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Abstract:

In the midst of a business environment that gave the customer an advanced position in
the interests and orientations of marketing organizations, the method of nonverbal
communication comes to occupy an important and integrated space with verbal or word
communication in the field of interaction with customers in order to achieve the best
response to them and build the image and positive view towards service organizations.
Therefore, the current study sought to measure the influence of nonverbal
communication behaviors and signals practiced by frontline employees in service
organizations on the perceptions of customers during the encounter that happens
between the two parties. The banking sector was chosen as a domain of study, and the
quantitative approach and the random sampling method were adopted through the
participation of 397 customers who received different services from banks operating in
Basra Governorate - Iraq. The results indicated that the behaviors and cues related to
nonverbal communication used by the frontline employees of the respective banks
positively affect the perceptions of the customers surveyed, and among the silent cues in
this form of communication, body language had the strongest influence on customer
perception in service encounters. The study recommended that banks should strive to
create a friendly climate in providing service in which work is based on the principle of
customer friendship, where nonverbal communication is integrated with verbal.
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1. Introduction

With the expansion of global interest in the service industry, the adage "actions speak
louder than words” has become relevant to the language of communication and
understanding with customers in service marketing (Bailey, 2018). The Service is known
in its production and delivery by interactive nature between the service provider and
customers, where the method of communication used in the encounters that occur
between front line employees and customers plays a vital role in shaping the experience
and perceptions of those customers (Ulusoy, 2015). Factually, the method of
communication used either contributes to the creation of a passable road between the two
parties or on the contrary, generates a storm that raises negative perceptions towards the
services and the organization as a whole (Vo, 2016), this method is considered as "the
beating heart of the relationship with customers". More precisely, the intimate contact and
interaction between frontline employees and customers are the critical foundation for
building the best service scenario and superior service organizations (O'Hair et al, 2008;
Weng et al., 2016). A successful service organization is one that devotes great attention to
uniting its efforts in order to be consistent in responding to customer expectations and
don’t disappoint them (Sarpong, 2016). Undoubtedly, that a service organization whose
work involves high levels of interaction with customers’ needs to develop nonverbal
communications in order to paint a positive image of its services in the minds of those
customers (Irabatti, 2012). Honestly, measuring customer perceptions is an indispensable
step in formulating the marketing strategy of any organization seeking to develop and
deliver premium services (Raji & Zainal, 2016). Thus, studying and understanding
customers' perceptions will inevitably reflect on the ability to positively influence those
perceptions and build long-term relationships with them (Lake, 2009).

Today, in light of the intense competition within the business environment, the
customer occupies an advanced position in the concerns of service organizations, and this
stems from the belief that customer happiness will contribute to attracting new customers
(Danish et al, 2018). In contrast, many organizations including banks strive to win
customer loyalty (Carallon & Modina, 2013). Given the vital role played by
communication in achieving strong interdependence between customers and service
providers, banking competitive efforts often revolve around building customer
perceptions that increase market share and profits by improving the ways of
communication and interaction with customers (Piric et al., 2018) (Webster & Sundaram,
2009). The method of communication determines how the customer interprets the
messages sent from the bank's frontline employees and And the image that he will create
in his mind about the providing services (Alakwe & Okpara, 2017). In fact, the interaction
between the customer and the frontline employees is not limited to verbal
communication, as the customer sees the employees, not only hears them (Wu, 2018). The
customer’s perceptions can be formed during the service encounter through his
evaluation of the employees” appearance, tone of voice, eye glances, and body language
they display (Lee & Park, 2018). Evidence in the scope of marketing asserts that nonverbal
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behaviors or cues are a critical component of the communication and interaction puzzle
between customers and frontline employees (Chapman, 2018), It is the other form of
communication that helps to transmit a lot of information in the field of human
communication (Cho, 2012). Frequently, nonverbal communication is seen as the most
accurate tool in communicating desired meaning compared to spoken words, as a smile
can convey many meanings that words cannot express (Mojizinovic, 2011).

