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ABSTRACT

During the last decade, the Islamic banking sector in Iraq has faced remarkable
growth and increasingly challenging development in the face of strong competition
from other types of available banks. The 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 AINahrain 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% 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(0.899),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 is accepted



that stated that” There is a significant relationship between job Islamic bank services

and customers loyalty.

Keywords: Islamic Bank, Islamic services bank, customer satisfaction,
customer loyalty
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Son on yilda, Irak'taki Islami bankacilik sektorii, diger mevcut banka tiirlerinin
gliclii rekabeti karsisinda dikkate deger bir biiylime ve giderek daha zorlu bir gelisme
ile kars1 karsiya kaldi. Bu ¢aligmanin temel amaci, Islam bankasi hizmetleri ve 1rak'ta
miisteri memnuniyeti ve sadakat ile iligkisi. Katilimcilarin hizmetleri ve bunlarin
memnuniyetleri ve kaliteleri {izerindeki etkileri hakkinda fikirlerini sormak ic¢in bir
anket calismasi yapildi. Arastirma. Orneklem, Irak'tan 9 Islami bankayir kapsiyor
(Kiirdistan Uluslararasi islami Yatirim ve Kalkinma Bankasi'nin %16's1 ve Cihan Bank
Islami Yatirim ve Finansman'in %11'i, ayrica AlNahrain Islami'nin %13"ii, Nasik islam
Bankasi'nin %7'si, %14'i) Elaf Islam Bankasi, ayrica Irak Islami'nin %14'i, Dijlah ve
Furat Kalkinma ve Yatirim Bankasi'nin %16's1, Islami Bolgesel Isbirligi Bankasi'nin

sadece %2'si, son olarak Ulusal Islami'nin %7'si) yiizdesi.

Ankete katilanlarin cinsiyetlerine gore %77'si erkek 162'si, %23'i olan 48'
kadindir. 130 kisi evlidir ve bu oran yaklagik %62'dir. Ve 80 katilimer bekardi ve bu
yaklasik %38'dir. Ankete katilanlarin yaslarina gore %42's1 21-30, %401 31-40, %14
41-50, %2'si ve %1'i 60 yas ve iistii idi. Orneklem katilimcilarmin egitim diizeyine
gore, %7'si ilkdgretim, %10'u ortadgretim, %14'0 lise, %20'si lisans alti, %27'si
mezun, ayrica %141 yiiksekogrenim mezunudur. yiiksek lisans sertifikasi, Ph.D.
sahipleri %5 idi. Sonug olarak, arastirmada kullandigimiz 6lgegin gecerligini saglamak
icin arastirmaci tarafindan bu arastirmada dort bilgi boliimiinde smiflandirilan bir
anket kullanilmis giivenirligi Cronbach alfa katsayisi ile dogrulanmistir ve kabul
edilebilir Cronbach alfa degeri oldugunu sdyleyen (Bland ve Altman 1997) gore kabul
edilebilir degerler olan Islami banka hizmeti(0.899), Miisteri memnuniyeti(0.869),
Miisteri sadakati(0.879) seklindedir. test edilen madde sayisindan etkilenen Cronbach
alfa testine gére deger 0,70'den fazla olmalidir. Ote yandan, arastirmaci, yukaridaki
korelasyon tablosu sonucunda bulunan Islami banka hizmetleri ile miisteri sadakati
arasinda 0,01 diizeyinde (2-kuyruklu) anlamli diizeyde gii¢lii bir iliski oldugunu
bulmustur. 0,721** olan korelasyon diizeyi yliksektir, bu da “lIs Islami banka
hizmetleri ile miisteri sadakati arasinda anlamli bir iliski vardir” seklindeki ikincli

hipotezin kabul edildigi anlamina gelir.
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Anahtar Kelimeler: Islami Banka, Islami hizmet bankasi, miisteri

memnuniyeti, miisteri sadakati.
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SUBJECT OF THE RESEARCH

The quality of banking service has become a major characteristic and the most
powerful competitive weapon that all Islamic banks seek to provide service to
customers, and banks consider their customers one of their most important assets, and
this market has witnessed relatively free and open competition. between them
according to what suits them, as they look at the quality of services in such a
competitive market and then decide to choose, which imposed on the management of
organizations, including banks, to understand the needs of customers in order to
achieve their satisfaction and work to gain their loyalty, which is an important factor to
face competition as a result of modern directives that focus on customers rather than

relying on the product.

This research helps us to connect Islamic services banking in lraq for
customers and, show us the correlation of services Islamic banks on customers'
satisfaction and loyalty. Opinion customers of services Islamic banks important for
bank administration to arrive customer satisfaction, for the reason that we chose

customers who use with the majority of Islamic banks in Iraq.

This research was made to clarify Islamic bank services and its correlation
on costumers’ satisfaction and loyalty, case for number of Islamic banks from Iraq,
the study problem can be defined more precisely in light of asking the following
main questions: to what degree the costumers are satisfy with the services that
Islamic banks presents to them? And does the bank services effect on costumers’

loyalty or not?
PURPOSE AND IMPORTANCE OF THE RESEARCH

Our aim is to become informed with the Islamic banks of Iraq, and its effects
on the satisfaction and royalty of the customer:
1. Do the bank’s services have an effect on the satisfaction of the customer?
2. The needed level of the Islamic banks of Iraq
3. Do the bank’s services have an effect on the royalty of the customer?
e Study importance to researcher:
This research will aid the researcher such as an employee to improve their

services to meet the customer's needs and to become aware on how to satisfy the

16



customer since this is a factor of significance in order to attract customers and operate
a bank.
e Study importance to the banking sector
Our research will provide banks with valuable information to attract customers
towards them and keep the said customer’s to continue with them and not lose any him
to competing banks.
e Study importance to Iraqi society
Our research will be of great help in improving the state of the banking sector
as it is one of the most important economic sectors of any country, and will be of

guidance to the customer for him to choose which bank to deal in business with.
METHOD OF THE RESEARCH

The primary goal of this research is to inspect Islamic bank’s services and
quality, along with their effects on the royalty and satisfaction of the customers
towards the above mentioned banks. Henceforth, a questionnaire survey was published
in the hopes of acquiring information on the customer's thoughts about the bank’s
services and the correlation they have on the satisfaction and quality of the banks. Our
sample covers 9 Islamic banks which operate in Irag. Moreover, our sample divides
into four parts, the data which was gathered was thoroughly studied using the
Statistical Package for Social Science (SPSS 23). Our results were scrutinized with the

help of descriptive and inferential statistical techniques.

HYPOTHESIS OF THE RESEARCH / RESEARCH PROBLEM

The below questions are formatted for the current research:

1. What is the correlation of Islamic bank services on costumers’
satisfaction?

2. What is the correlation of Islamic bank services on costumers’ loyalty?

3. Based on the above questions, the researcher has formatted below
Hypothesis:

H1: There is significant relationship between Islamic bank services and

customers satisfaction.
H2: There is significant relationship between Islamic bank services and

customers loyalty.

17



POPULATION AND SAMPLE

The sample is the number of Islamic banks in Irag, and the research population
is the population from whom we gather data. The sample size for this research was
restricted to 210 male and female workers from diverse Islamic banks customers.
Forgathering data and the respondent’s answers, we have used a questionnaire as a

data collection method for this research.

SCOPE AND LIMITATIONS / DIFFICULTIES

This research has started collecting data from December 2021. And the main
obstacles that the researcher faced during the period of the research is first, the
difficulty of collecting questionnaire respondents as lIraq is facing sharp financial
crises especially KRG, and that affect directly on Banks which affect negatively on
customers trust in their relations with banks, second is the covid 19 pandemic situation

which affected negatively on all activities all over the world.

RESEARCH MODEL

Islamic Bank
Services

Customer’s Customer’s
Satisfaction Loyalty

Figure 1. Research model Prepared by Researcher
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CHAPTER ONE

INTRODUCTION AND LITERATURE REVIEW

1.1. Introduction

Islamic banking has grown rapidly in recent years and has become an
important part of the financial system in many countries, Irag one of these countries
which are have been grown and expanded With all the problems that be seen in
previous years in lIrag. Islamic banking is projected to continue to grow faster than
conventional banking for the future, with substantial market potential, and strong
demand in many Islamic countries for Shariah-compliant products. consequently, in
the study, we will explain the services of Islamic banks in Iragq and their impact on
customer satisfaction and loyalty.

This study attempts to evaluate the Islamic banking in Irag, in terms of their
organization, historical and models Islamic bank and shariah product approval process.
Islamic banks in Iraq refer to a system of banking activity that is consistent with the
principles of Islamic law (Sharia’a) and its practical application through the
development of Islamic economics. Sharia’a prohibits the payment or acceptance of
interest for the lending and accepting of money respectively (riba, usury) for specific
terms, as well as investing in businesses that provide goods or services considered

contrary to its principles (haram, forbidden).

For the sake of growth and development, quality management and achieving
customer satisfaction have become an obsession for service institutions, where
customer satisfaction has become the focus of their attention, and they are constantly
researching and identifying the needs and expectations of the customer, and providing
a service to achieve his satisfaction and loyalty to the institution that provides it,
especially since the revolution in communications and information technology enables
the client office to be able to compare between Services according to his wishes and
choice. As it was confirmed for institutions that maintaining original customers is
better than searching for new customers, the efforts of these institutions focused on
paying attention to the quality and performance of their services and reducing the

difference between service performance and customers’ aspirations, but in fact,
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adjusting the performance of this service with the expectations of its customers is
difficult and requires serious research into the factors That influence the consumption

decisions of customers to what the customer depends on in evaluating the service.

Irag's economy is slowly recovering after contracting last year as a result of the
fight against ISIS. In 2019, GDP increased by 3.9 percent, owing to higher oil output,
continued rebuilding activities, growing domestic consumption, and improved security

circumstances (Nordea 2020).

