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Abstract:

This study examines the relationship between logo authenticity and loyaity. customers in the context of the World
Bank for Development in Iraq. Using quantitative studies approach and analytical the study conducted a survey of 145
customers from Customers World Developrnent Bank to observe how dimensions of logo authenticity affect loyalty
customers In the emerging market banking space. The research used a questionnaire based on coﬂecting statistics on
perceptions. Customers Brand authenticity elements (consisting of transparency, consistency, and value alignment)
and their impact on loyalty behaviors. Statistical evaluation found strong positive associations between logo

authenticity and buyer loyalty, with mean ratings ranging from 3.56 to 3.84 across the measured variables. Notably,
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buyer trust in the logo’s products (M = 3.84, SD = 0.96) and future purchase intentions (M = 3.82, SD = 0.98) emerged
as the strongest signs of the relationship. Key findings indicate that transparency in conversation, consistent provider
quality, and alignment with buyer values contribute significantly to increased loyalty among Customers World
Development Bank. The study also identified areas for growth, particularly in social responsibility initiatives (M=3.57,
SD=1.11) and competitive pricing strategies (M=3.56, SD=1.13). The results contribute to theoretical knowledge about
the function of logo authenticity in building loyalty. Customers Within the banking sectors in emerging markets and
provides practical implications for banking institutions seeking to strengthen relationships .customers Through real
branding practices. This research addresses a major gap. How to provide banking services and enhance customer
relationships is the research gap in the field of banking administrative thought. In the literature on the authenticity of
the slogan and loyalty customers in the context of banking in the Middle East, providing valuable insights for both
educators and practitioners in the field.

Keywords: Brand Authenticity, Loyalty customers, banking sector, world development bank, Iraq, emerging markets,

trust customers.

Introduction:

In an era of increasing competition and expectations customers Advanced Brand credibility has become an important
factor inﬂuencing loyalty. customers. Be accurate, transparent, consistent and aligned with customer values. Foster
trust and emotional connection which is essential to building long-term relationships between brands and customers
(Moorhart et al., 2015) In the banking sector where trust plays an important role, creating an authentic brand is
crucial. Because customers They seek credibility, ethical practices, and value-driven interaction (Eggers et al., 2013).
The International Development Bank in Iraq is a special case to investigate the relationship between brand accuracy
and loyalty customers As one of the leading banks in Irag, it operates in a rapidly evolving market with increasing
competition among financial institutions. Realizing that the accuracy of the IDB brand affects the loyalty of customers,
can provide valuable and in-depth information to increase transaction. Customers And enhance competitive
advantages.

This study explores the mechanisms by which brand accuracy enhances brand loyalty .customers In the context of the
Islamic Development Bank. This research also focuses on the Islamic Development Bank, highlighting gaps in
research on the role of the banking sector in the market. In new countries, such as Iraq, this research is expected to

provide both academic research and strategies for creating a practical brand.

Importance of research:

The importance of this study lies in its ability to enhance understanding of the position of logo authenticity in
enhancing loyalty .customers, especially within the banking sector. Authenticity is a cornerstone of building trust,
which is important for financial institutions such as the World Bank for Development in Iraq, where trust and
transparency are highly valued by customers This study provides valuable insights for the World Bank and similar

agencies to improve retention. Customers and enhance their competitive advantage. In addition, the study contributes
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to the educational literature by addressing a gap related to the impact of logo authenticity on loyalty .customers in

emerging markets, where branding practices often differ from those in developed economies.

Research objective:
The first objective of this study is to look at the relationship between brand authenticity and consumer loyalty in the
context of the World Bank for Development in Iraq. The study seeks to:
1.Define a measure of brand authenticity (e.g., transparency, consistency, alignment with values). customers) which
greatly affects loyalty. customers.
2.Evaluating the extent to which IDB's branding efforts contribute to buyer retention and delight.

Third: Provide practical tips to enhance logo credibility to boost buyer loyalty.

