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Abstract

Today,inthenew competitiveenvironment,thedevelopmentofclose,long-lasting

relationshipswithselectedtargetcustomerhasbeenoftenadvocatedintheinternational

literatureasamajorstrategictooltolimitcompetitioninmarketsandtodefendbank

profitabilityinthelongrun.Recentlymorethaneverbefore,strongcompetitionand

increasingcustomerawarenessandcomplexityarethebigchallengestothebankingsector.

Accordingtomarketingscholars,relationshipmarketingisthebeststrategyforthispurpose.

Thisresearchseekstoempiricallyevaluatetheimpactoftheunderpinningsofrelationship

marketingoncustomerloyaltyinCommercialBankofEthiopia.Theresearchinvolved

respondentsof400customersandeightbranchmanagersofcommercialbankofEthiopia.

Thetoolsusedfordatagatheringwerequestionnaireandinterviewforcustomersandbranch

managersrespectively.ThedatawereanalyzedusingStatisticalPackageforSocialScientists

20.0version.Descriptivestatistics,Correlation,independentsampleT-Test,Analysisof

Variance(ANOVA),multipleRegressionanalysiswereusedtoanalyzethedatafromthe

customersurvey.Theresultsobtainedbyanalyzingthedataindicatethatthereisapositive

relationbetweenrelationshipmarketingfactorsandcustomers’loyalty.Commitment,

empathy,trustandconflicthandlingfactorsholdthefirsttofourthprioritiesinrelationtothe

customers’loyalty.Thefindingsshowtherecognitionoftherelationshipmarketingandits

extensionofthedimensionsareessentialfactorstoretaincustomersandimprovingloyalty.It

isalsorecommendedthatthebanktoworkonrelationshipmarketingaggressively.

Keywords:Relationshipmarketing,Trust,Commitment,Conflicthandling,Empathy,and

customerloyalty.
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CHAPTERONE

INTRODUCTION

1.1 BackgroundoftheStudy

Todaybanksareworkinginahighlycompetitiveandrapidlychangingworkenvironment.

Topbankmanagementknowstheimportanceofestablishingstrongrelationshipswith

customerstoensurelong-termprofitabilityandsustainablecorerevenues.

Nowadays,themainmarketingfocusisshiftingtowardscustomer.Overthepastfifteenyears,

amajorshifthasoccurredinthewaysthatindustrialcompaniesdealwiththeircustomersand

suppliers.Thischangecameaboutwhencompaniesrecognizedthatasustainablecompetitive

advantageintheglobaleconomy,increasingly,requirescompaniestobecometrusted

participantsinvariousnetworksorsetsofstrategicalliances(MorganandHunt,1994).

WorthingtonandHorne(1998)conductedresearchonanewrelationshipmarketingmodel

anditisapplicationandconcludedthatrelationshipmarkingisbeingputforwardasanew

paradigmformarketingandisparticularlyrelevantforthemarketingoffinancialservices,

withtheirpotentialforlongtermandwiderelationshipsbetweenfinancialinstitutionand

customer.FergusonandHlavinka(2007),theirdeeperlookintorelationshipmarkingreveals

thatbanksarecustomizingtheirrelationshipbuildingstrategiestocreatevaluepropositions

asuniqueastheinstitutionsandcustomerstheyserve.Theyalsoindicatedthatwhenbanks

useloyaltyprogramstobringabouttrustandbuildconfidenceinthebrand,thecustomer

relationshipwilldeveloporganically,andsowillprofits.Itisarguedthatbuildingenduring

customerrelationshipisthesecrettofurtheringgrowthandshouldbeanunquestionedaxiom

bybankers.

Theshiftinthemarketingparadigm (Gronroos,1997),asaresultofglobalizationof

businessesandtheevolvingrecognitionoftheimportanceofcustomersretention,customer

loyalty,marketeconomiesandcustomersrelationshipeconomies,asbroughtcompaniesto

deliverthebenefitsthataccruetocustomers.Theglobalfinancialcrisishasleftbankers

searchingforaprofitablepathforwardinapermanentlyalteredcompetitivelandscape.It

becomesworsenedwiththesunk-publictrustinfinancial-servicescompanies,underscoring

theneedforretailbankersbadlydamagedcustomerrelationship.

LaceyandMorgan(2009)findingssuggestthatcustomerswithstrongerlevelofcommitment
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areindeedmorewillingtocontributeascustomersadvocates.Theyalsopointedoutthat

relationshipmarketingrepresentsadramaticchangeinbuyers-sellerinteractionsfromthe

previoustransaction-basedmarketingthatfocusedonasingletransaction.Effective

relationshipmarketingheavilyreliesondevelopingstrategicpartnershipswithcustomers

(BooneandKurtz,2005).

Studiesoftheimpactofrelationshipmarketingoncustomerloyaltyoutcomesleanto

approachthewaycustomersencounteraproblemwithregardtotheservicesprovidedbythe

banks.Asmallgroupofstudiestreatthatcustomerloyaltyisafunctionoftrust,commitment

andconflicthandling.Theevidenceisalmostuniformlyconsistentinindicatingthat

customersareloyalwhenthebanksrelationshipmarketingisgood.Arelativehandfulstudy

of(Ndubisi,2006)havespecificallyexaminedthatrelationshipmarketingsuchastrust,

commitmentandconflicthandlinghaveadirecteffectedoncustomersloyalty.

TheCommercialBankofEthiopiawasestablishedinitspresentformbyamergerofonethe

nationalizedprivatebanks(AddisBank)withthatofthepubliclyownedcommercialbankby

proclamationno.184(1980).Since1992Ethiopiahasbeengraduallyliberalizingitsfinancial

sector.Oneofthemaintargetsoffinancialinstitutionsismobilizingresourcesspecifically

domesticsavingsandchannelinginvestment(Alemayehu,2006).

TheCBEisgovernmentownedbankwhichprovidesvariousserviceslikesavingsand

checkingaccounts,givingshort-termandlongtermloans,foreignexchangetransactions,and

moneytransferservices.Furthermoreitparticipatesininvestments,provideassurancesand

perform othercommercialbankingactivities.Itplaysacatalyticroleintheeconomic

progressanddevelopmentofthecountry.CurrentlyCBEhasmorethan9millionaccount

holdersanditcombinesawidecapitalbasewithmorethan26,000talentedandcommitted

employees.CBEhasreliableandlong-standingrelationshipwithmanyinternationalbanks

throughouttheworld.Despiteofthesefocusingonprofitablecustomerenhancetheactivities

thanothercompetitors(Bryant2009).Thebankhasfifteendistrictsandabove1160branches

wherethebranchesinAddisAbabaareclassifiedunderfourdistrictnamelyNorth,South,

Eastand WestAddisAbaba.Underwhich thereareatotalof195 branches.

(www.cbebanketh.com).Therefore,thestudytriesshowstheimpactofrelationshipmarketing

underpinningtrust,commitment,conflicthandlingandempathyoncustomerloyaltyin

bankingsectors,thecaseofCommercialBankofEthiopia.
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1.2 ProblemStatement

Accordingto(Hinnawi,2011),bankshavetolookdifficultiestomeetthehighgrowthof

customerexpectationsandbanksarefightingeachothertoachieveagreatsliceofthemarket

sharewithaglobalizationeffect.Recentlymorethaneverbefore,strongcompetition,

fragmentationofmarkets,shortlifecyclesofproductsandincreasingcustomerawareness

andcomplexityarethebigchallengestothebankingsector(Tsegay,2011).

Asthecompetitiveenvironmentbecomesmoreturbulent,themostimportantissuethesellers

faceisnotonlytoprovideexcellentandgoodqualityproductsorservices,butalsotokeep

loyalcustomerswhowillcontributelong-termprofittoorganizations.Tocompeteinsuch

swarmingandinteractivemarketplace,marketersareforcedtolookbeyondthetraditional

4Ps(Product,Price,Placementandpromotion)ofmarketingstrategy.However,dueto

increasedcustomerawareness,customersaremoredemanding,andthosebankshaving

strongrelationshipswiththeircustomershavestrongcompetitiveadvantageintermsof

increasingprofitability,marketshare,customerretention,attractingnew andpotential

customersoverotherbanksandinacompetitivemarketplace,customersareeasilylost

throughindifferentservices(Oracle,2002).Customersarebecomingsolidertoplease,they

aresmarter,morepricesensitive,morechallenging,lesssympathetic,andtheyare

approachedbymanymorecompetitorswithequalorbetteroffers(Kotler,2007).

Relationshipmarketingshouldbedirectedtowardsallcustomersofthebank.Mostbanksare

characterizedbyhavingbothprofitableandunprofitablecustomers,wheretheformer

subsidizethelatter.Retainingtheprofitablecustomershasbecomeincreasinglydifficultina

competitiveenvironmentwhereotherfinancialinstitutionsspecializeinofferingattractive

servicesandpricestothisrewardingsegment.Relationshipmarketingisoftendirectedonly

atthemostprofitablesegmentsdefinedby,forexample,incomeandwealth(leverinand

Liljander,2006).

Organizationsneedsomemechanismsthatcouldincreasecustomerloyaltyinacoordinate

andchangeorientedbases.Oneofthemechanismsthatcangivesuchbenefitisrelationship

marketing.Relationshipmarketingistheprocessthatorganizationsmusttounderstandthe

customerslikesor/anddislikesandservethecustomersaccordingtotheirdesiretoanchor

themforcontinuousrelationship(KotlerandArmstrong,2010).

Creatinglonglastingandstablerelationshipwithcustomersismandatorytoreducecustomer
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switching.Tomakestablerelationshipwithcustomers’bankshavetostartsuccessfulcontact

withcustomersandcontinuethroughtheentirelifesothatthecustomerscandevelop

confidenceonbanksandtheyfeltthattheymaybemoresecurewithitsserviceswhich

ultimatelyleadtoreducecustomerdefection(GajendranandMuche,2015).

CBE’sdepositmobilizationtargetsandperformancesshow thatdepositbalanceis

concentratedinafewaccounts.31.3% depositbalanceisheldby0.15% ofcustomers

(10,356),64.7% ofdepositbalanceisheldby2.2% ofcustomers(253,331),25.3% of

accounts(2,973,608)havebalancebelowbirr50,and4,318,501accountshavebalancebelow

birr100.Thisshowsthatdepositstructureischaracterizedbyconcentrationofhighvalue

depositswithfewcustomersandlowvaluedepositswithlargernumbersofcustomer.Thus

thereisaneedforcustomerretentionandrecruitinghighvaluecustomersandraisingbalance

peraccount(Depositmobilizationstrategyrevisedfor2015/16–2019/20).

So,themainreasonthatinitiatedtheresearchertoconductthisresearchisCBE’sdeposit

(total)volatilityincreasedovertime.2001-2003itwas6.9%,2004-2010increasedto8.6%

andin2011-2014itraisedto10.5%.Inthedepositmobilizationstrategyrevisedfor2015/16

–2019/20thereasonfortheabovestatedproblemofvolatilityarethehighconcentrationof

depositinafewaccountsandthatthebanknotactivelyworkingtoretainhighvalue

customersandimproveloyalty.Ontopofthisthebankfacesagrowingcompetitionthreats

fromotherbanks.Therefore,Studytriestoinvestigatetherelationshipmarketingdimensions,

trust,commitment,conflicthandling,andempathyofCommercialBankofEthiopia,inorder

todeterminewhetherthesefourdimensions,havetheintendedstrengtheningeffecton

customerloyalty.
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1.3 Researchquestions

Thisstudyhasidentifiedthebelowlistedresearchquestionswithregardtohowrelationship

marketingpracticeofCommercialBankofEthiopiaimpactsloyaltyofitscustomers.

Doestrustinfluencecustomers’loyaltytowardsthebank?

Doescommitmentinfluencecustomers’loyaltytowardsthebank?

Doesconflicthandlinginfluencecustomers’loyaltytowardsthebank?

Doesempathyinfluencecustomers’loyaltytowardsthebank?

1.4 Objectiveofthestudy

1.4.1Generalobjective

Thegeneralobjectiveofthisstudyistoexaminetheimpactofrelationshipmarketingon

customers’loyaltywithintheCommercialBankofEthiopia.

1.4.2Specificobjectives

 Todeterminewhethertrustinfluencestheextentofcustomers’loyaltytowardsthebank.

Tofindoutwhethercommitmentinfluencestheextentofcustomers’loyaltytowardsthe

bank.

Todeterminewhetherempathyinfluencestheextentcustomers’loyaltytowardsthebank.

Toidentifywhetherconflicthandlinginfluencestheextentofcustomers’loyaltytowards

thebank.

1.5 Hypothesis

H1:Thereisasignificantpositiverelationshipbetweenempathyandcustomerloyalty.

H2:Thereisasignificantpositiverelationshipbetweencommitmentandcustomerloyalty.

H3:Thereisasignificantpositiverelationshipbetweentrustandcustomerloyalty.

H4:Thereisasignificantpositiverelationshipbetweenconflicthandlingandcustomer

loyalty.

1.6 Operationaldefinition

Relationshipmarketing–istoidentify,create,maintainandenhancetherelationsinan

efficientcontext,withcustomersandpartiestowhom thefirm hasinteractions

(Taghdiri&Saberi,p.32)
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Trust–perceivedlevelofconfidenceinatransactionpartners’reliabilityandhonestyand

confidenceinanexchangepartner’sreliabilityandintegrity(MorganandHunt,2004).

Commitment–higherlevelofobligationtomakearelationshipsucceedandtomakeit

mutuallysatisfyingandbeneficial(Gundlachetal.,;MorganandHunt,1994).

Conflicthandling–isaproactiveinplanningandimplementationofidentifyingpotential

conflict,solvingconflictbeforetheymanifest,avoidingpotentialconflictandblocking

them(Ndubisi,2007).

Empathy–Empathyistheabilitytoseeasituationfromanotherperson'sperspective

(Wang,2007).

1.7 Significanceofthestudy

Customers’loyaltyisimportanttoanyorganizationintermsofenhancingtheirprofit.

Withoutcustomersitisimpossiblefororganizationtoenhanceorgrowtheirbusinesses.By

observingandstudyingtheircustomers’behavior,firmscandevelopstrategieswhichcan

givethemmoreprofit.Intheservicesectorlikebankingindustry,firmsreallyneedtobe

morealertoftheircustomerneedsandwants.

Theresultofthestudywillprovidecurrentinformationonrelationshipmarketingandits

impactoncustomerloyaltyinthecaseofCommercialBankofEthiopia.

Inaddition,thefindingsofthestudywillbealsousedforothersimilarstudiesinthefuture.

ItisexpectedthatthisresearchcancontributealottotheeffortsmadebyCommercial

BankofEthiopiafortheimprovementofcustomerloyaltythroughprovisionofappropriate

servicetotherespectedcustomers.

Thestudywillalsogiveadirectionforthebankhowtoretaintheexistingcustomers.

Thestudyisalsobelievedtobenefitbothacademiciansandotherpractitionersasa

documentedstudyinthisarea.

1.8 Scopeofthestudy

ThestudyisdelimitedtoeightCommercialBankofEthiopia’sbranchesunderthefour

districtsinAddisAbabanamelyAddisAbababranch(NAAD),AratKilobranch(NAAD),

Megenagnabranch(EAAD),Andinetbranch(EAAD),GofaSeferbranch(SAAD),Finfine
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branch(SAAD),AnuarMesgidbranch(WAAD)andTekleHimanotbranch(WAAD).Other

privatebanksarenotalsoinvolved.Thisismainlybecauseofthelackofbudget,timeand

alsoconsideringthelackofresources.Since,AddisAbabaisoneofthelargestcitiesin

Ethiopiawithmuchdiversepopulation,inwhichitensureswidespreadofpotential

respondentstothestudy.Intermsoftheconstructsshowedintheresearchframeworkare

thefocusingpoints.Otherelementsorunderpinningsmeasurementsofrelationship

marketingareexcludedbecausetheresearcherbelievesthatthisfourhavemoreinfluence

onbankingindustry.Intermsofrespondents,branchmanagerswerechosenoneforeach

branchandonlyprivateinstitutionsaccountholdersandindividualaccountholding

customerswereincluded.Hence,othercustomersofthebankthosewhohavenosaving

accountandonetimeuserswerenotconsideredatthetimeofthedatacollection.Asforthe

governmentaccountholdersalsowerenotconsideredsincethestudyisonCommercial

bankofEthiopiaallgovernmentinstitutionsaretousethebankandarelessaffectedby

relationshipmarketingastheirtendencytoseekpersonalserviceisminimal.