Since the success of the service industry depends primarily on interpersonal
interactions, nonverbal communication is a critical factor in customers' evaluation of
service (Gabbott & Gillian, 2000). Nonverbal behaviors in services are just as important
as verbal behaviors in determining the strength of the relationship between the customer
and the service staff (Cho, 2012). Therefore, developing these employees' abilities in
nonverbal communication is an important requirement for customer service and
generating a positive outlook about service encounters (Irabatti, 2012). Despite the
importance of the topic of nonverbal communication in marketing, there have been a
limited number of attempts to study the influence of this type of communication on
customer perceptions (Webster & Sundaram, 2009). Although there are many studies that
have discussed nonverbal communication, which confirmed the strong influence of such
communication on participants' perceptions of a specific situation or event. However,
that researchers in management science have lagged behind in understanding nonverbal
communication, the research interests are still scattered across other practical areas of
psychology and anthropology, and there is a clear need for a comprehensive review of
those behaviors and cues in marketing (Bonaccio et al, 2016). More specifically, in the
scope of service marketing, in order to improve their services, service organizations must
focus on improving the ways their employees communicate and interact with customers,
as well as understanding the nature of customers' perceptions of the services they provide
(Hoang, 2011) (Mmutle & Shonhe, 2017).

1.1. Objectives of the study

Based on the discussions and evidence revealed by the previous literature review, it is
inferred that the ability of banks to develop and provide differentiated services is closely
related to the understanding of customer perceptions towards the service encounter.
Today, banks are operating in light of a marketing environment characterized by intense
competition, which imposes the necessity of having an accurate understanding of
customers' requirements in order to make them happy and enhance their sense of
satisfaction. Certainly, the response that lives up to or exceeds the expectations of
customers will not be achieved without making real attempts to measure customer
perceptions and identify the factors affecting those perceptions. the attempts to know
customer perceptions will serve as a compass that helps banks determine the
effectiveness of their marketing orientations to serve the customer. Due to the interactive
nature in the process of producing and providing services, the communication method
used by frontline employees emerges as a decisive factor in drawing the image that the
customer perceives and preserves in his memory Towards service encounters and
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interactions. In many cases, a number of studies go further to describe nonverbal
communication as being more expressive in conveying the message and meaning to
clients than spoken words. Therefore, this study sought to diagnose the nature of
customers’ perceptions towards the service encounters in banks operating within the
administrative borders of Basra Governorate - Iraq, and then measure the influence that
nonverbal communication behaviours or signals that are issued by frontline employees
in the concerned banks can achieve on those perceptions.

1.2 Study Questions
The study attempts to answer the following questions:

Q1: To what extent do the frontline employees in the Iraqi banks under study
practice nonverbal communication behaviors with customers during the service
encounter?

Q2: How does the use of nonverbal communication behaviours by frontline
employees affect customers' perceptions of the service provision process in the Iraqi
banks under study?

The importance of this study was manifested in its dealing with the variables that
confirmed the contributions and results of a number of previous studies on their
importance in drawing the future relationship with the client. In addition to choosing a
field that reflects the true face of the development of countries and the progress of their
people in measuring the strength of the correlation and influence between the studied
variables, which is the banking sector.

2. Literature Review

2.1 Nonverbal Communication

2.1.1 The Concept of Nonverbal Communication

The communication that humans use on a daily basis from greeting, shaking hands, and
talking to others is a continuous process of exchanging messages that include
information, thoughts, feelings, life experiences, and knowledge gained from situations
and events experienced by a person (Negi, 2009). The term "communication” means “to
share” or “transmit” messages that carry different meanings between people with the
main goal of understanding others (Abdullah et al, 2020). When we communicate with
each other, We use communication through different tools and means that are
categorized into two forms: verbal and nonverbal communication (Hacioglu et al, 2008),
The first represents the most obvious form of communication that occurs between people
(Abushihab, 2012), and it refers to the use of words and the language of oral speech in
conveying messages and expressing views (Abdullah et al, 2020). The second form of
communication is called nonverbal communication, and it expresses the language of
understanding and rapprochement between communicators through symbols, signs, and
means that are outside the framework of spoken words such as facial expressions and
gestures (Denault et al, 2020). In a more precise sense, nonverbal communications are
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those communications that take place without words (Blahova, 2015), and it is also
known as silent language or sign language that governs many interactions in our lives
(Plumb, 2013). Nonverbal communication is the innate aspect of communication between
people through the behaviors that take place while others are present, whether
consciously or unconsciously (Chapman, 2018).

