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Research Article Arastirma Makalesi

The Impact of Electronic Banking Service
Quality on Customer Satisfaction in
Participation Banks: A Case Study of Lebanon

Katilim Bankalarinda Elektronik Bankacilik Hizmetlerinin

Miisteri Memnuniyetine Etkisi: Liibnan Ornegi

ABSTRACT

This study aims to examine the impact of electronic banking service quality—specifically ease of use,
time savings, privacy, and security—on customer satisfaction in Islamic banks in Lebanon. Data were
collected through a 40-item questionnaire administered to 212 randomly selected customers of
Islamic banks operating in Lebanon (Al Baraka Bank and Arab Finance House). The data were
analyzed using SPSS 26 and R. The reliability of the Likert-scale items was assessed using Cronbach's
alpha, which yielded a high value of 0.939, indicating excellent internal consistency and supporting
the reliability and validity of the instrument. The findings underscore the importance of Islamic banks
regularly evaluating the quality dimensions of their electronic banking services to ensure sustainable
customer satisfaction. It is recommended that banks continuously assess customer satisfaction levels
and monitor the effectiveness of their digital service offerings. Adopting new technologies,
developing innovative digital channels, and improving existing services are crucial for meeting
customer expectations and increasing satisfaction. These strategies are essential not only for
maintaining current customer satisfaction but also for attracting new customers and gaining a
competitive edge—particularly during periods of economic uncertainty. The effective use of
electronic banking services can help Islamic banks enhance customer loyalty and solidify their
position in the financial sector, thereby improving their competitiveness against conventional banks.
JEL Codes: G21, GO, M3.

Keywords: Service Quality, E-Banking Services, Islamic Banks in Libnan.

oz

Bu ¢alisma, Libnan'daki katihm bankalarinda elektronik bankacilik hizmet kalitesinin—ozellikle
kullanim kolayhgl, zaman tasarrufu, gizlilik ve gilivenlik boyutlarinin—misteri memnuniyeti
Uzerindeki etkisini incelemeyi amaclamaktadir. Veriler, Libnan’da faaliyet gbsteren katilim
bankalarindan (Al Baraka Bank ve Arab Finance House) rastgele secilen 212 mdisteri lzerinde
uygulanan 40 maddelik anket yoluyla toplanmistir. Elde edilen veriler SPSS 26 ve R programiile analiz
edilmistir. Anket formundaki likert tipi Olceklerin guvenilirli§i Cronbach Alfa katsayisi ile
degerlendirilmis ve 0.939 gibi oldukga yiiksek bir deger elde edilmistir. Bu durum, ¢alismanin yiiksek
derecede glvenilir ve gegerli oldugunu gostermektedir. Arastirma bulgulari, katilim bankalarinin
misteri memnuniyetini strdirdlebilir kilmak igin elektronik bankacilik hizmetlerinin kalite boyutlarini
dizenli olarak degerlendirmelerinin 6nemini vurgulamaktadir. Bankalarin misteri memnuniyet
diizeyini periyodik olarak 6lgmeleri ve dijital hizmetlerin etkinligini takip etmeleri 6nerilmektedir. Yeni
teknolojilere uyum saglamak, yenilik¢i dijital kanallar gelistirmek ve mevcut hizmetleri iyilestirmek,
misteri beklentilerini karsilamak ve memnuniyeti artirmak agisindan kritik bir rol oynamaktadir. Bu
stratejiler, yalnizca mevcut musteri memnuniyetini korumakla kalmayip, ayni zamanda yeni
msteriler cekmeye ve 6zellikle kriz donemlerinde rekabet avantaji elde etmeye de katki saglayabilir.
Elektronik bankacilik hizmetlerinin etkin kullanimi, katiim bankalarinin  mdisteri sadakatini
artirmasina ve sektordeki konumlarini gliclendirmelerine yardimcr olabilir. Bu durum, katilim
bankalarinin geleneksel bankalarla olan rekabet gliclin( artiracaktir.

JEL Kodlari: G21, GO, M3.

Anahtar Kelimeler: Hizmet Kalitesi, E-Bankacilik Hizmetleri, Liibnan’ daki islami Bankalar.
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Introduction

With the advent of the technological revolution, the
banking sector has undergone a profound transformation,
leading to substantial changes in customer behavior. These
shifts have compelled banks to develop innovative services
tailored to evolving customer expectations. The
proliferation of electronic banking has enabled financial
institutions to enhance service quality and adopt a more
customer-centric orientation, thereby responding more
effectively to diverse customer needs.

The widespread commercialization of the internet has
made it increasingly essential for banks to assess the
quality of their electronic services as a means of fostering
customer satisfaction. In this context, marketing emerges
as a strategic function that allows banks to understand
customer preferences and design appropriate service
strategies accordingly.

Banking marketing initially emerged in the United
States during the 1960s and rapidly gained traction across
Europe. It soon became an integral component of
customer-focused service models within the sector. During
this period, customer satisfaction and market insight
played a pivotal role in shaping banks’' strategic
orientations and operational policies. The emergence of
electronic banking has further advanced this evolution by
introducing a new dimension to service delivery,
significantly contributing to the enhancement of customer
satisfaction.

Participation banks seek to meet their customers'
financial needs through an interest-free banking model.
However, similar to other financial institutions in
developing countries, they encounter significant
technological and strategic challenges, particularly in the
advancement of electronic banking services and the
provision of more efficient internet-based platforms
(Belhassan, 2012).

The banking sector is experiencing increasing
competition driven by globalization and rapid
technological advancements. Within this context,
enhancing service quality, ensuring customer satisfaction,
and achieving sustainable competitive advantage have
become critical objectives for financial institutions. This
study investigates the impact of electronic banking service
quality—specifically ease of use, time savings, privacy, and
security—on customer satisfaction in participation banks.
The analysis is conducted through testing a set of

formulated hypotheses.

This research aims to investigate the impact of
electronic banking service quality dimensions on customer
satisfaction in participation banks in Lebanon, with a focus
on whether this relationship differs across demographic
variables. Given the competitive environment, Islamic
banks in Lebanon are required to regularly assess and
enhance their service quality to sustain customer
satisfaction and trust. The study seeks to identify
shortcomings in service quality to inform customer-
oriented solutions. Employing an analytical descriptive
methodology, data were collected via surveys and
subjected to statistical analysis to test the proposed
hypotheses.

The study tests two primary hypotheses:

1. The quality of electronic banking services (ease of
use, time savings, privacy, and security) has no significant
effect on customer satisfaction.

2. There is no significant difference in the relationship
between electronic service quality and customer
satisfaction across demographic factors (gender, age,
education, income).

Additionally, sub-questions examine the influence of
individual service quality dimensions—ease of use, speed,
privacy, and security—on customer satisfaction. The
findings aim to offer a strategic framework for
participation banks to enhance electronic banking
services, thereby improving customer satisfaction and
achieving a competitive advantage through a more reliable
and satisfactory customer experience (Belhassan, 2012).

