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service quality of the banks. To measure the level of happiness, the study has
focused on identifying the determinants of customers’ happiness. The study is based
on the banking sector organizations of UAE that’s why a total of three banks were
selected to conduct the study. The study has measured the personalized smart
services of the banks and their influence on the indicators of the happiness. The
study collected the data from both primary and secondary methods. Both surveys
and interviews were conducted to know the current situation. The findings of the
study indicated that personalized services of the banks influence the satisfaction

level of the customers and this is an indicator of happiness and loyalty.

1. INTRODUCTION

In the banking sector, e-services are becoming
increasingly popular as it is facilitating more
advance and robust services to the customers. As
the growth in the banking sector is determined by
the level of service quality provided by the
particular banks that’s why banking organizations
are now focusing on improving the service quality
rather than offering more product. If the service
quality of a firm is high customers automatically
get attracted towards that particular bank (Chang
et al,, 2009; Santos, 2003). Service quality can be
defined as the customer judgment about the e-
services of the bank in terms of their ease of use,
availability, reach and their quickness and
performing the each and every service provided by
the bank (Ping et al., 2012).

This research report is all about smart service
quality of the banking sector organizations and
how they influence the satisfaction level of the
customers (Sihag et al,, 2024; Treacy et al., 2025; El
Khatib et al., 2023). The research also focusing on

the determinants of the customer satisfaction with
the outcomes of the service quality they receive
from their providers. The customer satisfaction is
defined as the extent to which customers are using
the e-services of the banks and showing their
interest in using them. It is necessary to measure
the level of customer satisfaction with the quality
of eservices of the bank as the high level of
satisfaction of the customer creates customer
loyalty and increase customer retention (AlMidfa
etal, 2024; Naim et al,, 2024; Khan et al,, 2023). As
of now, many studies have been conducted in this
reference and they have analyzed the level of
customer satisfaction with the quality of e-services
provided by the bank. The study is also exploring
the determinants of the customer happiness with
the e- services of banks and personalization of
smart services.

1.1 Organizations Overview
1.1.1. Emirates NBD


https://journals.gaftim.com/index.php/ijbas/index
https://doi.org/10.1016/j.joitmc.2023.100034
https://doi.org/10.1016/j.joitmc.2023.100034

M. El Khatib et al.,

One of the largest banks in the region was formed
on 16t of October 2007 when the Emirates Bank
International and the National Bank of Dubai has
merged. The bank has 9,000 people from 70
different nationalities with more than 220
branches across UAE, and more than 940 ATMs
(Kabiraj etal., 2011; Joghee et al., 2021; Rosmadi et
al,, 2025).

Vision: To be globally recognized as the most
valued financial service provider in the Middle East
(Shwedeh et al., 2023; AlQassem, 2022; Kofinas et
al, 2016).

Values: Customer Focus, Service Excellence,
Innovation, Passion for performance, Integrity &
Teamwork.

1.1.2. National Bank of Abu Dhabi

Considered as the UAE largest bank and first bank
that expand overseas in 19 different countries
other than UAE with more than 60 branches
starting its journey with its first branch in Egypt.
NBAD was founded in 1968 as Abu Dhabi first bank
(Razmak et al,, 2018; Murtaza et al., 2024; Yasir et
al.,, 2024).

The bank has a clear corporate governance system,
which consists of four guiding principles, which
included the following: leadership, accountability,
transparency, and strong corporate governance
standards (AlShawabkeh et al., 2016; AlKatheeri et
al,, 2025; Naim et al,, 2025).

In line with its commitment to put customers first,
NBAD is constantly showing their investment in
people and technology to create the most
customer-friendly banking experience.

1.1.3. Dubai Islamic Bank

Dubai Islamic Bank, the world’s first Sharia
compliant competitor and the first Islamic bank in
UAE has been established in 1975. The bank has
more than 8000 employees across various
branches internally and externally (Shwedeh & F.,
2021; Shao et al,, 2025; Kabiraj et al., 2009).
Vision: “To be the most progressive Islamic
Financial Institution in the World (Alzoubi et al,,
2024; El Khatib et al,, 2023; Joghee et al., 2024).”
Mission: “To maintain and improve our position as
the world’s leading Islamic bank through
unsurpassed customer service, innovation, growth
and consistent employee engagement (Neyara
Radwan et al., 2025; El Khatib et al., 2022; Joghee
etal, 2020).”
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The bank is known as a customer-centered
institution, and reflects the diversity & growth of
the city that named after. And as being based in
Dubai, and as a Smart City the bank has established
the “Smart Bank” (AlHamadi et al., 2024; El Khatib
et al, 2023; Khan et al, 2024) which made the
banking experience easier for the customers
through online and mobile banking.

1.2. Research Objectives

This research aims to study the smart service
quality in banks and highlight the importance of
the smart service (mobile banking, online banking)
provided in regard to raising the customers’
happiness indicators. In addition to that, it will also
study the ability of proposing a new way that might
increases the customer happiness indicators by
personalizing their smart services, which meet
their requirements (AlShawabkeh et al, 2017;
Maydybura et al., 2024; Karthika et al., 2024).