1.9 Limitationofthestudy

Thestudyhaslimitationswithrespecttotimeandcost.Thescopeofthestudybyitselfis

thelimitation.Thegeneralizationofthefindingandconclusiondrawnwillbelimitedto8

CBEbranches.

1.10 Organizationofthepaper

Thepaperwillbeorganizedintofivechapters.Thefirstchapterwilldealwiththeintroduction

ofthetopicandthesecondchapterpresentsreviewofrelatedliteraturewhichwillbeabout

relationshipmarketingandcustomerloyalty.Thethirdchapterwilldealwiththe

methodologyoftheresearchandthefourthchapterpresentsdataanalysis,findingsand

discussionofthedatagathered.Thefifthchapterwillpresentthesummary,conclusion,

recommendationandlimitationsoftheresearch.
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CHAPTERTWO

REVIEWOFRELATEDLITERATURE

Theprimarypurposeofthissectionistogetthetheoreticalunderstandingontheconceptof

relationshipmarketing,thefourunderpinningsunderrelationshipmarketing,customer

loyaltyandtheinterrelationshipbetweentheunderpinningsandcustomerloyalty.First

sectionisthetheoreticalreviewwhichincludesconceptofrelationshipmarketing,definition

ofrelationshipmarketing,underpinningsofrelationshipmarketingandbenefitsof

relationshipmarketing.Thesecondsectionincludestheempiricalreviewwhichcontainsthe

studiesofdifferentresearchersontheimpactofrelationshipmarketingoncustomerloyalty.

2.1 Theoreticalreview

2.1.1 Theconceptofrelationshipmarketing

Sinceearlyin1980,manyfirmshavetendedtocreateconstantinteractionswiththeir

suppliersandotherbeneficiaries.Thenearlyin1983,therelationshipmarketingtermwas

introducedforthefirsttime(Wong,2004;p.86).ResearchersarguethatRM representsa

“paradigmshiftinmarketing”fromitspreviousfocuson“transactions,”inwhichfirmsuse

the“4Pmodel”tomanagemarketing-mixvariables(Gronroos1994,p.4;Shethand

Parvatiyar,2000).Relationshipmarketinghasreceivedmuchattentioninbothacademyand

practiceareasinthelastfewdecades.Itwasduringthelastdecadeofthe20thcenturythat

relationshipmarketingbegantodominatethemarketingfield(Egan,2001).Werequireusing

modernmarketingstrategiestoachievecompetitiveadvantageintoday’scompetitivemarket

placeandalsotomaintainit.Relationshipmarketingisoneofthesestrategies.Relationship

marketingtheorysuggeststhatsuccessfulrelationshipmarketingresultsfromcertainaspects

ofcooperativerelationshipsthatcharacterizesuccessfulrelationalexchanges.Applyingthis

policyalongwithcreatingalong-termcommunication,wecanidentityandenhancethe

activitieswhichareimportantfromthecustomers’pointofview,andalsowecanattract

morecustomersandmakethemloyaltotheorganization(Somayeh,Hasan,Gholamrezaand

Abolfazl.2014;p.90).

Today,thechallengeforprovidersofbankingservicesisattractingmorecustomers,focusing

onbuildinggoodrelationshipswiththem,Creatingsatisfactionandtrust,andbuildingloyalty

withthemthroughmarketingtacticsandconflictmanagement.Gregory(2010)relationship
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marketingcampaignsaredevelopedbylookingatthelifetimerelationshipswithclientsrather

thantheindividualdealingsinordertoincreaseshorttermprofit.ThereforeCommercial

bankswillneedtoincreasetheirbankoutlookandimagetoattractmoreloyalcustomers.

Firmsmustrecognizethatbuildingandmaintainingstrongcustomerrelationshipsare

dependentonbothdedicatedrelationshipmarketingprogramsaswellasdiverseelementsof

theoverallorganization.(RobertW.Palmatier2008:p.83).

ToBuildandMaintainStrongCustomerRelationshipsAfirmmustAssigncustomersa

dedicatedcontactperson,evenifcustomersinterfacethroughmultiplechannels(e.g.,call

center,online)andnotletconflictgounresolved,becauseitwilloverwhelm other

relationship-buildingefforts.

2.1.2 Definitionsofrelationshipmarketing

Generally,therearemanydefinitionsofrelationshipmarketing.Butthedefinitionswhichare

providedbytherelationshipmarketingscholarsandareusedmoreinrelationshipmarketing

literatureswerethetwofollowingdefinitions:

a. Generally,relationshipmarketingistoidentify,create,maintainandenhancethe

relationsinanefficientcontext,withcustomersandpartiestowhomthefirmhasinteractions,

sothattheobjectivesofallgroupsaremetthroughamutualcontact.

b. Relationshipmarketingistoconsiderthemarketingprocessasanetworkof

interactionsandcommunications(Taghdiri&Saberi,p.32).

Katlerhasreferredtorelationshipmarketingastheconceptofbuilding,retentionand

improvementofrelationswithcustomers(Katler,1999).Ontheotherhand(Sheletal.2006)

statesrelationshipmarketingistheunderstandingandmanagingtherelationswithcustomers

andsuppliers.Relationshipmarketingisanewapproachinthebankingindustrytobuild

closeandlong-termrelationshipwithitscustomersinordertoprovideanunderstandingof

thecustomerandtheirsatisfactionconsideringtheincreaseincompetition(Tahmasbi,

2007).Relationship marketing is the customers’ retention,and improvement of

communicationswithcustomersandattractingitmoreandmore(Fontroot&Heiman.2004).

However,(ShethandParvatiyar,2000,p.9)definesrelationshipmarketingastheongoing

processofengagingincooperativeandcollaborativeactivitiesandprogramswithimmediate

andend-usercustomerstocreateorenhancemutualeconomicvalueatreducedcost.

Scholarshavelistedkeyvirtuesthathavebeentheorizedintherelationshipmarketing



10

literature,forexample,trust(Moormanetal.,1993;MorganandHunt,1994;Ndubisi,2004;),

commitment(MorganandHunt,1994;Ndubisi,2004),Chan,2004),empathy(Ndubisi,

2004),conflicthandling(Dwyeretal.,1987;Chan,2004).

2.1.3RelationshipMarketinginBankingSector

Intheincreasinglycompetitiveglobalfinancialworld,relationshipmarketinghasbeen

advocatedasanexcellentwayforbankstoestablishauniquelong-termrelationshipwith

theircustomers.Mostofthecoreproduct/serviceincommercialbankingisfairlygeneric,and

itisdifficultformostbankstocompetepurelyonthiscoreservice.Thus,recognitionofthe

importanceofrelationshipmarketing,especiallyinfinancialservicessector(Alexanderand

Colgate,2000;Ennewetal.,1990)hasgrowninrecentyears.BerryandGresham(1986)

notedthatthepracticeofarelationshipapproachismostappropriatewhen‘theconsumers

requirepersonalservicesand/orselling’.Thisiscertainlythecaseforarangeofthemore

complexproductsinfinancialservicessector,wherethemajorityofcustomersstillpreferto

makebuyingdecisionssupportedbytheexpertiseofstaffwithappropriateknowledge(Dibba

andMeadows,2001).Priortoconsideringthecaseanalysisandinordertoobtainmaximum

insightfromit,itishelpfultoconsidertheliteratureonrelationshipmarketinginbanking.

Researchonrelationshipmarketinginthebankingindustryemergedintheearly1990s

(Perrienet.al.,1992;1993;Kotler,1995).Today,inthenewcompetitiveenvironment,the

developmentofclose,long-lastingrelationshipswithselectedtargetcustomerhasbeenoften

advocatedintheinternationalliteratureasamajorstrategictooltolimitcompetitionin

marketsandtodefendbankprofitabilityinthelongrun(Peterson,1999;Rajan,1992;Sharpe,

1990).

BootandThakor(2000)alsoaddthatarelationshiporientationcanalleviatethesecompetitive

pleasuresbecausearelationshipbankingorientationcanmakeabankmoreuniquerelativeto

competitors.Thusamorecompetitiveenvironmentcanencouragebankstobecomemore

client-drivenandcustomizeservices,thusfocusingmoreonrelationshipbanking.Despitethe

absenceofauniquedefinitionofwhatrelationshipbankingis,thereisgeneralconsensus

amongauthorsthatitisagreatdealmorethanawayofselling;relationshipbanking

representsastrategicchoicewithseriousmanagerialimplication.Thismeansthatits

establishmentrequirestheimplementationofseveralelements(mission,policies,programs,

strategies,organizationalchanges)thatfosteracustomer-orientedculture,encouragemutual

andcontinuousinvestmentintherelationshipandcreateaclimateoftrustandloyalty
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(Moriartyetal.,1983;Perrienet.al.,1993;RicardandPerrien,1999).

AccordingtoMoriarty“…relationshipbankinginvolvesmorethananemphasisontotal

customerprofitabilityandcross-selling;itincludesanacknowledgedperceptionofmutual

interdependencebetweenthebankandthecustomer…Theperceivedinterdependenceofboth

partiesisoftenbasedonmutualtrustandopenness,sharedobjectives,andacommitmentto

doingbusinesswitheachotheronlong-termbasis”(Moriarty,1983).Boot(2000)also

definesrelationshipbanking“astheprovisionoffinancialservicesbyafinancial

intermediarythatinvestsinobtainingcustomer-specificinformation,oftenproprietaryin

natureandevaluatetheprofitabilityoftheseinvestmentsthroughmultipleinteractionswith

thesamecustomerovertimeand/oracrossproducts”(Boot,2000).Thecombinationofthese

definitionsallowsexaminingtheprincipleelementscharacterizingrelationshipbanking,

whichcanbesummarizedasfollow:

-Itisapersonalizedprocessasitisbasedonongoinginteractionbetweentwopartiesandon

adeepknowledgeofcustomer’sfinancialneeds

-Itisalong-termprocess:relationshipbankingimpliesmultipleinteractionswiththesame

customerovertimeand/oracrossproducts,aimingatincreasingcustomerloyaltyand

stabilizingthebankprofitabilityinthelongrun

-Itmustbeprofitableforbothparties:arelationshipcandeveloponlyifboththebankand

thecustomerrealizeitaddsvalueandseekstofostertheircommitmentandtrust

-Itinvolvesanumberofclient-specificinformation,oftenproprietaryinnature

-Ittendstobeasymmetric;accordingtotheliterature,inbankingrelationshiptheoverall

qualityandeffectivenessoftherelationshipgenerallyrestontheserviceproviders.

AccordingDibbandMeadows(2001)citedbyPerrienandRicard(1995)’sresearchabout

relationshipmarketingincommercialbankingarangeofissuesmustbeaddressedifthe

effectivenessofarelationshipstrategyistobeensured:

•Theorganization’sstructuremustbedesignedormodifiedtofitthedecentralizedstructure

requiredbyarelationshipstrategy

•Theinfluenceofhumanresourcesmanagementpoliciesontheeffectivenessofrelationships

mustbeconsidered,particularlyinviewofpotentialgapsbetweensellers’andbuyers’

perceptions

•Thebestwaytoproviderelationshipmanagerswithinformationanddataabouttheir
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customersmustbeidentified,sothatthebesteffortsaremadetounderstandthose

customersandtheirenvironments

•Thefitofpricingwithintherelationshipmustbeconsidered

•Theroleofthesales-forceinthedevelopmentoftherelationshipmustbeconsideredand

reflectedinsales-forcetraining.

Relationship marketing strategiesaresuccessfulwhen customersaresatisfied and

expectationsandrequirementstocustomersaretailoredanddelivered.Customerswillbe

satisfiedonlywhentheirexpectationsaremetorifthesupplierdeliversmorethanexpected.

Inthebankingindustry,theserviceorproductdeliveredisinmanycasescomplex,the

client'sperceptionorunderstandingoftheproductsmightbehardtomakeclear.Also,asthe

result(financialgainorloss)isrealizedfirstaftertheservicehasbeendelivered,makingthe

productsmoretangiblebyenhancingtransparencyandreducingcomplexityisimportantfor

thebanks.Inpracticetherearetwowaysforthecompany'srepresentativeofdoingthis,

raisingthetrust,commitment,andbondbetweenthecustomerandthesupplieraswellas

raisingthecomprehensibilityoftheproductsbeingsold.Furthermorebanksmustpossessthe

abilitynotonlytogatherandcollectmarketinformation,theymustbeabletotransferand

communicatethisinformationwiththeircustomers.Whenproperlydone,mistrustand

customerdissatisfactioncouldbeavoided(GidhagenandThunman,1998).

2.1.4 Underpinningsofrelationshipmarketing

Asithasbeenstatedabovetherearevariousunderpinningsofrelationshipmarketing.Under

thissectionoftheliteraturereviewthefourkeypointsarediscuss.

2.1.4.1 Trust

Trustisahumancharacteristicthatisbasedonassessmentofoneanother’spersonalitytraits,

motivesandbehaviors(Chu,2009).AsforSinandcolleagues(2002),definestrustasabelief

inarelationshiptoreliablestatementsandothercommitments.Ontheotherhand,Liangand

Wang(2006),statesinthiscontextthattrustis“theperceivedlevelofconfidencein

transactionpartners’reliabilityandhonesty”andconfidenceinanexchangepartner’s

reliabilityandintegrity(MorganandHunt,2004).

(Wetzlsetal.,1998)arguesitseemsthatifpartnersinarelationshiptrusteachothermore

theyaremoreemotionallyinvolvedandlessconsciouslyweighingthebenefitsagainstthe

costsofthatrelationship.Oncetrustisestablished,firmslearnthatcoordinatedjointefforts

willleadtooutcomesthatexceedwhatthefirmwouldachieve,ifitisactedsolelyinitsown
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bestinterests”(AndersonandNarus1990).

2.1.4.2 Commitment

Inmarketing,Moormanetal.(1992)definedcommitmentasanenduringdesiretomaintaina

valuedrelationship.Thisimpliesahigherlevelofobligationtomakearelationshipsucceed

andtomakeitmutuallysatisfyingandbeneficial(Gundlachetal.,1995;MorganandHunt,

1994).CrosbyandTaylor(1983)suggestthatthetendencytoresistchangingpreference

providestheprincipleevidenceofcommitment.Beattyetal.,(1988)defineconsumer

commitmentasthepsychologicalattachmenttoaservicethatdevelops.Acustomerwouldbe

abletodeterminethattheirpurchasebehaviorwasderivedfrom asenseofloyalty.A

substantialresearchhighlightsthatcommitmentisanaffectivenature(Garbarino&Johnson,

1991;Morgan&Hunt,1994;Sheth&Parvatiyar,2002).

Affectivecommitmentreflectsacustomer’ssenseofbelongingandinvolvementwitha

serviceproviderakintoemotionalbonding(Fullerton,2005),whilecalculativecommitment

isthewaythatthecustomerisforcedtoremainloyalagainsthisorherdesire(DeRuyter,

Wetzels&Bloemer,1998).Incalculativecommitment,customercanbecommittedtoa

sellingorganizationbecausetheyfeelthatendingtherelationshipinvolvesaneconomicto

socialsacrifice(Fullerton,2005).However,althoughaffectiveandcontinuancecommitments

aredistinctcomponentsofcommitment,therearenotnecessarymutuallyexclusive

conditions(Allen&Meyer,1990).Ontheotherhand,Commitmentreferstoanimplicitor

explicitpledgeofthecontinuityofarelationshipbetweenexchangepartners(Dwyeretal.

1987).Inmarketing-practiceandresearchitisagreedthatmutualcommitmentamong

partnersinbusinessrelationshipsproducessignificantbenefitsforcompanies(Wetzlsetal.,

1998;Farrelly&Quester,2003).

Commitmentisimportanttothestudyofrelationshipsbecauseitnotonlysignalsenduring

stabilityattheconceptuallevel,butalsoservesasareliablesurrogatemeasureoflong-term

relationshipsattheoperationalandempiricallevel(Farrelly&Quester,2003)

2.1.4.3 Conflicthandling

Ininterpersonalcommunication,conflictoccurswhenanindividualperceivesincompatibility

betweenhisorherpersonalgoals,needs,ordesiresandthoseoftheotherparty.Conflictisa

processinwhichapersonfindsthatanotherpersonhasaffectednegativelyonwhathe

followsorisaprocessthatapersondeliberatelytriestoobstaclethesuccessofothers
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(Rezaeian,2001).Indealingwithconflict,peopleusedifferentstrategiestoaccomplishtheir

goals.Conflicthandlingisanimportantrelationshipbuilder.Eventhoughitisdifficultto

serviceindustries,especiallyinbankingsector,toachievezeroservicefailurebanksputin

placeeffectiveconflictresolutionorproblemsolvingmachinery.Amajorproblemwhichhad

beenresolvedsatisfactorilymayleaveinahappyandloyalcustomer,butmaybeminorissues

ifnothandledcarefullywillresultindefection.Amoreexcellentapproach,forexample

proactiveinplanningandimplementationincludesidentifyingpotentialconflict,solving

conflictbeforetheymanifest,avoidingpotentialconflictandblockingthem.Thoseefforts

couldbringthebetterrelationshipandloyaltytoparticularbankorservicefirm(Ndubisi,

2007).

