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Abstract

This study examines the linkage between service quality, customer satisfaction, and customer engagement in Indian public
sector banks. The study explored the mediating role of customer satisfaction between perceived service quality and customer
engagement. Primary data were collected through a structured questionnaire from the two hundred and fifty respondents.
Hierarchical multiple regression is used to find out the mediation effect. The study found that customer satisfaction medi-
ates service quality and customer engagement. The study's findings provide new insights for the banking sector to enhance

customer satisfaction and engagement.

Keywords Service quality - SERVQUAL - Customer satisfaction - Customer engagement - India - Retail banking -

Nationalized banks

Introduction

Customers are critical to the growth of any business, indus-
try, or service area, mainly financial services. Measuring
service quality in the banking industry is regarded as the
most challenging task compared to other sectors. In India,
banks are essential participants in the financial system.
Banking provides a variety of services and opportunities.
Several innovative IT-based services, like ATMs, internet
banking, smart cards, credit cards, mobile banking, phone
banking, and anywhere-anytime banking, have given cus-
tomers various convenient services.
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Services in the banking industry could not be standard-
ized due to offering a variety of intangible benefits. With
growing competition, firms that do not compete on customer
experience will lose clients to those who are consistently
delighting customers and providing high-quality service.
Even firms that recognize the need to provide exceptional
experiences have difficulty assessing their service quality
(Nagabhushanam 2011).

Service quality has been a critical aspect of service mar-
keting and is significant for every business. Parasuraman
et al. (1985) highlighted that service quality had been fre-
quently considered in the services marketing literature. Most
of the research has absorbed gauging the service quality
using the SERVQUAL tool. Satisfying the customers' hopes
is exceptionally significant in a modest business environment
(Ananda and Devesh 2017).

Customer satisfaction and quality of service have been
intellectualized at the "crux of marketing theory and prac-
tice" today as two of the most fundamental constructs (Sure-
schandar et al. 2002). Service quality constantly transmits
customers' expectations and value judgments of a product
or service (Parasuraman et al. 1985). Customer satisfaction
and service quality must become a priority for all banks
worldwide (Hossain and Leo 2009). Because of its crucial
importance to a company's survival, customer happiness has
long been at the marketing center (Pizam and Ellis 1999).
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The critical factor by which end-users distinguish ser-
vice products is service quality. Customer loyalty increases
due to exclusive, high-quality goods and services (Getty
and Getty 2003; Gupta and Chen 1995). Service quality is
widely recognized as the originator of customer satisfac-
tion and behavior, and it is the primary driver of organi-
zational profitability.

The concept of employee engagement may be traced
back to Kahn's pioneering work on the subject
(1990). McEwen (2004) extended the construct by
evaluating the emotional and rational relationships.
As a result, brand engagement encompasses integ-
rity, pride, and enthusiasm. The term "engagement"
refers to a two-party relationship centered on interac-
tion (Vivek et al. 2014; Brodie et al. 2011a, b; Hol-
lebeek et al. 2014).

Doonr et al. (2010) indicated that customer engagement
in brand communities and sponsorship of brand-related
events engaged customers can add to the brand's long-term
reputation and recognition (e.g., charities and fundraisers).

Over the last decade, customer engagement as an indica-
tor of customer purchase and brand loyalty has simplified
marketing literature (Prentice and Loureiro 2018). Prentice
et al. (2019) found that brand experience plays a vital role
in service quality and customer engagement. According to
Pansari and Kumar (2017), customer engagement represents
four different types of value acquired from customers: life-
time value (purchases), incentivized referrals, the value of
power, and the value of knowledge.

The concept of lifetime value refers to a company's
emphasis on the consumer and their life cycle rather than
the product's life cycle (Jain and Singh 2002). When buying
a product, customers actively learn about the brand, form-
ing their perceptions (Carvalho and Fernandes 2018). As a
result of this mechanism, consumers become more educated,
networked, motivated, and involved (Kumar et al. 2010).

Parasuraman et al. (1988) service quality has determi-
nants such as competence, courtesy, credibility, security,
access, communication, reliability, tangibleness, and respon-
siveness. The study by Ananda and Devesh (2017) indicates
that banks are attractive and progressively capable of provid-
ing quality service to create new customers and focus on cus-
tomer retention. The new customers are well-educated and
live in a high-end environment. They compare their bank's
service quality to other banks.

The question of what types of services can assist public
sector banks in India in increasing customer loyalty and the
level of customer engagement of various demographic pro-
files, as well as using them as a public relations strategy for
the expansion of business and customer-oriented organiza-
tions, has arisen as a result of increased competition among
banks.
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Public sector banks (PSBs) are the primary type of gov-
ernment maintained banks in India, where a common stake
(i.e., more than 50%) is held by the Ministry of Finance of
the Government of India or State Ministry of Finance of
various State Governments of India.

In India, 34 domestic banks are functioning, and 46 for-
eign banks are operating. Of that, 12 banks are public sector
banks, and 22 are private sector banks. Public sector banks
are essential participants in the financial system in India
because of the enormous population. There are 86,887 bank
branches and 1,30,612 ATMs in the public sector in India.

Public sector banking provides a variety of services and
opportunities. Several innovative IT-based services, like
ATMs, Internet banking, Smart Cards, Credit Cards, Mobile
Banking, Phone Banking, and Anywhere-Anytime banking,
have given customers various convenient services (e.g.,
Lockers, Personal Loans, home loans, car loans, account
linking with different government schemes for students,
farmers, entrepreneurs, women, disabled persons, backward
people, and children)

The previous study on service quality had a great deal
of contribution to customer satisfaction in Indian banks.
Perceived service quality has a positive relationship with
customer satisfaction moderated by customer knowledge
(Nambiar et al. 2019), customer engagement in the Indian
retail banking sector (Sondhi et al. 2017), customer satisfac-
tion mediating the relationship between service quality and
loyalty (Mosahab et al. 2010), the impact of service qual-
ity attributions on customer satisfaction and loyalty (Anand
and Selvaraj 2012), trust and customer engagement in the
banking sector in Ghana (Kosiba et al. 2020), the influence
of brand experience and service quality on customer engage-
ment (Prentice et al. 2019).

Most traditional consumers and low-income sections of
Indian society still prefer PSBs because they believe their
money and valuables are in safe hands. In order to get ben-
efits from various schemes, the common and poor man has
an account in public sector banks. Due to the reasons men-
tioned above, the authors have selected PSBs to evaluate
service quality and customer satisfaction. Research linking
service quality, customer satisfaction, and customer engage-
ment in public sector banks in India are limited. The novelty
of this research is the inclusion of customer engagement,
which is essential for the banking sector to understand the
psychological involvement of the customer.

The literature review forms the basic and essential
understanding of service quality to clarify these concepts.
The primary purpose of this study is to examine the link-
age between service quality and customer satisfaction and
understand the relationship between service quality and
customer engagement. The study has attempted to explore
the link between customer satisfaction and customer
engagement in Indian public sector banks. An attempt
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was also made in this study to understand the mediating
role of customer satisfaction between service quality and
customer engagement.

Literature review and hypothesis
development

Service quality and customer satisfaction

Oliver (1993) argued that customer loyalty would drive by
service quality. According to Sivadas and Baker-Prewitt
(2000), there has been a positive and meaningful relation-
ship between customer satisfaction and service quality. Cus-
tomer satisfaction is a thorough estimate that returns the
customer's perception of reliability, assurance, responsive-
ness, empathy, and tangibility. At the same time, service
quality is a more comprehensive estimate that produces the
customer's perception of reliability, assurance, responsive-
ness, empathy, and tangibility (Wilson et al. 2008).

Bennett and Barkensio (2005) stated that service qual-
ity-induced beneficiaries would like to recommend to other
people and engage in positive word-of-mouth. LeBlanc and
Nguyen (1988), Parasuraman et al. (1988), Cronin and Tay-
lor (1992), Teas (1993), Avkiran (1994), Angur et al. (1999),
Bahia and Nantel (2000), and Wang et al. (2000) have stud-
ied service efficiency according to the logic, as technological
facilities develop, the relational component becomes much
more critical.

Tabash et al. (2019) find a significant relationship
between responsiveness and overall customer satisfaction.
The third most essential component in customer satisfaction
in E-retailing is responsiveness. Khan et al. (2021) found a
positive and significant association between tangibility and
customer satisfaction, reliability and customer satisfaction,
responsiveness and customer satisfaction, assurance and cus-
tomer satisfaction, and empathy and customer satisfaction.

Ayo et al. (2016) find that the customer satisfaction and
usage of e-banking are strongly influenced by perceived
e-service quality, implying that higher e-service quality can
improve customer satisfaction, and as a result, banks have
attracted more users of e-banking. Pakurar et al. (2019) said
the items of the independent variables of service quality
such as tangibility, responsiveness, empathy, assurance, reli-
ability, financial aspect, access, and employee competencies
were used to test the correlation between the dependent vari-
able customer satisfaction and the items of the independent
variables of service quality and found significant in the Jor-
danian banking sector. The authors have found that service
quality is inevitable for customer satisfaction. Based on the
evidence of these studies, the following hypothesis has been
framed:

Hypothesis 1 Service quality has a positive effect on cus-
tomer satisfaction.

