International Journal of Scientific World, 5 (1) (2017) 67-73

International Journal of Scientific World

Website: www.sciencepubco.com/index.php/IJSW
doi: 10.14419/ijsw.v5i1.7321
Research paper

SPC

The effect of relationship marketing, emotional marketing and
supportive marketing on customers loyalty with the mediating
role of customers satisfaction: a case study (pars Abad banks)

Elhameh Talaneh *, Kheirollah Sarboland 2

! Department of Management, Germi Branch, Islamic Azad University, Germi,
2 Department of Management, Parsabad Moghan Branch, Islamic Azad University, Parsabad Moghan, Iran
*Corresponding author E-mail: elhame.talane@gmail.com

Abstract

In today’s competitive world, the attraction and retention of customers in banking industry has become much more difficult and only
those banks are successful in this competition that focuses their activities on attraction and retention of their customers. In other words,
customers’ satisfaction and loyalty are considered as one of the most significant objectives of banking system. Consequently, the purpose
of present research is to investigate the impact of relationship marketing, emotional marketing and supportive marketing on the custom-
ers’ loyalty in Pars Abad banks with the mediating role of customers’ satisfaction. The statistical population of research comprises all the
customers of private banks, public banks and credit and finance institutions of Pars Abad. From this population, 377 customers were
selected as the research sample using random sampling method in terms of Morgan table. The questionnaires were used as the statistical
instrument for data collection. The reliability of these questionnaires was confirmed using Cranach’s Coefficient Alpha. The collected
data were analyzed using Structural Equation Modeling (SEM) and Boot Strap. The SPSS, Lisrel and Stata software were also used in
various stages of estimation. The results revealed that the customers’ satisfaction plays a mediating function in the relationship between

the effect of relationship marketing, emotional marketing and supportive marketing on customers’ loyalty.
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1. Introduction

Customer’s satisfaction is regarded as one of the most important
factors of success in various organizations. There is an extensive
research on the relationship between customer’s satisfaction with
word of mouth communication, loyalty, repeat purchase and com-
panies profitability increase [9]. In service industries where the
provision of services requires creating relationship with the cus-
tomers, the customer’s general satisfaction is related to the staffs’
relationship with them and their purchase experience from that
organization. Therefore, it is not surprising that the firms allocate
a considerable portion of their resources to measure and manage
customer satisfaction. These firms need to investigate factors af-
fecting on customer satisfaction and return to attain customer’s
loyalty [10]. Recognition of customer needs fully requires main-
taining close relationships with the customer. The relationship
marketing is a new approach to banking industry, which mainly
aims at creating close and long-term relationships with the cus-
tomer in order to attain a full understanding of the customer and
his satisfaction [12]. The increasing competition between the
banks at an international level has turned the attention to relation-
ship marketing as an appropriate approach to create and maintain
long-term relationship with the customers. Since the services pro-
vided at the commercial banks are fairly similar, it is difficult for
most of the banks to distinguish their services from their competi-
tors. Thus, a numerous number of banks worldwide have tended to
use the relationship marketing and implement its foundations [19].
However, considering the intense competition between commer-

cial organizations, it seems that the use of commercial marketing
alone is not sufficient. The business managers and owners have
realized that although the most important principle is creating
relationship with customers, they do not succeed as they expected,
their brand does not have longevity, and they have small royal
customers. Consequently, we can infer that the relationship mar-
keting is necessary, but it is not sufficient. Therefore, if the state
and private banks intend to succeed in today’s competitive world
and achieve their objectives, they need not only to use relationship
marketing approach but also the emotional marketing and support-
ive marketing. To achieve this goal, the Iranian banks have always
tried to introduce approaches and programs for creating and main-
taining long-term relationships with their customers and have their
loyalty. However, planning for this issue requires banks recogni-
tion of their strength and weakness in creating relationship with
customers and attaining their loyalty.