The Iraqi financial system, according to (Alsudany 2019), is made up of (77)
Iragi and international banks, which are distributed as follows: (7) Government-owned
institutions. (24) commercial banks in the area; (11) Islamic banks; and (18) banking
companies that have been converted to banks. There are also (17) foreign commercial

banks in the process of being established, as well as (3) other banks.
1.2. Historical Background of Islamic Banking

The origins of Islamic banking may be traced back to the inception of Islam
1,400 years ago. Financial transactions based on interest were outlawed in the early
phases of Islam, and all fundraising had to be done profitably. The commercial
partnership strategy was used by the prophet Muhammad (Peace Be Upon Him)
himself while serving as an agent (mudarib) for his wife Khadija, and it was based on
the mudaraba premise. At the same time, Umar lbin al-Khattab, his second Caliph,
squandered orphans' money with merchants involved in Medina-Irak trade. Simple
profit-sharing business arrangements of this kind have survived in mostly unaltered
form across time, but they have not evolved into systems for large-scale transactions
requiring the collection of large amounts of money from a large number of individual
savers. It took the development of Islamic financial institutions for the increase to
materialise (Hassan and Lewis 2007). Omar bin Al-Khattab, 'Bait al-Mal," or 'Public
Treasury,” was founded during the Second Caliph's control, and his status as a 'State
Bank of the Muslim World," was subsequently acknowledged. During the reign of the
Umayyads, Bait al-Mal served as both an agricultural credit bank and a commercial
bank. It loaned two million dirhams to peasants. There are no details on the terms and
circumstances of these loans, but no interest has been paid. It served as a clearinghouse

for merchants and provided them with loans to help them expand their trade activity.
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In order to conduct international commercial activities, the merchants borrowed money
in one region. They returned to the nearest Bait-al-Mal at a different location, where
the payments were made to the Public Treasury account from which the funds had

been collected originally (Islahi 2001).

According to historical sources from the early years of Islam, some types of
financial activity that were comparable to current banking transactions persisted into
the 1st century (AD 600). Furthermore, these historical papers revealed that one of
Islam's most well-known personalities, Al-Zubair ibn Al-Awam, was collecting
deposits as loans and investing the money. According to his son Abduallah, his debt
was more than 2,200,000 dinars at the time of his death. He also had a number of
branches around the Islamic Empire that repaid deposits to their owners, referred to as
a "series" by some contemporary scholars. There were sarraffeen or sayarifah (singular
sarraf) or jahabidhah bankers in the Islamic Empire, (banks called Dawawin al-
jahabidhah). During the Abbasid-caliph era (from the 8th century), the name sarraffeen
was also used to refer to financial clerks, coin specialists, professional money
inspectors, treasury receivers, government cashiers, money exchangers, or collectors to
identify well-known, licenced commercial bankers. According to historical records,
banks did exist in those days (CHACHI 2005).

The earliest known Islamic banking transaction was reported by ATAR under
Ziraat bank’s (established in 1888) name in the Ottoman Empire (ATAR, 2017).

Islamic banking is said to have begun in the late nineteenth and early twentieth
centuries. The first efforts at Islamic banking may be dated back to Malaysia in the
1940s and Pakistan in the late 1950s, respectively. This Malaysian government-funded
organisation attempted, but failed, to invest future pilgrim money in Shariah-compliant
real estate and crops. In Pakistan's rural regions, the establishment of a local Islamic
bank. Landowners who adhered to Islamic values at the time put their money in a
bank, which then lent it to other landowners for agricultural growth. The lenders were
not compensated for the lateness with which they returned their loans at the time, with
the exception of a little charge for bank services. This was owing to depositors'
demand for further incentives in return for the money they had paid out at the time.
Establishing fundamental banking regulations and adhering to Islamic finance was the

second stage. The project was carried out in Egypt between 1963 and 1967, with the
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establishment of the Mit Ghamr Savings Bank, managed by Ahmad El Najjar, at Mit
Ghamr, 40 kilometres from Cairo, in the Nile River Delta. This was not a commercial
bank, but rather a savings and investment organisation. Despite the fact that the
services were considered critical financial services, they were enough to address
society's banking needs. As a consequence, the Bank only lasted a few years. In mid-
1967, the National Bank of Egypt and the Egypt Central Bank took over Mit Ghamr
Bank's whole operation and converted it to the riba framework. Nonetheless, Mit
Ghamr Saving Bank's creation marked a turning point in the current Islamic banking
sector. This bank has a reputation for being the most inventive and successful interest-
free banking enterprise. Despite the fact that its charter included no reference of Islam
or Shariah, Egypt's Nasir Social Bank was created in 1971 and recognised as an
interest-free commercial bank after Mit Ghamr's conversion to a conventional system.
In 1974, a meeting of all Islamic countries' finance ministers was held to establish the
Islamic Development Bank (IDB). IDB is recognised as the world's first international
Islamic bank, having been established with the participation of 22 Islamic countries.
The Bank's headquarters are in Saudi Arabia's Jeddah, with regional offices in
Morocco's Rabat and Malaysia's Kuala Lumpur. The Bank's objective is to assist
member countries (OIC) and Muslim communities in their economic and social
development, both individually and collectively, in conformity with shariah rules. In
the history of Islamic finance, this was a landmark event. The founding of an IDB
institution in 1974 cleared the way for many Islamic banks to be established in other
Muslim countries. A number of Islamic banks were created in the 1970s, particularly
in the Arab Middle East. Three more Islamic banks, Faisal Islamic Bank of Egypt,
Faisal Islamic Bank of Sudan, and Kuwait Finance House, began operations in 1977,
In the 1980s, several Islamic institutions were founded, including Qatar Islamic Bank,
Islamic Bank Bangladesh Limited, Bank Islam Malaysia Berhad, Al-Baraka Islamic
Bank of Bahrain, ANZ Global Islamic Finance of the United Kingdom, and others.
Throughout the 1980s, many nations, including Pakistan, Iran, Sudan, Malaysia, and
Bahrain, sought to implement Islamic banking on a bigger scale in their own countries.
Several traditional banks will offer Islamic banking goods and services during the next
decade via independent Islamic banking systems and divisions (SHAHAR 2017).
Several factors, including political and economic concerns, contributed to the slow

creation of Islamic banking in Iraq in its early phases. Irag's Islamic banking activities
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began in 1993, when the country's first Islamic bank, the (lragi Islamic Bank for
Investment and Development), was established. Murabaha (profit sharing);
Musharakah (joint ventures); Mudarabah (financing); ljara (renting); Istisnaa
(Industrial - Financing); and Assets and Liquidity Management are among the services
offered by Iraqi Islamic banks (NASR 2011).

1.3. The core idea of Islamic Banking

Islamic banks are those that follow Islamic Sharia in their economic dealings.
Sharia outlaws interest transactions and transactions with an undetermined outcome,
while mandating permissible (halal) transactions and the payment of a religious levy
called Zakat by Muslims. The elimination of interest from their activities is the
primary concept on which Islamic banks are founded. The stringent restriction of
dealing with interests seems to have social origins in Islam. The usage of Riba (usury)
breaches the Islamic tenet of social fairness, since it results in individuals getting
rewarded without doing any labour. Those who lend money on interest make no effort
and do not share in the dangers of the ventures they support, and Islam's principles
condemn such conduct. Borrowers may profit from the advantages of lending their
money while avoiding the expenses and losses associated with ownership via interest-
based arrangements. The most evident reason for Riba's prohibition is to instil a sense
of Muslim brotherhood (Shahdani 2007).

1.3.1. Inquiry (Riba)

The prohibition of usury or interest (Riba) is without a doubt the most
significant principle in Islamic finance. Riba literally means "an increase, a growth, or
an accretion™ in Arabic. Lending money in Islam does not result in unjustifiable profit.
It is a Shari‘a phrase that refers to the premium that the borrower will pay to the lender
in addition to the main amount as a condition for the loan or an extension of its
maturity, which is commonly referred to as interest today. Within the Islamic
economic system, riba is a common source of illegitimate advantage. Because Shari'a
does not recognise money as an asset for sale, all Muslim scholars believe that this
prohibition extends to all sorts of interest and that there is no difference between
interest-bearing funds for consumption and interest-bearing funds for investment.

Money must function as both a means of trade and a store of value (Tamimi 2005).
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1.3.2. Uncertainty (Gharar)

The term Gharar simply means "ignorance™ or "uncertainty.” Gharar-related
trades and transactions were prohibited by Prophet Muhammad (Peace be upon Him).
"Whoever sells a damaged goods without exposing it stays in Allah's anger,” the
Prophet Muhammad (Peace be upon Him) stated in a Hadith. There are several
instances of Gharar-based transactions, including the selling of a pregnant animal's
progeny in the womb, the sale of fish in water, and the sale of birds in the sky. The
reason for the prohibition is that the seller's capacity to deliver such items is unknown.
In practise, Gharar refers to transaction-based problems such as price, delivery,
quantity, and quality of assets that may alter the degree or quality of consent between
contracting parties. Misrepresentation, error, fraud, duress, or terms outside the
knowledge and control of one of the contracting parties may all result in a lack of

awareness (Marifa 2014).
1.3.3. Gambling (Maysir and Qimar)

Islamic banking forbids speculating, which increases one's riches by chance
rather than through creative activity. In reality, however, the line between
contemplation and productive labour is often blurred. While it's conceivable to see
entrepreneurship as a type of gambling, Maysir is referring to unnecessary risk that
isn't part of everyday living, such as travelling to a casino. It creates an unavoidable
risk. Gambling or betting on chance games is prohibited. Gambling is a zero-sum
game that contributes nothing to society (Imam 2014).

