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Abstract 

The study aims to identify the nature of the relationship between the dimensions of corporate entrepreneurship 
and loyalty of customers. It intends to do that through the mediating role of customer satisfaction, by identifying 
the extent to which these dimensions apply according to the study the study, as well as the knowledge of the 
relationship quality. In order to meet the objectives of the study, a regular sample of 384 individuals was selected. 
These individuals were clients of the selected commercial banks, selected by customers who frequented the 
banks within a specified period of time.  

The study also found that there was a statistically significant correlation between corporate entrepreneurship and 
customer loyalty, which means that the greater the application of corporate entrepreneurship, the higher the 
effect of internal and external factors. The study suggests a set of recommendations to encourage banks in the 
study to apply CE to enhance customer loyalty. 

Keywords: entrepreneurship, internal entrepreneurship, corporate entrepreneurship, customer loyalty, customer 
satisfaction, commercial banks 

1. Introduction 

Commercial banks are a key driver that plays an important role in the domestic and international economies. 
Considering the fact that these banks are important due to their role, they are constantly seeking to develop their 
practices in order to achieve customers’ satisfaction. We now live in an era of increasing interest in 
entrepreneurship, defined as: a dynamic process involving a mixture of resources, human and otherwise, directed 
to produce innovative work that involves risk and leads to profit (Hasnin, 2016), where entrepreneurship is 
currently the main engine and main source of business. And although it needs a special type of founders and 
employees, the entrepreneur is the one who has what others do not have.  

The role of innovation in market development processes, products or both, has emerged as a response to this role. 
The School of corporate Entrepreneurship has emerged and has responded to organizations’ needs for innovation. 
Many organizations seek to adopt new approaches to improve Customer Satisfaction as well as enhance their 
relationships with customers by adopting new methods that will increase Customer Satisfaction as well as his 
loyalty.  

Customers Loyalty has been mainly focused on the loyalty to the trade mark concerning material goods as well 
as the loyalty to the shop. However, many studies have recently started applying that concept in other areas, 
including adding services where retention costs are much lower than either the relative costs of acquiring a 
customer or gaining customer loyalty. It is believed that in order to increase annual profits, customers must 
remain in the organization to build customer loyalty.  

In recent years, a direct correlation between an increased interest in marketing research, brand building and 
customer loyalty has been found, where these customers are the promoters of the organization through the word 
of mouth and the increase of their purchasing share. Thus, reducing costs, increasing profits and decreasing costs 
through reducing the costs used in attracting new customers. It’s been shown that the cost of losing an existing 
customer is five times more than the cost of attracting one. 
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The concept of loyalty is the focus of both the academics as well as the practitioners in the field of marketing 
generally and the behavior of the customer particularly. It has been this way for more than fifty years because it 
is one of the most important elements that are believed to explain the customer’s choice of the brand. 

Studies have shown that customer satisfaction alone is not enough, because there is no guarantee that the 
customer who is satisfied will repeat the purchase. This confirms that customer loyalty is more important than 
satisfaction concerning the success of organizations.  

Li and Zhang, define the concept of loyalty as the focus of attention of all academics and practitioners in the 
field of marketing in general and consumer behavior in particular, from 50 years to the present (Li & Zhang, 
2010). Despite the interest in loyalty, it was mainly based on loyalty to the trade mark in the field of material 
goods. However; there are many studies that have recently begun to apply that concept in other areas of 
industrial business and services (Alsahan, 2000). 

Any organization can study the behavior of the client, in order to identify the loyal customer that has true 
allegiance, to distinguish between them and the customer that has a false allegiance and also determine the 
conversion rates of the customers from the company to competitors as well as the rates of the complaints and the 
trends.  

