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Abstract 
 
The purpose of this study is to determine the effect of customer participation on customer loyalty 
with the mediating role of trust by considering the effect of literacy level. This research is 
descriptive-survey in terms of data collection method and applied in terms of purpose. The statistical 
population of the present study included all customers with different levels of literacy in Bank 
Saderat. Using Cochran's formula, the sample size required for the study was 196 people. The 
collection tool in this study was a questionnaire of Chen et al. The reliability of these questionnaires 
was confirmed using Cronbach's alpha coefficient. Amos23 software was used to analyze the 
collected data. The results showed that customer participation has a significant impact on customer 
loyalty. In addition, as the level of literacy of customers increases, their level of cooperation and 
trust increases or decreases. Trust also plays a mediating role in customer engagement, which affects 
customer loyalty 
 

 
Keywords: Customer Participation, Customer Loyalty, Trust, Satisfaction, education level 
 
 
Resumen 
 
O objetivo deste estudo é determinar o efeito da participação do cliente na lealdade do cliente com 
o papel mediador da confiança, considerando o efeito do nível de alfabetização. Esta pesquisa é 
descritiva-survey em termos de método de coleta de dados e aplicada em termos de finalidade. A 
população estatística do presente estudo incluiu todos os clientes com diferentes níveis de 
alfabetização no Banco Saderat. Usando a fórmula de Cochran, o tamanho da amostra necessário 
para o estudo foi de 196 pessoas. O instrumento de coleta neste estudo foi um questionário de Chen 
et al. A confiabilidade desses questionários foi confirmada pelo coeficiente alfa de Cronbach. O 
software Amos23 foi utilizado para analisar os dados coletados. Os resultados mostraram que a 
participação do cliente tem um impacto significativo na fidelização do cliente. Além disso, à medida 
que o nível de alfabetização dos clientes aumenta, seu nível de cooperação e confiança aumenta ou 
diminui. A confiança também desempenha um papel mediador no envolvimento do cliente, o que 
afeta a fidelidade do cliente 
 
 
Palabras clave: participación Del cliente, lealtad Del cliente, confianza, satisfacción, nível de 
educação 
 

 
Introduction 
 
Increasing competition in today's markets has made companies pay more attention to retaining 
current customers and trying to attract customers (Chen et al., 2016). Today's business enterprises 
consider themselves obliged to provide the best service or products to their customers, and the goal 
of organizations is to develop long-term relationships between the company and customers. 
Therefore, the most important concern of today's organizations can be considered customer 
retention. In this regard, the development of the concept of customer loyalty has attracted the interest 
of many marketing activists and academic researchers. So many research has been conducted on the 
factors that lead to customer loyalty (Stan et l., 2013). In order to improve their competitive 
advantage, service companies have put paying more attention to customers on their agenda (Hayes, 
2008). Because customers are the driving force behind profitable growth, customer loyalty can lead 
to profitability. Therefore, it is essential for service companies to maintain customer loyalty that 
leads to long-term profitability of business organizations (Tseng, 2007). Loyal customers are 
unlikely to turn to a competitor just because of the price, and they make even more purchases than 
disloyal customers (Ou et al., 2011) do. On the other hand, marketing literature attaches great 
importance to the interaction between customers and the company (Auh et al., 2007; Yi et al., 2011). 
Because customer participation increases loyalty and helps, build a profitable relationship with 
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customers, which leads to their retention (Bendapudi & Leone, 2003; Paine &Organ, 2000). Recent 
research has significantly focused on the role of customer participation in service marketing 
literature (Revilla-Camacho et al., 2015). These interactions share information and better identify 
customer and company needs (Homburg et al., 2007; Sharma et al., 2014).  

 
Based on that logic, there is an assumption that the higher degree of customer engagement 

into value creation is the greater trust between customers and company exists. It can be said that the 
relationship between customer participation in value creation and trust is a mutual issue. The 
relationship between satisfaction and trust has been extensively studied in relationship marketing 
literature (Sashi, 2012). Satisfaction is the default of trust in providing services. On the other hand, 
theoretical approaches to relationship marketing have made it possible for us to claim the effect of 
trust on customer satisfaction, and therefore the relationship between structures can be mutually 
analyzed (Selnes, 1998). According to Raja et al. (2008), both structures can be considered as a 
mediating factor between customer participation in value creation and customer loyalty. Trust and 
satisfaction in relationship marketing literature are considered as the main factors of long-term 
relationships; the main activity of marketing professionals these days is to show the impact of 
creating customer value on customer satisfaction, trust, and relationship strength and customer 
loyalty. Customer participation of service companies increases the value, satisfaction and trust of 
customers, which leads to a stronger relationship between the company and customers and customer 
loyalty. The authors also found that the relationship between customer participation in value creation 
and relationship strength is negative, if customers do not feel satisfied and do not trust the company 
(Rajah et al., 2008).  

