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Abstract 

The goal of this study was to ascertain, from the perspective of a sample of shoppers at significant commercial 

shopping centers in the city of Babylon, Iraq, the effects of sellers' body language, as expressed by its five 

dimensions (body posture, smile, physical appearance, eye contact, and personal space), on customer loyalty. 

The study data was collected using a questionnaire and an analytical method known as descriptive analysis was 

employed to achieve the study's goals. The study sample received 60 electronic surveys via social networking 

sites, 50 of which were suitable for statistical analysis, then utilizing the statistical program (SPSS), a number of 

statistical tests were used to assess the data. According to the study's findings, there is a favorable correlation 

between the five components of body language and customer loyalty. The results also showed that there are no 

statistical. differences in customer loyalty due to demographic factors (gender and educational level) and the 

presence of fundamental differences depending on the age factor. The researcher finally Providing a number of 

recommendations to researchers on the one hand regarding future studies and to commercial center owners on 

the other hand to gain customer loyalty and retain them.  

Keywords: body language, customer loyalty, body posture, physical appearance, eye contact, and personal space 

1. Introduction 

In the three decades prior, our knowledge of body language and nonverbal communication has changed. How 

body language functions and its ramifications have been studied by anthropologists, psychologists, sociologists, 

and linguists, and concepts connected to body language have emerged in the modern era (Boyes, 2005). 

Today, in light of the challenges and changes that individuals and companies face in the current business 

environment and the increase in competitors and new and potential entrants to the market, one of the most 

important priorities for business organizations has become to gain and retain customers, because consumers 

today have numerous options and alternatives to fit their preferences and needs. Businesses must immediately 

hire staff who are skilled in body language and nonverbal communication to attract clients, fulfill their needs, 

and foster greater loyalty. 

As a result, businesses must work hard and take decisive action to win client loyalty and retain them (Buttle, 

2004). Customers that are happy and devoted are more likely to spread the information well to others. In this 

regard, According to (Kotler and Keller, 2003), if performance meets or exceeds expectations, customer 

satisfaction will be high. Based on prior shopping experiences and recommendations from friends, customers 

form expectations, and details and guarantees from rivals and marketers. (Zeithmal, et al., 1993). Body language 

is seen as a useful technique for sellers to use when interacting with customers, anticipating their needs, 

understanding those wants, developing strong relationships with them, and winning their loyalty. It is the most 

prevalent form of non-verbal communication and one of the communication strategies that boosts the 

persuasiveness of marketing )Vintean, 2007; Abukhadijeh et al., 2016(. By fostering relationships of trust and 

open communication with consumers, using it effectively is a crucial way to increase the likelihood of success in 

sales marketing. 

Therefore, effective body language use by sales personnel can have a big impact on the sales process, encourage 

consumer trust, and make persuasion simple. All of these things are good for the caliber of services provided and 

the effectiveness of the sales process (Neşe, 2021). 

So, this study aimed to do the following: 
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 Knowing the extent to which the body language of sellers affects customer loyalty. 

 Highlighting the importance of body language and how to use it in achieving sellers’ goals of gaining 

customer loyalty.  

 Knowing the nature of the effect and the relationship between the study variables. 

Study Problem 

The problem of the study is to try to find out the extent to which the body movements of sellers of special goods 

in stores affect customer loyalty, and the extent to which the owners of those stores pay attention to these 

movements and alert them to the need to pay serious attention to body language for its influential role in gaining 

customer loyalty and retaining them. The following questions summarize the study problem: 

What is the effect of sellers' body language on customer loyalty in stores? 

The preceding question can branch into the following questions: 

 Does the seller’s smile affect customer loyalty? 

 Does the customer’s personal space play an important role in gaining his loyalty? 

 Does the physical appearance of the seller affect the achievement of the sellers’ goals? 

 Is there an effect of the seller’s body position on achieving his goals? 

 Is there an effect of the visual contact that the seller uses with the customer on achieving the seller’s goals? 

The Limits of the Study 

 Objective limits: The basic elements addressed in the study are body language in its dimensions (body 

position, physical appearance, smile, eye contact, and personal space) and customer loyalty. 

 Human borders: Customers who purchase from commercial centers or retail stores in Babil Governorate - 

Iraq. 

 Spatial boundaries: Shopping centers or commercial centers in Babil Governorate - Iraq.  

 Time limits: The study is limited to the period "between" (June 2023 - September 2023). 

Justifications for Choosing the Subject of the Study 

 The large number of shopping centers and commercial stores in the Babylon Governorate - the center, whose 

buildings are similar and most of which sell similar products and goods and with similar mechanisms as well. 

Therefore, the researcher wants to know the motives behind customers choosing a specific shopping center 

over another for the purpose of shopping. 

 Scarcity of studies on this topic. 

