Preprints are preliminary reports that have not undergone peer review.

6 Research Sq uare They should not be considered conclusive, used to inform clinical practice,

or referenced by the media as validated information.

Boosting Customer Loyalty: A Cybernetic Perspective of
Perceived Value, Trust, and Customer Citizenship
Behavior in Saudi Arabia's Telecom Industry

Abrar Alhomaid
Qassim University

Ahmed Elnagar
Taibah University

Ahmad Herzallah

ahirzal lah@staff.alqguds.,edu

Al-Quds University

Walid abou bakr Abouzeid
International academy for engineering and media science

Hossam El Din Mohamed
International academy for engineering and media science

Neama El wakeel
Obour High Institute for Management & Informatics

Research Article

Keywords: Perceived value, trust, customer citizenship behavior, customer loyalty, telecommunications sector
Posted Date: August 5th, 2026

DOI: https://doi.org/10.21203/rs.3.rs-9972463/v1

License: © ® This work is licensed under a Creative Commons Attribution 4.0 International License. Read Full
License

Additional Declarations: No competing interests reported.

Page 1/23


https://doi.org/10.21203/rs.3.rs-9972463/v1
https://doi.org/10.21203/rs.3.rs-9972463/v1
https://doi.org/10.21203/rs.3.rs-9972463/v1
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/

Abstract

This study investigates the connections between perceived value (PV), trust (TRU), customer loyalty (CL), and
customer citizenship behavior (CCB) within Saudi Arabia’s telecommunications industry. It specifically explores
how PV and TRU directly impact CL and CCB, the effect of CL on CCB, and how CL mediates the relationships
from PV and TRU to CCB.

A quantitative cross-sectional survey was conducted with 434 telecommunications subscribers in Jeddah and
Riyadh, Saudi Arabia. Validated scales measured PV, TRU, CL, and CCB. Data analysis used PLS-SEM in SmartPLS
4 to test hypotheses.

All hypotheses were supported. Perceived value and trust positively and significantly influenced both customer
loyalty and customer citizenship behaviour. Customer loyalty also directly enhances citizenship behavior.
Furthermore, customer loyalty mediates the relationships between perceived value and CCB, and between trust
and CCB, confirming its role as a psychological conduit in translating relational perceptions into proactive
customer behaviors.

This research contributes to the literature by integrating Social Exchange Theory and Commitment-Trust Theory
within a unified model to explain how perceived value and trust foster customer citizenship behavior through
loyalty in a non-Western, high-competition service setting. It is among the first studies to empirically establish the
sequential mechanism of value — trust — loyalty — citizenship in the Saudi telecom industry. The findings offer
actionable insights for managers and policymakers seeking to leverage relational investments for sustainable
competitive advantage and enhanced customer engagement.

1. Introduction

The telecommunications sector in Saudi Arabia is a dynamic and highly competitive market in which companies
are increasingly challenged to not only attract new customers but also maintain existing customers and increase
customer engagement (Ball et al., 2004; Eshghi et al., 2008). In this challenging context, customer behaviors
reaching beyond simple transactional relationships and especially CCB have attracted much interest because of
the magnitude of influence on the performance of firms and their competitive advantage (Assiouras et al., 2019;
Balaji, 2014, Xie et al., 2017). CCB is collective behavior that is voluntarily shown by customers like advocating for
the provider of the service, giving out constructive feedback, aiding other customers, exhibiting tolerance during
inconveniences in the service delivery (Assiouras et al., 2019; Balaji, 2014; Van Tonder & De Beer, 2018).
Understanding the antecedents and underlying mechanisms that promote such discretionary behaviours is
important for a sustained success for this sector (Ahmad & Zafar, 2018; Assiouras et al., 2019; Karambayya,
1990).

PV and TRU are two fundamental constructs that play a critical role in customer relationship and engagement in
service industries (Ball et al., 2004; Tanisah & Maftukhah, 2015; Z. Yang & Peterson, 2004). Perceived value can
be defined as the customer's holistic evaluation of the utility of a service, balancing the advantages one gains and
the sacrifices one makes (Aulia et al., 2016; Leppaniemi et al., 2017; Z. Yang & Peterson, 2004). Trust, on the other
hand, indicates the degree of a customer's confidence in a service provider's dependability, integrity, and
benevolence (Ball et al., 2004; Cowles, 1996; Seté-Pamies, 2012; Tanisah & Maftukhah, 2015). Both perceived
value and trust are instrumental in influencing CL, including both repeat purchase behaviour and positive
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attitudinal disposition towards a brand or service (Set6-Pamies, 2012; Zins, 2001). CL, on the other hand, is a
crucial mediating attribute that converts these positive perceptions and beliefs to increased customer citizenship
behaviors (Keshavarz & Jamshidi, 2018; Li, 2011; Zins, 2001). Despite substantial efforts to improve the customer
service experiences, the long-term customer loyalty states remain elusive for many service providers, with the
telecommunications sector leading the pack (Karjaluoto et al., 2012). This research attempts to fill in current
research gaps by examining comprehensively the interplay of perceptions of value, trust, customer loyalty, and
customer citizenship behavior in the special context of the Saudi telecommunications sector (Fig. 1).