Most organizations also recognize the importance of a direct relationship between the high level of Customer 
Satisfaction and the frequency of the purchase of the customer. Such organizations believe that the higher the 
level of customer satisfaction, the more necessarily it will increase the amount spent by said client, through the 
transactions between him and the organization. However, this relationship cannot be relied upon today, as high 
levels of satisfaction do not necessarily translate into higher sales and profits. This has led to the failure of many 
organizations. Recently, it has been noted that commercial banks have faced many challenges in the past few 
years. They are constantly developing their performance and practices by increasing their interest in the concepts 
of internal entrepreneurship and realizing their role in improving their strategic and competitive capabilities in 
order to meet the challenges they face. Thus, enhancing its potential and ability to achieve better customer values 
and thus gain their loyalty. So, the researcher conducted the survey on a sample of bank customers in the study 
place. This study revealed many findings, including that the commercial banks customers find difficulties in 
dealing with banks. They complain about these banks failing to exert remarkable efforts to attract them in 
dealing with them or establishing long-term relationships with them. Therefore, the problem of the research can 
be identified through a number of questions, as follows:  

1) To what extent are the efforts and activities related to corporate entrepreneurship within the banks that are 
under study. 

2) What benefits occur to both banks and their customers in applying the concept of corporate 
entrepreneurship in the long term and its role in building Customer Satisfaction and Customer Loyalty? 

2. Literature Review  

2.1 Corporate Entrepreneurship 

The definition provided by Sharma and Chrisman (1999) describes corporate entrepreneurship as follows: […] 
the process whereby an individual or a group of individuals, in association with an existing organization, create a 
new organization, or instigate a renovation or an innovation within that organization. CE is an important means 
of attraction and a way to sustain the competitiveness of organizations (Covin & Mills, 1999). Zahra noted that 
corporate entrepreneurship is the sum total of any company’s innovation (Zahra, 1995). Morris and Kuratko 
stated that CE Is a framework for facilitating continuous change and innovation in existing organizations and 
representing a blueprint for dealing effectively with everything new under the competitive conditions faced by 
companies in the global market (Morris & Kuratko, 2002). The concept of corporate entrepreneurship (CE) has 
gained great importance in the global economy according to Hornsby et al. (1999). Technological changes, 
innovations and improvements, all continue leading to the reduction of traditional methods. It has been 
recognized that corporate entrepreneurship is one of the most important means to enhance competitiveness, 
manage markets and create value for customers, where senior managers take the lead in institutional leadership, 
seeing as they are responsible for formulating a strategic vision for entrepreneurship as well as reformulating 
organizational structures to fit with the requirements of CE. Thus, it is clear that there are many contributions in 
the field of institutional entrepreneurship, seeing as it’s a means of supporting organizations that seek to survive 
and continue something that is very much related to the level of senior management and the building of the 
organization’s strategies. Ihab pointed out that institutional entrepreneurship has multiple dimensions (Ihab, 
2012): 
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Frist, establishing corporate projects through the existing organizations making new businesses and 
projects, 

Second, the exploration of Internal Entrepreneurship by offering new ideas and seeking support and 
application of their ideas (defending ideas / seeking support for ideas),  

Third, strategic innovation through the transformative leadership, which is seen through the managing 
approach to the leadership orientation as well as the development of entrepreneurship strategies and 
creative management style.  

The interest of corporate entrepreneurship began in the mid-1980s, where Gifford Pinchot (1985) noted that 
corporate entrepreneurship is the leading practice within organizations. Kuratko et al. (1990), on the other hand, 
saw corporate entrepreneurship as an individual working in a large enterprise, seeking to transform an idea into a 
product with an end-to-end risk and a creative ability. Corporate entrepreneurship is a way to enable individuals 
to accomplish their entrepreneurial idea, as it is a bottom-up process. The researchers have pointed out that those 
bottom-to-top learning tools are often called internal entrepreneurship. Internal business, within multiple 
management levels, is an important factor in the organization’s initiatives and leadership behaviors and is in line 
with the organization’s overall strategy. Corporate entrepreneurship and internal entrepreneurship can be 
distinguished by looking at corporate entrepreneurship as being closely related to the organization’s corporate 
strategy, when we see that internal entrepreneurship is linked to leading entrepreneurial practices within the 
organization. Eesley and Longenecker (2006) pointed to the need to view the processes of empowering internal 
business entrepreneurship as corporate or systemic behavior patterns that are not dependent on the available 
resources. The organization faces multiple competitive pressures, which it always calls upon and addresses 
through the development of innovative products, solutions and ideas. Some authors emphasize the need for 
organizations to encourage both innovation and corporate entrepreneurship within them, adding that successful 
corporate entrepreneurship requires concentration, which is strong on both the domestic and foreign business 
environment, with the aim of discovering and investing in business opportunities, that are available at-risk 
aversion and to achieve the competitive advantage of the leading organization (Platzekst et al., 2010). According 
to Chang (2000), corporate entrepreneurship is the generation of innovations that is based on the internal 
resources of the organization and its employees (Ihab, 2012).  