Therefore, the purpose of this study is to determine the relationship between customer 
participation on customer loyalty and the mediating role of trust in Bank Saderat of Alborz Province. 

 
Theoretical Foundations 

 
Customer participation  
 
In general, customer participation refers to the role of customer in the service production process or 
tangible goods. The nature of services makes customers more willing to participate in the production 
and delivery of them compared to tangible goods. Customer participation is defined in four 
dimensions: Searching for information means willingness of customers to obtain more information 
on the nature and how to use services and how to provide services, etc. Sharing information means 
exchanging information between customers and employees about how to provide services, 
responsible behavior, commitment and responsibility of customers for the services received and the 
performance of the customer's duties, individual interactions, respectability of customers towards 
the employees and establishing friendly relations with them (Manoj & Sunil, 2011). Customers are 
the complementary part of the service delivery system and a tool for measuring the desired service 
results by the company (Ndubisi, 2007). 

  
Loyalty 
 
The high costs of attracting customers compared to the lower costs of providing services to existing 
customers and thus increasing profitability is an important reason to increase attention to customer 
retention among companies. Customer retention behavior in marketing literature is one of the main 
concepts related to consumer markets. Researchers believe that customer retention is necessary for 
businesses that want stability and sustainability. Today, it has been explained that customer loyalty 
is more important than customer satisfaction in a company's business success (Ou et al., 2011). Loyal 
customers provide the company with amazing marketing power through word of mouth. Loyalty is 
defined as a strong commitment in customers to make exchanges with a particular organization and 
buy goods and services continuously and repeatedly (Chuah et al., 2014). A number of authors 
emphasize the positive and existing relationship between customer loyalty and business 
performance. Researchers believe that loyal customers not only increase the business value but also 
enable the business to spend less on attracting new customers (Meng et al., 2011).  

 
Satisfaction 
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Customer satisfaction has a positive effect on an organization's profitability. Research shows that 
satisfied customers share their shopping experience with other people (perhaps 5-6 people), while 
dissatisfied customers share their experience about a product or service with more than 10 people 
(Rigatti-Luchini & Mason, 2010). Therefore, customer satisfaction is critical to the survival and 
success of an organization (Hosseini & Hosseini, 2013).  

 
Different definitions have been proposed by marketing theorists regarding the concept of 

customer satisfaction. Cutler defines customer satisfaction as the degree to which actual performance 
of a company meets customer expectations. It refers to customers' emotional response to the use of 
products and services under certain conditions, which is created in the process of using services. 
Research shows that customer satisfaction leads to repetition of purchases, word of mouth 
advertising and customer citizenship behavior (Hosseinpour & Hassan Reza, 2011). Customer 
satisfaction has been defined in different ways. Because customer satisfaction is an abstract and 
ambiguous concept, there are several definitions in different industries and service sectors. Here is 
one of the definitions that is widely used: Satisfaction is a judgmental assessment before deciding 
on a particular exchange that can be directly interpreted as a general, well-defined feeling as a 
function of perceived quality (Yen et al., 2004).  

 
Trust 

    
Doney and Cannon (1997) define trust as the perception of credibility and benevolence about a goal. 
They define trust as the perception of the confidence in exchange, the reliability and integrity of the 
partner, and they believe that trust is the basis of a relationship commitment. Trust is achieved when 
one party is truly confident in the other (Chau & Ngai, 2010). Confidence builds the belief that the 
other party is trustworthy and confident, and will lead to strong, honest, fair, and helpful cooperation. 
Relationship marketing is based on trust. The structure of trust is specifically concerned with 
creating interest in relationship marketing. Numerous researchers have cited trust as a key factor in 
creating and developing successful relationships with customers and customer loyalty (Morgan & 
Hunt, 1994).  