It is worth noting that nonverbal communication describes every behavior that can
occur contrary to what is said (Bose, 2019). On this point, research results show that
gestures, facial expressions, tone of voice, and eye signals can transmit (93%) of feelings
and sensations between communicators, while (7%) come from what we say in a verbal
or actual form (Hacioglu et al., 2008), This denotes that nonverbal communication takes
a wide space in the style of communication between humans, as it complements and
emphasizes verbal communication (Lee & Park, 2018). In this regard, Abercrombie, (1968)
pointed out that "we humans talk with our vocal cords, but we communicate with our facial
expressions, our tone of voice and our entire body". generally, there are a number of
characteristics that characterize nonverbal communication, which give a strong
motivation to use such communication in our daily lives. These characteristics can be
listed as follows:

e Nonverbal communication expresses more clearly the complex messages that
words are not enough to express, such as explaining a particular shape or
describing a character (Eunson, 2012).

e Nonverbal communication is realistic and accurate at higher levels than verbal
communication. In reality, the degree of control over nonverbal cues and behavior
is lower than that of verbal communication, Deception or falsification is easy
through the language of verbal communication by embellishing or distorting
words, but this is difficult or needs time in the field of nonverbal communication
that is expressed by actions (Cho, 2012). In another context, nonverbal
communication is described as ambiguous in certain cases, and a single nonverbal
cue may convey many meanings, for example, a person's look at their wristwatch
or coughing may be met with different assessments and interpretations by others
(Verderer et al, 2009; Gamble, 2019).

e In certain circumstances and situations, a person may be restricted in expressing
his inner feelings using words as a result of shyness. Here, nonverbal signals are
an appropriate tool to describe those feelings or situations (Bicki, 2008).

e Nonverbal communication provides multiple channels through which messages
and signals can be transmitted to others such as eye gaze, facial expressions, etc.,
while spoken words are the only outlet for transmitting verbal messages (Fifield,
2015).

e Nonverbal cues are the main outlet that can convey (93%) of our feelings, and
similarly, we judge the feelings of others by their nonverbal behaviors (Verderer
et al, 2009).
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2.1.2 Forms of Nonverbal Communication

Nonverbal communication takes forms or paths (Body Language, Paralanguage, Physical
Appearance) in order to convey messages and create understanding with others, these
forms can be summarized as follows:

A. Body Language

Body language in nonverbal communication refers to the cues that can be perceived
through facial expressions, eye glances, and gestures made by others during interactions
(Kyungae et al, 2011). Facial expressions constitute the richest channel in nonverbal
communication that gives a clear perception of a person's mood and the state in which
he expresses or restricts his feelings and what is inside him to others (Heide, 2013;
Barreto, 2017). When researching anatomy, we find that there are twenty muscles in the
face that allow a person to express his feelings differently such as happiness, grief, fear,
anger, surprise, dissatisfaction, or disgust (Danner & Durrschmid, 2018). In this context,
tield evidence reveals that (55%) of the feelings and dimensions of the human personality
can be extrapolated through the face (Hammed et al, 2020). The face is like a mirror that
reflects the human spirit and emotional feelings. When a person is born, he releases the
first expression in his life, which is crying (Irabatti, 2012). In addition to expressions, the
face includes an important medium in the field of nonverbal cues or communication, the
eye, in which eye glances such as staring and winking provide indications of hostility
and interest (Bujalkova & Zrnikova, 2016). Not to mention that eye cues help enhance
understanding of other people's situations and even the ability to read their thoughts
(Allan & Pease, 2004). Here, studies confirm that when people talk to each other, they
make eye contact for about (40%) of the encounter time (Verderer et al, 2009). Body
language does not stop at facial expressions and eye glances only, but extends to include
gestures such as bending to express respect, waving hands, or pointing fingers for digital
indications, all these movements are important signals in expressing what we want to
say without words (Bicki, 2008; Eunson, 2012)

B. Paralanguage

From among foundations or principles on which the communication process is based is
“It is not what we say - but how we say it.” (Bailey, 2018). The term paralanguage describes
the method we talk to others, such as volume or tone of the voice, manner, and speed of
speech (Mijung & Yoonji, 2010). The language or secondary dialect that we speak is a vital
form of nonverbal communication and has an important role in attracting and
persuading others, as the way we speak can convey the meaning clearly to the recipient
or vice versa (Yeon & Ryong, 2011). Paralanguage can give different interpretations to
the person with whom we can talk, a person may speak in a low voice in order not to
attract the attention of those around him, and in other cases, we find someone talking
loudly to express their level of anger, annoyance, or impatience towards a certain thing
(Blahova, 2015).
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C. Physical Appearance

