BAB V

KESIMPULAN DAN SARAN

5.1 Kesimpulan

Setelah melakukan analisis dan penelitian tentang pengaruh
pengalaman pelanggan, kualitas produk, kualitas layanan, kepuasan
pelanggan, dan E-WOM terhadap loyalitas pelanggan, penulis akan
memaparkan kesimpulan dalam penelitian sebagai berikut :

5.1.1 Kesimpulan Profil Responden

Jumlah responden pada penelitian sebanyak 150 responden. Pada
pertanyaan filter responden yang merupakan pengguna produk Telkomsel
saat ini adalah 150 responden. Mayoritas responden berjenis kelamin laki-
laki sebanyak 76 responden dengan persentase 50,7 % dari jumlah total
responden. Sisanya merupakan responden perempuan dengan jumlah 74
responden serta memiliki persentase 49,3 %. Responden yang paling banyak
ada pada rentang usia 19-22 tahun dengan jumlah sebanyak 61 dan
persentase 40,7 % dari keseluruhan total jumlah responden. Status pekerjaan
responden yang paling banyak adalah pelajar/mahasiswa dengan total 79
responden dan persentasenya 52,7 % dari keseluruhan jumlah responden.
Pendapatan/uang saku per bulan responden paling banyak berada pada
angka < Rp.2.000.000 dengan total 46 responden dan persentasenya 30,7 %

dari keseluruhan jumlah responden.

5.1.1 Kesimpulan Uji Hipotesis

Pengalaman pelanggan dan E-WOM berpengaruh terhadap loyalitas
pelanggan dengan E-WOM sebagai variabel yang memiliki pengaruh paling
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besar. Sedangkan, kualitas produk, kualitas layanan dan kepuasan pelanggan
tidak berpengaruh terhadap loyalitas pelanggan.

5.2 Implikasi Manajerial

Hasil penelitian dan analisis yang telah dilakukan pada bab
sebelumnya memberikan beberapa implikasi manajerial yang dapat diambil,

yakni:

1. Berdasarkan hasil analisis pada penelitian ini, pengalaman
pelanggan berpengaruh dan signifikan terhadap loyalitas pelanggan
Telkomsel. Pengalaman pelanggan merupakan hal yang dirasakan
oleh pengguna produk Telkomsel baik dari jangka waktu yang
pendek atau panjang. Telkomsel harus dapat meningkatkan dan
menjaga poin penting yang dapat mempengaruhi pengalaman yang
pelanggan rasakan. Hasil penelitian ini juga dapat membantu
perusahaan penyedia layanan telekomunikasi atau perusahaan
lainnya untuk lebih sadar akan pentingnya pengalaman pelanggan
untuk meningkatkan rasa loyalitas pelanggannya. Pengalaman
pelanggan bisa menjadi kunci utama untuk membangkitkan rasa
loyalitas pada pelanggan dengan membangun ikatan terhadap
pengguna produk  Telkomsel dengan pengalaman  yang
menyenangkan saat menggunakan produk Telkomsel. Telkomsel
perlu mempertahankan dan meningkatkan kualitas dari pengalaman
yang diberikan dari produk Telkomsel agar pelanggan selalu
merasakan pengalaman yang menyenangkan dengan cara
meningkatkan keamanan data, meningkatkan Kkinerja divisi
pelayanan pelanggan, membuat website dan promo yang menarik
minat pelanggan

2. Berdasarkan hasil pada penelitian ini, E-WOM merupakan variabel

yang paling berpengaruh dan signifikan terhadap loyalitas pelanggan
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Telkomsel. Rekomendasi yang diberikan para pengguna pada
jejaring sosial dapat membantu konsumen lain untuk menentukan
pilihan mana yang akan mereka tuju. Hasil penelitian ini juga dapat
membantu perusahaan penyedia layanan telekomunikasi atau
perusahaan lainnya akan pentingnya menjaga E-WOM agar tetap
memberikan kesan positif, karena dapat mempengaruhi rasa loyalitas
pelanggan. Untuk menjaga E-WOM vyang sehat, Telkomsel perlu
untuk meningkatkan dan menjaga kualitas mereka secara berkala
agar tidak ada pelanggan yang merasa kecewa. Pelanggan yang
kecewa bisa saja memberikan pengalaman buruk yang mereka
rasakan pada jejaring sosial yang dapat mengubah persepsi
Telkomsel pada orang lain. E-WOM juga dapat membantu
konsumen dalam memilih provider dari orang yang terpercaya dan
sudah punya pengalaman. Oleh karena itu, Telkomsel harus bisa
menarik hati dari pelanggannya, sehingga mereka akan terus secara
naluri untuk merekomendasikan produk Telkomsel pada orang lain
hingga timbul rasa loyalitas yang kuat. Telkomsel perlu untuk
mempertahankan E-WOM yang sudah baik agar pelanggan tidak

terpengaruh untuk berpindah ke merek lain.

5.3 Keterbatasan Penelitian
Pada penelitian ini terdapat keterbatasan yakni sebagai berikut :

1. Penelitian ini memiliki banyak variabel yang tidak berpengaruh
terhadap loyalitas pelanggan. Hal ini disebabkan karena kriteria
responden yang tidak relevan dengan kuesioner.

2. Adanya kemampuan responden yang kurang dalam memahami
pernyataan pada kuesioner dan perbedaan pemikiran, pemahaman
dan kejujuran dalam pengisian kuesioner membuat adanya

kemungkinan hasil yang kurang akurat.
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5.4 Saran Untuk Penelitian Selanjutnya

1. Pada penelitian selanjutnya diperlukan adanya variabel-variabel
lainnya seperti harga, promosi, brand image, hubungan pelanggan
dan lainnya untuk dapat mendorong penelitian dan mendapatkan
hasil yang lebih spesifik.

2. Agar digeneralisasi pada penelitian selanjutnya dan dapat meneliti
merek lain dalam industri yang sama.

3. Perlu menambahkan Kkriteria yang cocok seperti pengguna yang
sudah dan masih menggunakan Telkomsel selama kurang lebih satu

tahun.
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LAMPIRAN

Lampiran 1 Surat Pengantar Kuesioner
Hal : Permohonan Pengisian Kuesioner Penelitian
Kepada
Yth. Bapak/Ibu/Saudara/Saudari
Di tempat

Dengan Hormat,

Saya yang bertanda tangan di bawah ini:

Nama : Benediktus Rionaldo Wibowo
NPM : 200325327
Fakultas : Fakultas Bisnis dan Ekonomika

Program Studi : Manajemen
Universitas  : Universitas Atma Jaya Yogyakarta

Dengan ini memohon kesediaan Bapak/lbu/Saudara/Saudari untuk
berkenan membantu mengisi kuesioner terlampir yang merupakan bahan
untuk penelitian skripsi yang berjudul “Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan, Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna Layanan Telkomsel” sebagai salah
satu persyaratan untuk memperoleh sarjana (S1). Seluruh informasi maupun
data yang diberikan oleh responden pada kuesioner ini hanya digunakan
untuk kepentingan penelitian dan tidak akan disalahgunakan ataupun
disebarluaskan.

Demikian surat permohonan ini saya buat, atas perhatian dan

partisipasi Bapak/Ibu/Saudara/Saudari saya ucapkan terima kasih.

Yogyakarta, 16 Juli 2024

Peneliti

Benediktus Rionaldo Wibowo
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Lampiran 2 Kuesioner G-Form

0 Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

Halo, Perkenalkan nama saya Benediktus Rionaldo Wibowo, mahasiswa Program Studi
Manajemen di Fakultas Bisnis & Ekonomi, Universitas Atma Jaya Yogyakarta.