Literature Review

In today’s era, where the significance of quality in
banking services is continually increasing, numerous
researchers and scholars have conducted extensive studies
at both national and international levels. Table 1 presents
a comprehensive summary of prior studies examining
service quality in the banking sector.
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Table 1.
Literature Review

Topic

Author(s)

Summary of Findings

Quiality of
Electronic
Banking Services

Iskin (2010)

Technology has
transformed the banking
sector by enabling
service delivery through
alternative channels and
global management.

Dogruol
(2022)

take greater
responsibility for
security and privacy risks
in electronic banking.

Farzana et al.

Responsiveness and
reliability are the
strongest factors

Carlson and
Ocass (2010)

Electronic service quality
positively influences
customer satisfaction
and behavior in
Australia.

(2022) influencing customer
satisfaction in e-banking.
Usability, time savings,
Moghadam visual appearance, and
Ease of Use & and Kaboly accuracy were highly
Time Savings (2015) rated by customers in

Iran.

Hamdi (2010)

Service quality positively
affects customer
satisfaction and loyalty
in online banking.

Ashan (2022)

The COVID-19 pandemic
increased demand for
mobile banking in Sri
Lanka.

Kumar and
Mishra (2015)

Identified gaps between
customer expectations
and perceptions of
service quality in Indian
public banks.

Ease of use and trust
influence purchase

Reliability, privacy,
empathy, and web

Customer
Satisfaction

Juliana et al. . .
intention through
(2020) . .
customer satisfaction on
Tokopedia’s website.
. . Customer satisfaction
Sihombing

and Meitiana
(2024)

plays a vital role in
enhancing customer
loyalty.

Saeed et al. design are important
(2015) factors for customer
satisfaction in internet
banking.
Service quality directly
Ahmadi et al. :nﬂuences custom.er
(2015) oyalty by enhancing

satisfaction in electronic
banking.

Sihombing
and Meitiana
(2024)

Customer satisfaction
impacts service quality
and customer loyalty.

Hammoud et

Reliability is the most
significant factor linking
e-banking service quality

Mehra and
Ranganathan
(2008)

Total quality
management
implementation focuses
on improving customer
satisfaction.

Privacy &
Security

Beyah et al.
(2018)

Highlights advancements
in secure
communications,
focusing on loT security,
data privacy, and
enterprise network
protection.

Lampson
(2009)

Users lack simple
security models and
methods to safeguard
critical information,
leading to ineffective
security.

al. (2018) and satisfaction in
Lebanon.
Perceived benefits and
ease of use significantly
Isak (2020) influence attitudes
towards electronic
banking in Somalia.
Emphasized banks'
Novruzova re§ponsibi|ity regz?\rding
(2021) _prlvacY and securllty
issues in electronic
banking.
Recommended
Sambaombe strategies to attract
and Phiri more users to online
(2022) banking to increase

customer satisfaction.

Suggested that banks

Lin et al.
(2012)

Reported a 99.8% true
positive rate for
anomaly-based IDS on
mobile devices; explored
security and privacy
challenges in emerging
wireless networks.
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Proposed a new multi-
authority ABE approach

Bertino et al. | to enhance security and
(2015) privacy in personal
health records via fine-
grained access control.
Focused on user-
centered privacy and
De Luca and . P . Y
von security designs, data
. transparency, challenges
Zezschwitz P ¥ g
from wearable
(2016) . .
technologies, and social
cybersecurity.
Introduced a framework
. . . using web service
Service Quality Lim and g

& Availability

Thiran (2010)

communities to ensure
high availability and
quality of service.

Milanovic and
Milic (2011)

Presented a model-
based methodology and
tool to assess service
and business process
availability
automatically.

Engelmann et
al. (2007)

Reviewed programming
models for high service
availability, enhancing
code reuse and QoS
adaptability.

Singh and
Kumar (2018)

Proposed relay nodes as
cluster heads to improve
quality of service metrics
in Wireless Sensor
Networks.

Comfort &
Security in
Transactions

Diffie (1998)

Security is fundamental
to commerce, evolving
to ensure safe

transactions, consumer
protection, and privacy.

Pernul et al.
(1999)

Highlighted security and
fairness as essential for
e-commerce, proposing
frameworks to build
trust.

Petrova and
Sinclair
(2003)

Linked low online
purchasing rates to
security concerns and
emphasized education in
electronic transaction
security.

Customer
Support &
Responsiveness

Akhter (2015)

Internet and technical
comfort positively
influence online
shopping and banking;
income increases usage,
age negatively affects
online banking.

Perceived information

Chellappa security strongly affects
and Pavlou e-commerce trust, while
(2002) limited financial liability

has minimal impact.
Online course
registration system
streamlines registration
and communication
using scalable
web/cloud technologies
and NLP.

Registration affects
socioeconomic
composition of voters,
but turnout differences
exist beyond registration
laws.

Accessibility challenges
to birth/death
registration offices in
Red Sea Governorate
cause low registration
rates, especially in rural
areas, indicating a need
for alternative solutions
like mobile registration.

Shrivastava

E fA &
ase of Access (2024)

Registration

Highton
(1997)

Lotfy (2022)

The literature consistently underscores the direct
influence of electronic service quality on customer
satisfaction, loyalty, and behavioral intentions within the
banking sector. Empirical studies highlight the critical role
of key service quality dimensions—namely reliability,
security, usability, and responsiveness—in shaping the
overall digital banking experience. Customers tend to
develop greater trust in banking services that demonstrate
superior performance in these areas, which subsequently
leads to heightened satisfaction and fosters enduring
customer loyalty. Enhancing these service quality
attributes enables banks to deliver more efficient and
gratifying digital experiences, thereby exerting a positive
impact on customer behavior.

Islamic banking, distinguished from conventional
banking systems, operates in compliance with Islamic law
(Sharia), which prohibits the payment and receipt of
interest (riba). Instead of interest-based transactions,
Islamic financial institutions employ a profit-and-loss
sharing model that equitably benefits all parties involved.
These banks place considerable emphasis on social
responsibility by supporting initiatives aimed at enhancing
social welfare and providing interest-free investment
mechanisms designed to address societal needs and foster
economic development (Abu Mezar, 2019; Al-Bahi, 2016).

Trends in Business and Economics
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The primary objective of Islamic banks is to promote
economic growth and social well-being through the
provision of interest-free and ethically sound financial
services. Beyond merely offering interest-free financing,
these institutions actively encourage ethical conduct in
financial dealings. Functioning as an alternative to
traditional banking, Islamic banks adhere to principles of
transparency and risk-sharing consistent with Sharia law.
Their operational philosophy extends beyond profit
maximization to prioritize social justice and communal
welfare. Grounded in values such as honesty,
transparency, and fairness, Islamic banks cultivate trust
among their clientele while maintaining ethical integrity
throughout all financial processes.

