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ABSTRACT  

The current study investigates some variables affecting customer loyalty regarding the 

banking sector in Yemen. Besides, it examines the moderation effect of education factor 

impact on the perceived value. A self-administered questionnaire was deployed to a set of 

579 bank customers by using opportunity sampling in the capital city of Sana’a in Yemen. 

The collected data was analyzed using the Partial Least Square-Structural Equation 

Modelling (PLS-SEM) approach to test the hypotheses of this study. The main finding 

showed a significant positive relationship and the non-significant relationship between some 

independent variables and customer loyalty in Yemen's banking sector. 

Further, the moderating effect of education on perceived value significantly supports the 

relationship with customer loyalty.  Banking managers should build real confidence with 

customers, enhance the banks' reputation, and develop a variety of electronic banking 

services. They have to understand the necessity of attention to the education factor as a 

critical point to building customer loyalty. That requires them to give more attention to the 

customer who has a good education. This paper's uniqueness comes from its investigation of 

some important requirements of customer loyalty and examines the influence of education as 

the moderator on perceived value by customers in the theoretical framework proposed. Also, 

the study result presents a new contribution to the literature of marketing relationships related 

to the issue of customer loyalty in the banking sector in Yemen. 

KEYWORD: Customer loyalty, Trust, Bank image, Electronic service, perceived 

value,banking sector in Yemen.  
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1. INTRODUCTION 

Customer loyalty gives significant benefits 

for marketers, academicians, and 

researchers because it reflects the health of 

an organization (Bennett & Rundel-Thiele, 

2005). Although, the fact that customer 

loyalty has been a significant research 

issue amongst marketing researchers for 

decades, it still receives many interests, 

mainly due to relationship marketing 

(Sheth & Parvatiyar, 1995). The cost of 

obtaining a new customer is much more 

than the cost of retaining an existing 

customer (Allen, D. R., & Allen, D. 

(2004). Besides, the most critical aspect of 

promoting a specific service is loyal 

customers who mention it to relatives, 

friends, and other potential customers or 

known “word of mouth” )Schultz, 2005). 

In relationship marketing, customer loyalty 

has always gained great interest among 

scholars and practitioners for more than 70 

years (Knox, S., & Walker, D., 2001). 

Customer loyalty was measured and 

described in various marketing aspects, 

like brand loyalty, service loyalty, and 

product loyalty (Olsen, 2007). Realizing 

that customer loyalty among current 

customer may help creates profits and 

decrease some loss 

(Dehdashti,Jafarzadeh& Bakhshizadeh, 

2012; Matzler, Grabner-Kräuter, & 

Bidmon, 2008), organizations spend 

millions of dollars annually to retain them 

to obtain higher levels of loyalty by 

engaging in marketing research (Bennett & 

Rundel-Thiele, 2005). However, 

sustaining and gaining customer loyalty is 

a vital issue in increasingly competitive 

advantage (Brexendorf, Mühlmeier, 

Tomczak, & Eisend, 2010), highlighting 

the need to address and determine the 

critical factors of customer loyalty through 

conceptual and empirical investigation. 

Withinthe banking context, Yemen's 

banking sector is considered one of the 

most important economic sectors that 

affect economic development and gross 

national product. This sector consists of 19 

banks working in various banking 

activities and provides customers with 

various banking services that contribute to 

facilitating the movement of investment 

(central bank of Yemen2017). According 

to Akabisi and lind (2011), the banking 

sector in Yemen has a decline in efficiency 

and performance, which is reflected 

negatively on the level of quality of 

banking service provided and the level of 

loyalty of the Yemeni customer towards 

the banks. Those reasons negatively 

reflected the bank’s performance with the 

customer, so it necessary to adopt real 

strategies solutions. Besides, it had 

become that the banks in Yemen should 

create an ongoing relationship with the 
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customer to maintain stable cash flow and 

achieve the best performance through 

build loyalty with the customers (Farhan& 

Altoki (2008). 

