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Abstract 

The purpose of this paper is to study the relationship between the perceived 

quality of a service and the customer satisfaction by integrating the variables of the 

attitudes and the expectations of the customer. Thus, after a short review of the 

literature, we will present the results of an empirical study conducted with a sample 

of 100 customers of the Algerian Foreign Bank of Tlemcen city. The measurement 

scales from this study are empirically evaluated and compared on the basis of their 

reliability, and factor structure using the structural equations Modelling, using 

Statistica.8.0. The results of this research suggest that perceived services quality 

are positively influenced by customers expectations and attitudes, and that 

customer satisfaction is positively influenced by customers attitudes and 

expectations  

    Key words: Perceived Quality, Attitudes, Expectations, customer Satisfaction, 

and Structural Equation Modelling. 
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1.96 < 
0,000 14,071 0,080 0.901 (qual)-1->[qual 1] 

0.000 1.984 0,103 0.254 (qual)-2->[qual 2] 

0,004 2,903 0,100 0,291 (qual)-3->[qual 3] 

0.000 0,281 0,109 0,031 (qual)-4->[qual 4] 

0,000 2,640 0,083 0,220 (atti)-5->[atti 1] 
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