The Most Important Islamic Banks in Lebanon

Following the enactment of the Islamic Banking Law in
2004, several prominent Islamic financial institutions
commenced establishing branches in Lebanon. Notably, Al
Baraka Bank and Arab Finance House have emerged as
leading entities within this sector (Beshrair & Tuhatan,
2016). In addition, various other Lebanese banks have
developed dedicated branches to offer Islamic banking
services. These institutions provide interest-free financial
products that cater not only to Muslim customers but also
to non-Muslim clients. Consequently, Islamic banks in
Lebanon serve a diverse customer base, extending their
reach both domestically and internationally.

Electronic Banking

Electronic banking denotes the transition from
traditional banking methods to digital platforms, enabling
financial institutions to deliver services through advanced
technologies. This evolution supports banks in maintaining
global competitiveness and responding swiftly to customer
demands (Demirtas & Gokten, 2019). Electronic banking
encompasses a range of services, including account
management, bill payments, trading, and brokerage. The
widespread adoption of the internet facilitates banks’
ability to access a broader international customer base and
achieve expansion with reduced operational costs.
Consequently, banks gain a competitive advantage by
offering services across an extended geographical scope.

The objectives of electronic banking encompass cost
reduction, customer base expansion, and access to global
markets. Moreover, this system facilitates faster and more
efficient transaction processes (Jiang et al., 2015). In the
course of transitioning to electronic banking, financial

Trends in Business and Economics

institutions are required to establish websites to deliver
customer services within a digital framework. This
infrastructure enables customers to conveniently access
banking services through internet connectivity and secure
digital contracts (Katawetawaraks, 2013). Consequently,
banks not only broaden their customer reach but also
improve the speed and security of their service offerings.

Electronic banking encompasses the interaction among
commercial bank customers, commercial banks, and
central banks. Commercial banks deliver digital banking
services, while central banks assume the role of regulators
to maintain financial stability and security. This system
enhances the speed of transactions, improves customer
satisfaction, and provides cost efficiencies for banks,
enabling them to operate more effectively and expand
their customer reach. Customers engage in transactions
and rely on commercial banks for tailored financial
solutions, whereas commercial banks utilize online
platforms and technological tools to reduce operational
costs. Concurrently, central banks oversee the regulatory
framework to ensure the overall stability and security of
the financial system.

Electronic banking encompasses various technologies,
including mobile and internet banking, automated teller
machines (ATMs), electronic data interchange (EDI), and
electronic funds transfer (EFT). These technologies
facilitate efficient transaction processing, enhance
customer satisfaction, and improve the overall quality of
banking services. Internet and mobile banking platforms
provide convenient access to financial services, while
ATMs enable cash withdrawals at any time. EDI accelerates
commercial transactions by enabling the electronic
exchange of business documents, and EFT ensures the
secure transfer of funds between accounts. Collectively,
these innovations contribute to cost reduction, increased
operational efficiency, and stronger customer
relationships, thereby providing banks with a competitive
advantage.

The Servqual and Gap Models are widely recognized
theoretical frameworks employed to assess service
quality. The Servqual model evaluates service quality
across five dimensions: reliability, responsiveness,
assurance, empathy, and tangibles. Conversely, the Gap
Model identifies discrepancies between the actual service
delivered and customers’ ideal expectations, thereby
revealing areas of service deficiency. Both models serve as
valuable tools for banks to enhance service quality,
increase customer satisfaction, and strengthen their
competitive positioning in the market.
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Servqual model evaluates service quality across five
main dimensions: Reliability, Physical Appearance
(Tangibility), Responsiveness, Assurance, Empathy. These
five dimensions are the key elements taken into account
when measuring banks' service quality and should be
constantly improved to increase customer satisfaction.
These dimensions provide an important measurement tool
to continuously improve banks' service quality. It provides
fast, secure and low-cost services to customers by
facilitating banking transactions.

Figure 1.

SERVQUAL management framework

Reliability

Source: Parasuraman et al., 1985

Customer
Satisfaction

The Servperf Model, developed by Cronin and Taylor in
1992, evaluates service quality based on customer
perceptions, rejecting the gap model. It focuses on five key
dimensions:  Reliability, Empathy, Responsiveness,
Tangibles, and Security. Unlike the gap model, which
compares expected and perceived service, the Servperf
model measures service quality solely by performance,
emphasizing customer satisfaction by prioritizing
perceptions in evaluating service quality. It directly
measures how well the service is provided based on
customer perceptions, without the need for comparison
with expectations.

The E-Servqual Model is developed to measure the
quality of electronic services, incorporating dimensions
similar to traditional service quality but also accounting for
the unique requirements of internet services. In addition
to the common service quality dimensions, the E-Servqual
model includes key factors specific to electronic banking:
Ease of Use, Time Saving, Privacy, and Security. These
factors are crucial for assessing service quality in digital
banking, enhancing customer satisfaction, and improving
the overall customer experience in online services.

Customer Satisfaction is a critical factor for the
sustainability and success of businesses. This concept is
one of the cornerstones of modern business, an approach
by which businesses aim to meet the needs, expectations
and requirements of customers. Customer satisfaction
enables businesses to establish stronger collaborations
with their customers and increase their sales. Customer
satisfaction is determined by the harmony between the
quality of services offered and the customer's
expectations. Customer expectations show how high
quality the service is and how satisfactory it is.

Parasuraman et al. (1985) identified three levels of
customer satisfaction:

1. PS> ES: Dissatisfaction due to service falling below
expectations.

2. PS=ES:Satisfaction as service meets expectations.

3. PS < ES: High satisfaction because service exceeds
expectations.

These levels provide an important guide to
understanding customer satisfaction and improving the
service quality of businesses.

For Islamic banks, electronic banking services play an
important role in measuring customer satisfaction.
Enriching these services with factors such as convenience,
security, speed and low cost are important elements that
increase customer satisfaction. The relationship between
the quality of electronic banking services and customer
satisfaction serves the main purpose of marketing.

Banks have to focus on service quality to ensure
customer satisfaction. Customers expect their withdrawals
and transfers, especially over the internet, to be carried
out quickly, accurately and securely. In this regard, the
electronic services offered by banks should improve their
quality through factors such as speed, efficiency and
accuracy. In this way, customers' needs and expectations
are served in the most appropriate way, which ensures
customer loyalty and satisfaction in the long term.

Material and Methods

This study used a descriptive-analytical method, with
survey data collected as the primary source and secondary
sources for the theoretical framework. The research
design aimed for in-depth analysis and alignment with
existing literature. Careful consideration was given to the
survey questions, focusing on the characteristics and

Trends in Business and Economics
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needs of the target audience to enhance the reliability and
validity of the research.