Obtaining customer loyal toward the 

banking sector is not an easy job because 

the philosophy of customer loyalty is an 

integration insight to both the awareness 

and practice, so it may differ from the 

environment to the other and differ from 

time to time. Customer loyalty contains 

varied aspects such as services quality, 

trust, commitment, switching cost, 

customer involvement. Also, the banks can 

provide low prices on finance, or the high 

benefits on deposits, providing exceptional 

finance purposes by providing the 

customized services, supporting the 

customer’ sense of belonging to the bank, 

and interest in the completion and 

suggestions. Therefore, customer loyalty 

challenges need more investigation and 

studying to understand and be aware of the 

basics and requirements for building and 

implementing customer loyalty (Anabila 

&Awunyo, 2012).  

According to Al-khateeb (2013), the nature 

of the confidence that business 

organizations give to the Yemeni 

customers has a significant effect on their 

purchasing decisions;also, the company's 

reputation and name in the market has a 

significant effect on enhancement the 

relationship with 

customers.Simultaneously, Al- Al-Ajam 

and Nor (2015) reported that the 

importance of online technique services as 

a vital way to create real value with the 

customers in Yemen. Many previous 

studies dealt with building customer 

loyalty by investigating the variables of 

customer loyalty independently or 

sophisticated approach (Rai and 

Srivastava, 2012). However, this study 

will highlight some variables related to 

customer loyalty in the context of the 

banking industry by focusing on 

examining the most important of these 

requirements. So, the variables of Trust, 

Bank Image, and E-Services will be 

examined to analyze the relationship with 

customer loyalty andthe variable of 

preserved value as main components of 

loyalty.  

On the other hand, Al-Bayati and David 

(2016) showed the importance of the 

education factor and the level of education 

of Arabi consumers in changing its 

consumer culture and purchasing 

decisions. Therefore, this study will 

examine some important requirements of 

customer loyalty as well as examine the 

moderating effect of education on the 

perceived value to understand how the 

banks’ customers see to the banks’ 

services and how that helps the banks’ 
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managers to understand the wants and 

needs of their customer in the banking 

sector in Yemen.The paper contains six 

parts; the model and hypotheses are in part 

2. The methods and processes conducted 

are illustrated in part 3, and the data 

analysis and requirements procedure are in 

part 4. The results discussion and 

conclusion are showed in part 5, and 

finally, the implementations and further 

research are provided in the sixth part. 

2. The model and hypotheses 

This partsurveys someprevious literature 

regarding customer loyalty in the context 

of the banking industry, trust, banking 

image, electronic services, perceived 

value, and the moderating effect of 

education on perceived value. The study’s 

hypotheses are evolved in this review.  

2.1 Customer Loyalty- Service Loyalty  

Rai and Srivastava (2012) defined service 

loyalty as “a psychological character 

formed by the customer's sustained 

satisfaction coupled with emotional 

attachment formed with the service 

provider that leads to a state of willingly 

and consistently being in the relationship 

with preference, patronage, and 

premium.”The degree at which consumers 

show the behavior of repeat purchasing 

from the same service provider, have the 

positive attitude regarding that specific 

service provider, and have the ponder to 

have the services of the same service 

provider again in the future is the service 

loyalty. In the service industry, it is 

obviousre-patronage for a specific service 

for a long time by the customer falls 

within behavioral loyalty. Also, whenever 

customers desire to broadcast positive 

recommendations and take the personal 

defense of the service provider (positive 

word of mouth) because of vulnerability to 

some positive attitudes falls within 

attitudinal loyalty for both offline and 

online activities (Gremler & Brown, 1998; 

Ladhari, Souiden & Ladhari, 2011).  