2. Theoretical underpinnings

The underlying view of customer firm relationships in this study draws mainly from Social Exchange Theory (SET)
which views human interactions, including commercial exchange, as social processes dominated by the
measurement of reciprocal benefits and costs (Kim, 2016; Lawler & Thye, 1999). Individuals are constantly
evaluating their relationships in an effort to secure the best possible outcomes with the fewest sacrifices (Kim,
2016). In the context of telecommunications, customers evaluate perceived value as the costs and sacrifices they
make such as monetary costs, time, and effort as well as their perception of the trade-off between the multitude
of benefits provided such as high service quality, reliable network performance, and positive emotional
experiences (Chang et al., 2011; Jiang et al., 2016; Kim, 2016). This continual process of evaluating the benefits
and costs affect customers' decision to stay in relationship with their service providers and exhibit extra-role
behaviors to do more than just do a transaction, such as customer citizenship behaviors (Al Halbusi et al., 2020;
Andreassen & Lindestad, 1998; Kim, 2016). Moreover, SET emphasizes the significance of trust in overcoming
uncertainty and creating a desire to get involved in long-term relationships since customers believe reliable
providers with a low likelihood of ripping them off (Kim, 2016; Kingshott, 2006; Lawler & Thye, 1999).

Complementing the Social Exchange Theory, the Commitment Trust Theory (CTT) provides a more specific view
of the psychological processes underlying the occurrence of successful, long-term relational exchanges; it is
more focused on two core constructs: trust and commitment (Walter et al., 2000). Trust in its respective
definition used by CTT is defined as the customer's trust in a firm's reliability, integrity and long-term intentions;
which is very important, towards reducing perceived risks by getting a willingness to be in a relationship (Ball et
al., 2004, Seté-Pamies, 2012; Walter et al., 2000). Commitment, on the other hand, is the sustained hope or will of
a customer to maintain a valued relationship with a service provider and is often the result of enduring trust and
satisfaction (P. A. Khan et al., 2021; Seté-Pamies, 2012; Walter et al., 2000). This commitment is expressed
through customer loyalty, which stimulates repeat purchases and good word-of-mouth (Walter et al., 2000; Zins,
2001). When customers are committed and trust their service providers; they are more inclined to engage in
customer citizenship behaviors by acting as advocates, giving valuable feedback and helping members of other
customers, contributing to firm success (Walter et al., 2000).

2.2 Hypotheses development

2.2.1 Perceived value and customer loyalty

Customer perceived value has been widely recognized as an important factor in determining customer loyalty in
several service industries, including telecommunications (Karjaluoto et al., 2012; Rasheed & Abadi, 2014; Z. Yang
& Peterson, 2004). It reflects the customer's overall evaluation of the utility of a service in relation to the sacrifices
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incurred to acquire the service (Z. Yang & Peterson, 2004). When customers perceive that the benefits they are
gaining from a telecommunications service such as network quality, reliability, innovative features, and excellent
customer service outweigh the costs incurred then their satisfaction will increase and will result in greater loyalty
(Chang et al., 2011; Hur et al., 2013; Keshavarz & Jamshidi, 2018). Empirical studies such as those carried out
within the wireless telecommunication sector in Finland have been in favor of the assertion that perceived value
has a significant effect on customer loyalty (Karjaluoto et al., 2012). Similarly, a positive relationship between
perceived value and customer loyalty was found in research in the Malaysian services sector, which includes
telecommunications (Rasheed & Abadi, 2014). In the Saudi context, while specific studies on
telecommunications with the particular link are emerging, related research in the area of e-commerce and value
innovation in the broader region shows also the significant contribution of perceived value to customer
satisfaction and loyalty that are vital to the performance and growth of firms (Hajar et al., 2022; Jamporazmey et
al., 2024). Therefore,

H1: There are positive effects of PV on CL.
2.2.2 Perceived value and customer citizenship behavior

Beyond helping to build loyalty, perceived value is also an important driver of CCB (Al Halbusi et al., 2020; Cheng
et al., 2016). CCB consists of voluntary and extra-role behavior that benefits the service firm or other service
customers such as feedback, advocating for the company, or assisting other customers (Assiouras et al., 2019;
Balaji, 2014, Xie et al., 2017). When a customer believes that he or she is getting a lot of value from his or her
telecommunications provider, then he or she will be more willing to reciprocate this positive experience in the
form of discretionary behaviors (Al Halbusi et al., 2020). For example, research has found that perceived value
fully mediates the link between brand attachment and CCB, suggesting that value perception is a critical
mechanism through which customers are encouraged to perform CCB (Cheng et al., 2016). The significance of
perceived value in promoting CCB has also been evidenced in other service contexts, such as hospitality and
cultural industries, hinting at its generality to the telecommunications Industry (Al Halbusi et al., 2020; Assiouras
et al., 2019). Consequently,