This study has been prepared in accordance with the
rules of scientific research and publication ethics. Ethics
Committee approval of the research was received by the
decision of Nevsehir Haci Bektas Veli University Social and
Human Sciences Ethics Committee Presidency 10.04.2023
dated and numbered 2300026358. The sample of the
research consists of 212 customers of Islamic banks in
Lebanon and the survey was distributed electronically via
Google Form. It can be stated that the groups on which
validity and reliability analyses were conducted were
sufficient in number for the statistical analyses required
(Tabachnick & Fidell, 2007). Data analysis was carried out
using SPSS software and the reliability of the data was
measured with the Cronbach Alpha test. Additionally, the
data were analyzed using statistical methods such as
Kolmogorov-Smirnov test, multiple linear regression
model, Mann-Whitney test and Kruskal-Wallis test. These
statistical tools were applied to verify the results of the
research and reveal meaningful relationships, thus
strengthening the validity of the findings.

The survey, which forms the basis of the research tool,
consists of three main sections: the section containing the

personal information of the participants, the section
containing questions about the quality of electronic
banking services, and the section measuring customer
satisfaction. Survey questions were evaluated using a five-
point Likert scale. This structure allowed the participants'
opinions to be measured more clearly and was an effective
tool to achieve the goals of the study. The obtained data
were analyzed using the specified methods and statistical
tools and conclusions were drawn. This process increased
the validity of the research and enabled more reliable

Results

General Analysis of "Quality of Electronic Banking
Services"
The survey items in the "Quality of Electronic Banking
Services" section measure participants' opinions on the
quality of digital services provided by banks, including
aspects such as user experience, security, ease of use, and
transaction speed. The analysis involved calculating the
average score, standard deviation, and weighted average
for each item, followed by an overall evaluation of service
quality. This helped identify the highest and lowest rated
services, providing insight into areas where banks need to
focus more to enhance their offerings and improve
customer perceptions of service quality.

Table 2.
Analysis of 'Quality of Electronic Banking Services' Section
Field Mean | Standard % Approval | Ranking | Comment
Deviation Level
Banking services are continuously | 4.28 0.83 85.66% 2 Participants highly agree that banking
available services are continuously available.
Electronic banking services enable | 4.05 0.82 80.94% 5 Opinions are quite positive regarding the
learning all other banking services accessibility of broad banking knowledge
through electronic banking services.
The benefits provided by electronic | 4.23 0.68 84.53% 4 It is stated that the benefits of electronic
banking services encourage banking play a role in the preference for these
requesting services electronically services.
The bank offers many electronic | 4.24 0.75 84.72% 3 Banks have received strong approval for
banking services offering a variety of electronic services.
The bank has a dedicated website 4.37 0.67 87.45% 1 Participants emphasize the importance of
banks having dedicated websites.
Employees understand customers’ | 3.95 0.88 79.06% 7 There is a moderate level of approval
needs and work to meet them regarding employees’ ability to understand
and meet customer needs.
The quality of the bank’s electronic | 4.00 0.74 80.09% 6 There is a general agreement on the quality
banking services is considered good of electronic banking services.
Overall Average 4.16 0.53 83.21% - Overall participant satisfaction is high, and
positive opinions regarding the quality of
electronic banking services are prominent.
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The analysis of the "Overall Quality of Electronic
Banking Services" section shows an average score of 4.16,
with an approval rate of 83.21%. The highest approval
(87.45%) was for the statement "The bank has a dedicated
website," while the lowest (79.06%) was for "Bank
employees understand customers’ needs and work to
meet them." This suggests that employees in Islamic banks
in Lebanon may be perceived as less effective in addressing
customer needs, possibly due to challenges like foreign
currency withdrawal restrictions. Banks are therefore
focusing on improving electronic services, such as websites
and mobile apps, to boost customer satisfaction.

In the "Ease of Use" section, the average score was 4.14
(82.83% approval), with the highest approval for "The use
of electronic banking services is easy" (86.60%) and "The
use of electronic banking services helps complete all
transactions" (84.15%). However, the statement "The bank
facilitates transactions by providing quick assistance to
customers via its website" received the lowest approval
(79.62%), suggesting room for improvement in customer
support. While customers generally find the services easy
to use, enhancing customer support could further improve
the overall experience

Analysis of the Items in the "Time Savings" Section

This section analyzes how electronic banking services
impact time savings for customers. Users' perceptions of
electronic banking services have been evaluated based on
factors such as speed, efficiency, and the convenience of
not having to visit a branc.

The "Time Savings" section shows an average score of
4.06, with a proportional weight of 81.26%, indicating
general agreement with the statements. The highest
approval rate (89.15%) was for the statement "Using
electronic services via the internet or the bank’s
application enables faster financial transactions and time
savings," suggesting that electronic banking helps
customers complete transactions quickly and efficiently.
However, the statement "Responses to questions are
provided quickly" received the lowest approval rate
(76.51%), indicating room for improvement in response
times. This highlights the need for banks to develop
technologies like artificial intelligence to provide faster,
more professional responses, further enhancing customer
satisfaction.

Table 3.

Analysis of the "Time Savings" Section

Field Mean | Standard | Ranking Approval
Deviation Level

Completing
financial
transactions
through the | 4.46 0.65 89.15 1
internet and
application
saves time

Strongly
Agree

Electronic
banking

serV|Fes are 424 0.70 84.81 ) Strongly
obtained Agree
without

delay

Responses
to questions
are 3.83 0.95 76.51 5 Agree
provided
quickly

The user
can receive
the service 3.95 0.88 78.96 3 Agree
on the first
attempt

Instant

responses
aregivento | 3.84 0.90 76.89 4 Agree
customer
requests

Overall 4. 81
Average 06 0.61 .26 ) Agree

Analysis of the Items in the "Security" Section

The analysis of the items in the "Security" section is
based on examining the average, standard deviation,
weighted average, and ranking to determine the level of
agreement. This analysis is conducted to evaluate the
effectiveness and customer perception of security in
electronic banking services. The results are presented in
Table 4. In the table, the average score, standard
deviation, and approval degree for each security item will
be presented. These data will help

The "Security" section analysis reveals a general
agreement with the statements, with an average score of
3.92 and a proportional weight of 78.46%. The statement
"Electronic banking services provide continuous
connection with the bank" received the highest approval
(81.51%), while "I feel comfortable providing my personal
information to the bank online" received the lowest
(72.83%). This reflects concerns regarding technological
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awareness among Lebanese bank customers. The findings
highlight the importance of improving customer security
and satisfaction, particularly addressing privacy concerns
as electronic banking becomes more widespread. Banks
must strengthen security measures to meet these needs.

Table 4.

Cronbach Alpha Test

Cronbach Factor | Area

Alpha

0.754 7 Quality of Electronic Banking
Services

0.839 7 Ease of Use

0.856 5 Time Saving

0.877 6 Security

0.837 6 Privacy

0.914 3 Quality of Electronic Banking
Services

0.889 9 Customer Satisfaction

0.939 40 All Paragraphs of the Survey
Together

The Cronbach Alpha test was used to assess the
reliability of the survey. The results indicate that all areas
demonstrate sufficient internal consistency and reliability.
Specifically, high Cronbach Alpha values (0.914 and 0.939)
were obtained in areas such as "Quality of
ElectronicBanking Services" and "All Survey Paragraphs
Together," which suggests that the data has high reliability.