The research indicates that customers’ loyalty has a significant
role in success of companies business. It is to note that the loyal
customers cause numerous benefits for the companies including
improving organization profitability, reducing marketing costs,
increasing company’s sales, having customers with low price sen-
sitivity, etc. [20]. Today, with the emergence of private banks
along with state banks and an intensive competition in the Iran
banking industry, it is necessary to create and maintain long-term
relationships with customers to have their loyalty since the un-
friendly relationships with the customers causes that a business
company loses the available opportunity and be eliminated from
this competition. In Pars Abad, an increase in private, banks and a
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competitive environment between banks have made the banks to
attract deposits (customers), their satisfaction and loyalty in the
light of relationship marketing. The present research tries to exam-
ine the effect of relationship marketing, emotional marketing and
supportive marketing on the customers’ loyalty with a focus on the
mediating role of customers’ satisfaction in Pars Abad banks.
Furthermore, this study makes an attempt to investigate factors
affecting customers’ satisfaction and loyalty in order to introduce
a model for improving their performance and to take effective
steps to provide their customers with appropriate services.

2. Review of literature and theoretical frame-
work

The intense competition and its intricacies have forced many or-
ganizations to adopt a new marketing approach, i.e. “relationship
marketing” which has driven them towards defensive marketing
strategies than aggressive marketing strategy. Relationship mar-
keting involves activities, which focus on development of long-
term and cost-effective relationships between an organization and
customers to create a mutual profit for both parties. On the other
hand, the continuous retention and enhancement of customers’
relationship are the only one way road that the service organiza-
tions need to pass in order to increase their existing customers. In
contrast to classic marketing theory with its emphasis on attracting
new customers and performing concentrated transactions, the rela-
tionship marketing deals with creating and maintaining a long-
term relationship with a customer. In this perspective, the custom-
er retention is more important than attracting new customers.
Therefore, the relationship marketing is a necessary condition but
not sufficient to attain a tremendous success. To have a competi-
tive advantage, we can use emotional marketing and supportive
marketing along with relationship marketing. The emotional mar-
keting triggers an emotional response in the customer and causes
customer’s emotional attachment with a brand. The cause-related
marking has an influence similar to emotional marketing through
allocating part of the sales revenue to public benefit and charitable
purposes. Most of the researches carried out in this regard recom-
mend that the loyal customers be preserved as a competitive asset.
On the other hand, we live in a society where there is an increas-
ing growth in business demands compared with the past. Busi-
nesses, except governmental organizations, cannot survive without
having loyal customers. In addition, due to the fact that the cus-
tomers’ expectations are continuously increasing, the organiza-
tions are required to go further and satisfy their customers’ expec-
tations and needs and focus their attention to creating trust and
loyalty through a long-term and profitable mutual relationship for
both parties [8]. There are numerous researches concerning the
research subject which are mentioned in the following.

Ranjbaran and Barari [1] in a research entitled as “the effect of
relationship foundations on customers loyalty in Isfahan” con-
cluded that, in state banks, the four variables commitment, trust,
communication and conflict management have a significant posi-
tive impact on customers loyalty. In private banks, except the
variable communications, the other variables had a significant
influence on the customers’ loyalty.

Ahmadi Nejad [7] in his study entitled as “examination of factors
affecting the customers’ behavioral and attitudinal loyalty to a
brand in service sectors” investigated the effect of customer’s
satisfaction, customer’s trust in a brand and resistance to change
on customers’ behavioral and attitudinal loyalty in financial ser-
vice department. The statistical population of this study consisted
of 162 customers of Refah bank in different regions of Shiraz. The
data was collected through standardized questionnaires, and the
correlation among variables was tested using Pearson Correlation
Coefficient and Multiple Regression Method. The research find-
ings indicated a positive correlation between customer’s satisfac-
tion, customer’s trust in a brand and resistance to change variables
and customer’s behavioral and attitudinal loyalty.

Gilani Nia and Sharif [3] in a research examined the impact of
relationship marketing strategy on customers’ loyalty in insurance
industry. The results indicated that the variables trust, commitment
and communications have a positive effect on the customers’ loy-
alty at a significant level of 0/05 while the influence of conflict
management on the customer’s loyalty was not confirmed.
Haghighi et al. [2] investigated the effect of relationship marketing
strategies on the customers’ loyalty of Irancell mobile network
operator. The research findings demonstrated that this company
has been successful at implementing some of the relationship
marketing techniques and has been able to attract the customers’
satisfaction, trust and consequently, their loyalty at a significance
level of 90 %.

Ghazi Zadeh et al. [4] in their study explored the impact of rela-
tionship marketing on customers’ loyalty using ERM model in the
Mellat insurance company. The results indicated that there is a
significant relationship between variables investigated so that
three factors of financial benefits, social factors and structural
bonds affecting the quality of relationship and emotions and emo-
tions affecting the quality of relationship can lead to customer’s
loyalty.

