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Digital banking services have become an essential part of daily life.
Customers increasingly rely on banking applications and electronic
channels to complete most financial transactions without visiting bank
branches. Consequently, banks have focused on improving their digital
services by providing fast, secure, and user-friendly platforms that reduce
customers’ time and effort while enhancing service quality (Al Rajhi Bank,
2024).

Digital customer experience refers to all interactions customers have while
using digital banking services, including application usability, transaction
speed, information security, accessibility of services, and the quality of
technical support. A positive digital experience contributes significantly to
higher customer satisfaction and encourages customers to continue using

banking services (Kotler & Keller, 2016).

Al Rajhi Bank is one of the largest banks in Saudi Arabia and offers a wide
range of digital banking services through its mobile application, self-
service channels, and online banking platforms. In recent years, the bank
has invested heavily in digital transformation to improve customer

experience and increase customer satisfaction (Al Rajhi Bank, 2024).

Customer satisfaction plays an important role in the success of banking
institutions. Satisfied customers are more likely to continue dealing with
the bank, recommend its services to others, and develop long-term
relationships. Therefore, improving digital customer experience has

become a major priority in the banking sector (Lemon & Verhoef, 2016).

Accordingly, this study aims to examine the impact of digital customer
experience quality on customer satisfaction at Al Rajhi Bank and to identify
how improvements in digital services influence customers’ overall

satisfaction.
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The Saudi banking sector has experienced significant growth in digital
services in recent years. Banking applications and electronic channels
have become essential tools for customers to complete their daily
transactions. However, customer satisfaction depends not only on the
availability of digital services but also on the quality of the customer’s
digital experience, including ease of use, transaction speed, security, and
electronic support (Al Rajhi Bank, 2024). Therefore, there is a need to
examine the impact of digital customer experience quality on customer
satisfaction at Al Rajhi Bank to support the continuous improvement of

digital banking services.
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The importance of this study comes from the growing interest in digital
transformation within the banking sector and the role of digital customer
experience in improving customer satisfaction. The findings may provide
useful information for enhancing digital banking services at Al Rajhi Bank,
leading to a better customer experience and higher satisfaction levels. In
addition, this study may serve as a reference for future researchers

interested in similar topics.
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What is the impact of digital customer experience quality on customer

satisfaction at Al Rajhi Bank in the Kingdom of Saudi Arabia?
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What is the level of digital customer experience quality provided to Al Rajhi

Bank customers?

What is the level of customer satisfaction with the digital services provided
by Al Rajhi Bank?
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Is there a statistically significant relationship between digital customer

experience quality and customer satisfaction at Al Rajhi Bank?
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To what extent does digital customer experience quality affect the level of

customer satisfaction at Al Rajhi Bank?
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The main objective of this study is to examine the impact of digital
customer experience quality on customer satisfaction at Al Rajhi Bank in

the Kingdom of Saudi Arabia.
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To identify the level of digital customer experience quality provided to Al

Rajhi Bank customers.

To measure the level of customer satisfaction with the digital services
provided by Al Rajhi Bank.
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To examine the relationship between digital customer experience quality

and customer satisfaction at Al Rajhi Bank.
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To determine the extent to which digital customer experience quality

affects customer satisfaction.
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There is a statistically significant relationship between digital customer

experience quality and customer satisfaction at Al Rajhi Bank in the

Kingdom of Saudi Arabia.
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There is no statistically significant relationship between digital customer

experience quality and customer satisfaction at Al Rajhi Bank in the

Kingdom of Saudi Arabia.
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The research model consists of two main variables: digital customer

experience quality as the independent variable and customer satisfaction

as the dependent variable. The study assumes that improving the

customer experience when using digital banking services may be

associated with a higher level of satisfaction with the services provided by

Al Rajhi Bank
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The proposed field study will be conducted among Al Rajhi Bank
customers in the Kingdom of Saudi Arabia who have experience using the
digital banking services provided by the bank. This includes customers
who use the bank’s mobile application, electronic banking services, and
other digital channels. The study will focus on customers’ opinions
regarding their experience when using digital services and their level of
satisfaction in order to examine the relationship between digital customer

experience quality and customer satisfaction.
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The proposed data will be collected through an electronic questionnaire
distributed to a sample of Al Rajhi Bank customers. The purpose of the
study will be explained to participants, and the confidentiality of the
collected data will be maintained. The questionnaire will not request
banking or personal information that is unrelated to the objectives of the

study.
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The study is expected to adopt a quantitative approach using the
descriptive-analytical method, as it is appropriate for the nature of the
research, which aims to examine the impact of digital customer
experience quality on customer satisfaction. An electronic questionnaire
will be used as the main data collection instrument among a sample of Al