Hypothesis Testing
Multiple Linear Regression

HO1: There is a hypothesis that the quality of electronic
banking services (security, ease of use, privacy, time
savings) in Islamic banks in Lebanon has no significant
effect on customer satisfaction.

The following sub-hypotheses are derived from the
main hypothesis:

HO1-1: There is a hypothesis that ease of use has no
significant effect on customer satisfaction in Islamic banks
in Lebanon.

HO1-2: There is a hypothesis that time-saving has no
significant effect on customer satisfaction in Islamic banks
in Lebanon.
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HO1-3: There is a hypothesis that privacy has no
significant effect on customer satisfaction in Islamic banks
in Lebanon.

HO1-4: There is a hypothesis that the level of security
has no significant effect on customer satisfaction in Islamic
banks in Lebanon.

These hypotheses aim to examine the relationship
between the electronic banking services offered by Islamic
banks in Lebanon and customer satisfaction. The results of
the test will reveal whether these factors have an impact
on customer satisfaction. To test these hypotheses,
multiple linear regression analysis was used, and Table 5
presents the results obtained from this analysis:

Table 5.

Multiple Regression Analysis

Independent Variables | B T Sig.
Constant 0.697 | 3.794 | 0.000
Ease of Use 0.296 | 5.028 | 0.000
Time Saving 0.305 | 5.707 | 0.000
Privacy 0.136 | 3.408 | 0.001
Security 0.127 | 2.810 | 0.005
Statistic Value

Correlation Coefficient | 0.811
Adjusted R-squared (R?) | 0.651
F-Statistic 99.280
Sig. (p-value) 0.00

The impact of the quality of electronic banking services
on customer satisfaction in Islamic banks in Lebanon has
been significantly determined. The correlation coefficient
(r) was calculated as 0.811, and the adjusted R? value was
0.651. This indicates that 65.1% of the variation in
customer satisfaction can be explained by the four main
factors—ease of use, time savings, privacy, and security—
while the remaining 34.9% is attributed to other factors.

The F-value of 99.280 and the p-value (Sig) of 0.000
indicate a strong and statistically significant relationship
between the quality of electronic banking services and
customer satisfaction in Islamic banks in Lebanon. This
leads to the rejection of the null hypothesis. In other
words, each of the four factors—ease of use, time savings,
privacy, and security—has a significant impact on
customer satisfaction.

The impact of each independent variable is
evaluated as follows:
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Ease of Use: B = 0.296, meaning that a one-point
increase in ease of use increases customer satisfaction by
29.6%.

Time Savings: B = 0.305, meaning that a one-point
increase in time savings increases customer satisfaction by
30.5%.

Privacy: B = 0.136, meaning that a one-point increase in
privacy increases customer satisfaction by 13.6%.

Security: B = 0.127, meaning that a one-point increase
in security increases customer satisfaction by 12.7%.

In conclusion, these four factors have a significant
impact on customer satisfaction in Islamic banks in
Lebanon. Each of them represents critical aspects that
banks should consider in order to improve the customer
experience.

Figure 2.

Effect Coefficients Between Variables

Hol

Customer Quality of Electronic
Satisfaction, Banking Services
Ease of Use
Hgl -1
Customer
Satisfaction Hol—2 Time-saying
Hyl—3
Security
Hyl—4
Privacy

Mann-Whitney and Kruskal-Wallis Tests

HO2: There is a hypothesis that the quality of electronic
banking services, ease of use, time savings, security,
privacy, and customer satisfaction do not create a
significant difference in terms of demographic factors.

The following sub-hypotheses are derived from the
main hypothesis:
HO02-1: There is no significant difference between genders
in terms of the quality of electronic banking services, ease
of use, time savings, security, privacy, and customer
satisfaction.

This hypothesis assesses the impact of gender on
factors such as electronic banking service quality, ease of
use, time savings, security, privacy, and customer
satisfaction. The statistical significance is evaluated using
the "Sig." value, which indicates that gender has a
significant effect on time savings (p < .05).

To examine whether these factors differ significantly by

gender, the Mann-Whitney U test was employed. Table 6
presents the results of this analysis based on gender.

Table 6.

Mann-Whitney Test Results — Gender

Area Mean | Mean Test Sig.
Ranks | Ranks Value | Value
(Male) | (Female)

Quality of | 104.6 | 112.4 -0.808 | 0.419

Electronic

Banking

Services

Ease of Use | 104.7 | 112.2 -0.774 | 0.439

Time 101.6 | 121.5 -2.046 | 0.041

Savings

Security 107.1 | 104.6 -0.254 | 0.800

Privacy 106.2 | 107.3 -0.111 | 0.911

Quality of | 104.7 | 112.1 -0.754 | 0.451

Electronic

Banking

Services

(Repeated)

Customer 103.1 | 116.8 -1.403 | 0.161

Satisfaction

All  Areas | 104.1 | 113.9 -1.002 | 0.316

Combined

Hypothesis H02-2 tests for significant differences in
these factors based on age, analyzed using the Kruskal-
Wallis test, with the results shown in Table 7.

The Kruskal-Wallis test results show that there are no
statistically significant differences in factors such as the
quality of electronic banking services, ease of use, time
savings, security, privacy, and customer satisfaction across
different age groups. All p-values are greater than .05,
indicating that age does not significantly influence
participants' perceptions of these aspects of electronic
banking.

Trends in Business and Economics
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Table 7.
Kruskal-Wallis Test Results — Education

Area High Associate | Bachelor's | Master's | Doctorate | Test Sig.
School | Degree Degree Degree Value | Value

Quality of 110.2 99.0 99.6 120.2 117.7 4.786 0.310

Electronic

Banking

Services

Ease of Use 108.7 101.2 101.8 111.6 122.8 2.821 0.588

Time 122.0 101.3 107.5 102.6 114.3 2.310 0.679

Savings

Security 107.4 97.8 110.4 108.1 119.5 2.713 0.607

Privacy 108.5 107.7 104.5 105.7 107.7 0.123 0.998

Quality of 114.5 100.6 104.1 110.4 116.4 1.833 0.766

Electronic

Banking

Services

(Repeated)

Customer 114.1 100.4 100.1 112.2 124.1 3.910 0.418

Satisfaction

All  Areas 114.7 100.5 102.4 111.0 119.7 2.581 0.630

Combined

The results of the Kruskal-Wallis test show that there is
no significant difference in factors such as the quality of
electronic banking services, ease of use, time savings,
security, privacy, and customer satisfaction based on
education level. Since all "Sig." values are greater than
0.05, the HO02-3 hypothesis is accepted, indicating no
significant difference based on education level. Similarly,
Table 8 confirms that there are no statistically significant
differences in participants' responses based on education
level.

HO02-4 tests whether occupation creates statistically

significant differences in these factors, and the results of
this test are shown below

Table 8.

