableadvantagelook
tosatisfytheircustomersthroughseveralmeansandprovidingqualityserviceisanimportantpart
toachievecustomersatisfaction(GangulyandRoy,2011;Askari,2016).Consumersatisfactionis
derivedfromqualityservicewhichleadstoearningthelong-termloyaltyofthecustomers(Kheng,
2010).TheresearchofAmin(2016)alsostatedthesameinthecaseofKSA’sinternetbankingand
SQtogaintheloyaltyofthecustomers.

Anotherconceptthatthisstudyunderpinsiscustomerloyaltywhichcanberegardedasaconcept
thatoccurswhenconsumersbuyrepeatedlyfromaparticularbrandorbusinesswhichcanbedue
toseveralreasonssuchasprice,qualityoftheproduct/services,qualityoftheservice,postbuying
behaviourofthebrand,etc.(HsuandNguyen,2016;Tingetal.,2016).Ithasanadverserelationship
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