Another important part of nonverbal communication is physical appearance, which
simply refers to elegance in clothing and physical attractiveness (Kyungae et al, 2011).
Clothes not only reflect a person's appearance, but also his inner world (Tijana et al, 2014).
In many situations, it is noticed that people make their judgments on others based on
their physical appearance. In this aspect, there are many research findings that support
the fact that clothes and things that adorn human bodies have great influences in giving
tirst impressions to others when they meet or interact with them (Lower, 2018). It cannot
be denied fact that we live in a world in which physical appearance has become a basis
for distinguishing between people and building perceptions towards their level of
intelligence, the social class from which they come, the nature of the profession or job
position they occupy.... etc. on this point, the results of a number of studies showed that
even the category of children tends to choose friends with an attractive appearance
(Wang, 2009).

2.2 Customer Perceptions

2.2.1 The Concept of Customer Perceptions

Customer perceptions are among the marketing concepts that have long been on the top
of the concerns of researchers and writers, due these perceptions are closely related to the
efforts of business organizations aimed at enhancing customer satisfaction (Konya et al,
2014). In general, the term perceptions express the sensations or signals received by the
brain through the human senses that enable us to understand the things around us
(Hoyer et al, 2012; Boamah et al, 2020). Within the scope of marketing, the concept of
customer perceptions describes the nature of a customer's thinking and negative or
positive feelings or experiences about a particular product or brand (Zin, 2019). In the
area of service marketing, customer perceptions are of great importance in the marketing
orientations of service organizations, and specifically in the area of banking service,
which has recently undergone a number of changes (Piric et al, 2018). Because of the
competition and technological developments that have raised the ceiling of customers'
requirements for the best services, competition has provided them with wide options and
alternatives (Xu et al, 2007). Indeed, customer perceptions are shaped by service
encounters that occur with the frontline employees, these encounters and the level of
interaction between the two parties play a very important role in shaping those
customers’ perceptions of the service production and delivery process (Huang, 2011). The
process of forming perceptions begins when the customer in the service encounter is
exposed to a specific stimulus or motives, to later shift to the cognitive organization of
his thoughts about what he has been exposed to from the stimulus, then the brain moves
to the stage of interpreting the information or knowledge gained, building perceptions
and responding (Lake, 2009; Yee & Yazdanifard, 2014)
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2.2.2 Dimensions of Customer Perceptions
Customer perceptions in the scope of service are framed by two main dimensions (service
consistency, service value), these two dimensions can be summarized as follows:

A. Service Consistency

Service consistency refers to the customer’s expectations of obtaining the same level of
service every time he interacts and communicates with the organization (Sheahan, 2018).
Mostly, the concept of consistency focuses on the mechanisms of work in service
organizations that should adopt homogeneous levels with regard to the process of
production and service delivery, this goal of retaining existing customers and acquiring
new customers is critically linked to service consistency (Herath et al, 2019). Surely, the
failure of service organizations to maintain a level of service that the customer perceives
to be excellent will generate dissatisfaction, this will adversely affect the reputation and
prestige of the organization (Cox, 2016). Marketing literature always stresses the
importance of producing and providing products with consistent and standard
specifications in all circumstances. For services, providing homogeneous services is
difficult (Baumann, 2019), it is commonly believed that services are inherently immaterial
products and are less homogeneous than physical goods (Vargo & Lusch, 2004). The
difficulty of providing relatively consistent services is related to the human element or
frontline employees in service organizations who interact with customers in service
encounters, the attitudes, and behaviors of those employees determine the form and
strength of the relationship with customers (Smith et al, 1999; Ashilla et al, 2008).

