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ABSTRACT

The aim of this study was to find out the impact of automated service quality on
brand loyalty with the mediating role of customer satisfaction and moderating role
of customer knowledge. Data was collected through 150 questionnaires completed by
randomly selected customers. Descriptive statistics, exploratory factor analysis, and
multiple regressions were used to test the direct impact of automated services quality
on brand loyalty, and moderating role of customer knowledge. The findings suggest
that the automated service quality and customer knowledge have a significant and
positive effect on customer satisfaction. The results show automated service quality and
customer satisfaction to be significantly associated with brand loyalty.

INTRODUCTION

Automated service quality has been seen as an
important and major way to increase the organizational
performance (Caruana, 2002). It also remains a
considerable and an important issue in the marketing
literature (Jensen & Markland, 1996). So, the
automated service quality and brand loyalty is the core
heart of any industry (Le Blanc & Nguyen, 1988). It
means for any successful industry, that industry must
rely on the customer perception and his expectation
which a customer have about it (Yavas, Benkenstein,
& Stuhldreier, 2004).

During last two decades the technology has become
the cause of reforms in any industry. After the revolution
in the technology, the technology created a new world
for any industry; where the customer can interact easily
and can avail automated services without any hesitation
anytime and anywhere. Technology has changed the
way of doing businesses, and also discovered the new
automated service channels for creating any new product
(Edey & Gray 1996; Lang & Colgate, 2003).

The purpose of investigation of this phenomenon
is to examine why customer loyalty is decreasing even
after providing better services. For any industry, the
loyalty of the customers can be explained in these three
components (Oliver, 1999). First, customer loyalty can
be shown through their behavior. Second, loyalty can be
indicated by the attitude that a customer has towards that
brand. Third, the combination of the customer attitude
and their behavior towards that brand, because higher
level of customer loyalty can be helpful for boosting

income, and can enhance the company’s operations and
performance.

Increasing the customer loyalty for new customers
is five times more expensive as compared to maintaining
the existing customers (Godes & Mayzlin, 2004).So
based on these facts for getting economical benefit of
a company, it is necessary to have loyal customers and
it’s a great effort which is done by a company. A firm
can increase his customer loyalty after providing better
service quality.

However, with these services there are some other
factors that are required besides service quality. If
customers have knowledge about the service, like how
to use it, how to properly avail it, then customers always
go for information based decision, and hence they will
be more satisfied exhibiting higher level of loyalty
(Capraro, Broniarezyk, & Srivastava, 2003).

For measuring the customer satisfaction and brand
loyalty, the automated service quality is an important
feature. Providing the automated service quality can
also enhance the brand loyalty, profitability and strength
of the relationship with the customer. Any industry that
is using traditional delivery channels is facing critical
conditions.

After the importance of automated service quality, it
is a necessity to understand how a customer can evaluate
the services, and how to give the knowledge or awareness
about automated delivery channels, because when a
customer is having ample knowledge about automated
services, then he will be equipped for adopting the
specific automated services and will feel comfortable
while using that service. This acceptance of the customer
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