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ABSTRACT 
The intensity of competition in the markets and understanding the importance of maintaining the 

customers for organizations has caused them to move toward creating and keeping long term relationships 

with customers; customer retention and attracting his loyalty seem crucial for the constant existence of 
any business. The banking industry is not an exception in this way. So the banks need to be in search of 

different managing strategies to maintain the customer loyalty; the relationship marketing, according to 

the scholars, is the most appropriate option for research in this field. In this study, the effects of the 

foundations of relationship marketing, involving commitment, trust, communications and conflict 
management, on the customer loyalty have been explored and the importance of these variables from the 

perspective of customers and also the extent of bank's success in engendering each of these variables have 

been studied.  
The raised hypotheses based on Ndubisi model (2007) are:  

1. Trust, an element in the relationship marketing, is influential on the customer loyalty.  

2. Notification, an element in the marketing relationship, is influential on the customer loyalty. 
3.  Commitment, an element in the marketing relationship, is influential on the customer loyalty.  

4. Conflict resolving, an element in the marketing relationship, is influential on the customer loyalty. 

5. Impacts of the relationship marketing factors are different in two Keshavarzi and Pasargad banks.  

The present paper is a descriptive study conducted in the form of a survey. The statistical population of 
the research involves 200 of the customers of a state-owned bank and a private bank in the city of 

Kermanshah. The data collection tool was questionnaire and the data were analyzed using t-student 

method at first, and then by U Mann–Whitney test. The results suggest that four foundations of the 
relationship marketing in the state and private banks have positive and significant effects on the customer 

loyalty. It was also found that the importance of each of these quadruplet factors of relationship marketing 

from the perspectives of customers of Keshavarzi and Pasargad banks are different; for customers of 

Pasargad the most important impacting factor on the customer loyalty is the conflict resolving factor and 
the most important factor for customers of Keshavarzi bank is trust. 
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INTRODUCTION 

Statement of the Main Problem of Research 
Today the marketers are in search of ways and information through which they can gain loyal customers 

because it will reduce the marketing and operational costs and can lead to increased profitability (Own 

and Lihchen‚ 2001). 

In every organization, either manufacturing or service organization, the most important factor for the 
preservation and survival of the organization is the customers. An organization can provide the basis for 

its long term growth and survival only if it is successful in attracting the customer satisfaction led to their 

loyalty to it, and this is not possible through studying and planning management, but its foundation is full 
recognition of the customer demands. Basis of the banking system of the country is customers and most 

of the experts believe that the most useful and appropriate strategy for banks is customer-orientedness. A 

customer in a bank equals a property at least (Cravens et al., 2002). 
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The global economic market has never been so competitive. Across the world, there are some trading 

organizations and corporations active to gain a top position in comparison with other competitors through 

achieving unique advantages. On the other hand, the customers and consumers have always been in 
search of suppliers who can provide them with much better goods and services. Understanding that 

differentiation has directed the process of selecting the required good or service and so it can help the 

customers in decision making for more payment in return of better goods or services.  
The intensity of competition in the markets and understanding the importance of customer retention for 

organizations have led them to gradual movement toward building and maintaining long term relations 

with customers; customer retention and attracting his loyalty is a crucial factor for the continuity of any 

business activity. In this way, the banking industry is not an exception. Therefore the banks have to be in 
search of new managing strategies to improve their customer loyalty (Ehigie, 2006). Today, to prevent 

from the customers' orientation toward the competitors, the managers of these types of banks have to seek 

the customers' demands and needs more than ever to be able to meet their needs and create long term 
trading relations with them. So any approach that can realize these terms will get more attention. 

Relationship Marketing is a modern approach which has been proved, both in research and in practice, to 

be one of the most successful approaches (Chiu and Hsieh, 2005).  
Here, the role of the foundations of the relationship marketing, involving commitment, trust, 

communications and conflict management, in the customer loyalty, the importance of these variables 

from the view point of customers and the success extent of Keshavarzi and Pasargad banks in 

engendering each variable will be evaluated.  