Saat ini =aya sedang menyusun skripsi dengan judul "Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan, Kepuasan Pelanggan Dan E-WOM Terhadap Loyalitas
Pelanggan Pengguna Layanan Telkomsel". Berkaitan dengan hal tersebut, saya memohon
kesedian saudara/i untuk mengisi kuesioner dalam jangka waktu kurang lebih 10-15
menit. Mohen dapat mengisi dengan jujur dan objektif.

Seluruh informasi yang dibagikan akan digunakan untuk kebutuhan penelitian, dan
kebutuhan confedensial, serta akan dirahasiakan.

Saya mengucapkan Terima Kasih karena sudah berkenan mengisi kuesioner ini.
Apabila ada pertanyaan mengenai kuesioner ini, biza menghubungi alamat email saya.

Email: rionaldowibowo08@gmail.com

Hormat saya, Benedikius Rionaldo Wibowo.

riocnaldowibowo18@gmail.com Ganti akun &
5 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Email *

Jawaban Anda

Berikutnya Kesongkan formulir
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0 Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@gmail.com Ganti akun &y
B Tidzk dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan Fliter

Apakah anda merupakan pengguna produk dari Telkomsel saat ini? *

O Ya
{:} Tidak

Kembali Berikutnya Kesongkan farmulir

Jangan pernah mengirimkan sandi melalui Google Formulir.

Kaonten ini tidak dibuat atau didukung oleh Google. Laporkan Penyalahgunzan - Persyeratan Layanan - Kebijakan

Erivasi

Google Formulir
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) Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@gmail.com Ganti akun [y

[ Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Profil Responden

Jenis Kelamin *

() Pria
() Wanita

Usia (dalam tahun, contoh : 21)

Jawaban Anda

Status Pekerjaan *

() Pelajar / Mahasiswa
(C) Pegawai Swasta
(C) Pegawai Negeri Sipil
() Wiraswasta

() Belum Bekeria

Pendapatan atau uang saku per-bulan *
(C) <Rp2.000.000

(C) Rp2.000.001-Rp 3.000.000

(C) Rp3.000.001-Rp4.000.000

O = Rp 4.000.000

Kembali Berikutnya Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Farmulir.

Konten imi tidak dibuat atau didukung olsh Google. Laporkan Penyalahgunaan - Persyaratan Layanan - Kebijakan

Google Formulir
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& Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@gmail.com Ganti akun o
Ez Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Pengalaman Pelanggan

Responden dimohon menjawab pertanyaan vang diajukan dengan memilih salah saw
jawaban yang relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi
beberapa pilihan, yaitu

1 = Sangat Tidak Setuju [STS)
2 = Tidak Setuju (TS)

3 = Netral [N)

4 = Setuju (S)

5 = Sangat Setuju (55)

Saya merasakan pengalaman vang menyenangkan ketika menggunakan
Telkomsel di berbagai lokasi.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, Telkomsel dapat menjaga keamanan data sava. ”
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Menurut saya, Telkomsel dapat menjaga keamanan data saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, Customer Service Telkomsel memberikan pelayanan yang baik. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa nyaman saat mengunjungi website Telkomsel. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Mengunjungi gerai Telkomsel membuat saya mendapatkan informasi tentang "
produk Telkomsel.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya senang dengan proma yang diberikan Telkomsel. *

1 2 3 4 5

Sangat Tidak Setuju O O O D D Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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& Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@gmail.com Ganti akun Y

g Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Kualitas Produk

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu
jawaban yang relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi
beberapa pilihan, yaitu :

1 = Sangat Tidak Setuju (STS)

2 = Tidak Setuju (TS)

3 = Netral (N)

4 = Setuju (5)

5 = Sangat Setuju (53)

Menurut saya, kualitas jaringan Telkomsel baik_ *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, harga dan kualitas produk Telkomsel sepadan. *

1 2 3 4 5
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Menurut saya, harga dan kualitas produk Telkomsel sepadan. *

1 2 3 4 3

Sangat Tidak Setuju D D O O O Sangat Setuju

Telkomsel memiliki berbagai macam varian produk sesuai kebutuhan saya. *

1 2 3 4 5

Sangat Tidak Setuju O D O O O Sangat Setuju

Telkomsel memiliki jaringan yang stabil dimanapun saya berada. *

1 2 3 4 5

Sangat Tidak Setuju O D O O O Sangat Setuju

WMenurut saya, produk Telkomsel lebih menonjol dari pesaingnya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, semua produk Telkomsel memiliki kualitas yang baik. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosangkan formulir
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0 Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@gmail.com Ganti akun &y

3 Tidak dibagikan

* Menunjukkan pertanyaan vang wajib diisi

Kualitas Layanan

Responden dimohon menjawah pertanyaan yang diajukan dengan memilih salah satu
jawaban yang relevan dengan opini respenden. Jawaban akan diklasifikasikan menjadi
beberapa pilihan, yaitu :

1 = Sangat Tidak Setuju (STS)

2 =Tidak Setuju (TS)

3 = Netral (N)

4 = Sewju (S)

5 = Sangat Setuju (SS)

mMenurut saya, Telkomsel memberikan fasilitas yang modern. *
1 2 3 4 5

Sangat Tidak Setuju O O O D O Sangat Setuju

Telkomsel memenuhi janjinya kepada saya. *

1 2 3 4 5
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Telkomsel memenuhi janjinya kepada saya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasakan interaksi yang positif dengan staf Telkomsel *

1 2 3 4 5

Sangat Tidak Setuju O D O D O Sangat Setuju

Staf Telkomsel selalu siap melayani saya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Staf Telkomsel selalu siap memecahkan masalah saya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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0 Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@gmail.com Ganti akun &

3 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Kepuasan Pelanggan

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu
jawaban yang relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi
beberapa pilihan, yaitu

1 = Sangat Tidak Setuju (STS)

2 = Tidak Setuju (T3)

3 = Netral [N}

4 = Setwju (3)

5 = Sangat Setuju (S5)

Saya puas dengan layanan Telkomsel. *
1 2 3 4 5

Sangat Tidak Setuju O O D O O Sangat Setuju

Saya puas dengan website Telkomsel *

1 2 3 4 5
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Saya puas dengan website Telkomsel. *

1 2 3 4 5

Zangat Tidak Sstuju O O O O O Zangat Setuju

Saya merasa keinginan saya terpenuhi oleh Telkomsel. *

1 2 3 4 5

Zangat Tidak Sstuju O O O O O Zangat Setuju

Saya puas dengan berbagal macam produk yang disediakan Telkomsel. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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0 Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@gmail.com Ganti akun o

5 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

E-WOM

Responden dimohon menjawab pertanyaan vang diajukan dengan memilih salah satu
jawaban yang relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi
beberapa pilihan, yaitu :

1 = Sangat Tidak Setuju (STS)
2 = Tidak Setuju (TS)

3 = Netral (M)

4 = Setuju (S)

5 = Sangat Setuju (S5)

Ulasan mengenai produk Telkomsel sangat membantu saya dalam memilih
internet provider.

1 2 3 4 5

Sangat Tidak Setuju O D O O O Sangat Setuju

Ulasan mengenai Telkomsel mempengaruhi pilinan saya dalam memilin internet
provider.
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Ulasan mengenai Telkomsel mempengaruhi pilihan saya dalam memilih internet  *
provider.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Rekomendasi mengenai produk di Telkomsel membantu saya untuk mencari *
informasi lebih lanjut mengenai Telkomsel.

1 2 3 4 5

Zangant Tidak Setuju O O O O O Sangat Setuju

l Kembali J[ Berikutrya Kosongkan formulir

J
\l/
N =
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0 Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

rionaldowibowo18@amail.com Ganti akun o
3 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Loyalitas Pelanggan

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu
jawaban yang relevan dengan opini responden. Jawaban zkan diklasifikasikan menjadi
beberapa pilihan, yaitu

1 =Sangat Tidak Sstuju (5TS)

2 =Tidak Setuju (TS)

3 = Metral (N)

4 = Setuju (S)

5 =Sangat Setuju (35)

Saya akan melakukan pembelian kembali produk Telkomsel. *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan merekomendasikan produk Telkomsel pada orang lain. *

1 2 3 4 5
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Saya akan merekomendasikan produk Telkomsel pada orang lain. *

1 2 3 4 5

Sangat Tidak Setuju o O O O O Sangat Setuju

Saya akan memilih produk Telkomsel dibanding kompetitor. *

1 2 3 4 E]

Sangat Tidak Setuju o O O O O Sangat Setuju

{ Kermbali [ Berikutnya Kosongkan formulir

\/

AF‘-
N =
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& Telkomsel

Pengaruh Pengalaman Pelanggan,
Kualitas Produk, Kualitas Layanan,
Kepuasan Pelanggan Dan E-WOM
Terhadap Loyalitas Pelanggan Pengguna
Layanan Telkomsel

ricnaldowibowo18@gmail.com Ganti akun oy
Eg Tidak dibagikan

Saya ucapkan, Terimakasih atas kesediaan waktu anda dalam mengisi kussioner ini.
Sehat dan sukses selaluuu.

Kembali Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Formulir.

Konten ini tidak dibuat atau didukung cleh Google. Lagorkan Penyalahgunaan - Persyeratan Layanan - Kebijakan

Privasi

Google Formulir
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Lampiran 3 Hasil Pengujian SEM-PLS

PR
LS
FFZ
PR3
PR4
PPS
FFE

KFRE

KFRE

KL1

KLZ

KL3

KL4

KLE

KPL1
KFLZ
KPL3
KFL4 KEL
Ewom

Ewomd

Ewom3

Ewom

Model Structural SEM-PLS
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Construct Reliability and Validity
Cronbach's Alpha
Ewom 0.798
KL 0.859
KPL 0.788
KPR 0.915
LP 0.776

PP 0.886

R Square

LP

f Square
Ewom
Ewom
KL
KPL
KPR
LP

PP

LV Prediction Summary

PLS PLS Prediction Error (Descriptives)

LP

rho_A
0.811
0.864
0.791
0.920
0.781

0.888

R Square

0.768

KL KPL

PLS Predictions (Descriptives)

RMSE
0.511

84

Composite Reliability

0.881
0.898
0.863
0.933
0.870

0.913

KPR

MAE
0.370

Average Variance Extracted (AVE)

0.712
0.639
0.611
0.701
0.690
0.637
R Square Adjusted
0.759
LP PP
0.112
0.003
0.025
0.000
0.072
Q2 _predict
0.745



Outer Loadings
Ewom1 0.891

Ewomz 0.520

Ewom3 0818

Inner Model

Ewom
Ewom
KL
KPL
KPR
LP
PP

077
0506
0340

0787

KL

85

0771
0773
0.765,

0817

KPL

0.835
0.500
0875
0832
0.826
0.853

KPR

[

002
0839
0350

LP
1.000
1.000
1.000

1.000

1.000

PP

0.779
0.762
0.825
0.506
0509
0.804
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Hipotesis

Variabel

Original
Sample

(©)

Sample
Mean
(M)

Standard
Deviation
(STDEV)

T Statistic
(|OISTEDEV))

P Values

Ket

H1

Pengalaman
Pelanggan
—>
Loyalitas
Pelanggan

0.315

0.330

0.102

3.103

0.002

DITERIMA

H2

Kualitas
Produk
—>
Loyalitas
Pelanggan

-0.014

-0.012

0.056

0.257

0.798

DITOLAK

H3

Kualitas
Layanan
—
Loyalitas

Pelanggan

0.088

0.092

0.125

0.708

0.479

DITOLAK

H4

Kepuasan
Pelanggan
—>
Loyalitas
Pelanggan

0.167

0.167

0.148

122

0.262

DITOLAK

H5

E-WOM
—
Loyalitas
Pelanggan

0.369

0.354

0.099

3.742

0.000

DITERIMA
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The effect of customer experience, customer
satisfaction and word of mouth intention on
customer loyalty: The moderating role of
consumer demographics

Wilkert Manyanga®®, Charles Makanyezs® and Zorore Murando’

Abstract: Customer experience, saotisfaction and ward-of-mouth intention contri-
bute a crucial part in enhancing custarmer layalty in the banking sector. This study
examines the moderators of the effect of customer experience, satisfaction ond
word-of-mouth intentions on customer loyalty. Dato were collected from bank
customers {n = 650} using o structured guestionnaire through a cross-sectional
survey in Harare, fZimbabwe. Customer experience, satisfoction and word-of-mouth
intention were found to have a direct positive effect on loyalty. Age was found to
moderate the effect of customer satisfaction on loyalty. However, gender, educa-
tion and inceme did not moderate the effect of custemer satisfaction on loyalty.
These results contribute to the existing body of services marketing literature. Banks
are advised to consider custormer experience, satisfaction, word-of-mouth intention
and age when designing strategies to improve customer loyalty.

Subjects: Consumer Behaviour; Morketing; Services Marketing; Marketing Management
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{ustomer experience, solisfoclion and word-of-
mouth inténtion contribute a crucial rale in the
suctess of bonks This Sludy examines the mod-
erators of the effect of customer experisnce,
salsfaction and word-al-mouth intention on
dustormer lompalty within the banking sector in
Zimbabese. The study specifically tests the mod-
erating effect of consumer dermagraphics [gen-
der, oge, education and income) an the
relationship bebween customer experence, sotis-
foction and word-of-mauth Btention an custa-
mer loyally. The Study reved thal salished
tustormars ore loyal Lo the banks. The study ako
revedls Lhal customer experience and word-of-
mouth intention influsnos custamer lovalty. Age
wixs found 1o be moderating the effect of custo-
mer satifaction on layally. When noge of respon-
dents is high the relotionship Between custarmer
salifaction and loyalty becomes stronger and
wce versa. Subsequently, bonks are ancouroged
la cansider custamer experience, solisfaction,
word-of-rrauth intention and consurmer derma-
grophics when eeking 1o Fmprove cuslamer
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Keywords: banking; custemer experience; customer loyalty; custemer satisfaction; word of
mouth intention

1. Introduction

The business world globally hos been transformed by the emergency of new technology and the
banking sector is mot spored (Kumar et al., 20200 Digital technaology has substituted physical
docurnents in an attemgt to eradicate errors, delays, risk and most importantly the cost of benking
(Kurmme et al., 20200, Along with the new wave of technalogy is incressed customer expectations
frarm the bonks since bank customers are becarming more educated and infermed; thus, custamers
expect o better expenence from the bonks (Kurnar & Anbozhagan, 2020; Kurmar et al, 20200
Competition has alse offected the bonking industry as each bonk seeks to gain market share
thraigh custamer loyalty [Kurmar & Anbazhagen, 20200

The new technology has led to the odeption of e-banking ond sutamation thereby creating more
cormpetition amang the banks (Mumar & Anbazhagen, 20200 In the same mannes, costomers are
becomang mare service ond price-consclous concerning their financial trersactions (Becker &
Jookkolo, 2020). The bonking sector hos now been foced with o wove of multiple sccounts and
customer switching hence banks are alormed to create customer layalty (Kumar & Anbazhagon,
2020). This presents o dounting challenge for banks to lock-in custorners so as to enhance
custarmer loyalty (Mokudzo, 2020). Bonks are now focusing on identifying foctors influencing
custorner layalty so that they con put the effart in turning erdinery customers inte loyal custamers
(Chikazhe et ol., 2021).

The barnking sector in Zimbobwe has been choracterised by erisis especially from 2007 ond bonk
confidence hos been eroded and the banking public ne longer howve trust in the banks. The current
banking environment i harsh and the confidence of the banking public hos been very low due to
the dent in the banking systern failures (Makonyeza & Chikarhe, 2017). The bank fadures n
Zimbabwe affected the bank custormers who lost their mvestrments and depasits and this has
dented the confidence of the bonking public |Mokonyeza & Chikozhe, 2017). This has led to
negotive perceplions by the general banking public due to the post fodures in the econamy ot
large (Maokudza, 2020). It is sgainst this bockground that bonks in Zimbobwe seek to improve
loyotty through custorner experience, sotisfaction and word-of-mouth intention (Mokaryezo &
Chikazhe, 2017; Makudza, 2020; Sharmbire, 2020}

Customer loyolty is regarded a3 o popular construct in morketing ond its importance in creoting
a sustainoble advantage for borks connot be oversrnphosized (Mukerjes, 2018; Tabrani et al,
2018). Seversl scholars and proctitioners believe that loyalty has o powerful consequence on
cornparny perfarmance such os nourishing and increosing sales, profitability and lessen the mar-
keting end operational cests (Mukearjes, 201E; Valipour et ¢, 2018} Loyal custorners are urwiling
to switch brands or service providers and it would be expensive and difficult for the competitors to
disrupt thot leyalty [Siturnerang et al, 201 7). Custorners end up being layal due to the experience
they get dusing intersctions with the service providers (Becker & Jaakkela, 2020).

Bonks that fail to effer memorable customer expenences face threats from competitors because
custormer experience affect consurmer behoviour issues such as loyalty and satisfaction |Chen
et al., 2015). Customers abways seek to be satisfied by the firrm's offering, hence bonks st
priories customer satisfection as o key elernent to attain loyalty (Husnain & Akhten, 2015). word-of-
rrouth ntention is a cruciol detesrminant of loyalty (Chen et al, 2015). Consumer behaviour & alse
influenced by dernogrophic factors (Pitchayodejanant & Mokpothom, 2016). Demagraphic fectors
impoct customer perceptions in a different manner in the bonking sectar (Akbar, 2013),

There ore many studses carmed aut in the banking irdustry on custormes experience, satisfaction,
word-of-mouth intention and custorner loyalty [Abdul, 201%; Abund & Abbas, 2017; 1. Bhatt &
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Patel, 2020: Fernandes & Pinto, 2019; Haormburg et al, 2017; Kumar & Anbazl'-ugnn, 2020
Makaryezra & Chikazbe, 2017, Mokudza, 2020; Mbama & Ezepue, 2018, Mulari & Karmulainen,
2019; suvarchala & Marasirhe, 2018; Tabrand &t al., 2018). Mevertheless, it & erucsal te nate that
there ore rather scant studies that have examined moderators of customer expersence, sotisfae-
tion and waord-af-mouth intention an custarmer loyalty. Furthermane, research s unconmvincing on
the role ployed by consurnes demagraphics on the effect of customer experience, satisfaction and
word-of-maouth intention on customer leyolty. Hence, this research attempts to ranmaw this knowl-
edge gap by investigating the moderating effect of consurner dernogrophics on the effect of
custorner experience, satisfaction and word-of-mouth intention on custarmes loyolly. The speclic
research abjectives were to determine the effects of customer experience, satisfoction and word-
af-rrouth intention on customer layalty; and to test the maderating role of gender, age, education
and incame on the effects of customer experience, satisfaction and word-of-mouth intention on
custarner hoyolty.

The rest of the article includes literoture review that covers the theoretical framewoark on
custorner expenence, satisfoection, word-ef-mauth intention and custorner loyalty. Subsequently,
the article discusses the research hypotheses development, reseorch model, methadalagy, results
and discussion, followed by the mplications ond conclusion.

2. Theoretical framework

2.1, Customer experience

Custarner experience refers ba the inner and personal response that custemers have to all direct or
indirect interactions with o firm (Kovitho & Haritha, 201E). Custarmer experience concentrates on
the perceptions of interaction between the firrm ond the custamer that provokes a reaction (L
Bhatt & Patel, 2020). Custemer experience emanate from a positive pest-experience evaluatian of
CUSLOIMEr eXperience ogondl cudlomers pre-sxperence expectations |Gehler et al, 2019) This
dtudy understonds customer experience ae naturally related ta the neceasity to gravide superl
services to custormners during interoctions.

The notion of customer experdence has coptured the minds of motketers ond bas arisen os an
irmportant dimension in contemporary marketing due to ite copabdity te accomgplish competitive
adventage, differentiation ond success far the firm (Borishade et al., 2019; Kim & Chen, 2019; Lefnon
& Verhoef, 2016; Rother, 2020; Terblanche, 2018; Trivedi, 2019). Worlu et al. (2016) posit thit customer
axperience & pow a critical manogement tool beoause it affects consurner petions. Custonmer eaper-
ence & regarded as a strategy to foster kayalty, satisfaction, positive werd-of-routh referrols, reduced
carnplaints and improved retention (Fernondes & Pinto, 2019; Wijaya et al, 2019). Therefore, banks
rrust create o wow focter so that customers defend, recommend and refer the bank to athers.

2.2, Customer satisfaction

Custarner sotisfaction ermanotes frorm the assesement of anticipated perfarmonce agonst the real
perceved performance and the paid price (abedi & Jahed, 2020). Custornes satisfoction is a typscal
performance rmeasure and is o result of the superority of the customer experience and aspects
araund the gap between custorner expectations ond the actual experience (Bon & Jun, 201%
Milner & Furnham, 2007). This study comprehends satisfection as an occurrence where offerings
offered by specific banks meet or surposs client requirernents. Sotisfection contributes to repeot
purchases, frveurable word-of-meuth intention, loyalty and evertually higher profit and reduction
of eaats [Chiguvi & Guruwo, 2017; Moo & Nguyen, 2016; Shouraw et ol,, 201E; Tao & Kirm, 201%
Tripathi, 2017). Banks must ensure thot thes eustorners are sotisfied i they want to be cormpeti-
tive, profitoble and retain loyal custormers.

2.3, word-of-mouth intention

An unending langing emaong customers to participate in nformal eommunication and discussion
cancerning ownership, features of bronds, representatives of firms andfor the firrm itself s referred
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o as word-of-mauth mtention (Fazol-e-Hasan et al, 20017; Marm, 201E). In the banking industry
cantext, ward-af-mauth mtention refers to an intent te participate n spreading a positive word
about a bank after successfully enjoying its services [Igbal & Hossan, 2018). word-of-rmouth
intention messeges directly impoct consurmer purchosing dedisions (Chen et of, 2015; Jham,
Z018; Jung & Seack, Z017). lgbal and Hossan [2018) postulate that word-of-mouth informotion
aids consumers to appreciate and wisualize expectotions sbout the firms offerings before its
consumption. Customers rely on infarmal communication in order to lessen perceived riak prios
o purchose of o product (Igbol & Hasson, 2018). Custormers treoted with excellent service get
inwobved in positive word-of-maouth (Igbol & Hossan, 2018).

2.4, Customer loyalty

Leyolty i o profoundly held promise to buy again or revisit o chosen brond unswervingly in the
fulure (Saleem et al, 2018). Customer oyolty is the lenging of custormers to continwe being fosthiful
e an arganizetion and continung potroncge aver tirme (Setiswan & Sayuti, 2017). This study
camprehends loyalty of the commitment o rebuy and regatranise praducts freguently in the
fulure notwithstanding marketing efforts ond situatienal influences [Mukerjee, I0D18). Loyalty
results in reduced operational expenses, improved revenue and profitability and lower marketing
expences (Mnahi & Al Mubarak, 2007).

Custemer loyalty 1s mnfluenced by foctors Bke custamer expenence, satisfaction ond word-of-
rrouth intention {Husnain & Akhton, 2015; Pattanayak et ol., 2017). Valipous et al. (2018) posit thot
layol custormners have o tendency to purchase mare bank products, continue with the some bank,
enger to ottempt new products, cheaper te assist ond recommend others to bank with the same
bank. Likewise, Kumor and Anbazhogan (2020) ergued thot loyoel customers ore unlikely be
expected to switch to rvels due to vorkation in prices or incentives.

2.5, Consumer demographics

A, Bhatt ond Bhatt (2016) define consurmer demographecs as the condurmer chomacbanstics like age,
incarne, gender, literecy ond educotion. Consumer demographics ore erucial in sendoes marketing os
they influence decision-making and choices (Chauhan et al, 2016; Kamboj & Singh, 2018; Olasing,
2015). Chowla and Joshi (2017) argued that the respondents” demagraphics like oge, income, gendes
and education impact buying decissan-rmoking process within the banking sector. Consumer dermo-
grophics were faund to imgact setisfoction and layalty within the bonking setup (Shaikh & Karjaluoto,
2015). Smilarly, demagroghic and peychographie factars such os income, age, sducotion and gender
influence cansurmer decisions in the banking industry (Dlasing, 2015; Shaikh & Karjoluots, 2005}
Furthermare, demaogrophic aspects like age, income, residential area, gender, employrment stotus and
rriarited status imgact on bank custarmers’ behmsaural intentions (Lee et al,, 2015).

3. Development of research hypotheses and research model

Custarner experence and loyolty relotionship hove been confirmed to be positive within the
banking sector (Alnawes & Hernsley-Brown, 2019; Kandempully et ol, 20018). A study by Mbarno
and Ezepue (2018} confirmed that custormer experience positively influence loyelty. Varous studies
reported the positive effect of custamer experience on loyolty (Borishode et al., 201%; Foroudi et al,
2016; Hwang & Sea, 2016, Mulon & Komulonen, 2019, Srvestava & Koul, 2018), Thus, it can be
hypathesised that:

H1: Customer experience has o poaitive effect on custormer lopalty.
The wssaciation between satisfoction ond loyelty hos been recognized as vital within the
banking sector {Borishode et ol, Z01% Kosir et al, 2017). Research by Soleermn et al. (2016]

conchuded thot satisfection has an influence on loyalty. Simderly, @ study by Desai (2019) con-
firrmed o significant associotion betwesn overall satisfection and loyalty. & general condensus
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exisls mmaong schaolars thot customer satisfoction influences loyalty (Mbarmo & Ezepue, Z018;
Omatac et al, 2016 Thus, it can be hypothesised that:

H2: Customer satisfoction hes a positive effect on customer loyaity

wiard-af-mouth intention has been found to positively influence loyolty within the banking
sector (bung & Seock, 2017; Soleern et al., 20181 & study by lgbol ond Hosson (2018) found thot
word-of-mouth intention directly impocts loyalty behovicur. The effect of word-af-mouth intention
an loyalty was estoblished as pesitive (Bon & Jun, 2009; Erjoves et al, 2006 Kondempully et al,
2015; Top & Kim, 2019; Tripathi, 2017). Therefore, it con be hypothesised that:

M3 word-of-mouth intention hos o positive effect on customes kyalty.

Gender has been found to influence layolty and females were found to be mone loyol thon
rman [Dirmitriodes, 2006; Gongalves et al, 20132; Lee et al, 2015; Mdubssi, Z006]. Therefore, the
custorner experience-loyalty relotionship i stronger in females thon maoles. Thus, it con be
hypathesised that:

Hivw: The effect of custarmer experience on layvally @@ stromger in fernole than mole consumers

Age hos been found to influence consumer decisions and choices &, Bhott & Bhatt, 2016
The alder ond younger consumers hove different purchose behowious, young consurmers consides
different bronds whereas alder consurners are more loyalty to more estoblished brands [Chikazhe
et al, 2021). Thus, custornes experience relationship is stronger on older consummers thon young
ones, Hence it con be proposed thot:

Hibe The effect of custormer experence an loyalty is stranger in older than younger consumers

Education influence consurner buying decisions and chosces [Chauhan et al, 2016; Kombaj &
Simgh, 2018; Olasing, 2015) Consumers with higher education con easily conduct and enjoy
searching for new inforrmation conceming goods and services more than those with lower educa-
tion da. (Chikazhe et al, 2021). Therefose, the connection Bebween customer sxperience and
layolty is stromger on less educated thon the more educated. Thus, it can be posited that:

Hée: The effect of customer experence on kayally & stronges in less educated than mare educated
CANSUNErs

Incarme hos been found to influsnce consumer purchase decisions (Chikozhe et ol, 2021}
Higher income consurmers can easily shift from one particulor brond to the other, urlike lower
imcome consumers wha tend to be stuck with cerain bronds becouse they cannot afford othes
brands {Chikazhe et al., 2021). The effect of customer experience on loyelty s stronger in con-
surners thot hove lower incormes than those with higher incomes (Gongolves et ol,, 2012). Based on
this argumment, it i prodent to accept that the customer experience-loyolty relationship is stronges
among coniurmers with lower thon higher income, Thus, it is hypothesised that:

Héd: The effect of custarmer experiance on layolly & stronger i lewer dncame than higher inceme
CONSUMErs
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A study by Mdubisi (2006) concluded that fermales are more loyol compored to mabes within
the banking sector. Similarly, a study by Dimitriades (2006) in Greece's financial, retailing, enter-
tainrnent and transportotion services found that wornen were mare loyal than men. Women and
ren differ in terms of buying behawviours because women have a tendency to be more invalved in
buying activities than men (Chikorhe et al, 20211 A o recull, women develop stronger conmec-
tians with brands than rmen do (Chikazhe et al,, 2021). This makes warnen mare koyol o partioulor
brands than men [Chikazhe et ol, 2021). Likewise, Gongalves et al. [2012] observed thot the
custorner sotisfaction-loyalty link & stronger in wormen thon men. Based on these rermoarks, it is
rational to assume thot the custamer satisfection-loyalty relationship will be stronger in fernales
than rmisles. Therefare, it is proposed that:

Hia: The effect of custarmer sotisfoction an leyalty is stranger in ferale than male consumers

Age influence positively the connection amid customer sotisfoction and loyalty (A Bhatt &
Bhatt, 2016). Chawla and Joshi (2017) confirm that age influence buying decision-making process
within the banking sector. Existing literature confirrn distinguished variances in consumer buying
behmviour between adult and young consumess [Chikozhe et al, 2021). Younger consumers are
rmore energetic and condider mare brands when making purchase decisions than alder consumers
cansider (Chikazhe et ol,, 2021). Dlder consumers usually choose well-established brands, avoiding
newer brands becouse the ability to process pure hosing infarmation decreases as consumers grow
alder (Chikazhe et al, 2021). As such, older consumers are more loyal to porticular brands thon
younger consumers ane (Chivoehe et al, 2021) Similorly, the connection between custorner
satisfoction and loyalty is robust in older than young consurners (Gongalves et al, 201Z)L
Therefore, it is hypothesised thaot-

HEbe The effect of custormer sotisfoction on loyolty i stronger dn alder than younger CONSLTIErs

Education has been found to influence cansumer buying decissans (Chauhan et al., 2016
Karnboj & Singh, 2018; Dlasina, 2015). Consurners with higher educotion con easily conduct and
enjoy searching for new information concerning products more thon these with lower educotion
da. (Chikazhe et ol, 2021). Therefare, the connection amid satisfection and loyalty is stronger on
less educated thon the more educated. Thus, it can be posited that:

HEe: The effect of customer satisfaction on loyolty b stronger in less educated than mare educated
CONSLMErs

The effect of ncome on consumer buying decisions is noteworthy (Chikazhe et ol., 2021)
Thus, higher incarme consurners have bess barers when choasing brands (Chikazhe et al, 2021)
They can eosity try new things (Chikazhe et al,, 2021). Hence, they are less layal thon lower incame
cansurners are. Satisfaction effect on leyalty is stronger in consumers that his lower income than
thade with high incame (Gongalves et al, 2012). Based on this argurment, it makes sense to occept
that the custemer satisfection-loyalty relotionship i stronger in cansurners with lower than higher
incarme. Thus, it & hypothesised that:

M3 The effect of custemer satisfoction on loyalty i stronger in lower income than higher income
COMELIMES
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Gender hos been found to influence consumer purchase decisions (Lee et al., 2015). Females
were more loyal compared to males in the banking sector (Mdubisi, Z0DE). Also, Dimitriades (2006]
in Greece's finoncal, retailing, entertainment and transportotion serdces concluded thot wormen
were mare loyal than men Warmen deselop stronger connections with brands thon mes do
|Chikazhe et al., 2021). Likewise, Gongalves et al. {2012) observed that the word-of-mouth inten-
tion-customer loyalty link is stronger in women thon men. Based on these remarks, it is rational to
assurme that the word-of-mouth intention-custemer layalty relationship will be strongers in fernales
than moles. Therefore, it is posited thot:

HEm The effect of word-of-mouth intention on custormer lopalty is stromger in fernale than male
CONSLMErs

Age his been found o impect on consumer decisions within the banking sector (Chawlo &
Joshi, 2017). Consumer demagraphics such os age were found to influence custarmer experience
and leyalty in the banking sector [Shoikh & Karjaluots, 2015). Younger consumers bend to shift
frarm one brand to the other, whereas older consumers tend to stick to their chosen brands and
become leyel over time [Chikazhe et al., 2021). Correspandingly, the cannection between word-of-
rrouth intention and leyetty is stronger in older than younger consumers (Gongalves et ol, 2012).
Therefore, it 9 postulated that:

HEb: The effect of word-of-mauth mtention an custamer layalty & stranger i alder than youmgers
CORNSLUMErs

Education hos been found te influence consurmer purchaose dedsions in services industry and
banking sector os well [Chauhan et ol, 2006, Kemboj & Singh, 2018; Lee et al, 2015; Olasing,
2015). Conswmers with higher education con eosfly look for new brands than those consurmers
with lower education, hence they are less loyal ond may switch easily te new brands [Chikazhe
et ol., 2021). Therefore, the connection between ward-of-mouth ntention ord customer loyalty is
atranger on less educated than the more educated. Thus, it con be sugoested that:

HEe: The effect of word-of-mouth intention on customer loyalty & stranger in less educoted than
mone educated COnsumes

Incorme hos been corfirmed o influence consumer decisions within the banking sector
(Chowba & Jashi, Z017; Lee et al., 20151 Higher income consurmers con easily shift from one
brand te the ather contrasting to lower income consumers who tend to be loysl te certsin brands
becouse they may not afferd other brands (Chikazhe et ol, 2021). This mokes lower incarme
canaumers more |oyal to bronds than higher income consumers (Chikazhe et al, 2021). As sudh,
the effect of ward-of-mouth intention on loyalty tends to be stronger among lower income thon
higher income consurners (Gongalves et al, 2012). Based on these submissions, it can be sug-
gested that word-sf-mauth intention-customer-leyetty relotiorship is stronger in consumers with
s income thon cansurmers with higher income. Thus, it is propased that:

HEd: The effect of ward-of-mouth intention on customer lapalty & stronges in [ower income than
higher income consumears

Bosed on the foregoing discussion, the research model i propesed in Figure 1.
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Figure 1. RBeseorch model.
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4. Research methodology
This companent cavers questionnaire measures and design, samgling and data collection methods
adopted in this research.

4.1, Questionnaire design ond measures

Appendiz & shows the meosurernent scale with iterns that were used to measure custormes
experience (CEX), customer sotisfaction (CSAT), word-of-rmouth intention WOMI) ond custormer
layolty (CLOY) based on the Likert scole which ranged from 1 (Strongly disagree) to 5 (Strangly
agree). The study borrowed iterns from previous related studies and modified them to suit the
current study (Alavijeh et al, 2018; Chahal et of, 2017; Fernandes & Pinto, 201% Mbarmo & Ezepue,
2018; Yasin et al., 20200, The items for all constructs focused on perceptions of bonk customers,

4.2, Sampling and data collection

The populotion cormprises 19,320 bank customers in Harare (FBC Secusities, Z013). A cross-
sectional survey of bank custormers wes done using interviewer-administered questionnaires
where bank customers wene randamly selected by intercapting them os they leave the bonking
halls. The sample size wes 650 bonk custorners and this wes within the range of sample sizes
adopted by prewvious studies (Abuzid & Abbes, 2017; Chahal et al., 2017; Chikazhe et al,, 2021; Liong
et ol, 2009; Saleern et al, 2016; Zollowm et al, 2019). Dota were collected for a period of six
ronths, that is, frarm 15 June 2021 to 14 Decermber 2021, All the research porticiponts valuntarily
participated in the study. Privacy and confidentiality were observed as data were used for aca-
dermic purposes only. The researchers sought consent from the participants and all porticiponts
were informed that they were free to withdraw from the study at any time. Toble 1 indicates the
dermnographic charecterstics of bonk customers who participated in this study.

The bosic charocteristics of respondents, os depscted in Table 1 show thot there were more male
159.7%) than fernale (40.5%) respanderts. This suggests that the bonking clientele in Zimbabwe is
darminated by moales (Sharmbaa, 2020). This is plausible becouse the waorking-cless pogulation thot
can afferd to spen bonk socounts consists of more males than fermoles. The majority (96.8%) of
the respondents were aged from 20 to 50 years and above. [n Zimbabwe, this age group repre-
sents the economic active group that can afferd to apen and maintain bank accounts (Makanyezo
& Chikazhe, 2017). The respondents had accomplished the fellowing levels of education: primary
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Table 1. Demagraphy of bank customers

Characteristic Frequency Percent (3)
Gender
Mole I8 857
Female 262 IRk
Age
18 to 19 yeors 14 5.1
2 to 2% years G 14.8
0 o 1% years 150 5.2
0 o 4% yeors 256 354
50 years ond aboue 4 11.4
Educotion
Primary GG £S5
Secondory 285 418
Tertiany EFE 457
Imcome
Less thon 50,000 251 WG
S0000 to 99,959 1E2 260
1000000 to 145,553 136 FliL)
150,000 to 199,559 E7 13
At leost 200,000 7 ih.2

lewel 6.5%, secondary 43.8% and tertiory &9.7%. This could moke sense becouse Dimbaobwe |z
generally, an educated country (Makudza, 20200. The rmojority (85.5%) of the respondents were
earning less thon ZWL$150,000 (equivalent te sbout US5500 at the time of data collection) per
month. This suggests thet the majonty of the participants were sarming low salares.

5. Analysis and results

5.1. Data validation
Data were validated using data normelity test, non-response biss test, common method bios
{CMB) analysis, discriminont validity ond convergent walidity.

5.1.1. Dota normality test

Marmolity test wos performed to ascertain if data were narmaolly spread (Gupto et al,, 2019; Park,
2015). The normality test gusdes the type of inferentiol statistics to be performed [Ahod et al,
20171; Mbah & Paothong, 2015). Z-scores were the bosis for checking for data normality. The scores
were coleuloted in PSS version 20. The Z-scores (no= 650) for all the varobles ond items were
within the range -31.97 ond +3.97 with a stetisticel significance of p £ 0.0D1. This suggests that
data were appraximately normally distributed {frbuckle, 2009; Pallant, 2010; Razali & Wah, 2011}

5.1.2 Mon-response bigs

MNon-response bies 5 o type of bias coused by differences between respondents ond non-
respondents (Berg, 2005; Lahaut et al, 2002). It is significant to conduct o non-response bios
test becouse non-response by other respondents makes the sample size smaller and conseguently
negatively impoct an the drowing of conclusiens (Studer et al., 2013). The technique by Armstrong
and Querton (1977) wos used to assess for non-response beas. Using this methed, implies that each
af the iterns of the last holf of the responses were compared against those of the first half of the
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Table 2. Measurement model fit indices

Fit indices Measurement model | Recommended walues Sources
y20F A £3.000 Har ot al. {2008,
thopeheian and Ebrahimi
GF A 0500 (20201, Keyenajith and
AEF] EEL] =500 Damunupcio [2015),
r - Sardara ond Bajpoi
HFI As7 {0500 {020
Tl Ahs =500
LFL a7z =0.500
RMSEA 054 <of). L

responaes. Mo substantial differenced were nated in the means far the two waves of the responses.
This shows that the study did not suffer from non-respanse béas.

513 CMB

CME is on outcame of differences in responses that sterm from the instrument itsell instesd of
bigses of the respondents that the instrurment tries to reveal (Siermsen et al., 2010). Alsa, the CME
expaunds the measurernent error thet is brought in by the friendliness of participants who aim to
give positive answers (Mackenzie & Podsakoff, 2012 CMB impacts item validity and reliability ond
the covariation between hidden constructs (Min et al., 2016). Harrman's single-factar assessrment
wis used in meosuring CMB. Also, explaoratory factor analysis wos performed in SPS5 version 20,
fixing the number of factors at 1. Prior studies such as Kim et al {2013) recomrmend that the
existence of o single factor with o varionce exploined greoter than 50% suggests that there is CME.
The solution gave a factor with a varance explained of 35.966%. This imples that CMB did not
affect this research.

E.1.4. Convergent valigity

Canvergent validity was meosured by meosns of meosurerment model fit indices, Cronbach’s alpha
reliability, composite relobility, stondordsed foctor loodings, individual item reliabilities (squared
miultiple comrelations), cnticol ratios and overage variance extracted. Table 7 indicate that lecst
settings for the measurement model fit indices were fulfilled.

Results in Toble 3 show that least settings for corvergent validity were attained since all
atandardised foctor loadings were above the recommended 0.5 cut-off point (Hair et al, 200E;
Limng & Chim, Z014; Pallant, 2010; Wikom & Watson, 2001; Yong & Pearce, 2003). Critical ratios
were oppropriotely lorge ond significont at p < 00001, Individual itern rebabilities, composite
reliabilities and Cronbach's alpha values were all acceptable a3 they were shaove 0.5 (Hair et al,
Z010). Critical ratios were large encugh and significant at g < 0001 All constructs hod overage
warance extrocted above 0.5 as indicated in Table & (Field et al, 2012; Park, 2015).

5.2, Discrimimant volidity
Results in Taoble & show that the condition for discriminant validity wos acheved. All AVES
|diagenal elernents) were above the squared inter-construet correlations, (Field, 2009; Park, 2015}

5.3, Testing research hypotheses

E.3.1. Structural equatisn madelling

H1, H2 and H3 were tested using structural equation rmodelling (SEM) in AMOS wersion 21. Model fit
indices (y2f DF = 2.0% GFl = 0.904; AGFI = 0.93%; NF1 = 0.957; TLI = 0.94&4; CF1 = 0.972;
RMSEA = 0.56) were acce ptoble. Results for H1 show that customer expenence hos o direct positive
effect on custormner loyolty (SEW = D234, CR = B.094, p < 0.001) Therefore, H1 was supported.
Results for HZ show that customer sotisfaction hos a direct positive effect on custormer loyalty
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Table 3. Constructs, standardized foctor loadings (A), individuol item reliobilities (squared
multiple correlations), eritical ratios (CRs), individual reliability and composite reliability

Individual
item Cranbach's Compasite

Constructs ks reliability R alpha reliability
Customer
CERpETIENCE
CEX1 T4k 557 - DETL a11
CEWE B51 T EGEDT
CEXY BLS T4 ERTTES
CEX% Thi SE1 GALAT
LEXS THS AlG 15.2200
LEX& M 5G4 15568
Customer
sotisfaction
L5AT1 TAD D& - De1? a1?
C5aT2 B8 GBEG 15013
C5ATY B30 T 10LBDE
C5AT4 BOG 54 17158
LSATS Tk A 17.335
CSATE T3 YL 15631+
!nurd-PI"-rml.rth
imtention
Wiondll LFr 519 - DEss Ba0
W12 TaE B4 12406
Wil E18 BES 16278
Wil T4 tn 16982+
W15 713 S0& 17052+
WORIE Thh SHS 15442+
Customer
loyalty
CLOWY B3 A5G - DG T
CLOW2 B AT 13171
CLOW3 753 SET 15,513
CLO BSE 711 16184
CLOWS &4 759 17. 204"
CLOYG EhS ThE 17075

Mota:—CR is fued, " p < 0,001

Table & Averoge varionce extrocted (AVEs) and squared inter-construct correlotions (SICCs)

Canstruct CEX CSAT WOMI Loy
Custamer Tag

experence (CEX]

Custamer 195 B0s

Sotisfactian [CEAT)

word-of-mauth 163 346 759

intenkian W01

Custamer |oylty 401 2497 C¥L] LEL]
(L)

Mobe: Diagoral elemants in bold represant AVES
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Table 5. Results of hypotheses testing (H1, HZ and H3)

Hypothesised
Hypotheses Relationship SRW R Remark
Hy Custamer 0134 B.Dou e Supported
Expericnce -+

Customer Layalty

Hi Custamer 0137 12,70 Supported
Satsfoction -
Customer Layalty

Hi weard-of-rmouth 03135 I Supported
[ntentian -
Customer Layalty

Motes: SAW stondardized regrassion weight, CR criticol rati, ™ significant ot p < 0.05, *** significant at p < 0.001

(standordised regression wesght [SRW] = 0337, (R = 12.712, p < Qud01). Therefore, H2 was
supported. Results for H3 show that word-of-mouth intention has o direct positive effect on
custorner loyalty [SEW = 0,339, CR = 6,501, p < 0.001). Therefare, H3 was supported. The resulis
far hypotheses testing for H1, H2 and H3 are shown in Table 5.

Table 6. Coefficients of moderated regression model

Variable Beta L-statistic p wolue
Custamer experencs .01 ] TED
Custamer satisfoction A1z 1B 005
word-of-mauth imtention Lt E.562 i i)
Gender D57 1.473 151
Age 01 il ] 578
Educaticn -0 -.2119 E7
Ircame DEL 1.353 176
Custamer -39 =750 455
experenos Gender

Custamer experience”Age 0G5 1.615 103
Custamer DE8 1465 1%3
expericnos'Education

Custamer D0 1.511 RES|
experiene’ Income

Custamer -0 -082 827
satisfoction"Gender

Custamer D&y 1117 033
satisfoction®Age

Custamer -.006 -154 BTG
satisfoction”Educotian

Custamer b3 875 .a&2
satisfoction”[ncame

word-of-mauth -07s -1.559 (051
intertian*Gender

word-of-mauth -.05a -1.552 1
intentian®Age

word-of-mauth -.0¥1 -1.860 D63
intention’Education

word-of-mauth -.038 -.550 118

intertian*Income
Motes R Sguars = U113, F = 23584, sigrificant of p < 0.0%
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5.3.2. Moderated regression
In testing Halo-dl, H5(o-d} and HE(o-d) @ moderated regression anolysis wos performed. Results
are sumrmarised in Table &

Results show that coefficients for the interaction terms (Customer experienceGender, Custormer
experience”nge, Customer experience”Education ond Customer experience” Income) were insignif-
icant (p > 0.05). This suggests that gender, age, education and income do not moderate the effect
of customer experience on custormer layalty. Therefore, Hio, Hab, Hic and Hid were not sug-
ported.  Furthermaore,  the  interoctions  [Custorner  sotisfoction®Gender,  Customer
satisfoction*Education and Custorner sotisfaction*Income) were insignificant (p > 0.05). Only the
interaction between custornes sotisfection and age wos significant at p < 005, Hence H5b was
supported. This suggests that oge modesate the effect of customer satisfoction on custormer
layolty. When oge of respandents is high the relotionship between customer sotisfection and
loyetty becomes stronger and vice verse. As such, older consumers are more loyal than yeunger
conaurmers are. However, gender, education and income do not moderote the effect of customer
satisfoction an custornes loyalty. Therefore, HSo, H5¢ ond H5d were nol supported. Also, the
interaction  (ward-of-rmouth  intention®Gender, word-of-mouth ntention®sge, word-of-rmouth
intention*Education ond word-of-mouth intention®Income| were insignificant (p > 0.05) This
auggests that gender, sge, educotion ond ncome do not maderate the effect of ward-of-mouth
intention on custormner loyalty. Therefare, HEa, HBD, HEC and HEd were not supported.

6. Discussion

In the services marketing literature, in spite of the coll for enhoncement of customer experience to
increase customer loyalty (Bon & Jun, 2019; Shourov et al, 2018; Tao & Kim, 201%; Tweneboah-
Koduah & Farley, 2006). There & o necessity to include ather vanables o further remforce this
relationship. Custornes satisfection and word-of-mouth intention are cruciol in services moarketing
particularly in the banking industry (Chen et ol, 2015; Jhom, 2018; Jung & Seock, 2017). There is
inconchsive emgincol literature about the moderating effects of consurmer dermographics on the
relationship among custorner experience, sotisfoction and loyalty. Aceardingly, the current
research was done to reduce the current knowledge gap in services marketing literature,

The study shows thot and customer experience, satisfaction and werd-of-mouth intention are
cruciol aspects that imgact on custarner loyolty within the banking setting. As onticipoted, the
atudy found that custormer experience hos o positive effect on customer layolty and these findings
confirn previous studies (Borishode et ol,, 2019; Foroudi et al., 2016; Hwong & Sea, 20016, Mular &
Karmulainen, 201% Srivastove & Koul, 2016}, Alsa, the study concluded that customer satisfoction
has a direct positive effect on loyalty. These findings are in line with the corrent findings by
previous scholars (Borishode et al, 2019; Kasid et al, 2017; Mboma & Ezepue, 2018L
Furtherrmore, the study findings reveal that word-of-mouth intention has a positive effect on
custarner loyalty and these results confirm extant literature (Jung & Secck, 2017; Salesm et al,
2018]. This imply that when formulating stroteqgies for mproving customer loyolty, banks rmust
take into cognisonce custorner experience, customer sotisfaction and word-of-mouth intention.
These findings augment the understanding of the relotionship among customer experience,
custarner satisfoction ond word-of-mauth intention on customes Loyolty.

The study oleo ascertoins that age moderates the effect of customer sotisfaction on loyalty. In
a gimilar study, age has been found to miluence positively the connection belween custormer
satisfoction and leyalty (A, Bhatt & Bhatt, 2016). Chawla and Joshi {2017 confim that age
influences buying decision-moking pracess within the banking sector. Existing literature confirms
distinguished wanances in consurmer buying behaviour between adult and young consurmers
{Chikazhe et al, 2021). Younger consurness are more energetic ond consider more bronds when
rmaking purchase decisions than older consurmers consider [Chikazhe et al., 2021). Older consu-
rrers ususlly chaose well-established brands, avaiding newer brands because the obility to process
purchasing infarmaotion decrenses as consumers grow older (Chikazhe et ol,, 2021). As such, older
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condurners ane more loyal o particular brands than yeunger consumers are (Chikozhe et al,, 2021}
Simdarly, the connection between customer satisfoction ond loyolty i more robust in older then
young consurmers (Gongalves et ol, 2012). Mevertheless, age does mot moderote the effect of
custorner experience and word-of-maouth intention en customer loyalty. Also, gender, educotion
and incorme do not moderate the effect of customer experience ond word-of-mouth intention on
custormer layalty, Thus, dermogrophic variobles such s age play an importent role on custarmes
satisfoction-loyalty relationship. Monetheless, age do not influence the customer experience—
loyolty relationship as well oz the word-of-mouth intention-loyalty relationship. Furthermore,
derographic vorishles like gender, education and income de mot play an important rale in the
relationship between customer sotisfaction and loyalty as well as between word-of-mouth inten-
tian an customer loyalty within the banking setting.

7. Implications

Far banks to achieve high levels of leyalty among bonk custorners, banks are advised to look into
aspects like custormer experience, customer satisfoction and word-of-mauth intention. Thus, bonks
are advised to contemgplate on all these variables as a set predictors of customer loyalty instead of
wiewing thern seporately. Forernost, banks are encouroged to imgrove customer experience by
handling custorner problems well, prampt customer service, endure their products mre easy to use,
rrizet service needs and requirements and provide emor free services. Subsequently, banks ought
o improve custamer sotisfaction by meeting and exceeding custormer expectations snd improve
the relationship between the bank and its custorners. Finally, banks are advised to improve on
word-of-mouth intention by addressing all custormer paindg, glitches of difficulties that are inherent
in interactions between the customers ond the bonk. Once this is oddressed customers may
recarnmend, speak positively, encourage others and ferward the bonk's promotional messages
o ather people. Also, cruciol is to ke cognisance of the maderating role of age an the relation-
ship between custorner satisfection and loyalty, thus banks must ensure they creote loyalty
programmes especially for the younger generations so that they become mare loyal like the
older generotion.

8. Conclusion

The drive of this reseorch was to study the moderotors of the effect of oustormer experience,
satisfaction and ward-af-rrouth intention on loyalty. This study reveols that customer experience,
satisfoction and word-of-mouth intention hos o positive effect on loyolty. Banks thot offer memar-
able custorner experience, satisfy their customers and stimulate word-of-meuth intention by
removing custormer pains strengthens the connection amangst custormner experience, satisfection
and ward-af-mouth intention on custormer layalty. Age moderates the effect of satisfaction on
laypolty; nevertheless, age do not moderate the effect of customer experience and word-of-rmouth
intention on custemer loyalty. Demagraphic factors ke gender, education and income do not
rroderate the effect of customes experience, satisfaction and word-of-mauth intention on custe-
rrier layalty within the bonking sector. The study has limitations that necessitate for further studies
o be corried out. For example, the research was carried out i one sector and in one country. This
rrakes it hord to generolise the findings. Thus, it i@ proposed that more studies be done in other
sectars ond in other markets to enhance the generalisobility of the results.
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