H2: PV has a positive effect on CCB.
2.2.3 Trust and customer loyalty

Trust is an integral element of any successful long-term relationship particularly in the service industries such as
telecommunications where intangible offerings and information asymmetry are prevalent (Ball et al., 2004; Set6-
Pamies, 2012; Tanisah & Maftukhah, 2015). With the customer's trust in their service provider which is
constructed on the notion of reliability, honesty and benevolence dramatically lower the risk and uncertainty in the
customer's mind, making them create a stronger emotional attachment and commitment (Aydin et al., 2005; Ball
et al., 2004; Tanisah & Maftukhah, 2015). This results in stronger customer loyalty with a strong commitment to
buying back and resistance to switching to other competitors (Seté-Pamies, 2012). There is a strong empirical
evidence of this relationship from the telecommunications sector globally and regionally (Aydin et al., 2005;
Rasheed & Abadi, 2014; Tanisah & Maftukhah, 2015) Studies in Pakistan's mobile telecommunication sector, for
example, have found trust to be an important and positive predictor of customer loyalty (Khan et al., 2020).
Similarly, studies in the Turkish mobile telecommunication market and Malaysian services industry confirm the
positive impact of trust on customer loyalty (Aydin & Ozer, 2005; Rasheed & Abadi, 2014). Even in Saudi Arabia,
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research on e-commerce and tele-banking shows that trust is a key factor in customer loyalty, indicating the
importance of trust in the context of the enlarged service arena of the region (Al-Ashban & Burney, 2001). Thus,

H3: TRU is a positive internally moderating variable for CL.

2.2.4 Trust and customer citizenship behavior

Trust also has direct effects on customer citizenship behavior as it encourages a sense of psychological
ownership and a willingness to contribute positively to the service environment (Aljarah, 2020; Di et al., 2010).
When customers have faith and trust in their telecommunications provider, they are more likely to believe that
their efforts, such as providing feedback or advocating for the brand will be valued and actioned (Alkraiji &
Ameen, 2022; X. Yang et al., 2021). This belief motivates them to do things beyond their contractual obligations
and go the extra mile with voluntary, discretionary behaviors in benefit of the firm (Di et al., 2010). Empirical
research in many service industries, including regarding green customer citizenship behavior, shows that trust
has a strong positive impact on CCB (Yang et al., 2021). While aspects of loyalty and satisfaction can mediate
this relationship, trust also has a direct influence that serves as a motivator on its own for CCB (Di et al., 2010;
Van Tonder & De Beer, 2018). In the competitive telecommunications industry, more than anything, trust-building
is essential to promote positive word-of-mouth, mutual assistance amongst customers, and positive constructive
feedback that constitute crucial forms of CCB (Assiouras et al., 2019; Van Tonder & De Beer, 2018). Therefore,

H4: TRU has positive effect on CCB.
2.2.5 Customer loyalty and customer citizenship behaviour

In the telecommunication industry, CL makes a significant and positive impact on CCB, as customers with a high
level of attachment to their service providers are more likely to perform voluntary behaviors beneficial to the
company (Gong & Yi, 2021). This relationship is largely explained by the recruitment of social exchange theory
that implies that loyal customers reciprocate with beneficial behaviors the good experience and perception of
support or justice from the service provider (Chan et al., 2017; Choi & Lotz, 2018). Such loyalty generates higher
affective commitment and trust towards the organization, which are considered to be the crucial antecedents for
customers to display CCB (Choi & Lotz, 2018; Izogo, 2017). These behaviors of citizenship are not limited to
repeat purchasing but also go beyond it by encouraging the brand by word of mouth, giving constructive criticism
for improvements, and helping other customers (Nguyen et al., 2014; Payne & Webber, 2006). This positive
relationship has been consistently supported by empirical evidence, such as studies conducted by structural
equation modeling in the telecom industry, which underscores the role of various factors, such as relationship
quality and perceived value, in mediating the influence of loyalty on these proactive behaviors of customers
(Ishaq, 2012; Wu et al., 2017). Therefore, customer loyalty in the telecommunication industry is an important
aspect in not only customer retention, but also brings in an engaged customer base that helps in the quality of
service delivery, brand reputation and general organizational success (Biestock et al., 2003).

H5: CL has a positive relationship with CCB.
2.2.6 Customer loyalty as a mediator

Customer loyalty is an important mediating mechanism that persuades customer citizenship behaviour by value
perceived (Devi & Yasa, 2021; Keshavarz & Jamshidi, 2018). By offering high value perception to customers on
their telecommunications service, customers are more likely to become loyal customers, attaining the behavioral
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inclination for repeat patronage as well as the attitudinal commitment to the service provider (Keshavarz &
Jamshidi, 2018; Z. Yang & Peterson, 2004). This increased loyalty then becomes a channel leading these
customers to act in citizenship behavior such as advocacy, feedback and attempting to assist other customers
(Keshavarz & Jamshidi, 2018). The positive evaluation of the perceived value, leads to the satisfaction of the
customer, which in turn increases customer loyalty, ultimately leading to the customers participating voluntarily to
the success of the service provider by CCB (Devi & Yasa, 2021; Keshavarz & Jamshidi, 2018). Studies have
explicitly supported the mediating role of customer loyalty in relation between perceived value and behavioral
intentions, including citizenship behaviors (Devi & Yasa, 2021; Keshavarz & Jamshidi, 2018). Thus,

Héa: CL mediates a relationship between PV and CCB.