Thefactorwiththemostsignificantimpactoncustomerrelationshipqualityisunresolved

conflict.Existingresearchclearlydemonstratesthatconflictbetweensellersandcustomers

canquicklydestroytrust,commitment,and,ultimately,arelationshipbuiltthroughmany

yearsofinvestment.Toavoidandreduceconflict,sellingfirmsmustensurethattheir

businessprocessesarealignedtotheirrelationshipmarketingstrategy.Thecompanyculture

mustemphasizetheimportanceofresolvingconflict,andmustinstituteformalsystemsfor

correctingcustomerissues(W.Palmatier,2008)

2.1.4.4 Empathy

Customersaregettingbetterchoiceinbankingoperationwithenhancedfacilities.Most

importantbehaviorcustomersexpectinbankingtransactionistheempatheticattitude.This

indicate,understandthecustomersproblemandmakingprovisionofgoodbankingsolutions

withlesstime.Sinetal.(2002)describedempathyasdealingwithabusinessrelationship

thatenablestwopartiestoseethesituationfromtheother’sperspectivei.e.seekingto

understandsomebodyelse’sdesiresandgoals.Empathyistheabilitytoseeasituationfrom

anotherperson'sperspective(Wang,2007).Ontheotherhand,Parasuramanetal.(1985)

definedempathyasthecaringandindividualattentionthefirmprovidesitscustomers.It

involvesgivingcustomersindividualattentionandemployeeswhounderstandtheneedsof

theircustomersandconveniencebusinesshours.

AlsoAnanthetal.(2011)referredtoempathyintheirstudyonprivatesectorbanksasgiving

individualattention;convenientoperatinghours;givingpersonalattention;bestinterestin

heartandunderstandcustomer’sspecificneeds.Ontheotherhand,itinvolvestheabilityof

individualpartiestoviewthesituationfromtheotherparty’sperspectiveinatrulycognitive
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sense(Chattananon&Trimetsoontorn,2009).Furtherfrontlineemployeesplayavitalrolein

representingthefirminteractionwithoutsidepartiesandinfluencingtherecognition,attitude

andevaluationformedbycustomers(SchneiderandBowen1996).Thusfrontlineemployees

wereconsideredtobeamaindriverofcustomersatisfactionandfavorablesuccessperception.

2.1.5 Customerloyalty

CustomerloyaltyisdefinedbyOliver(1999)asadeeplyheldcommitmenttorebuyorre

patronizeapreferredproductorserviceinthefuturedespitetherearesituationalinfluence

andmarketingeffortshavingthepotentialtocauseswitchingbehavior(Yimetal.,2008).

Loyaltymaymeanquiteapassiveimprovementofsituation.Onehopesthatbadthingswill

changeforthebetterinthefuture.Aloyalcustomerhastolerancetoapproveforawhilealso

inconvenientsituation,forexamplebadprice-qualityrelations.

KotlerandKeller(2006)positthatcustomerloyaltydescribesthetendencyofacustomerto

chooseonebusinessorproductoveranotherforaparticularneed.Increasedcustomerloyalty

isthedesiredendresultforanyproductandthisisthedesiredbenefitofrelationship

marketing.Customerloyaltycanmaketheorganizationachieverevenueandmarketshare

growthandcostshrinkages,astheexpensesassociatedwithacquiringandestablishing

relationshipswithnewcustomersandreplacingoldonesdeclines.Ascostsgodownand

revenuegoesup,profitincreasesasathird-ordereffectofloyalty.Strongrelationships

increasecustomers’cooperativebehaviors,thecoordinated,complementaryactionsbetween

partnerstoachieveamutualgoal.Customersoffertheirsellerpartnersrelationalloyaltyor

favoredstatus,definedasthelikelihoodthatthecustomerprovidesthesellerwithan

advantageorbenefitsintheexchangeprocessbecauseofrelationalties(W.Palmatier,2008;

p.44).Theseadvantagesmightmeanthecustomerengagesinalimitedsearchforalternatives,

rebuyswithoutsolicitingcompetitivebids,ordisclosescompetitivequotessothefavored

sellercanhaveafinalopportunitytowinthebusiness.

However,accordingtoHoletzky(2009),customerloyaltyisthebehaviorofrepeatcustomers

offeringfavorablewordofmouthtofriendsandfamilyaboutacertainproductand/or

organization.Hepositsthatthekeystohappycustomersaretomanageprojectprofitably,

leadthem,buildtrustandcreatevalue.Healsobelievesthat,thetermcustomerloyaltyis

usedtodescribethebehaviorofrepeatcustomers,aswellasthosethatoffergoodratings,

reviews,ortestimonials.
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Increasedcustomerloyaltyrepresentsoneofthemostanticipatedout-comesofrelationship

marketingefforts,butloyaltycanbedefinedandmeasuredinaplethoraofways(Jacobyand

Chestnut1978;Oliver1999).Somestudiesfocusonbehavioralintentions(e.g.,repurchase

intentions,expectationofcontinuity),butthesemeasuresoftensufferundulyfromsituational

influences(DickandBasu1994;JacobyandChestnut1978).Forexample,customerswith

weakrelationalbondsandlittle“ultimateloyalty”mayreporttheirhighexpectationof

relationshipcontinuitysimplybecauseofhighswitchingcosts,alackoftimetoevaluate

alternatives,orplainlaziness(Oliver1999).Evencustomerswithstrongrelationalbondsmay

lacktotalcontroloverpurchasesorneedtoendarelationshipprematurelybecauseof

unforeseenconditions.However,Lawfer(2009)statedthatloyalcustomersareeasiertodo

businesswith,aremorepredictableanddonotattracttheadditionalexpenseusually

associatedwithattractingnewcustomers.

Customerloyaltyisafeelingofcommitmentonthepartoftheconsumertoaproduct,brand,

marketer,orservicesaboveandbeyondthatforthecompetitorsinthemarketplace,which

resultsinrepeatpurchase(SzymiginandCarrigan,2001).Aloyalcustomertoabankisthus,

onewhowillstaywiththesameserviceprovider,islikelytotakeoutnewproductswiththe

bankandislikelytorecommendthebankservices(Fisher,2001).

2.1.6 BenefitsofRelationshipMarketing

Relationshipmarketingstrategyhelpsinunderstandingcustomers’needs,andcanalsolead

tocustomerloyaltyandcostreduction.Researchhasshownthatthecostofservingoneloyal

customerissignificantlylessthanthecostofattractingandservingonenewcustomer

(Ndubisi,2004).Rashid(2003)reportedthatGwinneretal.(1998)concludethatrelationship

marketingcouldbringcustomersthefollowingadvantages:

1-Confidence:reduceanxiety,faithinaproductorserviceprovider,andafeelingof

trustworthinesstowardstheprovider.

2-SocialBenefits:personalrecognitionbyemployees,customersfeelingfamiliarwith

employees,thedevelopmentoffriendshipwithemployees.

3-SpecialTreatment:extraservices,specialprices,higherprioritythanothercustomers.

Withrespecttorelationshipmarketingadvantagesfromtheperspectiveoftheorganizations,

itallowsorganizationsnotonlytoretaincustomers,buttoalsoimproveprofitablyand

decreasecostsofacquisition.Someofthemotivesbehindorganizationalinvestmentin

customerrelationshipbuildingincludeaccesstoprivilegedinformationoncustomerneeds
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andwants(Ndubisi,2004).Relationshipmarketingenablesorganizationstoexpandtheir

business,ifimplementedsuccessfully.Loyalcustomers'word-of-mouthcanbevery

influentialintermsofgatheringnewbusinessandhelpingtoattractnewcustomers,because

satisfiedcustomersconveypositivemessagesaboutthecompany'sserviceandpersonal

recommendationsareoftentakenmostseriouslyinconsumers'purchasedecisions(Gremler

andBrown,1999).As(Stoneetal.2000)reportedthatsatisfiedcustomerscanbecome

powerfuladvocatesforacompany.Newcustomersattractedbythecompany'sreputation

wouldbelikelytogeneraterevenueforthecompanymorequickly.Buildingrelationshipsis

beneficialforboththecustomerandthefirms.Organizationsseekbenefitsinorderto

developarelationshipwiththeircustomers,sothattheywillbeabletocreateacompetitive

advantage.Atthesametime,customersseekabenefittostartarelationshipandrespondwith

theirloyalty.

Therearesomeadvantagesofusingrelationshipmarketinginretailbankingactivitiessuchas

(i)increasedconsumerloyalty(ii)consumersbenefits(iii)improvedpromotionof

complementaryservices(Arturoetal,2007).Moreover,thecustomersexpectmorebenefits

fromtheirbanksthroughmaintaininglongtermrelationshipssuchasreceivinggoodservice,

socialbenefits,confidenceandspecialtreatment(Gwinner,etal.1998).

AccordingtoSinetal.(2005),thebenefitsofrelationshipmarketingaremanyArnettand

Badrinarayanan (2005),including improvementsin competitive advantagesin the

marketplaceBarclayandSmith(1997);Day2000;Hunt(1997),superiorfinancial

performance(Bolesetal.,2000;KalwaniandNarayandas,1995;WalterandGemuenden,

2000),andincreasedlevelsofcustomersatisfaction(Abdul-Muhmin,2002).

Creatingtrustincustomermindsetimportanceforcompaniesbecausefromtheprevious

studiesTrustalongwithcommitmentisanimportantantecedentofloyalty(Balletal.,2004).

Trustisanimportantconstructinrelationalexchangebecauserelationshipscharacterizedby

trustaresohighlyvaluedthatpartieswilldesiretocommitthemselvestosuchrelationships

(Hreinian,1974).Tosupportthisnotion,trusthasbeenpositedasamajordeterminantof

relationshipcommitment(MorganandHunt,1994).Furthermore,Moormanetal.(1993)

foundthattrustbymarketingresearchusersintheirresearchproviderssignificantlyaffected

usercommitmenttotheresearchrelationship.Trustinrelationshippartnerhasbeen

positionedasacentralfactorforcustomerloyaltyChaudhuriandHolbrook(2002)andisa

principalfactorcausingdedication(Berry,2007).
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Trustisconsideredsoimportanttolong-termrelationshipsandenhancingcustomerloyalty.

Manyresearchershavesuggestedthatcustomers’trustisasignificantroleinbuildinglong-

termrelationshipandachievingcustomerloyalty(Berry,1995;BowenandShoemaker,2003;

Chu,2009).Withtrustasaprecursor,acustomerbecomesloyaltoafirmandformsa

commitmenttothatfirm(BowenandShoemaker,2003).

Commitmentisoneofthemostimportantdeterminantsofthestrengthofamarketing

relationship.Thebankofficer’scommitmentinmakingprovisionofbankingfacilities

consideringthevariedneedsofcustomerisoneamongthemajorfactorwhichinfluencesthe

consumer’sattitudetowardsbanks.Thisrequiredahigherlevelofobligationtomakea

relationshipsucceedandtomakeitmutuallysatisfyingandbeneficialtobothcustomersand

bank.Variousstudiesintherelationshipmarketingareahaveshownthatthesetwofactors

seemtobecrucialininfluencingoneanother(AndersonandNarus,1990;Andersonand

Weitz,1992;Kumaretal.,1995;MorganandHunt,1994;Pritchard,HavitzandHoward

1999;Fullerton,2003;Evanschitzkyetal.,2006).Forexample,Pritchard,Havitzand

Howard(1999)foundthatcommitmenttobestronglycorrelatedwithcustomerloyalty.

2.2 Empiricalreview

2.2.1 Theimpactofrelationshipmarketingoncustomerloyalty

Successfulrelationshipmarketingeffortsimprovecustomerloyaltyandfirmperformance

throughstrongerrelationalbonds(e.g.,DeWulf,Odekerken-Schröder,andIacobucci,2001;

Sirdeshmukh,Singh,andSabol,2002).Relationshipmarketingrepresentsastrategic

responsebyfirmstogaincompetitiveadvantage(TakalaandUusitalo,1996).Thekeysuccess

factortosurviveinmaturemarketsreliesonsustaininglong-term relationshipswith

stakeholders(DemadariagaandValor,2007).Customersarethedrivingforceforprofitable

growthandcustomerloyaltycanleadtoprofitability(Hayes,2008).Attempttomake

existingcustomersincreasetheirpurchasesisonewaytostrengthenthefinancialgrowthofa

company(Hayes,2008).Inordertosubstantiatetheresultofthepresentstudy,theresearcher

alsotriedtoincludethefollowingempiricalstudies.

JumaevM.etal.(2012)theirstudyconcentratedonImpactofrelationshipmarketingon

customerloyalty.Itusedadescriptivestudydesignasitsplanofaction.Datawascollected

fromatotalsampleof100respondents,selectedusingsimplerandomsamplingmethodand

severaltechniquesofanalysiswereusedincludingANOVAtest,Correlation,andMultiple
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Regression.Itestablisheswellthattherelationshipmarketingishavinghighinfluenceonthe

customerloyalty.Theresearchprovesthatcustomerloyaltyisanimportantelementof

bankingsuccessintoday’sincreasinglycompetitiveenvironment.Fromthetestsandfindings

allpredictorsincludingcommitment,trust,empathy,perceivedconflicthandling,perceived

valuehavepositivecorrelationtocustomer’sloyalty.

OmidiniaS.etal.(2014)theirstudyconcentratedonassessingtheeffectoftherelationship

marketingonthecustomers’loyaltyinthepublicandprivatebanksoftheQomProvince.

Theresearchconsistedof110customersofaprivatebankandapublicbankintheprovince

ofQom.Thedatagatheringtoolwasquestionnaire.Statisticalsocietyaveragetestand

Friedmantesthavebeenusedtoanalystthedata,correlationtesttostudytherelationship

betweenunderpinningsandcustomers’loyaltyandtheTwosampleT-Testtostudythe

differenceamongvariables.Andtheresultsobtainedbyanalyzingthedataindicatethatthere

isapositiverelationbetweenrelationshipmarketingfactorsandcustomers’loyalty.

Commitment,trust,communicationandconflicthandlingfactorsholdthefirsttofourth

prioritiesinrelationtothecustomers’loyalty.Andalsoamongtheresearchvariablesinthe

twotypesofpublicandprivatebanks,nomeaningfuldifferencecouldbeobserved.

NdubisiN.O.andWahC.K.(2005),theirstudywasFactorialanddiscriminantanalysesof

theunderpinningsofrelationshipmarketingandcustomersatisfaction.Afieldsurveyofbank

customerswhichwasconductedinMalaysiausingquestionnaire.A totalof400

questionnaireswerepresentedand220werecompletedandreturned,thatits55percent

responserate.Thestudylistedsomeimplicationsforpractitionersinrelationtocustomer

relationshipmanagement.First,bankswhichdesiretohaveagoodqualityrelationshipwith

customersshouldinsistthattheirmanagersandstaffacttrustworthily,show strong

commitmenttoservice,showsignsofcompetence,communicateefficientlyandreliably,and

handleconflictssatisfactorily.Thesequalitiesmustbemeasuredinthecustomers’eyes,not

withthebank’syardstick.Second,managementshouldestablisheffectivecommitment,

communication,trust,competence,andconflicthandlingstrategiesbasedonthelistofitems

thatconstitutethesevariables.Byapplyingthesestrategies,whichhavebeenratedhighlyand

lowlybycustomerswithhighandlowperceptionsofqualityrelationshiprespectively,an

effectiveinterventioncanbedesignedtomaintaintheperceptionsoftheformergroupof

customersandtoenhancetheperceptionsofthelatter.

FengY.andZhangX.(2009)theirstudywastheimpactofcustomerrelationshipmarketing
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tacticsoncustomerloyalty.Theresearchusedsurveyasthemainmethodstrategytoresearch.