Rajhi Bank customers who use digital services.
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The questionnaire will include statements measuring the independent
variable, digital customer experience quality, and statements measuring
the dependent variable, customer satisfaction. After collecting the
responses, the data will be organized, coded, and analyzed using an
appropriate statistical program to describe the study data, test the

hypothesis, and measure the relationship between the two variables.
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The proposed project will be carried out through a series of sequential
stages, beginning with identifying the research topic and ending with

presenting the findings and recommendations.
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Stage One: Research Topic Identification
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Selecting the research topic entitled The Impact of Digital Customer
Experience Quality on Customer Satisfaction and choosing Al Rajhi Bank

as the research setting.
Gl e aaa -2l Al )
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Stage Two: Research Problem ldentification

|ldentifying the research problem related to digital customer experience

quality and its relationship with customer satisfaction at Al Rajhi Bank.
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Stage Three: Formulating Research Questions, Objectives, and

Hypothesis

Formulating the research questions, objectives, and main hypothesis in

accordance with the two study variables.
el all 5 bl 5l Aaal ye sagl ) Als
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Stage Four: Reviewing Previous Studies and References

Reviewing previous studies and academic references related to digital

customer experience quality and customer satisfaction.
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Stage Five: Developing the Research Model

|dentifying digital customer experience quality as the independent variable
and customer satisfaction as the dependent variable and illustrating the

proposed relationship between them.
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Stage Six: Developing the Research Instrument

Developing an electronic questionnaire based on the two research
variables, including appropriate statements to measure digital customer

experience quality and customer satisfaction.
i) gen el A )
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Stage Seven: Data Collection

Distributing the questionnaire to a sample of Al Rajhi Bank customers who

use digital services.
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Stage Eight: Data Analysis

Organizing, coding, and analyzing the collected data using appropriate

statistical methods.
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Stage Nine: Hypothesis Testing

Testing the main hypothesis to identify the relationship between digital
customer experience quality and customer satisfaction and to measure

the impact of the independent variable on the dependent variable.
oLl AEla 5 dladl Ayl
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Stage Ten: Discussion of Findings

Discussing the findings and relating them to the research objectives and

previous studies.
!l ol g ilia gl dlae) 13 jde Al Als )
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Stage Eleven: Recommendations and Final Report

Providing appropriate recommendations based on the study findings and

preparing the final research report.
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Previous studies have examined the relationship between digital banking
service quality, digital customer experience, and customer satisfaction
from different perspectives. They have focused on factors associated with
customers’ interactions with digital channels, including ease of use,
speed, efficiency, security, privacy, reliability, responsiveness, and digital

channel design. This chapter reviews six Arabic studies and six
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international studies related to the two variables of the current research:

digital customer experience quality and customer satisfaction.
A ) il Al oY

First: Arabic Studies
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Al-Mutairi (2022), “The Impact of Electronic Banking Service Quality

on Customer Satisfaction in Saudi Islamic Banks”
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Al-Mutairi (2022) examined the impact of electronic banking service
quality on customer satisfaction in Saudi Islamic banks. The study focused
on four dimensions: ease of use, time saving, confidentiality, and security.
A descriptive-analytical approach was applied, and data were collected
through a questionnaire and analyzed using SPSS. The findings showed
a high level of electronic banking service quality and confirmed a
statistically significant effect of electronic banking service quality on
customer satisfaction. Each of the four dimensions also showed a
statistically significant effect on satisfaction. This study is closely related

to the current research because both studies examine the Saudi banking
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environment and the relationship between digital service quality and
customer satisfaction. The current study differs by focusing specifically on

digital customer experience quality among Al Rajhi Bank customers .
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Al Aziz and Abdulkader (2023), “The Impact of Electronic Banking
Service Quality on Customer Satisfaction: An Applied Study on the

