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ABSTRACT

Despite the rise in digital banking fraud incidents in South Africa and its influence on banking client relationships,
there are limited studies conducted in South Africa that consider how seeking redress influences relationship quality
between banks and clients who have encountered banking fraud. Seeking redress allows clients to voice their complaints
and improves the quality of their relationship with the bank. Clients who seek redress when they have encountered
banking fraud provide banks with the opportunity to correct the mistake and prevent re-occurrences of fraudulent
transactions in clients' bank accounts. This study investigates the influence of seeking redress on relationship quality
dimensions, based on the perceptions of banking clients in South Africa. A quantitative research methodology was

adopted, and an online questionnaire was used to sample 399 South African bank clients who had previously been

equation modelling (SEM) to test the relationships between seeking redress and relationship quality dimensions. The
results show that seeking redress has a significant impact on relationship quality dimensions, such as satisfaction and
loyalty. Banks should thus encourage banking clients who have encountered banking fraud to seek redress to improve
the satisfaction and loyalty of banking clients. The implications are that banks need a functioning complaint management
system to receive fraud complaints and provide satisfactory responses to their clients. The results also showed that

seeking redress and satisfaction does not directly influence loyalty.

Keywords: banking fraud; clients, complaint behaviour; relationship quality, seeking redress.
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1.INTRODUCTION AND BACKGROUND

Banking fraud continues to rise in South Africa despite all the banks’ efforts to prevent such incidents. Banking fraud
escalated by 45% in 2023, with incidents related to banking applications accounting for 60% of all banking fraud
reported incidents (SABRIC 2023). The rise in fraud incidents has also increased the number of complaints against
various banks in South Africa. In 2023 alone, the Ombudsman for Banking Services received about 21.641 banking
fraud complaint cases, an 11% increase from the previous year, 2022 (Ombudsman for Banking Services 2023). The
impact of banking fraud extends beyond financial losses, affecting both clients and banks in various ways (Phiri et al.
2024:2). Therefore, banking clients are expected to complain about banking fraud so that banks can be informed about
the incident. Client complaints are a valuable source of important market information that firms can use to correct the

problem's root cause and improve their service delivery or product (Oluwasanmi et al. 2023:20).

Istanbulluoglu et al. (2017) explain client complaint behaviour (CCB) as a complex and multidimensional concept.
Iram and Igbal (2023:1276) define CCB as an action undertaken by clients after they have experienced a negative
element of a product or service delivery. Oluwasanmi et al. (2023:21) also explain CCB as a process that constitutes
a subset of clients’ possible and distinct responses to perceived dissatisfaction around purchasing products or during
service encounters and consuming products or services. Clients who encounter banking fraud may exhibit different
types of complaint behaviour (Sofia et al. 2023:4). Several authors have outlined different types of complaint behaviour,
including voicing a complaint (which refers to a client expressing their dissatisfaction with a firm); taking no action and
remaining loyal; exiting or ending the relationship with the bank; spreading negative word of mouth; third-party
complaints and seeking redress (Iram & Igbal 2023; Istanbulluoglu et al. 2017; Oluwasanmi et al. 2023; Sofia et al.
2023).

This study focuses on clients seeking redress. Ong et al. (2016:1) defines redress as the process of dealing with
complaints emanating after a client has used a firm’s service or after purchasing products. Redress is a process where
a firm resolves or atones for the problems that may have occurred after clients have used a firm’s service or after the
purchase of products (Mayombo 2014:4). According to Frasquet et al. (2021:1643), redress also provides clients with
an opportunity to express their dissatisfaction and address their complaints. Therefore, seeking redress concerns
procedures through which individuals seek remedies or responses to their complaints (Iram & Igbal 2023:1310). Client
complaints are a valuable source of important market information which firms can use to correct the root cause of the
problem and to improve their service delivery (Oluwasanmi et al. 2023:21). Although complaints are an inseparable
part of the banking industry complaining clients represent clients who are willing to provide a bank with the opportunity
to improve and maintain business transactions (Parikh & Dutt 2022). According to Pio et al. (2024:1050), banks may
not be able to improve without valuable feedback from complaints and may lose their competitiveness in the
marketplace. This means that complaints in the banking industry must be recognised and resolved to improve services
and processes for growth and sustainability. Therefore, complaints are an important feedback mechanism for firms to
monitor client satisfaction with a firm’s products and services (Oluwasanmi et al. 2023:21). Encouraging clients to seek
redress when they encounter fraud may therefore improve the relationship quality between banks and clients.
Relationship quality dimensions include satisfaction, trust and loyalty. Banks committed to delivering excellent client
service should allow clients to complain (Pio et al. 2024:1050; van Deventer & Redda 2023:211). Frasquet et al.
(2021:1643) also assert that “firms encouraging clients to seek redress through specially designated channels can

increase client satisfaction and loyalty”, and thus possibly improve the relationship between banks and their clients.
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2. RESEARCH PROBLEM AND PURPOSE