1.3. Research Questions

1. Is personalizing the smart services for the
customers would increase the happiness indicators
of them?

2. Can banks personalize the quality of the smart
services they provide increase the happiness
indicators?

2. LITERATURE REVIEW

2.1. Electronic banking

The banking industry recently has been focusing
on electronic banking (e-banking) as new channel
to deliver its services (Shwedeh et al., 2024; Khan
et al,, 2024; El Khatib et al., 2023). The concept of
digital banking has been defined in many ways.
One common definition is the delivery of banks’
services and products to customers through
various platforms, which can be used in various
digital channels such as computers and
smartphone using browser or software, telephone
or T.V (Hackett et al, 2004; Alzoubi et al., 2024;
Anifa et al,, 2024; Shao et al,, 2025). According to
Magembe and Shemi (2002), electronic banking is
all about e-business in the industry of banking.
There are many electronic banking channels that
offering service and product to customers
(Alshurideh et al.,, 2022; AlNajdawi et al., 2024;
Ma’asor et al., 2023). Most common and more
discussed channels include ATM, POS, internet
banking and mobile banking (Worku, 2016). As for
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internet banking concept, it enable customers to
inquire financial transactions on a secure website
provided by the financial institution that can be a
retail or virtual bank, credit union or society
(Alshurideh et al., 2025; Sihag et al., 2024; El Khatib
et al, 2022). Mobile banking is a concept that
deliver some services such as balance checks,
account transactions, payments, credit
applications via a mobile device like a mobile
phone or Personal Digital Assistant (Tiwari and
Buse, 2007).

2.2. Electronic service quality

The quality of e-services has recently become more
popular subject for researches due to new
development and growth of e-commerce (Joghee et
al, 2018; Alzoubi et al.,, 2025; Som et al., 2023).
Quality consider one of the things that consumers
look for in an offer, which service happens to be
one (Solomon, 2009). Service quality defined as the
long term judgement or attitude related to the
excellence of an organization (Ma and Zhao, 2012).
Researches have defined a variety of theory related
to the definitions of e-services (Sylvie & Ina, 2010).
As for the concept of electronic service quality, it is
defined as customer judgment and conclusion of
the excellence and quality of e-serve provided in
the virtual marketplace (Santos, 2003). Another
definition by Parasuraman (2005), is the degree of
an electronic system facilitates efficiency and
effectiveness in service delivery (Kharbat et al,
2017; Anifa et al, 2024; Salloum et al, 2024).
Gronroos (1982) considers services as products
requiring, to a large extent, the consumer’s
involvement in the process of production and
consumption; during which consumers compare
their expectations about the service with what they
actually receive (Yas et al., 2024; El Khatib et al,,
2024; Alblooshi et al., 2025). The result of this
comparison is perceived service quality
(Parasuraman etal., 1985, 1988).

2.3. Measurement of quality services

Due to the increased use of electronic services and
the importance of monitoring and measuring e-
service quality, many studies identified several
measurement, which may help to improve and
control the performance of online business (Yang &
Jun, 2002). For example, Zeithaml et al. (2002),
developed a seven dimensional items called e-
SERVQUAL include efficiency, reliability,
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fulfillment, privacy, responsiveness, compensation
and contact. Parasuraman et al. (2005) stated
information availability and content; ease of use or
usability; privacy or security; graphic style; and
reliability or fulfillment as five criteria of e-service
quality. SERVQUAL has been widely used in a
variety of service industries, including the banking
industry (e.g. Joseph et al., 1999; Jun et al.,, 1999;
Caruana, 2002; Joghee et al.,, 2013; Habbal et al,,
2019; Alshurideh et al,, 2025).

2.4. Service quality and customer satisfaction

It is in line with the fact that service quality is a
determinant of customer satisfaction, because
service quality comes from outcome of the services
from service providers in organizations (Cronin &
Taylor, 1992). Customers estimate their treatment
depends on their personal experiences and
expectations with the service. Szymanski and Hise
(2000), stated that customer satisfaction is
referred to the extent to the customer satisfaction
with e-banking experience. A research conducted
by El-Kasheir et al. (2009) recommended that all
banking channels should be strategically deployed
with the aim to reach high customer satisfaction
and retention (Khatib et al.,, 2024; Hanaysha et al.,
2021; AlNajdawi et al.,, 2024).

Researchers also have found the significant link
between service quality and customer satisfaction
(Yang and Fang, 2004; Kumbhar, 2011; Ping et al,,
2012). Itis reasonable for customers to be satisfied
based on the quality of services received, the
variety of product or services offered and ability to
personally interact with e-banking and effectively
accomplish a transaction (Kumar et al, 2024;
Ahmed et al, 2024; Alshurideh et al, 2024).
Moreover, e-service quality influences customer
satisfaction and accordingly creates customer
loyalty (Chang et al, 2009). Chu et al. (2012)
examined the relationships between service
quality, customer satisfaction and loyalty and
concluded that service quality determines
consumer’s satisfaction, and consumer satisfaction
has a major effect on loyalty (Al-Qassem et al.,
2021; Rana et al,, 2025; Halder et al.,, 2024).
Research linked online service quality to typical
customer retention outcomes such as e-loyalty (e.g.
Ribbink et al., 2004; Parasuraman et al., 2005),
customer satisfaction (Al-Hawari and Ward, 2006)
and e-trust (Ribbink et al., 2004). Hence, Al-Hawari
and Ward (2006) stated that the main goal of
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delivering online service quality by banks is
customer retention. Santos (2003) determined that
banking success is dependent upon service quality
(Kanwal et al.,, 2023; AlMidfa et al., 2024; EI Khatib
etal, 2023).