Saudi National Bank”
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Al Aziz and Abdulkader (2023) examined the impact of electronic banking
service quality on customer satisfaction at the Saudi National Bank in the
Asir region. The study adopted a descriptive-analytical approach and used
a questionnaire with a random sample of 166 customers. The dimensions
examined were ease of use, time saving, confidentiality, and security. The
findings revealed very high levels of electronic banking service quality and
customer satisfaction, together with a statistically significant effect of
electronic banking service quality dimensions on customer satisfaction.
The study is relevant to the current research because both are conducted

within the Saudi banking sector and examine customer satisfaction, while
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the current research focuses specifically on Al Rajhi Bank and the broader

concept of digital customer experience quality .
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Metidji and Al-Aggoun (2023), “The Impact of Electronic Banking
Service Quality on Customer Satisfaction: A Field Study on a Sample

of BEA Customers in Laghouat”
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Metidji and Al-Aggoun (2023) examined the effect of electronic banking
service quality on customer satisfaction among customers of the Bank of
Algeria External Bank in Laghouat. The study followed a quantitative field
approach and included a sample of 47 customers. Statistical methods
were used to examine the relationship between electronic banking service
quality and customer satisfaction. The findings showed a statistically
significant effect of electronic service quality on customer satisfaction and
indicated that digital banking channels contribute to saving customers’
time and effort when conducting banking transactions. These findings
correspond with the current research assumption that digital experience
quality can affect customer satisfaction, although the banking environment

and research setting differ.
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Obeid, “The Impact of Electronic Banking Service Quality on the
Satisfaction and Commitment of Palestinian Islamic Bank
Customers”
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Obeid examined the impact of electronic banking service quality on
customer satisfaction and commitment at the Palestinian Islamic Bank.
The study applied a descriptive-correlational approach and used a
questionnaire with a sample of 376 customers. The electronic banking
service quality dimensions included security, ease of use, confidentiality
and privacy, and service efficiency and effectiveness. The findings
showed a moderate level of electronic banking service quality and a high
level of customer satisfaction. A positive relationship was identified
between electronic banking service quality dimensions and customer
satisfaction and commitment. Security showed the strongest effect on
satisfaction, followed by ease of use, confidentiality and privacy, and
service efficiency and effectiveness. These findings are relevant to the
current research because they identify specific elements associated with

customers’ evaluations of their digital banking experience.
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Radi and Ahmed (2021), “Electronic Banking Service Quality and Its
Reflection on Customer Satisfaction: A Field Study on the Trade

Bank of Iraq in Karbala”
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Radi and Ahmed (2021) examined the relationship between electronic
banking service quality and customer satisfaction at the Trade Bank of
Iraq in Karbala. The study used a field-based approach to examine
customers’ evaluations of electronic banking services and the relationship
between these evaluations and satisfaction. The results indicated an
association between electronic banking service quality and customer
satisfaction, reflecting the importance of digital banking quality in shaping
customers’ overall evaluations of banking services. The study is
consistent with the current research in examining the relationship between
electronic quality and customer satisfaction, while the current research
focuses on the Saudi banking environment and digital customer

experience quality.
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Al-Hindawi (2016), “The Impact of Electronic Service Quality
Provided by Jordanian Commercial Banks on Customer

Satisfaction”
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Al-Hindawi (2016) examined the impact of electronic service quality
provided by Jordanian commercial banks on customer satisfaction. The
study focused on reliability, responsiveness, ease of use, and security and
was applied to a random sample of 444 customers. The analysis
examined the level of electronic service quality, customer satisfaction, and
the relationship between them. The study contributes to the current
research by identifying characteristics associated with customers’
evaluations of electronic channels, particularly ease of use, security,
responsiveness, and reliability, which are closely connected to digital

customer experience quality.
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Egala, Boateng, and Mensah (2021), “To Leave or Retain? An
Interplay Between Quality Digital Banking Services and Customer

Satisfaction”
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Egala, Boateng, and Mensah (2021) examined the impact of digital
banking service quality on customer satisfaction and retention intentions
in Ghana. The study combined dimensions from electronic service quality
models and analyzed 395 responses using Partial Least Squares
Structural Equation Modeling (PLS-SEM). The findings showed that digital
banking service quality was associated with customer satisfaction and
retention decisions, with important dimensions including ease of use,
efficiency, privacy and security, and reliability. This study is directly related
to the current research because it examines digital banking service quality

and its relationship with customer satisfaction .
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Hammoud, Bizri, and El Baba (2018), “The Impact of E-Banking
Service Quality on Customer Satisfaction: Evidence From the

