
International Journal of Bank Marketing
Service quality, satisfaction, trust, and loyalty: the moderating role of main-bank
and wealth status
Karin Boonlertvanich,

Article information:
To cite this document:
Karin Boonlertvanich, (2019) "Service quality, satisfaction, trust, and loyalty: the moderating role of
main-bank and wealth status", International Journal of Bank Marketing, Vol. 37 Issue: 1, pp.278-302,
https://doi.org/10.1108/IJBM-02-2018-0021
Permanent link to this document:
https://doi.org/10.1108/IJBM-02-2018-0021

Downloaded on: 14 February 2019, At: 08:33 (PT)
References: this document contains references to 92 other documents.
To copy this document: permissions@emeraldinsight.com
Access to this document was granted through an Emerald subscription provided by emerald-
srm:320271 []

For Authors
If you would like to write for this, or any other Emerald publication, then please use our Emerald
for Authors service information about how to choose which publication to write for and submission
guidelines are available for all. Please visit www.emeraldinsight.com/authors for more information.

About Emerald www.emeraldinsight.com
Emerald is a global publisher linking research and practice to the benefit of society. The company
manages a portfolio of more than 290 journals and over 2,350 books and book series volumes, as
well as providing an extensive range of online products and additional customer resources and
services.

Emerald is both COUNTER 4 and TRANSFER compliant. The organization is a partner of the
Committee on Publication Ethics (COPE) and also works with Portico and the LOCKSS initiative for
digital archive preservation.

*Related content and download information correct at time of download.

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
8:

33
 1

4 
Fe

br
ua

ry
 2

01
9 

(P
T

)

https://doi.org/10.1108/IJBM-02-2018-0021
https://doi.org/10.1108/IJBM-02-2018-0021


Service quality, satisfaction, trust,
and loyalty: the moderating role of

main-bank and wealth status
Karin Boonlertvanich

Faculty of Commerce and Accountancy, Chulalongkorn University,
Bangkok, Thailand

Abstract
Purpose – The purpose of this paper is to develop a comprehensive model representing the
relationships among service quality, customer satisfaction, trust and loyalty in a retail banking
service. Because many banks now emphasize acquiring more high-wealth and main-bank customers,
this study also focuses on investigating the moderating roles of main-bank and wealth status on
such relationships.
Design/methodology/approach – This study applies a hierarchical model to measure service quality in
line with recent advances in the general-marketing and consumer-behavior literature. A total of 400 valid
samples were obtained from customers of a large commercial bank in Thailand. Data were analyzed using
partial least squares structural equation modeling and multigroup analysis.
Findings – Customer-perceived service quality directly and indirectly affects, via satisfaction and trust,
attitudinal and behavioral loyalty. Service quality affects customer loyalty less if the customer holds
main-bank status. It affects behavioral loyalty less for high-wealth customers than regular customers;
however, its impacts on attitudinal loyalty are identical. Main-bank and wealth status have a co-moderating
impact on the relationship between service quality and customer loyalty.
Research limitations/implications – This study was conducted on a cross-sectional basis; further,
longitudinal analysis could help to assess causality and time-dependent effects among variables.
Practical implications – The present study reconceptualizes the loyalty model, forging a deeper
understanding of the moderating effects of main-bank and wealth status and thus helping banks to formulate
better strategies to win customer loyalty.
Originality/value – This study aims to contribute to further discussions regarding the direct and indirect
effects of service quality on loyalty to help banks formulate effective strategies for acquiring main-bank and
high-wealth customers.
Keywords Satisfaction, Trust, Service quality, Loyalty, Customer wealth, Main-bank status
Paper type Research paper

1. Introduction
The key to business success is building and maintaining strong customer relationships
(Bergeron, 2002). To ensure customer satisfaction, trust and loyalty, banks must focus on
service quality. Increasingly, comprehensive banking service-quality models have identified
the key antecedents of customer loyalty, including hierarchical, multidimensional models of
service quality and other factors influencing customer loyalty. Understanding these
antecedents helps managers to improve organizations’ financial performance. Faced with
competition from non-bank and fintech firms, banks must retain existing customers while
attracting new customers. Improved service quality strengthens customer satisfaction, which
ultimately influences customer loyalty, e.g. repurchase intention, word of mouth and
recommendations to new customers (Gallarza et al., 2011; Ganesh et al., 2000; Voss et al., 2004).

Most service-quality–loyalty research only explains the relationships among service
quality, satisfaction, trust and loyalty. However, the increased focus on acquiring more
main-bank customers (customers using the bank as their main operating bank for
transactional account(s), depositing most of their wealth and purchasing all other financial
products) requires an examination of the moderating role of main-bank status on the
service-quality–loyalty model (Boonlertvanich, 2011). Many banks are also focusing on
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attracting high-value customers (customers who contribute higher income to the bank per
unit of servicing time, e.g. private-bank or high-wealth customers).

The present study aims to contribute to the banking service-quality literature (and help
banks to formulate effective strategies for acquiring main-bank and high-wealth customers)
in four ways:

(1) aligning with recent advances in the general-marketing and consumer-behavior
literature, which apply hierarchical models to measure service quality;

(2) enhancing understanding of the service quality–loyalty relationship by modeling
attitudinal and behavioral loyalty separately;

(3) investigating, via a structural model, the causal relationships among constructs
such as service quality, customer satisfaction, trust and loyalty; and

(4) analyzing the moderating impacts of main-bank status and wealth status on the
service-quality–loyalty structural model.

2. Theoretical foundation and hypotheses
2.1 Service quality
Several studies have identified attributes for measuring service quality, tending to link
service quality dimensions directly to constructs such as satisfaction or loyalty or to
combine service-quality dimensions into an aggregated latent-service–quality variable
before linking it to other constructs (Alexandris et al., 2004; Grönroos, 1984; Howat et al.,
2008; Parasuraman et al., 1988). However, recent banking-service research has
conceptualized service quality as a hierarchical, multidimensional construct (Brady and
Cronin, 2001; Mittal et al., 2015; Yilmaz et al., 2018).

This study considers service quality as a hierarchical, multidimensional, second-order
construct, formed by its first-order service-quality dimensions measured through several
surveyed items. Customers’ perceptions of quality are assumed to occur at multiple levels
in a service setting. Customers initially evaluate the quality of the interaction with the
service provider at the individual attribute level. The quality of the interaction is then
evaluated at the dimensional level and, finally, the overall perceived service quality is
evaluated (Clemes et al., 2011).

Perceived quality has been traditionally defined as a major determinant of customer
satisfaction (Anderson et al., 1994; Nunnally, 1978; Rust and Oliver, 1994); evidence also
validates this relationship in the banking sector (Zavareh et al., 2012) and even for specific
group such as university students (Yilmaz et al., 2018). In addition to customer
satisfaction, Ehigie (2006) and Bapat (2017) also found that service quality is the
antecedent of customer loyalty.

Therefore, the following hypotheses are proposed:

H1. Perceived service quality positively affects customer satisfaction.

H2. Perceived service quality positively affects customer trust.

H3. Higher perceived service quality directly leads to higher attitudinal loyalty.

H4. Higher perceived service quality directly leads to higher behavioral loyalty.

2.2 Customer satisfaction
Customer satisfaction, one of the largest categories of marketing research (Oliver, 1997,
1999), is the customer’s overall attitude based on the experience of purchasing a product or
using a service (Fornell, 1992) and tends to include post-consumption service assessment
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(Gallarza et al., 2011). Satisfaction is a comparative feeling, resulting from the difference
between expectation and actual experience.

Repeat satisfaction creates long-term satisfaction with that product or service
(Kotler and Keller, 2013). Overall satisfaction, assessing the experience of interacting with
a service provider to date, is a more stable measurement that directly impacts customer
loyalty to a service provider (Homburg et al., 2005; Li and Petrick, 2010).

Transactional satisfaction is considered an antecedent to customer-perceived
service quality (Bitner, 1990; Carman, 1990; Zeithaml et al., 1996). Overall satisfaction,
however, is considered a descendant of perceived quality and a better predictor
of customer loyalty (Anderson and Sullivan, 1993; Bitner and Hubbert, 1994; Taylor and
Baker, 1994).

This study defines satisfaction as overall satisfaction. Although earlier researchers used
a single-item measure of overall satisfaction (e.g. Ganesh et al., 2000; Murray and Howat,
2002; Petrick et al., 1999), recent studies have employed a combination of items (Brady et al.,
2005; Li and Petrick, 2010). Ehigie (2006) found that customer satisfaction has a direct
impact on customer loyalty for banking service in Nigeria. We utilize three items to measure
overall satisfaction with the banking service.

Banking-service research increasingly supports models in which antecedents such as
perceived service quality indirectly impact loyalty through satisfaction (Alexandris et al.,
2004; Clemes et al., 2011; Howat et al., 2008; Kaura et al., 2015; Makanyeza and Chikazhe,
2017). Therefore, we propose the following hypotheses:

H5. Higher satisfaction leads to higher trust.

H6. Higher satisfaction directly leads to higher attitudinal loyalty.

H7. Higher satisfaction directly leads to higher behavioral loyalty.

2.3 Customer trust
Trust has been defined as the customer’s belief that the service provider will fulfill
his or her needs and not take unexpected actions resulting in negative outcomes
(Anderson and Narus, 1990; Moorman et al., 1992; Morgan and Hunt, 1994; Schurr and
Ozanne, 1985).

Trust is generated when a customer observes employees’ knowledge and
responsiveness, then separately evaluates this trust from other service-quality
dimensions (Parasuraman et al., 1988). Social exchange theory, which underlies
much of the work regarding relationships in marketing and other disciplines, states
that trust is a requisite element of relationships (Blau, 1964). Trust comprises perceived
credibility and benevolence and has two levels: the customer trusts one particular
service representative; and the customer trusts the institution (Liu et al., 2011; Rauyruen and
Miller, 2006).

Trust leads to long-term loyalty and strengthens the relationship between the two
parties (Ball et al., 2004; Garbarino and Johnson, 1999; Keh and Xie, 2009; Lin and Luarn,
2003; Singh and Sirdeshmukh, 2000). Chaudhuri and Holbrook (2001) stated that trust is an
antecedent to loyalty, and Hart and Johnson (1999) asserted that trust mediates the
satisfaction–loyalty relationship.