2.5. Quality services and happiness indictor
There is increasing number of research advocating
the need to extend satisfaction paradigms to
incorporate “higher levels” of satisfaction in
assessing service quality outcomes (Oliver, 1997).
From customer perspective, service quality not
only provides satisfaction but also leads to an
increased feeling of happiness (Alzoubi et al., 2024;
Pande et al,, 2024; Al-Nakeeb et al., 2024). Thus,
service quality can improve profitability and
people’ well-being (i.e. increased happiness).
Technical service quality have positive impacts on
consumer happiness. There is some evidence that
many customers may switch brands even though
they are satisfied with existing levels of service
quality (Keaveney, 1995) also customers may feel
dissatisfied if provided with basic levels of service
quality. The study also demonstrated that
managers of service organizations could create and
enhance consumer happiness by delivering
excellent technical and functional service quality.

2.6. Personalization

Modern marketers understand that engaging
customers through personalized services as
customer preferences of bank continuously change
(AlShawabkeh et al,, 2023; Shao et al,, 2025; Ilyas
et al,, 2023). A recently definition by Ball, Coelho
and Vilares (2006) is that any creation or
adjustment of a service to suitable the individual
requirements. Personalization allows organization
to equal the right product or service to the right
customer, for the right price, at the right time
(Coner, 2003; Tanveer et al., 2025; Kofinas et al,,
2016; El Khatib et al, 2024). Prahalad and
Ramaswamy (2004) claim that the company and
the consumer are increasingly creating value
through personalized experiences that are unique
to each individual (Khan et al., 2023; Rosmadi et al.,
2025; Kukunuru et al, 2019). As customer
familiarity ~with electronic banking keep
increasing, as a result increase his expectation on
the level of personalized services (Joghee et al,
2024; AlShawabkeh et al, 2021; Joghee et al,
2021). Hence, banks can use personalization as a
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technique to differentiate the provided services
from competitor (Hanson, 2000). With high service
differentiation, the bank gain higher revenue than
competitors (Kim and Mauborgne, 2005).

2.7. Personalized services and satisfaction

In line with the personalized impact on customer
satisfaction and happiness, personalization has
largely been assumed to affect satisfaction and
loyalty (e.g. Peppers and Rogers, 1993; Rust et al.,
2000). A research conducted by Dwayne 2006, to
examine the influence of service personalization on
satisfaction and loyalty, concluded that
personalized services increases satisfaction as well
have effects on customer loyalty (Vij et al., 2025;
Kharabsheh et al, 2024; Kabiraj et al, 2009).
Moreover, personalized relationship is more likely
to endure and increases the emotional barriers to
switching (Karthika et al., 2024; Naim et al., 2025;
Murtaza et al, 2024). Moreover, if a bank can
provide personalized services to their customers
leading them to feel that the newly provided
personalized services are useful and user-friendly,
their level of satisfaction increases (Davis 1989;
Bagozzi and Warshaw, 1989). Researches also
revealed that customer satisfaction has a positive
impact on customer loyalty (e.g. Leverin and
Liljander, 2006; Anderson and Sullivan, 1993). As a
result, it become difficult for its competitors to
attract satisfied customers than unsatisfied
customers (Methlie and Nysveeen, 1999; Treacy et
al.,, 2025; AlKatheeri et al., 2025; Shehab et al,,
2023).

2.8. Smart banking in UAE

Online and mobile banking is gaining more
popularity in the UAE. Recent data proposes that
customers in UAE are using their daily bank
services via mobile phone (Alzoubi et al.,, 2025;
Ma’asor et al., 2023; Nuseir et al., 2021). It is a fact
that the market in the UAE is more branch driven,
however, a high usage of online and mobile
banking is common. A survey conducted by RFi in
2015 of UAE retail customer behavior with bank,
there is a high penetration of electronic banking
usage within the UAE population, with 82 % of UAE
customers using at least one electronic channel
provided by the bank. Moreover, approximately 61
% use online banking through smartphone, while
57 % use a mobile app (Rizvi, 2015).

To improve smart banking quality with respect to
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personalized services, the UAE Banks Federation
has declared the Mobile Wallet initiative, which
targets to provide many bank services as possible
through smartphones or any other devices. Abdul
Aziz Al Ghurair, chairman of the UAE Banks
Federation, stated that, the Mobile Wallet supports
a critical objective related to the Smart
Government in order to reach all individual in the
UAE (AlQassem et al, 2022; Lee et al, 2024;
Khadragy et al, 2022). In line with digital
personalized services provided by bank
insinuations, The UAE will be the first country in
the world to offer the whole banking sector
supports such project, which will influence
people’s daily lives by enabling government
services to be paid easily and by providing financial
need in a secure environment (AlShawabkeh et al.,
2018; Joghee et al, 2023; Sun et al.,, 2016). The
project received very positive feedback and a wide
range of merchants and retail outlets around the
country (Sambidge, 2014).

On the other hand, an annual survey in 2017
conducted regarding the Bank Satisfaction index in
UAE by Souqgalmal.com, which aim to estimate
customers’ happiness with their bank and help
highlight the factors affect customer satisfaction.
The survey revealed that only 25 per cent of people
would recommend their bank to other, which is 9
% less than previous year (Samer Hamadneh et al,,
2023; Alshurideh et al., 2022; Tangri et al., 2023).
Moreover, 66% of UAE respondents want better
banking standards. In regards of customer
satisfaction they are looking for a better banking
experience across all channels such as the
branches, ATM’s, call centers, online banking and
mobile banking. Remarkably, majority of the
respondents 68 percent exposed that they prefer
digital banking channels over the physical channels
(Singh, 2017; AlHamadi et al., 2024; EI Khatib et al,,
2023; Nuseir et al., 2019).