Banking fraud may negatively impact clients’ earlier perceptions of feeling secure and protected by their bank.
Clients who no longer feel secure and protected by their bank may ultimately switch to another (Puente-Cavazos et al.
2025:2). Moreover, gaining new clients is more costly than maintaining an existing clientele (Rudd et al. 2022:70).
When firms do not know the sources of dissatisfaction among clients, these firms may lose clients and suffer financially
(Phiri et al. 2024:2). Therefore, complaints, particularly seeking redress are an important feedback mechanism for firms
to monitor client satisfaction with a firm’s products and service effectiveness (Frasquet et al. 2021:1643). Complaining
clients should not be seen as a nuisance, but rather as those that are invested in providing banks with an opportunity
to resolve failures and strengthen relationships (Tax et al.1998).Given this background, the purpose of this study is to
investigate the influence of seeking redress on relationship quality dimensions (trust, satisfaction and loyalty) among
banking fraud clients. While studies on complaint behaviour exist in relation to service failure, service recovery and
dissatisfaction, very few studies have examined complaints, specifically after fraud incidents where both financial and
emotional harm are heightened (Kassem, 2024; Alashwali et al. 2024; Phiri et al. 2024:2). There are also limited studies
that have investigated the direct influence of seeking redress on relationship quality dimensions such as trust,
satisfaction and loyalty. This study addresses that gap by examining whether clients seeking redress following a
banking fraud incident strengthens or weakens the bank-client relationship in terms of satisfaction, trust and loyalty.
This is particularly important in South Africa, where banking fraud is on the rise, with the Ombudsman for Banking
Services reporting approximately 20,000 fraud-related complaints in 2023 alone. Therefore, this study focuses on
banking fraud and complaints in the South African banking industry. The complaint behaviour processes, and bank-
client relationships are relevant to this. On this basis, it is also concluded that the study is based on marketing literature,

specifically relationship marketing and banking fraud.

3. A LITERATURE OVERVIEW OF COMPLAINT BEHAVIOUR, SEEKING REDRESS
AND RELATIONSHIP QUALITY DIMENSIONS

A few seminal client complaint models were considered when developing the hypotheses for the study. The Day
and Landon’s (1977) model of client complaint behaviour represents the differences between those who act (take
action) and those who do not act (non-action) when they have a complaint. The model further differentiates between
taking public or private action, in other words, the different ways in which complaint action can be taken. In addition,
the model specifies actions, such as seeking redress directly, taking legal action, complaining to a third-party or friends
and boycotting a firm. Similarly, the other model that was considered was the Singh’s (1988) model of client complaint
behaviour, where clients' responses are classified into three categories: voice responses, private responses and third-
party responses. Voice responses are direct complaint behaviour to the service firm, including seeking redress. Second
is private responses, which relate to indirect complaint behaviour, including word-of-mouth communication. Third is
third-party responses, which means taking legal action or reporting a complaint to a regulatory body. The two adopted
models have some limitations due to their static and single post-purchase focus (Mayombo 2014:4). For instance, the
Day and Landon (1977) and Singh (1988) models do not show the complaint behaviour sequence clearly. These
models only point out clients' options when clients encounter dissatisfaction and need to complain. This study adopted
the two models by considering clients who take action and voice their complaints, as outlined by Singh (1988), not only
by voicing concerns but also by seeking redress with a bank. Seeking redress may provide an opportunity for banks to

correct mistakes and preserve the quality of the bank-client relationship, including aspects such as trust, satisfaction
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and loyalty towards the bank. This means that after clients’ experience banking fraud, they may seek redress directly

from the bank first.

