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Abstract

This study aims to investigate how various aspects of service quality in laptop dealer 
companies affect customers’ loyalty in Jordan. Data were collected from 341 Jordanian 
clients of dealer firms selling laptops in Jordan (HP, LG, Toshiba, Apple, Samsung, 
Sony, and Dell). Collected data were then analyzed; the hypotheses were assessed with 
the help of SPSS and structural equation modeling. The findings showed that custom-
ers’ loyalty is significantly impacted by reliability, accessibility to service, and safety. 
Furthermore, the value of beta represents relative importance. The dimension of safety 
showed the highest level in size of the impact on customers’ loyalty, and its value was 
0.446 of the total impact. Next, the access to service dimension was the second factor 
in the impact size (0.239), and the reliability dimension demonstrated the smallest im-
pact size with 0.146. Additionally, the findings revealed that reliability, access to service, 
and safety explain 52% of the variance in customers’ loyalty to purchase a laptop in 
Jordan. As a result, the study recommends that Jordanian laptop dealer firms consider 
all three service quality characteristics, particularly safety, to maintain the loyalty of 
their customers.
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INTRODUCTION

At both the management and marketing levels, quality dimensions of 
service (safety, reliability, and access to service) and customers’ loyalty 
have been seen as having a close connection. The concepts of service 
quality and loyalty of customers’, in particular, have gotten significant 
attention in marketing due to their impact on consumers’ purchasing 
power. Service loyalty is regarded as one of the most crucial elements 
in service marketing. Devoted clients with significant purchasing 
power are the cornerstone of any organization. However, even though 
these two ideas have been frequently employed in marketing literature, 
their connection still needs to be clarified (Kheng et al., 2020).

In the realm of information and communication, laptops have recently 
attracted much attention because they are portable gadgets. Currently 
they serve as both an open window and a multipurpose tool. More and 
more people are using laptops for work, school, banking, commerce, 
communications, and other facets of life. Laptops are crucial for busi-
nesses like hospitals, banks, schools, universities, and telecommuni-
cation corporations. Companies that manufacture laptops, including 
Toshiba, HP, Dell, Lenovo, and others, swiftly joined the Jordanian 
market. These days, laptops are an essential part of online education 
for colleges and institutions, which improves student contact and in-
teractivity (Shajrawi, 2016). However, there are few studies on under-
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standing service quality provided by laptop dealer companies conducted in Jordan and its effect on 
customers’ loyalty, However, no research explains the impotent of these dimensions mainly the safety 
one on sustaining the loyalty of customers. 

1. LITERATURE REVIEW  

AND HYPOTHESES

Quality has recently come to have a prominent po-
sition in both international and domestic market-
places. According to Bel-Hassan (2012), quality is 
the capacity to realize the desires of consumers in 
a way that fulfills their expectations and pleasure, 
which is why this age is known as the “Quality era.” 
Quality is described by Al-Rousan and Badruddin 
(2010) as a product’s ability to satisfy customers 
by meeting their demands, which are present in 
daily existent areas such as healthcare, education, 
and telecommunications. According to Shajrawi 
(2021), a service is an intangible activity that 
may be provided by one party to another to meet 
the demands and satisfy a consumer’s interests. 
According to Kotler and Armstrong (2012), a “ser-
vice” is any intangible activity or utility the pro-
ducing party may provide to a third party to meet 
the client’s demands.

Service quality has become a significant prob-
lem in the field of marketing. It has been dealt 
with  through its characteristics. As defined by 
Shajarawi (2021), performance arises from cus-
tomers’ beliefs as an evaluation process of service 
levels. Parasuraman et al. (1988) researched the 
difference between customers’ capabilities and 
service performance. According to Zeleke (2012), 
reliability is how well a company will fulfill its de-
livery, service, problem-solving ability, and pricing 
obligations. Archakova (2013) clarified that safety 
is the ability to work at a high level for a short pe-
riod and securely provide a service to some cus-
tomers. Majid (2007) emphasized that providing 
the service to a customer in a safe and risk-free 
environment is what is meant by safety. Halwaz 
and Damour (2012) explained the service access 
as the ability of customer’s to use the service at 
preferred location and time. Customers’ loyal-
ty is a comparison between customers’ attitudes 
and behavior to repurchase products and servic-
es. Zeithaml et al. (1996) clarified that customers’ 
loyalty is the customers’ behavior to repurchase 
different products or services from the same firm. 