Service quality and customer engagement

Service quality is described as a multidimensional con-
struct in related research studies. Customer engagement has
remained an excellent retaining and acquisition technique
for founding and preserving competitive advantages. Ser-
vice quality assessment and valuation vary from one cus-
tomer category to another and from one situation to another
(Ananda and Devesh 2017; Ladhari et al. 2008).

Service convenience, service fairness, and service excel-
lence (Roy et al. 2018b) are helping for customer engage-
ment. Customer engagement has multiple dimensions, and
one of the most critical aspects that practitioners must con-
sider to improve customer engagement is the service quality
provided by service-dominant firms. Improving customer
engagement will result in higher customer positive behavior,
such as more positive word of mouth, more share of wallet
spending, and brand loyalty (Patterson et al. 2006; Higgins
and Scholer 2009; Vivek et al. 2014; Mollen and Wilson
2010).

Customers' desire to become referrals is referred to as
referral value. Referrals are also more potent than other
modes of communication in attracting customers (Vil-
lanueva et al. 2008). Influence value is the monetary value
associated with a customer's influence against a brand or
an organization. As social media increased in popularity,
consumers could quickly share their experiences with the
brand and the services offered by the brand organization
online (Thakur 2018). The word "information worth" refers
to consumer reviews, and "knowledge value" refers to cus-
tomer reviews (Saha and Theingi 2009). The evidence of
these studies leads to developing the following hypothesis:

Hypothesis 2 Service quality has a positive effect on cus-
tomer engagement.

Customer satisfaction and customer engagement

The worldwide presentation of the five-dimensional
SERVQAL model has been interrogated by many research-
ers (Carman 1990; Cronin and Taylor 1992; Buttle 1996).
Still, many scholars have studied service quality and cus-
tomer satisfaction (Belas et al. 2014; Angelova and Zekiri
2011; Munusamy et al. 2010; Maddern et al. 2007; Ahmad
and Naser 2002).

The results of previous studies have found that customer
satisfaction has a positive and significant relationship with
customer engagement. According to Carlson et al. (2017),
customer satisfaction is a moderating element in the
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relationship between brand experience value and customer
engagement.

Furthermore, according to Simon and Tossan (2018),
consumer satisfaction predicts customer engagement. As a
result, a customer's satisfaction with a product or brand will
influence their engagement with the brand/product (Thakur
2018; Gopalakrishna and Lilien 2012; Carlson et al. 2018).
In addition, some studies have tried to clarify that service
quality is allied to customer engagement (Roy et al. 2018a,
Roy et al. 2018b; Verleye et al. 2014).

Though the concept of ‘‘engagement’’ in business rela-
tionships is not new, significant practitioner interest in the
idea has developed in the last decade (Vivek et al. 2016;
Verhoef et al. 2010; Haven 2007; Campanelli 2007; Voyles
2007; Ghuneim 2006; Harvey 2005; Sawhney et al. 2005).

Hypothesis 3 Customer satisfaction has a positive impact
on customer engagement.

Mediation effect of customer satisfaction
between service quality and customer engagement

Ananda and Devesh (2018) discovered that one of the most
prompting factors of customer satisfaction is efficiency, con-
tradicting Munusamy et al. (2010). According to Anderson
et al. (1994), service quality has a positive impact on con-
sumer satisfaction and, as a result, business profitability.

According to Prentice et al. (2019), good service
improves consumers' perceptions of brands, resulting in
a sensitive connection (i.e., brand love) and subsequent
engagement behaviors such as purchasing, referring, and
spreading word-of-mouth comments. They studied how dif-
ferent parts of the brand experience impact brand love and
consumer engagement and how brand experience and brand
love influence other dimensions of customer involvement.
The findings suggest that brand love and client loyalty are
positively influenced by behavioral and intellectual brand
experience. In another context, the sensory perception had
only a slight effect on consumer interaction.

However, according to some reports, consumer satisfac-
tion would significantly affect customer engagement (Thakur
2018; Gopalakrishna et al. 2012). Though, service quality
indirectly impacts customer loyalty through customer satis-
faction as a mediating element. A logical explanation is that
customer satisfaction is the most influential factor in loyalty.

Abror et al. (2020) said customer satisfaction is influ-
enced by service quality in a clear and meaningful way.
Religion has a solid and unfavorable moderating effect on
the connection between service quality and customer satis-
faction. Customer loyalty is unaffected by the quality of ser-
vice provided. Consumer happiness is an essential factor in
determining customer engagement and loyalty. Finally, con-
sumer engagement affects customer loyalty in a significant
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and beneficial way. Therefore, from the above evidence, the
below hypothesis is framed to know the mediation effect of
customer satisfaction (Fig. 1).

Hypothesis 4 Customer satisfaction mediates the relation-
ship between service quality and customer
engagement.

Research methodology
Sample and collection of data

Two hundred and fifty retail customers of India's twelve
(12) nationalized banks comprise the study's sample. The
SERVQUAL model was used to compile the primary data,
collected through a structured questionnaire. The most suit-
able SERVQUAL questionnaire (22 items) from Parasura-
man et al. (1988) and its subsequent modifications (1990,
1993, and 1994) is recycled. Three things used by Homburg
et al. (2009) employed gauge customer satisfaction. The
scale developed by Kumar and Pansari (2016) was adapted
to measure customer engagement (13 items). These ques-
tions were framed according to the objectives and hypothesis
of the study and presented in Table 1

Customers were targeted using the ‘Snowball’ sampling
from the non-probability sampling method (Tuncalp 1988:
Morgan 2008; Ananda and Devesh 2017) employed in this
study. Since customers' satisfaction is dependent on their
perception of service quality regarding their expectations,
the score gap is considered by determining the transforma-
tion between the mean scores of expectations (E) and per-
ception (P). As a result, if ‘E' has a higher value than ‘P,
the consumer is dissatisfied; if ‘E' has a lower value than
‘P' the customer is pleased (Kotler and Armstrong 1999;
Parasuraman et al. 1988).

Design and measurement

A seven-point Likert scale with responses ranging from 1
to 7 points (1=strongly disagree, 2=disagree, 3=somewhat
disagree; 4=neither agree nor disagree, S5=slightly agree,
6=agree, 7=strongly agree) to assess twelve nationalized
banks' service quality. The ¢-tests closely correlated with
7-point scales (Lewis 1993).

Foddy (1994) to ensure scale validity and reliability, a
minimum of 7 categories are required. As a result, we used
a 7-point scale in this analysis since it yields more variance
in responses. Descriptive and inferential statistics were used
to analyze the results. The Statistical Package of Social Sci-
ences (SPSS) has been used to run process macro (Hayes
2018) to analyze the 4th step of mediation analysis. (Cus-
tomer satisfaction mediates the relationship between service
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Table 1 Contributing items for service quality, customer satisfaction, and customer engagement

Constructs

Items Sources

Service quality

Tangibility

Reliability

Responsiveness

Assurance

Empathy

Customer satisfaction

Consumer engagement

Purchases engagement

Referral’s engagement

Influence value engagement

Knowledge engagement

Modern looking equipment Parasuraman et al. (1988)
Appealing physical facilities

The neat appearance of staff

Materials associated with services are visually appealing

Staff keeping promise

Sincere interest in solving customers’ problems

Staff performing service right the first time

Provide services at the time they promise to do so

Insists on error-free records

Staff telling customers exactly when

services will be performed

Staff providing prompt service

Staff willingness to help

The staff never too busy to respond to customers’ needs
Behaviors of staff instill confidence in customers

Customers feel safe in their transactions

Courtesy of staff

Staff having knowledge and being competent to answer questions
Individual attention is given by the bank

Convenient operating hours

Special attention was given by the staff

Staff giving customer best interest at heart

Understanding of specific needs

All in all, I am very satisfied with this bank Homburg et al. (2009)

The touch-points with this bank meet my expectations of the ideal touch-points with
this type of banks

The performance of this bank has fulfilled my expectations

I will continue buying products/services of that bank in the near future Kumar and Pansari (2016)
My purchases with that bank make me content

Owning the products/services of this bank makes me happy

I promote this bank because of the monetary referral benefits provided by the brand

In addition to the value derived from the product, the monetary referral incentives also
encourage me to refer this bank to my friends and relatives

I enjoy referring this bank, I refer to my friends and relatives because of the monetary
referral incentives

Given that I use this bank, I refer my friends and relatives to this brand because of the
monetary referral incentives

I love talking about my brand experience

I discuss the benefits that I get from this bank with others

I am part of this bank and mention it in my conversations

I provide feedback about my experiences with the bank to the firm

I provide suggestions/feedback for improving the performance of the bank

I provide suggestions/feedback about new products/services of that bank

I provide suggestions/feedback for developing new products/services for this bank

quality and customer engagement.) Descriptive statistics
such as mean, the number of respondents, and standard
deviation are determined for categorical variables.