 The researcher expects to obtain results and information that indicate strengths and weaknesses that can 

benefit relevant people and entities. 

Study Variables 

 Body language in its dimensions (body posture, physical appearance, smile, eye contact, and personal space) 

(as an independent variable). 

 Customer loyalty (as a dependent variable). 
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The proposed Study Variables Model 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Study model 

Study hypotheses: 

In light of the problem and objectives of the study, the study hypotheses can be determined as follows: 

H1: Body position has a significant. impact on customer loyalty at a significant. level of (0.05). 

H2: The physical appearance has a significant. impact on customer. loyalty at a significance level of (0.05). 

H3: The smile has a significant. impact on customer loyalty at a significance level of (0.05). 

H4: Visual communication has a significant. impact[ on customer. loyalty at a significance level of (0.05). 

H5: Personal space has a significant. impact[ on customer. loyalty at a significance level of (0.05). 

H6: There are no statistically differences. in gaining customer loyalty due to customer demographic factors 

(gender, age, educational level). 

 

2. Literature Review 

Body language 

Body language is a form of communication that does not rely on verbal expression but rather on gestures, eye 

contact, and other physical cues (Knapp et al., 2012). It is crucial for comprehending and interpreting feelings 

and thoughts, and it helps during communication with the appropriate expression and understanding of messages. 
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Additionally, it promotes communication integrity and verbal communication. (Ipek, 2017). In other words, even 

if the audience does not comprehend the spoken language, body language aids in efficient message 

comprehension (Rao, M., 2017).  

Depending on a person's culture, their body language may vary. Eye expressions, for instance, have 

characteristics that are universal to various cultures, and indicators that indicate the direction of vision take on 

significant significance (Uçar, I., 2012). According to (Whipple, 2006), just a small portion of information is 

communicated verbally when people are speaking because most information is expressed by body language. 

According to (Knapp et al., 2012), body language communicates attitudes and feelings. It is crucial to remember 

that messages conveyed through body language may contradict those spoken verbally. Therefore, we can employ 

body language as a magical force when giving any speech. 

"Actions speak louder than words", according to research by Professor Albert Mehrabian from the University of 

California, Los Angeles, which found that body language accounts for (55%) of emotional messages in 

face-to-face communication (Kuhnke, 2012). In the same vein, a study (Makodia, 2009) demonstrated that (55%) 

of our communication is supplied through body language, including gestures, facial expressions, and eye activity, 

(38%) is done through voice quality and tone, and just 7% is done through the words we speak. 

Dimensions of body language 

Body position  

According to (Mehrabian A., 1977), body posture is the exact direction and placement of bodily parts. Like 

sitting with the feet stacked on top of each other, bending the upper body backwards or forwards, or putting the 

hands in pockets (Harrigan J., 2008). (Coulson M., 2004) demonstrated that a person's emotional state can be 

determined by the position of their body. He demonstrated that this is possible because a person's body position 

can be a conscious and intentional reflection of his mental state, such as when he is requesting a particular good 

or service. For instance, a customer's body bending may be a sign that he rejects the seller's offer.  

The degree to which people are prepared to do the tasks given to them is also indicated by their body position 

(Dael N et al., 2012). A relaxed body position, such as relaxed arms, shows openness to the interviewer during 

the communication process. In contrast, a stiffening of the body or a change from standing to sitting indicates 

disinterest in the interviewer and his words (Zhou and Zhang, 2008). 

Therefore, it can be said that the seller’s body position contributes during the communication process during the 

sales process to forming a positive impression on the customer. The body position may indicate the seller’s 

interest in the customer and listening to him, and the extent of his drive and enthusiasm to achieve the 

customer’s desires. (Al-Sabagh, 2015 ). 

Physical appearance 

This refers to a person's outward look, which includes their hair, dress, colors, makeup, and other accessories 

(Alali S., 2013). In the course of communication between the seller and the buyer (the parties engaged in 

negotiation), the physical appearance acts as a conduit for the transmission of nonverbal communications and is 

crucial in the process of deciphering those messages (Zhou and Zhang, 2008). The study (Wilson, 1999) 

demonstrated that having a pleasing and adequate physical appearance benefits an individual and gives him 

advantages in interpersonal interactions. Additionally, a seller's acceptable physical appearance helps him to 

motivate people to acquire his goods, which increases his persuasiveness (Bell M. and Mclaughlin M., 2006). 

Because clients judge a business' credibility and attractiveness based on its outside appearance (Richmond P. and 

Mccroskey C., 2001). 