2.2 Trust  

Trust believes or expectations a positive 

exchange of partner’s trustworthiness due 

to partner’s experience or reliability. Also, 

trust has been regarded as a behavioral 

intention that reflects a reliance on a 

specific service provider (Moorman, 

Deshpande, & Zaltman 1993). Rai and 

Srivastava(2012) indicated that service 

providers' main component of trust is 

integrity, credibility, and degree of 

assurance in the performance of 

transactions granted by the organization to 

its customers. According to Kassim and 

Abdullah (2010), Pan, Minartiand Segoro, 

(2014), and Marakanon and 

Panjakajornsak(2017), that variable of 

trust has a positive relationship with 
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customer loyalty in several environments. 

Consequently, the subsequent hypothesis 

is posited: 

H1: Trust given by banks to its customers 

has a positive relationship with customer 

loyalty in Yemen's banking sector.  

2.3 Bank Image 

Bank image reflects its reputation and 

name in the market, and it’s a position 

against other competitors. Bank image is 

an overall impression of a company into 

the business environment's minds (Barich 

& Kotler, 1991). Line (2005), Giovanis, 

Zondiros, and Tomaras, (2014), andChang 

and Yeh (2017) found that the corporate 

image plays an important role in the 

customer’s think and. It directly impacts 

customer loyalty and is considered one of 

the most important motives of customer 

loyalty in the service sector industry. 

Consequent upon all these studies, the next 

hypothesis is framed:  

H2: Bank Image has a positive 

relationship with customer loyalty in the 

banking sector in Yemen.  

2.4 Electronic service 

Electronic service refers to any service 

provided by electronic means like the 

Internet/website and mobile devices. It has 

become necessary for the service provider 

to give the services by various electronic 

media (Rowley, 2006). Leventhal, Pitta, 

Franzak, and Fowler (2006); Abdulfattah 

(2012) and Pereira, Salgueiro, and Rita 

(2016) referred to the importance of some 

requirements to provide efficient electronic 

services such as accessibility, adequacy of 

information, personal security, and the 

attractiveness of e-activities. They found 

that the relationship between electronic 

service and customer loyalty is significant. 

Thus, the following hypothesis is 

formulated: 

H3: Electronic services havea positive 

relationship with customer loyalty in the 

banking sector in Yemen.  

2.5 Perceived value  

The perceived value reflects the benefit 

that the customer receives from the service 

after excluding the service costs. Many 

studies have indicated that there is a 

positive relationship between a customer’s 

feeling of the real value of using a 

particular service and an increase in his or 

her long-term loyalty (Li & Green, 2011; 

Yusuf, 2012; El-Adly & Eid, 2016; 

Cossio-Silva et al., 2016). On the other 

hand, motivations, opportunities, 

utilitarian benefits, and hedonic benefits 

have been identified as the most important 

elements needed to achieve actual value in 

order to obtain customer loyalty (Gruen et 

al. 2011; Frank et al. 2014; Xu et al. 2015; 
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Purwanto et al. 2015). Thus, the following 

hypothesis is formulated: 

H4: Perceived value has a positive 

relationship with customer loyalty in the 

banking sector in Yemen. 

2.6 The moderating effect of education on 

perceived value  

Many studies showed a significant effect 

between the demographic factor of 

education and customer loyalty; the nature 

of this relationship may be direct or 

indirect by influencing customer loyalty 

variables in particular service 

providers(Hoang-Tung, Kojima, and 

Kubota (2014); Melnyk (2014); Gracia, 

Ariño & Blasco (2015) and Nyadzayo and 

Khajehzadeh (2016). Al-Shibly & 

Alkhawaldeh (2017) mentioned the 

education factor moderates the relationship 

between perceived value and satisfaction. 

Also, Al-Bayati (2016) indicated the 

positive effect between the education 

factor and how Arabic consumers perceive 

the value of consumption culture. 

Consequent to these studies, the next 

hypothesis is framed: 

H5: Education moderates the positive 

relationship between perceived value and 

customer loyalty in Yemen's banking 

sector. 

Depend on the literature review, the 

suggested theoretical framework and the 

hypotheses formulated are illustrated in 

Fig. 1. 