3.1 SEEKING REDRESS

Seeking redress occurs when clients express their dissatisfaction with an expectation that their complaints will be
resolved or that a firm will fix the problem (Ong & Teh 2016:1). Frasquet et al. (2021:1643) also assert that clients who
seek redress are clients who complain to a firm and require an explanation. They expect to be compensated for the
loss, request a refund or an exchange, or for the product to be repaired. According to Iram and Igbal (2023:1315),
seeking redress is more likely to be used early and depends on clients' ability and willingness to exercise it. Clients
may seek redress directly from a firm involved in their dissatisfaction experience or from a third party. When a client
seeks redress directly from a firm, it enables the firm to acknowledge the complaint and address the matter. Moreover,
a firm will have an opportunity to prevent the problems from recurring and preserve the relationship with its clients
(Carlson et al. 2023:1). Various factors influence clients’ decisions to seek or not seek redress. Examples include the
perceived likelihood of success and clients’ attitudes towards complaining might play a significant role (Blodgett &
Anderson 2000:322; Turaga et al. 2020:1076). George (2021) notes that dissatisfied clients choose to seek redress
based on the perceived likelihood of success, their attitudes towards complaining and perceived justice. Similarly,
George (2021) asserts that clients often avoid seeking redress when they believe their efforts will not yield a successful

outcome.

3.2 RELATIONSHIP QUALITY DIMENSIONS

Dai (2025:155) explains relationship quality as an overall state of the relationship, viewed as a concept with several
dimensions. Ballantyne et al. (2003:14) argue that in an environment where firms offer similar products and services,
the quality of an ongoing relationship becomes a way of gaining a competitive advantage. According to Roy et al.
(2023), relationship quality refers to clients’ perceptions of how well the relationship fulfils their expectations,
predictions, goals and desires. The most commonly used dimensions to examine relationship quality are satisfaction
trust and loyalty (Zietsman 2017:2). Dai (2025:155) studied relationship quality by using the factors of satisfaction, trust
and loyalty from the perspective of clients. In the current study, relationship quality is examined as clients’ overall

evaluations of the long-term interactions of satisfaction, trust and loyalty.

Satisfaction can be defined in various situations that are associated with products and services. According to Sabir
etal. (2014:1015), satisfaction occurs when a client believes that a firm’s products and services meet their expectations.
Singh et al. (2023:3458) also explain satisfaction as clients’ perceptions that a firm has fully, efficiently and promptly
met their expectations. Satisfaction is also the result of a comparison between a client's purchase of a product or
service and its expected performance versus its actual performance (Hertzberg et al. 2020). Satisfaction describes a
generally positive experience of a purchase, which includes the service and product quality(Singh et al. 2023:3458).
The satisfaction is based on a client’s judgement and perception of whether the bank has met or exceeded the client’s
expectations. One way to achieve strong relationships is to ensure that clients are satisfied. This is because dissatisfied

clients will defect, leading to the end of a relationship (Abdella & Indradewa 2024:370).

Trust is also one of the most widely defined and examined relationship quality dimensions in marketing literature
(Dai 2025; Roy 2023; Telang & Somanchi 2016). Trust largely determines the establishment and maintenance of
relationships between clients and firms. Uruena and Hildalgo (2015:6) explain trust as a set of beliefs in the competence

and integrity of the other party. Trust is also based on the level of clients’ confidence in a firm’s competence and



55 The Retail and Marketing Review: VoI21 Issue 2 (2025) ISSN:2708-3209

performance. Trust has been generally accepted as a critical element in positive relationships (Akhlaq & Kiran
2022:582). The strength and quality of a relationship rely on the level of trust, and the higher the trust level, the stronger
the relationship will be, as trust is vital in building quality relationships, especially in service firms or banks (Roy et al.
2023). Banks offer banking services and products that are complex and thus clients need to have confidence that the
banking products and services will deliver as promised (Chen et al. 2012:7). Developing clients’ trust is especially
essential where vulnerability and risk of fraud are eminent (Ndubisi & Wah, 2005; Roy et al. 2023). As an example,
when clients experience monetary loss due to banking fraud, they might not trust their banks to keep their money and

other financial assets safe and may blame them for the loss.