Hairstyles, clothes, and other material possessions that represent the soul and reveal a person's current situation 

or the environment to which they belong are considered to be a part of their physical appearance (Sarngren E. 

and Aberg A., 2006). According to (Sarngren E. and Aberg A. 2006), a person's physical attributes include their 

hair, clothing, and other material possessions that convey who they are and reveal the environment or situation 

they are in at any given time. According to (Gayathridevi K. and Ravindran D., 2010), clothing is one of the 

most important components of one's physical appearance that others will notice. It is also one of the easiest 

things to change and manage. According to (Sarngren E. and Aberg A., 2006), hairstyle may also be crucial in 

creating a favorable impression on the customer. As a result, the likelihood of a successful negotiation between 

the two parties to the negotiation increases when a company's external reputation is strong. (the seller and the 

customer) (Al-Sabagh, 2015). 

Smile  
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According to (Mantak et al., 2019), smile is one of the facial expressions that has a significant impact on social 

interactions and is therefore vital for adults to use while negotiating and communicating with others. This smile 

has a favorable impact on the client and makes him feel at ease and content. It also conveys a desire to continue 

socializing and feeling like a part of the group (Barger & Grandey, 2006).  

Therefore, the consumer is given the sense that the seller is cooperating with him and a favorable environment is 

created that suggests warmth between them when the seller smiles, which also influences the credibility of verbal 

communication and cooperative conduct between persons. It demonstrates the seller's willingness to assist others 

without fussing and with an open mind. Therefore, this behavior will have a positive impact on the customer’s 

decision regarding the purchase (Al-Sabbagh, 2015). 

Eye contact 

The eyes come second after the voice in terms of the power of influence between people in the communication 

process as an element of body language (Zhou and Zhang, 2008). The researchers (Senju A. and Johnson M., 

2008) believe that the effect of visual contact is a phenomenon that is perceived when contact is made with the 

face of another human being, with a behavioral response that accompanies the process of contact. Researchers 

estimate that non-verbal communication occurs (80%) with the eyes and face, meaning that eye contact serves as 

the cement link between the people speaking during the communication process (Levine et al., 2006). 

Therefore, the seller must achieve visual contact with all customers. Otherwise, the customer will feel that the 

seller does not care about him, and does not give him any importance or respect, and thus will lead to the 

formation of a negative impression on him, which may hinder the progress of the sales process (Margarita R., 

2011).; Khooshabeh et al., 2013). This leads us to the fact that looking at customers and making visual contact 

with them makes them feel that the seller is sincere and truthful in what he says and also cares about them, as the 

seller’s looking at the customers affects their attention and focus, and thus effective visual contact is generated 

that spreads trust between both parties (Al-Sabbagh, 2015). 

Personal space 

According to studies, there are four basic distances in social and business relationships: Intimate, Personal, 

Social, and Public (Pease and Pease, 2004). (Hall, 1959) points out that the type of relationship that exists 

between two people can be determined by the distance between them, due to the intertwined connection between 

social and physical space. For example, the space of intimate relationship (less than 0.5 meters in Western 

culture), informal-personal (between 0.5-1.2 metres) or socio-formal (between one and two metres) 

(Abukhadijeh et al., 2016). A study (Burgoon et al., 2002) found that the correct distance between employees and 

customers leads to positive customer evaluations of the company. 

Therefore, in order to leave a positive impression when conducting commercial negotiations, the seller must be 

careful about the personal distance with the customer and not exceed it by approaching him, and he must control 

the distance according to the nature of his personal relationship with the customer (Al-Sabbagh, 2015). 

Customer loyalty 

Customer loyalty is defined as “a genuine commitment to repurchase and re-patronage a preferred service or 

product on an ongoing basis in the future, resulting in the purchase of the same brand or the same brand group 

repeatedly despite marketing influences and other situational influences that seek to change consumer behavior 

in a certain direction" (Richard, 1997). (Kotler, 2003) defined it as “the measure and desire of the customer to 

exchange participation in the organization’s activities". It is a customer's tendency to purchase a particular brand 

at a certain time based on his previous positive experiences (Zorgati, 2008). (Butcher et al., 2001) indicates that 

customer loyalty is a psychological connection that customers have towards a particular service and its providers 

on an ongoing basis, which results in customers not switching towards competitors. 

Therefore, customer loyalty is a dream and ultimate goal for retailers, which can increase corporate profits to 85% 

(Reichheld et al., 1990). As companies provide greater value to customers, customers tend to be loyal to those 

companies (Change and Yeh, 2017). This indicates that a variety of factors influence customer loyalty, and any 

development in this characteristic will translate into higher business earnings for firms (Aksu., 2006; Hallowell, 

1996). One of them is service quality, which has been studied as a significant element in fostering customer 

satisfaction and loyalty (Lai. et al., 2009). (El-Adly. and Eid, 2016) and (Prentice, 2014) both found that 

customer satisfaction was not a reliable predictor of long-term consumer loyalty. Customers were very satisfied 

and happy with the services provided and the products, but they did not purchase frequently (Kale and 

Klusberger, 2007; Barber et al., 2011). 

