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Metaverse technology enables banks to establish virtual branches where customers can interact with 

banking services, staff, and advisors in immersive virtual environments. However, the role of 

metaverse banking applications in satisfaction of customer was not addressed by the previous 

studies, therefore, this study addressed the role of metaverse banking applications in customer 

satisfaction. To fill this literature gap, this study developed a survey questionnaire and data was 

collected from the customers which was analyzed by using statistical tools. All the hypotheses 

proposed in this study to examine the role of metaverse banking applications in customer 

satisfaction was considered as supported which proved the positive role of metaverse banking 

applications in customer satisfaction of banking industry in Azerbaijan. Therefore, this study 

provided important implications for management of banking industry to promote customer 

satisfaction with the introduction of metaverse banking applications. Although the establishment of 

metaverse banking applications is tough, on the other hand, it has valuable outcomes. 

Introduction 

The validation of Metaverse banking applications products 

by authorities stems from their position as esteemed spiritual 

authorities within the community. Authorities serve as the 

spiritual guides of the community, providing interpretation and 

promoting adherence to jurisprudence (Lee et al., 2021). 

People’s beliefs, emotions, and behaviors are significantly 

impacted by their influential power. There has been an increase 

in worldwide attention towards Metaverse banking applications 

as a feasible financial system that is based on principles and 

ethics (Gadalla, Keeling, & Abosag, 2013). In Islamic banking, 

the institution prohibits the imposition or receipt of interest, 

commonly known as riba, and promotes ethical and socially 

acceptable financial practices that align with the principles of 

Sharia, which is the Islamic legal system (Ali et al., 2018; Kahf, 

2007; Mahdzan, Zainudin, & Au, 2017; Shaikh et al., 2020). 

Islamic banks offer a range of financial products, including 

savings accounts, mortgages, Sukuk (Islamic bonds), and 

investment funds. The endorsement of Islamic financial 

services by authorities carries significant significance due to 

their acknowledged status as religious authorities. Muslims 

often seek guidance from their authorities on matters related to 

finance, which is just one of the many areas of concern. 

The major difficulty for banks is a lack of customers 

using metaverse. Because some customers look at financial 

organizations through the lens of their faith. Metaverse banking 

applications research is made more difficult by the sector's tiny 

client base. A bank's performance is determined by a variety of 

elements, including customer satisfaction with services and 

products, trust in management, and the security of their 

financial data (Agolla, Makara, & Monametsi, 2018; Amin & 

Isa, 2008; Ashraf et al., 2017; Ghezelbash & Khodadadi, 2017; 

Herath & Herath, 2019). All of the aforementioned features are 

limitations of banks since most clients do not grasp the 

metaverse banking applications system's interest policy. 

These concerns are felt around the world, not just in 

Azerbaijan. The low quality of service given by banks is the 

fault of their management. Consumers, on the other hand, are 

not investing because they are unaware of interest rate 

variations. Because of the conclusions of various research on 

the subject, Islamic banks have been able to grow their market 

share (Ahmed et al., 2017; De Leon, Atienza, & Susilo, 2020). 

The outcomes of these research point to many ways in which 

Islamic financial institutions might improve the quality of their 

services. Customers' knowledge of Islamic banks may be 

increased by advertising their packages, which can increase 

their faith in and readiness to invest in those institutions as a 

consequence of those institutions' enhanced service quality and 

foster higher customer loyalty (Minta & Stephen, 2017). In this 

case the role of Metaverse banking applications is most 

important which is focus on this study. Table 1 highlights the 

metaverse banking applications. 

The authorities possess a comprehensive understanding of 

various domains of banks (Campanella et al., 2020; Kusdarjito, 

2019; Sani, Amboningtyas, & Yulianeu, 2018; Singh & Mishra, 

2020), encompassing fields such as economics and finance. The 

endorsement of the authorities may have a significant impact 

on customers' attitudes and behaviors towards metaverse 
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banking applications products. The validation of metaverse 

banking applications by authorities serves to legitimize and 

reinforce its credibility, thereby instilling confidence in clients 

that the products offered by metaverse banking applications are 

consistent with their ethical and religious principles. The seal 

of approval may enhance customers' confidence in the 

adherence of the items to Islamic principles (Aravind & Nair, 

2020; Jamal & Naser, 2002; Ong, Nguyen, & Syed Alwi, 

2017). 