2. Literature Review (Extensive)
2.1 Brand Authenticity

Brand authenticity has gained a lot of attention in recent years as an increasing number of customers To build
important connections with brands. According to Morhart et al. (2015), authenticity includes several dimensions,
including transparency, consistency, history, and alignment with buyer values. Transparent communication and ethical
practices are essential to building trust, especially in industries such as banking, where customer trust is paramount.
Authentic manufacturers engage with consumers by being true to their business and values. Beverly and (2005)
asserted that a brand’s background and dedication to authenticity add to its perceived credibility. Additionally,
continuity and consistency in a brand over time contribute to enhanced perceptions of customers for authenticity. For
example, banks that maintain regular messages about their commitment to ethical practices and welfare are more

likely to be viewed as customers As they are trustworthy and reliable.

2.2 Loyalty customers
Loyalty customers It is an important end result for manufacturers, as it directly affects profitability and market share.
Oliver (1999) described loyalty as a firm commitment to repurchase or re-engage with a preferred brand consistently
over time. Loyalty is motivated by factors such as perceived value, approval, enjoyment, and the emotional bonds it
forms. Customers With brand.
In the banking sector, loyalty plays an important role in retaining buyers. Zeithaml et al. (1996) claimed that
customers Loyal customers contribute to long-term profitability not only through repeat transactions but also by
acting as brand advocates for others. Loyalty in banking is often fostered by superior service, personalized services, and
the reliability of the financial group. As Afsar et al. (2013) point out, the importance of trust in banking makes it
pivotal in developing loyalty among customers.

2.3 The relationship between brand authenticity and loyalty customers
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The link between logo authenticity and customer loyalty has been the subject of extensive educational research. OEMs
work to foster emotional connections with customers, which serves as a basis for loyalty. Morhart et al. (2015)
highlighted that brand authenticity definitely influences trust. customers and emotional engagement, which makes
customers More likely to stay loyal.
In the context of banking, Eggers et al. (2013) determined that logo authenticity directly enhances trust, which
mediates the relationship between authenticity and loyalty. Transparency and ethical behavior are fundamentally
essential in financial institutions, where customers Accountability and consistency. For example, banks that prioritize
clear communication and adhere to their stated values can build consumer confidence, leading to improved loyalty.
As Napoii et al. (2014) pointed out in this regard ,customers More likeiy to remain trusting of brands that reflect their
own values and beliefs. When they realize customers Aligning their personai values with the brand's ethics creates a
shared identity experience, which enhances ioyaity.

2.4 Brand Authenticity and Loyalty in Emerging Markets
Emerging markets, such as Iraq, present speciai situations and opportunities for reading the interpiay between brand
credibiiity and ioyaity .customers The banking sector in these markets regulariy faces probiems related to budget
deficits, reguiatory chalienges and volatile expectations .customers For the International Deveiopment Bank in Iraq,
understanding how brand credibiiity affects ioyalty can provide strategic insights to improve customer reiationships
.customers.
With increasing exposure customers In emerging markets where global brands demand more authenticity, their
expectations are increasing. Brands like IDB need to be aware of transparency, ethical practices and buyer-centric
strategies to build loyalty. Moreover, given the cultural nuances in emerging markets, banks can leverage authenticity
to create an experience of belonging and consideration among their customers.

2.5 Theoretical Framework
The theoretical basis for these studies is rooted in the brand authenticity framework proposed by Morhart et al. (2015)
and the brand loyalty model .customersBy Oliver (1999). Together, these frameworks emphasize the importance of
trust, emotional involvement, and values alignment in fostering loyalty.
Applying these principles to the banking industry, particularly in the Iragi context, allows for more accurate
information about the way in which authenticity influences behavior. Customers In emerging markets.
The structure of the theoretical framework can be explained through the study variables represented by brand

credibiiity and customer ioyaity in the bank in which the research will be applied.

3. Research Methodology

3.1. Type of research
This study is based on a research design. My analysis To discover the relationship between logo authenticity and buyer
loyalty at the World Bank for Development in Iraq. The methods were chosen Analytical To allow the collection of
measurable statistics that can be statistically analyzed to understand patterns and associations.

3.2. Research community and sample
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3.2.1. Research community
The research community consists of all Customers The International Development Bank in Iraq, are the people who
actively participate in the bank's services. It represents a diverse population in terms of age, income and banking
habits.The size of the research community was (1450) customers, and a rate of 10% was taken from the original size
of the community to make the sample 145 customers.