3. METHODOLOGY

3.1 Procedure

The methodology of this research was conducted in
a financial sector in Dubai by choosing three
different banks that are either based in Dubai or
have a branch. The three bank was chosen are
Emirates National Bank of Dubai, National Bank of
Abu Dhabi and Dubai Islamic Bank. The data used
in collecting and presenting the analysis are part of
qualitative and quantitative designs. To have a
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strong report, different tools in analyzing the data
were deployed. Interview and Survey were
conducted for the purpose of combining the
information. The secondary data - literature
review was used as well from hbmsu - elibrary, in
addition to other studies of the research to support
it.

3.2 Sample

The study is focusing on reading the topic carefully,
by understanding the concept of the variables in it,
what could affect it, and how can it be improved.
The data was collected mainly from two different
side, the banks’ employees and customers. The
study sample was fairly small as 49 participants
participated in the survey, and 4 in the interviews,
which includes (Branch Manager, Head of
Electronic Banking Service Department, Customer
Service officer, Senior Manager). The study used
both stratified sampling which is presenting the
three different banks (stratums) equally, and the
simple random sampling and targeting the
respondents by ensuring they are from the three
different banks in order to stay with the covered
banks in the study.

3.3. Research Design

This research was designed to show the correlation
between the variables mentioned in the research,
in addition to answering the above stated research
questions. The methodology of the data collection
in this study was as per the below:

- Survey with (18) questions multiple choice was
sent out to (49) customers from the three different
banks. The survey was done through the google
online survey.

- Four interviews were done with 3 managers, and
one officer - a non-managerial level, to allow
different perspectives in the research. The aim of
these interviews was to know how the employees
in the bank see their journey with their customers
and whether they are capable to provide more
services.

3.4. Data Collection

The data collection had been done through both
primary as well as secondary sources in gathering
the data. Primary data are sources that provide
direct information from a certain person, which
includes online survey and interviews.
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By contrast, secondary sources are the information
that were created by other researchers about the
topic which includes articles or books, and as for
this paper the secondary sources has been
downloaded from HBMSU e-library.

As mentioned previously, this research data has
been collected through quantitative and qualitative
manners. As the three banks customers’ conducted
the survey, where we got 49 responses from three
by approximately 17 for each. This will be
discussed below in the data analysis (Yasir et al,,
2024; AlKatheeri et al., 2025; Rana et al., 2025).

In addition to the above, the qualitative data
included personal interviews, which were
conducted with three managers, and one officer.
Although the plan was to conduct the interviews
with at least two representatives from each bank,
but according to the very tight schedule they had
we ended up with 4 representatives. The goal was
to gain more information from the employees and
give proper evaluation for the current statement
and the predicted one.

4. DATA ANALYSIS

Microsoft Excel sheet and SPSS have been used in
gathering the data to make it easier in finding out
the relation between the variables, in addition to
that, different tables were created to present the
data in graphical figures.

4.1. Findings

The data analysis is showing the results of the
questionnaire, and the interviews conducted. The
18 questions of the survey were designed for
specific reasons, which include, measuring the
level of satisfaction and happiness with the current
service provided from the banks, and the desire of
the customers in getting some personalized
services for them. The researchers tried out to
answer the two questions of the research
objectives by examining whether providing such
service would raise the level of happiness and
whether banks could do it (Anifa et al., 2022; Al-
Kassem & A. H., 2021; Kurdi et al,, 2025). The main
variable of the research is Happiness as Dependent
variable, and smart services & personalizing the
service are as independent variables. Although
these are the
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Age
8o, 4%0 18% m 18-25
m26-35
36-45
m46-55
m Above 55

Figure 1: Age

main variables, but the researchers have studied
the other independent variables in the survey that
might affects the dependent one. Further
explanation will be shown below.

Moreover, the interviews have been conducted
with two levels where it was again analyzed in
Microsoft Excel.

The objectives of the survey were to know whether
the customers are happy with the smart services
provided, if they would have personalized services,
and if those services would increase their level of
happiness. At the beginning of the survey, a
definition of both smart services and personalized
services to make it clear to the customers. The
majority of the customers participated in the
survey were female with a percentage of 55%. With
avery close response in the second question, single
respondents were about 51%. As for the third
question about the education level, 55% of the
respondents were graduated, 33% where with a
master, and 12% were under graduate. However,
none of the respondents held a PhD degree. Most of
the customers were in the age of 26-35 with a
percentage of 43%, after that 27% for the age of 36-
45,18% of them belonged to the age group 18 to 25
years which means 18% of the respondents were
youth. 8% of the respondents belonged to the age
group 46 to 55 years while only 4% were above 55

ears of age.

Gender

m Male

m Female

Figure 2: Gender
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Maritul Status

® Married

m Single

Figure 3: Marital Status

Education Level

m Under Graduate
m Graduate

m Master

= PhD

Figure 4: Educational Level

Monthly Income
4%

10%  mBelow 10,000 AED

® 10,000 - 15,000 AED
116,000 - 25,000 AED
m 26,000 - 35,000 AED
u Above 36,000 AED

Figure 5: Monthly Income

The customers were also asked about their
monthly income. Only 4% of the total respondents
were earning below 10000 AED. 10% of the total
respondents are earning 10000-15000 AED. 33%
of the respondents were falling in the income group
AED 16000 to AED 25000. Most of the respondents,
i.e. 37% of the total respondents stated that they
earn AED 26000- AED 35000 while, 16% of the
total respondents were earning an income of above
AED 36000.
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Statistics

N Valid 49
Mean 2.1429
Median 2.0000
Mode 2.00
Std. Deviation 1.00000
Variance 1.000
Range 3.00

Using Smart Services

0%

mYes
m No
- 67%

35 59%

30 -

25 4 43%

20 -

15 4 24%

10 -

5 |

0 T T T

Safe & [Ease of use Alltime Save time

secure availability

Figuire 6: Smart service use percentage

To assure the effectiveness of the survey and the
measurement mechanism, the respondents were
asked about their usage of the mobile banking
service when 100% of them confirmed that they
are using it. The majority of the customers are
using mobile banking services to save time, which
shows the positive part about transforming to
smart services.