1.3.4. Legal Activities (Haram)

Islamic banks must only support halal (legal) businesses, according to their
code of ethics. Islamic banks are not permitted to lend to firms or individuals engaged
in actions that are seen to be harmful to society (e.g. gambling) or are banned by
Islamic law (e.g. funding the development of an alcoholic beverage plant) (Imam
2014).
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1.4. Islamic Banking Models

Islamic banks and other financial intermediaries have many of the same
characteristics as their traditional counterparts. Muslim economists have showed that
these tasks may be performed in various Islamic approaches and paradigms. In fact,
they've shown that Islamic models are more capable of doing these tasks. These
models are briefly mentioned below (Hassan and Lewis 2007).

1.4.1. Murabaha

In a Murabaha agreement, the bank promises to buy an asset or products from a
third party and then resale the items to its customer at a profit. The product is
purchased with either immediate or delayed payment. According to some observers,
this kind of Islamic financing is remarkably similar to ordinary interest-based loans.
However, one significant distinction between Murabaha and interest-based financing is
that the Murabaha mark-up is for the bank's services (for example, finding and
purchasing the essential commodities at the cheapest price) rather than a time period.
As a result, if the buyer fails to complete a delayed payment on time, the mark-up does
not rise over the agreed-upon price due to the delay. In addition, the bank owns the
merchandise between the two sales, thus it is responsible for the risks (Hassan and
Lewis 2007).

1.4.2. Mudaraba

A 'Mudaraba' is a contract between a party that provides finance and another
who contributes skills and knowledge. Acting as an agency, the latter invests the
money of the former. This is referred to as a contract with an agency (IFRS 2010). The
agreement may be dissolved at any moment if the bank has commenced investing the
funds or has otherwise agreed. If a profit is made, it is divided according to a
predetermined ratio. In the event of a loss, the first party suffers the cash loss, while
the other party bears the time waste. Depositors and banks have so entered into a
modaraba contract, in which the bank serves as an agent and invests the funds in a
company. The bank enters into an extra mudaraba contract with the company, in which
it invests the money of the consumers (Igbal, 2014). As a result, the bank and the

corporation split the profit or loss made by the business. The profit is subsequently
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divided between the depositor and the bank according to a predetermined ratio. The
liability side of the balance sheet may adapt to changes on the asset side using a two-
tier mudaraba structure, and the risk is divided across more persons and businesses (S.
S. Ali 2011).

1.4.3. Musharakah

Musharkah (Joint Venture Contract) is an equity participation contract in which
two or more partners contribute monies to carry out an investment in accordance with
the terms of the contract (Hassan and Lewis 2007). Investors will split the profits and
risks equally. For example, if an investor has 50% of the cash for project X and
requires the other 50% to continue, the bank will supply the remaining 50% with a
profit-loss sharing agreement at a certain rate. This sort of contract has traditionally
been used to finance medium- and long-term fixed assets and working capital
(Greuning and Igbal 2008).

1.4.4. ljara

ljara (Leasing) is a contract in which a bank purchases and leases an asset or
equipment needed by a customer for a rental charge based on the terms of the
agreement (Greuning and Igbal 2008).When the complete payment is paid, the
customer has the choice of keeping the asset or returning it to the bank. It's also a

common tool in Islamic banks, with roughly 10% using it.
1.4.5. Istisna

Al-Istisna is a contract in which one party instructs another to create and supply
a product whose description, delivery date, price, and payment date are all specified in
the contract. As a result, each party has the option to terminate the agreement by
alerting the other before the manufacturing process starts. Even Nevertheless, once the
manufacturing activity has started, the contract cannot be unilaterally terminated.
Istisna is an exemption to various general sales contracts that restrict the sale of items
that are not owned or in the seller's custody at the time of sale (Igbal and Molyneux
2005).
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1.4.6. Alhamdulillah (SALAF)

Payment is paid in cash, but the items are delivered at a later date, according to
(Igbal and Molyneux 2005) and (Kettell 2011). It is critical to accurately characterise
the ordered items in terms of quantity and quality. It's also important to keep track of
the actual delivery date and place. Salam contracts are a kind of finance that is used by
small farmers and businessmen. SALAF is another name for it. Salam's goal is to
address the requirements of small farmers who need money to develop their crops, as
well as the needs of merchants who want to do import and export commerce. Salam is
advantageous to sellers because they get the price in advance, and it is advantageous to
buyers since the price in Salam is often cheaper than in-person transactions (KIB
2006).

1.4.7. Takaful

Takaful, as defined by the (AAOIFI 2015), is a procedure through which a
group of people agrees to manage harms caused by certain risks to which they are all
exposed. As a result, a procedure is started, including the payment of contributions as
gifts and eventually to the formation of an insurance fund with legal standing and
financial accountability. The resources of this fund are used to compensate any
participant who sustains an injury, according to a set of regulations and a documented
procedure. The fund is either administered by a chosen group of policyholders or a
joint-stock firm that handles the insurance operations and invests the fund's assets for a
fee.

Takaful is a kind of Islamic insurance based on Islamic Muamalat (bank
transactions) that adheres to Islamic law laws and regulations. This notion has been

practised in various ways for about 1400 years (Kettell 2011).
1.5. Regulations of Islamic bank in Iraq

The central bank is usually the institution responsible for the supervision and
regulation of Islamic banks, Islamic banking practices in Iraq are relatively widespread

and given explicit recognition in regulation by The Central Bank of Iraq (CBI 2004).
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An Islamic bank may be established under the companies law number 21 of
1997, and in conformity with the formulas of banking transactions that are harmonious
with the Islamic sharia laws, The paid capital of any Islamic bank cannot be less than
two-hundred and fifty billion Iraqi dinars, of which one-hundred billion must be paid
at the time of the establishment of the bank, and the remaining shall be paid in three
equal yearly packages (masum 2015).

The law also mentions that in the establishment of any bank and with the
approval of the Iraqi central bank a legal observation Committee will be formed. And
the Islamic transactions license is not given to foreign banking branches unless an
amount equal to the stated capital specified by the Iraqi central bank, the law allows
the Islamic banks to operate with greater flexibility by adding legalization to its work
(masum 2015).

1.6. Sharia Regulations and supervision

The word Shari'aa is most often translated as jurisprudence. However, it is
thought that the term "jurisprudence” does not adequately define Shari‘aa. The Qur'an,
which is the unchanging and proven inculcation of all God's teachings to all His
prophets, including the Torah and the Gospel; and the style of life and practise of
living (Sunnah) and sayings (Hadeeth) of Prophet Muhammad (PBUH) are the
principles and origins of Shari'aa (ABDUL-RAHMAN 2010).

Because 95-98 percent of Irag's population is Muslim, the country's
commercial affairs are governed by Shari‘ah, the Islamic code of human behaviour.
Due to the prohibition of certain aspects in transactions, Islamic banks must design

shari‘ah-compliant financial products (Ali and Ali 1994).

The primary distinction between Islamic and conventional banks is that all
Islamic bank transactions are completed without the use of riba’, which is absolutely
banned in Islam. Islamic banks' main goal is to meet the demands of Muslims in
financial transactions while also giving options to the rest of the world. These banks
are based on Qur'anic and Hadith-based decisions, and their administration is guided
by Islamic concepts of justice and fairness in the public good (Haron and Wan Azmi
2009).
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1.7. Islamic Banking legal Framework

Islamic banks are allowed to work through financing and investments,
contracts conclusions, the establishment of companies after Iragi Central Bank
approval, participation in the establishment of other Islamic banks, opening bank
accounts and accepting deposits, owning properties, issuance of checks according to
Shariah and accepting commercial instruments in compliance with Shariah. Iraqi
Islamic banks are obligated to refrain from giving or taking interests, financing, or
investing in projects that are prohibited by Shariah, conducting brokerage where
objects of contracts are non-moveable properties, and owning non-moveable properties
above the limit of 30% of the total capital of the bank (IBA 2019) .

The establishing body and then the general body of every Islamic bank shall
appoint five individuals to be members of the Shariah-based legitimacy censorship
body. Three of them shall have experience in the field of Figh and Figh principles
while the other two members shall be specialists and experienced in banking, legal,
and financial issues. IBA obligates the members of the Shariah-based legitimacy
censorship body to elect ahead and an executive member of the body. The membership
term renewal is every three years for the Shariah-based legitimacy censorship body
where its responsibilities are such as monitoring the bank, making reports about issues
referred by the bank management, and giving opinions about the compatibility of
banks complying with Shariah principles. Every Islamic bank should establish a
department of internal Shariah-based auditing to examine the compatibility between
the Shariah-compliant bank and the international norms of Shariah-based accounting
(Althabhawi 2019).Bank liquidation shall be compatible with Shariah and conducted
under the observation of the Shariah-based legitimacy censorship body. Depositors
who have current accounts must be refunded first after which investments and saving
accounts shall be refunded to their depositors. The creditors are next in line and fi ally,
shareholders will be paid according to their shareholdings (Althabhawi 2019).
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CHAPTER TWO

CUSTOMER LOYALTY AND SATISFACTION

2.1. Customer Loyalty

One of the requirements for the success of any organization is poor
productivity or service that depends on the strength of the relationship with loyal
customers, and (Kotler, 2003)defined loyalty as the measure of the customer and his
desire for reciprocal participation in the organization's activities.

Customer loyalty can be defined as the closest step to the repurchasing
behavior of customers. Customer loyalty has usually been referred to as a consequence
of all the experiences that a customer has with a service/product provider

(Mascarenhas, Kesavan and Bernacchi 2006) .