The data were analyzed by measuring the mean scores of
the different SERVQUAL attributions and dimensions for
both expectations and perceptions to assess service quality
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differences. The relationship between perceived service
quality, customer satisfaction, and consumer engagement in
retail banking was investigated using multivariate regression
analysis. Consumer satisfaction (CS) and customer engage-
ment (CE) were used as dependent variables in this analysis
and perceived service quality as the independent variable.

We have used Baron and Kenny (1986) approach for
mediation analysis. This research model depicts a causal
chain in which X (Service quality) indirectly impacts Y
(customer engagement) via the mediator variable M (Cus-
tomer Satisfaction). In this approach, X is said to influence
M, which subsequently has a causal effect on Y. This indi-
rect effect represents the process by which X transmits its
impact on Y. According to this paradigm, X can have a direct
effect on Y, which is independent of X's influence on M. In
psychology science, there are numerous examples of such a
paradigm (Hayes and Preacher 2014). One of the limitations
of this mediation approach is that the relationship between
all the variables must be significant.

Although the model has the limitation as discussed above,
yet studies like Deleon and Chatterji (2015), Ashraf et al.,
(2014) have successfully adopted and used this model for
mediation analysis. Bahadur et al. (2018) used the bootstrap-
ping approach (Preacher and Hayes 2004) to examine the
mediation effect of customer satisfaction between employee
empathy and customer loyalty. They have also tested the
impact of perceived service quality on customer satisfaction
and customer loyalty. It is found that customer satisfaction is
an important mediating variable for the study. Chettri (2017)
used the bootstrapping method to test mediation analyses
with bias-corrected confidence estimations (MacKinnon
et al. 2004; Preacher and Hayes 2004).

Equation 1: Perceived service quality and customer sat-
isfaction ¥ = B, + B, X, + 1; where Y is the customer
satisfaction (S), and X is perceived service quality.
Equation 2: Perceived service quality and customer
engagement ¥ = f, + B, X, + 1; where Y is the customer
engagement (CE), and X is perceived service quality.
Equation 3: Perceived service quality, customer satisfac-
tion, and consumer engagement. ¥ = f, + B, X; + B,X,+
1;, where Y is the customer engagement (CE), . B, - . -
B5 are parameters, X, is perceived service quality, and X,
is customer satisfaction.

Reliability and validity

This section aims to assess the reliability of the SERVQUAL
instrument's five-dimensional attributes in the context of
Indian retail banking. Cronbach Alpha was used to deter-
mine the questionnaire's reliability by examining whether
the respondents' scores on each characteristic were related
to their other qualities (Bell and Bryman 2007).
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Table 2 Demographic profile of the respondents

Demographic vari- Categories No. of Percentage
ables respond-
ents
Age 18-30 114 45.6
31-45 69 27.6
46-60 37 14.8
60> 30 12.0
Gender Male 137 54.8
Female 113 452
Education 12th 26 10.4
uG 104 41.6
PG 120 48.0
Occupation Government 50 20.0
Employee
Private Employee 74 29.6
Own Business 126 50.4
Banks State Bank of India 103 41.2
Canara Bank 37 14.8
Punjab National 12 4.8
Bank
Punjab & Sindh 8 32
Bank
Indian Bank 21 8.4
Union Bank of India 22 8.8
Indian Overseas 7 2.8
Bank
United Commercial 9 3.6
Bank
Bank of Maharashtra 13 5.2
Bank of India 18 7.2

Results and analysis

Table 2 revealed the majority of the respondents (45.6%)
aged between 18 and 30, the majority of the respondents
(54.8%) gender were male, the majority of the respond-
ents (48%) education qualification was postgraduate, and
majority of the respondents (41.2%) are from State Bank
of India.

Table 3 demonstrates the questionnaire's internal con-
sistency using Cronbach's Alpha values for service quality
expectations, customer satisfaction, and engagement. For
all five service quality categories, Cronbach's Alpha values
exceeded. The minimum standard value of 0.7 (Nunnally
1978) of expectation, perception, customer satisfaction,
and engagement.

The correlation coefficient of the perceived service qual-
ity dimension is strongly positive, as shown in Table 4. Thus,
the perceived service quality dimensions have a consistent
relationship with consumer satisfaction and engagement.
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Table 3 Descriptive statistics

o > Service quality dimensions Items Expectation Perception
and reliability analysis
M SD Cronbach Alpha M SD  Cronbach Alpha

Tangible 4 2275 459 0.92 2258 3.51 0.72
Reliability 5 2852  5.60 0.94 28.03 531 092
Responsiveness 4 2250  4.01 0.85 22.85 394 0.90
Assurance 4 2240 438 0.89 2256 4.82 094
Empathy 5 2859 589 0.95 28.34 6.05 0.95
Customer Satisfaction 3 16.76  3.83 0.92 - - -
Customer Engagement 13 73.35 1647 0.97 - - -

Table 4. Correl.atior.l matr'ix Variables 1 5 3 4 5 6 7 8 9 10

of service quality dimensions,

customer satisfaction, and Tangible

g?rig:;ie;f;‘gagemem Reliability 0.90
Responsiveness 0.72  0.71
Assurance 0.81 0.78 0.87
Empathy 0.84 0.77 0.87 0.99
Satisfaction 071 0.82 0.86 097 097
Purchase engagement 0.79 0.69 0.88 094 094 091
Referral engagement 0.79 0.77 0.87 093 093 092 093
Influence Value engagement 0.79 0.77 0.89 094 093 092 094 094
Knowledge engagement 0.76 0.75 090 092 091 090 093 091 0095
All values are significant at 0.01%

Table 5 Qne samp le t-t.est Service quality attributions E P E-P t-value p value

for gaps in service quality

attributions and dimensions M M E P E P
Tangible 22.75 22.58 0.17 78.35 101.4 0.001 0.001
Reliability 28.52 28.03 0.49 80.48 83.46  0.001 0.001
Responsiveness 22.50 22.85 -0.35 88.54 91.64  0.001 0.001
Assurance 22.40 22.56 -0.16 80.73 7390  0.001 0.001
Empathy 28.59 28.34 0.25 76.73 74.00  0.001 0.001

Bootstrap values considered

The results of one sample 7-test for gaps in service qual-
ity attributions and dimensions are shown in Table 5. The
grand mean scores of all five service dimensions are con-
sidered based on gap ratings. The t-test was used to investi-
gate the importance of the discrepancy between expectation
and experience of all five service quality dimensions. At the
95 percent significance level (p <0.05), the premeditated
t-values suggest a substantial difference between expectation
and experience regarding tangibility, reliability, responsive-
ness, assurance, and empathy. Regarding responsiveness and
assurance, consumers' perception is higher than the expecta-
tion. On the other hand, tangibility, reliability, and empathy
perception are low than the expectation. Thus, the #-test find-
ings show a significant gap between customers' expectations
and perceptions of service quality in general.

Table 6 displays the effects of a one-sample #-test com-
paring service quality expectation and service quality
reality. Since expectations are higher and perceptions are
lower, India's public sector banks fall short of in-service
quality.

Figure 2 represents the mediation analysis. The values
of mediated regression test the hypothesis that perceived
service quality is positively linked to customer engagement
when mediated by consumer satisfaction shown in Table 7.
The model fits well, according to the results of the multiple
regression analysis. Customer satisfaction and engagement
are greatly affected by perceived service quality. On the
other hand, customer satisfaction significantly affects cus-
tomer engagement. The overall customer engagement model
is presented in the following equations:
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Table 6 On.e sampl-e t-test for Overall service quality Values t SE Lower Upper Conclusion
overall service quality
Service Quality (Expectation) 124.78 82.32 1.53 121.80 127.76 -
Service Quality 124.39 89.23 1.41 121.59 127.13 Unsatisfactory
(Perception)
E-P 0.39 Unsatisfactory

Source: Author’s Estimations

Tangible

Reliability

Responsiv

Perceived

Customer
Satisfaction

j Customer

Service Quality

Assurance /

Empathy

Fig. 1 Proposed research model

Consumer

Perceived

Satisfaction

[N

Engagement

4.24

Service
Quality

0.76

Fig.2 Mediation analysis

Table 7 Hierarchical multiple regression of perceived service quality, customer satisfaction, and customer engagement

Consumer
Engagement

Independent variable Dependent variable R R? Adj R? 5} F T SE P

Perceived service quality Customer satisfaction 0.95 0.90 0.90 0.17 2367.71 48.65  0.004 0.000
Perceived service quality Customer engagement 0.94 0.89 0.89 0.76 2129.04 46.14  0.17 0.000
Consumer Satisfaction Customer engagement 0.99 0.98 0.98 4.24 12,020.85 109.6 0.039 0.000
Perceived service quality Customer engagement 0.05 0.04 6065.87 1.67 0.24 0.095
Consumer Satisfaction 0.99 0.98 0.98 4.04 3228  0.125 0.000

s
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Equation 1: Perceived service quality and customer
satisfaction

Customer Satisfaction = Constant (—5.14) + Perceived Service quality (0.17).

Equation 2: Perceived service quality and Customer
engagement

Customer Engagement = Constant (—20.21)
+ Perceived Service quality (0.765).