700undergraduatesandmasterstudentswereaskedfortheirhelptofillthequestionnaireand

101feedbackswerereceived.ThefindingsshowthatServiceQuality,PricePerception,and

ValueOffershaveimpactoncustomerloyaltyindirectlyviathecustomersatisfactionand

trust.Brandimageispositivelyanddirectlyrelatedtocustomerloyalty.However,switching

costsisfoundtobelesscorrelationwithcustomerloyalty,aswellassatisfactionandtrustin

Swedentelecommunicationindustry.Ndubisi&Wah(2005)foundasignificantrelationship

betweenconflicthandlingandcustomerloyalty,indirectlythroughtrustandperceived

relationshipquality.

NezariH.,NazariL.,andAhmadiM.(2016)theirstudywasinvestigatingtheeffectof

relationalmarketingtacticsoncustomers’loyaltyofe-bankingServicesintermsofcustomer

ofbankTejarat.Themaininstrumentusedinthisstudywasaquestionnaire.Thedatawere

analyzedusingSPSSstatisticalsoftware.Theresultshowedthatthecorrelationforeachof

thevariablesoftrust,communication,conflictmanagementandcompetenceinorderof

0.317,0.370,0.637and0.562,whichsuggeststhatcustomersofe-servicesoftajaratbank

branchesinTehran,conflictmanagementandcompetencevariablesthanothershadthe

strongestrelationshipwithloyaltyandtrustandcommunicationvariableshaspoorer

relationshipswithloyalty.

AccordingtothestudyconductedbyMuhammadZ,KashifS,SaleemP.(2010),theresult

showsthatthecustomertrusthassignificantassociationwithcustomerloyalty.

ThestudyconductedbyShiferawBekele(2011),ontheimpactofrelationshipmarketingon

customerloyaltyinthecaseofAbyssiniaBank,healsofoundthattrustdimensionhas

significantpositiverelationshipwiththedependentvariablecustomerloyalty.

MukhiddinJ,DeleepKumar.MandJalalR.(2012)alsofoundthatcommitmentandconflict

handlingarepositivelyrelatedwiththedependentvariablecustomerloyaltyatasignificant

level.

S.SivesanandS.Achchuthan(2012),accordingtotheirstudytrust,conflicthandlingand

commitmentdimensionsofrelationshipmarketingarehighlycorrelatedwithcustomer

loyalty.

SimilarlyPeymanJ.,FreyedonA.andMotrezaF.(2013),accordingtotheirstudyonthe
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impactofrelationshipmarketingoncustomerloyaltyfoundthat,conflicthandlingasa

predictorvariableswassignificantlycorrelatedwithcustomerloyalty.

BokeC.(2015),studytitle,theeffectofrelationshipmarketingoncustomers’loyalty

(EvidencefromZemenbank),thestudywasbasedoninformationcollectedfromboth

primaryandsecondarysourceswithsampleof200customersofZemenBank.Thedata

analysiswasdoneusingfrequencies,percentages,means,standarddeviations,cross

tabulations,andtablesfollowedbydiscussionsandmoreover,inferentialstatisticsof

bivariatecorrelationsandsimpleaswellasmultipleregressionswereused.Thefindings

showthatthereisasignificantandstrongcorrelationbetweenrelationshipmarketingand

customers’loyalty.Thestudyrevealsthatthereisasignificanteffectoftrust,commitment,

communicationsandgratitudeonpredictingcustomerloyalty.Ofthisunderpinnings

gratitudeemergedasstrongestfactorwhichinfluencescustomerloyalty.Andconflict

managementremainedinsignificantandnegligibleoninfluencingcustomerloyaltyinthe

cumulativemodel.

2.3Theoreticalframework

Thispaperaimsatstudyingwhichfactorsofrelationshipmarketingpredictcustomerloyalty

relatingtotheobjectiveofthestudy.Basedonthereviewofliteratureofdifferentscholars

thefollowingframeworkisadoptedfromJumaev,Kumar.M.andHanaysha(2012)stated

thattrust,commitment,conflicthandlingandempathyaredirectpredictorsofcustomer

loyalty.

Figure2.1ResearchFramework
IndependentVariables DependentVariable

Trust

Commitment

Conflicthandling

Empathy

Customer
Loyalty
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CHAPTERTHREE

RESEARCHDESIGNANDMETHODOLOGY

3.1Researchdesignandapproach

Aresearchdesignistheprogramthatguidestheresearcherintheprocessofcollecting,

analyzingandinterpretingthedata.TheresearcherusedExplanatoryandcross-sectional

researchdesignusingquantitativeandqualitativemethodtoprovidesolutiontotheresearch

problems.Anexplanatorystudyisusedtoexplain,understand,predictandcontrolthe

relationshipbetweenvariables.Theresearchwascarriedoutthroughtheuseofcross-

sectionalsurveystudyinthesensethatrelevantdatawerecollectedatonepointintime.Itis

usefulinobtaininganoverallpictureasitstandsatthetimeofthestudy.

3.2Samplingtechnique

Theresearcherusedpurposivesamplingtechniquetoselectthebranches.From15districtsin

EthiopiaonlythefourdistrictsinAddisAbaba(NorthAddisAbaba,southAddisAbaba,East

AddisAbabaandWestAddisAbaba)weretaken.Andalsofromthesefourdistrictsonly

gradefourbranches,whichistwofromeachdistrict,atotalofeightweretakenconveniently.

ThisbranchesareAddisAbababranch(NAAD),AratKilobranch(NAAD),GofaSefer

branch(SAAD),Finfinebranch(SAAD),Andinetbranch(EAAD),Megenagnabranch

(EAAD),Merkatobranch(WAAD),andTekleHimanot(WAAD)basedonwhichthis

branchesareold,largenumberofcustomers,andtheirhighnumberoftransactionwhich

increasesthelevelofinteractionwithcustomers.

Aftertakingtherepresentativebranchestherespondentsfromeachbrancheswereselected

usingsystematicprobabilitysamplingtechniquewhichimprovesthepotentialfortheunitsto

bemoreevenlyspreadoverthepopulation.

3.3Samplesize

Usingapurposivesamplingmethodtheresearcheridentifiedeightbranchesinwhichthe

samplesaretobetaken.Thesamplesarecustomersoftheprivateinstitutionaccountholders

andindividualaccountholdersandbranchmanagers.Accordingtorecentinformationfrom

thebankthetotalnumberofcustomersinsamplebranchesis508,485(Fivehundredeight

thousandandfourhundredeightyfive)(reportasofJune,2016)whichincludesallaccount
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holdersofprivateinstitutionsandindividualaccountholdingcustomersand8(Eight)branch

managers.

Systematicprobabilitysamplingtechniquewasemployedtoselectcustomerrespondents

from theeightbranchesofCommercialBankofEthiopia.Thefollowingsamplesize

determinationformula,byTaroYamane(1967),wasusedtoidentifysamplesizeofcustomer

respondents.

n= N

1+N(e)2

Wherenisthesamplesize,

Nisthetotalpopulationsizeand,

eisthelevelofprecisionorsamplingerror=(0.05)

Thereforethesamplesizeis

Sincethenumberofthepopulationineachbranchesdiffersandthetotalsamplesizeis400,

thesampleforeachbranchislistedinTable3.1.

ni=nNi

N

ni=numberofsampleforthebranches

Table3.1Totalnumberofpopulationandproportionofsamplestakenfromeachbranch

S.NO. BRANCHES
NUMBEROFPOPULATION

(Ni)

NUMBEROF
SAMPLES(ni)

1. AddisAbaba 158,321.00 124
2. Megenagna 37,723.00 30
3. Andinet 47,718.00 38
4. AratKilo 124,695.00 98
5. GofaSefer 27,641.00 22
6. Finfine 49,371.00 39
7. AnuarMesgid 27,641.00 22
8. TekleHimanot 35,375.00 28

TOTAL 508,485.00 400

3.4Methodsofdatacollection

Thestructuredquestionnairesandinterviewwasusedtoobtaindatafromtherespondents.

Thequestionnairedesignedforthisresearch,whichwasfilledbysamplecustomers,was

formulatedasclosed-endedquestionswhicharenormallystructuredforrespondentstoselect

theirchoicesofstatementfromalistofquestionspresentedtothem.ThestudyusedLikert

scalebyfive-pointscalesdescribedas“StronglyDisagree”,”Disagree”,“Neutral”,“Agree”

and“StronglyAgree”.Inthefirstpart,therespondent’sdemographicprofileswereasked
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suchasgender,age,occupation,educationalqualificationandhowfrequentlytheycometo

thebank.Thesecondpartconsistedofitemsbasedonthefourdimensionsoftherelationship

marketingunderpinningswhicharetrust,commitment,conflicthandlingandempathyand

alsothelastpartisbasedoncustomerloyalty.

Thefirstdimension“trust”consistsoffivequestions.Theseconddimensionswhichconsists

offivequestions.Thethirddimensionthatmeasure“conflicthandling”containedsix

questions.WhereallthefirstthreeelementofquestionwereadoptedfromNdubisi(2005)

and(Naceur&Azaddin,2005).Thefifthdimension,“empathy”containedfivequestions

whichwereadoptedfrom(Husyeinetal.,2005).“CustomerLoyalty”dimensioncontained

sixquestionswhichwereadoptedfrom(Ndubisi,2005,Naceur&Azaddin,2005andBeerliet

al.,2004).Thequestionnaireswereadministeredtorespondentsofthebankwhiletheyarrive

atthebranchesbyaskingiftheyarecustomersofthatspecificbranchandwhethertheyare

privateinstitutionsaccountholdersorindividualcustomers.Ifnot,theywereeliminatedform

fillingoutthequestionnaire.Theconsentsofthesampleparticipantswereaskedbeforethe

questionnaireisdistributedandtheywereassuredthattheinformationtheygiveis

confidential.

Regardingthestructuredinterview,itwascollectedfrombranchmanagementoftheselected

bankbranches.Theinterviewsessionwasheldbytheresearcherherself.

3.5Methodsofdataanalysis

Descriptivestatistics,GroupAnalysis,CorrelationandRegression

Descriptivestatisticswasusedmainlytoorganizeandsummarizethedemographicdataof

therespondentaswellasthefirstresearchobjectiveandcorrelationcoefficientswasusedto

showtherelationshipbetweencomponentsofrelationshipmarketingandcustomerloyaltyin

thebank.Correlationisastatisticaltool,usedtofindthedirectionandstrengthof

relationshipbetweenvariables/factors.Correlationprovidesusthetype& directionof

interrelationshipandintensityofrelationshipamongourfactors.Ontheotherhand,

regressionanalysiswascarriedouttomeasuretheimpactofrelationshipmarketingon

customerloyaltyinthebankwithrespecttothehypothesis.Regressionenablestoassessthe

strengthofrelationshipbetweenadependentvariableandoneormoreindependentvariables.

ThevaluesforanalysisareprovidedbyStatisticalPackageforSocialScientists(SPSS)20.0

version.
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ModelSpecification

Theregressionmodelwasdoneintheformof:-

Y=α+β1Χ1+β2Χ2+…..+βnΧn+εi…………………………….……….Eq.1

Where

Yisdependentvariable:-variablewhichisaffectedbyothervariablesorexplainedbythe

independentvariables.

αisanintercept,wheretheregressionlinecrossestheyaxis

β1…βnarethecoefficientoftheindependentvariablesX1 toXn.substitutingboth

dependentandindependentvariablesinequation1above,wehavethefollowingequation

Specifically,forthisstudytheexpressionisappropriate:

CL=α+β1x1+β2x2+β3x3+β4x4+εi---------------------------(2)

Where,

β1isthepartialslopeforx1onyandindicatesthechangeinyforoneunitchangein

x1,controllingx2…….Β5isthesamething

CL–Customerloyalty-dependentvariable

X1-Trust

X2–Commitment

X3–Conflicthandling

X4–Empathy

εI-Errorterm

3.6ValidityandReliability

Beforethequestionnairewasdistributedtotherespondents,thevalidityoftheinstrumentwas

checkedbytheadvisorremovingambiguousitemsandwordingcorrections.Accordingly,

basedontheapprovalobtainedfromtheadvisor,thequestionnairewasusedconsideringthat,

theyarevalid.

Andalsobeforetheactualdatacollectionreliabilitytestwasalsoconductedonselected

customers.Thelevelofreliabilityoftheinstrumentistheconsistencyofthevariables

checkedwiththeCronbach’salphastatistics.Cronbach’salphaisanindexofreliability

associatedwiththevariationaccountedforbythetruescoreofthe“underlyingconstruct”

(Nunnaly,1978).Cronbach’sAlpha’scanonlybemeasuredforvariableswhichhavemore
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thanonemeasurementquestion.Nunnaly(1978)hasstatedthat0.5isasufficientvalue,

while0.7isamorereasonableCronbach’salpha.Cronbach’salphareliabilitycoefficient

normallyrangesbetween0and1.Thecloseralphacoefficientisto1.0,thegreaterthe

internalconsistencyandthereverseistrue.Inthisresearchtheruleofthumbdevelopedby

GeorgeandMallery(2003)wasusedwhereanalphavalue>=0.90isexcellent,>=0.80is

good,>=0.70isacceptable,>=0.60isquestionable,>=0.50ispoor,<=0.50isunacceptable.

Therefore,40questionnairesweredistributedandcollectedtomeasurethereliabilityof

instrumentandthefollowingresultwasobtainedonSPSS.

Table3.2Cronbach'saofConstructs

Source:SPSS Cronbach'saresult based on questionnairesurvey,2017

Sincethevaluesofalltheconstructswereabove0.80,itisconcludedthatthedatacollection

instrumentisconsistentanddependable.

Table3.3ReliabilityStatistics

Source:SPSS Cronbach'sa

result based on questionnairesurvey,2017

3.7Ethicalconsiderations

Theresearchermaintainedscientificobjectivitythroughoutthestudy,recognizingthe

limitationsofhiscompetence.Everypersoninvolvedinthestudywasentitledtotherightof

privacyanddignityoftreatment,andnopersonalharmwascausedtosubjectsintheresearch.

Informationobtainedwasheldinstrictconfidentialitybytheresearcher.Allassistance,

collaborationofothersandsourcesfromwhichinformationwasdrawnisacknowledged.

Construct Number
ofItem

Cronbach'sa Internal
Consistency

Trust 5 0.848 Good
Commitment 5 0.832 Good
ConflictHandling 6 0.855 Good
Empathy 5 0.911 Excellent
Customerloyalty 6 0.820 Good

Cronbach'sAlpha NofItems

.944 32
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CHAPTERFOUR

RESULTSANDDISCUSSIONS

Thischapterdealswiththepresentationofdataanalysisandinterpretation.Tocollectthe

dataandextractfindings,atotalof400questionnaireswerepreparedanddistributedto

customersofeightcommercialbankofEthiopiabranchesunderfourdistrictsinAddisAbaba,

and100%responseswerecollected.

4.1RespondentsResponserate

4.1.1Backgroundinformationofrespondents

Thissectionthatfollowspresentsprofileofrespondentslikeage,gender,occupation,

educationqualificationandyearsofservice.

Table4.1DescriptiveStatisticsofitemsthatmeasurebackgroundinformation.

Frequency Percent
Valid
percent

Cumulative
percent

Gender
MALE 155 38.8 38.8 38.8
FEMALE 245 61.3 61.3 100.0
Total 400 100.0 100.0

Frequency Percent
Valid
percent

Cumulative
percent

Age

BELOW25YEARS 89 22.3 22.3 22.3
26-40YEARS 235 58.8 58.8 81.0
41-55YEARS 56 14.0 14.0 95.0
56-65YEARS 20 5.0 5.0 100.0
Total 400 100.0 100.0

Frequency Percent
Valid
percent

Cumulative
percent

Occupation

BUSINESS 44 11.0 11.0 11.0
STUDENT/HOUSEWI
FE/RETIREE 23 5.8 5.8 16.8
PAIDEMPLOYMENT 333 83.3 83.3 100.0
Total 400 100.0 100.0

Frequency Percent
Valid
percent

Cumulative
percent

Education

DIPLOMALEVEL 99 24.8 24.8 24.8
DEGREELEVEL 256 64.0 64.0 88.8
POSTGRADUATE
LEVEL 45 11.3 11.3 100.0
Total 400 100.0 100.0

Frequency Percent
Valid
percent

Cumulative
percent

Lengthof
years
customers
usedthebank

BELOW5YR 159 39.8 39.8 39.8
5-10YR 141 35.3 35.3 75.0
11-15YR 46 11.5 11.5 86.5
ABOVE15YR 54 13.5 13.5 100.0
Total 400 100.0 100.0
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SPSS:Ownsurvey,2017

4.1.1.1Gender

Table4.1revealsthedemographicinformationoftherespondents.Inthegenderitemfemales,

i.e.61.3%representingabiggerpartofthesamplegroup.However,38.8%percentofthe

respondentsweremales.Majorityofrespondentsarefemales.