 

 

 

 

 

 

 

 

 

 

Fig. 1. Proposed theoretical framework. 
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3. Methods  

3.1 Participants and procedure 

The self-administered questionnaire was 

given to 576 bank customers using the 

opportunity sampling technique inthe 

capital city Sana’a of Yemen over six 

months from December 2018 to June 

2019. According toCavana, Delahaye, and 

Sekeran (2001), Comrey and Lee (1992), 

and Krejcie and Morgan (1970), for the 

population of more than 1000000 persons, 

the minimum sample size of 384 is enough 

for the representation. However, the 

sample size was increased by 50% to 

minimize any potential low response rate 

from bank customers who may not 

cooperate (Salkind, 2011).  In this case, 

400 acceptable respondents were subjected 

toa test giving a response rate of 86%, 

which is an acceptable standard (Rogers, 

Plante, Wong, & Evans 1991; Bland& 

Altman 2007). The sample elements were 

individuals who have to use the services 

banking of the banking sector in Yemen. 

The majority of banks’ customers have a 

high education level of bachelor graduate 

and above (85.5%percent; N=342), 

whereas the rest of the respondents with 

less education level (Up to 12th standard). 

3.2 Development of the questionnaire  

The respondents' questionnaire was 

designed based on the previous studies 

related to the subject of the current study 

to examine some requirements of customer 

loyalty or key variables of customer 

loyalty (trust, corporate image, electronic 

services, perceived value). Majority of 

items were adapted from previous studies 

(Zamite, 2000; lian, 2005; Rai & 

Srivastava, 2012; Ladhari & Leclerc, 

2013). The study had started with 

measuring the variables of building 

customer loyalty. Four customer loyalty 

sections scale was incorporated into the 

study questionnaire to measure the 

requirements of customer loyalty.  

Furthermore, based on some previous 

studies, the researcher adopted and 

usedsome items to fit this study's subject 

and objectives (Abdulfattah, 2012; Osman 

& Sentosa, 2013; Nagengast, 

Evanschitzky, Blut, and Rudolph; 2014). 

And to examine the dependent variable 

(customer loyalty), this study used the 

known scale of customer loyalty testing 

(Smith, 2003; Allen, 2004; Lin, 2005). The 

last section of the questionnaire was 

demographic questions, six questions 

covering Gender, Age, Education 

Background, Occupation, Month 

income.Appendix 1 contains the items of 

measurement used to examine the 

independent and dependent variables of 

this study. The items' responses were 

measured on a five-point Likert scale by 

the banks’ customers, ranging from 1 for 
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“Strongly Agree” to 5 for “Strongly 

Disagree,” and the questionnaire consists 

of 40 items for measuring some 

requirements of customer loyalty. Banks’ 

customers were asked to indicate the 

degree of their agreement or disagreement 

on each question using the scale. The five-

point Likert scale was also used by 

previous studies (Mabkhot, 2014; Rai 

&Srivastava 2012; Smith, 2003).  

3.3 Statistical techniques 

To examine the study model, smart PLS 

3.2 was executed in which the PLS-SEM 

approach was used. (Hair et al., 2014). 

PLS-SEM was used in the present study 

because Chin (1998) pointed out that PLS 

is the tool that is very effective in order to 

assess the interaction among the variables. 

Moreover, it also reduces the type II error 

as well. Along with that, it is very effective 

to handle formative as well as reflective 

dimensions. 

4. Data analysis 

The researcher chooses PLS-SEMto 

analyze the present study under the light of 

suggestions by (Hair et al. (2017). Many 

criteria suggested by Hair et al. (2017) 

must be conducted to successful use this 

smart technique. 

4.1. Measurement model 

All the items used to investigate the 

variable of the study is identified as a 

measurement model of PLS (Hair et al., 

2014);this study tried to abideby criteria of 

PLS through examining the reliability of 

the internal consistency, convergent 

validity, and divergent or discriminant 

validity of the measures of the construct 

which successfully was conducted. The 

reliabilityof the constructs being used in 

this study was assessed by using 

composite reliability and Cronbach’s 

Alpha. The values of Cronbach’s Alpha 

are mentioned in table 1 as 0.877 and 

0.944, respectively. On the other hand, 

composite reliability values are also shown 

in the same table as 0.922 and 0.951. All 

of these values are above the standard 

mentioned by Hair et al. (2014). These 

values show strong reliability between 

variables as well. 