Loyalty is a marketing strategy used by majority of marketers to enhance the
profit but some people think that it is very tough to make it possible. Consumer faith
can be recognized if marketers try to understand the facts which affect the loyalty. This

will also benefit in building the customer reliability (Mao 2010) .
2.2. Customer Loyalty Types

A customer's emotional commitment to a business or its brand(s) is referred to
as attitude loyalty (Day 1969), and it suggests a long-term connection (Park and Kim
2000) . They claimed that the customer's emotions and feelings will be exploited to
show loyalty.Behavioral dedicationlt is characterised by the actions of the client,
which reveal their behavioural tendencies. Otaibi and Yasmeen claim that Customers
may be compelled to be loyal, faithful as a consequence of inertia, or functionally
loyal, according to (Kuusik 2007). Forced loyalty, according to the professor, may be
the outcome of monopolistic tendencies, when consumers have little option but to buy
from a single vendor since it is the only one accessible. The consumer's financial

situation might be a stumbling block.

Inertia may lead to loyalty as a consequence of satisfaction or a lack of
importance for one's decision, preventing individuals from exploring alternate options

(Kuusik 2007). Functional loyalty, according to the researcher, is the product of
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functional values. Pricing, distribution methods, loyalty programmes, and

convenience, among other things, would reflect this.

(Barnes 2003), on the other hand, emphasised that duplicating functional
values is not a reliable method for gaining a competitive advantage since competitors

may be able to reproduce them.

(Oliver 1999)completed the last four stages of customer loyalty given below,
which were separated into three dimensions by others. According to the study, loyalty
takes place in phases, starting with cognitive, then emotional, then conative, all of
which are attitudinal responses, and ultimately action, which is a behavioural attribute.

2.2.1. Cognitive Loyalty

According to (Blut et al 2007), cognitive loyalty is a customer's attitude toward
a product based on their knowledge of pricing, durability, and quality, among other
factors. This kind of loyalty, according to experts, is the weakest since even little
changes in the above might lead to a transition to an alternative, and it is mostly based
on cost-benefit analysis. The cognitive loyalty stage, according to (Javad et al 2015),
comprises choosing a favoured product or brand over alternatives based on perceived
quality and better qualities.

Cognitive loyalty is the product of knowledge (firsthand or secondhand) and
experiences, according to (Oliver 1999) and (Javad et al 2015). According to Oliver, if
the experience is regular, such as utility supply (Kuusik 2007), there is no loyalty, just
performance. The disadvantage of cognitive loyalty, according to the study, is that it is
susceptible to defects and destined to be superficial, as the client views quality and

features to be inferior, pushing service providers to get a significant quantity of it.
2.2.2. Emotional Commitment

According to (Oliver 1999), people get experience with a product when they
are satisfied with it. The emotional impact of this encounter is then expressed.
Affective loyalty is a combination of a person's emotional commitment to a product or
brand and positive experiences with it. This kind of loyalty, according to (Han et al

2011), is more basic than cognitive loyalty and hence less fragile. It isn't certain,
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however, since favourable changes and revisions in other options might smother it.
This implies that if competing offers become more appealing, the consumer may
choose to switch. As a result, service providers must strive for deeper commitment

from their customers in order to attain conative loyalty (Han et al 2011).
2.2.3. Allegiance to a Cause

According to (Blut et al 2007), this kind of loyalty extends beyond cognitive
and emotional devotion and is mostly shown in the urge to act, such as buy or
repurchase. Clients may still be tempted by competing offers, despite their increased
loyalty, according to (Oliver 1999). Furthermore, the professor emphasises that

commitment does not always imply action.
2.2.4. Get to work (Behavioural)

According to (Oliver 1999), in order for a client to be completely devoted to a
product, it must be a part of their self-identity. This is consistent with the self-identity
hypothesis, which states that individuals categorise themselves into groups and seek
affiliation with anything that makes them feel better about themselves. As a
consequence, the products will go above and beyond in terms of adding value to the
lives of the customers (Fornell et al 1996). According to (Oliver 1999), at this point,
the consumer is ready to completely commit and is able to purchase the desired brand
without difficulty. Consumers are willing to put out effort to get the items, according
to (Blut et al 2007), but alternative offerings are unappealing. Finally, the goal is

realised by action (buy or repurchase).
2.3. Customer satisfaction

Keeping clients happy is one of the most important theoretical and practical
concerns for marketers and academics, especially in the field of consumer behaviour
(Molina et al 2012). Customer satisfaction is recognised as one of the most important
results of marketing activities in the competitive banking business (Siddigi 2011). As a
strategic strategy for banks, relationship marketing has the capacity to retain a strong
market position and long-term lucrative banking connections with clients (Widana et al

2015). One of the key aims of relationship marketing is for businesses to establish
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long-term relationships with consumers and participate in dialogue with them (Kassim
et al 2009) .Relationship marketing, according to (Kotler, et al. 1999), is the process of
establishing, maintaining, and strengthening strong, high-value relationships with
consumers and other stakeholders. As a result, in order to maximise revenues,
businesses and financial institutions strive to build and maintain positive relationships
with their stakeholders, especially consumers. A relationship marketing approach has a
favourable and substantial impact on company success, according to the majority of
past studies (Widana et al 2015). Customer happiness is also the most important
feature in customer relationship management (CRM), followed by staff commitment,
customer trust, and customer loyalty (Kassim et al 2009) .

Companies strive to please their consumers, according to (Ibojo and Asabi
2015), since customer pleasure serves as a foundation upon which other goals may be
constructed and attained. It also served as a symbol for the organization's
accomplishments, according to them. According to (Safi 2017), a pleased customer
provides critical information with a variety of stakeholders, including company

management, lawmakers, competitors, and other customers.

Customers have become more aware of bank actions as a consequence of
previous financial crises, according to (Belas et al 2016). These efforts must guarantee
that consumers are appropriately cared for and happy if banks wish to keep their
customers and preserve their excellent image. According to (Koraus et al 2011), a
delighted client becomes a loyal customer, and keeping them needs up to five times
less work and money than acquiring a new one. Customer satisfaction is critical to a
successful business and a long-term connection between a firm and its customers.
According to (Ibojo and Asabi 2015), in order to attain customer joy, it is critical to
understand, know, and satisfy the market's desires. According to (Al-Maslam 2015),
today's climate is very competitive, and one method for getting a competitive
advantage as well as a long-term benefit is to focus on customer happiness. A thorough
grasp of the sector, according to the scholar, is also necessary for obtaining client
pleasure. Increased consumer satisfaction, according to (Al-Maslam 2015), leads to

inelastic demand for items.
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2.4. Customer satisfaction concepts

Customer satisfaction refers to a customer's or a service user's happiness with
the service's performance. (Johnson and Fornell 1991). It may also be defined as a
customer's overall assessment of the services, whether favourable or bad (Woodruff
1997).

The results on the impact of customer satisfaction on profitability reveal that
profitability is influenced by satisfaction, implying that achievable gains in satisfaction
might have a significant impact on profitability (Hallowell 1996).

As a consequence, management should prioritise customer satisfaction, with
service quality playing a significant role. Customer loyalty and contentment are
interconnected, and brand image has a significant influence on customer loyalty and
satisfaction. When a customer is satisfied, he is more loyal. As a consequence,
businesses prioritise these factors in order to establish a successful long-term
relationship with clients and improve their brand image in the marketplace the year
(Hafeez and Muhammad 2012).

Customers in the Islamic banking business place customer satisfaction
expectations on their banks' service quality (Hoq, Sultana and Amin 2010)and (Dusuki
and Abdullah 2007), much as they do in ordinary banking (Levesque and McDougal
1996). Customers' overall satisfaction and long-term support for a bank may be
influenced by the ease and competitiveness of goods and services, for example.
Customer perks including convenience, closeness, and low interest rates may also
impact customer happiness (Levesque and McDougal 1996). The study looked at the
link between customer satisfaction and other demographic parameters as well (Saad
2012). Customers were generally satisfied with the quality of services provided by
both Islamic and conventional banks, which included competence, friendliness, and
efficiency of employees. Customers, on the other hand, were dissatisfied with the
bank's physical facilities and parking spaces, as well as the bank's accessibility through
public transit. In addition, for Islamic banks, there were a few significant connections
between customer satisfaction and ethnicity, age, gender, and degree of education.. As
a consequence, the figures revealed that the vast majority of consumers were usually

happy with their banks' services. On the other hand, respondents were dissatisfied with
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parking, advertising, and information about new products and services. Customer
satisfaction is measured in terms of overall satisfaction or discontent with the bank
through service interactions across time in this research (Fornell et al 1996)and (Amin
etal 2013).

Banks may now do business beyond national and regional borders, catering to a
varied range of consumers with varying requirements, expectations, and opinions.
Customer happiness, service quality, and loyalty are all important factors in protecting
goods from rivals (Kashif et al 2015), and the financial services business faces
comparable challenges. As a result, while deciding which tactics would improve
revenue and client loyalty, bank executives are increasingly focusing on customer
service and happiness (Lopez, Hart and Rampersad 2007). Customer satisfaction in
services may be classed as facets (attribute particular), aggregates (overall),
transaction-specific, or cumulative (Dimitriades 2006). In this study, customer
satisfaction is defined as a client's overall attitude toward an Islamic bank, as
determined by a quality evaluation of all prior customer-provider interactions (Trif
2013). Consumer satisfaction is a key sign of a positive and productive relationship
between the client and the supplier (or service provider) (Trif 2013). According to
(Athanassopoulos et al 2001), customer satisfaction is a significant factor in building
long-term customer connections and boosting loyalty. According to (Mohsan at el
2011)and (Hallowell, The relationships of customer satisfaction, customer loyalty, and
profitability: an empirical study. 1996), customer happiness is linked to repurchase
intentions, the likelihood of product or service recommendation, loyalty, and
profitability. Furthermore, according to (Caruana 2002), service quality, customer
satisfaction, and service loyalty are three linked ideas that are critical to every firm.

