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ABSTRACT

Maintaining customer loyalty has become more challenging than ever for financial
institutions like Maybank Islamic. The swift shift to digital banking and the emergence of
fintech competitors have reshaped customer expectations, pushing banks to go beyond
traditional services. Today’s clients demand more than just quick and efficient transactions
as they seek personalized experiences and meaningful interactions that build trust and
satisfaction. In this regard, the research assesses the contributions of customer service
towards building client loyalty with special emphasis on the critical elements of
relationships. The researcher used the qualitative research method supported by a review
of literature and semi-structured interviews with 7 employees. The findings reveal that
personalized customer service, responsiveness, and the availability of Shariah-compliant
products are critical factors influencing customer loyalty. Employees highlighted the
importance of proactive engagement through initiatives such as community events and
tailored product recommendations, which help build trust and strengthen customer
relationships. However, difficulties such as irregular service delivery and technology
restrictions were identified as areas for improvement. Addressing these gaps by leveraging
technology, streamlining processes, and providing continuous staff training were

emphasized as crucial steps to meet customer expectations effectively.
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CHAPTER ONE

INTRODUCTION

1.1 Introduction

In today’s competitive banking industry, customer service is an important differentiator
in building and retaining customer loyalty. As banks strive to set themselves apart from
their competitors, the quality of customer service they provide often determines
whether customers choose to stay. This is particularly true for Maybank, which places
a strong emphasis on delivering excellent service as part of its customer-focused
strategy. Customer service at Maybank spans a lot more than just transactions as it
covers each stage of the journey right from account setup to ongoing operations,

support, and maintenance of the customer base.

As customers’ expectations evolve in the digital age, Maybank’s ability to adapt and
meet these demands is vital in maintaining customer satisfaction and loyalty. Research
by Muhammad Aqib Shafiq (2023) emphasizes that high-quality customer service,
which builds trust and commitment, is essential for retaining customers. The 2022
McKinsey report further highlights the need for banks to combine technology with
human-centric service models to meet rising customer satisfaction standards (Adarkar,
2022). For Maybank Islamic, this requires investing in advanced technology while
delivering personalized service across all channels to keep pace with these evolving

expectations.

1.2 Research Background

Maybank Islamic Berhad is a subsidiary of Maybank Group and one of the largest
Islamic financial institutions in ASEAN and the world. It has a strong presence in the
Islamic finance space, offering a wide range of Shariah compliant products and services
to individuals and corporates. With over 354 branches in Malaysia and presence in
Dubai, Indonesia, Singapore, Hong Kong, London and Labuan, Maybank Islamic is a
major player in cross border Islamic banking and finance (Maybank Islamic, 2024).
The bank offers retail banking, corporate banking, investment banking and wealth

management, all structured in accordance with Islamic law.
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