Similarly, customer loyalty mediates critically between the trust and customer citizenship behavior (Daud et al.,
2018; Leninkumar, 2017; Schirmer et al., 2018). Trust, in the sense of building confidence and reducing perceived
risk, directly creates customer loyalty (Khan et al., 2021; Leninkumar, 2017; Tanisah & Maftukhah, 2015). This
loyalty is defined as a strong commitment and positive attitude towards the service provider, which then
motivates customers to engage in proactive and extra-role behaviors that benefit the firm (Bricci et al., 2016;
Walter et al., 2000). For example, customer satisfaction and trust have been found influencing customer loyalty
and in turn, customer loyalty improves certain positive outcomes such as CCB (Daud et al., 2018; Leninkumar,
2017). The mediating effect of loyalty suggests that even though trust is one essential antecedent, its full
potential in the capability of generating CCB is often actualized through the building of a loyal customer base
(Daud et al., 2018; Leninkumar, 2017). Empirical findings tend to say that trust affects the level of loyalty that in
turn convert into the citizenship behaviors, confirming customer loyalty as a significant intermediary (Leninkumar,
2017; Schirmer et al., 2018). Therefore,

Héb: CL mediates the relationship between TRU to CCB.

3. Methodology
3.1 Data collection

In accordance with a comprehensive literature review, this study adopted and adapted a humber of validated
scales in line with the research situation. The Perceived Value (PV) scale was adapted from Jamal et al. (2011)
and Roig et al. (2006), and it consisted of four dimensions including Functional Value, Emotional Value, Social
Value, and Price/Value for Money, with three items each (PV1-PV12). The Trust (TRU) scale was modified from
Jamporazmey et al. (2024) and Ball et al. (2004), with sub-scales including Reliability/Ability, Integrity and
Benevolence and three items (TRU1-TRU9) per sub-scale. The Customer Citizenship Behavior (CCB) scale was
modified from Ahmad & Zafar (2018) and Assiouras et al. (2019) and consists of five dimensions e.g. Advocacy,
Helping, Feedback, and Tolerance, each with three items (CCB1-CCB12). The Customer Loyalty (CL) scale which
had been adapted from Bobalca et al. (2012) and Sadeli & Aritonang (2024) and organized around the attitudinal
loyalty, behavioral loyalty and resistance to switch with three items (CL1-CL9). All items were improved by expert
Jensen's review and a pre-test to ensure that they were clear, relevant and applicable, and reliability and validity’s
were verified with conduct confirmatory factor analysis and Cronbach’s alpha.

3.2 Sampling and measurement
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To identify the study population, we targeted the telecommunications industry in two major cities in Saudi Arabia,
Jeddah and Riyadh. These cities were chosen because they represent high population density, competitive
telecom markets, and they represent a variety of customer segments. The target respondent were individual
subscribers of major telecom providers of these regions. A structured online survey was administered from
February to July 2025 to make sure that no ambiguities or discrepancies would arise for clarity and accuracy. We
worked with an external professional market research agency to obtain a representative sample. A total of 600
questionnaires were handed out, of which 434 valid responses were collected, corresponding to a response rate
of 72.3%, and this was used as the final sample for analysis. The sample size of 434 is larger than the minimum
sample size requirement based on Partial Least Squares Structural Equation Modeling (PLS-SEM), i.e., according
to the 10-times rule (Elnagar et al., 2025; Elnagar & Aljuwaiber, 2025; J. F. Hair et al., 2021) and the suggestions
for stable SEM results, respectively. Non-response bias was then examined by comparing early and late
respondents using t-tests, and found to be non-significant. The survey consisted of a cover letter, consent
information, and measurement items for all constructs using a five-point Likert scale and demographic questions.
It was pre-tested on 30 users and reviewed by experts to make sure it is valid. PLS-SEM in SmartPLS 4 was used
for analysis due to its suitability for complex predictive models in service and marketing research.

The sample for the study (n = 434) has an approximate representation of the Male population by 55.3% of the
population and Female population by 44.7%. A majority of the respondents, over 60%, belonged to the age range
of 25-44 years. As for the usage of telecom services, more than 65% of the participants reported using their
existing telecom provider for more than three years. Of the respondents, approximately 42% had bachelor's
degrees, and around 38% worked in the private sector.

3.3 Data analysis

Data analysis proceeded in two stages using SmartPLS 4, focusing first on the measurement model (outer
model) and subsequently on the structural model (inner model). This approach ensures that the systemic
constructs are reliably measured before testing the hypothesized pathways. The data analysis method carried
reliability and validity tests to measure internal consistency to assess Convergent validity via Average Variance
Extracted (AVE). The tests measured were evaluated based on path coefficients, t-values and significance levels
to test the hypotheses. The model’s predictive relevance was assessed using Q2 values. Lastly, the study carried
out mediation analysis to test the recursive role of loyalty that allowed examination of loyalty not just as an
outcome but as a transmission mechanism to increase value-trust in the network.

4. Results
4.1 The Measurement Model

Table 1 below shows the main associations between the study variables. The examination focused more on the
normality of the data by using the measures of skewness and kurtosis (Hair et al., 2019; Zaki & Elnagar, 2025).
The reliability and validity of the measurement or outer model could be conducted and analyzed taking into
consideration internal consistency, convergent validity, and discriminant validity that have been established as a
set of criteria for this purpose (Hair et al., 2017; Herzallah et al., 2025; Khalifa et al., 2025). In order to go for the
convergent validity, it is required that the loading factor values should exceeds 0.7 and the AVE value has to be
more than 0.5. For the purpose of discriminant validity, square root of AVE should be greater than the correlation
value between variables. As for the reliability test, a CR value is used as a criterion where the value is higher than
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0.7. The results presented in Table 1 correspond to the assessments on reliability and validity made. Reliability
testing was done based on the outer loading value and CR value whereas AVE value was used for checking
validity. The results show that all variables exhibit the outer loading value and composite reliability value that
exceed 0.7 and that ensure the reliability of all the indicators for the variables. Furthermore, the analysis of the
AVE value which shows that each variable shows a value that is more than 0.5 proves that the validity of the
variables as well as the value of the respective indicators has been achieved. The determination of the
measurement model was finalized and documented in Table 1 to give a comprehensive overview of the different
factors and their corresponding factor loadings.