Equation 3: Perceived service quality, customer satisfac-
tion, and customer engagement

CustomerEngagement = Constant (0.618) + Perceived Service Quality (0.04)

+ Customer Satisfaction (4.04)

From the above equations, there is evidence that customer
satisfaction impacts customer engagement.

We used Baron and Kenny's (1986) four-step to deter-
mine the mediation.

Hypothesis 1: Step-1

There was a significant relationship between perceived ser-
vice quality and customer satisfaction (» = 0.95, p = 0.000),
with perceived service quality accounting for 90% of the
customer satisfaction variance. For every unit increase in
perceived service quality, customer satisfaction will enhance
by 0.17. From the above results, Hypothesis 1 was statisti-
cally significant and hence accepted.

Hypothesis 2: Step-2

The second step has met a significant correlation between
perceived service quality and customer engagement (r =
0.94, p = 0.000), with perceived service quality for 89%
of the variance in customer engagement. For every unit
increase in perceived service quality, customer engagement
will enhance by 0.76. From the above results, Hypothesis 2
was statistically significant and hence accepted.

Hypothesis 3: Step-3

The results of the third step revealed that customer satisfac-
tion significantly impacts consumer engagement (r = 0.99,
p = 0.000). For every unit, increased customer satisfaction,
increased customer engagement by 4.24. The two variables
are significantly correlated; we have evidence for the medi-
ated pathway. From the above results, Hypothesis 3 was sta-
tistically significant and hence accepted.

Hypothesis 4: Step-4

The last step requires evidence that customer satisfaction
mediates the relationship between perceived service qual-
ity and customer engagement. The relationship between
perceived service quality and engagement when control-
ling customer satisfaction is r= 0.05 and insignificant at a
5% significance level (p = 0.095). On the other hand, the
relationship between customer satisfaction and customer
engagement is 0.99 and significant at a 5% significance
level (p = 0.000). From the above results, Hypothesis 4
was rejected. So, we conclude that complete mediation
exists.

The relationship between customer satisfaction and cus-
tomer engagement is 0.99, accounting for 98% of the vari-
ance. For every unit increase in customer satisfaction, cus-
tomer engagement will enhance by 4.04. An increase from
90% of shared variance to 98% of the shared difference in
step four indicates that the mediating pathway accounts for
most of the observed association between perceived service
quality and customer engagement.

The amount of mediation is called the indirect effect and
note that the Total Effect = Direct effect + indirect effect.
i.e, 0.4040.725=0.765

Perceived service quality directly impacts 0.40 and indi-
rect effect (with the mediation of customer satisfaction)
0.725, total= 0.765.

The Sobel test results are summarized. An observed p
value of less than 5% of significance confirmed that cus-
tomer satisfaction significantly mediates perceived service
quality and customer engagement (z= 39.58, p < 0.01).
Therefore, the Sobel test results established that customer
satisfaction is fully mediated.

Discussion

According to the findings, public sector banks in India
lack service quality, and customers are not satisfied. So,
banks need to be careful about tangibility, reliability, and
empathy by providing the necessary service to meet their
expectations.

First, service quality also significantly impacts customer
engagement (Table 7). This finding is supported by Roy
et al. (2018b) and Verleye et al. (2014); they have high-
lighted the significant effect of service convenience on cus-
tomer engagement and assert that overall service quality will
significantly influence customer engagement behavior.

The impact of service convenience, fairness, and quality
on customer engagement was explored by Roy et al. (2018b).
They discovered that the quality of service had a substan-
tial impact on customer engagement. When an Islamic bank
provides exceptional service, it establishes a bond with its
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customers. Customer involvement will be increased due to
the bonding, or more interaction between the customer and
the company will be created due to the bonding.

Positive customer engagement refers to behaviors that
have favorable financial and non-financial effects for the
company in the short and long term. Depending on the
valence of the material, specific consumer actions (e.g.,
WOM activity, blogging, and online reviews) may turn out
to be beneficial or adverse for the company (Doorn et al.
2010).

Individual customer characteristics and predispositions
can also influence the likelihood and intensity of consumer
interaction. Many of these unique features can have predict-
able effects on cognitive processes and decision making and
the behaviors that result. So, public sector banks in India
should understand the customer engagement aspects and
meet the expectations. This will result in repetitive purchas-
ing, influencing, referring, and increasing knowledge about
public sector banks.

Secondly, according to this report, the service standard
has an essential and positive effect on customer satisfac-
tion (Table 7). Ananda and Devesh (2018) consumers would
be pleased if the service is high quality. They investigated
the factors that influence the service quality dimensions
that contribute to customer satisfaction using exploratory
factor analysis. Principal component analysis was used to
factor analyze all 25 service quality attributes. The ration-
ale of factor analysis implementation was tested using the
Keiser—Meyer—Olkin (KMO) measure of sampling adequacy
(Kaiser 1974) and Bartlett's test of sphericity (Bartlett 1954).

Further, it is essential to note that service quality is the
strategic factor consumers can discriminate against service
products. Excellent quality goods and services may gauge
customer loyalty (Getty and Getty 2003; Gupta and Chen
1995). Customer engagement and use of e-banking are
strongly influenced by perceived e-service quality, which
means that better e-service quality can enhance satisfaction
and, as a result, higher use of e-banking (Ayo et al. 2016).
Customer satisfaction in retail banking will increase if the
service quality dimensions are better (Ananda and Devesh
2018).

Customer satisfaction in Bangladesh private banking sec-
tor is correlated with responsiveness, visibility, employee
commitment (Islam et al. 2020). The factors of service qual-
ity, customer satisfaction, and customer loyalty have a posi-
tive relationship. Service quality and customer satisfaction,
in particular, have a strong positive association. Customer
loyalty and service quality have a moderately positive asso-
ciation (Fida et al. 2020). Ali and Raza (2017) found that the
unidimensional scale of customer satisfaction is positively
and strongly connected with the multidimensional service
quality scale.
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Paul et al. (2016) found that knowledge of products,
responding to needs, answering inquiries, quick service,
connecting with the proper person quickly, and attempt-
ing to reduce queue time were variables that are positively
associated with overall satisfaction in private sector banks.
Customer satisfaction is adversely correlated with customer
assistance, appearance, and follow-up. In the case of pub-
lic sector banks, however, understanding of the product and
quick service is the only criteria that are positively associ-
ated, with appearance being the only negatively associated
element.

Several previous studies have found a link between ser-
vice quality and customer satisfaction, indicating that higher
levels of service quality are more likely to result in higher
levels of customer satisfaction (Pooya et al. 2020; Kant and
Jaiswal 2017; Vazifehdoost et al. 2014). So, it is very much
essential to for the banks to provide the service quality to
provide the satisfaction for customers.

Third, we find customer satisfaction substantially impacts
customer engagement (Table 7). Customer satisfaction and
customer engagement have been related in previous stud-
ies (Thakur 2018; Gopalakrishna et al. 2012; Carlson et al.
2017; Simon and Tossan 2018). Customer satisfaction serves
as an affecting (moderating) variable between brand experi-
ence and customer engagement value, according to Carlson
et al. (2017).

Customer satisfaction, it was claimed, is a forerunner of
brand Facebook page interaction. As a result, customer sat-
isfaction with a product or service affects consumer inter-
action with the brand/product (Simon and Tossan 2018).
Thakur (2018) found a solid and meaningful relationship
between customer satisfaction and customer engagement in
a retail mobile app review. Customer engagement also facili-
tates contact between marketers, consumers, and society at
large, resulting in a macrolevel feedback loop (Garber et al.
2009).

Doorn et al. (2010) said businesses could also affect
customer engagement behaviors by creating and imple-
menting processes and platforms that enable specific cus-
tomer activities. Many companies have established tools
and methods to allow customers to directly communicate
their problems, compliments, comments, and ideas to the
company and its personnel.

This study finds that perceived service quality and sat-
isfaction lead to customer engagement because customers
feel happy and continue to get the bank's service and pro-
mote the brand. In addition, the customer will share their
experiences and influence friends and relatives. Another
benefit to the bank is that consumers provide the proper
feedback suggestions for improving the services.

Fourth, according to our findings, consumer satisfaction
significantly mediates the relationship between perceived
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service quality and customer engagement (Table 7). Anand
and Selvaraj (2012) found that service quality is an ante-
cedent of customer satisfaction and customer loyalty as its
consequences. Thakur (2018) told customers that interests
positively influence customers' willingness to post online
evaluations. Because of responsiveness, this is critical in-
service quality. The association between contentment and
the intention to submit an online review and the desire to
write an online review are assumed to be mediated through
customer interaction. Confidence was discovered to influ-
ence the association between customer interaction and the
intention to submit an online review

Doorn et al. (2010) explained that the firms may offer
methods and platforms to make customer-to-customer
interactions easier in other circumstances. Customer
gatherings (for example, alumni meetings and events for
a college), online chat forums, contests, and sweepstakes
that allow customers to exchange their thoughts with one
another, and so on are examples. Customers can also be
engaged by building consumer learning procedures (e.g.,
online training).