2.1.1 Dimensions of Corporate Entrepreneurship 

Drucker (1992) noted that if the organization has entrepreneurial behavior, the employees can become 
entrepreneurs. The situation can also become bureaucratic if the organization is itself bureaucratic. Corporate 
entrepreneurship is a highly complex process that interacts with internal and external regulatory procedures. 
Studies have also indicated that the financial rewards paid for the good performance of employees may enhance 
the behavior of individuals and teams towards entrepreneurial performances and innovation especially within 
manufacturing companies. Entrepreneurial companies are constantly trying to invest regularly in the innovative 
skills of the staff and teams through training. Results indicate that staff training contributes to organizational 
innovation (Shipton et al., 2006). Furthermore, results reported by Hayton (2005) and Shipton et al. (2006) 
confirm. 

2.1.1.1 Organizational Factors 

2.1.1.1.1 Entrepreneurial Climate 

According to Kuratko et al. (2014), values and norms within the positive community oblige individuals to 
internal entrepreneurship. The entrepreneurial climate within the organization is encouraging initiatives, with 
experience, error and non-phishing being an important element to encourage internal entrepreneurship. 

2.1.1.1.2 Senior Management Support 

Conferring to Kuratko et al. (2014), Management Support refers to the level which the top managers support, 
enable and encourage entrepreneurial behavior in. Through the provision of moral support, encouragement and 
appreciation of creative efforts, the process of supporting the administration can be defined, as the readiness of 
management to support the leadership behavior within the organizations, which includes the promotion of 
creative ideas as well as providing the human resources necessary to take the pilot actions. 

2.1.1.1.3 Availability of Resources 

Resources, such as those of time, finance as well as material ones are all necessary to discover and implement 
new business opportunities (Kuratko et al., 1990). Organizational behavior research has proven that resources are 
critical and important in motivating the staff within organizations in order for them to start and move towards 
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creative activities. And while the application of creations is a costly process, it is necessary to work in new ways 
with the creative staff.  

2.1.1.2 Individual Factors  

The initiator is not bound by the environmental forces or circumstances but is the one who can deliberately 
influence or change them. It is expected to show more leadership behaviors within organizations Kuratko et al., 
1990; Hornsby et al., 2002). Research has indicated positive relationships between the entrepreneurial 
personality and many entrepreneurial behaviors, including leadership, entrepreneurship, organizational creativity 
as well as cognitive aptitude, where leadership behavior can be developed within existing organizations. It’s 
better if a person is distinguished in his work and capable of rapid learning. The cognitive ability of the 
individual means that the enjoyment of high skills and knowledge will lead to greater internal leadership. Studies 
have shown that knowledge is essential in generating new ideas. Qualifications which are a measure of 
knowledge of work and skills are also related to personal initiatives. 

2.2 Customer Loyalty 

Customer loyalty is defined as: “a measure of the degree of re-purchase of a particular trade mark by the 
customer”. It is also known as: “a measure of the customer’s willingness to engage in reciprocal utilitarian 
participation with the company’s activities in regard to its products and services” (Kotler & Scheff, 1997). The 
loyalty of customers to a commodity or a brand comes from their confidence in the work of the manufacturer of 
said commodity (Reichheld & Schefter, 2000). 

One of the most widely accepted definitions of loyalty is Oliver’s (1997) assertion that the customer has a deep 
internal commitment to rebuy a commodity or a business service continuously in the future, which leads to a 
repeat purchase of the same brand or the same set of labels. It has the ability to affect the transformative 
behavior.  