Bloemer and Kasper (1995) claim that loyalty is 
measured or evaluated by repeat purchasing of a 
product, service, or brand from the same compa-
ny. As Kotler et al. (1999) noted, the cost to attract 
new customers is more than the cost to retain a 
present customer.

The application of specialized skills through pro-
cedures, operations, and actions for the benefit 
of another entity or the entity itself is defined by 
some researchers as a type of service. The concept 
of quality of service has not been addressed or 
precisely defined. A review of the existing litera-
ture has shown that research has approached the 
concept from a production viewpoint and a cus-
tomer’s viewpoint. Production viewpoints focus 
on a product’s objective or technical quality and 
standardized product measurement. In contrast, 
customers’ viewpoints focus on customers’ per-
ceptions or quality in a customer eye. Due to the 
complex nature of quality, the customers’ perspec-
tive has become the dominant method for defin-
ing service quality in research (Akter et al., 2019).

Kiran and Diljit (2011) revealed that service quali-
ty and value positively impact customers’ satisfac-
tion and loyalty. Binnawas et al. (2019) indicated 
that the quality of education service and student 
happiness positively impact students’ behavioral 
intentions. In addition, student happiness was a 
mediator between higher education service quali-
ty and students’ behavioral intentions.

Roy et al. (2019) explicitly examined the impact 
of B2B experience services versus quality of ser-
vice and its effect on immediate outcomes (sat-
isfaction and perceived value) and customers’ 
outcomes (loyalty and word of mouth). It was 
indicated that the effect of service experience on 
satisfaction and perceived value is more substan-
tial than service quality. Besides, the indirect ef-
fect of service experience on loyalty and word of 
mouth (satisfaction) is more potent compared to 
service quality. Julius and Jatmika (2019) showed 
a positive effect of service quality on customers’ 
loyalty, confirming that trustworthiness, asser-
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tiveness, and empathy impact customers’ loyalty. 
Cuesta-Valiño et al. (2022) revealed that service 
quality affected patient loyalty and satisfaction. 
The study recommended that hospital leadership 
and the employees who provide the health servic-
es should pledge continuous quality improvement 
programs and monitor healthcare quality for pa-
tient satisfaction and loyalty. Parasuraman et al. 
(1988) found that consumers used similar criteria 
to evaluate service quality that falls into ten main 
categories.

Customers’ loyalty is characterized as a compar-
ison of consumers’ attitudes and behaviors to-
ward further purchases of goods, services, or re-
purchases. Bloemer and Kasper (1995) stated that 
customer’s loyalty is measured or evaluated by a 
repeat purchasing of a product or service from 
the same company. Zeithaml et al. (1996) defined 
customers’ loyalty as the customers’ willingness 
to purchase different products or services from 
the same firm. According to Kotler et al. (1999), 
acquiring new customers’ is more expensive than 
keeping existing ones. Several studies have at-
tempted to define loyalty from a one-dimensional 
perspective (behavioral loyalty). Lv et al. (2020) 
defined loyalty as the customers’ commitment 
to a particular product. Kasiri et al. (2017) stated 
that customers’ loyalty is impacted by consumer 
satisfaction, but the highest impact was shown by 
the available quality compared to technical qual-
ity. A consumer’s loyalty to a service is more like-
ly to be tangible to customers of an organization 
or company than to a tangible product because 
loyalty to a service depends more on developing 
personal relationships. This means that higher 
service loyalty depends on developing personal 
relationships incompatible with loyalty to tangi-
ble products (Budianto, 2019).