Customer satisfaction is crucial for retail banks since satisfied clients are more
likely to remain loyal, resulting in increased future profits (Levesque and McDougal
1996). Customer satisfaction has a positive association with customer loyalty,

according to a research study (Amin 2016).

A pleased consumer, on the other hand, does not guarantee loyalty since
loyalty is not based on satisfaction (Mohsan at el 2011). The sense of service quality
and satisfaction, according to (Ehigie 2006), are two factors that may be linked to

customer loyalty. According to various research, customer pleasure is a critical aspect
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in determining loyalty (Jamal and Anastasiadou 2009); (Ehigie 2006); (Oliver 1999);
(Anderson, Fornell and Lehmann 1994); (Rust and Zahorik 1993). Customers who are
satisfied are more likely to buy again, have reduced price sensitivity, make 68
favourable word-of-mouth referrals, and stay loyal ( (Picon et al 2014). Customer
loyalty can only be developed if customers are consistently happy. On the other hand,
a satisfied consumer isn't always a loyal one. According to (Levesque and McDougal
1996), "about half of the clients would continue with the firm even if the issue is not
remedied.” This might be due to price switching, a perceived lack of contrast between
options, a geographic limitation on choice, time or money constraints, habit or inertia,
or other non-loyalty factors. Client loyalty may be increased in two ways: by offering

complete customer satisfaction and by creating switching obstacles (Picon et al 2014).
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CHAPTER THREE

METHODOLOGY

3.1. Introducation

The previous literature chapters discussed the Islamic banking services in lraq
and customer satisfaction and loyalty in this study, as well as the role of Islamic bank
in satisfaction customer and loyalty. This chapter explaining the research methodology
that are used to collect responses customers and analyse the data in this study, case for
number of Islamic banks from Iraq, the study problem can be defined more precisely
in light of asking the following main questions: to what degree the costumers are
satisfy with the services that Islamic banks presents to them? And does the bank

services effect on costumers’ loyalty or not?

(Sekaran 2003) definition of research states “an organised, systematic, data-
based, critical, objective, scientific inquiry or investigation into a specific problem,
undertaken with the purpose of finding answers or solutions to it”. Henceforth we
understand that research is to be conducted with its goals and to-be-attainments in
mind beforehand, which they will subsequently be of great aid in disentangling any

issues we come to face with, or to simply clarify the most immediate problem at hand.

(Bryman and Bell 2003)defined methodology as the processes and ways in
which information is gathered, defining and putting forth a theory for a phenomena,

and it’s done through the utilization of different approaches and procedures.

(Collis and Hussey 2003) ascertain methodology as the overarching methods
to the research’s overall procedure, which extend starting from the theoretical basis
and through collecting and analyzing data. It takes into consideration the type of data,
along with the aim of the collected data, the sources of the data, and the period of the
data’s collection. And most importantly how the researcher gathers and inquiries into
his data (Collis and Hussey 2003).
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3.2. Research and Hypothesis

The below questions are formatted for the current research:
1.What is the correlation of Islamic bank services on costumers’ satisfaction?
2.What is the correlation of Islamic bank services on costumers’ loyalty?
Based on the above questions, the researcher has formatted below Hypothesis:

H1: There is significant relationship between Islamic bank services and customers

satisfaction.

H2: There is significant relationship between Islamic bank services and customers

loyality.
3.3. Population and Sampling

The term population refers to the total number of people who will be targeted
by the researcher and from whom data will be collected. Using a population, the
researcher can determine the sample size in this current study., however, the sample
size in this study is 210 respondents who were selected randomly and they include
customers of Islamic banks were adopted banking services inside Iraq also the name of

those banks will be mentioned in tablel were collecting data from their customers.
3.4. Analysis Method

The collected data was analyzed utilizing the Statistical Package for Social
Science (SPSS 23). In analyzing the results, descriptive and inferential statistical
techniques were used. Descriptive statistical methods, according to (Sekaran 2003),
with the target of characterizing and summing up mathematical outcomes. Descriptive
measurements provide data collection using frequency, core pattern and validity
metrics. Demographic data frequency and percentages in addition to the correlation
and regression between Islamic bank services and customers satisfaction and loyalty.
Ultimately, the hypotheses are tested by compare means that the researcher had taken

to prove one of research hypothesis.
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3.5. Measuring research data

The researcher has used an orginal copy of questionnaire to calculae and
evaluate the effect of different variables in the current research. The questionnaire
contain three main variables;islamic bank services, customer satisfaction, and
customers loyalty. For islamic bank services contain 22 different question , customers
satisfaction contain 15 key question, and customers loyalty contain 15 questions. The
sllectede question method helps to identify the core relation or the affection of islamic
bank services on customers satisfaction and also the effect of islamic banking service

on customers loyalty.
3.6. Research analaysis method

The researcher usied statistical pachage for social schience (SPSS.23) to
analyse the main results for the research. During the research, the resarcher has
depended on, descriptive analysis such as mean, percentage, standard devieation. Were
used during the research. On the other hand , for testing resaerch hypothesis , the
reasearched has used corelation, and regression to clarefy the relation between islamic
bank services as an independent variable, and customers services , and loyality as a
dependent variables. By using descriptive analysis it provide data collection suing
frequency, core pattren and validity matrics, also it analyse demographic data
frequency and percentagesas well as corelation matix among all variables (Sekaran
2003).

Research methods designate the different approaches and checking the data
through utilizing distinct tools and techniques. (Collis and Hussey 2003); (Wahyuni
2012)Moreover, (Burton 1996) refers to the fact that financial institutions knowledge
within regards to the relationship between ethnicity and customer behavior is less than
the trailers knowledge, and ascertains that ethnicity was unaccounted for, and had little

to no interest in the minds of bank marketers.
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CHAPTER FOUR

RESULTS AND FINDINGS

4.1. Descriptive Statistics

A descriptive statistic is necessary to shed light on the elementary
conception to the background of the research participants (Sekaran 2003). An
analysis of this nature is very occurring and usually used in previous studies and
particularly the ones which use surveys to better conceive the properties of such
participants. This part begins with a detailed analytic introduction into the
properties of the participants such as Generally information, this chapter focuses on
which bank they use, gender distributions, Marital Status, age and education, plus a

list of Islamic banks and the duration of the participant’s duration as a customer.
4.1.1. Names of bank they use

Table 1: Demonstrates the number of responses to the Names of Islamic banks
in Iraq as the sample of the study. Show 16% of responses from my study deal with the
Bank of Kurdistan International Islamic Bank for Investment & Development. While,
11% of responses they are deal with Cihan Bank Islamic Investment and Finance p.s.c,
with 13% of responses are deal with AlNahrain Islamic bank, addition to 7% of
responses deal with Nasik Islamic Bank, and 14% of responses deal with Elaf Islamic
Bank. also, we have 14% responses deal with Iragi Islamic Bank. furthermore, 16% of
responses deal with Dijlah and Furat Bank for Development & Investment. including
only 2% of responses dealing with the Islamic Regional Cooperation Bank. Finally,
7% of responses dealing with the National Islamic Bank. This implies the majority of

the respondents were using KIB and Dijlah&Furat bank.
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Table 1. Percentage Distribution of Name Islamic bank of Respondents

No Name of Islamic Bank Number | percentage
responses | of response

1 | Kurdistan International Islamic Bank for 34 16%
Investment & Development

2 | Cihan Bank Islamic Investment and Finance 24 11%
p.s.c

3 | AlNahrain Islamic 28 13%

4 | Nasik Islamic Bank 14 7%

5 | Elaf Islamic Bank 30 14%

6 | Iraqgi Islamic 29 14%

7 | Dijlah and Furat Bank for Development & 33 16%
Investment
Islamic Regional Cooperation Bank 4 2%

9 | National Islamic 14 7%

4.1.2. Gender

Figure 2: indicate the result about Gender in the survey, the results show that
Majority of the population in 210 respondents in the sample study 23% were female
employees and the rest were 77% male employees which means that the majority of

respondents of the sample were male participants.
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Figure 2. Percentage Distribution of Gender Group of Respondents.
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4.1.3. Marital Status

Figure 3 indicate the result about Gender in the survey, the results show that
Majority of the population in 130 of the respondents were married and that is about
62%, and the remaining 80 were single and that is about 38% . Thus, the majority of

the respondents were males.

MARITAL STATUS

W Marital Status

MARRIED SINGLE

Figure 3. Percentage Distribution of Marital Status Group of Respondents.

4.1.4. Age Group

Figure 4: as shown above illustrates the percentage of the age range of all
respondents in the sample study, in which. Under the 20year range, the number of
participants was 3 out of 210 customers which is equivalent to 1% of the total number
of customers. For the 21 to 30 age range the number of customers was 88 which is
equivalent to 42% of the total number of participants in the sample study. For the 31 to
40 ages range the number of respondents for this age range was 83 of 210 respondents
which is equivalent to 40% of the total number of participants in the sample study. For
the 41 to 50age range, the customer's number was 30 out of 210 employees which is
equivalent to 14% of all participants in sample study. For the 51to 60 age ranges, the

customer's number was 4 out of 210 employees which is equivalent to 2% of all
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participants in the sample study. While, for the 60 and Above age range, the customer's
number was 2 out of 210 employees which is equivalent to 1% of all participants in the

sample study.

This suggests that the largest number of customers was the age range from 21
to 30 which was 88 respondents out of the total number of all the participants of the
study (210). While the age range that had the lowest number of respondents was 60

and above in which only 2 respondents of a total number of the participants took part.

Age

100

90

80
70
60
50
mAge 20
30
10
0 - . . — - .

Under 20 21-30vyear's 31-40year's 41—-50year's 51-60 year's 60and Above
year's

Figure 4. Percentage Distribution of Age Group of Respondents.