Several studies have highlighted a direct link between client satisfaction and client loyalty (Kusumawati & Rahayu
2020; Suttikun & Meeprom 2021; Zephan 2018:2). Rosario and Joaquim (2023:52) define loyalty as "a deeply held
commitment to a product or service of a firm despite situational influences and marketing efforts having the potential
to cause switching behaviours”. Loyalty is also viewed as the continued connection clients have with their banks
(Khadka & Maharjan 2017). According to Rosério and Joaquim (2023:52), loyalty is focused on the aspect of a
relationship with a firm, and a loyal client is a person who makes regular purchases, uses a firm’s products and services
and is treated as a partner. Loyal clients also have an impact on the creation of new products, tailored to their individual
and specific needs. Loyalty is considered as the function of the share of total purchases, the function of buying
frequency or buying pattern or the function of buying probability (Kuusik 2017:5). According to Rahman and Ramli
(2016:607), loyalty has been recognised as a key determinant of clients’ retention and plays a significant role in long-
term profitability. A loyal client will stay with the same firm, is likely to engage in positive word-of-mouth communication,
recommend the product and influence the decision behaviour of friends and family members (Zhao et al. 2023). Loyalty
in a bank indicates clients’ intention to revisit the bank and to re-use the bank’s products and services in the future
despite a situation that may make them want to switch (Rosério & Joaquim 2023:52). Based on the literature above,
Figure 1 illustrates a hypothesised model between the independent variable (Seeking redress), and the dependent

variables (Satisfaction, Trust and Loyalty).

Seeking Redress

P BN

Hh " " \
; ; Loyalt
Satisfaction L L — Trust RN oyally
Hs

FIGURE 1: HYPOTHESISED MODEL

Source: Researcher’s construction
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The following hypotheses are proposed:

Hy: There is a significant relationship between seeking redress and satisfaction.
Hy: There is a significant relationship between seeking redress and trust.

Hs: There is a significant relationship between seeking redress and loyalty.

Ha: There is a significant relationship between satisfaction and trust.

Hs: There is a significant relationship between trust and loyalty.

He: There is a significant relationship between satisfaction and loyalty.

4. RESEARCH DESIGN AND METHODOLOGY

A quantitative research methodology was adopted. A quantitative methodology was most suitable given the study's
primary objective, which involved developing hypotheses and testing relationships between the selected variables. The
population of the study was the clients of any bank operating in South Africa who had been previously affected by fraud
in their bank accounts and had reported this to the bank. The data for the study was collected by a reputable research
agency (CINT). CINT has a digital research database consisting of more than 155 million participants in over 130
countries, including South Africa. The profile of the participants on the database includes banking and non-banking
clients. The questionnaire was captured on Microsoft Forms, and the URL link was sent to CINT to distribute on behalf
of the researchers. CINT distributed the link to the survey through its online platform. The known population for the
current study is 2.6 million South African respondents from the CINT database. According to Rahman (2023), when
the population size is known, a sample size of 384 is sufficient for a population of 1 million. Therefore, a sample size
of 384 (minimum) respondents at a confidence level of 95% was considered sufficient for the current study, to reach a
maximum of 400 (Collis & Hussey 2014:198). A non-probability judgmental or purposive sampling was adopted
because no sampling frame was available and due to strict bank-client confidentiality and the POPIA, the researcher
had no access to the bank-client database. The sample size was 400 South African bank clients who had previously
been affected by fraud and complained to their respective banks. Both secondary data and primary data methods were
used for data collection. Secondary data were gathered by extensively reviewing various academic journals, articles,
and textbooks. For this study, the secondary data review focused on topics, such as banking fraud, complaint
behaviour, complaint management and relationship quality. The primary data was collected using a closed-ended
online questionnaire focusing on South African bank clients who had previously been affected by fraud. Before primary
data was collected, ethical issues were considered. For this study, ethics approval was received from the relevant
university’s committee. The survey of the study included a consent form, and the respondents were also given an
option to opt out of the survey. To ensure anonymity, the respondents were not required to provide their personal
information, such as name, surname or ID number. The questionnaire had two sections, A and B. Section A used a
categorical scale to collect information about demographics such as age, gender, population group and educational
level. Section B used a five-point Likert-type scale containing statements relating to clients ‘seeking redress’ and
‘relationship quality dimensions’ (satisfaction, trust and loyalty). Existing items were used but a few new items were
also developed by the researcher based on literature. Overall, 24 statements were posed in the questionnaire, 8
statements related to the ‘seeking redress’ variable (Frasquet et al. 2021; Mayombo 2014; Researcher’s construction),

statements relating to relationship quality dimensions: 5 statements related to satisfaction (Khadka & Maharjan 2017;
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Researcher’s construction; Rosario & Joaquim 2023), 6 statements related to ‘trust’ (Dai 2025; Ndubisi & Wah, 2005;
Researcher’s construction; Roy et al. 2023) and 5 statements related to ‘loyalty’ (Akhlag & Kiran 2022; Maxham &
Metemeyer 2002; Puente-Cavazos et al. 2025; Researcher’s construction; Sousa & Voss 2009; Uruena & Hidalgo
2015). This study’s questionnaire items were developed by considering validity and reliability.