Venkatesan (2020) investigated the relationship 
between the factors of the administration service 
quality (tangibility, dependability, responsive-
ness, assurance, empathy, and accessibility) and 
increasing customers’ loyalty at Tirupattur’s com-
mercial banks. The findings showed customers ad-
ministrative services are impacted by loyalty in a 
Malaysian mobile phone operating center. Nurysh 
et al. (2019) examined the factors with perceived 
value and service quality that might directly af-
fect consumer satisfaction. The findings showed 
that consumer happiness is substantially impacted 
by perceived value and service quality. Consumer 
satisfaction is also significantly impacted by per-
ceived value and service quality. However, the 
interaction of perceived value and service quali-
ty with the attraction of alternatives has minimal 
influence on increasing customers’ serenity. The 
service quality aspects (pricing, quality of ser-
vice, consumer value, and image of brand) have a 
substantial impact on consumer satisfaction, ac-
cording to Yulisetiarini and Prahasta (2019) and 
Nurysh and Chan (2017). In addition, Khan and 
Fatima (2018) claim that service quality signifi-
cantly impacts consumer happiness. According 
to Muala (2016), customers’ loyalty is significant-
ly impacted by tangibility, dependability, empathy, 
and responsiveness. 

Therefore, this paper aims to examine the impact 
of quality of service dimensions of laptop dealer 
companies on consumer loyalty in Jordan. Based 
on previous studies, the following hypotheses 
have been developed (Figure 1):

H1: Reliability significantly impacts customers’ 
loyalty.

H2: Safety significantly impacts customers’ loyalty.

Figure 1. Research model

Customers' loyalty

Reliability

Safety

Access to service
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H3: Access to service significantly impacts cus-
tomers’ loyalty.

2. METHODOLOGY

To achieve the research objective, this study pur-
posely considered those firms that offer laptops in 
Jordan (HP, LG, Toshiba, Apple, Samsung, Sony, 
and Dell). An online survey questionnaire was 
developed, and convenient sampling was used in 
this study. The sample consisted of 400 clients of 
Jordanian companies. However, out of the 400 
questionnaires sent to the participants, 341 re-
sponded to and sent back the questionnaire. This 
converted into a response rate of 85.2%, which is 
reasonably good. The study uses a descriptive-an-
alytical technique for data collection and hypothe-
ses testing. Data were gathered via an online ques-
tionnaire. A 5-point Likert scale was used to as-
sess each variable. 

3. RESULTS 

The KMO and Bartlett values are 0.904 (> 0.50), 
according to Table 1; this means that the variance 
percentage in the variables used in collecting da-
ta was suitable. Furthermore, the Bartlett test re-
sults in an output value of a Chi-Square value of 
3494.480, with a DF of 210, a significance value 
probability at the 1% level (p = 0.000 < 0.01), rep-
resenting a good fit for sampling. 

Table 1. Sample analysis

Particulars No. 

Total No. of questionnaire 341

Sample 341

KMO and Bartlett’s Test
KMO 0.904

Sphericity

Chi-Square 3494.480

Df 210

Sig. 0.000

3.1. Respondents’ profile

The profiles of the responders are shown in Table 2. 
Men make up 50.4% of the population, while wom-
en make up 49.6%. Regarding age, 12.9% are over 
50, 24.9% are 40-50, 32% are 18-30, and 30.2% are 

30-40. In terms of education, the majority (45.2%) 
have undergraduate degrees, followed by higher ed-
ucation degrees (38.1%) and secondary school di-
plomas (16.7%). Regarding income brackets, 16.7% 
make less than 220 JOD, and 51.6% earn between 
200 and 500 JOD. In the same context, the major-
ity (58.9%) have used laptops for between six and 
ten years, 25.8% have used them for 1-5 years, and 
15.2% have used them for less than a year. In addi-
tion, 32% of respondents said they used laptops un-
der the Dell brand, followed by 18.8% using Lenovo, 
16.7% Apple, and 15.8% Toshiba, with 9.1%, 5.6%, 
and 2.1% using Samsung, Acer, and LG laptops.