Literature Review of Research 

- Heidarzadeh (2009) explored the impact of gender on the relationship marketing factors (as trust, 

commitment, relationship, conflict resolving) and customer loyalty in Pasargad Bank and concluded that 
results suggested a direct relationship between the four relationship marketing foundations and the 

customer loyalty; and in the meantime, the women's group is more sensitive to the factors "trust/loyalty" 

and "commitment/loyalty". 

- Rapp and Collins (1990), in their study inferred that the goal of relationship marketing is establishment 
and maintenance of an ongoing relationship between the economic unit and its customers, such that the 

relationship is beneficial for both sides.  

- Blomqvist et al., (1993) have suggested the following major factors for the relationship marketing: 
Every customer is regarded as an individual or a unit, apart from the whole.  

The corporate activities are mainly directed to the target customers. 

This style of marketing is based on the interaction and conversation.  
The economic unit is trying to achieve profitability through reducing the customers' turnovers and 

reinforcing the relationships with customers. 

- Gomson (1993) concluded that the relationship marketing will be useful when the management of 

interactions, relations and networks becomes a fundamental issue. The relationship marketing plans to 
build relationships with target customers and also to reinforce and maintain that relationship to meet the 

ends of both sides in that way. This can be achieved when there is a mutual coexistence and the promises 

and commitments will be fulfilled.  
- Thurau et al., (2002) in their research which dealt with the service sectors came to the conclusion that 

the advantages of establishing a relation, involving the social advantages, confidence creation and special 

behaviors, have a positive and significant relationship with commitment and customer satisfaction which 
are influential on the customer loyalty and word of mouth positive advertising in return.  

- Adamson et al., (2003), in their study came to the conclusion that the successful banks have had more 

efforts in applying the relationship marketing and establishing long term relations with customers 

comparing with unsuccessful banks. 

Research Hypotheses 

1. Trust, as an element of the relationship marketing, has a positive and significant effect on the 

establishment of customer loyalty.  
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2. Notification, as an element of the relationship marketing, has a positive and significant effect on the 

establishment of customer loyalty. 

3. Commitment, as an element of the relationship marketing, has a positive and significant effect on the 
establishment of customer loyalty. 

4. Conflict resolving, as an element of the relationship marketing, has a positive and significant effect on 

the establishment of customer loyalty. 
5. The effects of relationship marketing factors in two Melli and Parsian Banks are significantly different.  

The Basic Objectives of Research 

a) General objective: 

1. Evaluation of the effects of the foundations of the relationship marketing on the customer loyalty 

b) Specific objectives: 

1. Evaluation of the effects of commitment, trust, communications and conflict management on the 

customer loyalty 
2. Ranking the factors of relationship marketing form the perspectives of customers 

Theoretical Framework of Research 

The theoretical framework of the research which has been designed according to Ndubisi is as follows: 
  

 
Diagram 1: The research conceptual model using Ndubisi model (2005) 

Source: Nelson and Chan (2005) 

 

MATERIALS AND METHODS 

Research Methodology 

The research method, regarding the objectives and nature, is practical and regarding the data collection in 

testing the hypotheses, it is a descriptive survey.  

Statistically, because of using the sample size to generalize the findings to the population and results, the 
research is therefore analytical and since it deals with studying what exists and comparing the customers' 

opinions in two Keshavarzi and Pasargad banks, it is a descriptive-comparative research.  

Measurement Tools 
The main measurement tool for the present paper is questionnaire. 