We capture customers’ trust in banks by modeling it as an endogenous construct
mediating the satisfaction–loyalty and service quality–loyalty relationships, leading to the
following hypotheses:

H8. Higher customer trust leads to higher attitudinal loyalty.

H9. Higher customer trust leads to higher behavioral loyalty.
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2.4 Customer loyalty
Oliver (1999, p. 34) defined loyalty as “a deeply held commitment to rebuy or repatronize a
preferred product or service consistently in the future, thereby causing repetitive same-brand
or same brand-set purchasing, despite situational influences and marketing efforts having the
potential to cause switching behavior.” Satisfaction is one of the antecedents of loyalty
(Bloemer et al., 1998; Fornell et al., 1996; Hallowell, 1996), along with service quality
(Andreassen and Lindestad, 1998; Patterson and Spreng, 1997) and trust (Casaló et al., 2007;
Harris and Goode, 2004; Jarvenpaa et al., 1999; Pizzutti dos Santos and Basso, 2012).

Service loyalty is based on a positive attitude and behavior toward a service provider,
preventing customers from switching to another service provider (Caruana et al., 2000).
Customer loyalty has two dimensions: attitudinal loyalty (the degree to which a customer
considers a bank his or her top choice for banking services); and behavioral loyalty
(the customer’s tendency to seek continued service from the provider or to recommend the
service to others).

This study analyzes the direct and indirect effects of perceived service quality both on
behavioral and attitudinal loyalty, with customer satisfaction and trust employed as
mediating variables.

2.5 The moderating role of main-bank status
Many researchers have found that higher satisfaction does not necessarily lead to
higher customer loyalty (Colgate and Lang, 2001). Customers can become so entangled with
their main bank that the perceived cost of switching to a new provider outweighs the
perceived benefits ( Jones et al., 2000). Switching barriers play a moderating role in the
satisfaction–repurchase intention relationship (Boonlertvanich, 2009).

Several indicators, such as share of wallet, customer duration and frequency of visits, can
be used to ascertain main-bank customer status (Garland, 2004). For main-bank customers,
perceived value has been shown to have more impact on customer loyalty more than
satisfaction in the Thai retail-banking sector (Boonlertvanich, 2011). This may be because
main-bank customers should generally have more experience with the bank and can justify
the real service value better, while non-main-bank customers may use their overall feeling or
satisfaction to justify their loyalty behavior more than main-bank customers.

Boonlertvanich (2013) also found that customer-perceived value had less impact on
satisfaction for main-bank customers, but did not have enough evidence to confirm the
moderating effect of main-bank status on the satisfaction−loyalty relationship, except for in
cases of either very high or very low levels of satisfaction.

This study analyzes the moderating role of main-bank status on customer loyalty by
studying the moderating role of main-bank status on all nine hypotheses to enable banks to
formulate different strategies for main-bank and non-main-bank customers.

2.6 The moderating role of customer-wealth status
Bank-customer segmentation can be based on loyalty level, main-bank status and financial
value (Garland, 2004). Many Thai banks now focus on higher-wealth or private-bank
customers, differentiating their product and service strategies for these customer groups.
While many believe that trust is more important than satisfaction for these customers
groups, others believe the opposite.

This study analyzes the moderating role of customer wealth on customer loyalty (i.e. how
satisfaction affects customer loyalty differently for high-wealth customers than for regular
ones), hypothesizing that customer-wealth status moderately affects all nine hypotheses,
and examines the co-moderating role of customer-wealth status and main-bank status on
customer loyalty (i.e. how satisfaction affects customer loyalty differently for high-wealth
main-bank customers than for regular-wealth main-bank customers).
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3. Conceptual framework
Data were analyzed using partial least squares structural equation modeling (PLS-SEM) and
multigroup analysis (MGA) ( Jöreskog, 1978; Wold, 1985). PLS, as an alternative to covariance-
based SEM, has been widely applied in psychology, sociology and other fields, including
customer behavior (Fornell et al., 1996; Sohn and Moon, 2003). SEM’s advantages over other
approaches include its ability to measure complex cause and effect relationships. SEM has
often been applied in marketing research on brand equity (Yoo et al., 2000), consumer behavior
(Sargeant et al., 2006) and customer satisfaction (Chun and Davies, 2010). The PLS-SEM
approach can flexibly handle various modeling problems, in which it is difficult to meet the
strict assumptions required when using traditional multivariate statistics.

Figure 1 illustrates the hypothesized model, depicting each construct’s underlying
dimensions and their theorized causal relationships among constructs based on the
literature reviewed. Service quality is hypothesized as a second-order formative construct
determined by five first-order latent dimensions: reliability, assurance, tangibility, empathy
and responsiveness. In addition to the direct impacts of service quality on attitudinal loyalty
and behavioral loyalty, customer satisfaction and trust are hypothesized as mediators
between service quality and loyalty. Customer satisfaction is also hypothesized as an
antecedent of customer trust. Finally, main-bank status and wealth status are hypothesized
to moderate all relationships between constructs (dashed lines in Figure 1).

3.1 The PLS-SEM model
The following structural equations correspond to those shown in Figure 1:

x2 ¼ b20þb21x1þu2;

x3 ¼ b30þb31x1þb32x2þu3;

SQ
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LA2

LA3
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LB2
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SQ1_2
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SQ3_2
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SQ3
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H1

H
7

H6

H3

H4
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Moderating Effect
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SA2SA1 SA3

TR2TR1 TR3

LOY_B

- Main-bank Status (MB), 
- Customer Wealth (CW)

First-order constructs

Second-order constructs

H
5

Figure 1.
Hierarchical
framework of the
hypothesized effects
of service quality on
attitudinal and
behavioral loyalty
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x4 ¼ b40þb41x1þb42x2þb43x3þu4;

x5 ¼ b50þb51x1þb52x2þb53x3þu5;

where ξ1 is the service quality; ξ2 the satisfaction; ξ3 the trust; ξ4 the attitudinal loyalty; and
ξ5 the behavioral loyalty.

4. Research design and method
4.1 Sampling and data collection
We surveyed customers who had recently received service from a large commercial bank in
Thailand. The data were collected from ten selected bank branches in Bangkok based on
face-to-face questionnaire completion. To ensure data from customers who knew the bank
well, two conditions had to be satisfied: having at least one product holding with the bank;
and receiving service through a branch channel at least three times within the last six
months. Two screening questions for this were included in the questionnaire, and the
researchers collected samples until 400 valid samples were obtained, based on a total of
664 distributed questionnaires (giving the valid questionnaire response rate of 60.2 percent).

Most sample participants were female (64 percent); 45 years or older (35.8 percent); single
(45.3 percent); had graduated with a bachelor’s degree (55.8 percent); were working as
professionals in private companies (40 percent); and had a monthly income range between
10,001 and 20,000 baht (~$330–660) (30 percent) (see Table AI).

Most respondents had visited this bank more than six times over the last six months
(64 percent). Most had a deposit account with the bank (99.5 percent) and about one-third
had a mutual fund account, bancassurance or bill payment transactions with the bank. Most
had total assets under management (AUM) with the bank, combining deposits, mutual
funds and bancassurance of less than 500,000 baht (~$17,000) (58.8 percent) (see Table AII).

To ensure an adequate sample size for analyzing the moderating effects of customer-
wealth status, we required at least 20 percent of the sample to be high-wealth customers
(those with more than 9,000,000 baht (~$300,000) of AUM with the bank) and obtained
84 high-wealth customers (21 percent) for the sample. The demographics of high-wealth
customers and regular customers were similar in terms of gender distribution and
educational attainment. However, high-wealth customers were older (72 percent were aged
45 years or older), married (73 percent), entrepreneurs (60 percent) and earned more than
50,000 baht (~$17,000) per month (62 percent). Regarding banking behavior, high-wealth
customers visited bank branches roughly as often as regular customers, but had
significantly more product holdings (more than 60 percent had mutual fund accounts with
the bank, compared to 13 percent of regular customers).

Rather than asking the respondents whether they used this bank as their main bank, we
defined main-bank customers as those who had made transactions with the bank at least
five times within the last six months and who held more than two products with the bank.
This resulted in 187 main-bank customers in the whole sample (55 of these customers were
high-wealth customers).

4.2 Measures
Scale items for assessing key constructs, e.g. customer-perceived service quality,
satisfaction, trust and customer loyalty (attitudinal and behavioral), were adapted from
prior studies’ validated measures. Based on recent service transaction experience,
respondents answered questionnaire items on a standard five-point Likert scale.
Service-quality items were taken from Roig et al. (2006), who extensively studied the five
dimensions of perceived service quality in the banking sector: reliability, assurance,
tangibility, empathy and responsiveness. Each dimension was measured by three questions.
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Satisfaction was measured as overall satisfaction and was adapted from Bloemer et al.
(1998), Caruana (2002) and Han et al. (2008). Trust was adapted from Mohsin Butt and Aftab
(2013). Customer loyalty was divided into attitudinal loyalty and behavioral loyalty.
For attitudinal loyalty, three items adapted from Zeithaml et al. (1996) were used. For
behavioral loyalty, three behavioral intention items were measured.

4.3 PLS analysis
The PLS model is usually analyzed in two stages (Hulland, 1999). The first stage tests
the measurement model by performing validity and reliability analyses of each of the
model’s measures. We separated this first stage into two sub-analyses: the first-order
reflective-measurement constructs’ analysis and the second-order formative-measurement
construct’s analysis. The first-order reflective constructs were service quality, satisfaction,
trust, attitudinal loyalty and behavioral loyalty (see Table AIII). The second-order formative
construct was the latent aggregated service-quality construct developed from the five
first-order constructs.

The second stage tested the structural model by estimating the paths between the
constructs, thus determining their significance and the model’s predictive ability. Such a
sequence ensures the reliability and validity of the constructs before drawing conclusions
about the nature of the construct relationships.

