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Abstract

The aim of this article is to study the role of all of social bonding between

customer and employees and financial benefits to enhance banking service quality and it
perceived value, and investigate the nature of relationship between them and customer
satisfaction, Commitment and loyalty. In this paper, data are analyzed using Structural
Equation Modeling (SEM) technique to study the different relationships between
variables proposed.

Keywords: banking service quality, financial benefits, social relationship, perceived
value, satisfaction.
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