4.1.1.2Age

Theresponserateshowsthat58.8%aretheageof26-40yearsold,followedbyrespondentat

theagebelow25yearsoldwith22.3%,14%wereattheagebetween41-55yearsold.The

remainingoftherespondents5%wereattheagebetween56-65years.Fromtheresultwe

canseethatmostoftherespondentsareadults.

4.1.1.3Occupation

Thetabledemonstratesthat83.3%oftherespondentsarepaidemployees,11%areinprivate

business,and5.8%arestudents,housewife,andretiree.Wecanobservethatrespondents

earnincome.

4.1.1.4Educationqualification

Theeducationqualificationsofrespondentsareshownintable4.1indicatesthat64%hold

firstdegree,and24.8%arediplomaholders,and11.3%holdpostgraduatedegree.Fromthe

resultwecanperceivethatabovehalfoftherespondentshavegoodeducationlevel.

4.1.1.5LengthofYearstherespondentsusedthebank’sservice

Theresultsoflengthofyearsthecustomershaveusedthebanksservicesareindicatedin

table4.1.Asitisshowninthetable,39.8%oftherespondentshaveusedtheserviceforless

than5years,35.3%haveusedtheservicebelow5-10yearsand13.5%haveusedthebanks

servicesforabove15years.Ontheotherhand11.5%oftherespondentshaveusedthebanks

servicesfor11-15years.Wecangetrationalanswersfromtherespondentsthatusedthe

banksservicefor5–10yearsandless.
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4.1.2 Dataanalysisoninfluenceofrelationshipmarketingoncustomerloyalty

4.1.2.1Descriptivestatisticsoftrustinfluenceoncustomerloyalty

Table4.2Influenceoftrustoncustomerloyaltytowardsthebank.

Source:SPSS describtivestastics result based on questionnairesurvey,2017

Table4.2revealsthatthestudymeasuredthetrustofcustomersonCommercialbankof

Ethiopiaanditsserviceperformersbytakingfivesubitemsthroughquestionnairesurvey

fromcustomers.Thefirstquestionconcernedwithsecurityoftransactionsthesurveyresult

showedthat,53.4%ofrespondentswereagreed,19.3%respondentswerestronglyagreed,

13.5%ofrespondentsareneutral,while8.1%respondentsweredisagree,and5.7%customer

responseswerestronglydisagree.AsaresultthemajorityoftherespondentsagreedthatCBE

isveryconcernedwithsecurityofcustomers’transactions.

Theseconditemoftable4.1isconcernedwiththebank’sworksandpromisesarereliable.

Theresultshowed39.1%agreedwhichshowsthatthebankworksandpromisesarereliable.

Ontheotherhand27.9%stronglyagreed,22.1%ofrespondentsgaveneutral,8.1disagreed

and2.9% stronglydisagreed.Thisshowsthatthebankhasgoodreliabilityinkeeping

promises.

Thethirditemisconcernedwiththebanks’consistencyinprovidingqualityservices.The

resultshowsthat61.5%ofrespondentsagreedthatthebankisconsistentinprovidingquality

services,19.3%oftheresponseisstronglyagreed,11.2%areneutraland8.1%arestrongly

disagree.Thisshowsthatthebankisprovidingqualityservicesandshouldcontinuewiththis

trend.

Thefourthitemisaquestionifthebankfulfillsitsobligationstocustomers.47.1%strongly

Variables
Strongly
Disagree Disagree Neutral Agree

Strongl
yAgree

Mean(Standard
Deviation)

My bank is very
concernedwithsecurity
formytransactions.

F 23 32 214 54 77
3.7

(1.045)% 5.8 8.0 53.5 13.5 19.3

Mybank’sworksand
promisesarereliable.

F 11 32 158 87 112
3.8

(1.017)% 2.8 8.0 39.5 21.8 28

Mybankisconsistentin
providing quality
services.

F 31 0.00 247 46 76
3.8

(0.990)% 7.8 0.00 61.8 11.5 19.0

My bank fulfills its
obligationstocustomers.

F 31 32 189 69 79
3.6

(1.120)% 7.8 8.0 47.3 17.3 19.8

Ihaveconfidenceinmy
bank’sservices.

F 32 0.00 178 77 113 3.8
(1.084)% 8.0 0.00 44.5 19.3 28.3
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agreed,whichisthemajorityoftherespondentsthatthebankfulfillsitsobligationsto

customers,19.5%agreed,while17.2%wereneutraland8.1%disagreedaswellthesamefor

stronglydisagreed.

Thefifthquestionisifthecustomershaveconfidenceinthebank’sservice.Andthe

responseswere44.5%agreedthismeansthattheyhaveconfidenceintheservicesthatare

givenbythebank.While28.1% stronglyagreed,19% and8.3% neutralandstrongly

disagreerespectively.

Sincealltrustparametersusedunderthisstudyhaveameanscoreofbetween3.6and3.8,

consequently,accordingtothemeanscores,thefindingsinTable4.2implythatcommercial

bankofEthiopiahas,toamoderateextent,adoptedtrustasaonecustomerrelationship

marketingpractice.

4.1.2.2Descriptivestatisticsofcommitmentinfluenceoncustomerloyalty.

Table4.3Influenceofcommitmentoncustomerloyaltytowardsthebank.

Variables

Strongly

Disagree Disagree Neutral Agree

Strongly

Agree

Mean(Standard

Deviation)

My bank offers
personalizedservicesto
meetcustomerneeds.

F 22 30 115 144 89

3.6
(1.089)% 5.5 7.5 28.8 36 22.3

My bank isflexible
whenitsservicesare
changed.

F 10 11 124 159 96
3.8

(0.931)% 2.5 2.9 31 39.8 24
Mybankisflexiblein
servingmyneeds.

F 31 45 91 155 78
3.5

(1.162)% 7.8 11.3 22.8 38.8 19.5
My relationship with
thebankisonethatI
am verycommittedto
continuing.

F 11 20 115 165 89

3.7
(0.953)% 2.8 5 28.8 41.3 22.3

My relationship with
the bank is very
importanttome.

F 31 0.00 36 201 132
4.00

(1.071)% 7.8 0.00 9.0 50.3 33

Source:SPSS describtivestastics result based on questionnairesurvey,2017

Accordingtothedescriptivestatisticsofthesecondvariable,commitment,fivequestions

werepresented.Thefirstitem,thebankofferspersonalizedservicestomeetcustomerneeds,

36%agreed,28.8%areneutral,22.3%stronglyagreed,and7.5%and5.5%disagreedand

stronglydisagreedrespectively.

Theseconditemisaboutthebanksflexibilitywhenitsservicesarechanged.Andtheresult

showsthatthemajority39.8%agreed,31%areneutral,24%stronglyagreedand2.9%and
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2.5%aredisagreedandstronglydisagreedrespectively.

Thethirdquestionisthebanksflexibilityinservingitscustomer’sneeds.Theresultisthat

themajority38.8%agreed,while22.8%areneutral,19.5%stronglyagreed,and11.2%and

7.8%disagreedandstronglydisagreedrespectively.

Thefourthitem isthecustomer’srelationshipwiththebankisonethattheyarevery

committedtocontinue.Themajorityoftherespondents,41.3%agreedand28.8%areneutral.

While22.3%oftherespondentsstronglyagreedand5%and2.8%disagreedandstrongly

disagreedrespectively.

Thefifthitemisthecustomer’srelationwiththebankisveryimportant.Theresultshows

thathalfor50.3%oftherespondentsagreed,and33%stronglyagreed.While9%and7.8%

areneutralandstronglydisagreerespectively.

Sinceallcommitmentparametersusedunderthisstudyhadameanscoreofbetween3.5and

4.0.Thisindicatesthatthebankhasadoptedcommitmentasonerelationshipmarketing

practice.Thebankalsomustremainwiththiscurrentbehaviorandimprovethemmoreinthe

future.
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4.1.2.3DescriptiveStatisticsofconflicthandlinginfluenceoncustomerloyalty

Table4.4Influenceofconflicthandlingoncustomerloyaltytowardsthebank

Variables
Strongly
Disagree Disagree Neutral Agree

Strongl
yAgree

Mean(Standard
Deviation)

Mybanktriestoavoid
potentialconflicts.

F 0.00 32 153 138 77

3.6
(0.885)% 0.00 8 38.3 34.5 19.3

Mybanktriestosolve
manifested conflicts
before they create
problems.

F 10 43 118 163 66

3.5
(0.977)% 2.5 10.8 29.5 40.8 16.5

Mybankhastheability
to openly discuss
solutions when
problemsarise.

F 21 22 76 218 63

3.6
(0.987)% 5.3 5.5 19 54.5 15.8

My bank listen
customers’problems

F 42 34 77 149 98
3.5

(1.252)% 10.5 8.5 19.3 37.3 24.5
Mybankisresponsive
tomycomplaints.

F 21 22 110 159 88
3.6

(1.050)% 5.3 5.5 27.5 39.8 22
The bank clearly
informsitspoliciesto
their customers (e.g.
customers’ right,
responsibility,andother
relatedissues).

F 11 34 90 176 89

3.7
(0.990)% 2.8 8.5 22.5 44 22.3

Source:SPSS describtivestastics result based on questionnairesurvey,2017

Thedescriptivestatisticsforconflicthandlingshownintable4.4fivevariablesarepresented.

Thefirstisdoesthebanktriestoavoidpotentialconflicts.Theoutcomeofthedataanalysis

shows38.3%ofrespondentswereneutral.34.5%wereagreedand19.3and8.3werestrongly

agreedanddisagreedrespectively.Thisshowsthatthebank,tosomeextent,triestoavoid

conflicts.

Thesecondquestionisthebanktriestosolvemanifestedconflictbeforetheycreateproblems.

Majorityoftherespondentsthatis40.8%agreedand29.5%wereneutral.Whereas16.5%,

10.8%and2.5%werestronglyagreed,disagreed,andstronglydisagreedrespectively.The

thirdquestionisthebanks’abilitytoopenlydiscusssolutionswithinproblemarise.Andthe

resultshowsthemajorityoftherespondents54.5%agreed.While19%remainedneutral.

Otherswere15.8%,5.5% and5.3% stronglyagreed,disagreedandstronglydisagreed

respectively.

Fourth,mybanklistenstocustomer’sproblem,majoritythatis37.3%agreed.24.5%strongly
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agreedand19.3%,10.5% and8.5% wereneutral,disagreedandstronglydisagreed

respectively.Thisshowsthatthebankmustcontinueworkingonlisteningtoitscustomers

andreduceproblems.

Fifth,banksresponsivenesstocomplaints,majoritythatis39.8%agreedfollowedby27.5%

neutraland22% werestronglyagreed.While5.5% and5.3% disagreedandstrongly

disagreedrespectively.Thisshowsthatmostagreedtoresponsivenessbutstillneeds

improvementwhileonly39.8%agreed.

Sixthisthebankclearlyinformsitspoliciestotheircustomers?Majorityofrespondentswere

agreedi.e.44%followedby22.3%&22.5%foreachstronglyagreedandneutral.And8.5%

fordisagreedand2.8%stronglydisagreed.

Andallconflicthandlingparametersusedunderthisstudyhadameanscoreofbetween3.5

and3.7.Thisshowsthatthebankhasadoptedconflicthandlingasonerelationshipmarketing

practicebutneedsimprovements.

4.1.2.4DescriptiveStatisticsofEmpathyinfluenceoncustomerloyalty

Table4.5Influenceofempathyoncustomerloyaltytowardsthebank.

Variables
Strongly
Disagree Disagree Neutral Agree

Strongly
Agree

Mean(Standard
Deviation)

My bank gives me
individual advice
/personalsupport

F 21 43 135 103 98

3.5
(1.137)% 5.3 10.8 33.8 25.8 24.5

Mybankhasoperating
hoursconvenienttoall
itscustomers.

F 21 10 111 180 78
3.7

(0.991)% 5.3 2.5 27.8 45 19.5
Mybankhasemployees
whogivemepersonal
attention.

F 21 32 54 181 112
3.8

(1.098)% 5.3 8.0 13.5 45.3 28
Mybankhasmybest
interestatheart.

F 31 20 115 156 78
3.5

(1.108)% 7.8 5 28.8 39 19.5
Mybank’semployees
understandmyspecific
needs.

F 21 0.00 133 137 109
3.7

(1.026)% 5.3 0.00 33.3 34.3 27.3

Source:SPSS describtivestastics result based on questionnairesurvey,2017

Undertable4.5fivevariablesunderempathywerepresentedformtheanalysis.Thefirstis

thebankgivescustomersindividualadvice.Majoritywereneutralamountingto33.8%

followedby25.8%agreed.While24.5%stronglyagreed.10.8%and5.3%disagreedand

stronglydisagreedrespectively.Thisshowsthatthebankdoesgiveadviceandpersonal

supporttoindividuals.
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Secondisthebankhasoperatinghoursconvenienttoallitscustomers.Andoutcomeshows

majorityoftherespondents45% wereneutralfollowedby27.8% neutral.And19.5%

stronglyagreed.Whiletherest2.5%and5.3%weredisagreedandstronglydisagreed.This

showsthatbankhasconvenientworkinghours.

Thethirdquestionisconcernedwiththebankemployeesgivingpersonalattentionmajority

45.3%agreedtothequestionfollowedby28%wheretheystronglyagreed.Whilethe13.5%

wereneutraland8%and5.3%weredisagreeandstronglydisagreedrespectively.

Fourthisthebankhasthecustomersbestinterestatheart.Majoritygave39% agreed

followedby28.8%neutralwhile19.5%werestronglyagreedand5and7.8%disagreedand

stronglydisagreedrespectively.Thisshowsthatthebankneedstoimproveitsworkatthis

point.

ThelastquestionwasemployeesofCBEunderstandspecificneedsofcustomer.Outcome

showsmajorityare34.3% agreedand33.3% neutralwhile27.3% and5.3% strongly

disagreedrespectively.

Sinceallempathyparametersusedunderthisstudyhadameanscoreofbetween3.5and3.8.

Thisshowsthatthebankhasadoptedempathyasonerelationshipmarketingpractice.

4.1.2.5Descriptivestatisticsofcustomerloyaltytowardsthebank.

Table4.6DescriptiveStatisticsofitemsthatmeasurecustomerloyalty.

Variables
Strongly
Disagree Disagree Neutral Agree

Strongly
Agree

Mean(Standard
Deviation)

Idonotliketochange
toanotherbankbecause
this bank sees my
needs.

F 28 0.00 61 195 116

3.9
(1.045)% 7 0.00 15.3 48.8 29

Idonotliketochange
toanotherbankbecause
Ivaluethebank.

F 20 0.00 96 192 92
3.8

(0.944)% 5 0.00 24 48 23
Iwouldalwaysusethis
bank’sservices

F 0.00 0.00 79 202 119
4.0

(0.695)% 0.00 0..00 19.8 50.5 29.8
Itwouldbedifficultto
change my beliefs
aboutthebank.

F 0.00 47 104 155 94
3.6

(0.934)% 0.00 11.8 26 38.8 23.5
Iamaloyalcustomerto
thebank

F 0.00 9 101 156 134
4.0

(0.823)% 0.00 2.3 25.3 39 33.5
I would always
recommendthebankto
someonewhoseeksmy
advice.

F 10 27 86 162 115

3.8
(0.985)% 2.5 6.8 21.5 40.5 28.8
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Source:SPSS describtivestastics result based on questionnairesurvey,2017

Thelastsixthedescriptivestatisticsitemsthatmeasurecustomerloyaltyarepresentedin

table4.6.Thefirstiscustomersdon’tliketochangebankbecauseCBEseesmyneeds.

Majorityoftherespondentsagreedwith48.8%outcomefollowedby29%stronglyagreed.

Whereas15.3%and7%neutralandstronglydisagreedrespectively.

Second,customersdon’tliketochangebecausetheyvaluethebank.Themajorityofthe

customersagreedwith48%followedby24%wereneutral.23%stronglyagreedand5%

stronglydisagreed.

ThirdcustomerswouldalwaysuseCBE’Sservice.Majorityagreedwith50.5%and29.8%

stronglyagreed.19.8%wereneutral.Fourthisdifficulttochangebeliefsaboutthebank.

Majorityagreedwith38.8% followedby26% neutralwhile23.5% stronglyagreedand

11.8%disagreed.

