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Islamic banking services and their quality to

develop and increase competitiveness

(A field study of a number of Islamic banks in Iraq)
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Abstract
The study aims to identify the level and quality of Islamic banking services
in the Republic of Iraq and to know the different dimensions represented in
measuring the quality of banking services and the mutual relationship be-
tween service quality and customer satisfaction and loyalty. A random sam-
ple of Islamic banks in Iraq, and the results of the research indicate that there
is a strong effect of the dimensions of service quality on customer satisfac-
tion, and it was also found that the customer’s satisfaction with the bank
and its reputation lead to greater loyalty. Hence, the results of the study will
open a new way to design Islamic banking services in Irag. It will also guide
the profile of bankers to what extent they can serve existing and potential
customers. In fact, the study provides a framework for bankers to provide a
high quality service.
Key terms for the research: Islamic banks, service quality, customer satis-

faction, customer loyalty.
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(1) Hoffman, K.D. & Bateson, J.E.G. (2002), “Es-
sentials of Service Marketing: concepts,
strategies and cases”, NY: Harcourt College
Publishers.
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(2) Parasuraman, A., Zeithaml, V.A. & Berry,
L.L. (1985), “A Conceptual Model of Service
Quality and its Implications for Future Re-
search”, Journal of Marketing 49, 41-50.

(3) Parasuraman, A., Zeithaml, V.A. & Berry,
L.L. (1985), “A Conceptual Model of Service
Quality and its Implications for Future Re-
search”, Journal of Marketing 49, 41-50
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(1) Parasuraman, A., Zeithaml, V.A. & Berry,
L.L. (1994), “Alternative Scale for Measuring
Service Quality: A Comparative Assessment
Based on Psychometric and Diagnostic Cri-
teria”, Journal of Retailing 70, 201-230.
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(1) Parasuraman, A., Zeithaml, V.A. & Berry,
L.L. (1985), “A Conceptual Model of Service
Quality and its Implications for Future Re-
search”, Journal of Marketing 49, 41-50
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“Corporate Image Measurement— A further
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Banking Services”, The International Jour-
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(1) Lee, H., Lee, Y. & Yoo, D. (2000), “The De-
terminants of Perceived Service Quality
and its Relationship with Satisfaction”, Jour-
nal of Service Marketing 14, 217-231.

(2) Ehigie, B.O. (2006), “Correlates of Custom-
er Loyalty to Their Bank: A Case Study in
Nigeria”, International Journal of Bank Mar-
keting 24, 494-508.
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(2) Kengis, P. & Voukelatos, V. (1997), “Private
and Public Banks: A Comparison of Custom-
er Expectations and Perceptions”, Inter-
national Journal of Bank Marketing 15(7),
279-287.

(3) Allred, AT. & Addams, H.L. (2000), “Service
Quality at Banks and Credit Unions: What
do Their Customers Say?”, International
Journal of Bank Marketing 10, 52-60.
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L.L. (1994), “Alternative Scale for Measuring
Service Quality: A Comparative Assessment
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(3) Parasuraman, A., Zeithaml, V.A. & Berry,
L.L. (1994), “Alternative Scale for Measuring
Service Quality: A Comparative Assessment
Based on Psychometric and Diagnostic Cri-
teria”, Journal of Retailing 70, 201-230.
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“Corporate Image Measurement— A further
Problem for the Tangibilization of Internet
Banking Services”, The International Jour-
nal of Bank Marketing 22, 366-384.
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er Expectations and Perceptions”, Inter-
national Journal of Bank Marketing 15(7),
279-287.
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