 
Figure 1: Metaverse Banking Applications. 

Source: Developed by the Current Study. 

Moreover, the endorsement of authorities may have an 

impact on clients' attitudes and perceptions towards metaverse 

banking applications. The endorsement of authorities, who are 

regarded as experts on religious matters, can potentially 

enhance customers' trust (Chaouali, Yahia, & Souiden, 2016; 

Eisingerich & Bell, 2008), confidence, and acceptance of 

metaverse banking applications products. Customers who 

perceive their financial decisions to be consistent with their 

values may experience greater satisfaction due to their 

validation. Management may effectively promote financial 

products through various channels such as a sermon, essay, 

book, educational program, or public discussion. The 

encouragement of financial services has the potential to reach a 

wide audience, exert a significant influence on consumer 

decision-making, and stimulate demand for such services. In 

this case, metaverse trust on metaverse banking applications 

and image on metaverse banking applications is most 

important. Therefore, this this study considered the role of trust 

on metaverse banking applications and image on metaverse 

banking applications on customer satisfaction through the 

mediating role of customer behavior. Despite the extensive 

work on metaverse by previous studies (Kim & Kim, 2021; Kye 

et al., 2021; Lee et al., 2021; Lee et al., 2011; Shen et al., 2021), 

the role of metaverse banking applications in satisfaction of 

customer was not addressed by the previous studies, therefore, 

this study addressed the role of metaverse banking applications 

in customer satisfaction. 

Literature Review and Hypotheses Development 

Customer satisfaction is a cornerstone of every successful 

business plan since the client is the ultimate source of income 

for all industries (Adapa & Roy, 2017; Cheng et al., 2017; 

Hammouda & Junoh, 2019; Hsu, 2019; Iacobucci, Grayson, & 

Ostrom, 1994; Mittal et al., 2017; Mohammed & Rashid, 2018; 

Zeelenberg & Pieters, 2004). For the last 15 years, the banking 

industry has prioritized the satisfaction of its customers. This is 

due to the competitive nature of the banking industry; whereby 

certain banks place a premium on customer satisfaction as a key 

component of their advertising strategies. As a result, the 

consumer ultimately benefited from the competitive market. 

Experts govern their people not just spiritually, but also 

monetarily, making financial security a primary concern. 

Experiences promote Metaverse banking applications services 

to emphasize the importance of ethical financial practices and 

their potential benefits to people and communities (Gadedjisso-

Tossou et al., 2021; Kabuye et al., 2019; Lwiki et al., 2013; Mat 

et al., 2018). We believe that by granting this seal of approval, 

we would motivate more individuals to adopt Metaverse 

banking applications and better their financial status in 

accordance with their religious views. The customer 

satisfaction is most important in banking (Agolla et al., 2018; 

Ashraf et al., 2017; Herath & Herath, 2019) to foster metaverse 

applications. In this case, trust on metaverse banking 

applications and image on metaverse banking applications. 

Because trust on metaverse banking applications and image on 

metaverse banking applications has effect on customer 

behavior towards metaverse banking applications which lead to 

customer satisfaction, as shown in framework of the study 

given in Figure 1. 
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Figure 2: Framework of the Study Showing the Relationship Between Trust on Metaverse Banking Applications and Image on Metaverse 

Banking Applications, Customer Behavior Towards Metaverse Banking Applications and Customer Satisfaction. 

Government department influence inside their communities 

(Zulaikah, Larasati, & Harymawan, 2019) may have a 

significant effect on social norms and social pressures, and 

hence on the habits and attitudes of the people who follow 

them. Endorsing metaverse banking applications products in 

Azerbaijan may start a chain reaction that would encourage 

more people in the area to consider and eventually adopt them. 

Beyond the scope of individual consumers, this influence has 

the potential to ease the widespread acceptance and integration 

of Metaverse banking applications into the larger social 

framework (Hussain, Shahmoradi, & Turk, 2016). 