Carlson et al. (2017) found that customer satisfaction
mediates the relationship between VIBE and customer
engagement. In this study, we have seen that customer sat-
isfaction and customer engagement are the antecedents of
service quality.

While wide-ranging previous research has demonstrated
customer satisfaction's influence on loyalty behavior (e.g.,
Kumar et al. 2013), empirical service research shows that
consumption satisfaction influences various non-transac-
tion-related customer engagement behaviors. Verleye et al.
(2014) discovered that consumer effect toward the service
provider influenced customer feedback to the service pro-
vider and positive word of mouth (WOM) behavior.

Customer satisfaction was positively associated with pro-
viding comments, recommendations, and supporting other
customers, according to Zhu et al. (2016), in the context of
online brand communities. When these ideas are applied
to mobile social media, it is stated that customers who are
happy with the brand's mobile social media consuming expe-
rience are more likely to have good customer engagement
behavioral intentions.

Conclusion

This study aims to determine the impact of perceived
service quality on customer satisfaction and engagement
in the Indian retail banking sector (only public sector
nationalized banks). The effect of customer satisfaction
on consumer engagement is the second point to consider.
Finally, consider the role of customer satisfaction in medi-
ating the relationship between perceived service quality

and consumer engagement. The overall service quality is
limited (Brown et al. 1993).

In the previous studies, we have a lot of literature
related to service quality, customer satisfaction, and cus-
tomer loyalty in various countries and banks globally.
When it comes to a country like India, researching by tar-
geting the public sector banks is limited. This backdrop
has allowed carrying out the research work, which con-
tributes to the existing literature in customer engagement.
The study's primary outcome is that customer satisfaction
is essential for customer engagement.

A comprehensive study of attributes establishes the
effects of the consumer's expectation and understanding
of service quality. To avoid bias, all twenty-two statements
have been reorganized so that the questions relevant to
each calculation are not grouped. Among the service qual-
ity dimensions, responsiveness and assurance expectation
are more minor, whereas the perception is high.

Similarly, tangibility, reliability, and empathy expec-
tation are high, and perception is low. Finally, service
quality expectations have the upper hand on service qual-
ity perception in the Indian retail banks (public sector
nationalized banks). So, there is a little bit of gap between
expectation and perception (unsatisfactory). According
to the hierarchical multiple regression model, consumer
satisfaction completely mediates the relationship between
perceived service quality and consumer engagement.

The main contribution of this study is the usage of the
complex relationship between the variables (Independent
variable, dependent variable, and mediating variable). This
study revealed that service quality is a significant element
in consumer satisfaction with banking services, but reli-
ability is the most important characteristic of service qual-
ity in determining customer satisfaction.

Service quality acts as an extraordinarily effective
instrument for the public sector banks in India to build
and establish their core advantage in today's highly com-
petitive marketing environment for consumer satisfaction
and consumer engagement. Customer engagement is a new
way of thinking about marketing, if not the new marketing.

Managerial implications

The study's overall findings may help policymakers, and
banks develop the appropriate strategies to increase con-
sumer satisfaction and consumer engagement. The banks
should pay much attention to service quality (e.g., tangible,
reliability, and empathy) by providing value-added services
and benefits for women and senior citizens. The executives
of the public sector banks in India will understand that the
most influencing factor is consumer satisfaction from the
viewpoint of consumers.
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Customers are happy with bank employees because of
responsiveness and assurance. In the same way, banks must
target tangibility (for ex: providing the necessary infrastruc-
tures), reliability (for ex: employees keep up for promise),
and empathy (for ex: convenient operating hours) for the
overall development. The managers need to know the psy-
chological aspects of the consumers. They are responsible
for customer satisfaction.

Therefore, banks should take the appropriate steps to train
their staff to provide customers with the same service level.
Furthermore, employees should interact with the consum-
ers and consider problem-solving techniques to enhance the
right relationship.

These techniques may help the banks to satisfy the con-
sumers and regularly engage with the bank transactions.

By pushing sophisticated technologies and growing the
number of personally devoted staff, top management and
senior executives are responsible for details the perception of
service quality. As a result, service-generating organizations
must choose to follow the idea of making things happen,
which focuses on quality generation to customer satisfaction
and customer engagement in the banking sector.

Limitations of the study

This study information is collected from the public sector
nationalized banks in India. This study is a cross section,
and the research outcome is limited to a particular time.
Therefore, the overall sample size is significantly less. In
this study, we used snowball sampling. Even though a com-
plicated relationship is used in the hierarchical regression
model, only one mediating variable is considered to analyze
the data. There is a chance to add the different aspects of
customer behavior in the service quality, such as customer
knowledge as mediating or moderating variables. It is also
helpful to study the three-way interactions with the process
macro to know the customer mindset.

Future research

Future studies can collect the diversified respondents' data,
a large sample size, and geographical locations. There is a
chance to research service quality and its impact on other
consumer behavior attributes by comparing India's private
and public sector banks. The service quality attributes can be
studied concerning technology adoption among customers.
Consumers' perceptions can measure with India's public and
private sector banks. Further, there is also the opportunity
to research from the viewpoint of Regional Rural Banks in
India.

The researchers may consider different sampling methods
that can be used for future studies. The sample size can be
drawn from metropolitan cities and non-metropolitan cities.
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A longitudinal study will better examine the long-term cause
and effect and interrelationship with the independent and
dependent variables. The researchers can use the three or
more mediating (brand image, brand loyalty, brand love)
and moderating variables (digital banking options) between
independent and dependent variables. A mixed method of
approach can be used for better outcomes. This will help the
researchers to know the significance of perceived service
quality

Declarations

Conflict of interest On behalf of all authors, the corresponding author
states that there is no conflict of interest.

References

Abror, A., D. Patrisia, Y. Engriani, S. Evanita, Y. Yasri, and S. Dastgir.
2020. Service quality, religiosity, customer satisfaction, customer
engagement, and Islamic bank’s customer loyalty. Journal of
Islamic Marketing 11 (6): 1691-1705. https://doi.org/10.1108/
JIMA-03-2019-0044.

Ahmad, J., and K. Naser. 2002. Customer satisfaction and retail bank-
ing: An assessment of some of the key antecedents of customer
satisfaction in retail banking. International Journal of Bank Mar-
keting 20 (4): 146-160.

Ali, M., and S.A.Raza. 2017. Service quality perception and customer
satisfaction in Islamic banks of Pakistan: the modified SERV-
QUAL model. Total Quality Management and Business Excel-
lence. Volume 28 (5-6). https://doi.org/10.1080/14783363.2015.
1100517

Anand, S.V., and M. Selvaraj. 2012.The impact of service quality on
customer satisfaction and Loyalty in Indian Banking Sector: An
Empirical Study through SERVPEREF. International Journal of
Management and Business Research, 2 (2), 151-163.

Ananda, S., and S. Devesh. 2017. Service quality dimensions and cus-
tomer satisfaction: Empirical evidence from the retail banking
sector in Oman. Total Quality Management & Business Excel-
lence. https://doi.org/10.1080/14783363.2017.1393330.

Ananda, S., and S. Devesh. 2018. Factors leading to customer satisfac-
tion: An empirical study of retail banking in Oman. International
Journal of Economics and Business Research 16 (4): 502-516.

Anderson, E.W., C. Fornell, and D. Lehmann. 1994. Customer satis-
faction, market share, and profitability: Findings from Sweden.
Journal of Marketing 58 (3): 53—-66. https://doi.org/10.2307/
1252310.

Angelova, B., and J. Zekiri. 2011. Measuring customer satisfaction
with service quality using American customer satisfaction model
(ACSI Model). International Journal of Academic Research in
Business and Social Sciences 1 (3): 232-258.

Angur, M.G., R. Nataraajan, and J. S. Jahera Jr .1999. Service quality
in the banking industry: an assessment in a developing economy.
International Journal of Bank Marketing, 13: (3), 116-23.

Ashraf, A.R., N. Thongpapanl, and S. Auh. 2014. The Application
of the Technology Acceptance Model Under Different Cultural
Contexts: The Case of Online Shopping Adoption. Journal of
International Marketing 22(30), 68-93.


https://doi.org/10.1108/JIMA-03-2019-0044
https://doi.org/10.1108/JIMA-03-2019-0044
https://doi.org/10.1080/14783363.2015.1100517
https://doi.org/10.1080/14783363.2015.1100517
https://doi.org/10.1080/14783363.2017.1393330
https://doi.org/10.2307/1252310
https://doi.org/10.2307/1252310

A mediation analysis of perceived service quality, customer satisfaction and customer...

Avkiran, N.K. 1994. Developing an instrument to measure customer
service quality in branch banking. International Journal of Bank
Marketing 12 (6): 10-18.

Ayo, C., A. Oni, O. Adewoye, and I. Eweoya. 2016. E-banking users’
behaviour: e-service quality, attitude, and customer satisfac-
tion. International Journal of Bank Marketing 34 (3): 347-367.
https://doi.org/10.1108/I1BM-12-2014-0175.