 
Vidoto et al. (2012) examined the dimensions of trustability in 36 students at the University 

of Padua, Italy. The results showed that the four dimensions of trust beliefs (competence, 
benevolence, explicitness and predictability) play an important role in judging trust. In other words, 
competence, honesty, and predictability play the most important role in positive judgment, and low 
honesty plays the most important role in negative judgment (Zeithaml et al., 1996).  

 
Background 

 
Table (1) show some of the research conducted on the subject of research. 

 
Table 1. Some of the research conducted on the subject of research 

  Researchers  Year Results  
Khabiri et al. 2014 The results show that the four variables of trust, commitment, 

communication and competence have a significant effect on 
the quality of the relationship and the quality of the 
relationship has a positive and significant effect on customer 
participation in word of mouth among club customers 
(Vidotto et al., 2012). 

Hosseini et al. 2013 Customer participation in production has a positive effect on 
customer loyalty, Employee-customer communication, 
customer skills, emotional commitment, and interactive justice 
increase customer participation in production (Rigatti-Luchini 
& Mason, 2010).  

Hosseinpour et al. 2011 
 

Customer participation consists of six dimensions: generous 
participation, trusted participation, aspiring participation, 
equitable participation, firm participation, truth-oriented 
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participation. Satisfaction was also measured by the ten 
dimensions of quality in the field of services (Khabiri & 
Rezgar, 2014).  

Babaei et al. 2016 Customer participation has a significant effect on customer 
loyalty. Also, perceived value plays a mediating role in the 
effect of customer participation on customer loyalty 
(Hosseinpour & Hassan Reza, 2011).  

Chen et al. 2016 The results showed that customer participation has a 
significant effect on customer loyalty. Perceived value also 
plays a mediating role in the effect of customer participation 
on customer loyalty (Chen et al., 2016).  

Kamacho et al. 2015 Customer citizenship behavior and customer participation 
have a negative effect on customer's intention to leave 
(Camacho et al., 2015).  

Yen et al. 2004 The participatory roles accepted by customers are effective in 
determining and delivering service and their pre-justified 
service experiences. Accordingly, people who have been more 
participated in the production and service delivery process 
blame themselves more on the failure of the service than on 
the organization and its employees (Hosseinpour & Hassan 
Reza, 2011).  

Barry and Parasorman 1996 Trust is as the main factor in creating and developing a 
successful relationship with customer and customer loyalty 
(Morgan & Hunt, 1994).  

Egan 2011 Creating the best value for customers while participating 
customers leads to customer retention and loyalty (Babaei et 
al., 2016). 

 
Conceptual framework of the research 

 

 
Figure 1. Conceptual model of the research (Chen et al., 2016) 

 
Hypotheses 

 
1. Customer participation affects customer loyalty. 
2. Trust plays a mediating role in the effect of customer participation on customer loyalty. 
3. Satisfaction plays a mediating role in the effect of trust on customer loyalty. 
4. Explicitness plays a mediating role in the effect of customer participation on customer 

loyalty. 
5. Honesty plays a mediating role in the effect of customer participation on customer loyalty. 
6. Predictability plays a mediating role in the effect of customer participation on customer 

loyalty. 
 

Methodology 
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The present study is applied in terms of purpose and descriptive-survey in terms of method. The 
statistical population of the present study includes customers of Alborz Province Bank Saderat. 
Cochran's formula was used to calculate the sample number. According to the Cochran's formula, in 
this study, the sample size is equal to 196 people. In this study, the non-random available sampling 
method was used. Library and field studies have been used to collect the required data. The collection 
tool in this study is a standard questionnaire. The first part of the questionnaire includes demographic 
variables (gender, age, marital status, level of education, work experience), and the second part 
contains 19 questions related to the research variables, which were prepared on a Likert scale. 
Cronbach's alpha was also used to estimate the reliability coefficient, which shows that all 
coefficients are above 0.7. In this study, AMOS23 software was used to analyze the data. 

  
Table 2. Cronbach's alpha results 

Variables  Cronbach’s Alpha 

Customer participation 0.827 

Trust 0.877 

Honesty 0.875 

Explicitness 0.821 

Predictability 0.824 

Satisfaction 0.819 

Customer loyalty 0.820 

 
Data analysis 

 
Statistical descriptive and inferential discussions have been used to analyze the questionnaire. 
Descriptive statistics include frequency and mean tables, and at the inferential level, the structural 
equations modeling test, including confirmatory factor analysis and path analysis, has been used. 