Reliability of the Research Tools 

In order to determine the reliability of questionnaires, Cronbach's alpha coefficient was used, Cronbach's 
alpha coefficient for this questionnaire equaled 82% through SPSS, which confirms that the questionnaire 

is reliable.  
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Sampling Method and the Sample Size Determination 

The sample size of the customers of banks was calculated by the following formula: 

The error extent at the level of 95 per cent = 
𝑍𝑎
2

2
  

Probability of success = P 
Probability of failure = Q 

Allowable error = E
2
 n = 

𝑍𝑎
2

2
 

𝐸2
˟ (p.q) 

Therefore, 200 statistical samples were chosen. n = 
1.962

0.072
 ˟ (0.5 ˟ 0.5) ≃ 200 

Data Analysis Method 
For testing the assumption of the equality of the means of the two populations in this research, the two-

sample T-test and the total rates test (UMann-Whitney) were used to make sure whether the samples 

enjoy a continues common (common mean) statistical population or the populations are dissimilar 

(having different means).  
Next, Friedman test were used to compare and prioritize the factors in the hypotheses.  

 

RESULTS AND DISCUSSION 

Results of the Statistical Analysis of Hypotheses 

In this part of research the results of statistical analysis performed for each hypothesis mentioned in the 

research is presented, then the comments of the Keshavarzi and Pasargad customers are compared using 
UMann-Whitney and in the end, the six main research hypotheses will be ranked by Friedman's variance 

analysis.  

Result of Statistical Analysis for the First Hypothesis 

First hypothesis: Trust, as an element of the relationship marketing, is influential on the establishment of 
customer loyalty. 

 

Table 1: The result of first hypothesis analysis using T-test 

Calculated T Degrees of 

freedom 

Significance level Error level Test result 

-8.16 189 0.00 0.05 Rejecting H0 

 
As regards the significance level is smaller than the error level and the calculated t is not placed between 

1.96 and -1.96, hypothesis H0 is rejected; in other words, at the confidence level of 95% we can say that 

the sample data just do not imply the approval of H0, therefore with the error level of 5%, one can claim 

that trust has a positive effect on the customer loyalty among the customers of Keshavarzi and Pasargad 
banks. In order to determine the effect level of trust on the customer loyalty, the estimated distances are 

presented in the following table with 95% confidence.  

 

Table 2: Statistical indicators of the impact of trust on the customer loyalty 

Estimated distance of trust on 

customer loyalty with 95% of 

confidence 

Standard deviation Mean 

The upper 

limit of 

confidence 

The lower limit 

of confidence 

-0.70 -1.14 1.12 2.09 

 

The findings of the above table suggest that the average effect of trust on the establishment of customer 

loyalty with 95% confidence is between -0.70 and -1.14.  
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Result of Statistical Analysis for the Second Hypothesis 

Second hypothesis: Notification, as an element of the relationship marketing, is influential on the 

establishment of customer loyalty. 
 

Table 3: The result of second hypothesis analysis using T-test 

Calculated T Degrees of 

freedom 

Significance level Error level Test result 

-7.64 189 0.00 0.05 Rejecting H0 

 

As regards the significance level is smaller than the error level and the calculated t is not placed between 

1.96 and -1.96, the hypothesis H0 is rejected; in other words, at the confidence level of 95% we can say 
that the sample data just do not imply the approval of H0, therefore with the error level of 5%, one can 

claim that notification has a positive effect on the customer loyalty among the customers of Keshavarzi 

and Pasargad Banks.  
In order to determine the effect level of notification on the customer loyalty, the estimated distances are 

presented in the following table with 95% confidence.  

 

Table 4: Statistical indicators of the impact of notification on the customer loyalty 

Estimated distance of 

notification on customer loyalty 

with 95% of certainty 

Standard deviation Mean 

The upper 

limit of 

confidence 

The lower limit 

of confidence 

-0.57 -0.99 1.12 2.18 

 

The findings of the above table suggest that the average effect of notification on the establishment of 

customer loyalty with 95% confidence is between -0.57 and -0.99. 

Result of Statistical Analysis for the Third Hypothesis 

Third hypothesis: commitment, as an element of the relationship marketing, is influential on the 

establishment of customer loyalty. 