Finally, MGA was performed to analyze the moderating effect of main-bank and
customer-wealth status. Differences in direct effects, indirect effects and total effects of
service quality, satisfaction and trust on attitudinal loyalty and loyalty were analyzed.
To better understand the co-moderating role of the moderators, we first divided our samples
into regular- and high-wealth-customer groups, and then performed MGA based on the
main-bank status of customers in each group.

4.4 Outer measurement model analysis
PLS analysis of the research model was performed using SmartPLS (Ringle et al., 2005),
allowing simultaneous testing of the outer measurement model and the inner structural model
and the use both of reflective and formative latent variables (Fornell and Bookstein, 1982).

4.4.1 Reflective measurement constructs. From the proposed model, nine reflective
constructs remained: first-order dimensions of perceived service quality (reliability,
assurance, tangibility, empathy and responsiveness), satisfaction, trust, attitudinal loyalty
and behavioral loyalty. The usual reliability and validity tests were applied.

Indicator reliability was examined via the factor loadings of each item. A factor loading
of 0.70 or higher indicates sufficient indicator reliability (Hulland, 1999). For internal
consistency, the measurement model was examined by calculating the composite
reliability and Cronbach’s α for each construct. A construct is considered reliable if the
composite reliability and Cronbach’s α scores are above 0.70 (Nunnally, 1978; Nunnally
and Bernstein, 1994). All factor loadings were higher than 0.70, with a minimum of 0.719,
and no item except for SQ1_1 had its bootstrap lower bound of factor loadings below 0.70,
thus confirming indicator reliability. All composite reliabilities were higher than 0.80, and
all αs were higher than 0.70, confirming the internal consistency reliability of all
constructs (Table I).

Convergent validity was assessed using the average variance extracted (AVE). An AVE
of 0.50 or above confirms convergent validity (Chin, 1998). The AVE of all first-order
constructs achieved values between 0.642 and 0.827, confirming that all measures
demonstrated satisfactory convergent validity.

Discriminant validity was assessed based on three criteria: the cross-loadings belong to
the hypothesized construct; the square root of the AVE for each construct surpasses the
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correlation coefficient of that construct with every other first-order construct (Fornell and
Larcker, 1981); and the bootstrap upper bound of the heterotrait-monotrait ratio (HTMT) for
each pair of constructs is below 1.00 (Henseler et al., 2014). For the first criteria, the
cross-loadings of all items are shown in Table AIV. The highest loading of each item
belonged to the hypothesized construct, satisfying the first criteria.

Table II represents the square root of AVE for each construct on the diagonal and the
correlations among the constructs as the off-diagonal elements. The squared roots of all AVEs
were larger than the off-diagonal elements; therefore, the second condition was deemed
satisfactory. Table III shows the bootstrap results of the HTMT for each pair of constructs.
None of the 95 percent upper-bound HTMT scores were above 1.00, thus satisfying the third
condition. Our measurement model, therefore, demonstrates satisfactory discriminant validity.

4.4.2 Formative measurement constructs. The perceived-service-quality construct is
assumed to be a second-order formative construct due to its reflective first-order
dimensions. Its content validity was evaluated at both the individual and construct levels.
At the individual level, the bootstrap test results showed high significance for all weights in
the service-quality construct, where the bootstrap-based empirical 95% confidence interval
does not include zero (Table IV ). The variance inflation factor (VIF) for the service-quality
factors showed levels between 1.61 and 3.42. Even though the VIFs for some factors were
slightly higher than 2.00, they were still lower than the cutoff value of 10 (Aiken and West,
1991), indicating that multicollinearity among the first-order constructs is not an issue.
Therefore, first-order factors were retained in the outer measurement model.

Latent variables
Manifest
variables

Factor
loadings

Lower
bound
(95%)

Upper
bound
(95%)

Cronbach’s
α

Composite
reliability

(CR)
Average variance
extracted (AVE)

Reliability (SQ1) SQ1_1 0.719 0.603 0.815 0.722 0.843 0.642
SQ1_2 0.829 0.785 0.864
SQ1_3 0.850 0.823 0.875

Assurance (SQ2) SQ2_1 0.847 0.811 0.878 0.806 0.886 0.721
SQ2_2 0.856 0.810 0.891
SQ2_3 0.843 0.793 0.883

Tangibility
(SQ3)

SQ3_1 0.824 0.757 0.875 0.740 0.852 0.658
SQ3_2 0.843 0.807 0.873
SQ3_3 0.763 0.705 0.810

Empathy (SQ4) SQ4_1 0.861 0.827 0.890 0.874 0.923 0.799
SQ4_2 0.912 0.887 0.932
SQ4_3 0.908 0.885 0.928

Responsiveness
(SQ5)

SQ5_1 0.863 0.827 0.891 0.838 0.902 0.755
SQ5_2 0.888 0.864 0.910
SQ5_3 0.855 0.817 0.887

Satisfaction
(SAT)

SA1 0.932 0.916 0.946 0.896 0.935 0.827
SA2 0.904 0.875 0.928
SA3 0.892 0.871 0.910

Trust (TR) TR1 0.886 0.859 0.910 0.875 0.923 0.800
TR2 0.902 0.875 0.924
TR3 0.896 0.869 0.917

Attitudinal
loyalty
(LOY_A)

LA1 0.871 0.845 0.893 0.861 0.915 0.781
LA2 0.901 0.873 0.923
LA3 0.888 0.835 0.921

Behavioral
loyalty (LOY_B)

LB1 0.852 0.800 0.900 0.836 0.902 0.754
LB2 0.902 0.880 0.921
LB3 0.849 0.816 0.878

Table I.
Results of outer

model: first-order
latent variables with
reflective indicators
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At the construct level, the achieved explained variance (R2) of the second-order service-
quality construct primarily determined the appropriateness of a theoretically sound
formative specification of service quality (Diamantopoulos and Winklhofer, 2001). The R2

result showed that 99.98 percent of the variations in the perceived service quality construct
can be explained by its first-order factors, further supporting the content validity of this
second-order construct.

4.5 Inner structural model analysis
This second step evaluated the inner structural model (Table V). R2 results demonstrated that
a substantial part of the variance of the endogenous latent constructs can be explained by the
model. R2 values for satisfaction, trust, attitudinal loyalty and behavioral loyalty were 0.609,
0.649, 0.554 and 0.611, respectively (Figure 2). Since the explained variances are greater than
30 percent, the homological validity of the model was deemed satisfactory (Chin, 1998).

SQ1 SQ2 SQ3 SQ4 SQ5 SAT TR LOY_A LOY_B

SQ1 0.801
SQ2 0.613 0.849
SQ3 0.492 0.493 0.811
SQ4 0.574 0.700 0.564 0.894
SQ5 0.550 0.757 0.554 0.785 0.869
SAT 0.613 0.643 0.554 0.723 0.684 0.910
TR 0.647 0.648 0.624 0.660 0.593 0.760 0.895
LOY_A 0.556 0.548 0.603 0.556 0.549 0.696 0.681 0.884
LOY_B 0.541 0.543 0.567 0.642 0.568 0.767 0.756 0.762 0.868
Note: Square root of AVE is on the diagonal

Table II.
The first-order
latent variable
correlation matrix:
discriminant validity

Weights t-Stat. p-Value Lower 95% Upper 95% VIF

SQ1→SQ 0.208 20.38 0.00 0.187 0.227 1.79
SQ2→SQ 0.240 24.93 0.00 0.222 0.260 2.78
SQ3→SQ 0.207 17.06 0.00 0.184 0.232 1.61
SQ4→SQ 0.288 27.29 0.00 0.270 0.312 3.01
SQ5→SQ 0.254 29.98 0.00 0.237 0.271 3.42

Table IV.
Content validity of the
formative measurement
construct: weight
significances, bootstrap
tests and VIFs

SQ1 SQ2 SQ3 SQ4 SQ5 SAT TR LOY_A LOY_B

SQ1
SQ2 0.866
SQ3 0.785 0.723
SQ4 0.792 0.893 0.784
SQ5 0.777 0.967 0.801 0.974
SAT 0.842 0.818 0.757 0.871 0.852
TR 0.884 0.847 0.847 0.828 0.784 0.897
LOY_A 0.816 0.723 0.822 0.716 0.732 0.843 0.835
LOY_B 0.805 0.738 0.798 0.826 0.769 0.928 0.923 0.966

Table III.
The upper 95%
confidence level
of the HTMT
between the first-order
latent variables:
discriminant validity
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The structural model was also assessed through the model’s ability to predict
the endogenous latent variable indicators, referred to in the PLS-SEM literature
as cross-validated redundancy measures ( Jöreskog and Wold, 1982). Subsequently,
Stone–Geisser Q2 values (Geisser, 1975; Stone, 1974) and the predominant measure of
predictive relevance using blindfolding procedures (Tenenhaus et al., 2005) were
studied. Q2 values for service quality, satisfaction, trust, attitudinal loyalty and behavioral
loyalty were 0.462, 0.478, 0.493, 0.404 and 0.469, respectively. Q2 values above
0.35 indicate substantial predictive relevance for explaining the variable studied
(Henseler et al., 2009).

5. PLS estimates and hypotheses testing
PLS path estimates for the inner model indicate that all hypotheses were supported, except
for the direct effect of service quality on behavioral loyalty (Figure 2). Attitudinal loyalty
was positively influenced by service quality, satisfaction and trust, with satisfaction having
the highest direct impact. Behavioral loyalty was positively influenced by only satisfaction
and trust. Satisfaction was heavily influenced by service quality and had a path coefficient
of 0.781, while customer trust was influenced by both service quality and satisfaction.

R2 Cross-redundancy (Q2)

Satisfaction 0.609 0.478
Trust 0.649 0.493
Attitudinal loyalty 0.554 0.404
Behavioral loyalty 0.661 0.469

Table V.
Inner model

validity (R2 and
cross-redundancy)

Service
Quality
(SQ)

Satisfaction
(SAT)

R2=0.609

R2=0.554

R2=0.661

R2=0.649

0.781***

0.220

0.076

0.317***

0.421***

Trust
(TR)

Attitudinal
Loyalty

(LOY_A)

Behavioral
Loyalty

(LOY_B)

0.425***

0.428***

0.
27

2*
**

0.378***

Notes: Dashed lines indicate non-significance. ***Significant at the 0.05 level

Figure 2.
PLS results of the

proposed hierarchical
model of service

quality and the effect
of satisfaction and
trust on attitudinal

loyalty and
behavioral loyalty
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Table VI summarizes the direct, indirect and total effects among various constructs. Service
quality had the highest total effect on both attitudinal loyalty and behavioral loyalty,
followed by satisfaction and trust. Although service quality had no significant direct impact
on behavioral loyalty, it had the highest total impact on behavioral loyalty (its impact was
entirely indirect through satisfaction and trust).