The problem of consistency in providing services appears more clearly in service
organizations with labor-intensive (Wolak, 1998), when the level of performance of
employees in the service encounter varies, up or perhaps down (Zeithaml, 1985).
Although service providers encounter difficulties in achieving consistent results, a
number of researchers go a point further and consider the inconsistency in service
production to be a myth (Moeller, 2010). According to, Vargo and Lusch, (2004) the issue
of inconsistency as an inherent characteristic of services that do not go beyond being a
myth, and that similar outputs can be provided to multiple customers by focusing on the
performance of the distinctive variable, which is the activity of service employees. At the
same point, Levitt, (1981) argues that it is no longer appropriate to consider service
production as inconsistent, many attempts have been made to develop the service
production, whether by adopting technology or training and developing the capabilities
of service staff to be at the level of skills that Achieve the good response for each
customer. Likewise, Gummesson, (2007) indicated that banks can achieve consistency in
their services by limiting the role of service staff in exchange for adopting technology to
take more space in meeting customers’ requirements, and a good example of this is the
use of ATMs and credit cards that provide services normatively. Moreover, Cynthia,
(2006) confirmed that service marketers should work intensively to overcome the
problem of service inconsistency by listening well to the opinions and suggestions of
customers and quickly addressing their complaints. Pulido et al, (2014) recommended
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that service organizations should be keen to provide superior services to customers on a
continuum by establishing a system and work mechanisms based on rules and policies
aimed at unifying the efforts of employees in their encounters with customers.

B. Service Value

It is known that the Perception embodies the imagination that arises in the minds of
customers during the service encounter, as well as the way in which they interpret that
imagination towards building a clearer picture of the attitude or behaviors you present
the journey to obtain the service (Lekhanya & Dlamini, 2017). According to Holbrook,
(2006), value refers to "the customer’s relative preferences resulting from his interactive
experience of obtaining a service". While Zeithaml et al, (2006) defined value as "the
evaluation that the customer gives with regard to the benefit achieved by a particular
service". In a comprehensive sense, value means the psychological judgment of the
customer that goes beyond the limits of financial sacrifice (Uddin & Akhter, 2012).
Although the term value is one of the cornerstones of customer satisfaction (Danish et al,
2018). Nevertheless, the value has received relatively limited attention in researches on
service marketing, because of the assumption that the perceived value in the service is
the same as in the good (Caruanaet al, 2000). With the expansion of global interest in
services and the intensification of competition between service organizations, these
organizations began to realize the importance of value in building and supporting
competitive advantage (Hau & Thuy, 2012). Frankly, the value represents the pivotal goal
that the customer seeks to reach in every purchasing decision, and it is the critical
dimension upon which building fruitful and successful business dealings with this
customer (Lee et al, 2005).

2.3 The Relationship Between Nonverbal Communication and Customer Perceptions
The efforts of researchers and practitioners have documented the vital role of nonverbal
communication in various areas of human life (McQuiston & Morris, 2009; Najarzadegan
& Dabaghi, 2014). Besides, the impact of this form of communication is evident in the
tield of marketing, specifically in the aspect of service performance, Due to the nature of
service provision that is completely different from the commodity, The success of
producing and delivering services requires interactions and building in-depth
relationships with customers, as frontline employees mainly contribute to building
customer evaluations of the service they have received (Simat et al, 2018). The nonverbal
behaviors and signals issued by the service staff have a clear relationship to creating an
experience that the customer can see as distinctive or vice versa (Wu, 2018: 3), this means
that nonverbal communication is the critical variable in determining the nature of
customers’ perceptions (Aqmala & Ardyan, 2019). Thus, it is essential that frontline
employees realize the importance of nonverbal or silent communication, and be
professionally trained to master the behaviors involved in this communication to employ
them in addressing customers (Bujalkova & Zrinikova, 2016). In other words, service
personnel must possess communication skills that enhance their ability to clearly
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exchange messages with customers to be qualified to respond to that customer's
requirements (McPheat, 2012)

The results of studies (Mijung & Younji, 2010; Yeon & Ryong, 2011) revealed that
the physical appearance of service employees, which includes hairstyle, dress, and
elegance are important factors in communication and nonverbal cues, of course a service
staff with physical attractiveness has a broader ability to persuade customers and
influence their perceptions. Cavallone and Modina, (2013) point out that the service
organization should consider the method of communication used as a tool that enhances
relations with customers and a means of differentiation from competitors. Missaoui,
(2015) emphasized that the form of communication used in interaction with the customer
and in all aspects of marketing plays a major role in defining the perceived image of that
customer towards salespeople or service staff and their organizations. According to, Sethi
and Chandel (2015); Fifield (2015), the salesperson or service employee represents the
face of the organization and the mediating link with customers, so it is necessary that
frontline employees have an adequate understanding of nonverbal communication style
so that they can employ these cues in service encounters. Wu, (2018) added that the
customer's perceptions are affected by what he perceives of verbal and nonverbal cues
during his interaction with service employees, and that nonverbal behavior issued by
service employees are silent messages that complement verbal communication and are
necessary to enhance fruitful interactions with the customer. Based on the discussions
and results highlighted by the above studies, the study hypotheses were developed as
follows:

H1: Nonverbal communication has a positive influence on customer perceptions
towards service encounters in Iraqi banks.