The respondents were asked about the frequency
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with which they were using mobile banking
services, where the majority by 37% of the
respondents stated that they were using the mobile
banking services on weekly basis. As per the
statistics table below, the value of mean (2.14) is
greater than the median (2.00) showing that data
is skewed to right. This shows that frequency of
using mobile banking is higher.

How often you use the smart
banking

m Daily

m Weekly
= Monthly
m Rare

= Never

Figure 7: Usage of smart banking

Majority of the respondents, i.e. 65% stated that
smart banking services are important while only
2% of the respondents stated that it does not make
any difference. . As per the statistics table, the value
of mean (1.51) is greater than the value of median
(1.00) showing that result is skewed towards right.
It means most of the customers think that smart
banking services are important.

Smart banking as new way of
delivering service

12% 2% B Important

m Essential
m Desirable

m Does not make
any difference

Figure 8: Smart banking strategy
Majority of the respondents of the survey stated
that the quality of the current services is excellent
while none of the respondents feel that the banking
services are poor. As per the statistics table, the
value of the mean (1.53) is greater than the value
of median (1.00) showing that data is skewed
towards right. It means the overall quality of the
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bank smart services is above average.

Quality of Smart Services

4%

m Excellent
m Good

m Fair

m Poor

m Very poor

Figure 9: Quality of smart Services
Majority of the respondents, i.e. 94% of the total
respondents were happy about the overall
experience with the current bank. As per the below
table, the value of mean (1.53) is greater than the
value of median (1.00) showing that data is skewed
towards right. It means the level of overall
happiness of the customers with current bank
experience is high.

Happiness and Experience of
bank

6%

m Extremely
Happy

® Happy

m Neutral

Figure 10: Banking Experience
90% of the total respondents were extremely
happy with the smart banking services while none

Happiness and Smart
Services = Extremely
Happy

10% u Happy
» Neutral
m Unhappy

m Extremely
Unhappy
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of the respondents were unhappy with the smart
services provided by the banks. As per the below
table, the value of mean (1.59) is greater than the
value of median (1.00) showing that data is skewed
towards right. [t means the level of happiness of the
people with their bank’s smart services is high.
Figure 11: Smart Service Use

Majority of the respondents (i.e. 94%) agreed with
the statement while none of the respondents
disagreed with the statement. As per the below
table, the value of mean (1.67) is lower than the
value of median (2.00) showing that data is skewed
towards left. However, value of mode (2.00) and
range (2.00) shows that none of the respondents
has selected disagree and strongly disagree as
option. It means that people are satisfied with the
fact that the information and data about various
products and services are updated regularly in the
smart services banking.

Statistics

N |Valid 49
Mean 1.6735
Median 2.0000
Mode 2.00
Std. Deviation  [59118
Variance .349
Range 2.00

Updated data in the smart
service banking

6%

m Strongly Agree
H Agree
Neutral

m Disagree

Figure 12: Updated Data
96% of the respondents which form the majority
agreed with the statement while none of the
respondents disagreed with the same. As per the
below table, the value of mean (1.49) is greater
than the value of median (1.00) showing that data
is skewed towards right. It means people are
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satisfied with the fact that their bank provide
support if they have any problem about smart
banking service.

e Gender and Personalization
Table 1: Gender results

Strongly Agree | Agree | Neutral
Male 59% 36% | 5%
Female 67% 22% | 11%

From the above table 1, it can be seen that
personalization is top expectation of 95% of total
male respondents and 89% of total female
respondents. This shows that more males prefer
personalization in comparison to females.
Table 2: Gender and Happiness
Personalization

from

Yes | No
Male 91% | 9%

Female | 85% | 15%
From the above table 2, it can be seen that 91% of
total male respondents and 85% of total female
respondents would be happy if their bank provides
personalized smart banking service. This shows
male will be happier than females if bank offers
personalized smart banking service.

Table 3: Gender and Smart Banking Services

Daily | Weekly | Monthly | Rare
Male 32% | 32% 22% 14%
Female | 30% | 41% 19% 10%

From the above table, it can be seen that more male
respondents are using personalization services
than female respondents on daily and monthly
basis. Thus, it can be said that males use smart
banking services more frequently in comparison to
females.

Table 4: Age and Personalization

Strongly Agree | Agree | Neutral
18-25 56% 33% | 11%
26-35 71% 29%
36-45 85% 15%
46-55 50% | 50%
Above 55 50% | 50%

From the above table 4, it can be seen that
personalization is top expectation of 88% of total
respondents belonging to age group of 18-25 years,
100% of total respondents belonging to the age
group 26-35 years, 100% of total respondents
belonging to the age group 36-45 years, and 50% of
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total respondents above 46 years of age. This
shows that older people are less likely to prefer
personalization of banking services in comparison
to younger people.

Table 5: Age and Happiness from Personalization
Yes No

18-25 89% | 11%
26-35 86% | 14%
36-45 100%

46-55 75% | 25%

Above 55 | 50% | 50%
From the above table, it can be seen that if bank
provides personalized smart banking service then
it will make 89% of total respondents belonging to
age group of 18-25 years, 86% of total respondents
belonging to the age group 26-35 years, 100% of
total respondents belonging to the age group 36-45
years, 75% of total respondents in the age group of
46-55, and 50% of total respondents above 55
years of age happy. This shows that offering
personalized smart banking service is less likely to
make old age people happy.