The data was analysed using both descriptive and inferential statistical techniques. Various types of descriptive
analyses, such as frequency and percentages were used to summarise the clients' demographic information.
Descriptive analyses, including mean and standard deviation, were used to summarise the demographic variables and
the factors of the study, namely seeking redress and relationship quality. Inferential statistics were used to measure
validity and reliability as well as establish correlations between variables. Furthermore, the inferential statistical method

used to analyse the data was the structural equation model (SEM).

SEM was applied to examine the relationships among the variables in the study. SEM is a multivariate technique
that tests and evaluates multivariate relationships between independent, mediating and dependent variables (Hair et
al. 2014:565; Mogbel et al. 2020). SEM enables a test of complex patterns of relationships and the simultaneous testing
of multiple hypotheses within a single comprehensive model, an approach that would otherwise require several
separate analyses using other statistical techniques (Bryan, 2015; Sathyanarayana & Mohanasundaram, 2024:562).
Hair et al. (2014:565) also highlight that one of the advantages of using SEM is that it allows the simultaneous use of
several indicator variables per construct, which leads to more valid conclusions on the construct level. According to
Randall and Lomax (2022:136), SEM addresses measurement error by directly modelling the error terms linked to
observed variables. This approach ensures that the estimated relationships between constructs remain accurate and
free from bias caused by measurement inaccuracies, effectively reflecting relationships among perfectly reliable

variables. SEM was therefore used to examine the relationships among the variables of the study.

Before SEM is assessed for overall model fit, a CFA is conducted to validate the measurement model. CFA
assesses whether the observed variables load significantly into their respective latent, as specified in the model (Hair
et al. 2010:567-567). In other words, CFA is used to evaluate the structure and validity of the measurement model
(Hair et al. 2020:109). In CFA, regression weights are determined. Regression weights (also referred to as factor
loadings) represent the strength and direction of the relationship between observed variables and their underlying latent
factors (Hair et al. 2010:567-567; Tabachnick & Fidell, 2019:476). Once CFA is conducted, the SEM model is assessed
for overall model fit. Various indices were used in the study to test the goodness of fit of the proposed hypothesised
model. The goodness of fit indicates how well the specified model reproduces the observed covariance matrix among
the indicator items (Kline, 2023:141; Sathyanarayana & Mohanasundaram, 2024:563). Goodness of fit is evaluated,
using a number of model fit indices, which examines the relationships between the observed data and the theoretical
model which would be expected from the model (Hair et al. 2010:567; Sathyanarayana & Mohanasundaram,
2024:563). The first step in CFA is to assess convergent validity, average extracted variance (AVE) and composite
reliability, as Cheung et al. (2024:746) suggest. Convergent validity is a concept of SEM that assesses whether different
measures that are meant to measure the same constructs correlate well with each other. It is confirmed through high
loadings (Hair et al. 2021:78). The AVE is a measure used to assess a construct’s convergent validity. It represents
the mean of the squared loadings of the indicators linked to latent construct and reflects the construct’'s commonality
(Hair et al. 2021:109). An AVE value of at least 0.50 is deemed acceptable, indicating that a construct explains at least
50% or more of the variance in its indicators (Bryan, 2015; Cheung et al. 2024:750). Thus, AVE measures the
proportion of variance captured by a latent construct relative to that attributed to measurement error (Hair et al.

2021:77). It summarises the overall convergent validity of a set of items. The high loadings of 0.50 and more confirmed
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convergent validity in the study. Once validity is checked, the next step is to assess reliability. Composite reliability
indicates the extent to which a set of items consistently measures the same latent construct (Hair et al. 2021:77). Unlike
Cronbach’s alpha, composite reliability does not assume equal indicator loadings. A high composite reliability (above
0.70) suggests that the items are well aligned in the measuring instrument. Composite reliability uses factor loadings

of convergent validity to examine the internal consistency of the constructs (Cheung et al. 2024:750; Kline, 2023:141).