5.1 The moderating role of main-bank status
To analyze the moderating role of main-bank status, we performed a MGA using SmartPLS
software (Figure 3). For main-bank customers, satisfaction and trust remained a mediator
between service quality and both attitudinal and behavioral loyalty, while service quality
had no significant direct impact. For non-main-bank customers, service quality had
significant direct impacts on attitudinal and behavioral loyalty; however, customer trust
had no direct impact on behavioral loyalty, hence there was no indirect impact of
satisfaction, via trust, on behavioral loyalty.

Table VII shows the model’s direct, indirect and total effects among variables for each
group of customers. For both main-bank and non-main-bank customers, service quality had
the highest total effect on attitudinal loyalty, followed by satisfaction and trust; however,
the total impact of service quality on attitudinal loyalty was significantly higher for
non-main-bank customers (difference¼ 0.257, significant at a 0.05 critical level). The
proposed model’s predictive power for main-bank customers’ attitudinal loyalty was

All customers Direct effect Indirect effect Total effect

Service quality → Attitudinal loyalty 0.220 0.455 0.675
Satisfaction → Attitudinal loyalty 0.317 0.116 0.433
Trust → Attitudinal loyalty 0.272 – 0.272
Service quality → Behavioral loyalty 0.0761ns 0.616 0.692
Satisfaction → Behavioral loyalty 0.421 0.161 0.582
Trust → Behavioral loyalty 0.378 – 0.378
Service quality → Trust 0.428 0.332 0.761
Satisfaction → Trust 0.426 – 0.426
Service quality → Satisfaction 0.781 – 0.781
Notes: ns refers to non-significant effects at the 0.05 level. All other effects significant at p-valueo0.05

Table VI.
Standardized direct,
indirect and total
effects for inner
structural model

Main-Bank Customers Non-Main-Bank Customers

Service
Quality
(SQ)

Satisfaction
(SAT)

Trust
(TR)

Attitudinal
Loyalty

(LOY_A)

Behavioral
Loyalty

(LOY_B)

0.432***

R2=0.669

R2=0.674

R2=0.731

R2=0.757

0.818***

0.337***

0.531***

0.
24

7*
**

0.167

0.289***

0.203***

0.481***

Service
Quality
(SQ)

Satisfaction
(SAT)

Trust
(TR)

Attitudinal
Loyalty

(LOY_A)

Behavioral
Loyalty

(LOY_B)

0.418***

R2=0.514

R2=0.390

R2=0.610

R2=0.425

0.717***

0.336***

0.500***

0.
27

9*
**

0.305***

0.339***

0.118

0.018

Notes: Dashed lines indicate non-significance. ***Significant at the 0.05 level

Figure 3.
PLS MGA results for
the proposed model
comparing main-bank
customers and non-
main-bank customers
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significantly lower than that for non-main-bank customers (R2¼ 0.390 for main-bank
customers; R2¼ 0.674 for non-main-bank customers).

Regarding behavioral loyalty, the overall effects of service quality, satisfaction and trust
were very similar (approximately 0.50–0.60) for main-bank customers. However, the overall
effect of service quality on behavioral and attitudinal loyalty for non-main-bank customers
was significantly higher. The total effect of service quality on trust for non-main-bank
customers was significantly higher than that for main-bank customers (difference¼ 0.196,
significant at a 0.05 critical level).

Examining the significant differences of effects between the two groups for the
moderating role of main-bank status, we conclude:

• Main-bank status has a significant moderating impact on two direct effects: trust on
behavioral loyalty and service quality on satisfaction.

• Main-bank status has a significant moderated, mediating effect on one indirect effect:
satisfaction on behavioral loyalty.

• Main-bank status has a significant moderated, mediating effect on three total effects:
service quality on attitudinal loyalty, service quality on behavioral loyalty and
service quality on trust. All these total effects are significantly higher for the non-
main-bank customers than for main-bank customers.

5.2 The moderating role of customer-wealth status
Figure 4 shows the results of the proposed model analyzed by PLS MGA. For regular
customers, perceived service quality did not directly impact behavioral loyalty, while all other
direct effects were significant. For high-wealth customers, in addition to the non-significant
direct impact of service quality on behavioral loyalty, customer trust had no significant impact
on either type of loyalty; hence, it can be omitted from this structural model in determining
customer loyalty. Since behavioral loyalty for high-wealth customers was influenced only by
satisfaction (service quality and trust had no impact), this model (R2¼ 0.362) is less able to
explain behavioral loyalty than that for regular customers (R2¼ 0.696).

Table VIII shows the direct, indirect and total effects among variables in the model, along
with the differences of effects between regular and high-wealth customers. In both groups,
perceived service quality had the highest total effect on attitudinal loyalty, followed by
satisfaction and trust for regular customers, and satisfaction alone for high-wealth customers.
The total impacts of service quality and satisfaction on attitudinal loyalty were the same in
both groups. Regardless of the customer’s wealth, service quality and satisfaction similarly

Main-bank customers Non-main-bank customers Differences
Direct Indirect Total Direct Indirect Total Direct Indirect Total

Service quality → Attitudinal
loyalty

0.118ns 0.396 0.514 0.289 0.482 0.771 0.171ns 0.086ns 0.257

Satisfaction → Attitudinal
loyalty

0.305 0.117 0.421 0.337 0.107 0.444 0.032ns −0.010ns 0.022ns

Trust → Attitudinal loyalty 0.279 – 0.279 0.247 – 0.247 −0.032ns – −0.032ns
Service quality → Behavioral
loyalty

0.018ns 0.561 0.579 0.203 0.574 0.777 0.185ns 0.013ns 0.198

Satisfaction→ Behavioral loyalty 0.339 0.209 0.548 0.531 0.072ns 0.604 0.192ns −0.0137 0.055ns
Trust → Behavioral loyalty 0.500 – 0.500 0.167ns – 0.167ns −0.333 – −0.333
Service quality → Trust 0.336 0.300 0.635 0.481 0.353 0.834 0.145ns 0.054ns 0.196
satisfaction → Trust 0.418 – 0.418 0.432 – 0.432 0.014ns – 0.014ns
Service quality → Satisfaction 0.717 – 0.417 0.818 – 0.818 0.101 – 0.101
Notes: ns refers to non-significant effects at the 0.05 level. All other effects significant at p-valueo0.05

Table VII.
Standardized direct,

indirect and total
effects for

inner structural
model between

main-bank and non-
main-bank customers
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impacted attitudinal loyalty; the only difference was that customer trust also impacted
attitudinal loyalty for regular customers, but not for high-wealth customers.

For behavioral loyalty, the total impact of service quality on behavioral loyalty was
lower than that of satisfaction, which is the opposite of the case for regular customers. This
supports the belief that, once a high-wealth customer is unsatisfied with the bank, he or she
will not return, regardless of the bank’s service quality: high-wealth customers are more
emotional than regular customers. We found that the total impact of satisfaction on
behavioral loyalty was similar for both groups; however, the total impact of service quality
was significantly lower for high-wealth customers.

Examining the significant differences of effects between the two groups for the
moderating role of customer-wealth status, we therefore conclude:

• Wealth status has a significant moderating impact on two direct effects: trust on
attitudinal loyalty and satisfaction on trust.

• Wealth status has a significant moderated, mediating effect on all indirect effects,
except for service quality on behavioral loyalty.

• Wealth status has a significant moderated, mediating effect on two total effects:
service quality on behavioral loyalty and service quality on trust.

Regular Customers High-Wealth Customers

0.453***

R2=0.610

R2=0.573

R2=0.696

R2=0.665

R2=0.463

R2=0.467

R2=0.362

R2=0.393

Service
Quality
(SQ)

Service
Quality
(SQ)

Satisfaction
(SAT)

0.7
81

***

0.283***

0.6
80

***

0.400***

0.524***

0.379***

–0.068

–0
.0

51

0.196

0.217

0.495***

0.409***

0.
35

0*
**

0.399***

0.187***

0.411***

0.087

Satisfaction
(SAT)

Trust
(TR)

Trust
(TR)

Attitudinal
Loyalty

(LOY_A)

Attitudinal
Loyalty

(LOY_A)

Behavioral
Loyalty

(LOY_B)

Behavioral
Loyalty

(LOY_B)

Figure 4.
PLS MGA results of
the proposed model
comparing regular
customers and high-
wealth customers

Regular customers High-wealth customers Differences
Direct Indirect Total Direct Indirect Total Direct Indirect Total

Service quality → Attitudinal
loyalty

0.187 0.489 0.676 0.400 0.227ns 0.627 0.214ns −0.262 −0.049ns

Satisfaction → Attitudinal
loyalty

0.283 0.159 0.442 0.379 −0.011ns 0.368 0.096ns −0.17 −0.074ns

Trust → Attitudinal loyalty 0.350 – 0.350 −0.051ns – −0.051ns −0.401 – −0.401
Service quality→ Behavioral
loyalty

0.087ns 0.625 0.712 −0.068ns 0.475 0.407 −0.151ns −0.150ns −0.305

Satisfaction → Behavioral
loyalty

0.409 0.181 0.590 0.524 0.043ns 0.567 0.115ns −0.139 −0.023ns

Trust → Behavioral loyalty 0.399 – 0.399 0.196ns – 0.196ns −0.204ns – −0.204ns
Service quality → Trust 0.411 0.354 0.765 0.459 0.148ns 0.606 0.048ns −0.206 −0.159
Satisfaction → Trust 0.453 – 0.453 0.217ns – 0.217ns −0.236 – −0.236
Service quality →
Satisfaction

0.781 – 0.781 0.680 – 0.680 −0.101ns – −0.101ns

Notes: ns refers to non-significant effects at the 0.05 level. All other effects significant at p-valueo0.05

Table VIII.
Standardized direct,
indirect and total
effects for inner
structural model
between regular and
high-wealth customers
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5.3 The co-moderating role of main-bank status and wealth status
This analysis was conducted by dividing the samples into regular and high-wealth
customers and then performing MGA between main-bank and non-main-bank customers in
each group. Figure 5 shows the results, including the structural models, after eliminating
non-significant paths and the total effects of service quality, satisfaction and trust on
attitudinal and behavioral loyalty. For regular customers, the structural models for
main-bank and non-main-bank customers were the same as the model for total samples.
Customer trust had no significant direct effect on behavioral loyalty for non-main-bank
customers, and service quality had no significant direct effect on either attitudinal or
behavioral loyalty for main-bank customers. Regarding total effect, service quality had the
highest impact, followed by satisfaction and trust, on attitudinal loyalty for non-main-bank
regular customers, and the total effects of the three variables were approximately the same
for main-bank regular customers. For behavioral loyalty, service quality had higher total
impact, followed by satisfaction, and, again, the total effects of the three variables were
approximately the same for main-bank customers.