Table 2. Respondents’ profile

Characteristic Item Frequency Percentage

Gender
Male 172 50.4

Female 169 49.6

Total 341 100.0

Age

18-less than 30 109 32.0

30-less than 40 103 30.2

40-less than 50 85 24.9

50 and above 44 12.9

Total 341 100.0

Qualification 

Secondary or 
equivalent 57 16.7

UG 154 45.2

Higher Studies 130 38.1

Total 341 100.0

Income

Less than JOD 
220

57 16.7

220-500 JOD 176 51.6

501-800 JOD 67 19.6

801-1000 JOD 17 5.0

More than 1000 
JOD 24 7.0

Total 341 100.0

Experience 
with using a 
laptop

Less than 1 year 52 15.2

1-5 years 88 25.8

5-10 years 201 58.9

Total 341 100.0

Brand 

Toshiba 54 15.8

LG 7 2.1

Lenovo 64 18.8

Acer 19 5.6

Dell 109 32.0

Samsung 31 9.1

Apple 57 16.7

Total 341 100.0

3.2. Correlation analysis

According to Table 3, the reliability means range 
from 4.48 to 4.61, which suggests that most re-
spondents strongly agree with all of the reliabil-
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ity dimension’s measurement items. Additionally, 
the frequency distribution of the five scales, which 
ranges from 57.8% (197) to 67.4% for the scale SA 
(Strongly agree), supports this (230). Additionally, 
the frequency distribution for the A (Agree) scale 
ranges from 27.6% (94) to 35.8% (122). The total of 
the A and SA scales reveals that most respondents 
agree with all of the items used to gauge the de-
pendability dimension. The same was seen about 
service access and safety. The vast majority of re-
spondents’ replies were on the A and SA scales, 
displaying that most of the respondents agree with 
the statements on access to services and safety.

Additionally, the results showed that customers’ 
loyalty items had the most significant replies on 
the A and SA scales. Since the combined frequency 
is considerably greater than that of the other three 
scales, most respondents support the items relat-
ed to customers’ loyalty. The overall mean of each 
variable is around 4, except reliability, which has 

an overall mean of approximately 5. This shows 
that most of the respondents strongly agree about 
dependability and support the statements about 
customers’ loyalty, safety, and access to services.

3.3. Hypotheses testing  
and regression analysis

The items of each variable that have undergone 
confirmatory factor analysis are shown in Figure 
2. Smart PLS 3 was utilized to evaluate the data. 
Instead of considering how the variables interact, 
the results of confirmatory factor analyses were 
created based on the effect model.

Table 4 shows the measurement model, which con-
sists of mean-variance extracted, factor loading, 
Cronbach’s Alpha, and variance inflation factor 
(VIF). According to the findings, the object load-
ing results varied from 0.58 to 0.88. All CA values 
surpassed the minimal value of the criteria (0.7), 

Table 3. Frequency and descriptive statistics

Items Mean
Std. 