Kruskal-Wallis Test Results — Occupation

According to the results shown in Table 8, the Kruskal-
Wallis test's calculated p-value (Sig.) is greater than the
0.05 significance level. This indicates that there are no
statistically significant differences in the quality of
electronic banking services, ease of use, time savings,
security, privacy, and customer satisfaction based on job
positions.

The HO02-5 hypothesis tests whether there are
significant differences in these factors based on the
number of banks worked at. The Mann-Whitney U test was
used to analyze this hypothesis, determining whether the
number of banks participants have worked at impacts their
perceptions of these factors

Table 9.

Mann-Whitney U Test Results - Number of Banks Worked

With
Area Mean Mean Test Value Sig. Value
Ranks Ranks
(Only (More
One) Than
One)
Quality of Electronic | 97.6 115.0 -2.077 0.038
Banking Services
Ease of Use 99.4 113.3 -1.653 0.098
Time Savings 100.5 112.3 -1.417 0.156
Security 93.1 119.4 -3.133 0.002
Privacy 100.2 112.6 -1.478 0.140
Quality of Electronic | 96.4 116.2 -2.351 0.019
Banking Services
(Repeated)
Customer 95.4 117.2 -2.599 0.009
Satisfaction
All Areas Combined 95.9 116.7 -2.474 0.013

Mean Mean
Mean Mean
Ranks Mean Ranks .

Ranks N Ranks . Test Sig.
Area ) (Private Ranks (Business

(Public (Self- . Value Value

Employee) Sector (Student) Employed) /Project

ploy Employee) ploy Owner)
Quality of
Electronic | 395 99.0 99.6 1202 17.7 4786 | 0310
Banking
Services
Ease of Use 108.7 101.2 101.8 111.6 122.8 2.821 0.588
Tlm.e 122.0 101.3 107.5 102.6 1143 2.310 0.679
Savings
Security 107.4 97.8 110.4 108.1 119.5 2.713 0.607
Privacy 108.5 107.7 104.5 105.7 107.7 0.123 0.998
Quality of
Electronic
Banking 1145 100.6 104.1 110.4 116.4 1.833 0.766
Services
(Repeated)
Cu%tomgr 114.1 100.4 100.1 112.2 1241 3.910 0.418
Satisfaction
All Areas
. 114.7 100.5 102.4 111.0 119.7 2.581 0.630

Combined
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Table 9 shows the results of the Mann-Whitney U test.
In the areas where the p-value (Sig.) is less than 0.05,
significant differences are observed between these factors
based on the number of banks worked at. For example,
factors such as the Quality of Electronic Banking Services,
Security, Customer Satisfaction, and All Areas Combined
show significant differences based on the number of banks
worked at. The Mann-Whitney U test results indicate
significant differences in the Quality of Electronic Banking
Services, Security, Customer Satisfaction, and All Areas
Combined based on the number of banks participants have
worked with (p < .05). However, no significant differences
were found in the areas of Ease of Use and Privacy (p >.05).
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Table 10.

Kruskal-Wallis Test Results - Use of Electronic Banking
Services

Area Mean Ranks Test Value Sig. Value
Rarely Sometimes (few) Often (average)

Quality of | 62.7 82.2 114.9

Electronic

Banking

Services

Ease of Use | 85.2 97.4 98.8

Time 80.9 101.4 103.9

Savings

Security 94.1 75.6 107.7

Privacy 95.0 94.3 103.1

Quality of | 76.6 86.2 104.3

Electronic

Banking

Services

(Repeated)

Customer 66.9 99.3 99.4

Satisfaction

All  Areas | 71.7 89.3 103.5

Combined

The Kruskal-Wallis test results show that for the areas
of Time Savings and Privacy, the p-value is greater than .05,
indicating no statistically significant differences based on
the use of electronic banking services. However, for other
areas and when all areas are combined, the p-value is
below 0.05, indicating statistically significant differences in
participants' responses. These differences favor regular
users of electronic banking services. Hypothesis H02-7,
which tests whether there is no statistically significant
difference in various factors based on the most frequently
used banking services, was examined using the Kruskal-
Wallis test.

The Kruskal-Wallis test results show no significant
differences in participants' responses regarding "Security"
and "Privacy" based on the most frequently used banking
services (p > .05). However, significant differences were
found in other areas, such as quality of electronic banking
services, ease of use, time savings, and customer
satisfaction, with online banking users having more
favorable perceptions (p < .05). Hypothesis H02-8, which
tested if factors like service quality, ease of use, time
savings, security, privacy, and customer satisfaction differ
based on the duration of the customer-bank relationship,
found that both long-term and new customers have similar
views on these aspects. The Kruskal-Wallis test results
indicate a significant difference in participants' responses
regarding the "Quality of Electronic Banking Services"
based on the duration of their relationship with the bank,
particularly for those with a 1-5 year relationship (p <.05).
However, there were no significant differences for other
areas, such as ease of use, time savings, security, privacy,

customer satisfaction, and all areas combined (p > .05).
Hypothesis H02-9, which tests for differences in these
factors based on the number of years using electronic
banking services, was also examined but showed no
significant results for most factors.

Construct Validity

In this study, scales previously tested for reliability and
validity were used (Al-Hawary & Al-Smeran, 2017).
Exploratory factor analysis (EFA) was conducted to assess
whether the items were appropriately grouped under the
factors defined in the literature (Karagoz et al., 2016). The
factor loadings of the items ranged from 0.63 to 0.93,
which are considered "good" (Comrey & Lee, 1992). The
Kaiser-Meyer-Olkin (KMO) value was 0.904, indicating
excellent sample adequacy. Bartlett’s test yielded a chi-
square value of 5539.563 with 1035 degrees of freedom
and a significance level of p =.000 < .001, confirming that
the relationships between the items are significant and
adequate (Nakip, 2006; Sipahi, Yurtkoru, & Cinko, 2006).
As a result of the exploratory factor analysis, the 24-item
scale was grouped into 7 factors, explaining a total of 63%
of the variance. The eigenvalues for the factors ranged
from 9.521 to 1.116, with values greater than 1 indicating
that the factors are meaningful (Blylkoztirk, 2002). The
reliability of the factors was assessed using Cronbach's
Alpha coefficients, which were all found to be 0.75 or
higher. The overall reliability coefficient of the scale was
0.93, indicating high construct reliability. George and
Mallery (2016, p. 240) also consider this value as a criterion
for scale reliability. Modifications were made to the scale
to align with the study's objectives. All constructs were
measured using five-point Likert scales, ranging from
"strongly disagree" (1) to "strongly agree" (5), with all
items positively worded. The electronic service quality
dimensions were adapted from the following studies:
Reliability (Loonam & O’Loughlin, 2008; Parasuraman,
2005; Rolland & Freeman, 2010; Stiakakis & Georgiadis,
2009; Zavareh et al., 2012), Ease of Use (Griffiths & Brophy,
2005; Herington & Weaven, 2009; Rolland & Freeman,
2010; Zavareh et al., 2012), Efficiency (Mummalaneni &
Meng, 2009; Parasuraman, 2005), Privacy (Parasuraman,
2005; Rolland & Freeman, 2010; Sheng & Liu, 2010; Yen &
Lu, 2008), and Responsiveness (Lee & Lin, 2005;
Parasuraman, 2005; Stiakakis & Georgiadis, 2009; Zavareh
etal., 2012).The Customer Satisfaction construct measures
respondents' satisfaction with the electronic service
quality of Islamic banks in Lebanon, adapted from studies
by Zavareh et al. (2012), Herington and Weaven (2009),
Sheng & Liu (2010), and Ahmed (2021). The factor loadings
for the variables used in this study are provided in the
Table 11.