Certain customers may possess erroneous notions about 

metaverse banking applications as a result of rumors or 

misinterpretations. The authorities can provide valuable 

assistance to customers seeking to gain a deeper understanding 

of the true essence and advantages of metaverse banking 

applications. The authorities play a crucial role in shaping 

consumer behavior and attitudes through their efforts to educate  

(Agustin, Tarigan, & Hermina, 2021; Bei & Chiao, 2001; 

Rahbar & Abdul Wahid, 2011; Rahbar & Wahid, 2010) and 

rectify prevalent misconceptions. 

Metaverse banking applications services and products are 

designed based on Islamic principles that promote fairness, 

transparency, and integrity in all financial transactions, thereby 

ensuring alignment with one's moral and ethical values. The 

validation provided by the authorities serves to establish 

metaverse banking applications as a morally and ethically 

superior option in comparison to conventional finance. 

Customers are likely to exhibit a greater sense of comfort and 

commitment towards a company if they perceive a congruence 

between their personal beliefs and those espoused by the 

organization (Hume & Sullivan Mort, 2010; Imran et al., 2019; 

Lee & Heo, 2009; Ong et al., 2017; Popp & Woratschek, 2017; 

Zameer et al., 2018). 

The term "customer satisfaction" pertains to the level of 

contentment experienced by a customer in relation to a 

particular service or product (Cronin Jr, Brady, & Hult, 2000; 

Ibrahim & Najjar, 2008; Taylor & Baker, 1994). Prioritizing 

this objective is imperative for any organization's strategic 

success. A rise in profits and a decline in expenditure can be 

attributed to satisfied customers who engage in positive word-

of-mouth communication and exhibit repeat purchase behavior. 

During our discussion, the topic of service quality was 

prioritized as it was acknowledged that the level of service 

quality provided by a bank has a significant impact on customer 

satisfaction (Al-Hawari & Ward, 2006; Li et al., 2021). In order 

to guarantee the provision of superior service, it is imperative 

for management to accurately delineate service quality and 

pursue the most reliable method of evaluation. Service quality 

is believed to have a strong correlation with consumer 

satisfaction, as suggested by multiple sources. 

Trust in metaverse banking applications and image these 

applications project pointedly influence customer behavior 

concerning adopting and utilizing these digital services. Since 

metaverse is a newly developed technology (Lee et al., 2021; 

Rathore, 2018; Shen et al., 2021), it is tough to believe on the 

benefits. As the banking industry incorporates metaverse, it 

becomes imperative to understand the dynamics between trust, 

image, and customer behavior, eventually leading to customer 

satisfaction. The image of metaverse banking applications also 

plays a crucial role in shaping customer behavior. The perception 

of these applications as innovative, reliable, and user-friendly can 

attract a wider audience and encourage more frequent use. It refer 

to the virtual worlds in which users represented by avatars 

interact (Dioniso, Burns III, & Gilbert, 2013). A positive image 

is enriched through marketing efforts, customer statements, and 

overall user experience. Applications that are visually appealing, 

intuitive to navigate, and the seamlessly integrate with other 

digital services tend to create a favorable impression. 

Additionally, the association with well-established and the 

reputable financial corporations can heighten the image of 

metaverse banking applications, making the buyers more 

comfortable and willing to explore this new frontier of banking. 

In summary of discussion, it can be described as trust and 

image are pivotal in shaping customer behavior towards the 

important and newly developed technology of metaverse banking 

applications. By directing on building trust through security and 

transparency as well as enhancing image through innovation and 

client experience, banks can induce positive customer behavior, 

leading to pronounced customer satisfaction. As metaverse 

continues to evolve, these factors will be desperate in 

determining the success of banking applications in this virtual 

space. Finally, the aforementioned discussion lead to the 

following hypotheses: 

Trust on Metaverse Banking 

Applications 

Image of Metaverse 

Banking Applications 

Customer Behavior towards 

Metaverse Banking Applications 

Customer Satisfaction in 

Banks 
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Hypothesis 1 (H1): Trust on metaverse banking applications 

has value for customer satisfaction in the banking industry. 