Dev.
Min. Max. SD % D % N % A % SA % Total %

Reliability 

R1 4.53 0.76 1.0 5.0 3 .9 7 2.1 16 4.7 95 27.9 220 64.5 341 100

R2 4.55 0.71 1.0 5.0 2 .6 4 1.2 19 5.6 94 27.6 222 65.1 341 100

R3 4.61 0.62 1.0 5.0 1 .3 1 .3 16 4.7 93 27.3 230 67.4 341 100

R4 4.56 0.60 2.0 5.0 0 1 .3 16 4.7 115 33.7 209 61.3 341 100

R5 4.48 0.72 1.0 5.0 4 1.2 2 .6 16 4.7 122 35.8 197 57.8 341 100

Overall 4.554 0.56 1 5

Access to service 

ATS1 4.18 0.76 1.0 5.0 2 .6 10 2.9 31 9.1 181 53.1 117 34.3 341 100

ATS2 4.54 0.61 2.0 5.0 0 4 1.2 8 2.3 128 37.5 201 58.9 341 100

ATS3 4.48 0.59 2.0 5.0 0 1 .3 14 4.1 145 42.5 181 53.1 341 100

ATS4 4.40 0.69 1.0 5.0 1 .3 3 .9 25 7.3 141 41.3 171 50.1 341 100

Overall 4.40 0.51 1 5

Safety 

S1 4.44 0.59 2.0 5.0 0 2 .6 12 3.5 162 47.5 165 48.4 341 100

S2 4.00 0.87 1.0 5.0 1 .3 22 6.5 57 16.7 157 46.0 104 30.5 341 100

S3 4.56 0.62 1.0 5.0 1 .3 2 .6 11 3.2 118 34.6 209 61.3 341 100

S4 4.39 0.84 1.0 5.0 2 .6 15 4.4 22 6.5 112 32.8 190 55.7 341 100

S5 4.22 0.94 1.0 5.0 6 1.8 19 5.6 28 8.2 128 37.5 160 46.9 341 100

S6 4.41 0.62 2.0 5.0 0 1 .3 22 6.5 155 45.5 163 47.8 341 100

Overall 4.34 0.50 1 5

Customers’ loyalty 
CL1 4.43 0.64 1.0 5.0 1 .3 2 .6 17 5.0 152 44.6 169 49.6 341 100

CL2 4.42 0.63 2.0 5.0 0 2 .6 21 6.2 151 44.3 167 49.0 341 100

CL3 4.27 0.70 2.0 5.0 0 5 1.5 34 10.0 166 48.7 136 39.9 341 100

CL4 4.45 0.69 1.0 5.0 1 .3 3 .9 23 6.7 130 38.1 184 54.0 341 100

CL5 4.33 0.67 2.0 5.0 0 3 .9 29 8.5 162 47.5 147 43.1 341 100

CL6 4.42 0.68 1.0 5.0 1 .3 2 .6 24 7.0 140 41.1 174 51.0 341 100

Overall 4.38 0.51 1 5
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which shows strong reliability of the research var-
iables, even if the acceptable threshold is 0.40, as 
shown by other studies. Similarly, composite reli-
ability (0.83-0.91) represents the need for the con-
struct’s items to accurately match its hidden ones. 
Table 4 shows that all items are related to varia-
bles since each variable is closely related but has a 
low correlation with other variables according to 
discriminant validity. The study indicates that the 
values indicate to what extent the scales do not re-
veal some other variables (Table 5). The output val-
ues of each AVE (diagonal values) are more exten-
sive than their associated correlation coefficients, 
showing adequate discriminant validity.

Table 6 shows the significant impact of a variable 
for each element. This indicates that each compo-
nent is closely related to its structure.

Figure 3 presents the SEM results, which exam-
ined the impact of laptop companies’ quality ser-
vice dimensions on consumer loyalty in Jordan. 

Results from route analysis and SEM-based hy-
pothesis testing are shown in Table 7. The find-
ings showed that customers’ loyalty is significantly 
impacted by the dependability of service quality 
parameters at 1% (p = 0.003 < 0.01) and a posi-
tive coefficient value (β = 0.146). H1 is supported. 
Additionally, the findings showed that customers’ 
loyalty is statistically significantly influenced by 
service availability at 1% (p = 0.000 < 0.1). H2 is 
supported by a substantial positive coefficient val-
ue (β = 0.239). The findings indicated that safety 
significantly impacts consumer loyalty at the level 
of 1% (p = 0.000 < 0.01) between safety and cus-
tomers’ loyalty. So, H3 is backed by a positive co-
efficient (β = 0.446) result. Additionally, the find-
ings revealed that the safety dimension’s coefficient 
value is larger than those of dependability and ac-
cess to service, indicating that a consumer believes 
safety has a more significant influence on custom-
ers’ loyalty (52%), which shows that safety, acces-
sibility to services, and dependability account for 
52% of the variation in customers’ loyalty.

Figure 2. Confirmatory factor analysis

Safety

Customers’ 

Loyalty
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Table 4. Validity and reliability of constructs

Variable Items 

Descriptive Skewness Kurtosis
Factor 

Loading
CA rho_A CR AVE

Mean SD. Statistic Std. 

Error
Statistic Std. 