Trends in Business and Economics
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Table 11.

The factor loadings of the variables used in the survey

Component Statements Facto‘r
Loading
1. Ease of Use & The application and website help
: . 0.479
Time Savings reduce my effort.
The website allows me to connect
more with the bank. 0.509
| WI|! regularly use electronic banking 0.344
services.
! would recon?mend others to use 0.492
internet banking.
Completing financial transactions
through the internet and application | 0.371
saves time.
| believe | am doing the right thing
by using the bank's application and 0.568
website.
lam satlsf.led with the services the 0.581
bank provides me.
. . Electronic banking services are
2.Privacy&Security obtained without delay. 0.390
Electronic banking services on the
. . 0.517
website are comprehensive.
Full privacy is ensured when
performing transactions with the 0.543
bank.
The bank keeps my personal
information confidential when using 0.512
electronic banking services.
Electronic banking services do not
allow others to access my personal 0.493
information.
Electronic banking services do not
allow the misuse of my personal 0.570
information.
Privacy is ensured for the
information the customer enters on 0.479
the website.
3.Service Quality The bank keeps detailed and easily 0.330
& Availability verifiable records and files. i
Genferal quality of electronic banking 0493
services.
The bank has a dedicated website. 0.620
The l:.)ank offgrs many electronic 0660
banking services.
Ban.klng services are continuously 0.649
available.
The quality of the electronic banking
services provided by the bank is 0.525
considered good.
Electronic banking services enable
learning about all other banking 0.433
services.
4.Comfort & The benefits provided by electronic
Security in banking services encourage the 0.762
Transactions electronic request of the service.
| feel comfortable when performing
transactions through internet 0.692
banking and the app.
Electronic banking transactions are 0.649
secure.
| feel comfortable providing my
personal information to the bank 0.679
over the internet.
| feel secure when conducting 0.416
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transactions electronically with this
bank.

Electronic banking services provide
high protection for my banking 0.661
transaction information.

5.Customer
Support & Fustomer requests are responded to 0.649
. immediately.
Responsiveness
Questions are answered promptly. 0.624
Th ive th i
e user can receive the service on 0.360

the first attempt.

Electronic banking services provide
quick assistance to resolve issues for | 0.564
customers.

Employees understand the
customer's needs and work to meet 0.354
them.

The bank provides instant assistance
through its dedicated website to 0.504
facilitate customers' transactions.

6. Ease of Access Useful information can be obtained
& Registration by using internet banking services.
It is easy to register and log in to the
bank's application and internet 0.528
portal.

The use of electronic banking
services helps complete all 0.556
transactions.

The use of electronic banking
services is easy.

| am completely satisfied with the
language used on the bank's 0.435
website.

The language used within the site
and application is clear and 0.524
straightforward.

The technical terms used in the
bank's application and website were | 0.467
understandable.

0.542

0.523

Table 12 presents the results of the Confirmatory
Factor Analysis (CFA) conducted to assess the
measurement model’s validity and reliability. The analysis
confirms that the factor loadings for the included items
meet the acceptable threshold of 0.50, ensuring item
reliability. The model fit results presented in Table X
indicate that the model demonstrates a significantly better
fit compared to the baseline model (x*(725) = 1632.73, p <
.001). The fit indices are generally at an acceptable level,
with CF1(0.793), TLI (0.778), IFI (0.796), and RMSEA (0.077)
supporting a reasonable model fit. GFI (0.722) indicates a
moderate fit, while MFI (0.116) reflects a poor fit. Hoelter’s
critical sample size values suggest that the model was
evaluated with an adequate sample size. Additionally, the
KMO test confirmed high sampling adequacy (0.918).
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Table 12. Table 13.
Confirmatory Factor Analysis (CFA) Results CR and AVE values
Category Index / Value Explanation Factor | Number of items CR AVE
. Significant improvement over

_'l\_AOSEI Fit x3(725) = 1632.73, p < 0.001 baseline model (baseline model: 1 3 075 0.34

©s X%(780) = 5169.72) 2 4 0.81 | 0.38

Fit Indices 3 4 0.82 | 0.42

(CF' | e 4 4 0.87 | 0.53

Comparative | 0.793 Marginally acceptable fit

Fit Index) 5 4 0.85 | 0.44

TLI / NNFI 6 6 0.86 | 0.38

(Tucker-Lewis | 0.778

Index) Table 13 presents the Composite Reliability (CR) values,
NFI (Normed 0.684 A L .

Fit Index) : which range from 0.75 to 0.86, indicating acceptable
IFI reliability across the factors. The Average Variance
(F'i'lcl;edrzzma' 0.796 Extracted (AVE) values vary between 0.34 and 0.53, with
RNI (Relative only Factor 4 exceeding the recommended threshold of
Noncentrality | 0.793 0.50, thereby demonstrating sufficient convergent validity
'P”,\?Felx) for that factor. It should be noted that these calculations
(Parsimony- | 0.636 included only items with factor loadings greater than 0.50.
Adjusted NFI)

RFI (Relative . A

Fit Index) 0.660 Discussion

Error Indices

RMSEA

0.077 (90% CI [0.072, 0.082];
p-close < 0.001)

Acceptable level

SRMR
(Standardized
Root Mean
Square
Residual)

0.077

Acceptable level

Information
Criteria

Log-
Likelihood

-8163.20

AIC (Akaike
Information
Criterion)

16516.40

BIC (Bayesian
Information
Criterion)

16834.82

SSABIC
(Sample-Size
Adjusted BIC)

16533.80

ECVI
(Expected
Cross-
Validation
Index)

8.639

Hoelter's N
(Critical
Sample Size)

a=0.05:N=102.93 a=0.01:
N =106.52

Minimum sample size required
for model adequacy

Other Fit
Measures

GFI
(Goodness of
Fit Index)

0.722

Moderate fit

MFI
(McDonald Fit
Index)

0.116

Poor fit

KMO Test
(Sampling
Adequacy)

Overall: .918 Variables: 0.844—
0.966

Excellent sampling adequacy

The findings of this study confirm that the quality of
electronic banking services offered by participation banks
in Lebanon significantly affects customer satisfaction. This
is consistent with previous research conducted in the
Lebanese banking sector by Hammoud et al. (2018) and
Hakim and Naeem (2018). Additionally, Janahi and
Almubarak (2017) found that overall service quality
positively influences customer satisfaction in Islamic
banks. Our study contributes to the literature by
highlighting the critical role of service quality specifically in
electronic banking.

