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Abstract 

Purpose: The focus of this paper is providing a suggested approach to the nature of the relationship between the 
customer engagement and customer loyalty through the mediation role of the customer value. 

Methodology/approach: Through its selection of commercial banks in Egypt and the use of statistical analysis 
method SPSS.11. The data was analyzed using the AMOS pathway analysis to identify the nature of the 
relationships between variables. 

Findings: An artistic approach to understanding develop a model of the the relationship between customer value 
and customer loyalty within a mediating role of customer engagement in some commercial banks in Egypt. The 
research found that CE and CL improve the ability to building more effective customer service. 

Keywords: customer engagement, loyalty, customer value, perceived value, mediating role, consumer research, 
banking marketing, marketing research 

1. Introduction 

The banking industry takes a huge part in the world economical knowledge. It is considered as a main part by the 
significant growth in the current years. 

This growth should generate more interest in researching and analyzing the customer loyalty in order to face the 
global perspective. 

In the last few years customer engagement has arisen as a subject of great importance to administrators and 
advisors in various businesses and corporations which was proven by the great amount of identifications, 
discussion forums, blogs, roundtables, explanations and conferences created by a general search for the terms. 

2. Customer Engagement 

CE is defined as “behaviors [that] go beyond transactions, and may be specifically defined as a customer’s 
behavioral manifestations that have a brand or firm focus, beyond purchase, resulting from motivational drivers” 
(van Doorn et al., 2010, p. 254). It involves the customer interactive and brand experiences. It also enhances 
consumers’ experienced brand value and is context-dependent (Brodie et al., 2011). CE is occasionally used to 
indicate the highest level of loyalty, but as behavioral exhibition, it covers all sorts of behaviors, not only 
behaviors that are distinctive of high levels of loyalty (Libai, 2011; Narayandas, 1998). Van Doorn et al. (2010) 
suggest that CE entails five dimensions. First, CE can be expressed in various ways that depend on the resources 
of the customer (e.g., time). Second, it can result in various types of results for the customer (e.g., improvements 
in the service). Thirdly, their capacity may vary and shorten, such as giving an objection or determining behavior. 
Fourth, it also has a changing impact on both the company and its partners. They work in behavior for various 
reasons. Customers engage in a number of behaviors that enhance their brand relationships beyond traditional 
customer loyalty standards such as repeat buying and buying behavior. Social media are the most common forms, 
referred to as “a group of Internet-based applications that build on the ideological and technological foundations 
of Web 2.0, and that allow the creation and exchange of User Generated Content” (Kaplan & Haenlein, 2010, p. 
61). As of late, their potential has been underrated (Woisetschla ger et al., 2008), though social media platforms 
are considered best appropriate for developing relationships between customers (Kane et al., 2009). It is 
undeniably the ever-increasing role of social media that has formed a need for the idea of CE (Bielski, 2008). 
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At the outset, a multitude of studies, each exploring a single fundamental component, marked research on 
engagement. Some articles focused on logical aspects as shown by Kilger & Romer (2007), Malthouse & Peck 
(2010), and Sprott et al. (2009). Others’ focus was on sentimental aspects (Heath, 2009), while others focused on 
conative areas of engagement—represented by van Doorn et al. (2010) and Verhoef et al. (2010). For example, 
Van Doornet et al. (2010, p. 254) noted that commitment is behavioral in nature and suggested “CE goes beyond 
transactions, and is specifically defined as a customer’s behavioral manifestation toward a brand or firm, beyond 
purchase, resulting from motivational drivers”. As of late, writers started to explicate engagement using a more 
inclusive approach, offering abstract frameworks and an array of theories (Bowden, 2009; Brodie et al., 2011, 
2013; Gambetti et al., 2012; Gummerus et al., 2012; Hollebeek, 2011, 2012). Most of these frameworks offer 
outlooks on how the components encircling the concept of engagement connect to each other. The authors 
stressed that the most useful engagement definitions are those that recognize the cognitive, emotional and 
behavioral dimensions of the concept.  