As well as, companies’ retention of their customers may be a decisive and important factor in the continuation of 
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those companies in the market (Hoffman and Lowitt, 2008). Kotler (2003) points out that the value of customer. 

loyalty may be demonstrated by cost, as retaining existing customers is less expensive than finding new ones, 

and a 5% decrease in customer attrition increases profits  to 85% if it was 25%.  

Price may also have an impact on a client's loyalty, yet offering competitive prices may not ensure future 

consumer loyalty (Scott et al., 2001). Price, perceived value, and brand image have all been studied as potential 

drivers of client loyalty. Loyalty was divided into two categories (attitude and behavior) by (Ryu et al., 2012; 

Marinkovic et al., 2014; Kuenzel and Halliday, 2010; Bowen and Chen, 2001; Khan, 2009; Chiu et al., 2013). 

Consumers' repeated product purchases are reflected by their behavioral loyalty (Kandampully and Suhartanto, 

2000). However, the customer may buy frequently, but it cannot be considered loyalty due to price drops and 

continuous marketing and promotional programs (Hartmann and Ibanez, 2007). 

Behavioral loyalty is a form of repurchase, such as positive word about the good or product and recommending 

that acquaintances and friends buy it. However, attitude loyalty refers to a customer's loyalty to a company's 

service or product or to the company, meaning constantly repurchasing from the company and not being drawn 

into the promotional and marketing methods of competitors, as well as about the customer’s insistence on 

purchasing the specific good or service and not changing it (Pezeshki, 2009). Therefore, the goals of sales 

growth should be to create a strategy to gain customer loyalty and retain them, and to explore the factors that 

have the greatest ability to influence customer loyalty (Han et al., 2011). 

Stages of building customer loyalty 

Customer loyalty, according to Oliver (1997), involves behavioral, emotional, and cognitive goals. Then, (Oliver, 

1999) increased the elements of client loyalty to four, namely cognitive, emotional, intentional, and procedural 

(behavioral) loyalty. Their details are shown in table 1 below (Mohammad & Mahsa, 2015). 

Table 1. Stages of building customer loyalty 

             stage Features Weaknesses 

            Cognitive    

 
  Visualize desired attributes 

      and superior features 

   Superficial/weak loyalty 

 

               Emotional 

 
      Correlation formation/ 

     sign direction positions 
     Subject to exchange 

          The intention 

 
Commitment/planning to repurchase Planning may not lead to action 

             Act        Great willingness to act May impair performance 

Source : (Mohammad & Mahsa, 2015) 

Factors affecting customer loyalty 

Loyalty is influenced by cognitive, dispositional, and emotional factors. These influences are the quality of 

service, the seller, the store and the brand. This can. be explained in the. following table: 

Table 2. Factors affecting customer loyalty 

The components The fundamental elements for fostering client loyalty to the organization. 

The time 

- This refers to the time it takes a consumer to get the product he wants, which the business must 

as much as possible shorten by keeping its promises, providing a pleasing appearance, making 

transportation simple, etc. 

- Meeting the needs of the consumer by delivering goods and services on time. 

Product efficiency and 

responsibility 

- The customer's perception of the product's quality, where the product performs well, offers him 

happiness in his interactions with the institution. 

-  How closely a product's performance and actual pricing line up. 

Trust and security 

 

- Achieved by the customer assurances that the institution offers, as well as the type and standard 

of the points of sale. 

- Product image, sector image, etc.  

Desires and 

expectations 

- The company must match its offerings to what the consumer wants, add additional services that 

enhance expectations and, as a result, promote a positive image to others of the product and 

service provided. 

Source: (Darrag NS., 2006).  
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Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid male 32 64.0 64.0 64.0 

famale 18 36.0 36.0 100.0 

Total 50 100.0 100.0  

Study Approach 

Descriptive analytical research: Quantitative models were adopted in this study, as this does not depend on the descriptive 

model that describes all phenomena through appropriate scientific analysis (Collis and Hussey, 2009). (My thesis, p. 68) 

Study. population: The study's participants are people who visit shops and malls in Babil- Iraq. 

Study sample: To ensure that each class (category) of society was represented in the study sample, a stratified random 

approach was used to select the study sample. 60 electronic questionnaires were published on the study sample via social 

networking sites. 55 questionnaires were collected, of which 50 questionnaires were valid for analysis. 

Study tool: The primary instrument for gathering information from the study population was a questionnaire. The Spss 

statistical tool was used to analyze the data, and to evaluate the research variables, five items on a five-point Likert scale, 

from (1 = strongly disagree) to (5 = strongly agree) were employed. Two sections made up the questionnaire: the first 

section provides personal (demographic) information about the study sample (gender, age, and educational background), 

and the second section contains statements about the study variables (body language and customer loyalty). 