The necessity of technological adaptation in Islamic
banking as a competitive imperative (Hanzaee & Nasimi,
2010), along with factors such as security and accessibility
affecting customer satisfaction, was also evident in our
results. Chmeis and Chmeis (2024) demonstrated that e-
satisfaction and e-trust can enhance customer loyalty,
emphasizing the importance of digital service quality for
long-term customer relationships.

Religious commitment and customer engagement in
Islamic banking have been found to increase customer
loyalty alongside service quality (Abror et al., 2019), and
the satisfaction-loyalty link identified by Fida et al. (2020)
is supported in the regional context as well. Goveas and
D’Souza (2023) confirmed the importance of electronic
banking quality in both private and public banks.

In conclusion, this study reveals that electronic service
quality not only enhances customer satisfaction but also

Trends in Business and Economics



598

serves as a strategic tool providing competitive advantage
to participation banks (Belhassan, 2012). Therefore, it is
essential for participation banks to continuously improve
their digital infrastructure with a focus on security and
ease of use, while actively incorporating customer
feedback.

Theoretical Implications

This study theoretically supports the decisive role of
electronic banking service quality in customer satisfaction.
The sub-dimensions of electronic service quality—ease of
use, time savings, privacy, and security—were confirmed
as key factors shaping customer satisfaction (Hammoud et
al., 2018; Hakim & Naeem, 2018). Furthermore, the impact
of service quality on customer loyalty and commitment in
the Islamic banking context aligns with existing literature
(Abror et al., 2019; Fida et al., 2020).

By examining the effect of e-banking quality across
demographic variables, the study found no significant
differences, suggesting that the impact of electronic
service quality on customer satisfaction is universal
(Belhassan, 2012).

Additionally, the critical role of technological factors
and digitalization in enhancing customer satisfaction is
corroborated by Hanzaee and Nasimi’s (2010) findings on
automated banking satisfaction.

Practical Implications

The research demonstrates that enhancing electronic
banking service quality is essential for participation banks
to achieve customer satisfaction and gain competitive
advantage. Banks must prioritize security, privacy, and
ease of use in their digital platforms to strengthen
customer trust and loyalty (Chmeis & Chmeis, 2024,
Goveas & D’Souza, 2023). Moreover, service improvement
processes based on customer feedback enable banks to
respond swiftly to customer needs and increase their
technological competitiveness  (Belhassan, 2012).
Integrating religious and cultural sensitivities unique to
Islamic banking into digital services can also provide a
significant advantage in fostering customer loyalty (Abror
et al., 2019).

Limitations and Future Research Directions

This study is limited to participation banks operating in
Lebanon, which restricts the generalizability of the
findings. Comparative studies examining Islamic banking

Trends in Business and Economics

practices in different countries would enrich the literature
(Fida et al., 2020). Furthermore, psychosocial variables
such as religious commitment and customer engagement
were not directly examined. Future research is
recommended to explore the effects of these variables on
electronic banking satisfaction (Abror et al., 2019). Given
the rapid evolution of technology, future studies
evaluating the impact of mobile banking and artificial
intelligence-based services on customer satisfaction would
provide valuable new insights (Goveas & D’Souza, 2023).

Conclusion

This study has demonstrated that the quality of
electronic banking services in Lebanon’s participation
banks has a strong and significant impact on customer
satisfaction. Dimensions of service quality such as ease of
use, time savings, privacy, and security significantly shape
customer satisfaction.

The research highlights that electronic service quality is
not only crucial for increasing customer satisfaction but
also strategically important for banks to secure
competitive advantage and strengthen customer loyalty.
Participation banks need to continuously improve digital
service quality, prioritize customer feedback, and keep
pace with technological innovations.

Finally, while this study contributes to Islamic banking
literature in the context of electronic banking quality,
further research across different geographic and cultural
contexts is encouraged to derive broader implications.
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Genisletilmis Ozet

Bu arastirma, Liibnan’daki islami bankalarin elektronik bankacilik hizmetlerinin (kullanim kolaylig, zaman tasarrufu, gizlilik
ve glivenlik, mlsteri memnuniyeti) Gzerindeki etkisini incelemeyi amaglamaktadir. Calisma kapsaminda, 40 maddeden olusan
bir anket 212 katilimciya uygulanmis ve elde edilen veriler SPSS 26 ve R programi ile analiz edilmistir. Arastirma, Libnan
bélgesindeki islami bankalarin misterilerinden (Al Baraka Bank ve Arab Finance House) rastgele secilen 212 katilimciya yonelik
olarak gergeklestirilmistir. Ankette yer alan Likert dlgegi sorularinin glivenilirligi Cronbach Alpha katsayisi ile degerlendirilmis
ve 0,939 olarak tespit edilmistir. Bu yiksek deger, arastirmanin glvenilirligini ve gecerliligini gicli bir sekilde
desteklemektedir. Arastirma sonuglari, misteri memnuniyetinin sirdirilebilirligi icin islami bankalarin elektronik bankacilik
hizmetlerinin kalite boyutlarini diizenli olarak takip etmelerinin 6nemini vurgulamaktadir. Ayrica, bankalarin periyodik olarak
misteri memnuniyetini 6lgmesi ve elektronik hizmetlerin etkinligini degerlendirmesi énerilmektedir. Teknolojik gelismelere
uyum saglamak, yeni dijital kanallar eklemek ve mevcut kanallari gelistirmek, misteri ihtiyaglarini karsilamak ve memnuniyeti
artirmak agisindan kritik bir rol oynamaktadir. Arastirmacilar, bu tir stratejilerin 6zellikle kriz dénemlerinde miusteri
memnuniyetini korumaya, yeni misteriler kazanmaya ve rekabet avantaji elde etmeye yardimci olacagini belirtmektedir. Bu
dneriler, islami bankalarin geleneksel bankalarla rekabet edebilirligini artirmasina ve pazardaki konumlarini giiclendirmesine
katki saglayacaktir. Elektronik bankaciligin etkili bir sekilde kullaniimasi, bankalarin musteri baghhgini artirmalarina ve
sektordeki liderliklerini pekistirmelerine imkan taniyabilir. Arastirma bulgulari, elektronik hizmet kalitesinin, elektronik
bankacilik hizmetlerinin kalitesi, zaman tasarrufu, givenlik, gizlilik, kullanim kolayligi ve miisteri memnuniyeti boyutlari
lizerinde anlamli bir etkisi oldugunu ortaya koymustur. Elektronik bankaciligin etkili bir sekilde kullanilmasi, bankalarin misteri
baghligini artirmalarina ve geleneksel bankalarla rekabet edebilirligini artirmalarina olanak saglayacaktir.
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