2.1 The Customer Engagement Cycle 

Based on the previous discussion, it is recommended that the focus of customer engagement centers on pleasing 
customers through giving greater value than that of the competitors in order to create long-term relationships 
based on trust and commitment where customers turn into partners within the sales team where they are added 
value and achieved better satisfaction from other customers and using social media in the process of building 
friendly bridges with customers full of trust among sellers. CE attracts customers by creating emotive words 
during their interactions with them. The progression of CE construction creates a CE cycle. The idea of a CE 
cycle has been formerly used in reference to consideration, inquiry, awareness, purchase as well as retention 
stages, which is shown in representing the stages in the purchase process which customers use to decide on 
which product to purchase, though with a reaction for future purchases, as opposed to CE as well as the first 
period novel consumer choosing the product to purchase. We suggest that the stages of the customer engagement 
cycle are connection, commitment, satisfaction, retention, interaction, advocacy, and engagement. Most of the 
difference in practitioner views on CE seems to stems from perplexing transitional stages in the CE cycle with 
CE itself. The CE cycle stages are discussed in the following: 

2.1.1 Connection 

These contacts are conducted using traditional methods such as personal sales and also using new digital 
methods via the Internet such as social media. Social media helps build relationships with customers and 
companies on a large scale. Existing contacts with customers can also be used as an important factor in building 
new connections with new customers and sellers. Sellers also contribute to the search for new customers and 
build effective communication with them. As one of the solutions proposed is to meet the needs of customers by 
offering new products. Sellers can create connections with possible customers prior to their need to be in a 
position that would suggest current products as solutions or even develop new products to meet those needs. 
Those connections are particularly important in transitional connections in business markets where needs of 
customers ensue from making products for customers in consequential transactions and a buying center with 
individuals from various departments and hierarchical levels of the organization arises to determine the product 
choices (Sashi, 2009). 

2.1.2 Interaction 

After they’re connected, the customer can connect with seller employees like same customer. Prior to the internet, 
these connections were limited by existing technology such as, mobiles, word-of- mouth and meting to narrow 
circles of family, friends, acquaintances and colleagues restrained by location. But now, restrictions are 
disappearing quickly and metaphors such as global village is conjured to describe the real-time interactions 
among people throughout the world. Texting, instant messaging, blogging, email, virtual worlds and social 
networking are a few of the tools that allow for faster, more frequent, as well as better interactions between 
greater clusters of connected individuals, organizations and communities.  

Interaction between vendors and customers is an essential element in value creation and creation. The Internet 
enables sellers to build continuous customer relationships, benefit from customer classifications, expand 
customer reach, and reach potential customers, where they can understand customer needs, In the process of 
developing new product. Customer interaction enables customers to contribute value addition and interaction 
with vendors to build customer value.  

2.1.3 Satisfaction 

Provided that the interactions of a seller and a customer or that between all community members, such as seller 
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and customer satisfaction, they will stay linked as well as remain to cooperate with one another and achieve CE. 
satisfaction is not the goal in itself, seeing as the use of customer satisfaction surveys and rankings occasionally 
suggests a transitional footstep in strategies in order to reach the goal line of an organization. It has definitely 
been claimed that the goal line of marketing is not satisfaction in itself but the empowerment of the customer 
through partnerships with sellers that allow the customer communities to jointly establish their needs and desires. 
Customer satisfaction is an important condition for CE. Customer satisfaction and interaction during the 
procurement process can be followed by the purchase and the lack of satisfaction can disrupt the whole process 
and lead to the exit of the client at any time noting that satisfaction does not always lead to a repurchase .Thus, a 
long-term relationship may not occur. A difference has been made between transaction-specific and increasing 
customer satisfaction (Oliver, 1993), with increasing or complete satisfaction defined as “an overall evaluation 
based on the total purchase and consumption experience with a good or service over time” (Anderson et al., 
1994). An increased satisfaction level could be reached when customer expectations are surpassed and when 
emotions become increasingly positive. This has been defined as not only a satisfaction but a joy as well. 