To assess the present research's 

Convergent validity, Average variance 

extracted AVE, composite reliability, and 

factor loading was assessed. As the values 

of convergent validity as factor loadings 

items were > 0.60, the value of CR is more 

than 0.70, and the value of AVE is more 

than 0.50 of all the used items (Hait et al., 

2014). 

For the present study, Discriminant 

validitywas calculated through 

Heterotrait-Monotrait (HTMT) ratio. 
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According to Fornell Larker's criteria, the 

threshold level of HTMT is 0.9 (Henseler 

Ringle & Sarstedt 2015). According to the 

values of table 4, the values associated 

with items among factors were not more 

than 0.90. moreover, the values of VIF 

were less than the criterion value of 5. 

These values range between 2.386 to 3,799 

showing no multicollinearity issue among 

the constructs (Hair et al.,2017). 

Therefore, both values showing evidence 

regarding the acceptable range of 

discriminant validity. 

Table 1; Reliability and validity analysis. 
 

Factors  Items 

Outer 

loading 

 

CA CR AVE  

Bank Image BI  BI1 0.761  0.927 0.939 0.632 

 BI2 0.837     

 BI3 0.807     

 BI4 0.757     

 BI5 0.776     

 BI6 0.715     

 BI7 0.83     

 BI8 0.828     

 BI9 0.833     
Electronic service 

ES ES1 0.82 

 

0.93 0.943 0.704 

 ES2 0.865     

 ES3 0.817     

 ES4 0.874     

 ES5 0.858     

 ES6 0.805     

 ES7 0.834     
Customer loyalty 

CL L1 0.786 

 

0.897 0.922 0.666 

 L2 0.866     

 L3 0.652     

 L4 0.891     

 L5 0.865     

 L6 0.814     

Perceived value PV  PV1 0.806  0.944 0.951 0.621 

 PV10 0.842     

 PV11 0.744     

 PV12 0.741     

 PV2 0.831     

 PV3 0.75     

 PV4 0.756     

 PV5 0.754     

 PV6 0.818     

 PV7 0.81     
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 PV8 0.747     

 PV9 0.841     

Trust T T1 0.853  0.89 0.916 0.647 

 T2 0.835     

 T3 0.721     

 T7 0.749     

 T8 0.834     

 T9 0.826     

Notes: CA= Cronbach's alpha; CR= Composite reliability; AVE= Average variance 

extracted. 

Table 2: Discriminant validity (HTMT criterion) and variance inflation factor. 

 BI CL ES PV T VIF  

BI      3.799 

CL 0.657     2.386 

ES 0.702 0.565    3.216 

PV 0.804 0.684 0.798   3.121 

T 0.893 0.599 0.673 0.748   
Notes:BI= BankImage; CL=Customer loyalty; ES= Electronic service; PV= Perceived value; 

T= Trust.  

4.2 Structural model  

To test the structural model, steps 

mentioned by Hair et al. (2017) were 

followed in the present study. In the first 

step, based onthe path coefficient, the 

significance of relationships was assessed 

(hypothesis testing). The results of the 

study are: (1) the first hypothesis (H1), 

which examines the relationship between 

bank image and customer loyalty of the 

bank, is supported (β=0.255, p-

value=0.000). (II) The fourth hypothesis 

(H4), which examines the relationship 

between perceived value and customer 

loyalty, is supported in the banking sector 

(β=0.375, value= 0.000). On the other 

hand, the hypothesis which examined the 

relationship between trust and loyalty is 

not supported (β=0.44, p-value=0.236); 

whereas, the hypothesis which examines 

the relationship among electronic services 

and customer loyalty within the banking 

sector is not supported (β=0.42, p-

value=0.223). 