Sources of study data: 

 - Secondary sources: These contain books, magazines, and articles pertaining to the study's variables. 

   - Primary sources: The questionnaire was the main tool utilized to collect initial data from the study sample. 

Study dimensions and variables 

Table 3 below shows the study dimensions adopted in arranging the questionnaire and their sources: 

Table 3. Study dimensions and their sources 

The hub Main variables Sub-variables Source 
Number of 
paragraphs 

The second Body language 

body posture  
- ( Al-Sabagh, 2015) 
- (Faeq et al., 2020) 

- (Abdelaziz , 2021) 

5 

smile 5 

physical appearance 6 

eye contact 5 

personal space 5 

The third Customer loyalty 

- (Oliver, 1997 
- (Swoboda, 2013) 
-  (El-Adly, 2016) 
-  (Nguyen, 2019) 

6 

3. Data Analysis 

The study sample's demographics 

 Sex 

Table 4. Gender factor 

 

 

 

 
 

 

Table 4 above reveals that men make up the majority of responders (64%), while the percentage of females is 

(36%), and this can be clarified according to the following graph: 
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Figure 2. Distribution of sample members by gender 

  Age 

Table 5. Age factor 

We note from the table 5 above that the percentage of sample members whose ages ranged "between" (31-50) 

was (36%), which is the same percentage as for those over 50 years of age. While the percentage of those aged 

"between" 18-30 was (28%). The following figure shows this: 

 حفظ الترجمة

 

 

 

 

 

 

 

 

 

 

Figure 3.  Distribution of sample members according to age 

 Educational level 

Table 6. Factor of educational level 

 

Table 6 above clearly shows that respondents with bachelor's degrees made up the largest share of respondents 

(30%), followed by university students (26%), then holders of middle school diplomas (24%), and finally 

holders of advanced university degrees (20%). This can be further clarified according to the frequency table 

below: 

Education Level 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 

high school diploma or less 12 24.0 24.0 24.0 

College student 13 26.0 26.0 50.0 

Bachelor's 15 30.0 30.0 80.0 

Graduate university degree 10 20.0 20.0 100.0 

Total 50  100.0 100.0  

 

Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-30 14 28.0 28.0 28.0 

31-50 18 36.0 36.0 64.0 

more than 50 18 36.0 36.0 100.0 

Total 50 100.0 100.0  

 



http://ibr.ccsenet.org     International Business Research                   Vol. 16, No. 12; 2023 

9 

 

Coefficientsa 

Model Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .917 .201  4.568 .000 

Dimension 1 of the 

variable X 
.541 .094 .641 5.782 

.000 

a. Dependent Variable: Customer loyalty(Y variable) 

 

Model Summary 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .641
a
 .411 .398 .28546 

a. Predictors: (Constant), Dimension 1 of the variable X 

 

 

Figure 4. Distribution of sample members according to educational level 

Reliability of the questionnaire 

The researcher employed the (Spss) program to analyze the degree of internal consistency of the scale using the 

Cronbach's alpha method to assess the reliability of the study instrument (the questionnaire). It was found that the 

Cronbach's. alpha. coefficient for all axis in the study was (0.87). This indicates very good reliability, as it reached for the 

body language axis only ( 0.84) and for customer loyalty only (0.74), which is within the acceptable range (Sekaran, 2005), 

consequently, the study tool. is highly reliable. 

Testing the study . hypotheses 

The study hypothesis was tested by measuring the impact of each independent sub-variable on the dependent variable 

using simple linear regression. 

- The first hypothesis: Body position. has. a significant. impact at a .significant level (0.05) on customer loyalty. 

Table 7. Analysis. of Variance ANOVA 

  

 

 

 

 

 

 

 

Table 8. Results of a regression . analysis 

 

 

 

 

 

 

 

 

 
Table 9. Correlation and determination coefficients 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2.724 1 2.724 33.430 .000
b
 

Residual 3.911 48 .081   

Total 6.636 49    

a. Dependent Variable: Customer loyalty(Y variable) 

b. Predictors: (Constant), Dimension 1 of the variable X 
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Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .723
a
 .523 .513 .25678 

a. Predictors: (Constant), Dimension 2 of the variable X 

 

 

 
 

The tables above display the findings of simple linear. regression study on how body position affects customer loyalty, as 

follows: 

1- The correlation. coefficient's value, R, was (0.411), while the value of the interpretation coefficient R2 was equal to 

(0.641), meaning that linear regression explains that (64%) of the change that occurs in customer loyalty results from 

attention to body posture, while the rest of the percentage may be due to other variables were not considered in this 

investigation. 

2- The value of the degree of influence for the body posture dimension was (0.541), indicating that a change of one unit in 

attention to body posture affects customer loyalty by an amount of (0.541), this means that body posture has a significant 

impact on customer loyalty. 

