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Introduction 

 

The banking industry – as well as and the whole financial system – witness the revolution of 

offering financial service via mobile device (Gimpel, Rau, and Röglinger, 2018). Due to the 

young generation’s technological skills and early adoption of the internet, they seem to be 

the main actors in this context (Leon, 2018). Mobile bank applications (MBAs), has 

attracted a remarkable number of young bank customers (YBCs) (Tan & Leby Lau 2016). 

For example, In Sweden, MBAs are the second most downloaded apps (Findahl, 2014) and 

are used by YBCs (Davidsson & Findahl 2016). 

It has been argued that members of this category have two-time tendency, compared 

to other age group, to leave their banks (Accenture, 2015), and show less loyal behaviour 

toward these institutions (Nicoletti, 2017). Recent studies have arson several issues related 

to the loyalty of YBCs on MBAs (e.g. Berraies, Ben Yahia, & Hannachi, 2017). Thakur 

(2014) argued for more studies to investigate the antecedents of loyalty with mobile banking 

sector. Literature review studies have highlighted several research gaps, concerning loyalty 

antecedents and consequences (Tam and Oliveira, 2017) and young generation loyalty 

toward mobile application (Kandampully, Zhang, and Bilgihan, 2015).Taking together, the 

current study aims to investigate the antecedents and consequences of loyalty of YBCs on to 

MBA. In order to achieve that, the study utilize Dick and Basu (1994) conceptual 

framework for customer loyalty. The framework is extensively employed in the literature 

and enabled the study to investigate antecedents and consequences of loyalty. 

 
 

Literature Review 

 

Dick and Basu’s (1994) conceptual framework (see Figure 1) represents the departure point. 

Hence, the study employed studies from the banking, mobile, and other related areas to 

develop a theoretical framework for customer loyalty as applied to MBA (see Figure 2). 

 
 

Research Methodology 

 

After the literature review, the current study utilized previous studies and focus group 

interviews, a questionnaire was developed. Later, the questionnaire was sent to 500 YBCs in 

the ages between 18-29 years who have at least one year of experience of MBA. Finally, the 

questionnaire results were statistical analysed (see Figure 3). 
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The first step in analyzing the data was exploratory factor analysis (EFA) (maximum 

likelihood with varimax rotation). Neither multicollinearity nor sampling adequacy was an 

issue of the data. In a further step, confirmatory factor analysis and structural equation 

modelling were conducted to test the theoretical framework. The final result is presented in 

Figure 4 

 
 

Findings 

 

It was concluded that customer satisfaction acts as a mediator between cognitive antecedents 

and loyalty. The results further emphasized that loyalty has dyadic dimensions in terms of 

attitudinal and behavioural aspects. 

 

 
Conclusions 

This study concludes that YBC loyalty to MBAs is a combining from attitude and behaviour. 

The results indicate that one affective attribute, i.e. to satisfy YBCs, and one conative 

attribute, i.e. meet YBCs’ expectation, merged to a satisfaction mediator between cognitive 

antecedents and loyalty, i.e. the results suggest that cognitive antecedents are directly related 

to satisfaction, and indirectly related to loyalty. In contrast to Dick and Basu’s (1994) 

assumptions, the current results indicate that YBCs’ loyalty does not induce them to share 

their MBA experiences orally or via the Internet, for example, by reporting their experiences 

to colleagues, echoing the results of Wijland et al. (2016). 
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Figure 1. Dick and Basu’s (1994) conceptual framework for customer loyalty. 
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Cognitive antecedents 

Attitude accessibility: likelihood that the attitude will come 

to mind automatically in relevant situations” (Howe and 

Krosnick, 2017, p. 330) 

Confidence: psychological construct indicates to the extent 

to which a customer feel confidence toward service 

provider. 

Centrality: importance, self-relevance, and value- 

relevance (Holland et al., 2003) 

Clarity: “the extent to which people experience their 

feelings clearly or understand how they feel” (George and 

Zhou 2002, p. 689) 

Affective antecedents 

Emotions: “includes individual experience and clients’ 

attitudes about a particular bank” (Marinkovic and 

Obradovic, 2015, p. 246) 

Primary affect: preferred sensory experience (Oliver, 

1999) 

Satisfaction: overall cumulative satisfaction as a 

pleasurable fulfilment (Oliver, 1999) 

Attitudinal loyalty: 

“a degree of dispositional 

commitment in” 

(Chaudhuri and Holbrook, 

2001, p. 82) 

Behavioural loyalty: 

SoW is an indicator of 

customer loyalty as 

demonstrated by past 

behaviour (Foscht et al., 

2009) 
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Figure 2. The theoretical framework for customer loyalty as applied to MBA. 

Conative antecedents 

Switching cost: “one-time costs that customers associate 

with the process of switching from one provider to 

another” (Burnham et al., 2003, p. 110) 

Expectations: the prediction of how market offers can fit 

customers’ needs (Dick and Basu, 1994) 

CIS: “process wherein consumers actively 

collect and integrate information from 

different sources” (Klein and Ford, 2003, 

p. 31) 

RCP: “the proponent engages in the 

dialogue in order to convince the 

opponent of the proposition of the first 

argument made. The opponent issues a 

counter argument to attempt to defeat the 

argument, and the proponent responds to 

the counter-argument by issuing an 

argument that defeats it, and so on” Huang 

and Lin (2007,  287) 

WoM: refers to a positive, neutral, or 

negative informal communication between 

private parties concerning evaluations of 

goods and services (Anderson, 1998) 

E-WoM:  a paradigm of information 

sharing about certain services with no 

face-to-face interaction, usually taking the 

form of a positive or negative statement 

made by former customers (See-To and 

Ho, 2014) 
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Figure 3. The research processes 
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( 2/df = 1.69 RMSEA = 0.069, p = 0.069, GFI = 0.964, NFI = 0.966, NNFI = 0.972, CFI = 0.986) 

 
Figure 4. A model of YBC loyalty to MBAs. 
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