Figure 4 as shown above illustrates the percentage of the age range of all
respondents in the sample study, in which. Under the 20year range, the number of
participants was 3 out of 210 customers which is equivalent to 1% of the total number
of customers. For the 21 to 30 age range the number of customers

43




4.1.5. Education

Figure 5: demonstrates the level of education of the sample of the study. 7% of
customers of the Islamic bank had a primary certificate from total respondents, whilst
the percentage of customers with Secondary certificates was 10% also 14% of
respondents were of Higher Secondary certificates, Undergraduate was 20%of
respondents. Which was considered the highest percentage of the total number of
customers of the sample study27%% of participants (customers) had Graduate
certificates of total respondents. Furthermore, Post Graduate 14%, Doctorate 5%,

Finally, 2% of the total respondents of the study were holders of post Doctorate.

This implies that most of those who partook in the research were bachelor
certificate holders which constituents 58 respondents of the total number of the
participants (210) which makes 27% of all respondents. The respondents who were
holders of post Doctorate were the least participating number of respondents in which,
4 out of the total number of the respondents (210) which is equivalent to 2% of total

respondents in the sample of the study.
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Figure 5. Percentage Distribution of Education of Respondent.
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4.2. Statistical Analyzing
4.2.1. Islamic Bank Services

Table 2. Descriptive Statistics Islamic Bank Services

Descriptive Statistics

Islamic bank services Mean Std. Deviation
1-Islamic bank provides service requests as promised. 3.0000 1.01189
2-All the information received from Islamic bank is| 3.0905 1.08773
reliable
3-Islamic  bank upholds confidentiality in my| 3.3857 1.23303
transactions
4-Islamic bank delivers error free account statements. 3.0429 1.10374
5-Islamic bank performs services right the first time 2.9429 1.12670
6-Islamic bank uses modern equipment (computers,| 2.3857 1.28249
ATMS).
7-1slamic  bank's physical facilities are visually| 2.6667 1.19141
appealing (furniture, offices, car park).
8-Materials associated with Islamic bank services are| 2.7476 1.14002
visually appealing (fliers, forms).
9-Employees at the Islamic bank are well groomed. 3.2286 1.03302
10-The Islamic bank employees are consistently| 3.1857 1.10622
courteous to me.
11-Employees at Islamic bank understand my specific| 3.0619 1.17428
financial needs.
12-Islamic bank cares about my personal problems. 2.8000 1.16898
13-Islamic bank provides convenient operating hours| 3.0048 1.13026
for all customers.
14-1slamic bank employees are willing to pay attention| 3.0190 1.09353
to me whenever | makes inquiries.
15-Islamic bank provides adequate security for its| 3.1381 1.23155
customers within its premises.
16-The behaviors of Islamic bank employees always| 3.0714 1.14484
instill confidence in me.
17-Islamic bank employees have knowledge to answer| 3.0476 1.09702
all my questions.
18-1 feel safe doing all my financial transactions with| 3.1286 1.16883
Islamic bank.
19-Islamic bank employees are never too busy to| 3.0905 1.07890
quickly respond to my queries.
20-Islamic bank employees provide prompt services to| 3.1905 1.08134
customers.
21-Islamic bank employees rectify service failure| 3.0762 1.14662
immediately it occurs.
22-I1slamic bank employees timely service delivery| 2.8952 1.05290
ensures customer expectations are met.
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The findings in the descriptive statistic tables of Islamic bank services have
been shown that the majority of respondents tended to be satisfied with the items of
“Islamic bank upholds confidentiality in my transactions”, with a mean (3.3857) and
Std. Deviation (1.23303), “Employees at the Islamic bank are well-groomed’’, with a
mean (3.2286) and Std. Deviation(1.03302), “Islamic bank employees provide prompt
services to customers’ with a mean (3.1905) and Std. Deviation (1.08134). “The
Islamic bank employees are consistently courteous to me’’, “’Islamic bank provides
adequate security for its customers within its premises’’,”’ I feel safe doing all my
financial transactions with Islamic bank’’, as they received means scores, 3.1857,
3.1381, 3.1286 respectively. Other respondents tended to dissatisfy with the item
which refers to “Islamic bank uses modern equipment (computers, ATMs)’’, as it

received a means score of 2.3857 and Std. Deviation (1.28249).

Also, other respondents nor dissatisfied with the item which refers to ‘‘Islamic
bank's physical facilities are visually appealing (furniture, offices, car park)”, with a
mean(2.6667) and Std. Deviation(1.19141), “Materials associated with Islamic bank
services are visually appealing (fliers, forms)’’, with a mean(2.7476) and Std.
Deviation(1.14002), ‘‘Islamic bank cares about my personal problems’’,“Islamic bank
employees timely service delivery ensures customer expectations are met’’,”” Islamic
bank performs services right the first time’’, as they received means scores Of
2.8000,2.8952,2.9429 respectively.
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4.2.2. Customer Satisfaction

Table 3. Descriptive of Statistics Customer satisfaction

Descriptive Statistics

service systems (ATMs, branches).

Customer satisfaction Mean | Std. Deviation
1-1 am satisfied with Islamic bank personnel's banking| 3.0714 1.05796
skills and knowledge.
2-1slamic bank staff response to all my queries is| 3.0524 1.09462
excellent.
3-Islamic bank personnel always understand and satisfy | 2.9333 1.08285
my financial needs.
4-1 am satisfied with the variety of services offered by| 2.8857 1.21643
Islamic bank.
5-1 am satisfied the Islamic bank do not charge interest| 3.4095 1.20362
rates.
6-1 am satisfied with the Islamic bank service charges. 2.6952 1.23058
7-1 am satisfied with the service processes at Islamic| 2.8571 1.12329
bank.
8-1 am satisfied with the queuing time at Islamic| 2.8429 1.12776
banking.
O-1 am satisfied with the information | receive from| 2.7667 1.16069
Islamic bank (new products, account statements).
10-Am satisfied with the Islamic bank’s social| 2.7857 1.17257
responsibility (E.g., Education sponsorship for needy,
environmental protection).
11-1 am satisfied with media reports on Islamic bank. 2.5524 1.15730
12-1 am satisfied with Islamic bank's technology-based| 2.7952 1.12857
Customer relationship management excellence.
13-1 believe Islamic bank will satisfy my future financial | 2.8667 1.14972
needs.
14-Islamic banks network (e.g., branches, ATMs, agents)| 2.5048 1.21493
make it accessible in all the entire country.
15-1 am satisfied with the location of the Islamic banks| 2.3048 1.26130

The findings in the descriptive statistic tables of Customers satisfaction have

been shown that the majority of respondents tended to be satisfied with the items of “I

am satisfied the Islamic bank do not charge interest rates”, with a mean (3.4095) and

Std. Deviation(1.20362), “I am satisfied with Islamic bank personnel's banking skills
and knowledge’’, with a mean (3.0714) and Std. Deviation(1.05796), “Islamic bank
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staff response to all my queries is excellent’’, with a mean (3.0524) and Std.
Deviation(1.09462).

Other respondents tended to dissatisfy with the items which refers to “I am
satisfied with the location of the Islamic banks service systems (ATMs, branches)’’, as

it received a means score of 2.3048 and Std. Deviation (1.26130).

Also, other respondents nor dissatisfied with the item which refers to “‘Islamic
banks network (e.g., branches, ATMs, agents) make it accessible in all the entire
country”, with a mean(2.5048) and Std. Deviation(1.21493), “I am satisfied with
media reports on Islamic bank’’, with a mean(2.5524) and Std. Deviation(1.15730), “‘I
am satisfied with the Islamic bank service charges’’, with a mean(2.6952) and Std.
Deviation(1.23058), ‘I am satisfied with the information I receive from Islamic bank
(new products, account statements)’’, with a mean(2.7667) and Std.
Deviation(1.16069), “Am satisfied with the Islamic bank’s social responsibility (E.g.,
Education sponsorship for needy, environmental protection)’’, ‘I am satisfied with
Islamic bank’s technology-based Customer relationship management excellence’’, ‘I
am satisfied with the queuing time at Islamic banking’’, “I am satisfied with the
service processes at Islamic bank’’, “‘I believe Islamic bank will satisfy my future
financial needs’’, ‘I am satisfied with the variety of services offered by Islamic
bank’’, ‘‘Islamic bank personnel always understand and satisfy my financial needs’’ as
they received means scores, 2..7857, 2.7952, 2.8429, 2.8571, 2.8667, 2.8857, 2.9333

respectively.
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4.2.3. Customer Loyalty

Table 4. Descriptive Statistics of Customer Loyalty.

Descriptive Statistics

to this bank is mentioned.