Hypothesis 2 (H2): Image on metaverse banking applications 

has value for customer satisfaction in the banking industry. 

Hypothesis 3 (H3): Customer behavior towards metaverse 

banking applications has value for customer satisfaction in the 

banking industry. 

Hypothesis 4 (H4): Customer behavior towards metaverse 

banking applications mediates the relationship between trust 

on metaverse banking applications and customer satisfaction 

in the banking industry. 

Hypothesis 5 (H5): Customer behavior towards metaverse 

banking applications mediates the relationship between image 

on metaverse banking applications and customer satisfaction 

in the banking industry. 

Methodology 

This study used a quantitative approach, which allows for a 

more comprehensive exploration of the studied topic since it 

collects data from through survey. It is important to know the 

opinion and views of people. Quantitative methods, such as 

surveys were used which designed through Likert scale questions 

to gauge consumer attitudes towards metaverse banking 

applications services and levels of satisfaction. This quantitative 

approach allows for the collection of measurable data, opening 

the door to statistical analysis and the identification of causal 

relationships (Bryman & Bell, 2003; Creswell, 2009; Neuman, 

2013; Strijker, Bosworth, & Bouter, 2020). 

A cross-sectional research design, in which data is gathered 

at a single point in time, was used for this investigation. With 

this setup, this study investigate the phenomenon of interest in 

terms of the connection between trust, image and consumer 

behavior towards metaverse banking applications products and 

customer satisfaction at a given period. A portion of bank 

customers will be surveyed to gauge their behavior and level of 

contentment with metaverse banking applications services. The 

survey contained closed questions on a Likert scale to capture 

quantitative information. The Likert scale questions helped to 

measure customer attitudes, preferences, and satisfaction 

levels. To ensure the validity and reliability of the study design, 

the survey instrument was verified via expert review and pilot 

testing. Experts assessed the survey questions for clarity, 

applicability, and comprehensiveness, and their feedback was 

used to refine the instrument. Pilot testing was done on a subset 

of respondents to identify any questions that are unclear or 

redundant. 60 responses were used for pilot tests and reliability 

and validity was examined. Based on the results of the pilot 

testing, the instrument was fine-tuned to ensure it successfully 

collects the targeted structures. 

The study sample consisted of people who have banked 

with financial institutions, chosen at random. This technique 

was used to reach people who have first-hand experience with 

metaverse banking applications services and who may have 

taken a advice while making a decision. Internal validity was 

enhanced since the study focused on persons who are directly 

relevant to the research subject. Finally, 1500 questionnaires 

were distributed among the customers of banks in Azerbaijan. 

Out of these questionnaires, 701 were returned which were used 

to examine the effect of variables on customer satisfaction. The 

scale items of each variable are as follows: 

Trust on Metaverse Banking Applications 

1. I have complete confidence in metaverse banking 

applications. 

2. I have complete confidence that metaverse banking 

applications work towards effectiveness. 

3. I have complete confidence that metaverse banking 

applications work towards ease of customers. 

Image of Metaverse Banking Applications 

1. I believe that metaverse banking applications are secure. 

2. I believe that metaverse banking applications are time 

saving. 

3. I believe that metaverse banking applications require less 

effort. 

Customer Behavior towards Metaverse Banking Applications 

1. I love to use metaverse banking applications. 

2. I love to recommend metaverse banking applications to 

other users. 

3. I love to follow innovative ways in metaverse banking 

applications. 

Customer Satisfaction in the Banking Industry 

1. Metaverse banking applications are of great value to me. 

2. I always prefer metaverse banking applications during 

transactions. 

3. I am comfortable with metaverse banking applications 

during transactions. 

Data Analysis 

Convergent Validity 

This study used an examination of the items' loadings. 

Loading estimates should be 0.50 or higher, preferably 0.70 

or higher (Hair et al., 2010; Hair Jr, Howard, & Nitzl, 2020). 