3- It is evident from table 7 above that the coefficient. of variation F between the body posture variable and the customer 

loyalty variable attained a value of (33.430). In addition, it appears that the probability value (Sig. = 0.000) is less than the 

significance level (0.05), this demonstrates that the independent variable (body posture) has a meaningful impact on the 

dependent variable (customer loyalty), thus confirms the significance of the model. 

From the results above, we infer the validity of the first. hypothesis (body posture has a significant. impact on customer 

loyalty at a significant. level (0.05)). The researcher believes that this is a logical result and is consistent with the literature 

reviewed, as the seller’s appropriate body posture indicates his interest in the customer. 

- The second hypothesis: The physical appearance has. a significant. impact on customer. loyalty at a significance level 

of (0.05). 

Table 10. Analysis of Variance ANOVA 

 

 

 

 

 

 

 

Table 11. Results of a regression. analysis 

 

 

 

 

 

 

 
Table 12. Correlation and determination coefficients 

 

 

 

 
 

The following are the findings of simple linear. regression on how physical appearance affects customer loyalty: 

1-The correlation. coefficient's value, R, was  (0.723), while the value of the interpretation coefficient R2 was equal to 

(0.523), meaning that linear regression explains that (52%) of the change that occurs in customer loyalty results from 

ANOVA
a
 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 3.471 1 3.471 52.639 .000
b
 

Residual 3.165 48 .066   

Total 6.636 49    

a. Dependent Variable: Customer loyalty(Y variable) 

b. Predictors: (Constant), Dimension 2 of the variable X 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .943 .157  5.993 .000 

Dimension 2 of the variable 

X 
.591 .081 .723 7.255 .000 

a. Dependent Variable: Customer loyalty(Y variable) 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2.292 1 2.292 25.328 .000
b
 

Residual 4.344 48 .090   

Total 6.636 49    

a. Dependent Variable: Customer loyalty(Y variable) 

b. Predictors: (Constant), Dimension 3 of the variable X 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.246 .166  7.511 .000 

Dimension 3 of the variable 

X 
.428 .085 .588 5.033 .000 

a. Dependent Variable: Customer loyalty(Y variable) 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .588
a
 .345 .332 .30082 

a. Predictors: (Constant), Dimension 3 of the variable X 

 

attention to physical appearance, and the rest of the percentage may be due to other variables were not considered in this 

investigation. 

2- The value of the degree of influence for the physical appearance dimension was (0.591), indicating that a change of one 

unit in interest in physical appearance affects customer loyalty by an amount of (0.591), and this means that physical 

appearance has a moral impact on customer loyalty. 

3- It is evident from table 10 above that the coefficient. of variation F between the body posture variable and the customer 

loyalty variable attained a value of (52.639). In addition, it appears that the probability value (Sig. = 0.000) is less than the 

significance level (0.05), this demonstrates that the independent variable (physical appearance) has a meaningful impact 

on the dependent variable (customer loyalty), thus confirms the significance of the model. 

From the results above, we infer the validity of the second hypothesis, which states (physical appearance has a significant. 

impact on customer loyalty at a significant. level (0.05)). Based on that, the researcher believes that this positive effect is 

due to the good physical appearance that gives customers confidence in the seller and forms a positive first impression on 

them. 

- The third hypothesis: The smile has a significant. impact on customer loyalty at a significant. level (0.05). 

Table 13. Analysis of Variance ANOVA 

 

 

 

 

 

 

 
Table 14. Results of a regression. analysis 

 

 

 

 

 

 

 

 
Table 15. Correlation and . determination coefficients 

 

 

 

 

 

 
From the tables above we get simple linear regression results for the effect of smiling on customer loyalty, as 

follows: 

1- The correlation. coefficient's value, R, was  (0.588), while the value of the interpretation coefficient R2 was 

equal to (0.345), meaning that linear regression explains that (35%) of the change that occurs in customer loyalty 

results from interest in the smile, and the rest of the percentage may be due to variables. Others were not 

considered in this investigation. 

2- The value of the degree of influence of the smile dimension was (0.428), indicating that a change of one unit 

in interest in smiling affects customer loyalty by (0.428), and this means that the smile has a moral effect on 

customer loyalty. 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 3.183 1 3.183 44.256 .000
b
 

Residual 3.452 48 .072   

Total 6.636 49    

a. Dependent Variable: Customer loyalty(Y variable) 

b. Predictors: (Constant), Dimension 4 of the variable X 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .407 .250  1.627 .110 

Dimension 4 of the variable 

X 
.649 .098 .693 6.653 .000 

a. Dependent Variable: Customer loyalty(Y variable) 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .693
a
 .480 .469 .26819 

a. Predictors: (Constant), Dimension 4 of the variable X 

 

3- It is evident from table 13 above that the coefficient. of variation F between the body posture variable and the 

customer loyalty variable attained a value of (25.328) .In addition, it appears that the probability value (Sig. = 

0.000) is less than the significance level (0.05), this demonstrates that the independent. variable (smile) has a 

meaningful impact on the dependent . variable (customer loyalty) and thus confirms the significance of the model. 