For the high-wealth customer group, the structural models for non-main-bank and
main-bank customers differed. For non-main-bank customers, only customer trust remained
as the mediator between service quality and both types of loyalty, without any direct paths
from service quality, indicating that better service quality leads to higher trust and higher
loyalty for non-main-bank or new high-wealth customers. The total-effect scale also showed
that trust was more important than service quality. For main-bank customers, only

Regular: Non-Main-Bank Customers Regular: Main-Bank Customers

SQ

SAT

LOY_A

LOY_B

TR

SQ

SAT

LOY_A

LOY_B

TR

Attitudinal Loyalty
R2=0.664

Behavioral Loyalty
R2=0.746

0 1

TR (0.210) SAT (0.437) SQ (0.768)

0 1

SAT (0.599) SQ (0.792)

1

SQ (0.480), SAT (0.481), TR (0.482)

1

Attitudinal Loyalty
R2=0.461

Behavioral Loyalty
R2=0.677

0

0

SQ (0.581), SAT (0.582), TR (0.587)

High-Wealth: Non-Main-Bank Customers High-Wealth: Main-Bank Customers

Attitudinal Loyalty
R2=0.657

Behavioral Loyalty
R2=0.355

SQ

LOY_A

LOY_B

TR SQ

LOY_A

LOY_B

SAT

Attitudinal Loyalty
R2=0.463

Behavioral Loyalty
R2=0.322

0 1

SAT (0.371)

0 1

SQ (0.379)

0 1

TR (0.811)SQ (0.591)

0 1

TR (0.596)SQ (0.435)

SQ (0.622)

SAT (0.567)

Figure 5.
PLS MGA results
of the proposed

model comparing non-
main-bank and main-

bank customers
within regular and

high-wealth
subsamples, along

with the total effects
on attitudinal loyalty

and behavioral loyalty
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customer satisfaction remained as the mediator, and there was a direct effect from service
quality to attitudinal loyalty, confirming that, once a high-wealth customer becomes
attached to a bank, satisfaction is the key to loyalty. Although service quality had higher
total impact on attitudinal loyalty, it is customer satisfaction that had a higher impact on
behavioral loyalty.

Table IX shows differences in the effects between main-bank and non-main-bank
customers for regular- and high-wealth-customer groups. For regular customers, there were
significant total effects from service quality on attitudinal loyalty and loyalty, but not for
high-wealth customers. There was no significant total effect from satisfaction on either type
of loyalty for main-bank and non-main-bank customers in both groups.

The last column in Table IX illustrates the co-moderating impacts of main-bank status
and wealth status on the proposed model. There was a significant difference in effects
between main-bank and non-main-bank customers in the regular group, but no significant
difference in the high-wealth group, and vice versa. The co-moderating impacts existed on
four direct paths and three indirect paths, revealing co-moderating impacts on the total
effects from service quality for both types of loyalty, meaning that the impacts from service
quality on attitudinal and behavioral loyalty depended on whether the customer was a
regular or high-wealth customer and a main-bank or non-main-bank customer.

6. Conclusion
6.1 Key drivers of customer loyalty
The structural model shows that service quality, satisfaction and trust are antecedents of
customer loyalty. Despite research indicating that satisfaction might not necessarily lead to
customer loyalty, our results show that satisfaction has both direct and indirect impacts, via
trust, on loyalty in the retail-banking service industry.

Customer-perceived service quality has a greater overall impact on attitudinal loyalty
than satisfaction and trust. The overall effect of service quality on behavioral loyalty was
the highest among the three variables, even though it had no significant direct effect.
Accordingly, customer loyalty can be increased by improving service quality through
enhancing all five of its dimensions.

The mediating role of satisfaction and trust was also significant, suggesting that, in addition
to the positive correlation between service quality and customer loyalty, higher service quality
also leads to higher customer satisfaction and trust and, eventually, to customer loyalty.

Regular customers
High-wealth
customers Co-moderating effect

Differences of effects between main-
bank and non-main-bank customers Direct Indirect Total Direct Indirect Total Direct Indirect Total

Service quality→Attitudinal loyalty X X | X | X ☑ ☑

Satisfaction → Attitudinal loyalty X | X | X X ☑ ☑

Trust → Attitudinal loyalty | – | | – |
Service quality→ Behavioral loyalty X X | X X X ☑

Satisfaction → Behavioral loyalty | | X X X X ☑ ☑

Trust → Behavioral loyalty | – | X – X ☑

Service quality → Trust X X X X X X
Satisfaction → Trust X – X X – X
Service quality → Satisfaction | – | X – X ☑

Notes:| refers to the significant between main-bank and non-mainbank customers at the 0.05 level, while X
refers to non-significant differences and ☑ refers to the significant co-moderating effect of main-bank status
and wealth status on the effects

Table IX.
Differences in
effects between
main-bank and non-
main-bank status in
regular-customer
and high-wealth-
customer groups
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6.2 The moderating role of main-bank status and wealth status
The impacts of service quality on attitudinal loyalty and behavioral loyalty differ between
main-bank and non-main-bank customers. For main-bank customers, the total impacts of
service quality were lower on both types of loyalty. This may be because main-bank
customers generally have more experience with the bank and can better justify the real
service value, whereas non-main-bank customers may use their overall feeling or
satisfaction to justify their behavioral loyalty.

However, the moderating effects of main-bank status on the total impacts of satisfaction
on loyalty (attitudinal and behavioral) were not significant, which may be due to the
conflicting roles of main-bank status on customer satisfaction (Boonlertvanich, 2011). Being
a main-bank customer might lead to higher perceived service quality and eventually lead to
higher satisfaction, but it may also lead to higher expectations, reducing customer
satisfaction, significantly reducing the moderating effect of main-bank status on the
satisfaction−loyalty relationship. Trust had no significant impact on behavioral loyalty for
non-main-bank customers: enhancing customer trust may not lead to higher behavioral
loyalty, being important only for customers closely connected to the bank.

For high-wealth customers, higher satisfaction does not always lead to higher trust, and
higher trust does not impact their loyalty with the bank. In other words, trust could be left
out of the model for high-wealth customers.

Regarding the moderating effect of main-bank status for high-wealth customers, trust,
rather than satisfaction, mediates between service quality and both types of loyalty for non-
main-bank high-wealth customers. However, trust becomes less important once a high-
wealth customer becomes a main-bank customer: satisfaction then replaces trust as the
mediator for the service quality–loyalty relationship.

6.3 Managerial implications
Service quality, satisfaction and trust all increase customer loyalty, but banks need to
know how to use their resources effectively on these three factors. Our proposed structural
model explains the relationships between these variables and how they impact customer
attitudinal and behavioral loyalty. The total effect of service quality on both types of
loyalty is the highest, followed by satisfaction and trust. Service quality has a significant
indirect effect on behavioral loyalty, through satisfaction and trust, even though its direct
effect is insignificant.

The impact of perceived service quality, satisfaction and trust on customer loyalty is
dependent on main-bank status and wealth status. Considering main-bank customers as
existing customers and non-main-bank customers as new customers, service quality
becomes far more important than satisfaction or trust for new customers. If a bank plans to
expand its branch network, it should focus on all dimensions of service quality
(e.g. cleanliness and style of the premises and quality of personnel) rather than just customer
satisfaction. Such factors are more important for new branches than existing branches that
already have many main-bank customers.

Wealthy or high-net-worth customers are becoming more important than ever to
banks. However, there is little research on how their attitudinal and behavioral loyalties
differ from those of regular customers. To attract and retain high-wealth customers, many
banks use commercials to engender trust; however, we found that customer trust has no
effect on attitudinal or behavioral loyalty. Enhancing trust in high-wealth customers is
effective only for non-main-bank or new customers. Banks should focus on presenting
themselves as a trusted partner for new high-wealth customers but, once the high-wealth
customer becomes a main-bank customer, banks should use a different strategy, based on
service quality and satisfaction, e.g. a tailored service contact via a dedicated manager to
ensure their overall satisfaction.
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6.4 Limitations and future research
This study was conducted based on single-country data, so generalizability is limited.
Future research should encompass other countries to provide cross-national or
cross-cultural contributions. As this study was conducted on a cross-sectional basis, a
longitudinal analysis to assess causality and time-dependent effects between variables
would be valuable (service quality may take longer to affect loyalty than satisfaction does).
The bank selected for this study was a large commercial bank; a study on customers of
state-owned banks or small banks could be conducted to confirm the results in these sectors.
To identify whether a customer is a main-bank customer, we employed an observable-
behavior-based approach; a customer-perception-based approach may yield different
moderating results. This study identified high-wealth customers based on their AUM with
one bank; results might be different if high-wealth customers were defined based on their
total AUM across all banks (a regular customer with this bank may actually be a
high-wealth customer with another bank). Future studies could develop a strategy to turn
customers who are wealthy but who do not put their wealth in the studied bank into
high-net-worth customers of said bank. Customer loyalty may be influenced by internet- and
mobile-banking service provision (Bapat, 2017), areas not studied in this research.