Bahadur, W., S. Aziz, and S. Zulfiqar. 2018. Effect of employee empa-
thy on customer satisfaction and loyalty during employee—cus-
tomer interactions: The mediating role of customer affective
commitment and perceived service quality. Cogent Business &
Management 5 (1): 1491780. https://doi.org/10.1080/23311975.
2018.1491780.

Bahia, K., and J. Nantel. 2000. A reliable and valid measurement scale
for perceived service quality of the bank. International Journal
of Bank Marketing 18 (2): 84-91.

Baron, R.M., and D.A. Kenny. 1986. The moderator—mediator variable
distinction in social psychological research: Conceptual, strate-
gic, and statistical considerations. Journal of Personality and
Social Psychology 51 (6): 1173-1182. https://doi.org/10.1037/
0022-3514.51.6.1173.

Bartlett, M.S. 1954. A note on the multiplying factors for various chi
square approximations. Journal of Royal Statistical Society 16,
(Series B), 296-298.

Belas, J., A. Chochol'dkova a, and L. Gabcova. 2014. Significant Fac-
tors of Satisfaction of Bank Customers. Case Study from the
Czech Republic, Advances in Environmental Sciences, Devel-
opment and Chemistry [online] http://www.inase.org/library/
2014/santorini/bypaper/ENVIR/ENVIR: 59.pdf (accessed 20
December 2016).

Bell, E., and A. Bryman. 2007. The Ethics of Management Research:
An Exploratory Content Analysis. British Journal of Manage-
ment. 18: 63-77.

Bennett, R., and A. Barkensio. 2005. Relationship quality, relationship
marketing, and client perceptions of the levels of service qual-
ity of charitable organisations. International Journal of Service
Industry Management 16 (1): 81-106.

Brodie, J.R., L.D. Hollebeek, B. Juric, and A. Ilic. 2011a. Consumer
engagement: Conceptual domain, fundamental propositions, and
implications for research. Journal of Service Research 14 (3):
252-271.

Brodie, J.R., L.D. Hollebeek, B. Juric, and A. Ilic. 2011b. Consumer
engagement in a virtual brand community: An exploratory
research. Journal of Business Research 66 (1): 105-114.

Brown, T.J., G.A. Churchill, and J.P. Peter. 1993. Research note:
Improving the measurement of Service Quality. Journal of
Retailing 69: 127-139. https://doi.org/10.1016/S0022-4359(05)
80006-5.

Buttle, F. 1996. SERVQUAL.: Review, critique, research agenda. Euro-
pean Journal of Marketing 30 (1): 8-32.

Campanelli, M. 2007. Engagement is the Next Phase in Marketing
Communications: Experian Summit. 18 January, (Accessed April
16, 2010), Available at http://www.dmnews.com/Engagement-
is-next-phase-in-marketingcommunicationsExperian-summit/
article/94175

Carlson, J., M. Rahman, R. Voola, and N. De Vries. 2018. Customer
engagement behaviours in social media: Capturing innovation
opportunities. Journal of Services Marketing 32 (1): 83-94.
https://doi.org/10.1108/JSM-02-2017-0059.

Carlson, J., M. Rahman, R.Voola, and N. De Vries. 2017. Feel the
VIBE: Examining value- in-the-brand-page-experience and its
impact on satisfaction and customer engagement behaviours
in mobile social media. Journal of Retailing and Consumer
Services 46 (C), 149-162.

Carman, J. 1990. Consumer perceptions of service quality: An
assessment of the SERVQUAL dimensions. Journal of Retail-
ing 66 (1): 33-55.

Carvalho, A., and T. Fernandes. 2018. Understanding customer brand
engagement with virtual social communities: A comprehen-
sive model of drivers, outcomes, and moderators. Journal of
Marketing Theory and Practice. 26: 23-37. https://doi.org/10.
1080/10696679.2017.1389241.

Chettri, S.A. 2017. Antecedents and Consequences of Job Engage-
ment: Empirical Study of Bank Employees. Business Perspec-
tive Research 5 (2): 167-179. https://doi.org/10.1177/22785
33717692919.

Cronin, J.J., and S.A. Taylor. 1992. Measuring service quality: Re-
examination and extension. Journal of Marketing Research 56
(3): 55-68.

Deleon, A.J., and S.C. Chatterjee. 2015. B2B relationship calcu-
lus: Quantifying resource effects in service-dominant logic. J.
Acad. Mark. Sci. https://doi.org/10.1007/s11747-015-0467-0.

Doorn, J.V., K.N. Lemon, V. Mittal, S. Nass, D. Pick, P. Pirner, and
P. C. Verhoef. 2010. Customer Engagement Behavior: Theoret-
ical Foundations and Research Directions. Journal of Service
Research. 13 (3): 253-266.

Fida, B.A., U. Ahmed, Y. Al-Balushi, and D. Singh. 2020. Impact of
Service Quality on Customer Loyalty and Customer Satisfac-
tion in Islamic Banks in the Sultanate of Oman. SAGE Open
10 (2): 215824402091951.

Foddy, W.H. 1994. Constructing questions for interviews and ques-
tionnaires: Theory and practice in social research. New. Cam-
bridge, UK: Cambridge University Press.

Garber, L.L., E. M. Hyatt, and U. O. Boya. 2009. The Collabora-
tive Roles of the Designer, the Marketer, and the Consumer
in Determining What Is Good Design. Advertising & Society
Review, 10 (1) (available at from http://muse.jhu.edu/journals/
advertising_and_society_review/).

Getty, J.M., and R.L. Getty. 2003. Lodging quality index (LQI):
Assessing customers’ perceptions of quality delivery. Inter-
national Journal of Contemporary Hospitality Management
15 (2): 94-104. https://doi.org/10.1108/09596110310462940.

Ghuneim, M. 2006. Terms of Engagement: Measuring the
Active Consumer. (Accessed May 24, 2010), Available
at http:// wiredset.com/blogs/markghuneim/2008/03/26/
terms-ofengagementmeasuring-vthe-active-consumer/

Gopalakrishna, S., and G. L. Lilien. 2012. Trade shows in the busi-
ness marketing communications mix. Handbook on business
to business marketing. Vol. 13 (pp. 226-243)

Gupta, A., and I. Chen. 1995. Service quality: Implications for
management development. International Journal of Quality
& Reliability Management 12 (7): 28-35. https://doi.org/10.
1108/02656719510093538.

Harvey, B. 2005. what is engagement? December 28, (Accessed May
20, 2010), Available at http://www.nextcenturymedia.com/
2005/12/what-is-engagement.html

Haven, B. 2007. Marketing’s New Key Metric: Engagement. August
8, (Accessed May 15, 2010), Available at http://www.forrester.
com/Research/Document/Excerpt/0,7211,42124,00.html/

Hayes, A.F. 2018. Introduction to mediation, moderation, and condi-
tional process analysis: A regression-based approach, 2nd ed.
New York: The Guilford Press.

Hayes, A.F., and K.J. Preacher. 2014. Statistical mediation analysis
with a multi categorical independent variable. British Journal of
Mathematical and Statistical Psychology 67: 451-470.

Higgins, E.T., and A.A. Scholer. 2009. Engaging the consumer: The
science and art of the value creation process. Journal of Con-
sumer Psychology 19: 100-114.

¥


https://doi.org/10.1108/IJBM-12-2014-0175
https://doi.org/10.1080/23311975.2018.1491780
https://doi.org/10.1080/23311975.2018.1491780
https://doi.org/10.1037/0022-3514.51.6.1173
https://doi.org/10.1037/0022-3514.51.6.1173
http://www.inase.org/library/2014/santorini/bypaper/ENVIR/ENVIR
http://www.inase.org/library/2014/santorini/bypaper/ENVIR/ENVIR
https://doi.org/10.1016/S0022-4359(05)80006-5
https://doi.org/10.1016/S0022-4359(05)80006-5
http://www.dmnews.com/Engagement-is-next-phase-in-marketingcommunicationsExperian-summit/article/94175
http://www.dmnews.com/Engagement-is-next-phase-in-marketingcommunicationsExperian-summit/article/94175
http://www.dmnews.com/Engagement-is-next-phase-in-marketingcommunicationsExperian-summit/article/94175
https://doi.org/10.1108/JSM-02-2017-0059
https://doi.org/10.1080/10696679.2017.1389241
https://doi.org/10.1080/10696679.2017.1389241
https://doi.org/10.1177/2278533717692919
https://doi.org/10.1177/2278533717692919
https://doi.org/10.1007/s11747-015-0467-0
http://muse.jhu.edu/journals/advertising_and_society_review/
http://muse.jhu.edu/journals/advertising_and_society_review/
https://doi.org/10.1108/09596110310462940
https://doi.org/10.1108/02656719510093538
https://doi.org/10.1108/02656719510093538
http://www.nextcenturymedia.com/2005/12/what-is-engagement.html
http://www.nextcenturymedia.com/2005/12/what-is-engagement.html
http://www.forrester.com/Research/Document/Excerpt/0,7211,42124,00.html
http://www.forrester.com/Research/Document/Excerpt/0,7211,42124,00.html

S.Ananda et al.