H2: Body Language in nonverbal communication has a positive influence on
customer perceptions towards service encounters in Iraqi banks.

H3: Paralanguage in nonverbal communication has a positive influence on
customer perceptions towards service encounters in Iraqi banks.

H4: Physical appearance in nonverbal communication has a positive influence on
customer perceptions towards service encounters in Iraqi banks.

Figure 1 presents the conceptual model to be studied and the adopted hypotheses
about the relationship between the independent variable represented by nonverbal
communication in its three dimensions (1) body language, (2) paralanguage language, (3)
physical appearance, and the dependent variable embodied by the customer's
perceptions in two dimensions (1) service consistency and (2) service value.
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3. Methodology

3.1 Study Design and Sample
The quantitative research method was adopted to test the proposed study model. The
study population was embodied by the banks operating in Basra Governorate - Iraq, the
study sample was represented by customers who deal with these banks, and a sample of
397 respondents was surveyed using the random sampling method. Table 1. presents the
demographic profile of the respondents. It is noted from the mentioned table that from
this sample (281) were males and (116) were females (71 percent versus 29). The highest
age group was within (41 to 50) years. Education Level "Bachelor's" achieved the highest
percentage among the respondents, which amounted to (70%). With regard to the service

period from the bank, the period (4 to 6) achieved the highest percentage (42%).

Table 1: Demographic Profile of the Respondents

Variables Frequency Percent
Gender Male 281 71%
Female 116 29%
Age 20-30 Years 92 23%
31-40 Years 112 28%
41-50 Years 137 35%
50 < Years 56 14%
Education Level High School Certificate 29 7%
Diploma 41 10%
Bachelor’s Degree 277 70%
Master’s Degree 32 8%
Doctorate’s Degree 18 5%
Service period from the bank >1 Years 112 28%
1-3 Years 167 42%
7 Years-4 74 19%
8-11 Years 32 8%
11< Years 12 3%
n =397, Sources: Authors’ survey.
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3.3 Data Collection Instrument

For the purpose of data collection, this study proceeded with the use of a two-part
questionnaire, the first part included the personal information of the surveyed customers,
while the second part covered the study variables (nonverbal communication, customer
perceptions) with (16) questions as shown in Appendix 1.

The questionnaire in study was designed based on the scales used by the previous
literature, and a number of modifications were made to its paragraphs to be compatible
with the field targeted by the current study. The questions about the variable "Nonverbal
communication behavior" were taken from (Lee, 2013; Lee & Park, 2018). In contrast, the
questions about variables of customer perceptions were taken from (Argan & Argan,
2017). The questionnaire was distributed and collected in the field and over a period of
time that took approximately two months.

3.4 Data Analysis Methods

In order to extract results and determine the validity of the hypotheses and test the
conceptual model on which this study was built, the (SPSS) program was used to analyze
the data and extract the results

4. Results and Discussion

4.1 Reliability and Descriptive Analysis

The first step in the process of analyzing the data collected from the field of study begins
with the reliability test, and the Cornbrash's Alpha is often used as a necessary measure
to diagnose and know the level of consistency between the answers of the study sample
about the variables and items of the study tool. Statistical references indicate that the
acceptable level in the test of reliability or consistency should not be less than a standard
(0.70) (Nunnally, 1978). Table 2 illustrates the results of Cornbrash's Alpha test for the
main and sub-variables of the study. It is clear that the nonverbal communication variable
recorded a reliability coefficient (0.893), and the body language dimension achieved the
highest value (0.934), while the lowest value was achieved in the dimension of the
physical appearance (0.854). The customer perceptions variable achieved a reliability
coefficient (0.831), the highest value recorded by the service value dimension was (0.857),
Whilst the service consistency dimension recorded a reliability coefficient (0.805). In
conclusion, it is inferred that the values extracted from the use of the Cornbrash's Alpha
test in this study are acceptable and that the measures and items used have a high level
of Reliability.