Customer Loyalty Mean | Std. Deviation
1-Even if there is an increase in the product and service 2.7238 1.14495
prices of this bank, I will not change my choice.
2-Even if this bank's competitors offer better prices, | would | 2.6952 1.09040
not change my choice.
3-1 think that I am loyal to this bank, of which | am a 2.8238 1.06820
customer.
4-1 would not hesitate to go the extra mile to transact in this | 2.9000 1.10002
bank.
5-1 make positive comments about this bank, I avoid 2.8905 1.09037
negative comments.
6-1 like to be a fixed customer of this bank. 3.0667 1.09603
7-When | need a new product or service, | usually prefer the | 2.8857 1.13504
bank I use the most.
8-This bank is my first choice when | need any product or | 3.0095 1.16976
service.
9-After making a choice about a bank, I usually prefer to 2.9143 1.10773
switch to the same bank.
10-1 would definitely recommend this bank to people who | 2.9571 1.09066
want my recommendation.
11-1 would recommend this bank to my close friends. 3.1048 1.07092
12-1 am happy when other people praise this bank. 3.1905 1.15411
13-1 am very interested in other people's opinions about this | 3.1810 1.20431
bank.
14-1 don't like criticism of this bank. 3.0762 1.17139
15-1 encourage those around me to refer to this bank 3.0571 1.09657
16-1 use the definition of “my bank” when a subject related | 2.9667 1.13400

The findings in the descriptive statistic tables of Customers loyalty have been

shown that the majority of respondents tended to be satisfied with the items of “I am

happy when other people praise this bank”, with a mean (3.1905) and Std. Deviation

(1.15411), “I am very interested in other people's opinions about this bank’’, with a
mean (3.1810) and Std. Deviation (1.20431), “I would recommend this bank to my
close friends’’, with a mean (3.1048) and Std. Deviation (1.07092).
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Also, other respondents nor dissatisfied with the item which refers to ‘I don't
like criticism of this bank”, with a mean(3.0762) and Std. Deviation(1.17139), “I like
to be a fixed customer of this bank’, with a mean(3.0667) and Std.
Deviation(1.09603), ‘I encourage those around me to refer to this bank’’, with a
mean(3.0571) and Std. Deviation(1.09657), ‘“This bank is my first choice when I need
any product or service’’, with a mean(3.0095) and Std. Deviation(1.16976), “I use the
definition of “my bank™ when a subject related to this bank is mentioned’’, ‘I would
definitely recommend this bank to people who want my recommendation’’, ‘‘After
making a choice about a bank, I usually prefer to switch to the same bank’’, “I would
not hesitate to go the extra mile to transact in this bank’’, ‘I make positive comments
about this bank, I avoid negative comments’’, ‘“When I need a new product or service,
| usually prefer the bank I use the most’’, “‘-I think that I am loyal to this bank, of
which [ am a customer’’, “Even if there is an increase in the product and service prices
of this bank, I will not change my choice’’, ““‘Even if this bank's competitors offer
better prices, | would not change my choice’’ as they received means scores, 2.9667,
2.9571, 2.9143, 2.9000, 2.8905, 2.8857, 2.8238, 2.7238, 2.6952 respectively.

Also, there are no respondents dissatisfy with customer loyalty that mean the

majority where satisfied and nor dissatisfied with items of customer loyalty.
4.3. Reliability and Validity Analysis

The term “reliability” refers to how well estimates are repeated on several
occasions; a scale illustrates how accurate the results are. Reliability Analysis checks
the questionnaire's correctness and stability, as well as the findings obtained, to ensure
that the sample is solid. The purpose of reliability testing is to guarantee that the
observed variables compute the'real value' and to see whether they are 'error free' or
have a high questionnaire error rate. Cronbach alpha was employed to confirm the
internal correctness of scale components. It's arguable whether alpha values are
suitable. Many sources recommend a minimum of 0.7 for a scale with an alpha of
around this number.in this research, Reliability was measured for this test and it was
tested and it was (0.899) and (0.869) also (0.879) Cronbach’s Alpha for 210 items and
based on the above summary it can be accepted, and so the scale is reliable. Based on
that outcome, accordingly we have confirmed the validity and consistency of the
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questionnaire, which makes us fully confident in its validity to analyze the results and

answer questions of research and choice of hypotheses.

The researcher used 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 was confirmed by Cronbach alpha coefficient were Islamic
bank service(0.899),Customers satsfaction(0.869),Customer’s loyalty(0.879) which
is acceptable value according to (Bland and Altman 1997)which says that the
acceptable Cronbach alpha value must be more that 0.70 based on Cronbach alpha

test which affect by the number tested items.

Table 5. Reliability and validity analysis

Reliability Statistics

Cronbach's Alpha N of Iltems
Islamic bank service .899 22
Customers satsfaction .869 15
Customer’s loyalty 879 16

4.4. Test of Hypotheses

In order to identyfiy whether the research hypothesis are accepted or not. in
other words are there any relation between all research variables which is the relation
between Islamic bank services and customer’s satisfaction from one side, and Islamic
bank and Customer’s loyalty. The researcher found that there is a significant relation
between Islamic bank services and customer’s loyalty at significant level 0.01 with 2-
tailed at (0.769) and this number indicate a strong relation between research variables .
this result leads us to accept the first hypothese which is “ H1: There is significant

relationship between Islamic bank services and customers satisfaction”.
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Table 6. Correlation Analysis.

Correlations
IBS CS CL

Islamic bank | Pearson Correlation 1 769" 7217
services Sig. (2-tailed) .000 .000

N 210 210 210
Customer’s Pearson Correlation 769" 1 .709™
satisfaction Sig. (2-tailed) .000 .000

N 210 210 210
Customer’s Pearson Correlation 7217 .709™ 1
loyalty Sig. (2-tailed) .000 .000

N 210 210 210
**_Correlation is significant at the 0.01 level (2-tailed).

On the other hand, the researcher has found that there is a strong relation
between Islamic bank services and customers loyalty which found from correlation
table result above at significant the 0.01 level (2-tailed). Level of correlation is high
which is 0.721** this means that the second hypothesis is accepted that stated
that”There is significant relationship between Islamic bank services and customers

loyalty.
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CONCLUSION

This research basically clarifies the relationship between three main variables
in the current research entitled” Islamic bank services and its correlation on customers
satisfaction and loyalty for number of Islamic banks in Irag. This research contains
four main chapters, the first chapter covers the main introduction of the research. Also,
the second chapter and the third chapter cover the literature review about Islamic bank
services, history of Islamic banking, the core idea of Islamic banking, the main
regulations of Islamic bank in Irag, sharia Islamic banking and supervision, Islamic

banking legal framework, economic situation in Iraq.

Chapter two covers customer's satisfaction, the main introduction, different
types of customer's satisfaction, different types of customer's loyalty, customer's

loyalty phases. The last chapter covers the research methodology of the research.

During the research as participated Iragi banks, the research demonstrates the
number of responses to the Names of Islamic banks in Iraq as the sample of the study.
Show 16% of responses from my study deal with the Bank of Kurdistan International
Islamic Bank for Investment & Development. While, 11% of responses they are deal
with Cihan Bank Islamic Investment and Finance p.s.c, with 13% of responses are deal
with AlNahrain Islamic bank, addition to 7% of responses deal with Nasik Islamic
Bank, and 14% of responses deal with Elaf Islamic Bank. also, we have 14%
responses deal with Iragi Islamic Bank. furthermore, 16% of responses deal with
Dijlah and Furat Bank for Development & Investment. including only 2% of responses
dealing with the Islamic Regional Cooperation Bank. Finally, 7% of responses dealing
with the National Islamic Bank. This implies the majority of the respondents were
using KIB and Dijlah&Furat bank. As sample of study, . the total of 210 respondents
in the sample study 23% were female employees and the rest were 77% male
employees which means that the majority of respondents of the sample were male
participants.as main results of the research and In order to identyfiy whether the
research hypothesis are accepted or not. In other words are there any relation between
all research variables which is the relation between Islamic bank services and

customer’s satisfaction from one side, and Islamic bank and Customer’s loyalty. The
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researcher found that there is a significant relation between Islamic bank services and
customer’s satisfaction at significant level 0.01 with 2-tailed at (0.769) and this
number indicate a strong relation between research variables . this result leads us to
accept the first hypothese which is “ H1: There is significant relationship between
Islamic bank services and customers satisfaction” on the other hand, On the other
hand, the researcher has found that there is a strong relation between Islamic bank
services and customers loyalty which found from correlation table result above at
significant the 0.01 level (2-tailed). Level of correlation is high which is 0.721** this
means that the second hypothesis is accepted that stated that”There is significant
relationship between Islamic bank services and customers loyalty.
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LIST OF ATTACHMENTS
APPENDIX 1: English Questionnaire Form

Section One: General information

1. Name:

2. Which bank do you use most:

3. Gender: Male o Female o

4. Marital Status: Married o Single o

5. Which age group you fall into?

Under 20 o, 21 — 30 year's 0,31 — 40 year's 0 ,41 — 50 year's 0 ,50-60 year's o0 ,60 and
Above O .

6. What is your highest education?

Primary o, Secondary o, Higher Secondary o, Undergraduate o, Graduate o, Post
Graduate o,Doctorate o ,Post Doctorate O

Note: Please tick any no. from 5 to 1 on the basis of your experience with your prime
bank.
Here: 5=Very satisfied ,4=satisfied ,3=Indifferent ,2=Dissatisfied ,1=Very dissatisfied.

Section Two: Islamic bank services

No. Questions 1 2 3 4 5
Very L . . Very
Dissatisfied Dissatisfied Indifferent | Satisfied Satisfied

Islamic bank provides service
requests as promised.

All the information received from
Islamic bank is reliable.

Islamic bank upholds confidentiality
in my transactions.

Islamic bank delivers error free
account statements.

Islamic bank performs services right
the first time.

Islamic bank uses modern
equipment (computers, ATMS).

Islamic bank's physical facilities are
visually appealing (furniture,
offices, car park).

Materials associated with Islamic
bank services are visually appealing
(fliers, forms).

Employees at the Islamic bank are
well groomed.

10 | The Islamic bank employees are
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consistently courteous to me.

11

Employees at Islamic bank
understand my specific financial
needs.

12

Islamic bank cares about my
personal problems.

13

Islamic bank provides convenient
operating hours for all customers.

14

Islamic bank employees are willing
to pay attention to me whenever |
makes inquiries.

15

Islamic bank provides adequate
security for its customers within its
premises.

16

The behaviors of Islamic bank
employees always instill confidence
in me.

17

Islamic bank employees have
knowledge to answer all my
questions.

18

| feel safe doing all my financial
transactions with Islamic bank.

19

Islamic bank employees are never
too busy to quickly respond to my
queries.

20

Islamic bank employees provide
prompt services to customers.

21

Islamic bank employees rectify
service failure immediately it
occurs.

22

Islamic bank employees timely
service delivery ensures customer
expectations are met.
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Section Three: Customer satisfaction

No. Questions 1 2 3 4 5
Very Dissatisfied | Indifferent | satisfied Very
dissatisfied satisfied

1 |1 am satisfied with Islamic bank
personnel's banking skills and
knowledge.