In the meanwhile, items with low factor loadings should be 

deleted. Furthermore, all build elements on their respective 

structures should be heavily loaded. In this study, the factor 

loadings of all items were greater than 0.7. Construct 

reliability was considered through composite reliability 

which is higher than 0.7 for trust on metaverse banking 

applications, image of metaverse banking applications, 

customer behavior towards metaverse banking applications 

and customer satisfaction in the banking industry. Results are 

shown in Table 2. Average variance extracted (AVE) is also 

higher than 0.5. The loadings, composite reliability and AVE 

proved convergent validity in this study. Figure 3 also shows 

the factor loadings. 
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Table 1: Convergent Validity. 

Variables Scale Items Loading 

Trust on Metaverse Banking Applications 

1. I have complete confidence in metaverse banking applications. 0.785 

2. I have complete confidence that metaverse banking applications work towards 

effectiveness. 
0.854 

3. I have complete confidence that metaverse banking applications work towards 

ease of customers. 
0.789 

Image of Metaverse Banking Applications 
1. I believe that metaverse banking applications are secure. 0.701 
2. I believe that metaverse banking applications are time saving. 0.921 

3. I believe that metaverse banking applications require less effort. 0.902 

Customer Behavior towards Metaverse Banking 

Applications 

1. I love to use metaverse banking applications. 0.875 
2. I love to recommend metaverse banking applications to other users. 0.798 

3. I love to follow innovative ways in metaverse banking applications. 0.763 

Customer Satisfaction in the Banking Industry 
1. Metaverse banking applications are of great value to me. 0.732 
2. I always prefer metaverse banking applications during transactions. 0.852 

3. I am comfortable with metaverse banking applications during transactions. 0.745 

 
Figure 3: Loadings. 

Discriminant Validity 

Discriminant validity refers to the degree to which a variable 

is actually distinct from other variables (Hair et al., 2010). The 

Fornell Larcker criterion (FLC) and the Heterotrait-Monotrait 

Ratio (HTMT) (Henseler et al., 2015) were used to assess 

discriminant validity in this study (Fornell & Larcker, 1981; 

Henseler, Ringle, & Sarstedt, 2015). Fornell Larcker criterion 

(FLC) is reported in Table 3 and Figure 1. Fornell and Larcker 

(1981) employed the FLC to examine discriminant validity, and 

the square root of the AVE for all components was used and 

compared to the correlation values of the other constructs. The 

AVE square root coefficients were displayed along the 

correlation matrix's diagonal. The square root AVE values should 

be bigger than the squared correlation estimations to demonstrate 

discriminant validity. The AVE square root values outperformed 

the correlation of all constructs in this study. All diagonal items 

in the respective rows and columns were greater than off-

diagonal elements, showing that all constructs had acceptable 

discriminant validity. 

 
Figure 4: Discriminant Validity. 
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Table 2: Fornell Larcker Criterion (FLC). 

 

Image of metaverse 

banking 

applications 

Customer behavior 

towards metaverse 

banking applications 

Customer 

satisfaction in the 

banking industry 

Trust on metaverse 

banking 

applications 

Image of metaverse banking applications 0.754    
Customer behavior towards metaverse banking applications 0.59 0.785   

Customer satisfaction in the banking industry 0.46 0.568 0.658  

Trust on metaverse banking applications 0.411 0.562 0.52 0.754 

 

Hypotheses Testing Results 

Results of hypotheses are reported in Table 3 and Figure 5. 

According to the results, all the hypotheses are significant because 

the t-value is higher than 1.96, a minimum level considered by the 

current study following by the previous studies (Hafkesbrink, 

2021; Hair, Ringle, & Sarstedt, 2011; Hair Jr et al., 2016; Yusif et 

al., 2020). It is found that trust in metaverse banking applications 

and image of metaverse banking applications has positive effect on 

customer behavior towards metaverse banking applications. 

Furthermore, customer behavior towards metaverse banking 

applications has a positive effect on customer satisfaction in the 

banking industry. It is also evident that customer behavior towards 

metaverse banking applications mediates the relationship between 

trust on metaverse banking applications and customer satisfaction 

in the banking industry. Similarly, customer behavior towards 

metaverse banking applications mediates the relationship between 

image on metaverse banking applications and customer 

satisfaction in the banking industry. 

Table 3: Hypotheses Testing Results. 