Hollebeek, L., and T. Chen. 2014. Exploring positivelyversus nega-
tively-valenced brand engagement: A conceptual model. Journal
of Product & Brand Management 23 (1): 62-74.

Homburg, C., J. Wieseke, and T. Bornemann. 2009. Implementing the
marketing concept at the employee—customer interface: The Role
of customer need knowledge. Journal of Marketing. 73. https://
doi.org/10.1509/jmkg.73.4.64.

Hossain, M., and S. Leo. 2009. Customer perception on service quality
in retail banking in Middle East: The case of Qatar. International
Journal of Islamic and Middle Eastern Finance and Manage-
ment. 2: 338-350. https://doi.org/10.1108/17538390911006386.

Islam, R., S. Ahmed, M. Rahman, and A. Al Asheq. 2020. Determi-
nants of service quality and its effect on customer satisfaction and
loyalty: an empirical study of private banking sector. The TOM
Journal, Vol. ahead-of-print No. ahead-of-print. https://doi.org/
10.1108/TQM-05-2020-0119

Jain, D., and S.S. Singh. 2002. Customer lifetime value research in
marketing: A review and future directions. Journal of Interactive
Marketing 16: 34-46.

Kahn, W.A. 1990. Psychological conditions of personal engagement
and disengagement at work. Academy of Management Journal
33:692-724.

Kaiser, H.F. 1974. An index of factorial simplicity. Psychometrika 39
(1): 31-36.

Kant, R., and D. Jaiswal. 2017. The impact of perceived service qual-
ity dimensions on customer satisfaction: An empirical study on
public sector banks in India. International Journal of Bank Mar-
keting 35 (3): 411-430.

Khan, A.G, R.P. Lima, and M.S. Mahmud. 2021. Understanding the
Service Quality and Customer Satisfaction of Mobile Banking in
Bangladesh: Using a Structural Equation Model. Global Business
Review 22 (1), 85-100.

Kosiba, J.P., H. Boateng, A.F. Okoe, and R. Hinson. 2020. Trust and
customer engagement in the banking sector in Ghana. The Ser-
vice Industries Journal. https://doi.org/10.1080/02642069.2018.
1520219.

Kumar, V., L. Aksoy, B. Donkers, R. Venkatesan, T. Wiesel, and S.
Tillmanns. 2010. Undervalued or overvalued customers: Cap-
turing total customer engagement value. Journal of Service
Research 13 (3): 297-310.

Kumar, V., .D. Pozza, and J. Ganesh. 2013. Revisiting the satisfaction—
loyalty relationship: Empirical generalizations and directions for
future research. Journal of Retailing 89 (3): 246-262.

Kumar, V. and A. Pansari. 2016. Competitive Advantage through
Engagement. Journal of Marketing Research 53(4), 497-514

Ladhari, R., I. Brun, and M. Morales. 2008. Determinants of dining
satisfaction and postdining behavioral intentions. International
Journal of Hospitality Management 27 (4): 563-573.

LeBlanc, G., and N. Nguyen. 1988. Customers’ Perceptions of Service
Quality in Financial Institutions. International Journal of Bank
Marketing 6 (4): 7-18.

Lewis, J.R. 1993. Multipoint scales: Mean and median differences and
observed significance levels. International Journal of Human-
Computer Interaction 5 (4): 383-392.

MacKinnon, D.P., C.M. Lockwood, and J. Williams. 2004. Confidence
limits for the indirect: Distribution of the product and resampling
method. Multivariate Behavioral Research 39 (1): 99-128.

Maddern, H., R.S. Maull, P.A. Smart, and P. Baker. 2007. Customer
satisfaction and service quality in UK financial services. Inter-
national Journal of Operations & Production Management 27
(9): 999-1019.

McEwen, W. 2004. ‘Why satisfaction isn’t satisfying’, Gallup Man-
agement Journal Online, 11 November 11 [online] http://gmj.
gallup.com/content/14023/Why-Satisfaction-IsntSatisfying.aspx
(accessed 17 August 2014).

¥

Mollen, A., and H. Wilson. 2010. Engagement, telepresence and inter-
activity in online consumer experience: Reconciling scholastic
and managerial perspectives. Journal of Business Research 919:
925.

Morgan, D. 2008. Snowball sampling. In The SAGE Encyclopedia of
Qualitative Research Methods, ed. L. Given, 816-817. Thousand
Oaks: SAGE Publications Inc.

Mosahab, R., O. Mahamad, and T.Ramayah. 2010. Service quality, cus-
tomer satisfaction and loyalty: A test of mediation. International
Business Research Vol. 3, No. 4; October 2010.

Munusamy, J., S. Chellaiah, and H.W. Mun. 2010. Service quality
delivery and its impact on customer satisfaction in the banking
sector in Malaysia. International Journal of Innovation, Manage-
ment and Technology 1 (4): 398—404.

Nagabhushanam, M. 2011. A study on customer service qual-
ity of banks in India. Journal of Analyze Research Solutions,
p315-364.

Nambiar, B.K., H. Ramanathan, S. Rana, and S. Prashar. 2019. Per-
ceived Service Quality and Customer Satisfaction: A Missing
Link in Indian Banking Sector. Vision: The Journal of Business
Perspective. 23. 44-55. https://doi.org/10.1177/0972262918
821228

Nunnally, J. 1978. Psychometric theory. New York: McGraw Hill.

Oliver, R.L. 1993. Cognitive, Affective, and Attribute Bases of the
Satisfaction Response. Journal of Consumer Research 20 (3):
418-430.

Pakurér, M., H. Haddad, J. Nagy, J. Popp, and J. Olah. 2019. The Ser-
vice Quality Dimensions that Affect Customer Satisfaction in the
Jordanian Banking Sector. Sustainability. 11 (4): 1113. https://
doi.org/10.3390/sul1041113.

Pansari, A., and V. Kumar. 2017. Customer engagement: The construct,
antecedents, and consequences. J. of the Acad. Mark. Sci. 45:
294-311. https://doi.org/10.1007/s11747-016-0485-6.

Parasuraman, A., V.A. Zeithaml, and L.L. Berry. 1985. A conceptual
model of service quality and implications for future research.
Journal of Marketing 49 (Autumn): 41-50.

Parasuraman, A., V.A. Zeithaml, and L.L. Berry. 1988. SERVQUAL:
A multiple-item scale for measuring consumer perceptions of
service quality. Journal of Retailing 64 (Spring): 12-37.

Patterson, P., T. Yu., and K. Ruyter.2006. Understanding Customer
Engagement in Services. Advancing Theory, Maintaining Rel-
evance, Proceedings of ANZMAC 2006 Conference. Brisbane.

Paul, J., A. Mittal, and G. Srivastav. 2016. Impact of service quality on
customer satisfaction in private and public sector banks. Interna-
tional Journal of Bank Marketing 34 (5): 606—622. https://doi.
org/10.1108/IJBM-03-2015-0030.

Pizam, A., and T. Ellis. 1999. Customer satisfaction and its measure-
ment in hospitality enterprises. International Journal of Contem-
porary Hospitality Management K11 (7): 326-339. https://doi.
org/10.1108/09596119910293231.

Pooya, A., M. Abed Khorasani, and S. Gholamian Ghouzhdi. 2020.
Investigating the effect of perceived quality of self-service bank-
ing on customer satisfaction. International Journal of Islamic
and Middle Eastern Finance and Management 13 (2): 263-280.

Preacher, K.J., and A.F. Hayes. 2004. SPSS and SAS procedures
for estimating indirect effects in simple mediation models.
Behavior Research Methods, Instruments, & Computers 36
(4): 717-731.

Prentice, C., and S. Loureiro. 2018. Consumer-based approach to
customer engagement — The case of luxury brands. Journal of
Retailing and Consumer Services. 43: 325-332. https://doi.org/
10.1016/j.jretconser.2018.05.003.

Prentice, C., X. Wang, and S.M.C. Loureiro. 2019. The influence of
brand experience and service quality on customer engagement.
Journal of Retailing and Consumer Services 50: 50-59.


https://doi.org/10.1509/jmkg.73.4.64
https://doi.org/10.1509/jmkg.73.4.64
https://doi.org/10.1108/17538390911006386
https://doi.org/10.1108/TQM-05-2020-0119
https://doi.org/10.1108/TQM-05-2020-0119
https://doi.org/10.1080/02642069.2018.1520219
https://doi.org/10.1080/02642069.2018.1520219
http://gmj.gallup.com/content/14023/Why-Satisfaction-IsntSatisfying.aspx
http://gmj.gallup.com/content/14023/Why-Satisfaction-IsntSatisfying.aspx
https://doi.org/10.1177/0972262918821228
https://doi.org/10.1177/0972262918821228
https://doi.org/10.3390/su11041113
https://doi.org/10.3390/su11041113
https://doi.org/10.1007/s11747-016-0485-6
https://doi.org/10.1108/IJBM-03-2015-0030
https://doi.org/10.1108/IJBM-03-2015-0030
https://doi.org/10.1108/09596119910293231
https://doi.org/10.1108/09596119910293231
https://doi.org/10.1016/j.jretconser.2018.05.003
https://doi.org/10.1016/j.jretconser.2018.05.003

A mediation analysis of perceived service quality, customer satisfaction and customer...

