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M.A. Thesis:

Examining the effect of perceived value on customer
loyalty with Mediating Role of Customer Satisfaction in
the branches of melli Bank Bojnoord

The present study was conducted to investigate the effect of perceived value on customer
loyalty, based on customer satisfaction in the branches of Melli Bank in Bojnord, Iran. A
correlational method was used. Morgan's sample size table was used to calculate the size of
the sample, 384 customers in total. Data collection tool was a questionnaire designed by
the conductor of the study and the supervisor of the project. The validity of the
questionnaire has been confirmed by the professors. Cronbach’s alpha was determined to be
0.86, which is an acceptable value. The data was analyzed using descriptive (tables and
charts) and inferential (structural equation modeling) methods, through SPSS and
Lisrelsoftwares. The method of the present study is correlation. This correlation is based on
a multi-variable method. This technique is a mixture of confirmatory factor analysis and
path analysis. The former one means evaluating the relations between the visible variables
and the hidden variables. In other words the structural equation modeling reveals that the
visible and hidden variables are related. The relations achieved via this modeling results in
accepting the 4 minor hypotheses and the 1 major hypothesis of this study. The results
show that the perceived value has a significant positive effect on customer loyalty. Thus
the role of the perceivedvalue is very important.