Sehat et al. [5] investigated the improvement of customers’ loyalty
using strategic relationship marketing approach (a case study:
insurance companies affiliated with the banks. The findings of
their study revealed that brand love had had the highest influence
on the customers’ loyalty. However, brand commitment and emo-
tional approaches in strategic relationship marketing have had a
direct or indirect influence on attracting customers’ loyalty.
Among the strategic relationship marketing constituents, the emo-
tional approach has had the highest influence on the customers’
loyalty.

Garshasbi and Jokar [6] studied the effect of relationship market-
ing on customers’ loyalty of Asgariye credit and finance institu-
tion. The findings of their research showed that there is a positive-
ly significant relationship between the variables trust, commitment,
communications, conflict management and competence with cus-
tomers’ loyalty.

Ndubisi [12] studied the dimensions of relationship marketing, i.e.
trust, communications, commitment and conflict management and
investigated the impact of gender as a mediating variable in the
relationship between these dimensions on the customer’s loyalty.
The results of his research indicated that the four dimensions of
relationship marketing are directly related to the customer loyalty
and gender acts as a mediating variable in the relationship between
customer’s trust and loyalty. However, it does not play such a role
in the relationship between dimensions of relationship marketing
with customer’s loyalty.

Terawatanavong et al. [13] examined the effect of relation market-
ing foundations, i.e., trust, dependency, commitment, collabora-
tive standard variables and conflict management on the customer’s
satisfaction across the relationship life cycle. The results demon-
strated that while the variables trust and dependency with satisfac-
tion from the relationship during the development and maturation
of relationship are closely related, the variable commitment is
related to the customers’ satisfaction during maturation stage.
Abdollah et al. [17] in a study examined the impact of relationship
marketing techniques and relationship quality on the customers’
loyalty in the Malaysian mobile telecommunication industry. The
findings indicated that the relationship marketing strategies have a
positive influence on the customers’ loyalty.

Huang [16] investigated the effect of relationship marketing in-
vestment on the customers’ gratitude and loyalty. The results
demonstrated that investment in the relationship marketing
through maintaining strong relationships with customers and using
relationship marketing strategies can increase customers’ gratitude
and loyalty.
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3. Research variables and conceptual model

Loyalty: Oliver [21] defines loyalty as” a deeply held commitment
to re-buy or re-patronize a preferred product or service consistent-
ly in the future causing repetitive same brand purchasing despite
situational influences on marketing efforts." The customer’s loyal-
ty has intensity and frequency, which can be measured through the
following factors: the customer is willing to enhance relationships,
supports the company’s products and services like a lawyer, is not
volatile and susceptible to competitors offers, acts like a member
of that organization, is willing to pay more price premiums, devel-
op positive attitudes towards the new products and view himself
as the company’s partner.

Relationship Marketing (RM): creating relationships with custom-
ers based on collaboration, trust and commitment through real
management of real transactions to deliver high-quality commodi-
ty and service, responding to customer’s suggestions and views,
and ignoring the short-term benefits in order to archive long-term
benefits. The relationship marketing refers to creation, retention
and enhancement of strong communications with the customers
and other groups interested. The four dimensions of relationship
marketing are trust, commitment, commutations, conflict man-
agement and competence [12]

Supportive Marketing: the process of formulating and implement-
ing marketing activities that are characterized by an offer from the
firm to contribute a specific amount to a designated cause when
customers engage in revenue-producing exchanges that satisfy
organizational and individual objectives [22].

Emotional Marketing: studies how to arouse emotions in people to
buy that particular product/service [23]. The objective of emotion-
al marketing is to engage customer in an active experience of
brand value. When the customers have positive emotions towards
a brand, the brand loyalty increases [14].

Customer Satisfaction: is defined as a customer’s overall evalua-
tion of a product or service or of a service provider after purchase
[24]. The customer can be regarded as the ultimate goal in modern
marketing so that a firm’s success is dependent on identifying and
satisfying a customer’s needs and expectations. The customers’
satisfaction can result in behaviors such as loyalty and word of
mouth recommendation.

The variable of this research involves relationship marketing,
emotional marketing and supportive marketing as independent
variables, customers satisfaction as a mediating variable and cus-
tomers loyalty as the dependent variable which is presented in the
following conceptual; model in terms of research objectives:

Relationship Marketing

| Emotional Marketing I_)I Customers Satisfaction I_)I Customers Loyalty

Supportive Marketing

Fig. 1: Conceptual Model.