5.5 EMPIRICAL RESULTS

5.1 DEMOGRAPHIC DATA

The agency conducted the recruitment process of respondents, based on the researchers’ inclusion criteria. Using
the question link, CINT invited suitable respondents (South African bank clients) to participate in the study through
email and their mobile app (OpinionAPP). Respondents used the encrypted link, provided by CINT, to access the online
questionnaire. Before completing the questionnaire, a consent letter and introductory section was provided, detailing
the objective of the study. The link to the questionnaire was open to all South Africans bank clients in the platform. A
total of 400 bank clients in South Africa completed the questionnaire. Of the 400 completed questionnaires, 399 (one
had missing data) were useful for data analysis. Section A of the questionnaire consisted of demographic questions
and gathered data, such as the gender, age, population group and educational level of the respondents. Descriptive
statistics were used to calculate and summarise the demographic data of the respondents. Table 1 presents the

demographic data of the respondents.

TABLE 1: DEMOGRAPHIC DATA OF RESPONDENTS

Gender Frequency Percent (Rounded off)
Male 141 35.3
Female 258 64.7
Total 399 100
Age

<20 years old 9 2.3
20-29 years old 164 411
30-39 years old 137 343
40-49 years old 70 17.5
50-59 years old 11 2.8
60+ years old 8 2.0
Total 399 100
Population

Asian 20 5.0
Black 283 70.9
Coloured 30 7.5
White 64 16.0
Others 0 0.0
Not willing to say 2 0.5
Total 399 100
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Educational level Frequency Percent (Rounded off)
Matric certificate (Grade 12) 92 23.1
Diploma 54 13.5
Postgraduate diploma 12 3.0
Bachelor's degree 158 39.6
Honours degree 31 7.8
Master's degree 45 11.3
Doctorate 7 1.8
Total 399 100

Source: Statistical results

As shown in Table 1, the majority of respondents were females (64.7%), and 35.3% were males. A large share of
the sample consisted of younger bank respondents with those aged 20 and 29 years making up 41.1%. Respondents
younger than 20 years old constituted 2.3% of the sample. Those aged 30 and 39 years made up 34.3%, while
respondents between 40 and 49 years accounted for 17.5%. The 50 and 59 age group represented approximately
2.8% and respondents aged 60 years and above comprised approximately 2.0% of the sample. In terms of the
population group, Black respondents were the majority at 70.9%, followed by the White population group (16%) and
the Coloured population group (7.5%). The Asian population group represented 5.0% of the sample, and a small
fraction of respondents (0.5%) chose not to disclose their population group. Lastly, the majority of respondents selected
a bachelor’s degree as their highest qualification (39.6%), followed by Matric certificate (Grade 12) (23.1%), Diploma
(13.5%), Masters (11.3%), Honours degree (7.8%), Post graduate diploma (3.0%), and Doctorate degree (1.8%).

5.2 VALIDITY AND RELIABILITY

The validity and reliability of the measuring instrument were assessed using CFA.

TABLE 2: VALIDITY AND RELIABILITY RESULTS

Items Statement Loading P-values | AVE CR
SR7 | requested the bank to resolve the matter. 0.922 o

SR3 | Irequested the bank to investigate the fraudulent transaction. 0.880 b 0.692 0878
SR1 | complained directly to the bank. 0.868 b

SR8 | requested the bank to ensure there will be no re-occurrence of the same problem. 0.850 o

SR2 | requested an explanation from the bank. 0.843 o

SR5 | Irequested the bank to recover my stolen money. 0.823 b

SR4 | requested a refund from the bank. 0.725 o

SR6 | requested the bank to improve the security related to digital banking facilities. 0.720 b

Sat1 | am satisfied with the bank. 0.930 b

Sat2 | The services of the bank meet my expectations. 0.912 b 0792 | 0948
Sat4 | | am satisfied with the bank’s products and services. 0.895 b

Sats | Overall, my experience with the bank has been good. 0.892 b

Sat3 The digital banking options offered by the bank, for example internet or mobile banking, 0.817 ok

meet my expectations.

Trué | I have confidence in how the bank delivers its services. 0.931 b

Tru5 | Ibelieve that the bank delivers its services as expected. 0.930 b

Trud4 | | believe that the bank’s products perform as expected. 0.906 b 0.768 0.934
Tru3 | Itrust the bank with keeping my money safe. 0.902 b

Tru1 | trust the bank's digital banking facilities. 0.811 b

Tru2 | Itrustthe bank's staff. 0.764 b
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Items Statement Loading | P-values | AVE CR
Loy2 | I am ahappy client of this bank. 0.954 o
Loy4 | I'have a good relationship with my bank. 0.937 b
Loy5 | Iwill continue my relationship with the bank. 0.930 b 0.869 0.981
Loy3 | Iam likely to recommend the bank to friends. 0.929 b
Loy1 | lintend to continue using the bank’s products and services. 0.911 b

