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:Abstract 
 

The present study focuses on one of 

the most important issue related to Islamic 

Banks in Jordan with “The title of the level 

of customer satisfaction on towards the 

quality of Islamic Bank Services 

provided”. The present study determines 

some objectives which are; identifying the 

main  components of customer satisfaction 

towards Bank Services, identifying the level 

of Customer satisfaction towards the quality 

of Bank services and finally to measure the 

image of Islamic Bank in the minds of its 

customers. 

To achieve the above mentioned 

objectives the researchers conducted the 

present study, through preparing a 

questionnaire which is self administered and 

distributed, and a specific hypothesis were 

forumlauted later on. 

The present study is classified into 

three main parts: 

 The First part is related to the 

research methodology. 

 The Second part is related to the 

literature review. 

 Finally the results, conclusion and    

recommendations. 

The study concluded that the 

customers of Jordan Islamic Bank are 

satisfied with the overall level of Services 

quality provided by the Bank. 

The recommendations provided by 

the researchers might help the managers of 

Islamic Bank to enhance its quality and 

Image in the Jordanian Marker. 
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Gronbachs Alpha

RELIABILITY

92

Case Processing Summary 

 

 N % 

Cases Valid 1069 100.0 

Exclud

ed(a) 
0 .0 

Total 1069 100.0 

a  Listwise deletion based on all variables in the procedure. 

 

Reliability Statistics 

 
 Cronbach's 

Alpha 

N of 

Items 

.959 39 
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H01

One-Sample Statistics 

 

  N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

sat 
1069 

144.364

8 
28.52668 .87249 

 

One-Sample Test 

 

  

Test Value = 117 

t df 

Sig. (2-

tailed) 

Mean 

Differen

ce 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

sat 
31.364 1068 .000 

27.3648

3 
25.6528 29.0768 

06646
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CORE SERVICE

0 4.4 0.8 

24.7 0.4 

34.6 0.6 

43.7 0.8 

54.1 1.2 

 One-Sample Statistics 

 

  N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

core 

service 
1069 21.6876 3.41258 .10437 

 

One-Sample Test 

 

  

Test Value = 15 

t df 

Sig. (2-

tailed) 

Mean 

Differe

nce 

95% 

Confidence 

Interval of the 

Difference 

Lower Upper 

core 

service 
64.073 1068 .000 6.68756 6.4828 6.8924 

8042
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PROCESS

2

4.5 0.7 

74.3 1.1 

84.1 1.3 

94.0 1.3 

014.2 1.3 

004.0 1.4 

024.1 1.3 

03 4.2 1.1 

One-Sample Statistics

 

  N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

process 1069 33.3592 8.61495 .26349 
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One-Sample Test

  Test Value = 24 

  

t Df Sig.

(2-tailed)

 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

  
        

Lower Upper 

process 35.520 1068 .000 9.35921 8.8422 9.8762 

3346

94695

- H01C

0680

PROMOTION

064.1 1.3 

053.5 0.9 

013.3 1.1 

072.1 0.7 

084.1 1.3 

094.0 1.4 

214.4 1.0 
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One-Sample Statistics 

 

  N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

promotio

n 
1069 25.5706 6.55272 .20042 

 

One-Sample Test 

 

  

Test Value = 21 

t Df 

Sig. (2-

tailed) 

Mean 

Differen

ce 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

promoti

on 
22.806 1068 .000 4.57063 4.1774 4.9639 

8545

64595

- H01D

 

8089



 

800280 

PRICE

  

204.3 1.0 

223.0 0.7 

234.2 1.2 

242.3 0.9 

254.1 1.2 

21

4.5 3.1 

272.3 0.8 

284.1 1.3 

293.6 0.8 

One-Sample Statistics 

 

  N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

price 1069 32.4060 7.09063 .21687 

 

One-Sample Test 

 

  Test Value = 27 

  t df Sig. (2-tailed) 

Mean 

Differenc

e 

95% Confidence 

Interval of the 

Difference 

          Lower Upper 

price 
24.928 

10

68 
.000 5.40599 4.9805 5.8315 
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3846
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3033

PLACE  

314.2 1.2 

304.1 1.3 

323.0 1.2 

333.8 1.5 

One-Sample Statistics 

 

  N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

place 1069 15.0767 4.79756 .14673 

One-Sample Test 

 

  Test Value = 12 

  t df 

Sig. (2-

tailed) 

Mean 

Differenc

e 

95% Confidence 

Interval of the 

Difference 

          Lower Upper 

place 20.968 1068 .000 3.07671 2.7888 3.3646 
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3639

TECHNOLOGY  

343.4 1.0 

354.1 1.3 

312.1 0.7 

372.3 0.7 

382.2 0.7 

392.2 0.7 

One-Sample Statistics 

 

  N Mean 

Std. 

Deviation 

Std. Error 

Mean 

technology 1069 16.2647 3.19587 .09775 

One-Sample Test

 

  Test Value = 24 

  t df Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

          Lower Upper 

technology -79.136 106

8 

.000 -7.73527 -7.9271 -7.5435 
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