Within the contexts of statistical analysis procedures, mean and standard
deviation measures were used in conducting descriptive statistics in order to determine
the nature of the respondent's answers about the study items and variables. Table 2.
shows the results of the descriptive statistical analysis. The achieved results showed that
the answers were somewhat positive with the questions of the nonverbal communication
variable, this was confirmed by (mean = 2.69, standard deviation = 0.916). The body
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language dimension achieved the highest mean (2.89), the consistency in the answers was
with an average dispersion confirmed by the standard deviation (.891). Whereas the
physical appearance, the lowest mean was recorded (2.58), and there was a clear
consistency in the answers confirmed by the standard deviation (.948). Similarly, the
results of the descriptive statistic for the variable of customers’ perceptions showed that
it met with moderate approval through the mean (2.70), and the consistency in the
answers was with an average dispersion confirmed by the standard deviation (.960).

Table 2: Results of Reliability Test & Descriptive Statistics

. Number of Cornbrash's Mean Standard
Variables .
Items Alpha Deviation
Independent Variable:
Nonverbal Communication 0.893 2.69 916
Behaviors
1. Body Language 4 0.934 2.89 891
2. Paralanguage 3 0.901 2.62 911
3. Physical Appearance 3 0.854 2.58 .948
Dependent Varlab‘le 0.831 270 960
Customer Perceptions
1. Service Consistency 3 0.857 2.73 951
2. Service Value 3 0.805 2.67 972

Source: Survey Data.

4.2 Correlation Analysis

The second step in the statistical analysis process is to find out the Correlation between
study variables, which is a measure of the strength and direction of the relationship
between the studied variables (Schober et al, 2018). Table 3. presents the results regarding
the correlation between the study variables according to Pearson coefficient, it is clear
that there is a significant positive correlation between the nonverbal communication
variable and customers’ perceptions towards service encounters, and this was confirmed
by the value of the correlation coefficient (r = .465 **, p <.01). As for the sub-dimensions,
the moderately positive relationship achieved by the body language dimension with
customers' perceptions (r =.367*%, p <.01). The paralanguage dimension within the verbal
communication recorded a moderately positive relationship with customer perceptions
(r =.299*, p <.01). Whilst the dimension of physical appearance achieved a correlation
coefficient (r = .174 **, p < .01), which reveals the weak positive relationship with the
dependent variable in the study.

Table 3: Values of Person’s Correlation Analysis

Variables Values
Nonverbal Communication 465**
Body Language 367"
Paralanguage 299"
Physical Appearance 174"
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4.3 Hypothesis Test

The final step in the statistical analysis process is to test the study model and reveal the
validity of the proposed hypotheses. Table 4. presents the results extracted through linear
and multiple regression analysis of the direction of the relationship between nonverbal
communication as the expectation variable and customer perceptions that represented
the response variable. The results of the mentioned table revealed the existence of a
moderate influence relationship between the dimension of body language and the
perceptions of customers confirmed by the influence coefficient (3 = 0.397), and the
calculated T (14.482) which is higher than the tabular T, the value (R? =0.19) which means
that Body language explains (19%) of the changes in customer perceptions variable, this
supports H2. The Paralanguage dimension achieved a positive significant influence
relationship with customers' perceptions through an influence coefficient that amounted
to (B =0.326), and the calculated T (11.422) which is higher than the tabular T, the value
(R? = 0.14), which means that the Paralanguage dimension was interpreted (14%) of
changes in customer perceptions, this supports H3. There was a weak influence
relationship between the dimension of physical appearance of the service employees and
the perceptions of customers, and this was confirmed by the influence coefficient (3 =
0.202), as well as the calculated T (8.161) which is higher than the tabular T, the value (R?
= 0.12) which means that the physical appearance It explains (12%) of the changes in the
response variable, this supports the acceptance of H4. As a result, it is noted from the
same table that nonverbal communication positively affects customer perceptions, which
was revealed by the influence coefficient (3 = 0.559), the calculated T (3.323) is higher
compared to the tabular T, the nonverbal communication variable explained (37%) from
changes in customer perceptions, this supports H1.