 
Descriptive statistics: Description of demographic variables 

 
In the present study, 196 samples of customers of Alborz Bank Saderat were included, of 
which 147 were men and 49 were women. In addition, 32 people had diploma and under 
diploma, degrees and less than 19 people had associate degrees, 84 people had bachelor's 
degrees, 50 people had master's degrees and 11 people had Ph.D. degrees. Also, 11 
people were 18 to 28 years old, 40 people were 29 to 38 years old, 71 people were 39 to 
48 years old, 46 people were 49 to 58 years old and 28 people were over 59 years old. 

 
Description of variables: 
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Table 3 shows the result of Kolmogorov-Smirnov normality Examination of data distribution. 
 

Table 3. Description of the research variables 
Variables  Mean  Standard deviation  Significance  

Customer participation 4.185 0.730 0.838 
Honesty  3.854 0.610 0.300 

Explicitness  3.841 0.630 0.191 

Predictability 3.245 0.579 0.221 

Trust  3.759 0.630 0.301 
Satisfaction 3.831 0.643 0.198 

Customer loyalty 3.278 0.593 0.221 

Total 196    

 
 

 
Figure 2. Research measurement model with factor loads 

 
The status of the fit indicators for the conceptual model of the research is given in the 

following table. 
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Table 4. Fit indicators of the measurement model 
Indicator AGFI GFI CFI NNFI RMSEA 

The 
proposed 
criterion 

<0.8 <0.9 <0.9 <0.9 <0.08 

The reported 
criterion 

0.912 0.925 0.911 0.981 0.06 

 
Based on the results of the research on the fit test of the model and the various fit indicators, 

the fit of the confidence model was at an acceptable level. 
 
Confidence measurement model 
To estimate the measurement model of the present study, the data collected using AMOS software 
were analyzed by confirmatory factor analysis, the findings of which are given in Figure 3 and Table 
5. 

 
The status of the fit indicators for the conceptual model of the research is given in the 

following table. 
 

Table 5. Fit indicators of the measurement model 
Indicator AGFI GFI CFI NNFI RMSEA 

The 
proposed 
criterion 

<0.8 <0.9 <0.9 <0.9 <0.08 

The reported 
criterion 

0.909 0.926 0.953 0.991 0.04 

 
Based on the results of the research on the fit test of the model and the various fit indicators, 

the fit of the confidence model was at an acceptable level. 
 

Fit of the structural model 
  

 In the structural model, the relationships between the latent features are noteworthy. In fact, in the 
structural model, the relationships between the latent features that are extracted based on the theory 
are explained according to the data collected from the sample. In the structural model, the research 
hypotheses are tested using path analysis. 

 
The fit of the present research model according to the data obtained from the results of Amos 

software is as follows: 
 

Table 6. Fit indicators of the structural model 
Indicator AGFI GFI CFI NNFI RMSEA 

The 
proposed 
criterion 

<0.8 <0.9 <0.9 <0.9 <0.08 

The reported 
criterion 

0.95 0.91 0.97 0.90 0.003 

 
As shown in the diagram, all fit indicators of the model are in good condition. For example, 

the significance level of the chi square model is more than 5%, indicating that the experimental data 
adequately support the conceptual model of the research. Also, the value of the mean square root of 
the estimation error is less than 10%, and this indicator confirms the fit of the model as well. In order 
to test the research hypotheses, structural equations modeling (SEM) was used using the maximum 
likelihood estimation method in Amos software. During all stages of the analysis, the covariance 
matrix became the basis for the work. The following figure shows the structural relationships of the 
research model. 
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Figure 3. Structural model of the research with factor loads 

 
Hypothesis test 

 
Considering that in addition to examining and testing the goodness of fit of the research model and 
determining the variance rate expressed by independent variables of the research, another main goal 
of developing the structural model is to determine the significance of the path coefficients assumed 
in the conceptual model of the research in the form of the research hypotheses; therefore, in this 
section, the results of the research are described separately for each of the main research hypotheses: 