2.1.4 Retention 

Over time, customer retention occurs because of full satisfaction, positive feelings, and full satisfaction with the 
purchase. A long relationship between the seller and the customer though not essentially overly positive 
emotions for one another.  

2.2 Customer Engagement Value (CEV) 

Most of the previous researcher try to understanding CE using the consumer’s perspective, and looking at the 
highest point of loyalty to the firm. As of late, more literature has discovered the business side of CE and 
customer lifetime value, pushing a much bigger heaviness on the value that CE produces for service firms and its 
significance to consultants. Kumar et al. (2010) examine the added value to the service firm from CE behavior 
and classify three types of customer engagement value (CEV): Frist Customer lifetime value (CLV) also known 
as customer purchasing behavior is defined as “the present value of future profits generated from a customer over 
his or her life of business with the firm”. CLV is the transactional aspect of engagement that comprises the 
regularity of purchasing, amount purchased, and so on. Seeing as CLV emphases on the exchange transaction, it 
becomes the key orientation point. When service firms estimate both long-term and short-term engagement 
strategies. Second Customer referral value (CRV) accumulates from customers’ referrals of new customers as a 
result to firm-initiated and -incentivized referral programs. Referrals are vital in the sense that they have the 
ability to decrease the cost of the purchase for the firm and bring in future income. Given the growth of the 
internet and social media sites like Facebook and Twitter, CRV becomes an essential aspect of CE. CRV is 
focused entirely on current customers changing forecasts in their social network (both online and offline) into 
actual customers for which they are satisfied. In many ways these referring customers are like non-employee 
salespeople, receiving a command from the sale and can be a real way of transporting in new customers. Third 
Customer influencer value (CIV) increases from the influence of customer on other customers as well as 
forecasts by considerable and translating prospects to customers as inspirational other customers to increase their 
share of wallet with the firm, creating a shared service experience and assisting other customers in service usage.  

3. Customer Value 

Many studies have linked the perceived value of clients to loyalty, both directly and indirectly. The most 
important of these studies (Chiou 2004; Hellier et al., 2003). Strategy is in the hands of the organization to create 
a competitive advantage and achieve long-term success. According to Parasuraman & Grewal (2000), there are 
four types of value: acquisition value, transaction value, value of use, and value of consumption. The value 
concept of organizations in the past has been closely linked to price and quality, but a number of studies have 
indicated that the perceived value of customers has social, emotional and psychological dimensions, as well as 
the time, money and effort to obtain a specific product or service (Huber et al., 2001). Both Lin & Wang (2006) 
believe that the value may be internal, such as how does the customer feel after purchasing? Or could be external 
such as the reputation of the product used and its image. One of the most prominent definitions of the concept of 
perceived value for customers in marketing literature was Zeithaml (1988, p. 14), where the perceived value of 
customers was defined as “the general assessment of customers in relation to the benefit obtained from a specific 
product, mainly based on their perceptions of what they received in exchange for what they gave.” 

H.1 There are no statistically significant relationship between customer engagement in terms of dimensions and 
customer value. 
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4. Customer Loyalty 

Customer loyalty has been defined as “a person’s tendency to persist over time in showing a similar trend in 
positions similar to those he has encountered in the past”. 

Increased interest in brand loyalty has emerged in marketing research in recent years because loyal customers are 
more likely to repeat purchases from a particular organization, or to increase their share of purchases from a 
particular supplier. These clients may be involved in promoting the organization by recommending them to their 
friends (Cengize & Reicheeld, 2007). 

H.2 There are no statistically significant relationship between customer engagement and customer loyalty. 

H.3 There are no statistically significant relationship between customer value and customer loyalty. 

5. The Relationship between CE and Loyalty 

The CE can be seen as a consecutive process of people passing through to achieve loyalty to a particular product 
or brand. This psychological process can not only create loyalty to new customers but maintain the loyalty of 
existing customers and repeat their purchases (Bowden, 2009). The process of customer engagement involves a 
cumulative and calculated commitment to the customer and is largely the cognitive basis of the purchase. As the 
levels of participation supported by increasing levels of confidence and buying frequency develop, the 
relationship develops and reaches an emotional commitment to the mark (Puqing, 2014; Gupta, 2012). 