On the other hand, loyalty means the possibility of choosing a particular organization or brand when purchasing 
a new good or service as well as the possibility of recommending a particular organization or brand when 
someone else is seeking advice on purchases (Coelho & Henseler, 2012). Kandampully and Suhartanto (2000) 
argued that customer loyalty means repurchasing from the service provider or the product itself, where possible, 
something that still maintains a positive attitude towards the service provider or the commodity itself. 
2.2.1 Kinds of Loyalty 

2.2.1.1 Attitudinal Loyalty 

Guest (1944) is the first researcher to suggest that loyalty can be measured in terms of the attitude towards 
customers by asking one question to respondents: Which of these brands do you prefer most? This approach was 
later followed by a group of researchers. Loyalty was treated as a state, preference, and intention of purchase. 
The behavioral aspects of allegiance were mainly the functions of psychological processes affecting the 
customers (Jacoby, 1971). Many researchers have linked the concept of the term ‘loyalty’ to different concepts 
and terminology, such as the relative loyalty of the brand or supplier (Dick & Basu, 1994; Morais et al., 2004) or 
the client’s psychological attachment to the product (Backman, 1991). Rundle-Thiele (2005) found that there are 
six measures related to endowment: (1) standards of purchase intent; (2) preference; (3) commitment; (4) the 
word of mouth; (5) measure of probability of purchase; (6) effect. Despite the broad acceptance of these 
standards and their suitability by too many studies and within different sectors, loyalty in general has faced many 
criticisms, notably concerning the fact that it failed to give actual indicators to predict the purchasing behavior of 
customers. Morris (2002) found that the use of endowment alone does not give a complete picture of customer 
loyalty and also that it is difficult to explain the psychological aspects of customers and identify the real factors 
that affect their purchasing decisions. 

2.2.1.2 Behavioral Loyalty  

Brand loyalty can be seen as a public behavior of a customer towards a particular brand and it shows in the 
pattern of the purchase frequency patterns. The frequency of the purchase can appear in the actual quantity of the 
purchase, the number of times a specific brand is purchased compared to the total number of brands purchased, 
or the actual amount spent on the product. The behavioral dimension of the loyalty reflects the extent of the 
customers repurchase from the organization and his total purchases of the same product category over a specified 
period of time (Bove & Johnson, 2006).  

The behavioral side depends on the customer’s loyalty to the repurchase behavior, which is evidenced by several 
measures such as purchase quantity, recent procurement, repeat purchase, follow-up and continuity of purchase 
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from the organization as well as the value of product payments for the organization (Auh et al., 2007). 
Behavioral allegiance can be seen as a result of directional loyalty, since without knowing and understanding the 
customer’s decision-making attitude towards the brand, it is difficult to design marketing programs to modify 
behavioral allegiance particularly in an unstable environment where needs and circumstances change 
(Rundle-Thiele, 2005). However, recent studies indicate that a customer may be loyal to a particular store, not a 
particular brand, and he may be loyal to the service providers, not to the bank itself (Corstjens & Lal, 2000). 
believes that no consideration should be given to what is happening in the customer’s nervous system, as 
behavior is the basis for judging the degree of loyalty to the brand. Others believe that behavioral measures of 
customer loyalty give a clearer picture of brand performance compared to that of its competitors as well as the 
fact that the data obtained by these researchers are keys as well as sensitive inputs in calculating the value that 
the customer represents to the organization during its stay with it—that is, the customer lifetime value. 

2.2.2 Dimensions of Loyalty 

2.2.2.1 Trust 

Brand loyalty is exhibited through the customer obtaining a guarantee, something which happens in the absence 
of prior experience and accurate information about the trademark to the consumer regarding the trademark he 
wants to buy specifically. And by being assured of the right to return what was purchased within a specified 
period of time or obtaining appropriate guarantees or quotas to receive a commodity and test it over a period of 
time without charge. Trust is also a major factor in the marketing environment concerning the product market 
and its customers. His cooperation may be direct. Thus, the behavior of the employees is a key factor in building 
trust between these employees and customers. The trust level in the customers is based on several factors like 
staff efficiency as well as how goods or services are provided. 