Considering the research conceptual model, the research hypothe-
ses are as follows:

Hypothesis 1: customer’s satisfaction plays a mediating role in the
relationship between relationship marketing and customers’ loyal-
ty.

Hypothesis 2: customer’s satisfaction plays a mediating role in the
relationship between emotional marketing and customers’ loyalty.

Hypothesis 3: customer’s satisfaction plays a mediating role in the
relationship between supportive marketing and customers’ loyalty.

4. Research methodology

From the objective view, the present research is of a practical one
since the results can be used for taking effective masseurs to share

organizational knowledge. From data collection perspective, the
research is of a survey-descriptive type because it tries to obtain
the necessary data about statistical sample using questionnaires.
From chronological view, this research is cross-sectional and in
terms of data, it is a qualitative research. The statistical population
of research consists of all the customers of private banks, state
banks and credit and finance institutions of Pars Abad. From this
population, 377 customers were selected using available random
sampling method in terms of Morgan Table. To collect research
data, questionnaires as the statistical instrument of research were
used. These questionnaires consisted of 46 questions derived from
Ndubisi [12], McLuhan [14] and Oliver [21] questionnaires. Since
in Likert scale, the responses are of a qualitative nature, so the
alternative numbers 1,2,3,4 and 5 were used to quantify the re-
sponses. The Cronbach’s Alpha Coefficient was used to measure
the reliability of questionnaires. Table 1 depicts the Cronbach’s
Alpha Coefficient values for questionnaires indicating that these
questionnaires have an acceptable reliability.

Table 1: Reliability Coefficient of Questionnaires

Questionnaire Cronbach Alpha
Relationship marketing 0.744
Emotional marketing 0.838
Supportive marketing 0.816
Loyalty 0.722
Satisfaction 0.739

5. Research findings testing and research hy-
potheses

According to Lisrel software output (Figure 2), the root square
error of approximation (RMSEA) index was 0.065 which indicates
the model has a highly good fit for the target population. Also, the
standard Chi- square was 3.39 which is an acceptable one. Table 3
represents the model indices. The values of these indices, as we
mentioned before, are satisfactory. The results of conceptual mod-
el fit indicate that all the coefficients are significant (Figure 3). To
test the research hypothesis and the mediating role of indirect
coefficients, the boot strap and Preacher and Hayes [18] test with
STATA software were used.

Table 2: Values of Fit Indices

Indices Value
CFlI 0.90
IFI 0.90
GFI 0.93
AGFI 0.91
NFI 0.92

Hypothesis 1: customer’s satisfaction plays a mediating role in the
relationship between relationship marketing and customers’ loyal-

To test this hypothesis and investigating the mediating role of
customer’s satisfaction in the relationship between relationship
marketing and customers’ loyalty, the boot strap and Preacher and
Hayes [18] test were used. According to Table 3, we can say that
the effect of relationship marketing on customers’ loyalty through
customers’ satisfaction is 0.5481. Since the significant level is less
than the level of error 0.05, thus we can conclude that the custom-
ers’ satisfaction has a mediating role in the relationship between
relationship marketing and customers’ loyalty. In other words, the
hypothesis that “customer’s satisfaction plays a mediating role in
the relationship between relationship marketing and customers’
loyalty” with 95 % assurance is confirmed.

Hypothesis 2: customer’s satisfaction plays a mediating role in the
relationship between emotional marketing and customers’ loyalty.
According to the findings depicted in Table 3, it can be said that
the impact of emotional marketing on customers’ loyalty through
customers’ satisfaction is 0.4293. Considering that the significant
level is less than the level of error 0.05, thus it is concluded that
the customers’ satisfaction has a mediating role in the relationship
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between emotional marketing and customers’ loyalty. In other
words, the hypothesis that “customer’s satisfaction plays a mediat-
ing role in the relationship between emotional marketing and cus-
tomers’ loyalty” is affirmed with a 95 % assurance.

Hypothesis 3: customer’s satisfaction plays a mediating role in the
relationship between supportive marketing and customers’ loyalty.
As the findings of table 3 indicate, the impact of supportive mar-
keting on customers’ loyalty through customers’ satisfaction is
0.3612. Given that the significant level is less than the level of
error 0.05, thus we can conclude that the customers’ satisfaction
has a mediating role in the relationship between supportive mar-
keting and customers’ loyalty. In other words, the hypothesis that
“customer’s satisfaction plays a mediating role in the relationship
between supportive marketing, and customers’ loyalty” is accept-
ed with a 95 % assurance.