H.4 There are no Statistically significant relationship between CE and loyalty through customer value. 

6. Problem Statement 

This study doing exploratory studied to develop a model of the the relationship between customer value and 
customer loyalty within a mediating role of customer engagement in some commercial banks in Egypt. Based 
upon the formulation of research problem: What is the kind of relationship between the value of the customer 
and customer loyalty What is the impact of customer engagement as mediator between the value of customers 
and customer loyalty? 

7. Research Objectives  

The Egyptian commercial banks sector is observing a strong competition. Therefore, these sectors try to establish 
relationships with their customers to avoid them from turning to other providers. To this goal, several Egyptian 
commercial banks have begun introducing more value to their customers. The main aim of this research is to: 1) 
Evaluate the customer engagement practices within the context of customer value. 2) Determine the relationship 
of CV and CL within CE.  

 

 

Finger 1. The conceptual model of the study 

 

8. Sample Characteristic 

The paper assumes that the number of customers who are frequented by the commercial banks within a certain 
period of time are more than 100000 customer and then will be taking a sample of hesitant of 384 individual, 
with a boundary of error of 5% and sureness factor 95 % and availability of characteristics required to be studied 
in the community 50%.According to the financial reports of the commercial banks at the end of 2014, we notes 
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that the volume of customer deposits in public banks is twice as high as the deposits of customers of private 
banks. Accordingly, the sample was distributed by 2: 1, number 256 customers were taken from public banks 
with 64 individuals from each bank or 32 individuals from each branch. One of the customers of the private 
banks with 32 individuals per bank, 16 items per branch. It was noticed that the customer survey statements were 
distributed in the same branches chosen for conducting the field study. The statements were filled in with the 
personal interview and the response rate was 99.7%. 

9. Questionnaire and Variables Development Procedures 

The questionnaire measuring device used to investigate the role of customer value as mediator between customer 
engagement and Loyalty. After reviewing of theoretical farm, the researcher suggested the use of multi- scales. 
And modify reliable and valid scales for each variable and use SPSS version 20 fo statistical analysis purpose. 

The survey gadget used in this study included four established scales. The measure of customer engagement was 
improved from Aiste Dovaliene et al. (2015) and Matti et al. (2011). Customer engagement variables include: 

Frist, Communication: The existence of links between the bank and the client, The enthusiasm to communicate 
with the bank, Feeling of partnership with the bank. Second, Interaction: The Bank's interest in discussing the 
advantages of the services it provides with the client, The interest of the bank to study the ideas and proposals 
provided by the client. Third, satisfaction: Delivering service beyond customer expectations, Customer 
Satisfaction, Sufficiency of the bank and lack of attention to competitors. 

Fourth, Retention: Competitive prices, Continuous personal contacts with the client, Intentions continue to be 
treated as a result of the experience curve. 

Fifth, Commitment: Customer confidence, Customer trust in service offerings. 

Sixth, Support, Recommending dealing with the bank, word of mouth. Then customer value was adapted from 
Velitchka et al. (2014), Aiste et al. (2015). 

Finally, Customer value include: The Bank’s ability to understand customer needs, Extent of branches and ATMs, 
The utility is spatial and temporal, Technology used in service delivery, price and fairness, Rate of return on 
bank deposits, Eligibility in the bank’s policies. At the final loyalty was adapted from Ingrid M. O’Brien et al. 
(2015). It includes: Intentions to re-deal, Pay annual profits, Word of mouth, Commitment towards the bank, 
Bank customer’s preferences, Demand for banking services, Contin Competitive uous visits to the bank, 
Relations with employees, Not paying attention to competition offers, The bank is the first choice. 