Fifth,customersareloyaltothebank.Majorityagreedwith39%,33.5%stronglyagreed

while25.3%and2.3%neutralanddisagreedrespectively.Sixth,customersrecommendthe

banktoothers.40.5%agreed,28.8%stronglyagreed,21.5%neutral,6.8%disagreedand

2.5%stronglyagreed.Sinceallcustomerloyaltyparametersusedunderthisstudyhadamean

scoreofbetween3.6and4.0.Thisshowsthatcustomersareinfavorofloyalty.

Table4.7MeanandstandarddeviationforTrust,Commitment,Conflicthandling,Empathy
andcustomerloyalty.

Statistics

MTrust MCOMMITMENT
MCONFLI
CTHAND

MEMPAT
HY

MCUSTOME
RLOY

N
Valid 400 400 400 400 400
Missing 0 0 0 0 0

Mean 3.7667 3.7354 3.6454 3.6792 3.8941
Std.Deviation .83621 .80895 .78427 .92190 .66181
SPSS:ownsurvey

Thetableaboveshowsthattrusthasthehighestmeanvalueandconflicthandlinghasthe

leastmeanvalue.Therefore,itmaybeconcludedthatrespondentsmostresembletotrust.

Againthetabledepictsthatgeneralsatisfactiontowardscustomerloyaltyisveryhighwitha

meanof3.89andstandarddeviationof0.66.Thestandarddeviationswerequitehigh,

indicatingthedispersioninawidelyspreaddistribution.Thismeansthattheeffectsof

relationshipmarketingunderpinningsoncustomerloyaltyareanapproximationtoanormal
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distribution.Thisalsoindicatesthatrespondentsareinfavorofcustomerloyalty.

4.2Correlationanalysis

Correlationmeasuresthestrengthofthelinearrelationshipbetweentwovariables.Thus,

Pearson’scorrelationisusedtoidentifywhethertherearerelationshipsbetweenthevariables

andtodescribethestrengthandthedirectionoftherelationshipbetweentwovariables

(Mohammad,n.d).AccordingtoBerndtet.al(2005),thelevelofassociationasmeasuredby

Pearson’sco-efficientfallsbetween-1.0and+1.0,whichindicatesthestrengthanddirection

ofassociationbetweenthetwovariables.Theinterpretationoftheresultisasfollows;a

correlationresultbetween0to1impliespositiverelationship,0(zero)fornorelationship,1

forperfectpositiverelationship,‐1forperfectnegativerelationshipandbetween‐1to0

indicatetheexistenceofnegativerelationship.Table4.8belowshowsmeasureofassociation

developedbyMacEachron(1982)usedasareferencetocheckthemagnitudeofthe

correlationresultsofthisstudy.

Table4.8Themeasureofassociationanddescriptiveadjective

Measureofassociation Descriptiveadjective
>0.00to0.20;<-0.00to-0.20 VeryweakorVerylow
>0.20to0.40;<-0.20to-0.40 WeakorLow
>0.40to0.60;<-0.40to-0.60 Moderate
>0.60to0.80;<-0.60to-0.80 StrongorHigh
>0.80to1.00;<-0.80to-1.00 VeryHighorVeryStrong

Inthissectionofthestudy,theanalysisandinterpretationsofthecorrelationresultsbetween

dependentandindependentvariablesarepresented.Thefollowingtableshowsthecorrelation

resultsbetweenallthefactors.
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Table4.9PearsonCorrelationforIndependentVariablesandDependentvariable

TRUST COMMITMENT
CONFLICT
HANDLING EMPATHY

CUSTOMER
LOYALTY

TRUST

PearsonCorrelation 1
Sig.(2-tailed)
N 400

COMMITM
ENT

PearsonCorrelation .425** 1
Sig.(2-tailed) .000
N 400 400

CONFLICT
HANDLING

PearsonCorrelation .465** .650** 1
Sig.(2-tailed) .000 .000
N 400 400 400

EMPATHY

PearsonCorrelation .478** .486** .618** 1
Sig.(2-tailed) .000 .000 .000
N 400 400 400 400

CUSTOME
RLOYLTY

PearsonCorrelation .662** .732** .642** .772** 1
Sig.(2-tailed) .000 .000 .000 .000
N 400 400 400 400 400

**.Correlationissignificantatthe0.01level(2-tailed).

Fromtheabovetablewecanseethatallcorrelationresultsbetweenvariablesaresignificant

i.e.p<.05.Furthermoretheabovecorrelationanalysisallconstructsorvariablesareshowing

positivecorrelationbetweeneachother.Thelowestcorrelationresultisbetweencustomer

loyaltyandconflicthandlingeventhouithaspositiveresulti.e.0.642.Accordingtomeasure

ofassociationdevelopedbyMacEachron(1982)thePearsoncorrelationrangesbetween

>0.60to0.80showingthatthereishighorstrongrelationshipbetweentheindependentand

dependentvariable.

4.3Assumptionofregression

Thecorrectuseofthemultipleregressionmodelsrequiresthatseveralcriticalassumptionsbe

satisfiedinordertoapplythemodelandestablishvalidity(Poole& O’Farrell,1971).

Inferencesandgeneralizationsaboutthetheoryareonlyvalidiftheassumptionsinan

analysishavebeentestedandfulfilled.Thissectionwillspecificallydefineeachassumption,

reviewconsequencesofassumptionfailure,andaddresshowtotestforeachassumption,and

theinterpretationofresults.Theassumptionsofmultipleregressionsthatareidentifiedas

primaryconcernintheresearchincludenormalitytest,multicollinearityandindependenceof

error.
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4.3.1 NormalityTest

Multipleregressionassumesthatvariableshavenormaldistributions(Darlington,1968;

Osborne&Waters,2002).Skewnessandkurtosiscanbecheckedinthestatistictables,and

valuesthatareclosetozeroindicatenormaldistribution.Dividingeitherscoresbyits

standarderrorandtheresultisgreaterthan±1.96,itsuggeststhatthedataarenotnormal

withrespecttothestatistic(RoseS.,SpinksN.&IsabelA.,2015).

Table4.10Normalityofdata

Source:SPSSdata,

2017

Normally

distributed set

oftestscores

haveskewness

and kurtosis

valuescloseto

zero. The

researcher

computed the

statistic with

theirrespectivestandarderrorsandtheresultwerefoundwithinthisrangeandtherefore

concludingthatthedataarenormallydistributed.

4.3.2 Multi-ColinearityTesting

Twomajorapproacheswereutilizedinordertodeterminethepresenceofmulticolinearity

amongindependentvariablesinthisstudy.Thesemethodologiesinvolvedcalculationofboth

aTolerancetestandVarianceInflationFactor–VIF(inverseofthetolerance)(Kleinbaum

et.al,1988)citedbyT.Velnampy&S.Sivesan(2012)andTolerancelevelis<orequalto1

calculatedas(1-R2)whereRiscorrelationvalues;andallVIFis1/Tolerancevaluesarewell

below10isacceptable.

DescriptiveStatistics
Statistic Std.Error

MTrust
N 400
Skewness -0.136 .122
Kurtosis 0.113 .243

MCOMMITMENT
N 400
Skewness -0.08 .122
Kurtosis 0.294 .243

MCONFLICTHAND
N 400
Skewness -0.093 .122
Kurtosis 0.198 .243

MEMPATHY
N 400
Skewness -0.095 .122
Kurtosis 0.345 .243

MCUSTOMERLOY
N 400
Skewness -0.132 .122
Kurtosis -0.227 .243

ValidN(listwise) N 400
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Table4.11TestofCollinearity

CollinearityStatistics
Tolerance VIF

Trust .953 1.049
COMMITMENT .945 1.058
CONFLICTHAND .780 1.281
EMPATHY .859 1.164
Source:SPSSdata,2017

Ascanbeseenfromthisdata,alltheTolerancelevelsarelessthan1;andallVIFvaluesare

wellbelow10.Thusthemeasuresselectedforassessingindependentvariablesinthisstudy

areaccepted.

4.3.3 IndependenceofErrors

Independenceoferrorsreferstotheassumptionthaterrorsareindependentofoneanother,

implyingthatsubjectsarerespondingindependently(Stevens,2009).Thegoalofresearchis

oftentoaccuratelymodelthe‘real’relationshipsinthepopulation(Osborne&Waters,2002).

Whendataarenotdrawnindependentlyfromthepopulation,theresultisariskofviolating

theassumptionthaterrorsareindependent(Keith,2002).

Table4.12Durbin-Watsontestresult

Modelsummaryb

Model R
R

Square
AdjustedR
Square

Std.Errorof
theEstimate ChangeStatistics

Durbin-
Watson

          RSquareChange  

1 .796a 0.634 0.630 0.40264 0.634 1.853
aPredictors:(Constant),MEMPATHY,MCONFLICTHAND,MCOMMITMENT,MTrust

bDependentVariable:MCUSTOMERLOY

Source:SPSSdata,2017

TheresearcherusedtheDurbin-Watsonteststatistic,whichtestsforcorrelationsbetween

errors.Specifically,ittestswhetheradjacentresidualsarecorrelatedrememberingthatoneof

theassumptionofregressionisthattheresidualsareindependent.Thisoptionisimportantto

testwhethertheassumptionofindependenterrorsisreasonable.Theteststatisticcanvary

between0and4withavalueof2adjacentresidualswhereasavaluebelow2indicatesa

positivecorrelation.Field(2009),suggeststhatvalueslessthan1orgreaterthan3arecause

forconcern.Inthisresearch,fromwhathasbeenderivedfromtheSPSSresultshownintable

4.12,theDurbin-Watsonresult(1.853)isintheacceptablerange.Thereforeitmeetsthe

independenceofresidualsassumption.
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4.4GroupAnalysis

Theresearcherusedtheindependentsamplest-testtocomparepopulationmeansoftwo

differentgroupsandanalysisofvariancetest(ANOVA)tocomparepopulationmeansof

multiplegroups.Significancelevel(p-value)wassetto0.05.Inbothtests,homogeneityof

variancewasevaluatedusingLevenestatisticstodetectadifferenceinvarianceandtaken

intoconsiderationofgroupcomparisonswhentheanalysiswasdone.

4.4.1Independentsamplet-test

Independentsamplest-testswereconductedtodetermineiftherewasasignificantdifference

oncustomerloyaltybetweenfemaleandmale.

Table4.13Groupstatisticsofcustomerloyaltybygender

GroupStatistics

GENDER N Mean Std.Deviation Std.ErrorMean

MCUSTOMERLOY
MALE 155 3.8226 .57881 .04649

FEMALE 245 3.9782 .70435 .04500

Table4.14T-testofgendervs.customerloyaltyandLevene’stestforequalityofVariances.
Source:SPSSdata,2017

Levenestatisticsoftestsindicatevariancehomogeneityatsignificantlevelsof0.683(p

>0.05),respectively.Thus,thetwo-tailsignificanceforequalvariancesestimateswasused

todeterminewhetherthedifferenceexistedbetweentwothegroupsi.e.formaleandfemale.

AspresentedinTable4.13and4.14,theresultsfortestssuggestedthatthereisnosignificant

differencebetweenthegroups.Table4.13givesthemeantestresultoftwogender-oriented

independent-sampleTtestsforcustomerloyalty.Inthehomogeneitytestofvariance,

Levene's
Testfor

Equalityof
Variances t-testforEqualityofMeans

F Sig. t df

Sig.
(2-
taile
d)

Mean
Difference

Std.
Error
Differ
ence

95%
Confidence
Intervalofthe
Difference

Lower Upper

MCUSTO
MERLOY

Equal
variances
assumed .167 .683-1.271381.204 -.11460.09014-.29183.06263
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p=0.683(greaterthanthesignificancelevelp=0.05),meaningthatthevarianceis

homogeneous.Inthetwo-sidedtest,p=0.204(greaterthanthesignificancelevelp=0.05),

meaningthatthetestongenderrevealedanonsignificantdifferencebetweenfemalesand

malesongenderimpactoncustomerloyalty.

4.4.2ANOVATestes

FourANOVAtestswerecomputedtodetermineifthereisasignificantdifferenceon

customerloyaltybasedontheirage,occupation,Educationalqualificationsbackgroundand

yearsofusingtheservice.

A.Age
Table4.15TestofHomogeneityofVariancesforAge

Levene
Statistic df1 df2 Sig.
5.635 3 396 .021

Table4.16ANOVAtestofagevscustomerloyalty

Sumof
Squares df

Mean
Square F Sig.

BetweenGroups 2.154 3 .718 1.645 .178
WithinGroups 172.790 396 .436
Total 174.944 399

Fortheagevariable,theFtestintheone-wayanalysisofvarianceisadopted,asshownin

Table4.15and4.16.Inthehomogeneitytestofvarianceforagequalification,p=0.021(less

thanthesignificancelevelp=0.05),meaningthatthevarianceisnothomogeneous.Inthe

significancetestofdifference,pisgreaterthanthesignificancelevelp=0.178,indicatingthat

peopleatdifferentageshavesimilarbehaviortowardsloyalty.

B.Occupation

Table4.17TestofHomogeneityofVariancesforoccupation

Levene
Statistic df1 df2 Sig.
2.617 2 397 .034
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Table4.18ANOVAtestofoccupationvscustomerloyalty

Sumof
Squares df

Mean
Square F Sig.

BetweenGroups 4.782 2 2.391 5.578 .004
WithinGroups 170.162 397 .429
Total 174.944 399

Fortheoccupationvariable,theFtestintheone-wayanalysisofvarianceisadopted,as

showninTable4.17and4.18.Inthehomogeneitytestofvarianceforoccupation,p=0.034

(lessthanthesignificancelevelp=0.05),meaningthatthevarianceishomogeneous.Inthe

significancetestofdifference,pislowerthanthesignificancelevelP=0.004,indicatingthat

peopleatdifferentoccupationhavedifferencesofloyalty.Thisismaybebecauseofthe

natureofthebusinessoroccupationthattheusershold.

C.Educationqualification

Table4.19TestofHomogeneityofVariances

Levene
Statistic df1 df2 Sig.
9.655 2 397 .33

Table4.20ANOVAofeducationqualificationvscustomerloyalty

Sumof
Squares df

Mean
Square F Sig.

BetweenGroups 12.164 2 6.082 14.833 .032
WithinGroups 162.780 397 .410
Total 174.944 399

Fortheeducationalqualificationsvariablealso,theFtestintheone-wayanalysisofvariance

isadopted,asshowninTable4.19and4.20.Inthehomogeneitytestofvariancefor

educationalqualification,p=0.33(greaterthanthesignificancelevelp=0.05),meaningthat

thevarianceishomogeneous.Inthesignificancetestofdifference,pislowerthanthe

significancelevelP=.032.Highlyeducatedindividualstendtohavegreateraccesstovarious

informationandperceptionstoservices.Thisindicatesthatpeopleatdifferenteducational

qualificationshavedifferentbehaviortowardsloyalty.
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D.LengthofYearstherespondentsusingthebanksservice

Table4.21TestofHomogeneityofVariancesforyearstherespondentsusingthebank’s

service

Levene
Statistic df1 df2 Sig.

17.193 3 396 .037

Table4.22ANOVAofyearofservicesvscustomerloyalty

Sumof
Squares df

Mean
Square F Sig.

BetweenGroups 31.198 3 10.399 28.649 .030
WithinGroups 143.745 396 .363
Total 174.944 399

Fortheagevariable,theFtestintheone-wayanalysisofvarianceisadopted,asshownin

Table4.21and4.22.Inthehomogeneitytestofvarianceforyearsofservice,p=0.037(less

thanthesignificancelevelp=0.05),meaningthatthevarianceisnothomogeneous.Inthe

significancetestofdifference,pislowerthanthesignificancelevel,indicatingthatpeople

whowerecustomersfordifferentyearshavedifferentbehaviortowardscustomerloyalty.

4.5RegressionAnalysis

Thissectionofthestudy presents the results and discussions of the econometrics/regression

analysis.Sofar,thestudyestablishedaframeworkofliteraturereviewanddataanalysisof

descriptiveStatisticstodescribethepracticeofrelationshipmarketingpracticeofCBE.

Whereas,correlationanalysiswasusedtoinvestigaterelationshipmarketingandits

relationshipwithcustomerloyaltyinCommercialBankofEthiopia.