2 | Islamic bank staff response to all
my queries is excellent.

3 | Islamic bank personnel always
understand and satisfy my financial
needs.

4 || am satisfied with the variety of
services offered by Islamic bank.

5 | I am satisfied the Islamic bank do
not charged interest rates.

6 | | am satisfied with the Islamic bank
service charges.

7 |1 am satisfied with the service
processes at Islamic bank.

8 | I am satisfied with the queuing time
at Islamic banking.

9 | I am satisfied with the information |
receive from Islamic bank (new
products, account statements).

10 | Am satisfied with the Islamic banks
social responsibility (E.g. Education
sponsorship for needy,
environmental protection).

11 | I am satisfied with media reports on
Islamic bank.

12 | | am satisfied with Islamic bank'’s
technology based Customer
relationship management
excellence.

13 | I believe Islamic bank will satisfy
my future financial needs.

14 | Islamic  banks network (e.g.
branches, ATMs, agents) make it
accessible in all the entire country

15 | I am satisfied with the location of

the Islamic banks service systems
(ATMs, branches).
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Section Four: Customer Loyalty

No Questions 1 2 3 4 5
Very Dissatisfied | Indifferent | satisfied Very
dissatisfied satisfied

1 | Even if there is an increase in the
product and service prices of this
bank, I will not change my choice.

2 | Even if this bank's competitors
offer better prices, 1 would not
change my choice.

3 | I think that 1 am loyal to this
bank, of which | am a customer.

4 |1 would not hesitate to go the
extra mile to transact in this bank.

5 | | make positive comments about
this bank, 1 avoid negative
comments.

6 || like to be a fixed customer of
this bank.

7 | When | need a new product or
service, | usually prefer the bank |
use the most.

8 | This bank is my first choice when
I need any product or service.

9 | After making a choice about a
bank, | usually prefer to switch to
the same bank.

10 | I would definitely recommend this
bank to people who want my
recommendation.

11 | I would recommend this bank to
my close friends.

12 | I am happy when other people
praise this bank.

13 | I am very interested in other
people's opinions about this bank.

14 | 1 don't like criticism of this bank.

15 | I encourage those around me to
refer to this bank.

16 | I use the definition of “my bank”

when a subject related to this bank
is mentioned.
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APPENDIX 2: Arabic Questionnaire Form
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APPENDIX 3: Turkish Questionnaire Form

Birinci Boliim: Genel bilgiler

1. Isim:

2. Banka adx:

3. Cinsiyet: Erkek o Kadin o

4. Medeni Durum: Evli o Bekar o

5. hangi yas grubuna giriyorsun?

Altinda 20 o, 21 — 30 yilin 0,31 — 40 yilin 0 ,41 — 50 y1ilin 0 ,50-60 yilin 0,60 ve
yukarida o .

6. en yiiksek egitimin nedir?

Oncelik o, Ikincil o, Yiiksek ikincil o, Lisans o, Mezun olmak o, Yiiksek Lisanso,
Doktora o, Doktora sonrasi O

Note: Liitfen herhangi bir hayir isaretleyin. ana bankanizla olan deneyiminize
dayanarak 5'ten 1'e.

Buraya: 5= Cok Menmun, 4= memnun, 3= Kayitsiz, 2= Hosnutsuz, 1= Cok
memnuniyetsiz.

ikinci Boliim: islami Banka Hizmetleri

No. sorular 1 2 3 4 5
Cok Hosnutsuz Kayitsiz memnun Cok
memnuniyetsiz Menmun
1 | Islami banka, hizmet taleplerini sdz

verildigi gibi saglar.

2 | Islami bir bankadan alman tiim
bilgiler giivenilirdir.

3 | Islami banka islemlerimde gizliligi
desteklemektedir.

4 | Islami banka hatasiz hesap 6zetleri
Sunar.

5 | islami banka hizmetleri ilk seferde
dogru yapar.

6 | Islami banka modern ekipmanlar
(bilgisayarlar, ATM'ler) kullanr.

7 | Islam bankasinin fiziki tesisleri
gorsel olarak ¢ekicidir (mobilya,
ofis, otopark).

8 | Islami banka hizmetleriyle ilgili
materyaller gorsel olarak cekicidir
(el ilanlar1, formlar).

9 | Islami bankada ¢alisanlar bakiml1.

10 | Islami banka calisanlari bana kars1
her zaman nazik davraniyor.

11 | islami bankadaki calisanlar benim
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0zel finansal ihtiyaclarimi anliyor.

12

Islam bankas: kisisel sorunlarim ile
ilgilenir.

13

Islami banka, tiim miisteriler icin
uygun caligma saatleri saglar.

14

Islami banka ¢alisanlar1 ne zaman
soru sorsam benimle ilgilenmeye
isteklidirler.

15

Islami banka, miisterilerine kendi
biinyesinde yeterli giivenligi saglar.

16

Islami banka ¢alisanlarinin
davraniglar1 bende her zaman giiven
uyandirir.

17

Islami banka ¢alisanlari tiim
sorularima cevap verebilecek

bilgiye sahip.

18

Islami bankalarla tiim finansal
islemlerimi yaparken kendimi
giivende hissediyorum.

19

Islami banka ¢alisanlar1 sorularima
hizli cevap veremeyecek kadar
mesgul degiller.

20

Islami banka ¢alisanlar1 miisterilere
hizl1 hizmet sunar.

21

Islami banka ¢alisanlar1 hizmet
hatasini olustugu anda giderir.

22

Islami banka ¢alisanlar1 zamaninda
hizmet sunumu miisteri
beklentilerinin karsilanmasini
saglar.
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Uciincii Boliim: Miisteri Memnuniyeti

No. sorular 1 2 3 4 5
Cok Hosnutsuz Kayitsiz Memnun Cok
memnuniyetsiz Menmun

1 | Islami banka personelinin bankacilik
beceri ve bilgisinden memnunum.

2 Islami banka personelinin tiim
sorularima verdigi yanit miikemmel.

3 Islami banka personeli her zaman
finansal ihtiyaglarimi anlar ve
karsilar.

4 | Islami bankalarin sundugu hizmet
cesitliliginden memnunum.

5 Islami bankann faiz
uygulamamasindan memnunum.

6 | Islami banka hizmet iicretlerinden
memnunum.

7 Islami bir bankadaki hizmet
siireclerinden memnunum.

8 | Islami bankacilikta sira bekleme
stiresinden memnunum.

9 | Islami bankalardan aldigim
bilgilerden (yeni iiriinler, hesap
Ozetleri) memnunum.

10 | Islami bankanin sosyal
sorumlulugundan memnunum (Orn:
Ihtiyag sahiplerine egitim
sponsorlugu, ¢cevre koruma).

11 | Islami bankalarla ilgili basinda ¢ikan
haberlerden memnunum.

12 | Islami bankanin teknoloji tabanl
Miisteri iliskileri yonetimi
miikemmelliginden memnunum.

13 | Islami bankanin gelecekteki finansal
ihtiyaglarimi kargilayacagina
inanityorum.

14 | Islami banka ag1 (6r. subeler,
ATM'ler, acenteler) tiim tilkede
erisilebilir olmasini saglar

15 | Islami bankanin hizmet sistemlerinin
(ATM'ler, subeler) konumundan
memnunum.
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Dordiincii Boliim: Miisteri Sadakati

No. sorular 1 2 3 4 5
Cok Hosnutsuz Kayitsiz memnun Cok
memnuniyetsiz Menmun

1 Bu Dbankanin iriin ve hizmet
fiyatlarina artis olsa dahi tercihimi
degistirmem.

2 | Bu bankanin rakipleri daha iyi fiyat
sunsa bile tercihimi degistirmem.

3 | Miisterisi oldugum bu bankaya
sadik oldugumu diisiiniiyorum.

4 | Bu bankada islem yapmak icin
fazladan mesafe kat etmekten
¢ekinmem

5 | Bu banka ilgili olumlu yorumlarda
bulunur, olumsuz  yorumlardan
kaginirim

6 | Bu bankanin sabit miisteri olmay1
severim.

7 | Yeni bir iirlin veya hizmete ihtiyag
duydugumda genellikle en ¢ok
kullandigim bankay1 tercih ederim .

8 | Herhangi iirlin veya hizmete
ithtiyacim oldugunda ilk tercihim bu
bankadir.

9 | Bir banka ile ilgili se¢im yaptiktan
sonra genellikle ayn1 bankaya
yonelmeyi tercih ederim.

10 | Onerimi isteyen insanlara bu
bankay1 kesinlikle oneririm.

11 | Bu bankay1 yakin ¢evreme Oneririm.

12 | Baska insanlarin bu bankay1 6vmesi
beni mutlu eder.

13 | Bu banka ile ilgili diger insanlarin
fikirleri beni ¢ok ilgilendirir.

14 | Bu bankanin eleGtirilmesi hosuma
gitmez.

15 | Cevremdekileri bu bankaya
yonlendirmek i¢in tesvik ederim.

16 | Bu bankayla ile ilgili bir konu
gectiginde “benim bankam”
seklinde tanim kullanirim.
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goriisiildil.

Karabiik Universitesi Ogretim Uyesi Dr. Ogr. Uyesi Hasan TERZI
danigmanliginda yuritiilen “Irak’ta Islami Banka Hizmetlerinin Miisteri
Memnuniyeti ve Sadakati Uzerindeki Etkisi” konulu c¢alisma kapsaminda

uygulanmak iizere ekte sunulan ¢alismasinin etik kurallara uygunlugu oy birligi ile
kabul edilmistir.

Prof. Dr. Elif CEPNi
Sosyal ve Beseri Bilimler Arastirmalar1 Etik
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