2.2.2.2 Commitment  

Commitment is one of the most important variables that leads to loyalty to the brand after the customers trust and 
satisfaction with the trademark or the marketing process of these brands. Commitment is an attachment and 
adherence to a certain belief, or value. Here the consumer has an attachment and a loyalty to certain brands or 
trademarks and is in a mental state that does not change easily but becomes rooted.  

2.2.2.3 Satisfaction  

Satisfaction is defined as a customer’s feeling of happiness or disappointment concerning how the perceived 
goods meet his expectations. Loyalty is closely related to the satisfaction of the individual with the trademark in 
the past and is influenced by the mental image that is made up due to the quality of the trademark as well as 
towards the goals that marketing managers seek to achieve.  

2.3 Relationship Between Corporate Entrepreneurship and Loyalty  

The studies carried out by both companies concerning the study of the internal factors in institutional 
entrepreneurship concluded that the support of Senior Management, the system of encouragement as well as 
using the system of rewards and appreciation in the work has a great positive impact on CE, while the 
organizational structure and the availability of resources have no significant impact on CE (Olughor, 2014); 
Chen and Cangahuala (2010) focused on a selection of banks in Indonesia which serve as service providing 
organizations. Technological skills such as modern production systems and product design can be used with CE. 
Studies have shown that staff retention strategy is closely related to CE and that other factors in the 
organization’s internal environment such as Senior Management support and organizational determinants are 
also associated with CE. Olughor (2014) focused on telecommunication companies which are also service 
providing organizations. Chen and Cangahuala (2010) focused in their study about the support of Senior 
Management. The system of reward and work appreciation is associated with a significant effect on each of the 
three dimensions of institutional entrepreneurship (innovation - proactivity - risk). The study also concluded that 
organizational factors have a significant relation to innovation and creativity in the sense that time is related to 
the statistical significance along with risk. The support of the Senior Management has a strong moral relation 
with the entrepreneurial orientation. It was also found that the entrepreneurial orientation has a notable relation 
with the availability of time, work appreciation, rewards and motivation, though the study did not include 
organizational factors. According to Bhardwaj and Sushil (2012), CE may have several objectives, including 
gaining strategic renewal, fostering innovativeness as well as gaining international success (Birkinshaw, 1997). 
Moreover, CE can be conceptualized as an entrepreneurial activity involving product, process, and 
organizational innovations (Covin & Miles, 1999). Ireland, Hitt and Sirmon (2003) found that CE was positively 
related to the intangible aspects of knowledge, training, job satisfaction and profitability. The study also found 
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that the availability of the appropriate internal environment achieves the goals and initiatives of CE. According 
to Wong et al. (2005), corporate entrepreneurship practices impact the organizational culture as well as 
individual and organizational values. They stimulate the adoption of corporate entrepreneurial practices, creating 
new ideas, solutions and knowledge, thus, providing better service to the organization’s customers in an effort to 
increase their loyalty (Soleimani & Shahnazari, 2013). The research model was based on the four groups that 
support corporate entrepreneurial practices which are: entrepreneurial characteristics, Human Resources 
management trends, organizational culture and employee satisfaction. However, a limited number of studies 
have attempted to explore more rigorous and integrative analysis of the relations between creativity and practices 
for Human Resource development (Joo et al., 2013). These regulatory practices will improve the performance of 
employees and provide better service to customers and thus ensure their loyalty. 

The following hypotheses are put forward: 

H.1 There is no statistically significant relation between the dimensions of corporate entrepreneurship and the 
customer loyalty of commercial banks. 