Table4.23ModelSummary

ModelSummaryb

Model R RSquare
AdjustedR
Square

Std.Errorof
theEstimate

1 .796a .634 .630 .40264
a.Predictors:(Constant),MEMPATHY,
MCONFLICTHAND,MCOMMITMENT,MTrust

b.DependentVariable:MCUSTOMERLOY

R2=0.634meansthat63.4%ofvariationisexplainedbythemodel.Thisindicates63.4%of

thevarianceincustomerloyaltyisattributedtothefourindependentvariablesenteredinto
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theregressionandtheremaining36.6%ofvarianceincustomerloyaltymaybeexplainedby

otherfactorsofrelationshipmarketing.TheR2 adjusted=0.630forthenumberof

explanatoryterms(independentvariables)inamodelandincreasesonlyifthenew

independentvariablesimprovethemodelmorethanwouldbeexpectedbychance.Therefore,

weconcludedthattheRandR2betweenthedependentvariablecustomerloyaltyandthe

independentvariablesofrelationshipmarketingconstructsarestatisticallysignificant

(differentfromzero),basedonthedatacollected.

Table4.24AnalysisofVarianceofIndependentvariables

Model
Sumof
Squares df

Mean
Square F Sig.

1
Regression 110.908 5 27.727 171.032 .000b

Residual 64.036 395 .162
Total 174.944 400

a.DependentVariable:MCUSTOMERLOY
b.Predictors:(Constant),MEMPATHY,MCONFLICTHAND,
MCOMMITMENT,MTrust

TheresultsoftheANOVAintable4.24showthattrust,commitment,empathyandconflict

handlingcontributesignificantlytocustomerloyalty(F=171.032;p<0.001).Wecanalso

seethatthemeanSquareofRegressionismorethanMeanSquareofResidual.Thusforthis

researchregressionsissignificantataconfidencelevelof95%.

Andtoinvestigate thesignificantfactorsofrelationshipmarketingthatinfluencecustomer

loyaltyinCommercialBankofEthiopia,multipleregressionmodelwascomputedsoasto

determinethestrengthandthedirectionsofvariables.Thegoalsofaregressionanalysisare

topredictorexplaindifferencesinvaluesoftheoutcomevariablewithinformationabout

valuesoftheexplanatoryvariables.

Table4.25Betacoefficientofregressionresult

Coefficientsa

Model

Unstandardized

Coefficients

Standardized

Coefficients

t Sig.B Std.Error Beta

1

(Constant) 1.495 .101 14.799 .000

MTrust .272 .066 .344 4.226 .000

MCOMMITMENT .453 .068 .554 4.219 .000

MCONFLICTHAND .098 .042 .116 2.338 .020

MEMPATHY .374 .037 .521 4.016 .000
a.DependentVariable:MCUSTOMERLOY
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Fromtheabovetablewecanseetheresultsofstandardizedcoefficientswhichareusedfor

comparingtheeffectsofindependentvariables.Therefore,commitmenthasthehighestbeta

coefficientof55.4% indeterminingthevariationincustomerloyalty.Thesecondmost

importantdimensionofrelationshipmarketingthatcontributedmostisempathywithbeta

coefficientof52.1%.Therestaretrustandconflicthandinghaving34.4% andleast

contributionof11.6%ofbetacoefficientrespectively.

Multipleregressioncanbeusedtotesthypothesisoflinearassociationsamongvariables

(Hoytetal.,2006).Theunstandardizedbetacoefficientsareusedintheinterpretationofthe

fourhypotheses.

H1:Thereisasignificantpositiverelationshipbetweentrustandcustomerloyalty.

Regressionanalysisresultshowsthereisasignificantpositiverelationshipbetweentrust

dimensionandcustomers’loyaltywithasignificantvalue.HenceweacceptHypothesis1.In

otherwordstrustdimensionandcustomers’loyaltyarerelatedwithastrongrelationship(β

=.272,p=.000).

Datacollectedformintervieweesregardingtrusttheyrepliedthatthebankistrustworthyin

keepingcustomerstransactionslikecashpaymentsaswellasconfidentialityandpromise

recordsafely,provideconsistencequalityservice,fulfillingobligationsandprovidingquality

service.Inadditiontothistheyalsoraisedtrustwithrespecttocustomersisgivendue

emphasis.Inthisregard,thebranchmanagersthinkthebankishalfblindinthesensethat

internalcustomers,employees,seemneglected.Thisisjusttomeanthatalmostwithno

regardtotheprevailingsituation,acustomerisconsideredalwaysrightandemployee

opinionisconsiderednext.Customerloyaltycannotbeachievedinorganizationswherethere

isnotrustamongthemanagementandemployees.Thus,employeeloyaltyandconfidencein

themanagementisbasic.Threeofthemanagementsalsoraisedtheideaoftelephonetext

messagesthatisprovidedwhencustomerseffecttransactionsontheiraccounts.Incaseof

fearoffraudtheywillbealertedwhentheiraccountismoved.Andalsotheuseofmobile

bankingandinternetbankingalsohasmadeiteasiertofollowuptheiraccounttransaction.

H2:Thereisasignificantpositiverelationshipbetweencommitmentandcustomerloyalty.

Regressionanalysistestwasconductedandtheresultsshowthereisasignificantpositive

relationshipbetweencommitmentdimensionandcustomers’loyaltywithasignificantvalue.

HenceweaccepttheHypothesis2.Inotherwordscommitmentdimensionandcustomers’
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loyaltyarerelatedwithhighrelationship(β=.453,p=.000).

Regardingcommitment,CBEhasundergonedramaticchangesinthepastfiveyears,thisis

measurednotonlyintermsofincreasingrateofcustomersatisfactionbutalsothefactthat

CBEischosenasthemostpreferredpublicinstitutioninEthiopiameasuredintermsof

serviceexcellence.Themostcommittedstaffsdohavethehighestchanceofbeingpromoted

tothenextlevel.

H3:Thereisasignificantpositiverelationshipbetweenconflicthandlingandcustomer

loyalty.

Regressionanalysisresultsshowthereissignificantpositiverelationshipbetweenconflict

handlingdimensionandcustomers’loyalty.HenceweaccepttheHypothesis.Inotherwords

conflicthandlingdimensionandcustomers’loyaltyarerelatedwithmoderaterelationship

(β=.098,p=.000).

RegardingConflicthandlingtheintervieweesconfirmedthatasfarasconflicthandlingis

concerned,thebankhascleargrievancehandlingprocedure.Thebankhasaclearly

articulatedcodeofconductandaprocedurethatareaimedatresolvingconflictsand

grievancesthatmayoccurduringthecourseofwork,butbecauseofthecomplexityofthe

organization,thefactthatithasmorethan26,000employees,coupledwithsomeinefficient

managerstohandlehumanresourcecases,theconflicthandlingmechanism/resolvinghuman

resourcerelatedconflictsisnotgood,thoughnotworsebecausethebanktriestoget

customerandaswellasemployeesfeedback,opinionandsuggestionsfrequentlyandaccept

criticismandcomplaintssoastoresolveanykindofconflict.

H4:Thereisasignificantpositiverelationshipbetweenempathyandcustomerloyalty.

Regressionanalysisresultsshowthatthereisasignificantpositiverelationshipbetween

Empathydimensionandcustomers’loyaltywithasignificantvalue.Henceweacceptthe

Hypothesis.Inotherwordsempathydimensionandcustomers’loyaltyarerelatedwitha

strongrelationship(β=.374,p=.000).

Thebranchmanagementsstatedthatimplementationofperformancemanagementsystem

whichamongotherthingsmeasuresperformanceinobjectivetermshasmadeemployees

moreempathetictotheircustomers.

Asaconclusionoftheregressionanalysis,thefourdimensionofrelationshipmarketing



47

(Trust,Commitment,ConflicthandingandEmpathy)havepositiveandstrongrelationship

withcustomerloyalty.

Theseresultsmeanthatiftheleveloftrustchangedbyaunittheoveralllevelof

loyaltywouldchangeby0.272,consequentlyanyunitchangeinlevelofcommitment,

conflicthandlingcapacity,andempathyeffectivenesswillresultin0.453,0.236and

0.098oflevelofcustomerloyaltyrespectivelyothervariablesheldconstant.

Additionalquestionswereforwardedtotheinterviewees.Thebankadoptsvariousmarketing

strategiestomaintain/retainexistingcustomers.However,CommercialBankofEthiopia

doesnothaveaclearlydefinedandarticulatedrelationshipmarketingstrategies;but,this

doesnotmeanthatitdoesn’thaverelationshipmarketingstrategies.Thus,variousmarketing

andbusinessdevelopmentinitiativesimplementedinthevarioussectionsofthebankshow

thatthebankdoesseveralworksinthisregard.Forinstance,theassignmentofadedicated

windowforPremiumandBusinesscustomersaswellasservicesegmentationatthebranch

level,awardingExportersandPrizelinkedSavingwinnersbyBusinessDevelopment,

deploymentofATM andaggressivebranchopeningandadoptionofthestateoftheart

technology,pioneeringinimplementationofEbankingproductsetc.attheendofthedayare

aimedatbuildingstrongrelationshipwithexistingCBEcustomers.

 Weakness-The21stCenturybankscannotcopeupwithcompetitionintheglobalmarket

withouthavingtrustworthystaffs.Havingthisinmind,thebankgivesdueattentionto

trustworthinessandintegrityinthebank.Althoughthebankismakingseveraleffortsto

staffdevelopment,intheopinionsofthemanagers,thesocioculturaldynamicsinthe

labormarketissochallengingsothatgettingatrustworthystaffisdifficultasaresultof

whichfrauds,thoughnotoften,occurringinthebankaredirectlyorindirectlyattachedto

thebankstaff.Thisisofcoursebecominganationalproblem.

Thebank,nodoubt,promisescustomers,asaresultofwhich,customerexpectationis

gettinghigher.Thehighlevelofexpectationwhichisalreadysetinthemindofthe

customerhasaffectedlevelofcustomersatisfaction.Theythinkservicepositioningneed

tocarefulsothatexpectationcanbeclearlydefinedsothatperformanceandexpectation

willmeetbecauseservicequality/satisfactionismeasuredbythecustomeritself.In

conclusion,thebankispromisingthecustomerswhatitcannotdeliverthishashampered

itstrustworthiness.Bytheverynaturesecurityofthetransactionisveryimportantforthe
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bankingindustry;inthisregard,thebankissoaggressive,millionsarebudgetedand

severalstaffsaretrainedbutstillthereisawarenessgaponstrategyofthebankandgap

ofknowledgeandskill.

AndanotherweaknesssaidwaslowawarenessastotheroleofCBEandhenceweak

collaborationwithsomeofthedevelopmentalpartners.Alsofewaddedthatinconsistent

customerservicequalityacrossdistricts,lowservicequalityandlackofcoordinated

followupandimplementationofE-paymentproductsthatwouldhaveenhancedcustomer

satisfactionandaswellasthebankonlyfocusedonbusinesswhichareleveledaspriority

sectorsbythebankincreditaswellasforeigncurrencyallocations.Inthisregardthe

bankmaylosscustomerswhichareoperatingonnon-prioritysectorasweaknessofCBE

toretaincustomers.

 Strength–customerclassification-as(businesscustomerandcorporatecustomer)based

ontheirdepositamountandlongtermrelationship.Anindependentwindowforpremium

customerswhichmakesthebanktogiveuniqueservicesforitscustomerhasimproved

loyalty.ThreemanagersalsostatedthatCBEisenhancingaccessibilitythrough

expandingbranchoutreach,andalsoexpansionofthecorebankingsystem,forging

partnershipwithdifferentstakeholdersatvariouslevels,creatingawarenessand

promotiontoincreasecustomerbase.Othersalsomentionedthatthebankhaslarge

customerbaseandastrongpublictrustasthestrengthofthebank.

 Recommendation-Mostofthemrecommendedthatthebankshouldworkonthelarge

unbankedpopulationandthesupportfromcentralandlocalgovernmentorgans.And

improvementsshouldbemadearoundconflicthandlingproceduresofthebank.Adopting

therelationshipmarketingthroughoutthebank.Theyalsorecommendedefficiencyin

servicedeliveryandcreatingfriendlystaffbyaggressivelygivingtrainingstoemployees

whichwouldappreciateincreatingloyalcustomers.

4.6Discussions

Thestudywasplannedatinvestigatingtheimpactofrelationshipmarketingoncustomer

loyaltyincommercialbankofEthiopia.Thedatawasobtainedthroughquestionnairefrom

customersofthebankandinterviewsfrombankmanagements.

Theresultsofbackgroundinformationofrespondentindicatedthatmajorityofthetotal

respondents(60.9percent)arefemale,(58.9percent)agedintherangeof26-40years,(83.6
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percent)arepaidemployees,(64.1percent)aredegreeholdersand(39.1percent)of

respondentshavebeenusingthebank’sserviceforfivetotenyears.

Thecorrelationresultshowthatthereisapositiveandsignificantrelationshipbetween

empathyandcustomerloyalty,commitmentandcustomerloyalty,trustandcustomerloyalty,

andconflicthandlingandcustomerloyaltyrespectivelyfromthehighestrelationshiptothe

lowestrelationship.Conflicthandlinghastheleastcontributiononaffectingcustomerloyalty,

showingthatcustomersarelesssatisfieswithconflicthandling.Thisissupportedbythe

studyby(OmidiniaS.,MatinH.,JandaghiG.,SepahyarA.,2014).Butasperthestudyof

PeymanJ.,FreyedonA.andMotrezaF.(2013)conflicthandlinghasthehighestimpacton

customerloyalty.

Thefindingofthisstudyalsoindicatesthatcommitment,trust,andconflicthandlinghave

positiveeffectoncustomerloyalty.ThisfindingissupportedbytheJumaevM.etal.(2012)

testsandfindingsallpredictorsincludingcommitment,trust,empathy,conflicthandling,

havepositivecorrelationtocustomer’sloyalty.Theresultofthestudyalsoshowsthatthereis

apositiverelationshipbetweencommitmentandcustomerloyalty.Thisfindingisalso

supportedbythePritchard,HavitzandHoward(1999)findingcommitmenttobestrongly

correlatedwithcustomerloyalty.AndalsotheresultsofthestudybyJesri,P.,Ahmadi,F.,

andFatehipoor,M.(2013),alsostatethattrust,commitmentandconflicthandlinghave

positiveimpactoncustomerloyalty.Thefindingsshowthatsing=0.000<0.05foreach.

Innextstepforindicateofcustomerloyaltyexplanationandpredictionbyfourcomponents

ofrelationshipmarketing,weusedMultipleRegressionmethod.Intable4.25,Accordingto

Betacoefficientofcommitmenthasmaximumimpact(0.453)andconflicthandlinghas

minimumimpact(0.116)oncustomerloyaltyvariable.Thenregressionmodelcanbewritten

asfollowsinasignificantat95%confidenceinterval.

Ŷ=1.495+0.272X1+0.453X2+0.098x3+0.374X4

Interpretationofthemodel,asperthefinding,trusthasapositiveimpactoncustomerloyalty.

Thismeansthat,astrustincreasesordecreasesby1%,customerloyaltyincreasesor

decreasesatthetimeby27.20% controllingfor(x2,x3andx4).Similarlycommitment

influencescustomerloyaltypositively.

Whencommitmentisraisedorloweredby1%,thedependentvariablecustomerloyaltyrises
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orfallsby45.30%controllingfor(x1,x3andx4).

Asconflicthandlingincreasedordecreasedby1% customerloyaltyalsoincreasedor

decreasedby9.80%controllingfor(x1,x2andx4).

Withregardtoempathy,whenincreasedordecreasedby1%,thedependentvariable

customerloyaltyisincreasedordecreasedby37.40%controllingfor(x1,x2andx3).

Astheresultshows,commitmentandempathyhaveoptimisticrelationshipandstrongimpact

oncustomerloyalty.TheregressionresultsgowellwiththeresultsofthestudybyJesri,P.,

Ahmadi,F.,andFatehipoor,M.(2013),whichstatesthatR2is0.931thatitmeans93.1

percentoftheindependentvariablescanpredictthedependentvariablechanges.JumaevM.

etal.(2012)fromthetestsandfindingsallpredictorsincludingcommitment,trust,empathy,

perceivedconflicthandling,perceivedvaluehavepositiveimpactoncustomer’sloyalty.

Hypothesistest

Table4.26SummaryofHypothesisResult

StatementofHypothesis Tool Supported?

H1:Thereisasignificantpositiverelationshipbetweentrust

andcustomerloyalty Regression Yes

H2:Thereisasignificantpositiverelationshipbetween

commitmentandcustomerloyalty Regression Yes

H3:Thereisasignificantpositiverelationshipbetween

conflicthandlingandcustomerloyalty. Regression Yes

H4:Thereisasignificantpositiverelationshipbetween

empathyandcustomerloyalty Regression Yes
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CHAPTERFIVE

SUMMARY,CONCLUSIONANDRECOMMENDATION

Thischapterpresentstheconclusionsandrecommendationsthataredrawnfromtheprevious

chaptersofthestudy.