In order to ensure the reliability and validity of the measurement model, several indicators were taken into
consideration such as the factor loadings, the CR and the AVE. Each of the study variables was successfully
loaded on its corresponding factor, and all the factor loadings exceeded the cut off mark of 0.7, which showed
the consistency of the constructs. None of the items were below the recommended value of 0.7 further
increasing the robustness of the overall measurement model. In addition, the CR scores were above the minimum
criterion score of 0.7, which indicates internal consistency of constructs. Moreover, all AVE scores were above
the suggested value of 0.50, providing further evidence of the convergent validity of the measurement model
(Hair et al., 2019; Irigat et al., 2025). The assurance of the absence of common method bias was given configured
to the analysis of VIF with all the VIF scores of less than 5.0. This finding suggests that the common method bias
was not a significant issue with the current study (Sarstedt et al., 2019). Furthermore, all standardized loadings
for the variables were above the recommended value of 0.7, further indicating the satisfactory level of convergent
validity. In conjunction with the AVE scores made available under Table 1, and the factor loadings above 0.7, the
determination of discriminant validity is clear (Hair et al., 2020). In an effort to offer further support for the
discriminant validity, "heterotrait-monotrait" ratio (HTMT) and "Fornell-Larcker" measures were used. The HTMT
ratios, as shown in Table 2, confirm the measurement model, provided discrimination, as the exception was the
diagonals, which were those with the highest values (Henseler et al., 2015). Additionally, the Fornell- Larcker
measures (Hair et al., 2020) were used to test the discriminant validity of the model, further supporting the
credibility and robustness of the model.

Table I: Reliability, validity, and multicollinearity.
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Construct (2nd
order Reflective
construct)

Functional Value
(FV)

Emotional Value
(EV)

Social Value
(SV)

Price/Value for
Money (PVM)

Items

PV1

PV2

PV3

PV4

PV5

PV6

PV7

PV8

PV9

PV10

The
telecommunications
service provides
high-quality and
reliable connectivity

The service
efficiently meets my
communication and
data needs

The service
performance is
consistent and
rarely experiences
interruptions

Using this
telecommunications
service gives me a
sense of
satisfaction

| feel good when |
use this
telecommunications
service

The service creates
a positive emotional
experience for me

Using this service
enhances my social
image among my
peers

This service helps
me stay connected
with important
social networks

| believe this service
helps me maintain
good relationships
with others

The price | pay for
this service is
reasonable given
the benefits |
receive

Factor
loading

0.880

0.873

Deleted

0.867

0.862

0.881

0.868

0.865

0.867

0.864

(Model Fit: SRMR = 0.034, Chi-square = 1334.95, NFI = 0.917)

T-Value

83.312

77.536

68.127

73.102

74.288

74.478

79.088

71.918

64.317

CR

0.899

0.903

0.900

0.899

AVE

0.748

0.757

0.751

0.750

0.832

0.839

0.831

0.815

VIF

2.683

2.696

2.328

2.426

2.670

2.661

2.375

2.627

2.457

2.615
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Construct (2nd Items
order Reflective
construct)

PV11

PV12

Reliability/Ability ~ TRU1

(RE)

TRU2

TRU3

Integrity (INT) TRU4

TRUS

TRUG6
Benevolence TRU7
(BEN)

TRUS8

TRU9

This
telecommunications
service offers
excellent value for
money

| believe this service
is a good
investment for my
communication
needs

My
telecommunications
provider
consistently delivers
what it promises

| can always count
on my
telecommunications
provider to perform
its services reliably

My provider has the

necessary expertise
to offer high-quality

telecommunications
services

My
telecommunications
provider operates
with high integrity

| believe my provider
is honest in its
dealings with
customers

My provider adheres
to ethical standards
in its business
practices

My
telecommunications
provider genuinely
cares about its
customers' needs

| believe my provider
acts in my best
interest

My provider shows
a sincere concern

Factor
loading

0.865

0.871

0.896

0.851

0.837

0.872

0.771

0.822

0.850

0.882

0.885

(Model Fit: SRMR = 0.034, Chi-square = 1334.95, NFI = 0.917)
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T-Value CR

61.289

71.827

85.708 0.906

69.401

55.846

71.615 0.912

49.695

54.729

66.372 0.901

82.762

76.067

AVE

0.762

0.775

0.692

0.845

0.855

0852

VIF

2.484

2.460

2.889

2.279

2.532

2.088

2.295

2.364

2.658

2.666

2.720




Construct (2nd Items Factor
order Reflective loading
construct)

for customer
welfare

Advocacy (AD) CCB1 | recommend my 0.866
telecommunications
provider to friends
and family

CCB2 | speak positively 0.721
about my provider
to other people

CCB3 | defend my provider  0.860
when others
criticize it

Helping (HL) CCB4 | help other 0.869
customers who
have questions
about the service