2.4 Customer Satisfaction 

Customer satisfaction is an absolute necessity in achieving organizational goals. It is also a fundamental criterion 
for performance and is an indicator of the excellence of any organization (Gerson, 1993). When the organization 
achieves customer satisfaction, the customers promote the organization through word of mouth. This is reflected 
in the attraction of new customers as well as the times of purchase being repeated seeing as the customers are 
less inclined to go to competitors (Reichheld et al., 1990). Satisfied customers are willing to pay attention to the 
organizations which satisfy their needs even if they end up paying more. They prefer to remain with the 
organization rather than face the risks of moving to other services at lower prices (Reichheld et al., 1990).  

Conversely, dissatisfied customers often express their feelings behaviorally (Zeelenberg, 2004). Thus, negative 
and positive trends may affect the profitability of the company where customers move their attitudes and 
negative feelings to others through social media which can have an even bigger impact than that of the word of 
mouth positively or negatively affect the company. The results of the research indicated that one unsatisfied 
customer may pass his or her bad experience to nine other customers (Hoffman & Bateson, 2010). A bad word of 
mouth has a negative and harmful effect on the organization. It affects both the organization’s reputation and 
profitability. On the other hand, if the customer’s problem is resolved in a satisfied manner, he will transfer his 
positive experience to five other persons who are likely to deal with the same company as a result of this positive 
word of mouth (Hoffman & Bateson, 2010). 

2.4.1 Dimensions of Customer Satisfaction 

CS is the feedback that the customer makes as a result of either satisfaction or dissatisfaction with the service 
provided, in comparison with the  expectations which he had in the service beforehand  and can be measured 
through: the customer satisfaction with the performance of the bank’s employees, his satisfaction with the 
customer service and product quality, the diversity of services provided, the satisfaction with all bank practices 
and flexibility, the pricing mechanism in the bank for the services provided as well asthe extent of bank branches 
and ATMs (Andreassen, 1998). 

2.5 Relationship Between Customer Loyalty and Customer Satisfaction  

CS is a fundamental rule of customer loyalty. It is no longer an option but a necessity to build a lasting 
competitive advantage that enables companies to retain their customers despite intense competition. However, 
customer satisfaction is not enough, though it is necessary to obtain high levels of satisfaction in order to achieve 
loyalty to the brand. Two different approaches are used to explain customer satisfaction. The first approach is the 
result of matching customers’ expectations with their perceptions. This method is called the expectancy 
disconfirmation approach (Parasuraman et al., 1988). This approach suggests that if customers’ perceptions are 
matched with their expectations in a way that makes them satisfied, it positively affects their level of loyalty. 
However, if the customers’ expectations do not match the perceived value, these expectations become uncertain 
and thus customers are dissatisfied. If the perceived value of the customer exceeds the expectations, the customer 
will be fully satisfied. The second approach is based on performance, and conceptualized as cumulative 
post-purchase evaluation (Oliver, 1997). Thus, we can say that customers are satisfied/dissatisfied when their 
entire experience of the service encounter is satisfactory/unsatisfactory (Johnson et al., 1996). 

Customer loyalty is defined as a customer staying in a constant state of preference for a specific brand over 
others. This occurs when the customer receives the highest levels of satisfaction, thus becoming a satisfied 
customer (Park et al., 2004). The results of research and studies focused on the importance of customer loyalty 
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due to its role in the future growth of any organization (Tsoukatos et al., 2006). Loyalty to the brand is directly 
related to customer satisfaction, with many studies indicating that customer satisfaction is the basis of loyalty to 
the brand. 

Oliver (1997) indicated that customer satisfaction determines the repurchase, which increases the future profits 
of the organization. When customers receive a high level of satisfaction, they repeat the purchase, resulting in an 
increase in customer loyalty and lower customer complaints as well as a good word of mouth. The image of the 
organization varies depending on the background of each company according to the media coverage as well as 
the performance of the company. The construction of the image requires a lot of effort and a plenty of time so 
that a good image can be built and preserved and to avoid the image collapsing overnight. 

Corporate image is also an important factor in the evaluation of an organization (or of the services it offers) and 
serves as an important factor influencing customer satisfaction, brand loyalty (Davies & Chun, 2002) and repeat 
patronage (Andreassen & Lindestad, 1998). The following hypotheses are put forward: 

H.2 There is no statistically significant relation between the customer loyalty and the customer satisfaction with 
the banks. 