Table 2 reflects the coefficient of 

determination R square value assessment 

upon the dependent variable. As Chin 

(1998) mentioned,a value greater than 0.67 

is substantial; a value ranging between 

0.44 and 0.67 is moderate, whereas a value 

between 0.33 and 0.19 is perceived as a 

week. Additionally, (Rasoolimanesh et al. 
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(2017) pointed out that R square's value in 

the study of consumer behavior is regarded 

as high. Therefore, the values of this study 

showing R square is showing high 

explanation among the independent 

variable. The next assessment is measuring 

effect size, f square, and relationships 

among constructs mentioned in table 3. 

Cohen (1988) pointed out that if the F 

square values are between 0.02 and 0.25, it 

will be considered small; the value 

between 0.15 and 0.35 is perceived as 

medium, whereas it is high if it is more 

than 0.35. Therefore, all the independent 

variables are affectingthe dependent 

variable. Later, to omit the distance of 7, 

the blindfolding process was adopted, a 

predictive relevance is well-secured as a 

cross-validated redundancy the dependent 

variable result was more than 0 (Q2= 

0.276) (Chin, 1998). Therefore, the result 

of R2, F2, and Q2 shows that the model of 

this study has a good capacity to explain 

the relationships between constructs of the 

variables andthe capability of predictive. 

4.3 Moderating effect of education on 

perceived value 

Two conditionsshould be accomplished to 

prove the moderating effect of education 

on the perceived value of the positive 

relationship between banks customers' 

perceived value and customer loyalty. 

Firstly, the relationship between 

independent and dependent variables 

should be significant. Secondly, the 

moderator should assist the intention of 

either positive effect or negative effect 

depending on the study's purpose and the 

characteristic of moderation variable.As 

illustrated in the table (2), the moderator 

effect of education on perceived value is 

significant (PV=0.034), and the direction 

of the moderation effect is positive (β5= 

0.77). So, due to this study, it intends to 

examine the positive moderation effect of 

education on perceived value and because 

of the positive characteristic of education 

effect, the conditions explained above are 

conformed. Therefore, (V) the hypothesis 

(H5) that establishes the education 

moderates the positive relationship 

between perceived value and customer 

loyalty in the banking sector in Yemen is 

supported.  

Table 5: Requirements of customer loyalty in the banking sector. 

Hypothesis 
Original 

Sample 

Sample 

Mean 

Standard 

Deviation T Statistics P Values 

R 

Square f2 Q²  

BI -> CL 0.255 0.257 0.069 3.689 0 0.44 0.028 0.276 

ES -> CL 0.042 0.043 0.055 0.762 0.223  0.002  

PV -> CL 0.375 0.374 0.067 5.579 0  0.08  
PV*ED -> 

CL 0.077 0.086 0.042 1.829 0.034  0.001  
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T -> CL 0.044 0.042 0.061 0.72 0.236 

 

    
Notes: Original sample= Standardized beta coefficient (β); f2= Effect size; Q2= predictive relevance 

of independent variable, CL= Customer loyalty, BI= bank image, ES= Electronic services, PV= 

Perceived value, ED= Education, T= Trust. 

5. DISCUSSION AND CONCLUSION 

This study examined some requirements 

that have a positive relationship with 

customer loyalty regardingthe banking 

sector in Yemen and inspected the 

moderating effect of education influence 

on the relationship between perceived 

value and customer loyalty. Empirical 

results via a PLS-SEM approach revealed 

some important facts. Firstly: the variable 

of bank image significantly relatedto 

customer loyalty in respect of the banking 

sector. The results infer that increasing the 

banks' reputation; the more likely customer 

loyalty will be more. This result revealed 

that banks’ customers are interested in the 

banks' reputation, and they give this factor 

great attention.  These results confirm 

those mentioned in the previous studies 

(e.g., Line, 2005; Giovanis, Zondiros & 

Tomaras 2014;Cho, Rha & Burt, 2015; 

Chang & Yeh, 2017). Secondly: The 

relationship between perceived value by 

customers and customer loyalty in the 

banking sector is existent and significant. 

