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L E T ' S  G E T  T O  K N O W

O R I G I N A L I T Y / V A L U E /
C O N T R I B U T I O N

A B O U T
This study attempts to construct a model on a combination of
relationship between marketing and service quality dimensions as a
significant factor that predict corporate image. The most important
element in this study is the mediation factor, corporate reputation,
which can mediate the relationship between customer loyalty and
corporate image in the takaful (Islamic insurance) context from the
viewpoint of Saudi Arabian customers.

D E S I G N / M E T H O D O L O G Y /
A P P R O A C H
This study employed online survey where an adopted
questionnaire was administered to 362 family takaful
policyholders from Saudi Arabia. In addition, to test the model
on the direct relationships of the related constructs, and to
test the establishment of corporate reputation as a mediator
concerning its relationship between corporate image and
customer loyalty, the structural equation modelling was used. 

F I N D I N G S / E X P E C T E D  F I N D I N G S

The highlighted contribution of this study is the specific
components of PAKSERV measures that influence the
corporate image. It is also found that relationship marketing
addressing Islamic ethical behavior, as well as the three facets
of bonding – structural, financial, and social bonds - are
incorporated and connected to corporate image. Therefore,
this study will help to understand the impact of service quality
of the PAKSERV model and relationship marketing on
corporate image, reputation, and customer loyalty of the
takaful providers in Saudi Arabia.
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The findings proved that only two dimensions of service
quality (i.e. reliability and assurance) and three aspects of
relationship marketing (i.e. Islamic ethical behavior, financial,
and structural bonds) have a significant impact on the
corporate image of takaful providers. Furthermore, the study
also indicated that corporate reputation mediates the
relationship between corporate image and customer loyalty.