 

Table 5: The result of third hypothesis analysis using T-test 
Calculated T Degrees of freedom Significance level Error level Test result 

-9.48 189 0.00 0.05 Rejecting H0 

 

As regards the significance level is smaller than the error level and the calculated t is not placed between 

1.96 and -1.96, the hypothesis H0 is rejected; in other words, at the confidence level of 95% we can say 

that the sample data just do not imply the approval of H0, therefore with the error level of 5%, one can 
claim that commitment has a positive effect on the customer loyalty among the customers of Keshavarzi 

and Pasargad Banks.  

In order to determine the effect level of commitment on the customer loyalty, the estimated distances are 
presented in the following table with 95% confidence. 

 

Table 6: Statistical indicators of the impact of commitment on the customer loyalty 
Estimated distance of commitment on 

customer loyalty with 95% of 

certainty 

Standard deviation Mean 

The upper limit 

of confidence 

The lower limit of 

confidence 

-0.69 -1.07 0.98 2.106 
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The findings of the above table suggest that the average effect of commitment on the establishment of 

customer loyalty with 95% confidence is between -0.69 and -1.07. 

Result of Statistical Analysis for the Fourth Hypothesis 
Fourth hypothesis: conflict resolving, as an element of the relationship marketing, is influential on the 

establishment of customer loyalty. 

 

Table 7: The result of fourth hypothesis analysis using T-test 

Calculated T Degrees of 

freedom 

Significance level Error level Test result 

-6.41 189 0.04 0.05 Rejecting H0 

 
As regards the significance level is smaller than the error level and the calculated t is not placed between 

1.96 and -1.96, the hypothesis H0 is rejected; in other words, at the confidence level of 95% we can say 

that the sample data just do not imply the approval of H0, therefore with the error level of 5%, one can 
claim that conflict resolving, an element of the relationship marketing, has a positive effect on the 

customer loyalty among the customers of Keshavarzi and Pasargad Banks.  

In order to determine the effect level of conflict resolving on the customer loyalty, the estimated distances 
are presented in the following table with 95% confidence. 

 

Table 8: Statistical indicators of the impact of conflict resolving on the customer loyalty 
Estimated distance of conflict 

resolving on customer loyalty with 

95% of certainty 

Standard deviation Mean 

The upper limit 

of confidence 

The lower limit of 

confidence 

-0.46 -0.82 1.05 2.38 

 
The findings of the above table suggest that the average effect of conflict resolving on the establishment 

of customer loyalty with 95% confidence is between -0.46 and -0.82. 

Result of Statistical Analysis for the Fifth Hypothesis 
U Mann- Whitney test was used in order to test this research hypothesis. From 190 questionnaires 

collected, 130 samples belonged to the customers of Keshavarzi Bank and 60 other samples belonged to 

the customers of Pasargad Bank. For evaluating this hypothesis, four secondary hypotheses were raised 
that compare the impact of relationship marketing factors on the customer loyalty among the clients of 

Keshavarzi and Pasargad banks.  

Testing the First Sub-hypothesis 

 

Table 9: The average rating for trust 
Total rates Average rates Number C.M  

179683 598.95 130 Customers of 
Keshavarzi Bank 

540916 601.02 60 Customers of Pasargad 
Bank 

Trust 

  190 Total 

 

Table 10: U Mann-Whitney test, assessment of the various opinions of customers about the factor of 

trust 

Services 

U Mann- Whitney 134533 

Wilcoxen 179683 
Z test -0.96 % 

Asymp.sig (2-tailed) 923 % 



Indian Journal of Fundamental and Applied Life Sciences ISSN: 2231– 6345 (Online) 
An Open Access, Online International Journal Available at www.cibtech.org/sp.ed/jls/2015/03/jls.htm 
2015 Vol. 5 (S3), pp. 251-260/Hoseinpour et al. 

Research Article 

© Copyright 2014 | Centre for Info Bio Technology (CIBTech)  257 

 

As the above test shows, the average domain of the customers of Pasargad (601.02) is bigger than the 

average domain of the customers of Keshavarzi Bank (598.95), however we should make sure whether 

the difference is statistically significant.  
The table of U-test analysis shows that the test result is 923% that is bigger than 5%; in other words the 

calculated Z is placed between +1.96 and -1.96. Therefore, the research hypothesis is rejected and the 

hypothesis H0 is supported, so "there is no significant difference between the customers' comments in 
Keshavarzi and Pasargad banks about the impact of the factor of trust on loyalty." 