The results determine that 

banks’customers feel good about the 

benefits and utilitarianism that banks give 

according to their perception. This result 

agrees with previous studies' results (e.g., 

Lien Li & Green, 2011; Yusuf, 2012; Al-

Adly & Eid, 2016). Thirdly: regarding the 

influence of education as a moderation 

effect, the results revealed a significant 

effect. The discoveries indicate that 

obtaining a strong positive relationship 

between perceived value and customer 

loyalty may obtain through education in 

the banking sector. This finding reflects 

that the level of education of banks’ 

customers has a positive effect on how 

those customers see and feel with banks' 

services. 

By contrast, fourthly: the results showed 

no relationship between the trust factor 

that banks provide to their customers and 

customer loyalty in the banking sector. 

This result is not consistent with previous 

studies' assertions about the strong positive 

relationship and the strong effect between 

these variables (e.g., Kassim & Abdullah, 

2010; Pan, Sheng & Xie, 2012; Minarti, 

Ningsih & Segoro, 2014; Marakanon & 

Panjakajornsak, 2017). This finding 

reflects that bank customers may not feel 

confident in dealing with banks,which is 

considered a negative indication of the 

continuation of the long-term relationship 
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between the banks and their customers. 

Fifthly besides, an investigation of 

whether electronic services have a positive 

relationship with customer loyalty 

regarding the banking sector was 

examined. The PLS-SEM approach 

revealed unanticipated results that the 

relationship between electronic services 

and customer loyalty is not significant.  

These results do not authenticate previous 

literature review discoveries in this area of 

science (e.g., Srinivasan, Anderson, & 

Ponnavolu, 2002; Safa & Ismail, 2013; 

Ladhari & Leclerc, 2013;Silva & 

Goncalves, 2016). The explanation for this 

may be due to the problematic conditions 

that Yemen suffers from the lack of 

infrastructure for communication and 

information technology due to economic 

and political problems (Alkibsi & Lind, 

2011). Those circumstances have 

negatively affected the ability of banks to 

provide e-banking services appropriately, 

which made bank customers not give this 

variable any importance in assessing their 

loyalty to the bank. However, on the 

contrary, they generate negative judgment 

when they make an assessment for their 

loyalty and what banks offer from 

electronic service forms. 

It is evident from the above that customer 

loyalty in the banking sector in Yemen 

may be achieved through the bank’s image 

in the banking sector and from the high 

level of perception of the customer's value 

towards the services provided by banks. 

That may be due to the nature of Arab 

society in general and Yemeni in 

particular, which is very interested in the 

issue of trademarks and brands and 

companies' reputation in the markets 

(Alkhateeb, 2013). 

On the other hand, it became clear that 

bank customers do not consider trust in 

banks or their E-services as a requirement 

of customer loyalty towards Yemen's 

banking sector. This may be due to the 

nature of banking work that an old 

traditional nature, where banking services 

in Yemen are still traditional and suffer 

lack the elements of modern marketing 

practices that rely on technology, 

confidentiality, and privacy in banking 

transactions (Algabiree, 2018). All those 

results highlight the type of customer 

loyalty that customers’ banks have towards 

the banking sector, Rai and Srivastava, 

(2012) reported that spurious loyalty when 

the customer does not have a positive 

attitude towards the service provider but at 

the same time consistently replicates the 

service request from the same service 

provider. 

6. Study implementations and further 

research 
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From the theoretical point of view, the 

existing knowledge is advanced by 

proposing this theoretical framework as 

the better empirical understanding of 

important predictors of customer loyalty in 

terms of the banking sector in Yemeni and 

the moderating role of education in the 

present framework of knowledge. This 

examined idea may support further 

research work by focusing on education 

and other demographic factors in 

examining the widespread issue for 

customer loyalty in several contexts.  