From the results above, we infer the validity of the third hypothesis, which states (the smile has a significant. 

impact on customer loyalty at a. level (0.05)). The researcher justifies this to the emotional stock of the. sample 

chosen from the study community. 

- Fourth hypothesis: Eye contact has a significant. impact on customer loyalty at a significance. level (0.05). 

Table 16. Variance Analysis ANOVA 

 

 

 

 

 

 

 

 
Table 17. Results of a regression . analysis 

 

 

 

 

 

 

 

 
Table 18. Correlation and determination coefficients 

 

 

 

 

 
 

The tables above present the findings of simple linear regression study on how eye contact affects customer loyalty, as 

follows: 

1) The correlation. coefficient's value, R, was  (0.693), while the value of the interpretation coefficient R2 was equal to 

(0.480), meaning that linear regression explains that (48%) of the change that occurs in customer loyalty results from 

interest in eye contact, and the rest of the percentage may be due to other variables were not considered in this 

investigation. 

2) The value of the degree of influence for the eye contact dimension was (0.649), indicating that a change of one unit in 

interest in eye contact affects customer loyalty by (0.649), and this means that eye contact has a significant effect on 

customer loyalty.  

3) It is evident from table 16 above that the coefficient. of variation F between the body posture variable and the customer 

loyalty variable attained a value of (44.256) .In addition, it appears that the probability value (Sig. = 0.000) is less than the 

significance level (0.05), this demonstrates that the independent variable (eye contact) has a meaningful impact on the 

dependent variable (customer loyalty) thus confirms the significance of the model. 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1.843 1 1.843 18.458 .000
b
 

Residual 4.793 48 .100   

Total 6.636 49    

a. Dependent Variable: Customer loyalty(Y variable) 

b. Predictors: (Constant), Dimension 5 of the variable X 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .861 .281  3.061 .004 

Dimension 5 of the variable 

X 
.540 .126 .527 4.296 .000 

a. Dependent Variable: Customer loyalty(Y variable) 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .527
a
 .278 .263 .31598 

a. Predictors: (Constant), Dimension 5 of the variable X 

 

From the above results, we infer the validity of the fourth hypothesis, which states (eye contact has a significant effect at a 

significant level (0.05) on customer loyalty). The researcher attributes this result to the fact that achieving visual contact 

with the customer makes him feel that the seller cares about him and pays attention to what he says. 

- Fifth hypothesis: Personal space has a significant. impact on customer loyalty at a significant. level (0.05). 

Table 19. Variance Analysis ANOVA 

 

 

 

 

 

 

 

 
Table 20. Results of a regression . analysis 

 

 

 

 

 

 

 

 
Table 21. Correlation and determination coefficients 

 

 

 

 

 

 
We can determine the simple linear regression results for the impact of personal space on customer loyalty from 

the tables above, as follows: 

1) The correlation. coefficient's value, R, was  (0.527), while the value of the interpretation coefficient R2 was 

equal to (0.278), meaning that linear regression explains that (28%) of the change that occurs in customer loyalty 

results from concern for personal space, and the rest of the percentage may be due to Other variables were not 

considered in this investigation. 

2) The value of the degree of influence for the personal space dimension was (0.540), indicating that a change of 

one unit in interest in personal space affects customer loyalty by (0.540), and this means that personal space has 

a significant impact on customer loyalty. 

3) It is evident from table 19 above that the coefficient. of variation F between the body posture variable and the 

customer loyalty variable attained a value of (18.458) .In addition, it appears that the probability value (Sig. .= 

0.000) is less. than the significance level (0.05), this demonstrates that the independent variable (personal space) 

has a meaningful impact on the dependent variable (customer loyalty) thus confirms the significance of the 

model. 

From the above results, we infer the validity of the fifth hypothesis, which states (personal space has a 

significant. impact at a significant. level (0.05) on customer loyalty). This confirms that the effect of personal 

space exists, which makes customers believe that it is important to them during the purchasing process. 
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Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

Customer loyalty(Y variable) male 32 2.0104 .36890 .06521 

famale 18 2.1296 .36405 .08581 

 

 

Levene's Test 

for Equality of 

Variances 

                                    
t-test for Equality of 

Means 

95% Confidence 

Interval of the 

Difference 

 F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 
Lower Upper 

Customer 

loyalty(Y 

variable) 

Equal variances 

assumed 
.037 .848 -1.102- 48 .276 -.11921- .10818 -.33673- .09831 

Equal variances 

not assumed 
  -1.106- 35.766 .276 -.11921- .10778 -.33784- .09942 

 

 

 Levene Statistic df1 df2 Sig. 