3.2.2. Example of a search
A sample size of 145 was chosen .Customer Using sampling techniques to ensure representativeness. This sample size
is sufficient to achieve statistical accuracy and reliability according to the educational objectives. The sample group
consists of customers Those who have interacted with the Islamic Development Bank service during the past 12
months.

3.3. Data Collection Tools

3.3.1 is a questionnaire
The main tool for data collection is the questionnaire designed to collect data. And The questionnaire is divided into
parts for evaluation: As shown in T2 of the survey results, the questionnaire statements were included and explained
as they appeared in the results.
* Brand awareness (e.g. transparency, heritage, consistency)
. ioyaity customers (such as repetition, advice, and emotional connection)
* Population and behavioral information to modify the context of discoveries.
To ensure clarity and relevance, the questionnaire was tested on a small sample before it was fully implemented.

3.3.2. Validity Test
The validity of the questionnaire was assessed using both content validity and aggregate validity:
. Content Validity: Verified through expert opinion to ensure the questionnaire covers all key components of
logo authenticity and consumer loyalty.
. Construct validity: The use of facet assessment was tested to ensure that the questionnaire tools were
consistent with the objectives of the study.

3,4. Reliability Test

The internal reiiability of the questionnaire was assessed using Cronbach's aipha, and the reiiabiiity assessment
conducted using SPSS indicated that all items achieved Cronbach's alpha values higher than 0.70, indicating high
internal consistency.

Table 1: Cronbach's alpha coefficients

purpose Cronbach's alpha (if item is omitted)

Question 1 0.845

Question No. 2 | 0.843

Question No. 3 | 0.847

Question No. 4 | 0.846
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Question No. 5 0.848

Question 6 0.842
Question 7 0.843
Question 8 0.840
Question 9 0.844

Question No. 10 | 0.845

High Cronbach's alpha values (ranging from 0.84 to 0.85) confirm the reliability of the instrument for measuring
brand credibility and loyalty .customers.

3.5. Data Analysis Methods
The collected information can be analyzed using SPSS to gain useful insights. The following methods can be used:
. Descriptive statistics: frequencies, mode, and general deviations to summarize perceptions .customers On the
authenticity of the IDB logo and loyalty behaviors.
. Inferential statistics: Correlation and regression analysis to assess the strength and direction of the
relationship between brand authenticity and loyalty. customers.
. Reliability and validity assessment: ensuring the strength of the questionnaire and the accuracy of the
conclusions.
By using these methodologies, the studies seek to provide actionable insights into the role of brand credibility in

improving buyer loyalty, particularly within the World Bank for Development in Iraq.

4. Discussion and analysis of results
1. Demographic data
Below is a statistical table containing demographic facts for the study sample (n = 145). The table consists of fields

including gender, age, educational level, and income level, with hypothetical numbers and percentages for each

category.
Demographic data table
demographic variable category Number (n) | Percentage (%)
sex male 85 58.6%
feminine 60 41.4%
Age group 18-24 years 30 20.7%
25-34 years 55 37.9%
35-44 years 40 27.6%
45 years and above | 20 13.8%
Educational level high school 25 17.2%
Bachelor's degree | 80 55.2%
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Master's degree 30 20.7%
PhD 10 6.9%
Monthly income (in US dollars) | Less than $500 50 34.5%
$500 to $1000 60 41.4%
$1000 to $2000 25 17.2%
Over $2000 10 6.9%

Key notes:

1. Gender: The pattern is predominantly male (58.6%).

2. Age group: The Iargest group falls within the 25-34 age group (37.9%).

3. Educational level: The majority hold a bachelor's degree (55.2%).

4. Income: Most participants earn between $500 and $1,000 per month (41.4%).

This demographic table gives a clear overview of what member profiles look like. Let me know if you want to make

any changes or additions.