 
Table 7. Hypothesis path coefficient 

Hypothesis Path 
coefficient 

Critical 
ratio 

Significance 
level 

Result of 
Hypothesis 

Customer participation -> customer 
loyalty 

0.55 4.537 0.000 Confirmed 

Customer participation -> trust -> 
loyalty 

0.58 - 0.000 Confirmed 

trust -> satisfaction -> loyalty 0.71 - 0.000 Confirmed 
 

Based on the test results, the research hypotheses and structural relationships between the 
variables show the research model. Based on this model, the first research hypothesis, which deals 
with the positive and significant effect of customer participation on loyalty, was confirmed according 
to the path coefficient of 0.55 and the critical ratio (4.537) at the 0.05 detection level. The second 
hypothesis examines the mediating role of trust in the effect of participation on customer loyalty, 
which was confirmed according to the change in the path coefficient from 0.55 to 0.58 at the 0.05 
detection level. Accordingly, it is observed that the third hypothesis, which examines the mediating 
role of satisfaction in the effect of trust on customer loyalty, was confirmed according to the change 
in the path coefficient from 0.74 to 0.71 at the 0.05 detection level. 
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Figure 4. Structural model of the research with factor loads 

 
Table 8. Hypothesis path coefficient 

Hypothesis Path coefficient Result of 
Hypothesis 

Customer participation -> honesty -> loyalty 0.49 Confirmed 
Customer participation -> explicitness -> loyalty 0.16 Confirmed 

Customer participation -> predictability -> loyalty 0.42 Confirmed 
 

The fourth hypothesis examines the mediating role of honesty in the effect of participation 
on customer loyalty, which was confirmed according to the change in the path coefficient from 0.55 
to 0.49 at the 0.05 detection level. The fifth hypothesis examines the mediating role of explicitness 
in the effect of participation on customer loyalty, which was confirmed according to the change in 
the path coefficient from 0.55 to 0.16 at the 0.05 detection level. The sixth hypothesis examines the 
mediating role of predictability in the effect of participation on customer loyalty, which was 
confirmed according to the change in the path coefficient from 0.55 to 0.42 at the 0.05 detection 
level. 

 
Discussion and Conclusion 

 
Today, customer loyalty is the key to business success. With increasing customer loyalty, market 
share and the profitability of the enterprise increase. Understanding the market by planning and 
adopting appropriate strategies to keep customers loyal and increase their loyalty rate creates long-
term benefits for enterprises. The aim of this study was to investigate the effect of customer 
participation on customer loyalty with a mediating role of trust. All hypotheses of this study were 
tested and confirmed by structural equations modeling in Amos software. The results showed that 
customer participation has a significant effect on customer loyalty. This result is consistent with the 
research results of Hosseini et al. (2013); Chen et al. (2016); Kamacho et al. (2015) and Yen et al. 
(2004). The findings of this study could be useful for managers of public and private banks. Based 
on the research findings, it can be concluded that customers should understand that their participation 
leads to improving the quality, increasing trust, ease or speed in receiving services, and on the other 
hand, managers, by identifying the clients and giving them rewards, should create the necessary 
motivation to continue this collaboration and encourage other clients to change their behavior. 

Given the effect that customer trust has on the effect between customer participation and 
loyalty, it is recommended that more attention be paid to the four dimensions of trust. If a privileged 
organization constantly improves its services and increases trust, it will survive in a highly 
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competitive environment and can achieve its ultimate goal, which is customer satisfaction and 
ultimately customer loyalty. Therefore, it is important for managers to implement innovations that 
are not only favorable to customers but also economically viable and beneficial to the company and 
lead to loyalty. Giving the right information in marketing messages, catalogs and personal 
consultation of employees with customers and treatment with honesty and explicitness will increase 
trust of the bank's customers. 

Based on the research findings, it is suggested that banks use customer participation in 
service delivery, according to the values that it creates for customers and subsequently increases the 
level of customer attitudinal loyalty, as a way to provide new and complementary services to their 
customers and create a competitive advantage. 

 
Suggestions  
 

  In line with the results of this study, the following suggestions are presented: 
- Encouraging customers to submit their comments and suggestions 
- Establishing a friendly and lively atmosphere between employees and customers 
- Increasing customer-oriented skills of bank employees, 
- Spending enough time on listening and solving customer problems, 
- Training employees in explaining predictable things to customers 
 

Suggestions for future research 
 

1. In future studies, researchers should examine the issue from the perspective of 
continued purchasing and commitment. 

2. In future studies, the effect of other variables such as perceived value and customer 
orientation of employees should be considered. 
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