CCB5 | assist other 0.878
customers in
understanding how
to use the provider's
services

CCB6 | share my 0.872
knowledge about
the service with
other customers

Feedback (FD) CCB7 | provide 0.784
constructive
feedback to my
telecommunications
provider to help
improve its services

CcCB8 | communicate 0.896
suggestions or
concerns directly to
the company
management

CCB9 | offer ideas that 0.876
could help my
provider improve its
offerings

Tolerance (TO) CCB10 | am patient when 0.766
my
telecommunications
service experiences
occasional issues

CCB11 | am forgiving of 0.853
minor service errors

(Model Fit: SRMR = 0.034, Chi-square = 1334.95, NFI = 0.917)
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T-Value CR

80.509 0.891

70.475

63.317

71.502 0.906

74.450

77.241

84.912 0.916

101.082

74.226

68.230 0.891

70.242

AVE

0.749

0.762

0.784

0.755

0.833

0.844

0.862

0.890

VIF

2.615

2.438

2.242

2.430

2.456

2.674

2.195

2.976

2.623

2.587

2.560




Construct (2nd Items
order Reflective

construct)

CCB12
Attitudinal CL1
Loyalty (AL)

CL2

CL3
Behavioral CL4
Loyalty (BL)

CL5

CL6
Resistance to CL7
Switching (RS)

CL8

CL9

by my provider

| understand that
service problems
can happen and
tolerate them

| feel a strong sense
of attachment to my
telecommunications
provider

| have a positive
attitude towards my
telecommunications
provider

| prefer my current
provider over its
competitors

| intend to continue
using my current
telecommunications
provider in the long
term

intend to continue
using my current
telecommunications
provider in the long
term

| always choose my
current provider
when | need
telecommunications
services

| would not switch
to another provider
even if they offered
lower prices

It would be difficult
for me to switch to
a different
telecommunications
provider

| am resistant to
competitive offers
from other
telecommunications
companies

Factor
loading

0.887

Deleted

0.776

0.886

0.765

0.859

0.870

0.857

0.893

0.875

(Model Fit: SRMR = 0.034, Chi-square = 1334.95, NFI =0.917)

T-Value

89.262

78.505

78.146

73.452

60.958

69.190

61.755

88.047

77.463

CR

0.909

0.889

0.908

AVE

0.775

0.748

0.766

0.847

0.812

0.818

VIF

2.615

2.753

2.660

2.684

2.319

2.488

2.450

2.763

2.781

2.753

Table II: Discriminant validity.
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Fornell-Larcker criterion Heterotrait-monotrait ratio (HTMT)
CCB CL PV TRU CCB CL PV TRU

CCB 0.819 CCB

CL 0.549 0.830 CL 0.581

PV 0.438 0.357 0.811 PV 0.461 0.374

TRU 0469 035 0.578 0.818 CCB 0.498 0.376 0.611

Note

Perceived value (PV), Customer Loyalty (CL), Customer Citizenship Behavior (CCB), Trust (TRU).

4.3 Hypotheses testing

The findings of the structural model analysis (Table 3, Fig. 2) revealed that perceived value (PV) had a significant
positive influence on customer loyalty (CL) (B =0.226, p<0.05,1t=2.502, f2 = 0.029) and on customer citizenship
behavior (CCB) (8 =0.133, p<0.001, t=3.893, f2=0.016), thereby supporting H1 and H2. Similarly, trust (TRU)
significantly and positively influenced CL (B = 0.224, p<0.01,t=2.703, f2= 0.029) and CCB (B = 0.220, p < 0.001, t
=5.415, f2 = 0.046), supporting H3 and H4. Moreover, CL exerted a strong positive effect on CCB (B =0.393, p <
0.001,t=9.640, f2 = 0.186), confirming H5. Additionally, the mediation analysis indicated that CL significantly
mediated the relationship between PV and CCB (B =0.053, p < 0.05, 1 =2.418) as well as between TRU and CCB
(B=0.058, p<0.01,t=2.643), providing support for Héa and Héb, respectively.

Table llI: Hypotheses testing results.

H Relationship B STDEV t-value P-values Result
Direct effects

H1 PV ->CL 0.226 0.054 2.502 0.012 1

H2 PV — CCB 0.133 0.048 3.893 0.000 1

H3 TRU — CL 0.224 0.054 2.703 0.007 1

H4 TRU -> CCB 0.220 0.051 5.415 0.000 1

HS CL->CCB 0.393 0.041 9.640 0.000 1
Indirect effects

Héa PV -> CL-> CCB 0.053 0.022 2.418 0.016 1

H6b TRU-> CL-> CCB 0.058 0.022 2.643 0.008 1
Note: Perceived value (PV); Customer Loyalty (CL); Customer Citizenship Behavior (CCB); Trust (TRU).