Finally, recent studies found it difficult to appreciate the relationship between product
quality and service quality when it comes to customer satisfaction. Peng et al. (2014) found
that service quality is more important than product quality in determining switching
intention in the mobile industry, while Xu et al. (2017) found that product quality, rather
than service quality, determines customer satisfaction in the automobile industry.
Therefore, adding product quality into the proposed model would be another key area for
future research.

References

Aiken, L.S. and West, S.G. (1991), Multiple Regression: Testing and Interpreting Interactions, Sage,
Newbury Park, CA.

Alexandris, K., Zahariadis, P., Tsorbatzoudis, C. and Grouios, G. (2004), “An empirical investigation of
the relationships among service quality, customer satisfaction and psychological commitment in
a health club context”, European Sport Management Quarterly, Vol. 4 No. 1, pp. 36-52.

Anderson, E.W. and Sullivan, M.W. (1993), “The antecedents and consequences of customer
satisfaction for firms”, Marketing Science, Vol. 12 No. 2, pp. 125-143.

Anderson, E.W., Fornell, C. and Lehmann, D.R. (1994), “Customer satisfaction, market share, and
profitability: findings from Sweden”, Journal of Marketing, Vol. 58 No. 3, pp. 53-66.

Anderson, J.C. and Narus, J.A. (1990), “A model of distributor firm and manufacturer firm working
partnerships”, Journal of Marketing, Vol. 54 No. 1, pp. 42-58.

Andreassen, T.W. and Lindestad, B. (1998), “The effects of corporate image in the formation of
customer loyalty”, Journal of Service Marketing, Vol. 1 No. 1, pp. 82-92.

Ball, D., Simões Coelho, P. and Machás, A. (2004), “The role of communication and trust in explaining
customer loyalty”, European Journal of Marketing, Vol. 38 Nos 9/10, pp. 1272-1293.

Bapat, D. (2017), “Exploring the antecedents of loyalty in the context of multi-channel banking”,
International Journal of Bank Marketing, Vol. 35 No. 2, pp. 174-186.

Bergeron, B. (2002), Essentials of CRM: A Guide to Customer Relationship Management, Wiley,
New York, NY.

Bitner, M.J. (1990), “Evaluating service encounters: the effects of physical surroundings and employee
responses”, Journal of Marketing, Vol. 54 No. 2, pp. 69-82.

Bitner, M.J. and Hubbert, A.R. (1994), “Encounter satisfaction versus overall satisfaction versus
quality: the customer’s voice”, in Rust, R.T. and Oliver, R.L. (Eds), Service Quality: New
Directions in Theory and Practice, Sage, Thousand Oaks, CA, pp. 72-94.

294

IJBM
37,1

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
8:

33
 1

4 
Fe

br
ua

ry
 2

01
9 

(P
T

)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224299005400103&isi=A1990CJ55300003&citationId=p_5
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1080%2F16184740408737466&citationId=p_2
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1287%2Fmksc.12.2.125&isi=A1993LJ26400001&citationId=p_3
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224299005400206&isi=A1990CZ14400006&citationId=p_10
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F03090560410548979&citationId=p_7
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224299405800304&isi=A1994NW35300004&citationId=p_4
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.4135%2F9781452229102.n3&citationId=p_11
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FIJBM-10-2015-0155&isi=000399054400001&citationId=p_8


Blau, P.M. (1964), Exchange and Power in Social Life, Wiley, New York, NY.

Bloemer, J., de Ruyter, K. and Peeters, P. (1998), “Investigating drivers of bank loyalty: the complex
relationship between image, service quality and satisfaction”, International Journal of Bank
Marketing, Vol. 16 No. 7, pp. 276-286.

Boonlertvanich, K. (2009), “Conceptual model for the repurchase intentions in the automobile service
industry: the role of switching barriers in satisfaction-repurchase intentions relationship”,
International Journal of Business Research, Vol. 9 No. 6, pp. 1-18.

Boonlertvanich, K. (2011), “Effect of customer perceived value on satisfaction and customer loyalty in
banking service: the moderating effect of main-bank status”, International Journal of Business
Research, Vol. 11 No. 6, pp. 40-55.

Boonlertvanich, K. (2013), “The role of perceived competitive advantage, corporate image, switching
barriers and main-bank status in the relationship between customer perceived value,
satisfaction and customers’ loyalty in retail banking industry”, International Journal of Business
Research, Vol. 13 No. 4, pp. 19-42.

Brady, M.K. and Cronin, J.J. Jr. (2001), “Some new thoughts on conceptualizing perceived service
quality: a hierarchical approach”, The American Aviation Experience, Vol. 65 No. 3, pp. 34-49.

Brady, M.K., Knight, G.A., Cronin, J.J. Jr., Tomas, G., Hult, M. and Keillor, B.D. (2005), “Removing the
contextual lens: a multinational, multi-setting comparison of service evaluation models”, Journal
of Retailing, Vol. 81 No. 3, pp. 215-230.

Carman, J.M. (1990), “Consumer perceptions of service quality: an assessment of the SERVQUAL
dimensions”, Journal of Retailing, Vol. 66 No. 1, pp. 33-55.

Caruana, A. (2002), “Service loyalty: the effects of service quality and the mediating role of customer
satisfaction”, European Journal of Marketing, Vol. 36 Nos 7/8, pp. 811-828.

Caruana, A., Money, A.H. and Berthon, P.R. (2000), “Service quality and satisfaction – the moderating
role of value”, European Journal of Marketing, Vol. 34 Nos 11/12, pp. 1338-1353.

Casaló, L., Flavián, C. and Guinalíu, M. (2007), “The impact of participation in virtual brand
communities on consumer trust and loyalty: the case of free software”, Online Information
Review, Vol. 31 No. 6, pp. 775-792.

Chaudhuri, A. and Holbrook, M.B. (2001), “The chain of effects from brand trust and brand affect to
brand performance: the role of brand loyalty”, Journal of Marketing, Vol. 65 No. 2, pp. 81-93.

Chin, W. (1998), “The partial least squares approach to structural equation modeling”,Modern Methods
for Business Research, Vol. 295 No. 2, pp. 295-336.

Chun, R. and Davies, G. (2010), “The effect of merger on employee views of corporate reputation: time
and space dependent theory”, Industrial Marketing Management, Vol. 39 No. 5, pp. 721-727.

Clemes, M.D., Gan, C. and Ren, M. (2011), “Synthesizing the effects of service quality, value, and
customer satisfaction on behavioral intentions in the motel industry: an empirical analysis”,
Journal of Hospitality & Tourism Research, Vol. 35 No. 4, pp. 530-568.

Colgate, M. and Lang, B. (2001), “Switching barriers in consumer markets: an investigation of the
financial services industry”, Journal of Consumer Marketing, Vol. 18 No. 4, pp. 332-347.

Diamantopoulos, A. and Winklhofer, H.M. (2001), “Index construction with formative indicators: an
alternative to scale development”, Journal of Marketing Research, Vol. 38 No. 2, pp. 269-277.

Ehigie, B.O. (2006), “Correlates of customer loyalty to their bank: a case study in Nigeria”, International
Journal of Bank Marketing, Vol. 24 No. 7, pp. 494-508.

Fornell, C. (1992), “A national customer satisfaction barometer: the Swedish experience”, Journal of
Marketing, Vol. 56 No. 1, pp. 6-21.

Fornell, C. and Bookstein, F.L. (1982), “Two structural equation models: LISREL and PLS applied to
consumer exit-voice theory”, Journal of Marketing Research, Vol. 19 No. 4, pp. 440-452.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing, Vol. 18 No. 1, pp. 39-50.

295

Service quality,
satisfaction,
trust, and

loyalty

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
8:

33
 1

4 
Fe

br
ua

ry
 2

01
9 

(P
T

)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224299205600103&isi=A1992HA65600001&citationId=p_30
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224299205600103&isi=A1992HA65600001&citationId=p_30
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&isi=A1990DA88900002&citationId=p_19
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1509%2Fjmkg.65.2.81.18255&isi=000167974900006&citationId=p_23
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F07363760110393001&citationId=p_27
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224378201900406&isi=A1982PU52000006&citationId=p_31
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.18374%2FIJBR-13-4.2&citationId=p_16
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.18374%2FIJBR-13-4.2&citationId=p_16
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F03090560210430818&citationId=p_20
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F02652329810245984&citationId=p_13
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F02652329810245984&citationId=p_13
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1509%2Fjmkr.38.2.269.18845&isi=000168807400011&citationId=p_28
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224378101800104&isi=A1981LC54900004&citationId=p_32
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F03090560010764432&citationId=p_21
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.indmarman.2010.02.010&isi=000280383700004&citationId=p_25
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F02652320610712102&citationId=p_29
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F02652320610712102&citationId=p_29
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.jretai.2005.07.005&isi=000231936900005&citationId=p_18
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.jretai.2005.07.005&isi=000231936900005&citationId=p_18
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F14684520710841766&isi=000252554200004&citationId=p_22
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F14684520710841766&isi=000252554200004&citationId=p_22
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F1096348010382239&isi=000295694300006&citationId=p_26


Fornell, C., Johnson, M.D., Anderson, E.W., Cha, J. and Bryant, B.E. (1996), “The American customer
satisfaction index”, American Marketing Association, Vol. 60 No. 4, pp. 7-18.

Gallarza, M.G., Gil-Saura, I. and Holbrook, M.B. (2011), “The value of value: further excursions on the
meaning and role of customer value”, Journal of Consumer Behaviour, Vol. 10 No. 4, pp. 179-191.

Ganesh, J., Arnold, M.J. and Reynolds, K.E. (2000), “Understanding the customer base of service
providers: an examination of the differences between switchers and stayers”, Journal of
Marketing, Vol. 64 No. 3, pp. 65-87.

Garbarino, E. and Johnson, M. (1999), “The different roles of satisfaction, trust, and commitment in
customer relationships”, Journal of Marketing, Vol. 63 No. 2, pp. 70-88.

Garland, R. (2004), “Share of wallet’s role in customer profitability”, Journal of Financial Services
Marketing, Vol. 8 No. 3, pp. 259-268.

Geisser, S. (1975), “The predictive sample reuse method with applications”, Journal of the American
Statistical Association, Vol. 70 No. 350, pp. 320-328.