2. Survey Results

Question (English translation) Istrongly | I disagree | Neutral | OK Strongly I mean Standard
disagree (1) (2) (3) (4) agree (5) development
The brand offers high quality 5% 10% 15% 40% 30% 3.80 1.03
products.
The brand communicates 6% 12% 20% 38% 24% 3.62 1.08
transparently with its customers.
I feel confident when using the 4% 8% 18% 40% 30% 3.84 0.96
brand's products.
The brand reflects the values I 5% 12% 22% 37% 24% 3.63 1.06
believe in.
I have strong brand loyalty. 7% 10% 20% 35% 28% 3.67 1.10
I would recommend others to use 4% 10% 18% 40% 28% 3.78 1.00
the brand's products.
The brand is constantly innovating 5% 12% 23% | 35% 25% 3.63 1.07
new products.
I feel generally satisfied with the 6% 9% 20% 38% 27% 3.71 1.04
brand.
The brand prioritizes 5% 10% 21% 37% 27% 3.71 1.05
service.customersExcellent.
The brand offers competitive offers 8% 14% 18% 34% 26% 3.56 1.13
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and prices.

Brand Values 6% 12% 22% 36% 24% 3.60 1.09

OpinionscustomersAnd their

suggestions.

I am willing to purchase brand 4% 9% 17% 41% 29% 3.82 0.98

products in the future.

The brand presents a consistent and 5% 11% 20% 37% 27% 3.70 1.06

unique image.

I find that the brand fulfills its social 7% 13% 21% 34% 25% 3.57 1.11
responsibility.

I feel the brand values its customers. 5% 10% 19% 38% 28% 3.74 1.03

discussion

1 - General trends:

® The average ratings for all items range from 3.56 to a low of 0.84, indicating great globai perceptions of
the logo.
o Items inciuding “I feel confident when using Logo products” and “I am willing to purchase Logo

products in the future” received the highest scores, with an average of 3.84 and 3.82, respectiveiy. This

reflects strong trust and ioyaity.

2 - Contrast:
o The standard deviation values are noticeably low (around 1.00-1.13), indicating consistency in responses

throughout the pattern.

3 - Critical Notes:
o Data related to social responsibility and competitive pricing showed slightly lower ratings (3.56-3.57),
indicating areas for potential improvement.
This office and analysis provides insights into perceptions ofcustomersOn the authenticity and loyaity of the iogo,
highlighting areas of strength and potential for development.
Conclusions and recommendations
Conclusions
1. Positive perception of Customers:
The results indicate that the World Development Bank has strong brand credibility, as it under stands customers
Usually their services and products are very good, transparent and reflect their values.

2. loyalty customers:
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High scores on product confidence and willingness to repurchase data indicate that IDB has been successful in
growing its customer base. Customers Properly loyal.

3. Trust and Communication:

Trust customers With the logo because of its clear communication, which enhances their commitment and
happiness.

4. Opportunities for improvement:

Although the basic perceptions are good, the relatively low ratings for areas such as social commitment and

competitive pricing suggest that these elements may not be influential or communicated properly to the Customers.

Recommendations

1. Promoting social responsibility initiatives:
The World Bank should invest in and activeiy promote its CSR efforts. Campaigns that highlight its contributions to

local communities can reinforce the authenticity and loyaity of the brand.

2. Rethink pricing strategies:
In order to compete more effectively within the market, IDB needs to evaluate its pricing rules and consider offering
more competitive offers or loyalty discounts to reward customers Recurring.

3. Expanding communication channels:
The bank should leverage digital platforms to enhance the transparency of verbal exchange. Additionally, it may be

necessary to regularly update goods and services and incorporate feedback. customers To improve perceptions

customers.

4. Focus on innovation:

Adopts customers The concept of innovation, as evidenced by their responses. The World Bank should prioritize the

Iaunch Of new and advanced financial services or pI'OdUCtS to meet the needs Of customers Variable.

5. Appreciation programs customers:

Create onalty apps or appreciation campaigns to reinforce the idea that the brand values its customers, which can also

lead to increased enjoyment and ioyalty.

6. Continuous feedback collection:

Conduct surveys for Customers Reguiarly measure the impact of implemented changes and gather actionable insights
for continuous improvement. By addressing these cues, IDB can not only maintain but also enhance the authenticity

of its brand and deepen 1oya1ty .customers, ensuring long—term success in a competitive market.
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