10. Hypotheses Testing and Discussion  

As results of correlations matrix exhibitions, a significant relationship between the variables were predictable 
path. CL was positively related to CV sub-dimensions, and negatively to CE,  

 

Table 1. Correlation coefficient between CE, CV, CL 

S factors 1 2 3 

1 Customer engagement .88   
2 Customer value .72 .62  
3 Customer loyalty  .67 .81 .77 

 

Table 2. Fit indices of operational equation models  

X2 DF/x2 GFI RMSEA NFI CFI TLI IFI 

4.44 .053 0.87 .04 .91 .95 .97 .93 

 

Table 2 displays the goodness-of-fit to the model proposed, significant (p<0.05), also represents that the ratio 
between df/ x2 is less than2; it means fits of data in additions the values of RMSEA less than 00.05 represent 
that adequate fit. Thus GFI is high and trends to 1, also is signifies that the model of study fitting with sample 
data, finally, NFI,CFI.TLI and IFI for all values are greater than .90, it means a good fit. 

As shows in table 3, There are a positive relationship between CE and CL where estimations of standardize 
regression weights 0.36 and p < 0.01, this represents that CE has an obviously positive influence on CL. As well 
as, H1. is supported. The result represents a positive relationship between CE and CV where estimations of 
standardize regression weights 0.23 and p < 0.01, this represents that CE has an obviously positive influence on 
CV. As well as, H2. is supported. 
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At last there is a positive relationship between CV and CL where estimations of standardize regression weights 
0.18 and p < 0.01, this represents that CV has an obviously positive influence on CL. As well as, H3. is 
supported 

 

Table 3. Identical regression weightiness of model variables  

Hypothesis Reg. coff. T-test Sig. 

H1. CE         CL 0.36 11.45 0.000 
H2.  CE         CV .023 6.22 0.000 
H3.  CV       CL 0.18 5.81 0.000 
H4. CE    CV     CL 0.51 3.77 0.000 

 
Table 4 shows the total effect of direct and indirect effects- of CE on customer loyalty is .0812 is significant, 
However, indirect effect is larger and significant (0.49) than direct effect (0.322). These results imply that CE 
acts as a mediator between CV and CL. Thus, H4 supported. 

 
Table 4. Direct and indirect effect of CL  

path Direct effect Sig. Indirect effect Sig. Total effect Sig. 

CE          CV .86 0.000   .86 0.000 
CE          CL . 49 0.000 0.322 0.000 .812 0.000 
CV          CL .67 0.000   .67 0.000 
CE      CV         CL .23 0.000 0.220 0.000 .45 0.000 

 

 
Finger 2. The final conceptual model of the study 

 

11. Conclusion  

The accrued benefits of this research found that CE and CL improve the ability to building more effective 
customer service. The Banks must be conscious of the significant role of CV to increasing CL through applying 
CE role. The banks concerned should be interested in improving the customer relationship, studying their 
proposals, and taking care to implement the concepts of customer engagement as well as the life cycle of 
customer engagement. 

The banks must seek to approach the customer orientation rather than the market orientation to reach customer 
loyalty, considering that the customer is the origin of any activity. Also should realize that customer loyalty is 
highly correlated with the best expected value and can be achieved through customer engagement. The 
customer’s reaction to the bank's compliance with the bank will turn into positive trends towards the bank 
because of obtaining added value in the direction of loyalty to the bank. 

12. Research Limitation 

This study own characterizes and borders that should be declared. First, results may partial by common method 
communal method adjustment because surveys were used to measure CE, CV, CL. It may be related with varies 
factors like customer expectations and CRM. Second, this study applied on commercial banks, outcomes may be 
differenced when request filed are changed (e.g., telecommunication, on line marketing, etc.). Thus, it is 
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therefore wrong to generalize the results to other organizations. 

Finally, this paper examined the role of CE on CL without exposure to the impact of CE sub-dimensions like 
connection, retention and, thus, upcoming research requests to survey it.  

13. Future Research Scope 

The subject of customer engagement is a fertile area for future studies due to the novelty of this subject. 
Therefore, we suggest the following: 

Community research: The application can be extended in other fields such as telecommunications, hotels, 
universities, travel companies ... 

Search Variables: Other variables can be introduce in the customer relationship management, such as trust, 
introspection and participation, can be considered. 

The level of analysis: The analysis can be conducted at the level of each bank separately and then can be 
compared between public and private commercial banks. 
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