Roy, S.K., M.S. Balaji, A. Quazi, and M. Quaddus. 2018a. Predictors
of customer acceptance of and resistance to smart technologies
in the retail sector. Journal of Retailing and Consumer Services.
42: 147-160. https://doi.org/10.1016/j.jretconser.2018.02.005.

Roy, S.K., V. Shekhar, W.M. Lassar, and T. Chen. 2018b. Customer
engagement behaviors: The role of service convenience, fair-
ness and quality. Journal of Retailing and Consumer Services.
44:293-304. https://doi.org/10.1016/].jretconser.2018.07.018.

Saha, G.C., and H. Theingi. 2009. Service quality, satisfaction, and
behavioral intentions: A study of low-cost airline carriers in
Thailand. Managerial Service Quality 19 (3): 350-372.

Sawhney, M., V. Gianmario, and P. Emanuela. 2005. Collaborating
to create: The internet as a platform for customer engagement
in product innovation. Journal of Interactive Marketing 19 (4):
4-17.

Simon, F., and V. Tossan. 2018. Does brand-consumer social shar-
ing matter? A relational framework of customer engagement to
brand-hosted social media. Journal of Business Research. 85:
175-184. https://doi.org/10.1016/j.jbusres.2017.12.050.

Sivadas, E., and J.L. Baker-Prewitt. 2000. An examination of the rela-
tionship between service quality, customer satisfaction, and store
loyalty. Journal of Retail & Dstribution Management 28 (2):
73-82.

Sondhi, N., B.R. Sharma, and S.M. Kalla. 2017. Customer engagement
in the Indian retail banking sector: An exploratory study. Int. J.
Business Innovation and Research 12 (1): 41-61.

Sureschandar, G.S., C. Rajendran, and R.N. Anantharaman. 2002. The
Relationship Between Service Quality and Customer Satisfac-
tion—A Factor Specific Approach. Journal of Services Market-
ing 16 (4): 363-379.

Tabash, M.I., M.A.Albugami, M. Salim and A. Akhtar. 2019. Ser-
vice Quality Dimensions of E- retailing of Islamic Banks and Its
Impact on Customer Satisfaction: An Empirical Investigation of
Kingdom of Saudi Arabia. Journal of Asian Finance, Economics
and Business,6 (3), 225-234

Teas, R.K. 1993. Expectations, Performance Evaluation, and Consum-
ers’ Perceptions of Quality. Journal of Marketing 57 (4): 18-34.

Thakur, R. 2018. Customer engagement and online review. Journal of
Retailing and Consumer Services 41: 48-59.

Tuncalp, S. 1988. The Marketing Research Scene in Saudi Arabia.
European Journal of Marketing. 22 (5): 15-22. https://doi.org/
10.1108/EUM0000000005282.

Vazifehdoost, H., Z. Akbarpour, K. Hamdi, and J. Mohammadzadeh
Rostami. 2014. The examination of the relationship between
customer satisfaction of service quality in Iranian private bank-
ing industry (analysis based on integrated SERVQUAL model).
Journal of Marketing Management 9 (25): 1-24.

Verhoef, P.C., W.J. Reinartz, and M. Krafft. 2010. Customer engage-
ment as a new perspective in customer management. Journal
of Service Research 13 (3): 247-252. https://doi.org/10.1177/
1094670510375461.

Verleye, K., P. Gemmel, and D. Rangarajan. 2014. Managing engage-
ment behaviors in a network of customers and stakeholders’
evidence from the nursing home sector. Journal of Service
Research, Vol. 17 No. 1.

Villanueva, J., S. Yoo, and D.M. Hanssens. 2008. The Impact of
Marketing Induced Versus Word-of-Mouth Customer Acqui-
sition on Customer Equity Growth. Journal of Marketing
Research 45 (February): 48-59.

Vivek, S.D., S.E. Beatty, V. Dalela, and R.M. Morgan. 2014. A gen-
eralized scale for measuring consumer engagement. Journal of

Marketing Theory and Practice 22: 401-420. https://doi.org/
10.2753/MTP1069-6679220404.

Vivek, S. D., S. E. Beatty, and R. M. Morgan. 2016. Consumer
Engagement: Exploring Customer Relationships Beyond Pur-
chase. Journal of Marketing Theory and Practice, vol. 20, no.
2 (spring 2012), pp. 127-145.

Voyles, B. 2007. Beyond Loyalty: Meeting the Challenge of Cus-
tomer Engagement. Economist Intelligence Unit, (Accessed
January 31, 2010), Available at http://www.adobe.com/engag
ement/pdfs/partl.pdf

Wang, Y., H. Lo, and Y.V. Hun. 2003. The antecedents of service
quality and product quality and their influences on bank repu-
tation: Evidence from banking industry in China. Managing
Service Quality 13 (1): 72-83.

Wilson, A., V.A. Zeithaml, M.J. Bitner, D.D. Gremler. 2008. Ser-
vices marketing: integrating customer focus across the firm.
First European Edition. McGraw Hill, UK. https://www.marke
tresearchreports.com/e-online-banking https://www.financiale
xpress.com/industry/banking-finance/online-banking-users-
in-india-to-reach-150-billion-by-2020-according-to-a-study/
73104

Zhu, D.H., H. Sun, and Y.P. Chang. 2016. Effect of social support on
customer satisfaction and citizenship behavior in online brand
communities: The moderating role of support source. Journal
of Retail Consumer Service. 31: 287-293. https://doi.org/10.
1016/j.jretconser.2016.04.013.

Publisher's Note Springer Nature remains neutral with regard to
jurisdictional claims in published maps and institutional affiliations.

S. Ananda is Director of the Postgraduate Studies and Research
Department at the College of Banking and Financial Studies, Muscat.
He has a PhD in Finance with over thirty years of expertise in manage-
ment education, consulting and asset management industry. He has
published 45 articles in peer-reviewed journals and presented 50 papers
in international conferences. He has written books on mutual funds,
M&A and commercial banks; and co-edited books on banking sector,
financial sector and economic diversification of Oman

Raghavendra Prasanna Kumar is a Faculty of B.Voc (Retail in Man-
agement and Information Technology), Davanagere University. He has
Ph.D in Human Resource Management with nine years of teaching and
research experience. His research paper got the ‘Best Paper Award’
(2019) in the International Conference, organized by College of Bank-
ing and Financial Studies, Muscat. He has published 14 articles in peer-
reviewed journals and 17 presentations in the International Conference.
He was reviewer for faculty research proposal in foreign institutions.

Dharmendra Singh is an Assistant Professor at Modern College of
Business and Science, Muscat (Oman). He holds a Ph.D. (Finance) and
Certified Financial Planner (CFP). He has published several articles
in journals of repute, some of them listed in B rank ABDC and Q1
rank Scopus journals. He has written a book on financial manage-
ment, co-edited a book on the financial sector, and contributed book
chapters with reputed publishers. His research area includes banking
and corporate finance.


https://doi.org/10.1016/j.jretconser.2018.02.005
https://doi.org/10.1016/j.jretconser.2018.07.018
https://doi.org/10.1016/j.jbusres.2017.12.050
https://doi.org/10.1108/EUM0000000005282
https://doi.org/10.1108/EUM0000000005282
https://doi.org/10.1177/1094670510375461
https://doi.org/10.1177/1094670510375461
https://doi.org/10.2753/MTP1069-6679220404
https://doi.org/10.2753/MTP1069-6679220404
http://www.adobe.com/engagement/pdfs/partI.pdf
http://www.adobe.com/engagement/pdfs/partI.pdf
https://www.marketresearchreports.com/e-online-banking
https://www.marketresearchreports.com/e-online-banking
https://www.financialexpress.com/industry/banking-finance/online-banking-users-in-india-to-reach-150-billion-by-2020-according-to-a-study/73104
https://www.financialexpress.com/industry/banking-finance/online-banking-users-in-india-to-reach-150-billion-by-2020-according-to-a-study/73104
https://www.financialexpress.com/industry/banking-finance/online-banking-users-in-india-to-reach-150-billion-by-2020-according-to-a-study/73104
https://www.financialexpress.com/industry/banking-finance/online-banking-users-in-india-to-reach-150-billion-by-2020-according-to-a-study/73104
https://doi.org/10.1016/j.jretconser.2016.04.013
https://doi.org/10.1016/j.jretconser.2016.04.013

	A mediation analysis of perceived service quality, customer satisfaction and customer engagement in the banking sector
	Abstract
	Introduction
	Literature review and hypothesis development
	Service quality and customer satisfaction
	Service quality and customer engagement
	Customer satisfaction and customer engagement
	Mediation effect of customer satisfaction between service quality and customer engagement

	Research methodology
	Sample and collection of data
	Design and measurement
	Reliability and validity

	Results and analysis
	Hypothesis 1: Step-1
	Hypothesis 2: Step-2
	Hypothesis 3: Step-3
	Hypothesis 4: Step-4

	Discussion
	Conclusion
	Managerial implications
	Limitations of the study
	Future research

	References