Hypothesis Beta Value T Statistics P-Statistics 

Hypothesis 1 (H1) 0.211 5.288 P < 0.05 

Hypothesis 2 (H2) 0.089 2.544 P < 0.05 
Hypothesis 3 (H3) 0.182 3.058 P < 0.05 

Hypothesis 4 (H4) 0.045 1.199 P < 0.05 

Hypothesis 5 (H2) 0.018 1.198 P < 0.05 

 
Figure 5: Results. 

Discussion and Conclusion 

The role of metaverse banking applications in satisfaction 

of customer was not addressed by the previous studies, 

therefore, this study addressed the role of metaverse banking 

applications in customer satisfaction in Azerbaijan. To fill this 

literature gap, this study developed a survey questionnaire and 

data was collected from the customers which was analyzed by 

using statistical tools. Five hypotheses were proposed based on 

the direct effect and indirect effect of customer behavior on the 

metaverse banking applications. 

As a result of the proliferation of readily available 

commodities and amenities, there exists a necessity to modify 

consumer conduct and augment contentment within the domain 

of metaverse banking applications. A potential approach to 

attain this objective could involve the promotion of metaverse 

banking applications offerings by notable figures within the 

populace, particularly religious leaders such as authorities. The 

endorsement of an authorities, a highly regarded religious 

figure, could potentially exert a substantial impact on the 

behavior and well-being of customers within the realm of 

metaverse finance (Mahdzan et al., 2017; Shaikh et al., 2020). 

This study aims to analyze the significance of applications 

related to metaverse, its potential impact on consumers' 

attitudes and beliefs, and the most efficacious approaches that 

authorities can employ to recommend metaverse banking 

applications products and results proved important role of 

implications which is consistent with the previous studies. 

The significance of contented customers is widely 

acknowledged in the fiercely competitive banking industry of 

today (Chaouali et al., 2016; Dash, Bhusan, & Samal, 2014; 

Ofosu-Boateng & Agyei, 2020). The present research 

employed modern technique to examine the relationship 

between customer satisfaction and the likelihood of using 

metaverse within the context of Azerbaijan. The study reveals 

that customers' inclination to banks is significantly influenced 

by their perceptions of the banks' dependability and 

compassion through metaverse. The inclination of depositors to 

other banks was found to be associated with the existence of 

metaverse finance. The study proposes a novel concept that 

suggests that comprehending the decision-making processes of 

depositors and the development of their perception of risk could 

prove advantageous in the realm of banking risk management, 

however, it can be managed through metaverse applications. 

Enhanced comprehension of the historical and cultural 

importance of authorities' approbation in the metaverse banking 

applications industry would be advantageous for both scholars 

and practitioners. To enhance client awareness and acceptance 

of metaverse banking applications products, it may be 

beneficial for metaverse banking applications organizations to 

recognize the influence and authority of authorities and 

establish effective communication channels with them to obtain 

their endorsement. The banking industry of Azerbaijan is 

subject to heightened competition, which necessitates the 

analysis of consumer behaviors in order to retain customers and 

provide incentives. 

Limitations and Future Recommendations 

This study presented important insights; however, the 

0 1 2 3 4 5 6

Hypothesis 1 (H1)

Hypothesis 2 (H2)

Hypothesis 3 (H3)

Hypothesis 4 (H4)

Hypothesis 5 (H2)

P-Statistics T Statistics Beta Value
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important element of banking services is service quality which 

affects customer satisfaction was not addressed in this study. A 

low-quality service is one in which customers' expectations 

exceed their perceptions, while a high-quality service means 

that customers' expectations are exceeded. The service quality 

model was criticized mostly for its conceptual adequacy, 

operationalization, and ambiguity of the expectations construct. 

The five-dimensional notion of service quality should not be 

used because the five-dimensional notion of service quality 

collapses when replicated across many contexts, and the 22 

found components do not consistently load into the required 

dimensions. Furthermore, this study is limited to the metaverse 

image and metaverse trust in various applications, the 

metaverse security is another important concern of the 

customers which is not addressed in this study. Hence, future 

studies should address metaverse applications security in the 

existing framework. 
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