Regarding the study’s implications for 

practitioners like the managers of banks, 

theresults give empirical proof that notifies 

managers about the relative importance of 

customer loyalty variables, some variables 

like trust can work in the Yemeni 

situation. However, the same variable may 

not work on the other environments.  Also, 

the significant moderating effect of 

education affecting perceived value 

towards the banking sector's service in 

Yemen. That may help the managers 

support the business with the educated 

customer and organize customer loyalty 

programs' activities. Besides, thoseresults 

help build insight into the importance of 

education in constructing the long-term 

relationship with banks’ customers and the 

necessity to support the infrastructure of 

education in Yemen by the banking sector 

as an effort of social responsibility 

corporate (SRC). 

There is a necessity to develop the current 

study beyond the banking sector in Yemen 

to cover other services sectors, and 

simultaneously, to include the probability 

sample techniques that represent the 

population. As banks’ customers have 

various demographics situations, further 

research work may be looking to examine 

the moderation effects of gender and other 

characteristics. The type of customer 

loyalty also needs to investigate through 

further research. 

Appendix 1. The items of measurements 

Items of measurements Short name 

Bank Image  

The bank is reliable in the banking business. 

The bank offers distinct financial services. 

My bank offers innovative services. 

There are attractive in the services that provided by my bank. 

I’m familiar with my bank. 

Working with my bank helps me to support my social status. 

The bank has agood reputation in the market. 

I see that the bank is stable and stability in the financial market. 

The situation of my bank in the market adds real value to me. 

BI 

BI 1 

BI 2 

BI 3 

BI 4 

BI 5 

BI 6 

BI 7 

BI 8 

BI 9 
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Trust  

My bank is trustworthy. 

The bank is always honest and truthful to its customers. 

The bank has confidence in dealing with the Potential financial risks. 

The bank provides an acceptable level of personal security. 

The bank gives me an acceptable confirmation of the expected financial transactions. 

My interests and complaints are taken into consideration by the bank. 

 My financial transactions are done in a fair manner. 

I see that my bank has integrity in the performance of transactions and meets customer needs. 

Overall, my bank can be trusted to meet my financial needs. 

 

T 

T1 

T2 

T3 

T4 

T5 

T6 

T7 

T8 

T9 

 

Electronic Services  

The bank offers electronic financial services. 

Electronic servicesare offered attractively. 

The electronic services provide sufficient information to the customer. 

Electronic services are easily accessible. 

Electronic services are easily accessible. 

The bank is concerned about the security and privacy of the customer when offering electronic services. 

I am very familiar with the design of my bank’s electronic services. 

 

 

 

ES 

ES1 

ES2 

ES3 

ES4 

ES5 

ES6 

ES7 

 

Customer Loyalty  

I consider my bank’s services as a first choice to repeat patronage during the coming period. 

I will repeat patronage from my bank in the next few years. 

I will ask for more business from my bank in the future. 

I would say positive things about my bank to other people. 

I would recommend my bank’s services to someone who seeks financial services. 

I see myself as a loyal customer and advocate for the bank I am dealing with. 

The level of your loyalty toward your bank is 

 

CL 

CL1 

CL2 

CL3 

CL4 

CL5 

 

CL6 

CL7 

Perceived Value 

I feel comfortable when I go to get financial services from my bank. 

I feel excited about getting my financial needs from my bank. 

For me, getting my bank's financial needs is a way to do something different from my daily routine. 

Dealing with my bank supports my social position. 

I like to go to my bank to learn interesting ways about some new financial services. 

Obtaining my bank’s services gives me pleasure. 

My bank’s services enable me to do it more quickly. 

I prefer getting the financial needs in my bank because it works continuously without breaks. 

I value the ease of obtaining my bank’s services. 

I value the convenience of obtaining my bank’s services. 

I appreciate the appropriate content of the internal environment in my bank. 

By comparing the cost of services with the return on them, I get the value consistent with my expectations. 

PV 

PV1 

PV2 

PV3 

PV4 

PV5 

PV6 

PV7 

PV8 

PV9 

PV10 

PV11 

PV12 
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