Error

Reliability

R1 4.531 .7572 –2.006 .132 4.801 .263 0.80

0.88 0.89 0.91 0.68

R2 4.554 .7076 –1.872 .132 4.351 .263 0.82

R3 4.613 .6205 –1.736 .132 3.912 .263 0.88

R4 4.560 .5991 –1.100 .132 .620 .263 0.85

R5 4.484 .7218 –1.878 .132 5.393 .263 0.76

Overall 4.5484 .56018 –1.449 .132 2.213 .263

Access to 
service 

ATS1 4.176 .7582 –1.039 .132 1.875 .263 0.66

0.76 0.78 0.85 0.59

ATS2 4.543 .6054 –1.284 .132 2.149 .263 0.78

ATS3 4.484 .5920 –.750 .132 .062 .263 0.85

ATS4 4.402 .6902 –1.101 .132 1.668 .263 0.77

Overall 4.4010 .50358 –.662 .132 .770 .263

Safety

S1 4.437 .5938 –.687 .132 .444 .263 0.66

0.76 0.77 0.83 0.45

S2 4.000 .8711 –.698 .132 .061 .263 0.64

S3 4.560 .6184 –1.544 .132 3.753 .263 0.72

S4 4.387 .8382 –1.523 .132 2.194 .263 0.61

S5 4.223 .9410 –1.374 .132 1.679 .263 0.58

S6 4.408 .6239 –.633 .132 –.175 .263 0.80

Overall 4.3358 .50252 –.410 .132 –.407 .263

Customers’ 
loyalty

CL1 4.425 .6448 –1.076 .132 2.177 .263 0.77

0.86 0.86 0.89 0.58

CL2 4.416 .6345 –.760 .132 .236 .263 0.81

CL3 4.270 .6970 –.685 .132 .279 .263 0.77

CL4 4.446 .6865 –1.230 .132 1.977 .263 0.76

CL5 4.328 .6669 –.669 .132 .156 .263 0.76

CL6 4.419 .6753 –1.088 .132 1.678 .263 0.71

Overall 4.3842 .50797 –.609 .132 .781 .263

Table 5. Discriminant validity
Variable Access to service Customers’ loyalty Reliability Safety

Access to service 0.679

Customers’ loyalty 0.672 0.762

Reliability 0.585 0.524 0.823

Safety 0.621 0.588 0.494 0.767

Table 6. Item-wise impact on variables 
Item Path Sample (O) SD p-value t-value

R1 ← Reliability 0.8 0.798 0.04 19.826

R2 ← Reliability 0.823 0.821 0.043 19.195

R3 ← Reliability 0.879 0.877 0.019 47.337

R4 ← Reliability 0.852 0.85 0.024 36.163

R5 ← Reliability 0.756 0.758 0.03 25.081

ATS1 ← Access to service 0.663 0.658 0.042 15.755

ATS2 ← Access to service 0.777 0.776 0.035 22.015

ATS3 ← Access to service 0.849 0.85 0.02 42.64

ATS4 ← Access to service 0.767 0.766 0.04 19.304

ATS1 ← Safety 0.663 0.658 0.05 13.261

S2 ← Safety 0.643 0.642 0.035 18.168

S3 ← Safety 0.72 0.719 0.029 25.166

S4 ← Safety 0.607 0.61 0.051 11.889

S5 ← Safety 0.578 0.579 0.057 10.133

S6 ← Safety 0.797 0.797 0.02 39.903

CL1 ← Customers’ loyalty 0.769 0.77 0.028 27.869

CL2 ← Customers’ loyalty 0.806 0.807 0.027 29.543

CL3 ← Customers’ loyalty 0.773 0.773 0.025 30.716

CL4 ← Customers’ loyalty 0.756 0.756 0.029 26.295

CL5 ← Customers’ loyalty 0.755 0.753 0.031 24.504

CL6 ← Customers’ loyalty 0.709 0.708 0.034 20.61
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4. DISCUSSION 

This study proposed a model with different dimen-
sions of service quality for a laptop selling company 
on customer loyalty in Jordan, derived from pre-
vious studies. This paper suggested three hypoth-
eses which were estimated using the SEM model 
and general model fit. SEM models were appropri-
ately presented in this study, the three hypothe-
ses H1: Reliability significantly impacts customers’ 
loyalty. H2: Safety significantly impacts custom-
ers’ loyalty. And H3: Access to service significant-
ly impacts customers’ loyalty, whichwere support-
ed. These results are consistent with Venkatesan 

(2020), Khan and Fatima (2018), Muala (2016), and 
Ramayah et al. (2011).