Table 4: Results of Regression Analysis

Independent Variables B R? T Hypothesis

Nonverbal Communication .559 37 16.518 H1 - Accepted
Body Language .397 19 14.422 H2 - Accepted
Paralanguage 326 14 11.947 H3 - Accepted
Physical Appearance 203 .07 8.161 H4 - Accepted

Note: p<0.01, (T tabulated = 3.323)
5. Conclusion and Recommendations

The study sought to delve into one of the marketing variables that the previous literature
has proven that its measurement is the entrance to develop and provide distinguished
services is customer perceptions, and then highlighting the extent to which these
perceptions are influenced by the nonverbal communication variable, which several
studies in psychology have confirmed its role in promoting communication and
understanding between humans. It is concluded in the current study, that there is limited
awareness among the frontline employees in the banks under study regarding nonverbal
communication and its importance as a complementary and enhanced form of the
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language of understanding with customers, this means that the use for such behaviors
and cues by these employees did not go outside the framework of innately acquired
practices. However, such practices and indications have been proven to positively affect
the perceptions of the Surveyed customers. The results extracted in the field of statistical
treatments confirmed the acceptance of the hypotheses about the obvious influence of
facial expressions, eye gazes, gestures, tone of voice, and physical appearance of the
frontline employees of the banks under study on the image that the customer perceives
of the reality of production and service delivery. Although a number of previous studies
revealed that the means and tools of nonverbal communication (body language,
Paralanguage, physical appearance) are equally important in influencing the perceptions
of customers, but the answers of the respondent customers showed that body language
has an influence Stronger on their perception towards service encounters.

The study came out with a set of recommendations, foremost of which is the need
for the concerned banks to be aware of the importance of the perceptions that the
customer will draw in his imagination about the service encounter as an echo of the
expectations and experience in the customer journey of obtaining the service. More
precisely, the customers' perceptions are a major determinant of the shape and strength
of the future relationship between the customer and the bank, and therefore there must
be noticeable concerns from the bank's administrations to keep an eye on these
perceptions on an ongoing basis. The Concerned banks should seek to build a friendly
climate in the production and delivery of service in which a work culture focused on the
principle of customer friendship prevails, where the verbal communication language
used by service employees is integrated with nonverbal behaviors and signals to enhance
understanding and rapprochement with customers, this will inevitably lead to the
customer feeling more valued and respected and that there is an ear that listens well to
his requirements. Although nonverbal communications and the associated behaviors and
signals represent the capabilities that humans possess by instinct, it is necessary for the
concerned banks to invest more efforts in enhancing their employees” awareness of the
importance and role of such communications, which can convey messages and meaning
more clearly than language or spoken words. Furthermore, it is necessary to involve
frontline employees in training courses that boost their skills in using verbal and silent or
nonverbal communication methods in service encounters, because such courses will
improve the capabilities of these employees in good listening and rapid response to the
customer. Not to mention the traditional methods of customer service must be
abandoned by employing technology and electronic financial systems that enhance the
value of the service
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Appendix 1: Questionnaire Items

Questions

1

Strongly Totally

2 3 4 5

Disagree Agree

The Nonverbal Communication

Body language
1 | The facial expressions of the frontline employees are bright and warm.
2 | The bank's frontline employees meet customers' requirements with a
wide smile.
3 | The eye glances of the frontline employees in the bank often express
the familiarity and the principle of customer friendship.
4 | The bank's frontline employees use appropriate hand gestures.
Paralanguage
5 | The bank's frontline employees speak in a warm and gentle tone of
voice.
6 | The bank's frontline employees speak at an appropriate speed of
speech.
7 | The style of speech and pronunciation of the frontline employees is
clear and understandable
Physical appearance
8 | The frontline employees are attractive in appearance.
9 | The frontline employees wear formal and elegant uniforms.
10 | The frontline employees maintain a neat and stylish hairstyle.
Customer Perceptions
Service Consistency
11 | The bank consistently provides excellent services.
12 | The response of the frontline employees has always been at a
reasonable and acceptable level in all my dealings with the bank.
13 | The response of the frontline employees is always at a reasonable
and acceptable level in providing the service.
Service Value
14 | The provided services by the bank live up to my expectations.
15 | I really enjoy the time I spend in the bank during the period of
receiving the service.
16 | The bank gives me a positive experience when receiving the service.
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