Table3: Boot Strap Test

Indices Coefficient  Z Statistic Sig.
Relqtlonshlp marketing— Satis- 05481 735 0.000
faction— Loyalty

marketlng marketing— Satisfac- 04293 10.12 0.000
tion— Loyalty

Supportive marketing— Satis- 03612 780 0.000

faction— Loyalty

6. Conclusion and suggestions

This research investigated the effect of relationship marketing,
emotional marketing and supportive marketing on the customers’
loyalty with the mediating role of customers’ satisfaction in all the
banks of Pars Abad. The research results indicate that customers’
satisfaction has a mediating role in the effect of relationship mar-
keting, emotional marketing and supportive marketing on the cus-
tomers’ loyalty. Generally speaking, the findings of this study are
compatible with the results of various researchers, including Ndu-
bisi [12], Ndubisi and Wah [11], Abdollah et al. [17],
Terawatanavong et al. [13], Sehat et al. [5], Ranjbaran and Barari
[1] and Garshasbi and Jokar [6]. In terms of research results, a set
of suggestions are presented:

1) According to hypothesis (1) in which the effect of relationship
marketing on customer's loyalty with mediating role of cus-
tomer's satisfaction was confirmed. It is recommended that
banks train their staffs to perform their tasks with high pre-
cision and accuracy. Also, it is necessary that the banks use
the new technology so that they can fulfill their commit-
ments to the customers in the shortest time possible. Besides,
to increase their customers’ loyalty, the banks should adapt
their services to the customers’ specific needs through long-
term communications with their customers. Doing so, it is
advised that the bank management and staffs identify each
of the customer’s needs and move toward providing cus-
tomers with specialized services. To increase their custom-
ers’ loyalty in order to create effective commutations with
their customers, the banks can also inform their new service
and necessary information using various public media. They

can produce and distribute customers manuals related to
banking rules and regulations to provide their customers
with on-time and reliable information. It is also recom-
mended that the banks hold specialized training courses in
customer relationship management for their staffs, and give
incentive payments to their staffs.

2) According to hypothesis (2), the impact of customer’s satisfac-
tion as a mediating role in the relationship between emo-
tional marketing and customers’ loyalty was confirmed.
Thus, it is suggested that the banks managers and staffs pay
attention to emotional product properties. Additionally, it is
advised that the managers hold training courses for their
staffs on how to deal with customers. This can have a posi-
tive effect on the customers’ satisfaction and consequently,
their loyalty. Moreover, the banking administrators should
give much attention to the decoration and arrangement of
workplace and provide their customers with a comfortable
and suitable environment. This feeling of calmness can en-
courage the customers to return to the bank or recommend it
to others.

3) According to hypothesis (3), the positive effect of supportive
marketing on the customers’ loyalty with the mediating role
of customers’ satisfaction was affirmed. Consequently, it is
recommended that the bans managers and administrators to
allocate part of their revenue to a public befit and charitable
action because when their customers understand that bank
supports a good cause, they are encouraged to return to that
bank and have a strong emotion of satisfaction and loyalty
to that bank.

Considering that there is not an extensive similar academic re-

search due to lack of financial resources, time and researcher ex-

perience, thus, it is recommended that similar researches with
similar variable be carried out at a national level.

1) Performing similar research in the banks and financial institu-
tions of other provinces.

2) Comparing state banks with private banks.

3)Performing similar research in other organizations such as in-
surance industry, tourism industry, hotel industry, etc. to al-
low for generalizability of the research findings.

4)Using other marketing models in the afore-mentioned organi-
zations.

There are also limitations to the research findings including:
1)Respondents’ Lack of collaboration and inattentiveness when
responding the questionnaires.

2) Another limitation of research is that the findings can only be
applied to the present statistical population and are not gen-
eralizable to other populations.

3) This research was dependent on the respondents’ cooperation
to respond to the questionnaires. Sometimes, some of the re-
spondents were unwilling to respond.

4) Since this study has been carried out in human and social sci-
ence research area, it is possible that some of the uncontrol-
lable variables affect the research findings.
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Fig. 2: Standardized Coefficients.
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