Lebanese Banking Sector”
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Hammoud, Bizri, and El Baba (2018) examined the impact of e-banking
service quality on customer satisfaction in the Lebanese banking sector.
The study adopted a quantitative approach and collected data through a
questionnaire distributed to banking customers in Lebanon. Structural
Equation Modeling using AMOS was applied to analyze the data. The
study examined efficiency and ease of use, reliability, security and privacy,
and responsiveness and communication. The findings showed statistically
significant effects of e-banking service quality dimensions on customer
satisfaction, with reliability showing the strongest influence among the
examined dimensions. The study is directly related to the current research
through its focus on the relationship between electronic banking quality

and customer satisfaction .
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Raza, Umer, Qureshi, and Dahri (2020), “Internet Banking Service
Quality, E-Customer Satisfaction and Loyalty: The Modified e-
SERVQUAL Model”
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Raza, Umer, Qureshi, and Dahri (2020) examined the relationship
between internet banking service quality, e-customer satisfaction, and e-
customer loyalty. The study applied a modified e-SERVQUAL model and
examined user friendliness, website efficiency, personal needs, and site
organization. The findings showed that all examined service quality
dimensions had positive and statistically significant effects on customer
satisfaction. Customer satisfaction also had a positive and statistically
significant effect on e-customer loyalty. These results support the current
research assumption connecting digital customer experience quality with
customer satisfaction because ease of use, efficiency, and digital channel

organization are central components of the digital user experience .
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Fianto, Rahmawati, and Supriani (2021), “Mobile Banking Services
Quality and Its Impact on Customer Satisfaction of Indonesian

Islamic Banks”
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Fianto, Rahmawati, and Supriani (2021) examined mobile banking service
quality and its relationship with customer satisfaction among customers of
Indonesian Islamic banks. The study focused on dimensions associated
with the use of mobile banking applications, including ease of use,
security, design, and the application system. Data were collected from
mobile banking users and analyzed statistically to examine the
relationship between service quality and customer satisfaction. The study
is highly relevant to the current research because it focuses on customers’
experiences while using a digital banking application rather than

traditional banking services .
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Gautam and Sah (2023), “Online Banking Service Practices and Its

Impact on E-Customer Satisfaction and E-Customer Loyalty”
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Gautam and Sah (2023) examined the relationship between online
banking service practices, e-customer satisfaction, and e-customer
loyalty. The study applied the E-S-QUAL framework to measure online
banking service quality through dimensions including e-customer service,
organizational website, website efficiency, user friendliness, security, and
privacy. The findings showed an association between online banking
service practices and customer satisfaction, with satisfaction contributing
to the relationship between service quality and customer loyalty. The study
supports the current research by combining ease of use, efficiency,
security, and privacy as important elements in explaining customers’

satisfaction with digital banking channels .
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Amin (2016), “Internet Banking Service Quality and Its Implication on

E-Customer Satisfaction and E-Customer Loyalty”
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Amin (2016) examined internet banking service quality and its relationship
with e-customer satisfaction and e-customer loyalty. The research model
focused on four dimensions: personal needs, site organization, user
friendliness, and website efficiency. The findings confirmed positive and
significant relationships between all four dimensions and internet banking
service quality. Internet banking service quality also had a significant effect
on e-customer satisfaction, while higher satisfaction contributed to
stronger customer loyalty and lower intentions to leave the bank. This
study directly supports the current research because website usability,
efficiency, and organization are closely associated with the quality of

customers’ digital banking experiences .
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The reviewed Arabic and international studies show general agreement
regarding the relationship between the quality of digital banking
interactions and customer satisfaction. Saudi studies reported statistically
significant effects of electronic banking service quality on customer
satisfaction, and similar findings appeared in studies conducted in other
Arab and international banking environments. The most frequently
examined factors included ease of use, security, privacy, efficiency,

reliability, responsiveness, and digital channel design.
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The studies differ in how digital service quality was measured. Some
examined electronic service quality broadly, while others focused
specifically on internet banking or mobile banking applications. The
current research is closer to the latter approach but applies the broader

concept of digital customer experience quality to measure customers’
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evaluations of their experiences when using Al Rajhi Bank’s digital

services.
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Research Gap 2.3
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Most previous studies focused on electronic banking service quality,
internet banking service quality, or mobile banking service quality. The
current research focuses specifically on digital customer experience
quality, which reflects the customer’s evaluation of the overall experience

while interacting with digital banking channels.
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The applied research gap is associated with the focus on Al Rajhi Bank
customers in the Kingdom of Saudi Arabia. Previous Saudi studies
examined Islamic banks generally or other Saudi banks, while the current
study specifically investigates the relationship between digital customer

experience quality and customer satisfaction at Al Rajhi Bank.
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Summary of Previous Studies 2.4
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Previous studies provide empirical support for examining the relationship
between digital customer experience quality and customer satisfaction.
Ease of use, efficiency, security, privacy, and reliability repeatedly
appeared as factors associated with satisfaction with digital banking
services. The current research draws on these studies to define the
relationship between the independent and dependent variables and to
support the main hypothesis proposing a statistically significant
relationship between digital customer experience quality and customer

satisfaction at Al Rajhi Bank.