Grönroos, C. (1984), “A service quality model and its marketing implications”, European Journal of
Marketing, Vol. 18 No. 4, pp. 36-44.

Hallowell, R. (1996), “The relationships of customer satisfaction, customer loyalty, and profitability: an
empirical study”, International Journal of Service Industry Management, Vol. 7 No. 4, pp. 27-42.

Han, X., Kwortnik, R.J. Jr. and Wang, C. (2008), “Service loyalty: an integrative model and examination
across service contexts”, Journal of Service Research, Vol. 11 No. 1, pp. 22-42.

Harris, L.C. and Goode, M.M.H. (2004), “The four levels of loyalty and the pivotal role of trust: a study of
online service dynamics”, Journal of Retailing, Vol. 80 No. 2, pp. 139-158.

Hart, C.W. and Johnson, M.D. (1999), “Growing the trust relationship”, Marketing Management, Vol. 8
No. 1, pp. 8-19.

Henseler, J., Ringle, C.M. and Sarstedt, M. (2014), “A new criterion for assessing discriminant validity in
variance-based structural equation modeling”, Journal of the Academy of Marketing Science,
Vol. 43 No. 1, pp. 115-135.

Henseler, J., Ringle, C.M. and Sinkovics, R.R. (2009), “The use of partial least squares path modeling in
international marketing”, Advances in International Marketing, Vol. 20 No. 1, pp. 277-319.

Homburg, C., Koschate, N. and Hoyer, W.D. (2005), “Do satisfied customers really pay more? A study of
the relationship between customer satisfaction and willingness to pay”, Journal of Marketing,
Vol. 69 No. 2, pp. 84-96.

Howat, G., Crilley, G. and McGrath, R. (2008), “A focused service quality, benefits, overall satisfaction
and loyalty model for public aquatic centres”, Managing Leisure, Vol. 13 Nos 3/4, pp. 139-161.

Hulland, J. (1999), “Use of partial least squares (PLS) in strategic management research: a review of four
recent studies”, Strategic Management Journal, Vol. 20 No. 2, pp. 195-204.

Jarvenpaa, S.L., Tractinsky, N. and Saarinen, L. (1999), “Consumer trust in an Internet store:
a cross-cultural validation”, Journal of Computer-Mediated Communication, Vol. 5 No. 2, pp. 1-5.

Jones, M.A., Mothersbaugh, D.L. and Betty, S.E. (2000), “Switching barriers and repurchase intentions
in services”, Journal of Retailing, Vol. 76 No. 2, pp. 259-272.

Jöreskog, K. and Wold, H. (1982), “Systems under indirect observation using PLS”, in Fornell, C. (Ed.),
A Second Generation of Multivariate Analysis, Praeger, Ontario, pp. 325-347.

Jöreskog, K.G. (1978), “Structural analysis of covariance and correlation matrices”, Psychometrika,
Vol. 43 No. 4, pp. 443-477.

Kaura, V., Prasad, C.S.D. and Sharma, S. (2015), “Service quality, service convenience, price and
fairness, customer loyalty, and the mediating role of customer satisfaction”, International
Journal of Bank Marketing, Vol. 33 No. 4, pp. 404-422.

Keh, H.T. and Xie, Y. (2009), “Corporate reputation and customer behavioral intentions: the roles of
trust, identification and commitment”, Industrial Marketing Management, Vol. 38 No. 7,
pp. 732-742.

296

IJBM
37,1

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
8:

33
 1

4 
Fe

br
ua

ry
 2

01
9 

(P
T

)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1002%2Fcb.328&isi=000306219700002&citationId=p_34
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FIJBM-04-2014-0048&isi=000216517000002&citationId=p_53
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FIJBM-04-2014-0048&isi=000216517000002&citationId=p_53
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1080%2F01621459.1975.10479865&isi=A1975AH43000008&citationId=p_38
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1080%2F01621459.1975.10479865&isi=A1975AH43000008&citationId=p_38
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.jretai.2004.04.002&isi=000222737800005&citationId=p_42
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1509%2Fjmkg.69.2.84.60760&isi=000228151500006&citationId=p_46
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2FS0022-4359%2800%2900024-5&isi=000088007400006&citationId=p_50
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1509%2Fjmkg.64.3.65.18028&isi=000088216600005&citationId=p_35
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1509%2Fjmkg.64.3.65.18028&isi=000088216600005&citationId=p_35
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.indmarman.2008.02.005&isi=000271334200004&citationId=p_54
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FEUM0000000004784&isi=A1984TS19900003&citationId=p_39
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FEUM0000000004784&isi=A1984TS19900003&citationId=p_39
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1080%2F13606710802200829&citationId=p_47
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224299906300205&isi=000080005100006&citationId=p_36
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F09564239610129931&isi=A1996VN29400003&citationId=p_40
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1007%2Fs11747-014-0403-8&isi=000348345800007&citationId=p_44
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1002%2F%28SICI%291097-0266%28199902%2920%3A2%3C195%3A%3AAID-SMJ13%3E3.0.CO%3B2-7&isi=000078278700005&citationId=p_48
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1007%2FBF02293808&isi=A1978GC32900001&citationId=p_52
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1057%2Fpalgrave.fsm.4770124&citationId=p_37
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1057%2Fpalgrave.fsm.4770124&citationId=p_37
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F1094670508319094&isi=000257722200002&citationId=p_41


Kotler, P. and Keller, K.L. (2013), Marketing Management, 14th ed., Pearson, London.

Li, X. (Robert) and Petrick, J.F. (2010), “Towards an integrative model of loyalty formation: the role of
quality and value”, Leisure Sciences, Vol. 32 No. 3, pp. 201-221.

Lin, H. and Luarn, P. (2003), “A customer loyalty model for e-service context”, Journal of Electronic
Commerce Research, Vol. 4 No. 4, pp. 156-167.

Liu, C.T., Guo, Y.M. and Lee, C.H. (2011), “The effects of relationship quality and switching barriers on
customer loyalty”, International Journal of Information Management, Vol. 31 No. 1, pp. 71-79.

Makanyeza, C. and Chikazhe, L. (2017), “Mediators of the relationship between service quality and
customer loyalty: evidence from banking sector in Zimbabwe”, International Journal of Bank
Marketing, Vol. 35 No. 3, pp. 540-556.

Mittal, S., Gera, R. and Batra, D.K. (2015), “An evaluation of an integrated perspective of perceived
service quality for retail banking services in India”, International Journal of Bank Marketing,
Vol. 33 No. 3, pp. 330-350.

Mohsin Butt, M. and Aftab, M. (2013), “Incorporating attitude towards Halal banking in an integrated
service quality, satisfaction, trust and loyalty model in online Islamic banking context”,
International Journal of Bank Marketing, Vol. 31 No. 1, pp. 6-23.

Moorman, C., Zaltman, G. and Deshpande, R. (1992), “Relationships between providers and users of
market research: the dynamics of trust within and between organizations”, Journal of Marketing
Research, Vol. 29 No. 3, pp. 314-328.

Morgan, R.M. and Hunt, S.D. (1994), “The commitment-trust theory of relations”, Journal of Marketing,
Vol. 58 No. 3, pp. 20-38.

Murray, D. and Howat, G. (2002), “The relationships among service quality, value, satisfaction, and
future intentions of customers at an Australian sports and leisure centre”, Sport Management
Review, Vol. 5 No. 1, pp. 25-43.

Nunnally, J. (1978), Psychometric Theory, 2nd ed., McGraw-Hill, New York, NY.

Nunnally, J.C. and Bernstein, I. (1994), Psychometric Theory, McGraw-Hill, New York, NY.

Oliver, R.L. (1997), Satisfaction: A Behavioral Perspective on the Consumer, M.E. Sharpe, Armonk, NY.

Oliver, R.L. (1999), “Whence consumer loyalty?”, Journal of Marketing, Vol. 63 No. 4, pp. 33-44.

Parasuraman, A., Zeithaml, A.V. and Berry, L.L. (1988), “SERVQUAL: a multiple-item scale for
measuring consumer perceptions of service quality”, Journal of Retailing, Vol. 64 No. 1, pp. 12-40.

Patterson, P.G. and Spreng, R.A. (1997), “Modelling the relationship between perceived value,
satisfaction and repurchase intentions in a business-to‐business, services context: an empirical
examination”, International Journal of Service Industry Management, Vol. 8 No. 5, pp. 414-434.

Peng, X., Scott, R., Prybutok, V. and Sidorova, A. (2014), “Product quality vs service quality in the
mobile industry: is there a dominant driver of customer intention to switch providers?”,
Operations Management Research, Vol. 7 Nos 3/4, pp. 63-76.

Petrick, J.F., Backman, S.J. and Bixler, R.D. (1999), “An investigation of selected factors’ impact on
golfer satisfaction and perceived value”, Journal of Park & Recreation Administration, Vol. 17
No. 1, pp. 40-59.

Pizzutti dos Santos, C. and Basso, K. (2012), “Do ongoing relationships buffer the effects of service
recovery on customers’ trust and loyalty?”, International Journal of Bank Marketing, Vol. 30
No. 3, pp. 168-192.

Rauyruen, P. and Miller, K.E. (2006), “Relationship quality as a predictor of B2B customer loyalty”,
Journal of Business Research, Vol. 60 No. 1, pp. 21-31.

Ringle, C.M., Wende, S. and Will, A. (2005), “SmartPLS 3.0”, available at: www.smartpls.de (accessed
February 1, 2017).

Roig, C.F.J., Sanchez Garcia, J., Moliner Tena, A.M. and Llorens Monzonis, J. (2006), “Customer
perceived value in banking services”, International Journal of Bank Marketing, Vol. 24 No. 5,
pp. 266-283.