5. Discussion
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The purpose of this research study was to examine the complex relationships between PV, TRU, CL and CCB in
the competitive context of the telecommunications sector in Saudi Arabia. Specifically, it aimed to investigate the
direct effects of PV and TRU on CL and CCB, the direct effect of CL on CCB, and the mediating role of CL in the
links between PV and CCB, and TRU and CCB. The results support all of these hypotheses and make important
theoretical and practical contributions. First, the results show that perceived value significantly and positively
affects loyalty of the customer (H1: b =0.226, p < 0.05) This result is aligned with the established literature on
service marketing which argues that when customers have a positive balance between benéefits received (e.g
service quality, reliability, innovation) and sacrifices made (e.g cost, time, effort) this is likely to enhance customer
satisfaction and commitment to the provider, thereby strengthening the level of loyalty (Leppéniemi et al., 2017;
Yang & Peterson, 2004). Within the Saudi context, this makes it very important for the operators of telecoms to
continuously provide superior functional, emotional, social, and monetary value to build a loyal customer base.
Second, perceived value was also found to not only have a significant positive direct relationship with customer
citizenship behavior (H2: b =0.133, p < 0.001). This implies that customers who attach high value to their
telecommunication services are inherently motivated to return the favor to the company through voluntary, extra-
role behaviors such as advocacy, feedback, and helping other users (Al Halbusi et al., 2020; Cheng et al., 2016).
The result confirms the idea that has been put forward in the Social Exchange Theory, which states that beneficial
outcomes lead to reciprocal, discretionary behaviors that extend beyond fundamental transactions.

Third, trust was found to be a key antecedent that had a positive effect on customer loyalty (H3: b =0.224, p <
0.01) and customer citizenship behavior (H4: b =0.220, p < 0.001). These results align with earlier work focusing
on the importance of trust-which is based on people's tendencies to experience reliability, integrity, and
benevolence to lower uncertainty and feelings of risk-taking and thereby encourage emotional attachment and
willingness to engage in longer-term relationships (Khan et al., 2021; Set6-Pamies, 2012). In addition,
trustworthiness promotes active contribution of customers to the service ecosystem that believe their
contributions will be appreciated (Aljarah, 2020; Di et al., 2010). For Saudi telecom firms, the building and
sustenance of trust is therefore paramount, not only in terms of retention but also in activating a community of
active customer "citizens". Fourth, the research study confirms the high level of positive relationship between
customer loyalty and customer citizenship behavior (H5: b =0.393, p < 0.001). This result is consistent with the
tenets of Commitment-Trust Theory which posits that loyal customers who are characterized by attitudinal
commitment and behavioral persistence are more likely to show the level of advocacy, constructive feedback and
tolerance, which directly contributes to the performance and the reputation of the firm (Gong & Yi, 2021; Izogo,
2017). Loyalty is therefore a great motivator for proactive customer engagement.

Finally, the mediation analysis indicated that customer loyalty is a significant mediating variable in the
relationships between perceived value and CCB (H6a: b = 0.053, p < 0.05) and between trust and CCB (H6b: b =
0.058, p<0.01). These findings suggest that the direct impact of PV and TRU on CCB notwithstanding, a fair
share of their impact is mediated through the development of customer loyalty. Loyalty serves as a key
psychological channel positive value judgments and trust-based relationships establish fundamental loyalty
which in turn induces customers to follow citizenship behaviors (Daud et al., 2018; Keshavarz & Jamshidi, 2018).
This calls attention to a chain reaction mechanism, whereby the development of loyalty is a crucial step in
realizing the full capabilities of the customer as citizen.

5.1 Theoretical contributions
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This research has been able to make significant contributions to the literature about customer engagement and
relationship marketing in the service industry, especially in the under explored context of the telecommunications
industry in Saudi Arabia. A main theoretical novelty is the integrated use and empirical validation of both the
Social Exchange Theory (SET) and Commitment-Trust Theory (CTT) to elucidate the sequential processes
between PV, TRU, CL, and CCB. While other theories have addressed various scenarios, these theories have been
examined separately, this research effort combines the various theories in a unique way to offer a more holistic
framework. It shows how the cost benefit calculus central to SET (Kim, 2016; Lawler & Thye, 1999) and the
relational bonds stressed by CTT (Walter et al., 2000) come to operate together to change customer perceptions
into proactive, extra-role behaviors. This integrated perspective overcomes a gap in the literature by elucidating
the psychological and behavioral pathways by which value and trust lead ultimately to customer citizenship to
extend the theoretical boundaries of both SET and CT to both a non-Western and competitive service market.

Furthermore, this study provides a significant step forward in terms of being one of the first research attempts to
clearly model and empirically test customer loyalty as a key mediator for the relations between PV and CCB, and
between TRU and CCB in the telecom industry. Although previous studies have found direct relationships
between these constructs ( e.g., Gong & Yi, 2021; Seté-Pamies, 2012; Yang & Peterson, 2004), the mediation of
loyalty has usually only been implied rather than well studied. Step confirmation for H6a and H6b: This research
offers robust empirical evidence for a sequential process in which perceived value and trust first lead to
solidifying customer loyalty, which then leads to becoming the main driver for the occurrence of citizenship
behaviors. This finding nuances our view on CCB formation process, implying that loyalty is not a parallel result of
such process but an important channeled pathway. It therefore responds to the calls for deeper investigation to
the mediating mechanisms that lead to the translation of customer perceptions into discretionary actions (Daud
et al., 2018; Keshavarz & Jamshidi, 2018), and makes a distinct contribution to the burgeoning literature on
customer citizenship behavior in high involvement service settings.