Table 7: Age and Smart Banking Services

Daily | Weekly | Monthly | Rare
18-25 44% | 22% 33%
26-35 29% | 52% 19%
36-45 38% | 38% 15% 8%
46-55 25% 75%
Above 55 100%

From the above table 7, it can be seen that young
people makes use of smart banking services more
frequently in comparison to old age people.

Table 8: Educational Status and Personalization

Strongly Agre | Neutr
Agree e al
Under
Graduate 50% 33% | 17%
Graduate 63% 26% | 11%
Master 69% 31%

From the above table 8, it can be seen that people
with higher education wants bank to provide
personalized service.

Table 9: Educational Status and Happiness from
Personalization

Yes No
83% 17%

Under Graduate

https://doi.org/10.54489/ijbas.v5i1.549

International Journal of Business Analytics and Security (IJBAS) 5(1) -2025- 91

81% |19%
Master 100%
From the above table 9, it can be seen that people
with higher level of education are more likely to be
happy if bank offers personalized smart banking
service.

Table 10: Educational Status and Smart Banking
Services

Graduate

Dail | Weekl | Monthl | Rar
y y y €
Under 17
Graduate 33% | 33% 17% %
19
Graduate 26% | 33% 33% %
Master 38% | 44% 19%

From the above table 10, it can be seen that people
with higher education level use smart banking
services more frequently in comparison to people
with lower education level.

Table 11: Income and Personalization

Strongly Agre | Neutr
Agree e al
Below 10,000 100
AED %
10,000 - 15,000
AED 60% 20% | 20%
16,000 - 25,000
AED 69% 19% | 13%
26,000 - 35,000
AED 67% 28% | 6%
Above 36,000
AED 63% 38%

From the above table 11, it can be seen that there is
no specific relationship between preference for
personalization and income of people.

Table 12: Income and Happiness from
Personalization
Yes No
Below 10,000 AED 100%

10,000 - 15,000 AED | 60% | 40%
16,000 - 25,000 AED | 75% | 25%
26,000 - 35,000 AED | 100%
Above 36,000 AED 100%
From the above table 12, it can be seen that there is
no specific relationship between happiness from
personalization and income of people. This means

happiness of people with respect to
personalization of services is not dependent on
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income.

Table 13: Income and Smart Banking Services

Dail | Week | Month | Rar
y ly ly e
Below 10,000 | 50
AED % 50%
10,000 - 15,000 40
AED 40% 20% %
16,000 - 25,000 | 25 13
AED % 31% 31% %
26,000 - 35,000 | 33 11
AED % 39% 17% %
Above 36,000 | 50
AED % 38% 13%

From the above table 13, it can be seen that income
is not a determinant of using smart banking
services.

4.2. Hypotheses Testing

Correlation analysis is used as a technique in
investigating the relationship between the two
quantitative, continuous variables and to measure
the strengths of the association between the two
variables. This study prepared a total of two
hypotheses to measure the level of relationship of
the two independent variables with one dependent
variable. Here the level of relationship is measured
between the smart services and happiness and
between the personalization and happiness.

A total of 8 from 18 general questions have been
prepared to measure the correlation coefficient
between the variables. Questions from 6 to 8
measure the customer attitude and behavior
toward the wusage of smart services, while
questions 10 to 12 measure the smart services
provided by the banks with customers’ satisfaction
and happiness. Question 16 and 17 measures the
personalized service of bank and the level of
customers’ happiness.

4.3. Below, is more explanation about the
variables that have been mentioned above:

1- Questions 6-8:

6. Are you using smart banking? - Here we do
assess the variable using of the smart banking,
since if any customer wasn’t happy with the usage
will reply by No.

7. How often you use mobile banking services? - At
this question we are measuring the frequency of
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the usage as well as customer engagement, which
indicate how many dimensions of customer usage
and how customer is satisfied and engaged with the
services provided.

8. What are the reasons you use smart banking? -
This is a continuous question for the above by
showing the advantages of the usage, and how easy
to use it which by default liked to the raise of
customer satisfaction.

2- Questions 10-12, 15:

10. What is the level of your overall happiness with
your current bank experience? - Here is a direct
question about the service provided by the bank
which can directly link to the customer overall
happiness. The variable extremely happy and
happy can show how much customer are currently
happy with the services.

11. How would you rate the overall quality of the
bank smart services? - At this point a simple
question related to the quality of services provided
by the bank, which indicate if quality is excellent or
even good, customer will remain as he is satisfied.

12. To what extent are you happy with your bank
smart services? — At this point, you are asking a
direct question to measure the level of happiness of
the smart services. The variable extremely happy
and happy measure the level of happiness while
unhappy and extremely unhappy determine
unhappy customer (Alshurideh et al, 2024;
Alblooshi et al., 2025; AlQassem et al.,, 2025).

15. Would you switch your account to another bank
that might provide better smart services? - As this
is a question about loyalty, it is linked with the
satisfaction since being loyal to your bank means
that you are satisfied with the provided services.

3- Questions 16 & 17

16. Having personalized smart banking
service is from my top expectations. - Here we are
measuring whether the personalization is
important or no before introducing the service, a
small brief on what personalization was provided
to the customers. Here also the question measure if
the personalization has emotional effect for the
customer (Maydybura et al., 2024; AlQassem & A.
H., 2024; Khan et al., 2024).
17. If your bank provides you personalized smart
banking services, would this make you happier? -
This is a direct question since we are proposing a
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new services and measuring wither having
personalized service would make a different with
the customer wellbeing and attitude toward the
bank (AlShawabkeh et al.,, 2021; El Khatib et al,,
2023; Pande et al., 2024).