2.6 Impact of Customer Satisfaction on Fostering the Relationship Between CE and CL 

Customer satisfaction is one of the key drivers for customer loyalty development and is an important foundation 
for delivering the right products to the right customer at the right time (Parasuraman, Zeithaml, & Berry, 1988). 
Thus, delivering value to customers is a way for an organization to build its competitive advantage (Ulaga & 
Chacour, 2001) 

Entrepreneurial attitude among employees is shown through enhancing cooperation, commitment, learning and 
creativity. Customer satisfaction levels play a role in the relation between corporate leadership and customer 
loyalty. In general, they have a supportive role for organizational stability through knowledge, management, 
organizational capacity and increased organizational learning (Theriou & Chatzoglou, 2008). Employment and 
selection, payment, job design and team working are all positively related to employee creativity (Jiang et al., 
2012). Structuring of HRM is negatively associated with perceived uncertainty and stress. perceptions produce a 
sense of psychological availability, which in turn enhances employee creativity (Binyamin & Carmeli, 2010) as 
well as the level of corporate entrepreneurship within an organization. A similar study identified five successful 
practices conducive to CE such as: a fair system of rewards, commitment to Senior Management, resources 
being available for creativity, organizational learning as well as task forces and risk management culture 
(Srivastava & Agrawal, 2010). The study found that the team spirit, the commitment to the management as well 
as the empowerment of the workers are important factors in the institutional leadership. It also found that the 
improvement of the customer service, the superiority of the competitors (proactive in entrepreneurship) and 
loyalty will be achieved through high levels of satisfaction. 

The following hypotheses are put forward: 

H.3 There is no statistically significant relation between corporate entrepreneurship and the customer 
satisfaction within the banks customers. 

H.4 There is no statistically significant relation between corporate entrepreneurship and customer loyalty with a 
mediated customer satisfaction towards the banks. 
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3.2 Descriptive Statistics for Sample Study and Characteristics of Customers of the Understudy Banks 

 

Table 2. Distribution of the study sample according to the qualifications of the study 

Qualifications variant Frequency Ratio 

Without qualification 78 0.24% 
Average qualification 56 0.17% 
High qualification 140 0.43% 
above High 51 0.17% 
Total 325 100% 

 

The results of the statistical analysis, as shown in Table 2, show that 43% of the customers of the banks in 
question are highly qualified, 24% are qualified, while 17% have average qualifications.  

 

Table 3. Distribution of the study according to the variable of income 

Income variable Frequency Ratio 

Less than LE 1000 64 0.20% 
1000-5000 144 0.44% 
5000-10000 107 0.33% 
More than 10,000 10 0.03% 
Total 325 100% 

 

As shown in Table 3, we find that 44% of the sample respondents are fall under the category of income of 
1000-5000, which is a realistic percentage. This indicates that most of the customers of the commercial banks are 
of middle income and can be attributed to the inclusion of this segment as being among the middle-income 
classes. The table shows that 33% of the customers of the understudy banks are from the 5,000-10,000 income 
categories. Only 3% of the high-income population indicates that the sample is representative of all income 
groups. 

 

Table 4. Distribution of the study according to the variable of gender  

Gender Variable Frequency Ratio 

Male 228 0.70% 
Female 97 0.30% 
Total 325 100% 

 

Table 4 refers to the sample of the study distributed among males and females. The sample representing the 
society from which it was withdrawn, where we find that 70% are males and 30% are females. 

 

Table 5. Distribution of the study according to the years spent dealing with the bank  

Frequency of Dealing Years Frequency Ratio 

Less than 5 years 78 0.24% 
5-10 years 56 0.17% 
10 - 20 years 140 0.43% 
More than 20 years 51 0.17% 
Total 325 100% 

 

The results of Table 5 indicate that 43% of the sample study results of dealing with the bank range from 10 to 20 
years, increasing the reliability of the results due to the continuous interaction with the bank by the clients. The 
results of the analysis showed that 24% of the sample study’s customers deal with the bank for less than 5 years 
while 17% of them have been dealing with it for more than 20, indicating that the sample is representative of all 
categories. 