***p<0.05 (significant)

Source: Statistical results

As shown in Table 2, eight items loaded significantly on Seeking redress with a p-value of less than 0.05. Seeking
redress had an AVE of 0.692, which is above 0.5, meaning that eight items explain 69% variance in seeking redress,
demonstrating good convergent validity. The CR was above 0.7, suggesting that the factor had internal consistency
and reliability. Table 2 also shows that satisfaction had 5 loaded items with a significant p-value (<0.05). Satisfaction
had an AVE of 0.792, which means that five items explain 79% variance in satisfaction, demonstrating convergent
validity. The CR was above 0.7, showing internal consistency. Six items loaded significantly on Trust with a p-value of
less than 0.05. Trust had an AVE of 0.768 which is above 0.5, showing that 5 items, explain 77% variance in trust,
confirming convergent validity. In terms of reliability, the CR was above 0.7, indicating internal consistency. Five items
loaded significantly on loyalty with a p-value less than 0.05. The AVE for loyalty was 0.869, showing that five items
explain 87% variance in loyalty. Meanwhile, the CR for the factor was above the 0.7 threshold. Based on these results
the factors seeking redress, satisfaction, trust and loyalty were deemed valid and reliable to form part of the SEM

model. Figure 2 presents the measurement model of the study, which considers the CFA and correlations of the factors.
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FIGURE 2: MEASUREMENT MODEL

Source: Statistical results
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Various indices were used in the study to test the goodness of fit of the proposed hypothesised model. The
goodness of fit reflects the extent to which the proposed model replicates the observed covariance matrix among the
indicator items (Khademi et al. 2023). Goodness of fit is evaluated, using a range of model fit indices, which assess
the relationships between the observed data and the theoretical model which would be expected from the model. The
model fit was evaluated by indices such as the Chi-square, TLI, CFl and RMSEA. Chi-square is divided by the degrees
of freedom as a measure of model fit with values of 3 or less, representing a perfect fit (Sathyanarayana &
Mohanasundaram, 2024:563), while values between 3 and 5 are also acceptable (Hooper et al. 2008). The square
error of approximation (RMSEA) model has values that are less than or equal to 0.05, show a close fit while values
between 0.05 and 0.08 indicate a good fit and the cut-off for the study was 0.08. Tucker Lewis Index (TLI) cut off has
values ranging from 0 to 1, with values greater than or equal to 0.95 indicating a good fit (Khademi et al. 2023;
Sathyanarayana & Mohanasundaram, 2024:563). A root mean comparative fit index (CFI) larger than 0.95 indicates a

relatively good model (Xia & Yang 2019). Table 3 shows the goodness-of-fit indices for the hypothesised model.

TABLE 3: GOODNESS-OF-FIT INDICES FOR THE HYPOTHESISED MODEL

CMIN/DF TLI CFI RMSEA
3.661 0.933 0.945 0.082

Source: Statistical results

As shown in Table 3, all fit statistics show an adequate model fit (CMIN/df =3.661, TLI =0.933, CFI =0.945 and
RMSEA= 0.082), allowing for further SEM analysis.

TABLE 4: ESTIMATES AND P-VALUES FOR THE HYPOTHESISED MODEL

Structural relationship Hypotheses Estimate St::!r((i;rd Critical ratio P-values
Satisfaction <---Seeking redress Hi 0.426 0.050 8.409 b
Trust <--- Seeking redress Ha -0.003 0.025 -0.127 0.899
Loyalty <--- Seeking redress Hs -0.023 0.026 -0.946 0.344
Trust <--- Satisfaction Hq 0.954 0.042 24.365 b
Loyalty <--- Trust Hs -0.192 0.107 -1.849 0.065
Loyalty <--- Satisfaction Hs 1.145 0.122 10.3 b

***p<0.05 (significant)

Source: Statistical results

As presented in Table 4, there is a positive and significant relationship between seeking redress and satisfaction
(8=0.426, p<0.05), suggesting that just an opportunity of seeking redress after encountering banking fraud provides
clients with some level of satisfaction. Table 4 also shows that seeking redress does not significantly influence trust
(B=-003, p=0.899). This indicates that the act or opportunity of seeking redress alone does not directly foster trust in
the bank. Table 4 further shows that seeking redress does not significantly influence loyalty ($=-0.023, p=0.344)
suggesting that clients who complain are not automatically more loyal to the bank as a result of seeking redress.
Therefore, banking clients who seek redress have higher levels of satisfaction with the bank and thus increased loyalty.
The results also show that there is a positive and significant relationship between satisfaction and trust ($=0.954,
p<0.05). This demonstrates that satisfied clients are more likely to place trust in their bank. Table 4 also reveals that
trust does not significantly influence loyalty (8=-0.192, p=0.065), which indicates that having trust in the bank does not

necessarily guarantee client loyalty. Lastly, Table 4 shows a positive and significant relationship between satisfaction
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and loyalty (=1.145, p<0.05). This suggests that when clients’ level of satisfaction is restored after seeking redress,

their loyalty towards the bank may also strengthen.