297

Service quality,
satisfaction,
trust, and

loyalty

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
8:

33
 1

4 
Fe

br
ua

ry
 2

01
9 

(P
T

)

www.smartpls.de
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1007%2Fs12063-014-0093-x&isi=000345638100002&citationId=p_71
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1080%2F01490401003709123&isi=000277546500001&citationId=p_56
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FIJBM-02-2014-0020&isi=000216516600009&citationId=p_60
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2FS1441-3523%2802%2970060-0&citationId=p_64
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2FS1441-3523%2802%2970060-0&citationId=p_64
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F00222429990634s105&isi=000083485900005&citationId=p_68
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F02652321311292029&citationId=p_61
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F02652320610681729&citationId=p_76
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&isi=A1988N540200002&citationId=p_69
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F02652321211222540&citationId=p_73
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.ijinfomgt.2010.05.008&isi=000286557100011&citationId=p_58
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224379202900303&isi=A1992JE83200003&citationId=p_62
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224379202900303&isi=A1992JE83200003&citationId=p_62
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2F09564239710189835&isi=000071441000005&citationId=p_70
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.jbusres.2005.11.006&isi=000243216300003&citationId=p_74
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FIJBM-11-2016-0164&isi=000402635500011&citationId=p_59
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FIJBM-11-2016-0164&isi=000402635500011&citationId=p_59
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F002224299405800302&isi=A1994NW35300002&citationId=p_63


Rust, R.T. and Oliver, R.L. (1994), “Service quality: insights and managerial implications from the
frontier”, in Rust, R.T. and Oliver, R.L. (Eds), Service Quality: New Directions in Theory and
Practice, Sage, Thousand Oaks, CA, pp. 1-19.

Sargeant, A., Ford, J.B. and West, D.C. (2006), “Perceptual determinants of nonprofit giving behavior”,
Journal of Business Research, Vol. 59 No. 2, pp. 155-165.

Schurr, P.H. and Ozanne, J.L. (1985), “Influences on exchange processes: buyers’ preconceptions of a
seller’s trustworthiness and bargaining toughness”, Journal of Consumer Research, Vol. 11 No. 4,
pp. 939-953.

Singh, J. and Sirdeshmukh, D. (2000), “Agency and trust mechanisms in consumer satisfaction and
loyalty judgments”, Journal of the Academy of Marketing Science, Vol. 28 No. 1, pp. 150-167.

Sohn, S.Y. and Moon, T.H. (2003), “Structural equation model for predicting technology
commercialization success index (TCSI)”, Technological Forecasting and Social Change,
Vol. 70 No. 9, pp. 885-899.

Stone, M. (1974), “Cross-validatory choice and assessment of statistical predictions”, Journal of the
Royal Statistical Society, Vol. 36 No. 2, pp. 111-147.

Taylor, S. and Baker, T. (1994), “An assessment of the relationship between service quality and
customer satisfaction in the formation of consumers’ purchase intentions”, Journal of Retailing,
Vol. 70 No. 2, pp. 163-178.

Tenenhaus, M., Vinzi, V.E., Chatelin, Y.M. and Lauro, C. (2005), “PLS path modeling”, Computational
Statistics and Data Analysis, Vol. 48 No. 1, pp. 159-205.

Voss, C.A., Roth, A.V., Rosenzweig, E.D., Blackmon, K. and Chase, R.B. (2004), “A tale of two countries’
conservatism, service quality, and feedback on customer satisfaction”, Journal of Service
Research, Vol. 6 No. 3, pp. 212-230.

Wold, H. (1985), “Partial least squares”, in Kotz, S. and Johnson, N.L. (Eds), Encyclopedia of Statistical
Sciences, Vol. 6, Wiley, New York, NY, pp. 581-591.

Xu, L., Blankson, C. and Prybutok, V. (2017), “Relative contributions of product quality and service
quality in the automobile industry”, Quality Management Journal, Vol. 24 No. 1, pp. 21-36.

Yilmaz, V., Ari, E. and Gürbüz, H. (2018), “Investigating the relationship between service quality
dimensions, customer satisfaction and loyalty in Turkish banking sector: an application of
structural equation model”, International Journal of Bank Marketing, Vol. 36 No. 3, pp. 423-440.

Yoo, B., Donthu, N. and Lee, S. (2000), “An examination of selected marketing mix elements and brand
equity”, Journal of the Academy of Marketing Science, Vol. 28 No. 2, pp. 195-211.

Zavareh, F.B., Ariff, M.S.M., Jusoh, A., Zakuan, N., Bahari, A.Z. and Ashourian, M. (2012), “E-service
quality dimensions and their effects on e-customer satisfaction in internet banking services”,
Procedia – Social and Behavioral Sciences, Vol. 40 No. 2, pp. 441-445.

Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996), “The behavioral consequences of service
quality”, Journal of Marketing, Vol. 60 No. 2, pp. 31-46.

Further reading

Doney, P.M. and Cannon, J.P. (1997), “An examination of the nature of trust in buyer-seller
relationships”, Journal of Marketing, Vol. 61 No. 2, pp. 35-51.

Corresponding author
Karin Boonlertvanich can be contacted at: mrkarin@hotmail.com

298

IJBM
37,1

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
8:

33
 1

4 
Fe

br
ua

ry
 2

01
9 

(P
T

)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.sbspro.2012.03.213&citationId=p_90
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1086%2F209028&isi=A1985AFN5200008&citationId=p_79
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2F0022-4359%2894%2990013-2&isi=A1994PP18500004&citationId=p_83
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1080%2F10686967.2017.11918498&citationId=p_87
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.2307%2F1251929&isi=A1996UD08800003&citationId=p_91
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F0092070300281014&isi=000084543900014&citationId=p_80
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.csda.2004.03.005&isi=000226195300012&citationId=p_84
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.csda.2004.03.005&isi=000226195300012&citationId=p_84
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&system=10.1108%2FIJBM-02-2017-0037&isi=000456882700002&citationId=p_88
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.2307%2F1251829&isi=A1997WT80400003&citationId=p_92
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.4135%2F9781452229102.n1&citationId=p_77
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2FS0040-1625%2803%2900004-0&isi=000186832800003&citationId=p_81
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F1094670503260120&citationId=p_85
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F1094670503260120&citationId=p_85
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1177%2F0092070300282002&isi=000086153100002&citationId=p_89
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&crossref=10.1016%2Fj.jbusres.2005.04.006&isi=000234610000001&citationId=p_78
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&isi=A1974U703600001&citationId=p_82
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJBM-02-2018-0021&isi=A1974U703600001&citationId=p_82


Appendix

Demographics Number Percentage

Sex
Male 144 36.0
Female 256 64.0

Age (years)
15–24 32 8.0
25–34 105 26.3
35–44 120 30.0
45 or older 143 35.8

Marital status
Single 181 45.3
Married 178 44.5
Divorced/Widowed/Separated 41 10.3

Education attainment
Some college or lower 133 33.3
Bachelor degree 223 55.8
Postgraduate 44 11.0

Occupation
Professional 160 40.0
Government/State enterprise office 70 17.5
Entrepreneur/Self-employed 112 28.0
Student 19 4.8
Others 39 9.8

Income range (Baht/month)
Less than 10,000 36 9.0
10,001–20,000 120 30.0
20,001–30,000 61 15.3
30,001–40,000 52 13.0
40,001–50,000 30 7.5
More than 50,000 101 25.3

Table AI.
Demographics of

the sample
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Banking behavior Number Percentage

Banking frequency ( for the last 6 months)
3–4 times 69 17.3
5–6 times 75 18.8
More than 6 times 256 64.0

Financial products holding (can choose more than one)
Deposit 398 99.5
Mutual funds 94 23.5
Bancassurance 80 20.0
Bill payment 125 31.3
Others 26 6.5

Total AUM with the bank (deposit + mutual funds + bancassurance) (baht)
Less than 500,000 235 58.8
500,001–1,000,000 38 9.5
1,000,001–3,000,000 25 6.3
3,000,001–6,000,000 13 3.3
6,000,001–9,000,000 5 1.3
More than 9,000,000 84 21.0

Table AII.
Banking behavior of
the sample

300

IJBM
37,1

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
8:

33
 1

4 
Fe

br
ua

ry
 2

01
9 

(P
T

)



Construct Items Mean SD

Service quality (SQ)
Reliability (SQ1)
SQ1_1 The bank has a clear service protocol and is dependable 4.44 0.61
SQ1_2 The bank has a good procedure and system to store customer data 4.46 0.64
SQ1_3 The Bank provides a correct end-to-end service process 4.47 0.64

Assurance (SQ2)
SQ2_1 The service officers have good knowledge and can do their job well 4.39 0.66
SQ2_2 The service officers correctly operate their service and make you feel safe when

making transactions
4.44 0.63

SQ2_3 The service officers are polite and provide service with proper manner 4.52 0.64
Tangibility (SQ3)
SQ3_1 The bank has up-to-date service equipment 4.34 0.67
SQ3_2 The bank’s physical facilities are clean and visually appealing 4.52 0.64
SQ3_3 The bank has enough electronic machines for self-service transactions 4.26 0.68

Empathy (SQ4)
SQ4_1 The service officers take good care of you 4.41 0.67
SQ4_2 The service officers know your needs and provide information accordingly 4.41 0.67
SQ4_3 The service officers clearly explain any problem situations 4.33 0.70

Responsiveness (SQ5)
SQ5_1 The service officers promptly attend to your needs 4.45 0.66
SQ5_2 The service officers provide convenience service without a burdensome process 4.38 0.72
SQ5_3 The service officers are responsive and able to solve your request 4.34 0.73

Satisfaction (SA)
SA1 I am impressed with the service at this bank 4.29 0.71
SA2 I received the best service from this bank 4.36 0.69
SA3 Overall, I feel satisfied with this bank 4.36 0.73

Trust (TR)
TR1 I trust and believe is using service from this bank 4.37 0.66
TR2 I trust the service provided by this bank 4.41 0.70
TR3 I trust the bank to protect my wealth 4.48 0.65

Attitudinal loyalty (LOY_A)
LA1 This bank is my first choice for banking service 4.13 0.81
LA2 This bank is one of my top 3 banking choices 4.39 0.74
LA3 I believe in good service from this bank 4.44 0.63

Behavioral loyalty (LOY_B)
LB1 I will continue to come back to get service from this bank 4.45 0.64
LB2 I will tell others to use this bank 4.21 0.72
LB3 I am willing to continue using this bank in the future 4.36 0.74

Table AIII.
Measurement items

with means and
standard deviations
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Table AIV.
Cross-loadings of the
outer variable model
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