The results of the demographic variables exhibited 
that the sample included 50.4% male respondents 
against 49.6% female respondents, and the ma-
jority of the respondents belong to the age groups 
of 18 to 30, 31 to 40, and 41 to 50 years old (32%, 
30.2%, and 24.9%, respectively). Regarding qual-
ification, most respondents (45.2%) have a UG 
qualification, 38.1% have a higher studies qual-
ification, and 16.7% have a secondary school or 
equivalent qualification. The results also show that 
51.6% have a monthly income of between 200 to 

Figure 3. Structural equation modeling
Table 7. Hypotheses testing 

Path Beta SD T P Result

Reliability → Customers’ loyalty 0.146 0.048 3.014 0.003 Supported

Access to service → Customers’ loyalty 0.239 0.048 4.943 0.000 Supported

Safety → Customers’ loyalty 0.446 0.049 9.057 0.000 Supported

Adjusted R-Squared 0.52

Safety

Customers’ 

Loyalty
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500 JOD. Furthermore, most of the respondents 
(58.9%) have usage experience of 6 to 10 years. 
Further, Dell, Lenovo, Apple, and Toshiba laptops 
are the most used laptops by the respondents. 

The results reported that the overall means of all var-
iables is about four except for reliability which has an 
overall mean of about 5, which indicates that the ma-
jority of the respondents agree with the items of access 
to service, safety, and customers’ loyalty and strongly 
agree with the items of reliability. Further, the results 
revealed that reliability, access to service, and safety 
as service quality dimensions statistically affect cus-
tomers’ loyalty in Jordan. This effect is significant at 
1%, indicating that service quality dimensions have a 
statistically significant positive impact on customers’ 
loyalty. All the respondents perceive that reliability, ac-
cess to service, and safety dimensions’ positively influ-
ence their loyalty in purchasing a laptop. 

The findings showed that the dependability of 
service quality parameters at 1% (p = 0.003 < 
0.01) significantly impacts customers’ loyal-
ty with a positive coefficient value (β = 0.146). 
Additionally, the availability of service at 1% (p 
= 0.000 < 0.1) significantly affects customers’ 
loyalty, supported by a substantial positive coef-
ficient value of β = 0.239. The findings indicated 
that safety has a significant impact on consum-
er loyalty at 1% (p = 0.000 < 0.01), by a positive 
coefficient (β = 0.446) result. Additionally, the 
findings revealed that the safety dimension’s co-
efficient value is larger than those of depend-
ability and access to service, indicating that a 
consumer believes safety has a more significant 
inf luence on customers’ loyalty (52%), which 
shows that safety, accessibility to services, and 
dependability account for 52% of the variation 
in customers’ loyalty. 

CONCLUSION 

This study aimed to examine the impact of service quality dimensions of laptop dealer companies 
on customers’ loyalty in Jordan. The findings have necessary ramifications for academics, deci-
sion-makers, and executives of laptop businesses in Jordan. According to the findings, respond-
ents assigned the safety factor more weight, which impacted their loyalty. To keep their customers’ 
loyalty, Jordanian laptop manufacturers must consider all three aspects of service quality, notably 
safety. The demographic factors utilized to characterize the respondents are the only ones to which 
the findings of this paper are applicable. Based on these results, the study suggested that laptop 
firms in Jordan should consider all three service quality characteristics, notably safety, to keep 
their customers’ loyalty. Future studies may broaden the subject area to include other businesses, 
regions, and aspects of service quality. The results of the current study have significant implica-
tions for researchers, policy makers, managers of laptop in Jordan. The results open insights into 
the perceived factors that affect the dimensions of service quality and customer loyalty for purchas-
ing laptop in Jordan.
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