Customer 

loyalty(Y 

variable) 

Based on Mean .041 2 47 .959 

Based on Median .038 2 47 .962 

Based on Median and with 

adjusted df 

.038 2 44.101 .962 

Based on trimmed mean .041 2 47 .960 

 

Customer loyalty(Y variable)   

 Sum of Squares df Mean Square F Sig. 

Between Groups .761 2 .380 3.043 .057 

Within Groups 5.875 47 .125   

Total 6.636 49    

 

- Sixth hypothesis: There are no differences. that are .statistically significant. in gaining customer loyalty due to 

customer demographic factors (gender, age, educational level). 

 Gender factor 

Table 22. Test of the gender variable's standard . deviation and mean 

 

 

 

 
Table 23. Independent. samples testing 

 

 

 

 

 

 

 

 

 

 

 
Regarding the homogeneity of variance, in table 23, the value of F = 1.647 and the probability value (Sig. = 

0.848), which is more than (0.05), make it clear that there is homogeneity. It is shown that the value of (t = 

-1.102) and that the probability value It has (Sig. = 0.276) which is greater than (0.05), indicating that there are 

no gender-significant differences in the likelihood that a customer will be loyal, and this confirms the validity of 

the sixth hypothesis regarding the gender factor. 

 Age factor 

Table 24. The homogeneity. of variances test 

 

 

 

 

 

 

 
The value. of (Sig.= 0.959), which is higher than (0.05), which can be observed in Table 24, indicates that the 

variance is homogeneous based on the mean [ of customer loyalty (the dependent variable). 

Table 25. Analysis of variance (ANOVA) 

 

 

 

 

 
Table 25 shows that the value of (Sig. = 0.05), which is equivalent to the level of significance (0.05), that 

indicates there are significant  differences in customer loyalty according to age, therefore the sixth hypothesis 

regarding the age factor . will be rejected. 
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 Levene Statistic df1 df2 Sig. 

Customer 

loyalty(Y 

variable) 

Based on Mean 1.046 3 46 .381 

Based on Median .752 3 46 .527 

Based on Median and with 

adjusted df 

.752 3 37.743 .528 

Based on trimmed mean .960 3 46 .419 

 

Customer loyalty(Y variable)   

 Sum of Squares df Mean Square F Sig. 

Between Groups .216 3 .072 .516 .674 

Within Groups 6.420 46 .140   

Total 6.636 49    

 

 Educational level factor 

Table 26. Test of variances. homogeneity  

 

 

 

 

 

 
From the table 26, we can. notice that the (Sig. = 0.381), which is higher   than (0.05), and this indicates 

homogeneity of the variance based on the mean[ of customer loyalty (the dependent variable). 

Table 27. Analysis of variance ANOVA . 

 

 

 

 

 

 
Table 27 also shows that there are no statistically[ differences in customer loyalty according to the factor of 

educational level, with a value. of (Sig.= 0.674), which is higher than 0.05. This confirms the validity of the sixth 

hypothesis regarding the educational level factor. 

From what was stated above, it becomes clear that the sixth hypothesis is correct, which states (There are no 

statistically. differences. in gaining customer loyalty due to customer demographic factors (gender, educational 

level) only, and it is rejected according to the age factor. 

3. Conclusion 

The study's statistical examination of the data produced the following: 

1) There is a positive . relationship and significant. impact of body language dimensions (body posture, smile, 

physical appearance, eye contact, and personal space) on customer loyalty. Therefore, five of the study's 

hypotheses were confirmed. (H1, H2, H3, H4, and H5). 

2) Statistically significant differences are not there, in the study sample's opinion in gaining customer loyalty due 

to demographic factors (gender and educational level) only. Thus, the sixth hypothesis[ was accepted, according 

to which there are no significant. differences based on the factors of gender and. educational level, with the 

exception of the age factor, which suggests that differences exist. 

3) The five body language dimensions do not contribute equally to gaining customer loyalty, as the (eye contact) 

dimension came in first place in terms of influencing customer loyalty, then the (physical appearance) dimension 

came in second place, then the (body posture) dimension in It ranked third in terms of influence, followed by the 

(personal space) dimension in fourth place, and finally the (smile) dimension in fifth place. 

4. Recommendations 

1- The researcher aspires to broaden the future research process to include the opinions of sellers and 

stakeholders, not just customers. 

2- The researcher also hopes that future studies will address other variables that can affect gaining customer 

loyalty and retaining them, such as brand embodiment, product aesthetics, after-sales services, and others. 

3- The researcher recommends that commercial center owners work to educate sales workers to master body 

language in order to gain customers’ loyalty, and that their dealings be the same with all classes and levels of 

society, to achieve the goals of the sales process and paint a positive, influential image for customers. 
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