Testing the Second Sub-hypothesis 

The second sub-hypothesis deals with a comparative study of the customers' comments on the effects of 

notification, one of the relationship marketing factors, on engendering loyalty.  
 

Table 11: The average rating for notification 

Total rates Average rates Number C.M  

45127 300.85 130 Customers of 
Keshavarzi Bank 

135172 300.38 60 Customers of 

Pasargad Bank 

services 

  190 Total 

 

Table 12: U Mann-Whitney test, assessment of the customers' various opinions about notification 

Location 

U Mann- Whitney 33697 

Wilcoxen 135172 

Z test -0.032 % 

Asymp.sig (2-tailed) 974% 
 

Regarding the above table, the average domain of the customers of Pasargad Bank (300.38) is smaller 
than the average domain of the customers of Keshavarzi bank (300.85), however we need to see whether 

the difference is statistically significant or not. 

The table of U-test analysis shows that the test result is 974% that is bigger than 5%; in other words the 
calculated Z is placed between +1.96 and -1.96. Therefore, the research hypothesis is rejected and the 

hypothesis H0 is supported, so "there is no significant difference between the customers' opinions in 

Keshavarzi and Pasargad banks about the impact of the factor of notification." 

Testing the Third Sub-hypothesis 
The third sub-hypothesis deals with a comparative study of the customers' comments on the effects of 

commitment, one of the relationship marketing factors, on engendering loyalty.  
 

Table 13: The average rating for commitment 

Total rates Average rates Number C.M  

365456 812.12 130 Customers of 
Keshavarzi Bank 

1255444 929.96 60 Customers of 

Pasargad Bank 

services 

  190 Total 
 

Table 14: U Mann-Whitney test, assessment of the customers' various opinions about commitment 

Promotion 

U Mann- Whitney 263981 

Wilcoxen 365456 

Z test -4.347 % 
Asymp.sig (2-tailed) 000% 
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Regarding the above table, the average domain of the customers of Pasargad Bank (929.96) is bigger than 

the average domain of the customers of Keshavarzi Bank (812.12), however we need to see whether the 

difference is statistically significant or not. 
The table of U-test analysis shows that the test result is 000%, that is smaller than 5%; in other words the 

calculated Z is not placed between +1.96 and -1.96. Therefore, the research hypothesis is supported and 

the hypothesis H0 is rejected, so "there is a significant difference between the customers' opinions in 
Keshavarzi and Pasargad banks about the impact of the factor of commitment." 

Testing the Fourth Sub-hypothesis 

The fourth sub-hypothesis deals with a comparative study of the customers' comments on the effects of 

conflict resolving, one of the relationship marketing factors, on engendering loyalty.  
 

Table 15: The average rating for conflict resolving 

Total rates  Average rates Number C.M  

173845 579.48 130 Customers of 
Keshavarzi Bank 

546755 607.51 60 Customers of 

Pasargad Bank 

Services 

  190 Total 
 

Table 16: U Mann-Whitney test, assessment of the customers' various opinions about conflict 

resolving 

Staff 

U Mann- Whitney 128695 

Wilcoxen 173845 
Z test -1.392 % 

Asymp.sig (2-tailed) 664% 
 

Regarding the above test, the average domain of the customers of Pasargad Bank (607.51) is bigger than 

the average domain of the customers of Keshavarzi Bank (579.48), however we need to see whether the 

difference is statistically significant or not. 
The table of U-test analysis shows that the test result is 664% that is bigger than 5%; in other words the 

calculated Z is placed between +1.96 and -1.96. Therefore, the research hypothesis is rejected and the 

hypothesis H0 is supported, so "there is no significant difference between the customers' opinions in 
Keshavarzi and Pasargad banks about the impact of the factor of conflict resolving." 