5.2 Practical implications

This study provides practical information for decision makers and policy makers in the telecommunications
industry in Saudi Arabia. The confirmed relationships of so-called perceived value, trust, customer loyalty, and
customer citizenship behavior offer a clear strategic framework for sustainable competitive advantage. For
Telecom Managers: For management, there is a need to focus on the development of multidimensional perceived
value, functional reliability (Kim, 2016), emotional satisfaction (Yang & Peterson, 2004), and transparency with the
pricing (Leppaniemi et al., 2017). Simultaneously, trust has to be systematically developed by consistently serving
customers, ethical integrity (Set6-Pamies, 2012), and beneficiary treatments of customers (Tanisah & Maftukhah,
2015). Strengthened customer loyalty should in turn be purposely directed into citizenship behaviors, such as
advocacy and feedback, through redesigned loyalty programs and engagement platforms (Assiouras et al., 2019;
Gong & Yi, 2021). For Policymakers: Regulators need to support fair and fair market practices so as to minimize
uncertainty and foster trust (Kingshott, 2006). For telecom managers, the findings suggest a sequential strategy:
deliver multidimensional value to establish initial stability, cultivate trust to reduce uncertainty, and nurture loyalty
to activate citizenship. Policymakers should focus on regulations that enhance market transparency, thereby
fostering trust and reducing systemic friction across the industry. By following actionable recommendations as
shown in Table 4 below, telecom managers can convert passive subscribers into active catalysts to promote
growth and resilience in brand communities.

Table IV: Actionable recommendations for telecom managers.
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Recommendation Strategic Actions

Enhance Invest in network quality for Functional Value (Kim, 2016). Design emotionally

Multidimensional positive brand experiences (Yang & Peterson, 2004). Develop services that

Perceived Value bolster Social Value. Communicate transparent pricing to reinforce Price/Value
for Money (Karjaluoto et al., 2012).

Systematically Build Guarantee service reliability to build Ability trust (Ball et al., 2004). Practice

Trust transparent and ethical operations to demonstrate Integrity (Set6-Pamies, 2012).

Implement customer-centric policies that signal Benevolence (Tanisah &
Maftukhah, 2015).

Channel Loyalty into Redesign loyalty programs to reward feedback, advocacy, and helping behaviors

Citizenship Behavior (Gong & Yi, 2021). Create easy-to-use platforms for customers to contribute
ideas and assist peers (Payne & Webber, 2006).

Adopt a Sequential Structure customer journey mapping to first deliver value, then build trust, nurture

Relationship Strategy loyalty, and finally activate citizenship behaviors (Keshavarz & Jamshidi, 2018;
Walter et al., 2000).

Monitor and Measure Regularly track KPIs for Perceived Value, Trust, Customer Loyalty, and Citizenship

Relational Constructs Behavior using validated scales. Use insights to refine strategies continuously.

5.3 Limitations and future study avenues

This study has several limitations that should be noted. First, the research was carried out in a cross-sectional
manner, for which we collected data in a short interval of time (February to July 2025), which limits the possibility
of inferring on causal relationships or dynamic changes over time. Future studies could use longitudinal designs
to investigate how perceived value, trust, loyalty, and citizenship behavior change and interact over various
customer relationships stages. Second, the research was limited to the telecommunications industry in two key
Saudi cities (Jeddah and Riyadh), which could constrain the applicability of the results to other geographic areas,
industries or cultural contexts. Future studies may replicate the model in different sectors (e.g., banking, retail, or
e-services) and in different geographical and cultural situations to improve external validity and research issues
such as contextual moderators. Additionally, while the study combined key relational constructs to establish a
construct that understands mental health and wellbeing, the study did not control for possible moderating
variables such as demographic factors, patterns of service usage or degree of technological adoption, which may
refine the proposed relationships. Future research should include these variables in order to offer a more nuanced
understanding of the mechanism(s) that leads to customer citizenship behavior. Furthermore, the use of self-
reported survey data may suffer from common method bias, even if we can statistically show it to be limited.
Future studies may benefit from a mixed-method approach to conduct quantitative surveys and also conduct
qualitative interviews or collect observational data to gain deeper insights into the motivations underlying the
actions taken while being a customer citizen. Finally, although PLS-SEM suited the predictive purposes of this
research, new analytical methods such as machine learning or agent-based modeling can provide alternative
means of modeling complex customer interactions and behavioral pathways. By addressing these limitations,
future research has the potential to build the effective work of this research by creating better avenues for
research across the understanding and development of customer citizenship on digital service landscapes that
are rapidly evolving toward this direction.

5.4 Conclusion

This research examined the relationships between perceived value, trust, customer loyalty, and behavior towards
customer citizenship in the telecommunications industry in Saudi Arabia, validating all of the hypothesized direct
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and mediated relationships. The results show perceived value and trust have a significant impact both on
increasing customer loyalty and on increasing customer citizenship behavior, with the former being a key
mediator to the conversion of value and trust into acting customers. By providing support for the validity of an
integrated model based on Social Exchange Theory and Commitment-Trust Theory, this research highlights the
sequential mechanism by which relational investments, focused on value delivery and building trust, create loyal
customers that actively contribute as organizational citizens. These insights underscore the strategic imperative
for the telecom firms to nurture the multidimensional value, strengthen them by building trust and harness the
power of loyalty to unlock voluntary advocacy and feedback to build competitive strength and sustainable growth
in the dynamic telecom market.
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Figure 2

Structural model using PLS-SEM.
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