 

 



ijms.ccsenet.org International Journal of Marketing Studies Vol. 10, No. 4; 2018 

103 

4. Results 

In the first model of CFA, elements that measure the variables of the study (EC, CS and CL) were included and 
the appropriate models were assumed through three indicators CFI, RMSEA, RATIO, and the statistical package 
program (SPSS.22) was used to analyze the statistical data, using qualitative analysis as well as quantitative 
analysis. Simple correlation analysis was used for the Pearson correlation. Simple and AMOS 22 were also used. 

 

Table 6. Model fit index 

Absolute Fit Index (AFI) Incremental Fit Index (IFI) 

 CMIN-DF=2.148  IFI=0.847            CFI=0.857   
RMSEA=0.061 NFI=0.805               TLI=0.936 
GFI=0.801  

 

Through table 6 we find that the absolute correlation indicators have good values with a value of CMIN/DF 
=2.148, which is less than 5. The other indicators exceeded the required ratio of .09. Thus, the model is 
characterized by the quality of conformity and can be relied upon in testing the proposed research model. 

 

Table 7. EFA, CFA, Cronbach values of the research variables  

Variables (EFA) (CFA)  
variables 
reliability 
(a)  

(AVE) (KMO) 
 
Bartlett’s test of 
sphericity 

Corporate entrepreneurship        
Organizational elements 0.761 0.645 0.885 75.867 0.621 Chi 421.57 
Individual elements 0.818 0.801    Sig 0.000 

Customer satisfaction        
Satisfaction with all Bank practices and flexibility 0.691 0.482 0.722 75.359 0.711   
Customer satisfaction with the performance of the 
Bank’s employees 

0.754 0.841    Chi 417.63 

Satisfaction with customer service and product quality 0.702 0.540      
Pricing mechanism in the Bank for the services 
provided 

0.765 0.616    Sig 0.000 

Customer loyalty        
Behavioral loyalty 0.715 0.672 0.815 71.207 0.825 Chi 974.51 
Attitudinal loyalty 0.814 0.573    Sig 0.000 

 

We can see from Table 7 that the fit of the model is appropriate. Calculated Chi-square is 421.57 significant with 
(DF=106, N=338), then the percentage of Chi-square DF=2.761 is less than the cut-off value of 3. Then, as 
indicated in Table 6 CFI 0.801, CFI=0.857, NFI 0.805, GFI=0.801 are all greater than the recommended value of 
9 which means being a good fit and within the standard level. RMSEA =0.61., as shown in table 8 and table 9. 
The impact of CE on CL is significantly positive with the regression coefficient being (0.763) at P-value 0.000, 
thus H1 is supported. It is shown that the application of corporate entrepreneurship affects the loyalty of 
customers positively, which means that the understudy banks should expand the application of concepts and 
dimensions of corporate entrepreneurship, because it has a positive significant on achieving CL. While the 
impact of CE on CS has a positive significant, the regression coefficient was (0.746) at 0.000. This refers to H2 
is supported. Table 9 also indicates that there a positive significant between CE and CS. The regression 
coefficient was (0.541) at p=0.000 so H3 was supported. Finally, table 10 shows that the total effect of EC on CL 
is 0.61 and significant with the indirect effect being (0.811) and larger than the direct one (0.763). As indicated 
in table 10, the regression weight for the path CE to CS to CL is 0.811 with P=0.000, it is shows role of CS 
between EC and CL. Thus, H4 is supported. 

 

Table 8. Correlation coefficient between variables 

Variables 1 2 3 

CE 0.81   
CL 0.528 0.82  
CS 0.656 0.624 .087 
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6. Future Research 

Studying the impact of social entrepreneurship on commercial banks customer loyalty as well as studying the 
impact of CE on CL with a mediating of customer engagement or the customers value. The study can be 
conducted on another sector that offers a specific subject, such as electric equipment. The study was applied to 
customers of commercial banks and therefore it can be applied to bank employees in order to identify different 
points of view as well as different results. 
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