30




ol yall daild

rd ) gl sl

A5 ySIYI 48 eaddl Cleadll 335 il (2023) Land s arles aldllage 5 ¢ e daae dz ¢ 330 )
Al s AplaiBY) aglall dlae sasradl Y bl e ddnk dulyn edlesdl Ly e
A gilall

& gl e Dlanll Liay e 45 SV A el Glesdll 32 5a S (2022) . ke 28¢5kl
A gl 5 Ay 5o 5 ApalaiBY) 4 slell dlae D0 grall LDl

A W A lall @ il (e dadiall 45 5 ySIY) Cladali 53 5a S5 (2016) .00 e dene Slae ¢s shigl)
el Laa )y e

:*\.u\J.J u.’t_ul\ Lo ‘;s: Ll Sl @J‘)ﬁy‘ 3\:\2:‘).‘4&\ Cleaadll ARES (2021) ,mb 6L:.;A.a\‘)
Agiplail) &l Jlee V) lpabiail dlaa (3 jall — 230 < L35 jlaill 8| jall o jaal) e dilag
DYl il D ol Jill g Liay Ao Ay I 4 peaall Claadll 335 i dese jald cane
Aoy 5 Aalaiy) bl Hall LSl daalal) s cikadal)

teaall Ly e A g ySIY) 48 jeaall claddll 33 o S (2023) i) ¢ shall 5 65yl ¢ oatia
el lee dada )2V dne BEA (i all il el ode die e dgilae dul 0

PAPIE

A0 sl Ly yal ASLaall (gl S 2024 (s siaall g il (2024) oanl Sl G s

31




sAaial) aal sl

Amin, M. (2016). Internet banking service quality and its implication on e-
customer satisfaction and e-customer loyalty. International Journal of
Bank Marketing, 34(3), 280-306.

Egala, S. B., Boateng, D., & Mensah, S. A. (2021). To leave or retain? An
interplay between quality digital banking services and customer

satisfaction. International Journal of Bank Marketing.

Fianto, B. A., Rahmawati, C. K., & Supriani, 1. (2021). Mobile banking
services quality and its impact on customer satisfaction of Indonesian

Islamic banks. Jurnal Ekonomi & Keuangan Islam.

Gautam, D. K., & Sah, G. K. (2023). Online banking service practices and
its impact on e-customer satisfaction and e-customer loyalty. SAGE Open,
13(3).

Hammoud, J., Bizri, R. M., & El Baba, I. (2018). The impact of e-banking
service quality on customer satisfaction: Evidence from the Lebanese
banking sector. SAGE Open, 8(3).

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.).

Pearson.

32




Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer
experience throughout the customer journey. Journal of Marketing, 80(6),
69-96. https://doi.org/10.1509/im.15.0420

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A
multiple-item scale for assessing electronic service quality. Journal of
Service Research, 7(3), 213-233.
https://doi.org/10.1177/109467050427 1156

Raza, S. A., Umer, A., Qureshi, M. A., & Dahri, A. S. (2020). Internet
banking service quality, e-customer satisfaction and loyalty: The modified
e-SERVQUAL model. The TQM Journal, 32(6), 1443—-1466.

33



https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1177/

	1.1 مقدمة
	1.2 مشكلة البحث
	1.3 أهمية البحث
	أسئلة البحث:
	الأسئلة الفرعية:
	أهداف البحث:
	الأهداف الفرعية:
	فرضيات البحث:
	نموذج البحث:
	نموذج البحث المقترح:
	مكان التطبيق المقترح للبحث:
	منهجية البحث المتوقعة:
	المخطط المقترح للمشروع:
	2.1 الدراسات السابقة
	2.1 Literature Review
	أولًا: الدراسات العربية
	First: Arabic Studies
	ثانيًا: الدراسات الأجنبية
	Second: International Studies
	2.2 التعقيب على الدراسات السابقة
	2.2 Discussion of Previous Studies
	2.3 الفجوة البحثية
	2.3 Research Gap
	2.4 خلاصة الدراسات السابقة
	2.4 Summary of Previous Studies

	قائمة المراجع:

