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Abstract 

The study aimed to identify the impact of consumer behavior on brand loyalty among 

a sample of Zain Mobile Telecommunications customers in Iraq, and the study followed the 

descriptive approach of analysis, after which the researcher prepared and designed a major 

questionnaire tool to collect the necessary data, as he distributed the questionnaires to a 

sample size of (900) individual customers, and retrieved (813), and after tabulating the data, 

it was found that the number of questionnaires valid for analysis amounted to (760), This 

means that the response rate of the sample is (84.45%), and the analysis and description of 

the study data necessitated the use of the statistical package of the (SPSS) program. V.27) for 

data processing, and in light of this, the results of the study resulted in a statistically 

significant impact relationship for consumer behavior in brand loyalty, and as a result, the 

study recommended the need for the company to reduce the unit cost for one of the 

communication costs, which requires a review of the reality and income of customers dealing 

with it, which contributes to gaining customer satisfaction and loyalty towards its brand. 

Keywords: consumer behavior, brand loyalty, motivations, perception, learning, attitudes, 

behavioral loyalty, attitudinal loyalty. 

Introduction 

The study of consumer behavior is an important part of the administrative approach to 

marketing. This concept supports the widespread belief that if academics and industrialists 

can come to a better understanding of why individuals behave as they do, it should be 

possible to develop products that have a better chance of success in the market. In addition to 

corporate interests, there is a societal interest in seeking to understand consumer behavior, for 

the first time many consumers live in societies, in that consumption has much broader effects 

than that of buyer-seller transaction, as many individuals in the world live in consumer 

societies where goods and services exercise much more than just a simple economic role 

(Stone & Desmond, 2007). 

The policies and strategies followed by companies affect the consumer's tendency 

towards buying products, and therefore this leads to affecting their performance directly, and 

this is what the current study has deliberately done in investing consumer behavior in order to 

influence brand loyalty, as consumer behavior contributes to enhancing the capabilities of 

customers to buy the offered products, since loyalty to the brand deliberately uses products 

with behaviors that affect customer decisions, Which leads to the demand of consumers 

towards purchase, and consumer behavior contributes to building awareness, culture and 

attitudes of consumers towards the adoption of products with a well-known brand (Eid Al-
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Agha, 2017: 8), which in turn affects the preferences of customers in a way that pushes them 

towards the trend to identify products that are harmless to the environment and modify their 

consumption habits in line with that, and work to adopt an integrated brand that satisfies this 

trend, The end result is customer retention, customer protection and satisfaction and 

achievement of the company's profitability goal (Saleh et al.,2020:131). 

Brand loyalty is also a logical extension of the traditional brand concept, so the 

elements of the brand do not differ in their name, but the variation lies in the content of each 

element. In particular, the impact of brand loyalty elements seems to be evident among the 

conscious consumer who is aware of the method of purchase and the importance of the 

branded product for his health and the health of future generations. Consumer behavior is 

called a set of activities planned to achieve the greatest impact on the consumer and achieve 

profit, it is a set of marketing tools used by the organization to achieve its marketing goals of 

continuity and growth in a world characterized by fluctuations and rapid changes in an 

unstable environment in order to achieve loyalty to its brand. 

Part One: Study Methodology 

First: study problem 

The world today is witnessing a set of changes, developments and transfers that affect 

various areas of life, which do not stop at a certain limit, as the development in modern 

technologies contributed to the difference and variation of customer tastes towards accepting 

one product and reluctance to another product, and this is what prompted the current study to 

the need to understand the study of consumer behavior as it represents an important part of 

the administrative entrance to marketing, Customer requirements represent the main engine 

through which the company can focus on meeting it and making it the main and long-term 

goal through which the company's level can be promoted mainly. 

Accordingly, organizations began to suffer from the pressures of the global 

competition unit produced by the wave of globalization, and to reach what these 

organizations seek, they must employ their abilities in understanding consumer behaviors by 

pushing them to be loyal to the brand, so the researcher focused in the problem of the study 

on determining the extent to which consumer behavior can be employed in order to influence 

brand loyalty, Therefore, the problem addressed by this study can be formulated in the 

following main question: 

To what extent can Zain Telecom employ consumer behavior to influence brand loyalty? 

Second: objectives of study 

The study seeks to achieve the following objectives: 

1. Standing on the intellectual aspects of consumer behavior and brand loyalty. 

2. Identify the extent to which Zain Telecom has the level of brand loyalty. 

3. Determining the nature and type of relationship between consumer behavior and brand 

loyalty at Zain Telecom. 

4. Diagnosing the current reality of consumer behavior in the telecommunications sector in 

Iraq. 

5. Find out if there is a discrepancy between the opinions of customers under study about 

consumer behavior at Zain Telecom Company. 

6. Find out if there is a discrepancy between the opinions of customers under study about 

brand loyalty at Zain Telecom. 
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7. Presenting a number of findings and recommendations aimed at increasing the awareness 

of the company and customers in particular regarding the importance of studying 

consumer behavior and brand loyalty. 

Third: the importance of the study 

The importance of the study is highlighted in a number of important points: 

a. Scientific importance 

The scientific importance is represented by what the study came out with adding some 

information that many researchers started with in the field of research on consumer behavior 

and the brand, as well as increasing the enrichment of the balance of the Tunisian and Iraqi 

Arab scientific libraries, which is one of the important and modern topics in the field of 

marketing, and we hope that it will help The study subjects the reader to know the extent to 

which consumer behavior influences brand loyalty. 

B. importance to society 

The importance of the current study for the community is highlighted by the results 

and recommendations it provides that benefit customers in particular and the company under 

study in general, by setting appropriate perceptions and foundations for applying consumer 

behavior and brand loyalty and improving the level of communication performance in order 

to improve and upgrade its services that benefit the community as a whole. 

Fourth: the study sample 

The study sample consisted of a group of customers of Zain Telecom Company, 

through the inclusion of (760) customers in the study sample, as a result of which (900) 

questionnaire forms were distributed, and (813) forms were retrieved, including (53) 

damaged forms, and (87) A non-returnable form, which means that the response rate of the 

study sample amounted to (84.4%). 

Part Two: The Theory Side 

1. The concept of consumer behavior 

Man lives in an environment that affects and is affected by it and he has to adapt to 

this environment because it affects him and issues different types of activities in order to 

satisfy his needs and achieve his goals, and perhaps the study of human behavior is one of the 

most important studies that enable us to understand, analyze and interpret all these behaviors. 

Where human behavior is defined: "A succession of actions and reactions issued by 

man in his continuous attempts to achieve his goals and satisfy his evolving and changing 

desires, as well as the actions and responses by which man expresses his acceptance or 

rejection of attempts to influence directed at him from the elements of the surrounding 

environment, whether human or material elements (Al-Ghaith, 2015) 

Consumer behavior falls within the human behavior through which he can have a 

certain direction towards the products and services that he wants to obtain and make a 

purchasing decision based on this awareness and behavior, and ensures that the consumer is 

fully aware of what can be obtained from the benefits, advantages and benefits of his 

direction towards a product or service and the formation of a mental image that drives him to 

want to buy for the first time or repeat the purchase for many times. (Al-Rawashdeh, 2013). 
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Consumer behavior is defined as: the path through which an individual or group 

chooses goods or services to consume to satisfy a need. (Ramadan et al., 2009: p. 24) He also 

defined consumer behavior as "human behavior affected by all factors and pressures 

(economic, social, psychological..) , and expressed by the decision on it, it is possible to 

know the individual out of his behavior. (Obeidat, 2004: 13) He also defined consumer 

behavior as: "all direct actions and actions performed by individuals to obtain a particular 

good or service (Al-Askari, 2003: 74) and also defined consumer behavior as: the pattern 

followed by the consumer in his behavior to search, buy, use or evaluate goods, services and 

ideas that are expected to satisfy his needs and desires. (Abdul Hamid, 2002: 95) Angel 

believes that consumer behavior is the direct actions and actions of individuals in order to 

obtain the product and includes making a purchase decision, (Sumaidaie and Othman, 2001: 

p. 18) Molina believes that consumer behavior is the actions and actions that individuals take 

in planning and purchasing a product and then consuming it (Sumaida'i, 2001: 18) 

Martin pointed out that consumer behavior represents the final point of a series of 

actions that take place within the consumer and that these actions represent needs, perception, 

motivation, intelligence and memory. (Obeidat, 2000: 192) He defined consumer behavior as: 

"It is the process associated with an individual or a group of individuals selecting, buying, 

using and disposing of a product or service, including the decision-making process that has 

previously determined these behaviors." (Al-Sahn and Al-Sayyid, 2001: 145) and his 

definition (Iyada and Rizq Allah, 1998: 31) It is the behavior carried out by the individual 

consumer when he searches, buys, uses, evaluates and disposes of goods and services after 

their use and who is expected to satisfy his needs. As well as custom is an economic behavior 

that is based on study and management and its goal is to maximize the benefit and satisfy the 

desires of the individual. 

2. The importance of studying consumer behavior 

The consumer is the important element in the marketing process, as it represents the 

starting point for planning policies and formulating marketing strategies for the institution, as 

knowing the needs, desires, tastes and purchasing potential of consumers is necessary to 

produce what can be marketed, and the reason for giving the consumer great importance is 

due to the tremendous technological development, and the increase in competition as a result 

of global economic openness, which resulted in the availability of available alternatives of 

goods and services, This led institutions to search for marketing opportunities in order to 

survive and continue in the market as well as growth and increase market share, and this 

comes only through the study of consumer behavior and the various factors affecting it, and 

then the production of goods and services that correspond to the needs, desires and 

purchasing capabilities of consumers (El-Sherbiny, 1996: 128). 

3. The concept of brand loyalty 

Brand loyalty is a state in which a customer is willing to buy a brand in the future. It 

also shows the concept of brand loyalty as "an established commitment to constantly 

repurchase or rearrange a preferred product/service in the future, causing the same brand to 

duplicate or purchase the same brand, despite attitude influences and marketing efforts that 

have the potential to cause a switch behavior. Brand works to increase customer satisfaction 

and loyalty (Malik et al., 2012:124) and Lin et al., 2012:34) that branding represents an 

important issue that creates a cognitive, emotional, and behavioral customer response to 

products. 

Brand loyalty is defined as "an established commitment to continually repurchase or 

rearrange a preferred product/service in the future, causing the same brand to be replicated 
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(Alhaddad,2014:28). Saw (Matthews et al.,2014:4; Guo et al.,2017:523) that brand loyalty 

represents a firm commitment to continually repurchase a preferred brand or service in the 

future. Lazarevic&Petrovic-Lazarevic,2007:28) noted that brand loyalty indicates positive 

feelings towards the brand and a deeply entrenched dedication to buying the same 

product/service from the same brand repeatedly. 

Brand loyalty is defined as maintaining preference for a particular product or service. 

To rephrase it, loyal buyers tend to pay money for the same brand (Mao,2010:213; Agung et 

al.,2019:138  ). Dwidienawati et al., 2022:2) show that brand loyalty refers to a customer's 

commitment to continuously repurchase the brand in the future regardless of any 

circumstances occurring in the environment. 

4. The importance of brand loyalty 

The importance of brand loyalty is highlighted by the following points: 

Loyalty reduces the marketing costs of the organization, as seeking to gain a new 

customer is considered more expensive than maintaining existing customers (138: Catharine 

Viott, 2006). 

Loyalty gives time and slows down the response to competitors' attacks in the event 

that a new product is sent by the competition. The element of loyalty gives sufficient time for 

the organization to respond to competition according to loyal customers in a state of 

saturation, so they do not necessarily search for new products, whatever their price. (Malaval 

Philipp 1998:123). 

Loyal customers represent an expressive value of the firm's fixed capital. 

Loyalty strengthens the position of the producers, as the nature of the relationship 

between producers and distributors is often determined by the strength of the relationship. If 

the loyalty of customers is strong, then this supports the bargaining power of the producers. 

5. Dimensions of brand loyalty 

Brand loyalty can be measured through two dimensions: 

a. behavioral loyalty 

This dimension is represented by a form of buyback, such as a positive word towards 

a product or service or a recommendation to acquaintances, etc. (Pezeshki, 2009:35), while 

(Shubbar, 2014: 72) referred to behavioral loyalty as referring to the customer's behavior in 

buyback to indicate brand or service preferences. Pérez & Rodriguez (2015:16) asserted that 

behavioral loyalty is one of the most representative ways where customers express 

satisfaction with the organization's performance and is closely related to the organization's 

profitability. Kandampully & Suhartanto (2000:347) reinforce that behavioral loyalty usually 

refers to repeated purchases, leading to a preference for an organization's brand or a 

preference for the service it provides over time. Believed (Al-Anzi and Sabr,2017:39) 

Nyadzayo&Khajehzadeh,2016:264;) Behavioral loyalty refers to the customer's behavior 

represented by repeat purchases and preference for a particular brand or service, as well as it 

focuses on repeating purchases according to aspects of influence on others rather than 

psychological attraction or attitudes towards the product or service provided. He claimed 

(polatcan. M&titrek.o, 2014:1293) that most of the behaviors that individuals feel towards 

their organizations ... 
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The brand is often inappropriate and ethically violated in communication or when 

providing bad service, which affects the general perceptions of the attitudes and behaviors of 

the brand, sympathetic, honest and consistent attitudes and behaviors between promise and 

reality, good service, and concern for the environment and society at large are likely to form 

good perceptions towards the brand, so the behaviors and attitudes of the brand include 

communication attitudes and activities associated with the brand when dealing with 

customers (Brexendorf & Kernstock, 2007:32). 

The follower of this concept notes that there is great interest by writers and 

researchers in this topic, as customer loyalty is the ultimate goal of any organization (Kiran & 

Diljit, 2017:97). Pezeshki (2009: 35) showed that behavioral loyalty is one of the marketing 

methods through which the intention to buy back can be strengthened by customers, such as a 

positive word towards the product or service or recommendation to acquaintances and others, 

and found (Polatcan & Titrek, 2014: 1293) that most of the behaviors that individuals feel 

towards their organizations are only a statement of lack of credibility, as well as sharp 

criticism and negative expectations that the organization is exposed to. Martínez (2015:901) 

argues that green behavioral loyalty is defined as the consumer's obligation to buy back or 

continue to use a green brand. 

b. attitude loyalty 

This dimension indicates the customer's intention to buy back and commit (Shubbar, 

2014: 72). Martínez & Del (2013:91) argues that standing loyalty means that a positive 

evaluation of the organization is carried out in conjunction with an emotional relationship 

between the customer and the organization that in turn creates true loyalty, or at least, the 

desired loyalty. Kandampully & Suhartanto (2000:347) argue that attentive behavior refers to 

the intention to return to buyback and recommend, which in turn indicates good indications 

of loyal customers of the organization. (Al-Enezi and Sabr, 2017: 39) concluded that the 

loyalty of the situation results in a high commitment to the actions of customers towards the 

service and the behavioral response of the customer, as well as it is related to the customer's 

attitude based on interest, attraction and psychological and emotional tendencies towards the 

organization and its services provided and continue to deal with them alone and resist other 

competitive offers. Quach et al. (2016:105) pointed to attentive loyalty as it relates to the 

inner thoughts of customers, which are attachment, word of mouth, and recommendations. 

The relationship between customer trends and the organization is an important and 

interesting dynamic relationship for organizations, as it represents the peak of the decision-

making system in the organization, and therefore it is necessary to study the subtle 

differences between customer trends and the organization in order to determine the 

importance of the participation of customer members in improving positive results in the 

organization. Based on the above, the following hypotheses can be formulated: 

The main hypothesis 

There is a statistically significant effect of consumer behavior on brand loyalty. 

Several sub-hypotheses branch out from it: 

The first sub-hypothesis 

There is a statistically significant effect of the motives dimension on loyalty to the 

brand in its dimensions (behavioral loyalty, attitude loyalty). 
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The second sub-hypothesis 

There is a statistically significant effect of the perception dimension on brand loyalty 

in its dimensions (behavioral loyalty, attitude loyalty). 

The third sub-hypothesis 

There is a statistically significant effect of the learning dimension on brand loyalty in 

its dimensions (behavioral loyalty, attitude loyalty). 

The fourth sub-hypothesis 

There is a statistically significant effect of the attitudes dimension in loyalty to the 

brand in its dimensions (behavioral loyalty, attitude loyalty). Figure (1) shows the study 

model 

 
Figure (1) Study model 

Part III: Practical Aspect 

First: Data Moderation Test 

The results of the Kloumgrove-Siemenrov normal distribution test in Table (1) show 

that the test value is higher than (0.05), indicating that the internal data in the analysis is 

acceptable because it meets the required conditions, indicating that the alternative hypothesis 

can be acceptable, states that (the data included in the analysis, is characterized by the 

condition of undergoing the normal distribution), and the rejection of the null hypothesis, 

which states that (there are no data included in the normal distribution analysis), so it can be 

said It says that the data can be analyzed according to the statistical benchmark test, because 

it meets the test requirement for normal distribution. 

Table (1) Results of the normal distribution of the study variable 

Variables 
Kol-Smi 

Sig. p. 

1 Motives 5.128 

3.622 

0.000 

2 Perception 5.348 

3 Learning 4.374 

4 Trends 3.546 

Consumer behavior 

1 Behavioral loyalty 3.480 
2.559 

2 Attitude loyalty 3.123 

Brand loyalty 

Second: Stability of the paragraphs of the measuring instrument 
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The results of Table (2) note the Cronbach alpha coefficients for the variables and 

paragraphs of the study, which can be summarized as follows: 

a. The results show that the paragraphs of the measuring tool are characterized by 

stability as they obtained a strong correlation coefficient between their two parts of (0.724) 

and an individual relative division of (0.908) and an even fragmentation of (0.900) to settle at 

the correlation coefficient -Spearman Brown reached (0.840), for his part supports the 

Cottman fractionation coefficient of the half fractionation by a consistent amount of (0.839), 

and this shows the consistency of the paragraphs of the measuring instrument. 

In. It is noted from the results that the consumer behavior variable represented in 

(motives, perception, learning, and attitudes) by (16) items, is characterized by relative 

stability with a Cronbach alpha coefficient of (0.910), and this shows the interest of Zain 

Telecom in its customers 

c. The results explain the stability of the measuring tool towards the brand loyalty 

variable represented by (8) items and by two dimensions and the stability coefficient of 

Cronbach's alpha value of (0.920) and this is due to the stability of the dimensions of the 

measurement tool by (0.925-0.928), which is an acceptable value according to the indicators 

(Hair et al., 2010).). 

Table (2) Cronbach alpha stability coefficients for the study measuring instrument 

Variables Dimensions Paragraphs Alpha Cronbach 

Consumer behavior 

Motives 4 0.923 

0.910 
Perception 4 0.924 

Learning 4 0.916 

Trends 4 0.917 

Brand loyalty 
Behavioral loyalty 4 0.928 

0.920 
Attitude loyalty 4 0.925 

Correlation coefficient between the two parts of the resolution 0.724 Stable 

Half Segmentation Coefficient 
0.908 Individual Stable 

0.900 My husband Stable 

Spearman-Brown Laboratories 0.840 

Cotman's half-fractionation coefficient 0.839 

Third: Statistical Description 

1. Consumer behavior 

1.1 Description after motives 

The results of Table (3) indicate that the working rate of the arithmetic and special 

averages in the motives dimension amounted to (4.02) and a standard deviation of (0.658), 

and this is due to the company's interest in the first paragraph that (the consumer's need for 

the company's services is the main motive for its use) with an arithmetic average of (4.17) 

and a standard deviation equal to (0895) and a relative importance of (83%), while the 

disturbing paragraph came (the motive for consumer purchase of the company's services to 

encourage local services ) ranked last with an arithmetic mean of (3.68) and a standard 

deviation of (1.062) and relative importance (74), which means that Zain Telecom is working 

to study the needs of consumers in a way that contributes to encouraging customer motivation 

to try its services. 
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Table (3) Description of the responses of the study sample towards the dimension of 

motivations 

NO. mean S.D Answer Level 
Answer 

direction 
Materiality 

Order of 

importance 

CBMO1 4.17 0.895 High agree 83% 1 

CBMO2 4.11 0.912 High agree 82% 2 

CBMO3 3.68 1.062 High agree 74% 4 

CBMO5 4.11 1.078 High agree 82% 3 

Rate after motives 
 4.02 0.658 High agree 80% ---- 

2.1 Description after perception 

The results of Table (4) indicate that the working rate of the arithmetic and special 

averages in the perception dimension reached (3.98) with a standard deviation of (0.738) and 

a relative interest of (80%), and this is due to the company's interest in the first paragraph (the 

purchase process precedes the collection of information about services) with an arithmetic 

average of (4.03) and a standard deviation equal to (0.977) and a relative importance of 

(81%), while the second paragraph came to the effect that (consumer perception depends on 

the size and accuracy of the information available about the services ) ranked last with an 

arithmetic mean of (3.91) with a standard deviation of (0.990) and a relative importance of 

(78%), which means that Zain Telecom is interested in setting competitive priorities by 

realizing the amount of purchases that the customer can try as a result of his awareness of the 

quality of services provided by the company. 

Table (4) Description of the responses of the study sample towards the dimension of 

perception 

NO. mean S.D Answer Level 
Answer 

direction 
Materiality 

Order of 

importance 

CBPE1 4.03 0.977 High agree 81% 1 

CBPE2 3.91 0.990 High agree 78% 4 

CBPE3 4.02 0.977 High agree 80% 2 

CBPE4 3.97 0.949 High agree 79% 3 

Post-cognitive rate 
 3.98 0.738 High agree 80% ---- 

3.1 Description after learning 

The results of Table (5) indicate that the working rate of the arithmetic and special 

averages in the learning dimension reached (3.96) and a standard deviation of (0.729), and 

this is due to the company's interest in the first paragraph (the consumer tends to choose the 

services that he has accurate information about) with an arithmetic average of (4.11) and a 

standard deviation equal to (1.028) and a relative importance of (82%), while the second 

paragraph came to the effect that (the accumulated knowledge of services contributes to 

saving time and effort for the consumer to obtain them). ) ranked last with an arithmetic mean 

of (3.86) with a standard deviation of (1.040) and a relative importance of (77%), which 

means that Zain Telecom is important to encourage consumers to choose the best services at 

the expense of the cost provided, which contributes to saving time and effort on searching for 

information that the customer performs for a particular product or service. 
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Table (5) Description of the responses of the study sample towards the learning dimension 

NO. mean S.D Answer Level 
Answer 

direction 
Materiality 

Order of 

importance 

CBLE1 4.11 1.028 High agree 82% 1 

CBLE2 3.86 1.040 High agree 77% 4 

CBLE3 3.92 1.043 High agree 78% 3 

CBLE4 3.96 0.966 High agree 79% 2 

Rate after learning 
 3.96 0.729 High agree 79% ---- 

4.1 Description after the trends 

The results of Table (6) indicate that the working rate of the arithmetic and special 

averages in the dimension of trends amounted to (3.90) and a standard deviation of (0.739), 

and this is due to the company's interest in the third paragraph (the high quality of the 

company's services contributes to building positive trends for the consumer) with an 

arithmetic average of (4.09) and a standard deviation equal to (0.987) and a relative 

importance of its value (82%), while the fifth paragraph came to the effect that (consumer 

beliefs contribute to building a positive attitude towards the company and its services ) 

ranked last with an arithmetic mean of (3.74) and a standard deviation of (0.964) and a 

relative importance of (75%), and this means that Zain Telecom realizes the importance of 

attention to quality as it reflects the attitudes and attitudes of customers towards the company 

and thus this affects the reputation and position of the company compared to competing 

companies. 

Table (6) Description of the responses of the study sample towards the dimension of trends 

NO. mean S.D Answer Level 
Answer 

direction 
Materiality 

Order of 

importance 

CBDI1 3.86 0.961 High agree 77% 3 

CBDI2 3.89 1.059 High agree 78% 2 

CBDI3 4.09 0.987 High agree 82% 1 

CBDI5 3.74 0.964 High agree 75% 4 

Rate after directions 
 3.90 0.739 High agree 78% ---- 

2. Description of the brand loyalty variable 

1.1 Description of the dimension of behavioral loyalty 

The results of Table (7) indicate that the working rate of the arithmetic and special 

averages in the behavioral loyalty dimension reached (3.63) and a standard deviation of 

(0.748), and this is due to the company's interest in the second paragraph (when asking about 

the organization's mark, my favorite mark immediately comes to my mind) with an arithmetic 

average of (3.86) and a standard deviation equal to (0.963) and a relative importance of 

(77%), while the first paragraph came to the effect that (ready to pay a higher price for the 

organization's mark compared to other organizations even if you get the same Value) ranked 

last with an arithmetic mean of (3.20) with a standard deviation of (1.138) and a relative 

importance of (64%), which means that Zain Telecom cares about its brand by building their 

services in a way that remains in the minds of customers as a result of their preference for 

these services. 
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Table (7) Description of the responses of the study sample towards the behavioral loyalty 

dimension 

NO. mean S.D Answer Level 
Answer 

direction 
Materiality 

Order of 

importance 

BLLO1 3.20 1.138 Mild agree 64% 4 

BLLO2 3.86 0.963 High agree 77% 1 

BLLO3 3.83 0.979 High agree 77% 2 

BLLO4 3.63 1.063 High agree 73% 3 

Behavioral loyalty dimension rate 
 3.63 0.748 High agree 73% ---- 

2.1 Description of the dimension of attitude loyalty 

The results of Table (8) indicate that the working rate of the arithmetic and special 

averages in the dimension of attitude loyalty amounted to (3.72) and a standard deviation of 

(0.706), and this is due to the company's interest in the second paragraph (I want to continue 

buying and dealing with the organization's products) with an arithmetic average of (3.84) and 

a standard deviation equal to (0.940) and a relative importance of its value (77%), while the 

fourth paragraph came (I will continue to buy my favorite products from the company even if 

some say negative words about them ) ranked last with an arithmetic mean of (3.55) and a 

standard deviation of (1.118) and a relative importance of (71%), which means that Zain 

Telecom is interested in the desire of customers to buy and try its services, which contributed 

to reducing the spoken word of mouth. 

Table (8) Description of the responses of the study sample towards the dimension of attitude 

loyalty 

NO. mean S.D 
Answer 

Level 

Answer 

direction 
Materiality 

Order of 

importance 

SILO1 3.80 1.119 High agree 76% 2 

SILOUK 3.84 0.940 High agree 77% 1 

SILO3 3.68 1.055 High agree 74% 3 

SILO4 3.55 1.118 High agree 71% 4 

Rate after attitude loyalty 
 3.72 0.706 High agree 74% ----- 

Fourth: Hypothesis Testing 

The first main hypothesis 

The existence of a statistically significant correlation between consumer behavior and 

brand loyalty. 

It is clear from the results of Table (9) that increasing Zain's interest in the needs and 

desires of consumers contributes to improving the relationship between consumer behavior 

and brand loyalty strongly (0.557), which is a high positive correlation relationship, and a set 

of sub-hypotheses emerge from this hypothesis: 

A - The existence of a statistically significant correlation between the dimension of motives 

and behavioral loyalty and its value (0.416), which is a positive correlation medium. 

B - The existence of a statistically significant correlation between the dimension of motives 

and attitude loyalty and its value (0.464), which is a positive correlation medium. 

C -The existence of a statistically significant correlation between the dimension of perception 

and behavioral loyalty and its value (0.429), which is a positive correlation medium. 
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D - The existence of a statistically significant correlation between the dimension of 

perception and loyalty attitude and its value (0.402), which is a positive correlation 

medium. 

C - The existence of a statistically significant correlation between the dimension of learning 

and behavioral loyalty and its value (0.456), which is a positive correlation medium. 

H - The existence of a statistically significant correlation between the dimension of learning 

and attitude loyalty and its value (0.494), which is a positive correlation medium. 

G - The existence of a statistically significant correlation between the dimension of attitudes 

and behavioral loyalty and its value (0.466), which is a positive correlation medium. 

D - The existence of a statistically significant correlation between the dimension of trends 

and attitude loyalty and its value (0.522), which is a positive positive correlation high. 

Table 9 Correlation matrix 
 1 2 3 4 5 6 7 8 

Motives (1) 1        

Perception (2) .616** 1       

Learning (3) .746** .735** 1      

Trends (4) .669** .689** .824** 1     

Consumer behavior (5) .847** .862** .934** .901** 1    

Behavioral loyalty (6) .416** .429** .456** .466** .499** 1   

Attitude loyalty (7) .464** .402** .494** .522** .531** .707** 1  

Brand loyalty (8) .476** .450** .514** .534** .557** .928** .919** 1 

**. Correlation is significant at the 0.01 level (2-tailed). Sig.=0.00 

The second main hypothesis: 

Increasing Zain's interest in the needs and desires of consumers contributes to 

enhancing the ability of consumer behavior to influence brand loyalty. 

The results of Table (10) and Figure (2) indicate that the increased interest of Zain 

Mobile Telecommunications Company in Iraq in consumer behavior leads to an improvement 

towards brand loyalty by (0.628) with a standard error (0.072) and a critical value equal to 

(8.722), which means that Zain Telecom Company realizes the importance of improving 

consumer behavior, which contributes to improving the capabilities of Zain Mobile 

Telecommunications. 

 
Figure 2 Standard Model of the Impact of Consumer Behavior on Brand Loyalty 

The results of Table (10) show the contribution of the consumer behavior variable by 

explaining (0.394) the amount of variation in brand loyalty, which means that the efforts 
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made by Zain Mobile Telecommunications Company in Iraq contribute to gaining consumer 

loyalty and achieve the desired level. 

Table (10) Results of the Impact of Consumer Behavior on Brand Loyalty 

path S.W S.R C.V R2 P 

Consumer behavior <--- Brand loyalty 0.628 0.072 8.722 0.394 0.001 

Part Four: Conclusions And Recommendations 

First: Results 

1. Zain Mobile Communications Company in Iraq is keen to meet the consumer's need for the 

company's services as it is the main motivation for using them by focusing on the 

diversity of the company's services as an important motivation for purchase. 

1. Zain Mobile Communications Company in Iraq is keen to achieve the consumer's desires 

to obtain services that satisfy his material and psychological needs.  

2. Zain Mobile Communications Company in Iraq is keen to build the needs of the consumer 

to choose services that he has accurate information about.  

3. Zain Mobile Telecommunications Company in Iraq is keen to achieve consumer 

preference for the high quality of the company's services in building positive trends 

among the consumer, which contributes to anticipating the purchase process and 

collecting information about the services preferred by customers.  

4. Zain Mobile Telecommunications Company in Iraq is keen to improve the various 

consumer options of important information in making a purchase decision by 

providing the company's promotional means to increase consumer awareness.  

5. Zain Mobile Communications Company in Iraq is keen to increase consumer motives 

towards repeating the purchase process by repurchasing the company's services from 

the consumer's experience in it, which encourages the preferences of the initiator in 

dealing with the company's agents who have knowledge about it.  

 Second: Recommendations 

1. The company must be keen to reduce the unit cost for one of the communication costs, 

which requires a review of the reality and income of the customers dealing with it, 

which contributes to gaining customer satisfaction and loyalty towards its brand.  

2. The company should ensure that the accumulated knowledge of the services is improved in 

saving time and effort for the consumer to obtain them.  

3. The company must ensure that consumer trends play a key role in purchasing decisions.  

4. The company must be keen to respond to customer complaints and address them by 

listening to the customer's questions and addressing them in a way that gains customer 

satisfaction and loyalty.  

5. The company should be keen to encourage customers to continue buying the organization's 

products and dealing with them by offering discounts that push the customer to 

purchase the service and try it more than once.  

6. The company should be keen to encourage customers to recommend their colleagues to 

visit the company's services and try them, by providing material and moral rewards 

that improve the customer's services during the experiment 

 



  
 

Res Militaris, vol.13, n°3, March Spring 2023 2943 
 

References 

Abdel Fattah El-Sherbiny, Fundamentals of Marketing, Al-Walaa Al-Madina Press, Egypt, 

1996, p 128.  

Agung, L., Rahmat, S. T. Y., & Angga, N. D. (2019). The relationship of brand 

communication, brand image, and brand trust to brand loyalty of samsung cellular 

phone product. Russian Journal of Agricultural and Socio-Economic Sciences, 88(4), 

138-143. 

Ahmed Shaker Al-Askari, Marketing is a Strategic Approach (Amman: Dar Al-Shorouk, 

2003), p. 74.  

Al-Anzi, Saad Ali/Sabr, Rana, 2017 "The Role of Job Absorption of Workers in Ensuring 

Customer Loyalty: An Applied Research in a Sample of Iraqi Private Banks", Journal 

of Economic and Administrative Sciences, Vol. 99, No. 23, research extracted from a 

PhD thesis.  

Al-Ghaith, Abdul Qadir (2015). Introduction to Human Behavior, Dar Al-Warraqeen Library, 

Amman, Jordan.  

Alhaddad, A. (2014). The effect of brand image and brand loyalty on brand equity. 

International Journal of Business and Management Invention, 3(5), 28-32. 

Al-Rawashdeh, Fares Qasim. (2013). The Effect of Achieving Consumer Loyalty in 

Maximizing Profits in Shareholding Institutions, PhD Thesis, University of Jordan, 

Faculty of Economics and Administrative Sciences, Department of Marketing. 

Brexendorf, T. O. & Kernstock, J. (2007). ‘Corporate Behavior vs Brand Behavior: Towards 

An Integrated View?’. Journal of Brand Management , 15 (1), 32-40. 

Cathrine viott : l’essentiel du marketing, Berti édition, Alger 2006,p138. 

Dwidienawati, D., Audreylia Kusuma, D., Kartini, H., & Johanna Wijaya, J. (2022). Do 

Corporate Social Responsibility, Service Quality and Customer Satisfaction influence 

Brand Loyalty?. International Journal of Industrial Engineering & Production 

Research, 33(2), 1-12. 

Eid Al-Agha.H.2017 "The Impact of Green Marketing on the Behavior of the Consumer 

Towards the Green Product in the Gaza Strip from Academics and administrators of 

the Islamic University perspectives'" Published MA thesis, Faculty of Commerce, 

Islamic University - Gaza. 

Guo, R., Tao, L., Li, C. B., & Wang, T. (2017). A path analysis of greenwashing in a trust 

crisis among Chinese energy companies: The role of brand legitimacy and brand 

loyalty. Journal of Business Ethics, 140(3), 523-536. 

Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel industry: the role of 

customer satisfaction and image. International journal of contemporary hospitality 

management, 12(6), 346-351. 

Kiran, K., & Diljit, S. (2017). Antecedents of customer loyalty: Does service quality suffice?. 

Malaysian Journal of Library & Information Science, 16(2), 95-113. 

Lazarevic, V., & Petrovic-Lazarevic, S. (2007). Increasing brand loyalty of generation Y for 

future marketers. Availiable at: http://www. buseco. Motash Edu. 

au/mgt/research/working-papers/2007/wp28-07. .pdf. 

Lin, K. Y., Chien, C. F., & Kerh, R. (2016). UNISON framework of data-driven innovation 

for extracting user experience of product design of wearable devices. Computers & 

Industrial Engineering, 99, 1-66.  

Mahmoud Jassim Al-Sumaida'i and Wardina Othman, Consumer Behavior: A Quantitative 

and Analytical Approach, Dar Al-Manhaj for Publishing and Distribution, Jordan, 

2001, p. 18.  



  
 

Res Militaris, vol.13, n°3, March Spring 2023 2944 
 

Malaval Philipp :Strategie et gestion de la marque industrielle porduits et services buisniss to 

buisniss, publi-unio, Paris 1998, p123. 

Malek, M. E., Ghafoor, M. M., & Hafiz, K. I. (2012). Impact of Brand Image, Service 

Quality and price on customer satisfaction in Pakistan Telecommunication sector. 

International journal of business and social science, Vol. 3 No. 23,123-129. 

Mao, J. (2010). Customer brand loyalty. International journal of business and management, 

5(7), 213. 

Martínez, P. (2015). Customer loyalty: exploring its antecedents from a green marketing 

perspective. International Journal of Contemporary Hospitality Management, 27(5), 

896-917.  

Matthews, D. R., Son, J., & Watchravesringkan, K. (2014). An exploration of brand equity 

antecedents concerning brand loyalty: A cognitive, affective, and conative 

perspective. Journal of Business and Retail Management Research, 9(1). 

Mohamed Farid Al-Sahn and Ismail Al-Sayed, Marketing (Alexandria: University House of 

Books, 2001), p. 198.  

Muhammad Ibrahim Obeidat, Consumer Behavior Strategic Approach, 4th Edition (Amman, 

Dar Wael Publishing, 2004), p. 13.  

Nakhla and Rizkallah Clinic, Consumer Behavior and Marketing Strategies, Dar Ain Shams, 

Egypt, 1998, p. 31.  

Nyadzayo, M. W., & Khajehzadeh, S. (2016). The antecedents of customer loyalty: A 

moderated mediation model of customer relationship management quality and brand 

image. Journal of Retailing and Consumer Services, 30, 262-270.  

Pezeshki, Vahid(2009). Three Dimensional Modelling of Customer Satisfaction, Retention 

and Loyalty for Measuring Quality of Service, A thesis submitted for the degree of 

Doctor of Philosophy by School of Engineering and Design, Brunel University  

Polatcan.M& Titrek.O, 2014 "The Relationship Between Leadership Behaviors Of School 

Principals And Their Organizational Cynicism Attitudes" Procedia - Social and 

Behavioral Sciences 141,Pp1291 – 1303 

Polatcan.M& Titrek.O, 2014 "The Relationship Between Leadership Behaviors Of School 

Principals And Their Organizational Cynicism Attitudes" Procedia - Social and 

Behavioral Sciences 141,Pp1291 – 1303 

Quach, T. N., Thaichon, P., & Jebarajakirthy, C. (2016). Internet service providers' service 

quality and its effect on customer loyalty of different usage patterns. Journal of 

Retailing and Consumer Services, 29, 104-113.  

Ramadan, Marwan Asaad and others, Marketing, Al-Awsat Cultural Center for Printing, 

Publishing, Translation and Distribution, Beirut, Lebanon, 2009, p. 24.  

Saleh, L. D. B. T., Saleh, M. M., & ddin Abdullah, I. N. A. (2020). The role of the green 

marketing dimensions in customer service An exploratory study of the opinions for a 

sample of employees at the General Cement Company/Nineveh. Tikrit Journal of 

Administration and Economics Sciences, 16(50 Part 2).  

Shubbar, Rawnaq Kazem Hussein, 2014 "The Role of Perceived Value, Service Quality, 

Price and Mental Image in Enhancing Customer Loyalty: An Applied Study in 

National Commercial Banks Operating in Diwaniyah Governorate", Al-Qadisiyah 

Journal of Administrative and Economic Sciences, Volume 16, Issue 2.  

Stone.M&Desmond.J,2007 "FUNDAMENTALS OF MARKETING" 

 

http://www.bing.com/translator