6. DISCUSSION AND RECOMMENDATIONS

The results show a positive and significant relationship between Seeking redress and Relationship quality
dimensions, particularly satisfaction and trust. This means that when clients encounter fraud, an opportunity to seeking
redress directly from a bank may help preserve the bank-client relationship in terms of satisfaction and trust.
Importantly, the result highlights that the act of seeking redress improves client satisfaction, which in turn improves
trust towards a bank. Furthermore, satisfaction does directly influence loyalty, suggesting that the opportunity of
seeking redress may restore some level of satisfaction and may guarantee client loyalty. In contrast, trust alone does
not guarantee loyalty. Instead, when bank clients are provided with an opportunity to seek redress, their level of
satisfaction may improve, and this may also strengthen both trust and loyalty towards a bank. In other words,
satisfaction is the key link between client seeking redress and loyalty. Therefore, banks should actively encourage
clients to voice their complaints when they encounter fraud by offering multiple, easily accessible, and cost-free
channels (for example, mobile apps, SMS, call centres, social media platforms and in branch desks). Communication
about these channels should be clear, and languages of preference available to enhance accessibility and inclusivity.
Banks should also allocate dedicated complaints staff or fraud relationship managers in branches to provide immediate
explanations and support for fraud related complaints. Staff should be well trained to receive and acknowledge fraud
complaints and be able to provide clients with possible explanations and resolutions. Such an approach not only
addresses client’'s complaints but can also assist to restore client’'s confidence in a bank. Also, by demonstrating
responsiveness and competence when clients seek redress in fraud related cases, banks can increase satisfaction,
which in turn fosters trust, and enhances loyalty. When clients are encouraged to seek redress, this may also provide
banks with an opportunity to identify gaps and improve the security of digital banking facilities. Mitigation measures
should be put in place to combat banking fraud. Clients should be provided with an option to add additional security
features, for example, enhanced authentication methods, biometrics, facial recognition at ATMs, prompt messages
and verification to approve all transactions before they are processed. All accounts must be linked to clients’ cell phone
numbers to monitor and approve deduction or withdrawal attempts. Although these features may prolong the
transaction process, they will put clients in control of every transaction in their bank accounts and prevent unauthorised
access. Banks can also replace confidential information, such as account numbers, passwords, card numbers on bank
cards or other records with unique identification symbols, that preserve all critical information without compromising

security.

Overall, complaints should be viewed as an opportunity to strengthen satisfaction and trust to some extent rather
than being seen as threats. Peridiodic satisfaction survey, especially targeting clients who experienced fraud, should
be used to evaluate relationship quality and identify gaps in redress processes. Follow-ups after clients lodge a
complaint should be done. This will ensure that the complaints management process is put in place not only for
compliance purposes but to genuinely improve client perceptions and strengthen long term loyalty. Since trust alone
does not guarantee loyalty, banks should complement complaint handling efforts with client retention strategies, such

as loyalty programmes and fraud protection efforts.
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7. CONCLUDING REMARKS

The study undertook an empirical investigation among bank clients to gather the perceptions of clients who have
been previously affected by banking fraud. The results of the study showed that most bank clients are likely to seek
redress directly from a bank when they encounter fraud. By doing so, clients expect their banks to provide explanations,
investigate the complaints, improve their security and ensure non-recurrence of fraud incidents. As far as the
researcher could establish there are limited studies that have empirically tested the direct relationship between seeking
redress and the dimensions of relationship quality in the context of banking fraud in South Africa. Therefore, this study
makes a contribution by showing that complaints serve not only as an important feedback tool but also as a mechanism
for restoring satisfaction and safeguarding trust when clients experience fraud. However, the study was limited to bank
clients who had experienced fraud and had reported it to their respective banks. The study did not consider
demographic factors and used non-probability sampling. Therefore, other studies can focus on demographic factors

and other sampling techniques to generalise the results to other geographical areas.
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