Correlation between the smart services of banks
and happiness of the customers, H1 asserted that
the smart services of the banks have a positive
relationship with the happiness of the customers.

Table 14: Correlation: Smart services of the banks
and happiness of the customers
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facilities and equipment used in the smart services
of banks influences the satisfaction level of the
customers and their overall happiness (Quyet,
Vinh, & Chang, 2015; AlShawabkeh et al., 2014;
Kanwal et al,, 2023; Nazeer et al.,, 2025).

Correlation between the personalized services of
banks and happiness of the customers, H2 asserted
that the personalized services of the banks have a
positive relationship with the happiness of the
customers

Table 15: Correlation: personalized services of
banks and happiness of the customers

Correlations Correlations
Happiness[Smart Happines|Personalizatio
Services S n
Pearson g4 7%k Pearson
] Correlation ) Correlatio |1 .753%*
Happiness ;o (2.tailed) 000 _ n
Happiness .
N 49 49 Sig. (2- 000
Pearson ga7 |1 tailed) '
Smart Correlation i N 49 49
Services  Sig. (2-tailed) ].000 Pearson
N 49 49 Correlatio |.753** |1
**_Correlation is significant at the 0.01 level (2- Personalizatio
tailed). n Sl_g' (2- (000
The above table 14 shows the relationship between tailed)
the two variables named the smart services of the N 49 49
banks and happiness of the customers. The analysis ** Correlation is significant at the 0.01 level (2-
demonstrated that there is a positive correlation tailed).

between the two variables named the smart
services of the banks and happiness of the
customers (r= 0.85, p<0.01). The value of the
correlation coefficient is close to 1, it shows a
strong linear relationship between the smart
services of the banks and happiness of the
customers. The p-value suggest that the
relationship is statistically significant. Hence, null
hypothesis is rejected and the alternate hypothesis
is accepted. It means the smart services of the
banks such as effective delivery of the service and
information upgradation about the products
enhance the happiness level of the customers in
terms of ease of using the services. This result is in
alignment with the study was conducted by Quyet,
Vinh, and Chang (2015) to evaluate the service
quality and its effects on the customer satisfaction.
The findings of the study revealed that the banks
which are less developed in terms of smart services
are less likely to attract the customers. It means
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The above table 15 shows the relationship between
the two variables named the personalized services
of the banks and happiness of the customers. The
analysis demonstrated that there is a positive
correlation between the two variables named the
personalized services of the banks and happiness
of the customers (r=0.75, p<0.01). The value of the
correlation coefficient close to 1 it shows a strong
linear relationship between the personalized
services of the banks and happiness of the
customers. Whereas the p-value suggest that the
relationship is statistically significant. It means the
personalized services of banks such as financial
advice, services of ATMs, leverage customer data,
augment in-branch experience, multi-channel
customer experience, etc (Alshurideh et al., 2025;
Khatib et al., 2024; AlKurdi et al., 2025). enhance
the happiness level of the customers in terms of
ease of using the services. This finding is
contradicting with the study conducted by Shen
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and Ball (2009). According to Shen and Ball (2009),
personalization is not good enhancement to
services that make the customers satisfied and
happy. The effects of the personalization have
contingencies and this may vary across the
categories.

4.4. Interviews:

The researchers conducted four interviews, which
included 3 managers and 1 officer, throughout the
interviews all participants tried to give accurate
information with the experience they have. As
mentioned above, the data was collected through
an Excel sheet and SPSS. Below are the findings
listed according to each question.

4.4.1. Quality services and satisfaction

Quality services and satisfaction are two of the
most important aspects of banking industry. The
interview analysis shows that both Quality services
and satisfaction are important constructs in all the
three banks. The focus of all the three banks-
National Bank of Abu Dhabi (NBAD), Dubai Islamic
bank (DIB) and Emirates NBD Bank is on
improving the Quality of services. For example, the
respondent from DIB highlighted that an initiative
called the “Customer First” was launched by the
bank for improving the products and services
offered along with improving the customer
satisfaction. Further, the smart services of DIB are
also helping the bank in improving the customer
satisfaction. Similarly, the respondent from NBAD
also indicated that their quality service is highly
effective and they focus on providing the important
information to their customer. Lastly, ENBD also
aligns its service with the needs of customers. In
essence it can be said that the quality services of all
the three banks is effective and it is also positively
affecting the level of customer satisfaction (Alzoubi
et al,, 2024; Razmak et al.,, 2018; El Khatib et al.,
2022).

4.4.2. Smart Services

Smart services are the important part of all the
three banks. The use of Smart Service indicates that
the banks are focusing on optimum use of
technology for improving their overall customer
service, customer satisfaction and customer
happiness. The use of technology in the banking
operations helps in enhancing the overall customer
experience. The government of UAE is also
determined towards using the technological
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innovation in the banking sector for improving the
overall efficiency and effectiveness of the banking
industry (AlNajdawi et al., 2024; AlShawabkeh et
al, 2013; Yas et al,, 2024).