5.1.Summaryofmajorfindings

 Thefindingofthestudyindicatesthatthefourdimensionsofrelationshipmarketing

arepredictorsoforpositivelyrelatedtocustomerloyalty.

 ThePearsoncorrelationresultshows,thatalldimensions(Commitment0.73,

Empathy0.77,Trust0.662andconflicthandling0.64)arepositivelyandsignificantly

relatedwithcustomerloyaltyrespectivetotheiroutcomes.Conflicthandlinghowever

doesn’tshowmuchcorrelationwithcustomerloyalty.Inthisstudyitisprovedtobe

lessimportantinaffectingcustomerloyaltyincommercialbankofEthiopia.

 Beforegoingthroughtheregressionanalysisthethreeassumptionofmultiple

regressionwererunonSPSSandfromoutcomesthedatameetsalltherequirements

ofthethreeassumptionofindependenceoferror,normalitytestandmulti-colinearity

testes.

 GroupanalysiswasalsodonebytheindependentT-Testrevealedthatthereisanon-

significantdifferencebetweenfemalesandmalesongenderimpactoncustomer

loyalty.AndANOVA(AnalysisofVariance)whereallvariableshavep<0.05the

outcomewasthatpeopleatdifferentage,occupation,educationlevelandlengthof

yearstheyusedthebankhavedifferenceinloyalty.

 Fromthemodelsummarypartofmultipleregressionsweconcludedthatrelationship

marketinghassignificantimpactinexplainingthevarianceinthedependentvariable

customerloyaltyincommercialbankofEthiopiawithvalueof63.4%.Italsoshows

thattrust,commitment,empathyandconflicthandlingcontributesignificantlyto

customerloyalty(F=171.032;p<0.001).

 Fourhypothesesweretestedfromtheresultsoftheregressionanalysisandtheresults

showthatthereisasignificantpositiverelationshipbetweentheindependentand
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dependentvariableswithvaluesofbetacoefficientscommitment45.3%,empathy

37.4%,trust27.2%andconflicthandling9.8%.

 From theregressionresultofstandardizedbetacoefficientitisconcludedthat

commitmentismostimportantpredictoroftheresponsevariablecustomerloyalty.

Followedbyempathy,trustandconflicthandling.Theintervieweesstatedthatthe

bankistrustworthytoitscustomers.Thebankmakessurethatitscustomersfeelsafe

abouttheirtransaction.Regardingconflicthandling,thebankhasgrievancehandling

procedurethoughbecauseofthecomplexityoftheorganizationitisdifficultto

resolveconflicts.Thisjustifieswiththeregressionoutcomeofconflicthandlingsince

ithastheleastcontribution.Theyalsostatedthatthebankhasmostcommittedand

empatheticemployees.Thisalsoagreeswiththedataresultfromtherespondents.
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5.2Conclusion

Thecontextofthepresentresearchhassetouttoexaminetherelationshipmarketing

dimensionsnamelyTrust,Commitment,Empathyandconflicthandlinginfluenceon

customersloyalty.Basedonanextensiveliteraturereview,fourhypotheseswithregardsto

relationshipmarketingdimensionsandcustomerloyaltyrelationshipwereposited.The

subjectsorrespondentsofthestudywerecustomersthatareselectedfrom8branchesof

commercialbankofEthiopiafromfourdistrictsinAddisAbaba(NorthAddisAbaba,south

AddisAbaba,EastAddisAbabaandWestAddisAbaba).Atotalof400respondents

participatedfrom atotalpopulationof508,485.00withclosedendedquestionnaire.In

addition,interviewswereconductedwithrespectivebranchmanagersofthebankaschecklist.

Thegeneralobjectiveofthisstudywas to examine theimpactofrelationshipmarketing

on customerloyalty by taking evidence from selectedbranchesofCBEinAddisAbaba

city.Basedonthemainobjective,fourresearchobjectivesweredeveloped.Toachievethese

objectives,descriptiveanalysiswasusedtoinvestigatethedemographiccharacteristicsof

respondentsandunderpinningsofrelationshipmarketing.Second,inferentialanalyseswere

usedtoexaminetheassociationbetweenindependentvariablesanddependentvariable.

Thefourvariablesofrelationshipmarketinghavehadasignificantandmeaningfulinfluence

oncustomerloyalty.Accordingly,themeanvaluesoftrust,commitment,conflicthandling

andempathyare3.76,3.73,3.64and3.67respectively.Thissignifiesthatmostofthe

respondentshaveagreedwiththeinfluencesofthesevariablesoncustomerloyalty.The

multipleregressionresultrevealsthatcommitment,empathy,trustandconflicthandlingare

significantpredictorsofcustomerloyalty.Thisfindingisconsistenttopriorstudies.

Mostimportantfactorrelatedtothecustomers’loyaltyamongthestudiedvariableswasthe

commitmentfactorandthemostfocusofbanksshouldbeonthisvariablefollowedby

empathyandtrust.Theleastcontributioncomesfromconflicthandling.Accordingtothe

obtainedresults,wecanclaimthattheprogramofmakingthecustomersloyalincommercial

bankofEthiopiaisthedesiresandexpectationsofthecustomerstowardthebank.Thebank

isapplyingthestrategies,bywhichitmaintainsitspresentcustomers,andbythedata

analysisandusingtheappropriatetechnology,itseekstoobtainthetimelyinformationabout

theircustomers,toattracttheirsatisfactionandloyaltybyconstantandlong-term

commitmentwithcustomers.Asaresult,therecognitionoftherelationshipmarketingandits
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extensionofthedimensionsisanessentialfactortomaintainthemarketandincreasethe

competitiveabilityofthebank.

5.3Recommendation

CommercialBankofEthiopia,asthesustainabilityofthebusinessdependsontheabilityto

maintain& buildupthepublic'sconfidenceandrecognizingemployeesasvaluable

organizationalresourcesandgivingthem customerservicetrainingwillimprovethe

customers’loyaltytowardsthebank.Competitorsarecomingwithnewbusinessstrategy&

serviceofferingsinthebankingsectorinordertoattractcustomerswithabetterservice&

customerhandling.Engagewithcustomersofservicereceiptsandofficialtransferthrough

relationshipmarketing.Inaddition,morein-depthstudiesareneededtounderstand

differencesbetweenserviceproviderandcustomerviewsofrelationships,andtogainbetter

knowledgeofhowfrontlineemployeescopewithhavingtodevelopdifferenttypesof

relationshipswithdifferentcustomergroups.Itisrecommendedtocreatepublicawareness

regardingservicestoattractnewcustomersanddeliveringconsistentandpromptservices.

Regardingconflicthandlingthebankmustworkonavoidingpotentialconflictsandtryto

solvethembeforetheycreatemoreproblems,appreciatediscussionsoverthecausesofthe

problems.

Thefindingsofthisresearchprovideimportantevidenceformanagerswhotakechargeof

relationshipmarketingactivities.Itishelpfulformanagerstounderstandtheeffectivenessof

relationshipmarketingactivitiesfromcustomer’sperspective.Becausecustomersmightbe

notsatisfiedwithornotsensitivetosomevalue-addingpromotionalactivitiesliketheprize

linkedstrategy,managersshouldputtheireffortsintoimplementingmoreeffective

relationshipmarketingdimensions,inordertoenhancecustomerloyalty.Therefore,thebank

shouldconsidertoimprovingthewayofinteractingwithcustomers.Byincreasing

employees’knowledgeaboutsavingproductsandotherservicesofthebankandusingmedia

channelstopromoteproductsandattractnewcustomers.Itisalsoessentialforthebankto

realizeimportanceofrelationshipqualityandcustomersloyaltyforpracticalbusiness.A

higherqualityofarelationshipwillleadtoahigherlevelofcustomerloyalty,whichmakes

thebanks’profitmore.

Thestudyshouldalsobeviewedasasteptowardsfillingthegapinmarketingresearch

resultingfrom thelackofstudiesinvestigatingtheeffectofaparticularrelationship
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marketingstrategyoncustomerloyalty.Andmoreeffortshouldalsobegiventostudying

customers’desireformaintainingclosecustomerrelationshipswithserviceproviders.Andit

isalsorecommendedthatresearchshouldbemadeonthecustomersofotherprivatebanksin

Ethiopiatoo.

5.4Limitationofthestudyandfurtherresearch

Thestudyhasanumberoflimitations.Themostobviouslimitationsofthestudyarelimited

bycostandtime.Thatcanbeseenbyresponseratestowhichlimitsitsgeneralizationfor

otherfinancialinstitutionsintheindustry.Alsogeneralizationislimitedbecausethestudyis

conductedasacasestudyofonespecificbankofthebankgroupinEthiopia.Thestudywas

alsolimitedbyexplainingloyaltywithonlyfourunderpinningsofrelationshipmarketing

whereloyaltycanbeaffectedalsobyotherfactors,suchascommunication,competencyand

value.Ifthisothervariablesarestudiedtherecouldbeotherfindings.

Forfurtherresearchitisrecommendedthatacomparativestudytobecarriedoutwith

governmentownedandprivateownedbanksinEthiopia.Andalsoincludelargesamples

from differentbranchesthroughoutthecountryoutsideAddisAbeba.Regardingthe

constructsofrelationshipmarketingstudiesshouldgofurtherinstudyingotherunderpinnings

tofindoutcomes.
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ANNEX-1

CUSTOMERSURVEY

St.Mary’sUniversity

SchoolofGraduateStudies

DepartmentofBusinessAdministration(MBAprogram)

SurveyQuestionnaire

DearRespondent:

ThequestionnaireispreparedbyMasterofBusinessAdministration(MBA)graduatestudent

forthepurposeofcollectingdatatowritethesistitled“TheImpactofRelationshipMarketing

onCustomers’Loyalty.ThecaseofCommercialBankofEthiopia.”Yourhonestresponseis

verymuchimportantinputtothethesiswork.Iwouldliketoassureyouthattheprivacyyour

responsestothisquestionnairewillbecompletelykeptinsecretandwouldnotbeusedfor

otherpurposesotherthanthepreintendedpurpose.Iknowthatyourtimeisvaluable,andI

hopethatyouwillgiveme(anestimatedtimeof10-15minutes)tocompletethe

questionnaire.Pleaseattempttoanswerallthequestionsandcircleoneappropriatenumber

thatbestsuitsyourperspectiveforeachstatement.

Thankyouverymuchforyourtimeandassistance!

I.GeneralRespondents’Profile

Kindlyselectoneoftheitemsbycirclingtheappropriatenumber.

1.Age

1.Below25years 2.26-40years 5.66andabove

years

3.41-55years 4.56-65years

2.Gender

1.Male 2.Female

3.Occupation

1.Business 3.PaidEmployment

2.Student/housewife/retiree
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4.EducationalQualification

1.PrimarySchoolComplete 2.SecondarySchoolComplete

3.DiplomaLevel 4.DegreeLevel

5.PostgraduateLevel 6.AbovePostgraduateLevel

5.Forhowmanyyearshaveyoubeenusingthebank’sservice?

1.Below5years 2.5–10years

3.11–15years 4.Above15years

II. PARTTWO

Pleaserateeachstatementundereachofthecomponentsofrelationshipmarketingby

encirclingtheappropriatenumberyoumaythink,where1=StronglyDisagree(SD),2=

Disagree(D),3=Neutral(N)and4=Agree(A)and5=Stronglyagree(SA).

.

Items/Statement

SD

(1)

D

(2)

N

(3)

A

(4)

SA

(5)

I Trust

1. Mybankisveryconcernedwithsecurityformy

transactions. 1 2 3 4 5

2. Mybank’sworksandpromisesarereliable. 1 2 3 4 5

3. Mybankisconsistentinprovidingqualityservices. 1 2 3 4 5

4. Mybankfulfillsitsobligationstocustomers. 1 2 3 4 5

5. Ihaveconfidenceinmybank’sservices. 1 2 3 4 5

II Commitment

7. My bank offerspersonalized servicesto meet

customerneeds. 1 2 3 4 5

8. Mybankisflexiblewhenitsservicesarechanged. 1 2 3 4 5

9. Mybankisflexibleinservingmyneeds. 1 2 3 4 5

10.MyrelationshipwiththebankisonethatIamvery

committedtocontinuing. 1 2 3 4 5

11.Myrelationshipwiththebankisveryimportantto

me. 1 2 3 4 5
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III ConflictHandling

12.Mybanktriestoavoidpotentialconflicts. 1 2 3 4 5

13.Mybanktriestosolvemanifestedconflictsbefore

theycreateproblems. 1 2 3 4 5

14.Mybankhastheabilitytoopenlydiscusssolutions

whenproblemsarise. 1 2 3 4 5

15.Mybanklistencustomers’problems. 1 2 3 4 5

16.Mybankisresponsivetomycomplaints. 1 2 3 4 5

17.Thebank clearly informsitspoliciesto their

customers(e.g.customers’right,responsibility,and

otherrelatedissues). 1 2 3 4 5

IV Empathy

18.Mybankgivesmeindividualadvice/personalsupport 1 2 3 4 5

19.Mybankhasoperatinghoursconvenienttoallits

customers. 1 2 3 4 5

20.Mybankhasemployeeswhogivemepersonal

attention. 1 2 3 4 5

21.Mybankhasmybestinterestatheart. 1 2 3 4 5

22.Mybank’semployeesunderstandmyspecificneeds. 1 2 3 4 5

V Customerloyalty

23 Idonotliketochangetoanotherbankbecausethis

bankseesmyneeds. 1 2 3 4 5

24.IdonotliketochangetoanotherbankbecauseI

valuethebank. 1 2 3 4 5

25.Iwouldalwaysusethisbank’sservices. 1 2 3 4 5

26.Itwouldbedifficulttochangemybeliefsaboutthe

bank. 1 2 3 4 5

27.Iamaloyalcustomertothebank. 1 2 3 4 5

28.Iwouldalwaysrecommendthebanktosomeonewho

seeksmyadvice. 1 2 3 4 5
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ANNEX-2

INTERVIEW–BRANCHMANAGEMENT

St.Mary’sUniversity

SchoolofGraduateStudies

DepartmentofBusinessAdministration(MBAprogram)

(Aninterviewquestionsdirectedtothebankmanagement)

TheinterviewispreparedbyMasterofBusinessAdministration(MBA)graduatestudentfor

thepurposeofcollectingdatatowritethesisentitled“TheImpactofRelationshipMarketing

onCustomers’LoyaltyinCommercialBankofEthiopia.”Yourhonestresponseisverymuch

importantinputtothethesiswork.Iwouldliketoassureyouthattheprivacyyourresponses

tothesequestionswillbecompletelykeptinsecretandwouldnotbeusedforotherpurposes

otherthanthepreintendedpurpose.Iknowthatyourtimeisvaluable,andIhopethatyou

willgiveme(anestimatedtimeof20-35minutes)tocompletetheinterview.

Thankyouverymuchforyourtimeandassistance!

1.Isthereaseparaterelationshipmarketingdivisioninyourbank?

2.Whataretherelationshipmarketingstrategiesthatyourbankusedtomakecustomers

loyal?

3.Doyouthinkthatthebankbuildsastrongtrustinthemindsofitscustomersthrough

keepingitspromise,verymuchconcernedwiththesecurityoftheirtransaction,

fulfillingobligationsandprovidingconsistentqualityservices?

4.Howdoyouevaluatetheconflicthandlingproceduresofthebankintermsoftrying

toavoidpotentialconflictbeforeandaftertheiroccurrences,theabilityofthebankin

customerfeedbacktoimproveitsservicesandinaskingcustomersopinionand

suggestionsfrequentlyandacceptscriticismandcomplaints?

5.Doyouthinkthatthebankgivesitscustomersindividualadvice,workinghours

convenienttoallitscustomers,andtrytounderstandtheirspecificneeds?

6.Doyouthinkthatthebankiscommittedenoughinsecuringtheloyaltyofits

customerthrough,offeringpersonalizedandflexibleservicesandatthesametime

showingrespecttocustomersinfulfillingtheirneeds?

7.Wouldyoutellmethemainstrengthandweaknessofthebankrelatedtomaintaining

goodrelationshipwithcustomers,providingserviceandonanythingyouthink
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importanttoenhancecustomerloyalty?

8.Whatdoyourecommendtoimprovetherelationshipmarketingactivitiesofthebank

andsecuretheloyaltyofitscustomers?
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