Ranking Test 

Ranking the Research Hypotheses from the Perspectives of Customers of Keshavarzi Bank 

For the statistical analysis and ranking the hypotheses Friedman ANOVA was utilized. 
The results of statistical analysis of the questionnaire data related to the above hypothesis from SPSS 

software are shown in the following table.  
 

Table 17: The result of Friedman ANOVA test analysis of customers of Keshavarzi Bank 

Calculated T Degrees of 

freedom 

Significance level Error level Test result 

42.36 3 0.00 0.05 Rejecting H0 

 

Regarding the significance level that is smaller than the error level of 0.05 per cent, we can say that the 
sample data do not provide a good reason for supporting H0 at the confidence level of 95%. Therefore H1 

assumption is approved; in other words, with 95% of confidence we can say that there is a significant 

difference between at least two ranks of the relationship marketing ranks.  

The ranks of the factors of relationship marketing from the perspective of the customers of Keshavarzi 
Bank have been presented in the following table. 
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Table 18: Priority of the relationship marketing from the perspectives of the Keshavarzi bank 

customers 

Primary criterion Average rank Loyalty priority 

Trust 2.31 1 
Conflict resolving 2.45 2 

Commitment 2.48 3 

Notification 2.50 4 

 

As you can see in the above table, the most influential factor in creating loyalty is trust, while the least 

influence on the loyalty in comparison with other factors belongs to notification.  

Ranking the Research Hypotheses from the Perspectives of Customers of Pasargad Bank 
The results of statistical analysis of the questionnaire data related to the above hypothesis from SPSS 

software are shown in the following table.  

 

Table 19: The result of Friedman ANOVA test analysis of customers of Pasargad Bank 

Calculated T Degrees of 

freedom 

Significance level Error level Test result 

55.24 3 0.00 0.05 Rejecting H0 

 

Regarding the significance level that is smaller than the error level of 0.05 per cent, we can say that the 

sample data do not provide a good reason for supporting H0 at the confidence level of 95%. Therefore H1 

assumption is approved; in other words, with 95% of confidence we can say that there is a significant 
difference between at least two ranks of the relationship marketing ranks.  

The ranks of the factors of relationship marketing from the perspective of the customers of Pasargad Bank 

have been presented in the following table. 
 

Table 20: Priority of the relationship marketing from the perspectives of the Pasargad Bank 

customers 

Primary criterion Average rank Loyalty priority 

Conflict resolving 2.39 1 

Trust 2.41 2 

Commitment 2.49 3 
Notification 2.50 4 

 

As you can see in the above table, the most influential factor in creating loyalty within the customers of 

Pasargad Bank is conflict resolving, while the least influence on the loyalty in comparison with other 
factors belongs to notification. 

 

RESULTS AND DISCUSSION 
The subject of this research was studying the impacts of the foundations of relationship marketing on the 

customer loyalty in two Keshavarzi and Pasargad banks.  

The research results suggest that in Keshavarzi Bank trust, communications, conflict management and 

commitment were respectively influential on the customer loyalty. About the performance of the state-
owned bank regarding these four factors we should say that the relatively best performance of bank was 

in the field of confidence-building, however in the area of conflict management and communications and 

commitment the bank performance was moderately acceptable and also in the field of establishing loyalty 
the state-owned bank performance was evaluated as average.  

In Pasargad bank too, the priority of the influential factors on the customer loyalty involves the conflict 

management, communications, then trust, and finally commitment with an equal effect was not influential 
on the customer loyalty in the private bank. The private bank performance in the field of communications 
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and trust was well but in the field of commitment, it was weaker than the previous two factors. According 

to the analysis results, we can say that the private bank had a better performance in the field of the 

foundations of relationship marketing in comparison to the state-owned bank. Therefore we can conclude 
that the private bank moves mainly in the direction of maintaining the long term relations with customers 

and the relationship marketing approach.  
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