4.4.3. Challenges in adopting smart services
Smart services are one of the important parts of all
the three banks - National Bank of Abu Dhabi
(NBAD), Dubai Islamic bank (DIB) and Emirates
NBD Bank. The three of the banks faced challenges
in adopting the smart services. Introducing the
smart services is one of the big transformations in
the banks that required a number of aspects to be
changed (Al-Kassem et al.,, 2022; Kharbat et al,,
2021; Shwedeh et al,, 2024). The challenges were
associated with the strategic and operational
issues. For example, the respondent from NBAD
indicated that it was challenging for them to find
the potential people for leading the smart services.
Resistance of the employees from change was
another challenge highlighted in the interview
analysis (Joghee et al, 2020; AlQassem, 2022;
Karthika et al, 2024). Further, the challenges
associated with the operational issues indicate that
customers had difficulty in adopting the new
banking methods. Another challenge faced by DIB
was also an operational issue, as the mobile
applications were not working effectively but
eventually, the applications were upgraded for
better performance (Som et al., 2023; EI Khatib et
al,, 2023; Shwedeh & F., 2022). In essence it can be
said that any strategic or technological change in
the organization is accompanied by some
challenges. But to keep the best, the three banks
had trainings for the employees, and instructions
through the applications and websites for the
customers.

4.4.4. Smart services and level of happiness

The interviews conducted with respondents of the
three banks indicate that smart services and level
of happiness are positively correlated. The
educated segment has been highly benefitted by
the introduction of smart services. The response
from NBAD indicates that Smart Services have
especially helped in making the lives of people
comfortable by simplifying the complex banking
processes (Alzoubi et al, 2024; Shwedeh, 2022;
Ahmed et al,, 2024). The response from DIB also
indicates that Smart Services have helped in
enhancing the customer experience. In essence it
can be said that the Smart Services can significantly
help in improving the level of customer happiness
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as mentioned in the three banks. The educated
segment of the economy will be the one that will
receive the maximum benefits of technological
innovation such as the Smart services.

4.4.5. Personalization and happiness of customers
The interview has also focused on the
personalization in all the three banks.
Personalization helps in meeting the specific needs
of the customers and eventually improving the
level of customer’s happiness (Alshurideh et al,,
2022; Joghee et al., 2018; Kumar et al.,, 2024). The
responses of the respondents from NBAD indicate
that personalization can be done in offering the
information, products and services. Further, it has
also been highlighted in the interviews that
personalization offers other benefits such as
reduction in the flow of walk-in customers and an
increased focus on the sales. The banks have
incorporated personalization in different forms
such as DIB focuses on the personal financial needs
of the customers. In addition, personalization also
helps DIB for the future product development.
There is however, a risk of losing customers as with
the personalization the direct communication of
the bank with customers reduces. ENBD is
especially concerned with this reduction but, DIB
and NBAD consider personalization of the services
important for the happiness of the customers. It
can be said that personalization and happiness of
the customers are correlated positively.
Personalization as a new service can be used by the
banks to improve their customer happiness.

5. CONCLUSIONS

This study seeks to provide a number of major
contributions to the conspectus of the impact of
smart service quality on of e-banking customer’s
satisfaction and happiness. An important
contributions of this research also is to find out the
role of personalization on the outcomes of
customer behavior in order to be more responsive
to user requirement (AlAmiri et al, 2024;
Hanaysha et al,, 2021; AlQassem et al., 2024). The
result of the study suggests that a high level of e-
service quality has a direct effect on customer
satisfaction and loyalty. Furthermore, with regards
of the analysis that customers have high
expectations and demands related to the smart
service provided by their bank. Likewise, customer
consider delivering personalized and
differentiated experience from their bank which
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consequently increase the level of their happiness.
As a result, e-banking has to deliver more value to
the customer and most important, provide quality
e-services in order to influence customer’s attitude.
The study also helps e-banking providers some
recommendations related to this concepts and it
suggest a dimensions valuable leading indicators
related to customer happiness (AlShawabkeh et al.,
2023; Shwedeh et al., 2024; EI Khatib et al.,, 2024).
It suggest that a future research is required to
extend the studies related to this concept in the
Middle East as the E-service quality in bank has
attracted a lot of attention nowadays.
6. LIMITATIONS
As any other research, the researcher would find
some challenges in terms of time, people,
organization or further studies. Below are some
limitations that has been addressed by the
researcher:
- Shortage in terms of time, where it was very tight
and limited while collecting the data, scheduling
and meeting the interviewees, and later on
analyzing the data.
- The secondary sources were somehow limited, as
the subject is new in the field in terms of
personalizing smart services.
- Consistency of the answers in the survey, as some
of the customers tend to be busy and have limited
time.
- Meeting the employees in the bank was a difficult
part in terms of their busy schedule and their
dedicated time with the customer since all of them
are from the customer service.
- Selecting the right people in the survey was also
difficult since we were looking for customers from
the three banks, and we have tried to do that
through the bank itself but that was not allowed,
which took us more time in searching for the right
customers.
- Limited research conducted related to e-services
and personalized services linked to the happiness
indicator.
7. RECOMMENDATIONS
According to the above research study, and after
studying the data analysis, recommendations has
been considered for further study:
To approach an external companies and
compare it to the ones in the country to see
the difference.
The biggest issue in banks at present is the
confidentiality issue. The banks must strive
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to keep the information provided to them
by the customer confidential. This can be
attained through installing a mechanism
wherein selected people are able to view
the information provided by the customer
and not the entire staff.

+  Banks need to approach the customers
through different channels, which include:
suggestions forms, surveys, focus groups,
and find out what kind of services they
want, study it and implement what is
applicable to raise the level of happiness.

+  Focusing more on quality strategy is
essential for the any e-service providers in
order to drive the customer attitude
toward e-banking services and increase the
customer satisfaction

+ A higher level of personalization is
required to increase customer happiness as
a result banks should have more insights
into the specific unique requirements of
customers.
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