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Abstract

Nowadays, maintaining and developing the capabilities of the organization depends not only on
providing top-quality services, but also on the ability to attract customers and faithful them by
creating favorable conditions. Relationship marketing is an important tool that can provide these
conditions for customers. The purpose of this research was to investigate this factor and its
impact on brand quality. The statistical population included the customers of Pasargad Bank in
Tehran. In order to collect data, after determining sample size by Cochran formula to the extent
of 384 individuals, the standard questionnaires were used. The method of the present study is
quantitative research that has been conducted in descriptive method. The face validity was

determined by management professors and the reliability was determined by relevant software
and Cronbach’s alpha. Descriptive and inferential statistical tests were used to test hypotheses
and finally, the results of structural equation modeling showed that providing favorable
conditions by relationship marketing can affect the quality of Bank and also attract customers.

Keywords: Customer, Relationship marketing, Service Delivery, Pasargad Bank.

1. Introduction

Companies have found that losing customers is something more than losing a sale item, but also
it means losing the entire stream of purchases that a customer can do in his/her lifetime or in the
period of being a customer (Kotler, 1999). Relationship marketing, like many new business
ideas, has been widely used recently. But it is necessary to investigate more, because there is a
lot of doubts about it. In terms of concept, relationship marketing placed in a set of marketing
tactics that analyzes the interaction between buyers and sellers. For some people, relationship
marketing is just a database of customers. While its core concept refers to commitment and trust.

The present study examines the effects of relationship marketing approach on brand quality in
Iranian Banking industry. It should be noted that the implementation and devising appropriate
strategies and guidelines for increasing market share in banking industry leads to long-term
profitability and survival (Ebrahim Pour Ahandani, 1391). Accordingly, the current study
examines the effect of relationship marketing on brand quality in Pasargad Bank.

In today’s competitive world, customers are one of the most important factors for
organizational success and their retention and satisfaction are so important for any organization.
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In this regard, relationship marketing is one of the newest fields in customer- orientation
(Hesaraki, 1393). Over the past decade, as a result of some factors, such as unclear boundaries
between markets or industries, rapid changes in customer consumption patterns, shortening of
product life cycle and amplification of customer awareness, the importance of relationship
marketing has emerged as a key point in business strategies (Shes, 2002).

2. Relationship marketing

The concept of relationship marketing from a company perspective can be seen as a successful
business philosophy or as a distinctive organizational culture or value that put the buyer- seller
relationship at the strategic center or operational thinking of the company. The assumption of
this research, according to previous studies of Callaghan (1995), Morgan and Hunt (1994),
Wilson and others is that relationship marketing is a one- dimensional construct consisting of six
components: Trust, Bonding, Communication, Shared value, Empathy and Reciprocity.

2.1. Trust

In all businesses, implementation of all policies, even in private life and in fact, in all
relationships that exist between humans, trust has been identified as an essential element of
success. Kenett Arrow (1975) believed that much of the economic backwardness in the world
can be explained by the lack of trust (Amirshahi et al. 1388). In fact, trust is an important
element of building long-term relationship in marketing, which means that the tendency to
establish long-term relationship is based on transactional trust and it is an inalienable part of it.
In social psychology, trust includes two main factors: counter-party confidence and trust in

benevolence. Integrity means believing that correspondent will perform his word. Benevolence
means believing that correspondent cares about the welfare of the organization and refrain from
doing unexpected things that have a negative effect on it (Alrubaiee & Al-Nazar, 2010).

2-2. Bonding

Bonding is a part of business relationship that engenders between the parties to the transaction
(buyer- seller) during a way to achieve a desired goal. Shani and Chalasani (1992) in their
identification of the bond developing between consumer, supplier, and product through the
application of relationship marketing. Its application to relationship marketing consists of
developing and enhancing consumer loyalty, which results directly in feelings of affection, a
sense of belonging to the relationship, and indirectly in a sense of belonging to the organization
or as Levitt (1983) described, developing and enhancing a long-term relationship (a bonded
relationship) with the seller.

2-3. Communication

Morgan and Hunt (1994) define shared values as, “the extent to which partners have beliefs in

common about what behaviors, goals and policies are important, unimportant, appropriate or
inappropriate, and right or wrong”. Nowadays, there is a new look to communication that
communication is a mutual dialogue between company and its customers which happens before,
during and after a sale. Communication in relationship marketing means keep in touch with
valued customers, providing timely and accurate information about services, changes in services,
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and communicating actively during the creating problem. In fact communication is the process of
creating mental unity between sender and recipient (Canon, 1997). Kotler (2005), Hawkins et al.
(2001), and Ahmad and Buttle (2002) concluded that it is necessary to integrate all marketing
communication messages in order to create, maintain and strengthen relationship with consumers
and therefore successful relationship marketing (Alto et al. 2010).

2-4. Shared value

Shared value is defined as the extent to which partners have beliefs in common about what
behaviors, goals, and policies are important or unimportant, appropriate or inappropriate, and
right or wrong (Morgan and Hunt, 1994). Shared value has long been considered as an important
dimension in building buyer- seller relationships. As a result when parties have common goals
and values, they will be more committed to their relationship (Sin et al. 2010).

2-5. Empathy

Empathy is the dimension of a business relationship that enables the two parties to see the
situation from the other person’s perspective. In the service marketing literature, the dimension
of empathy is used by Berry et al. (1990) in developing the SERVQUAL test instrument for
service quality.

2-6. Reciprocity

Reciprocity is the dimension of a business relationship that occurs either party to provide favors
or make allowances for the other in return for similar favors or allowances to be received at a
later date (Callaghan et al. 1995).

3. Brand Quality

Brand marketers must pay attention to the response consumers have to brands, brand marketing

activities and brand information sources. The final step is to focus on interpreting brand

perception and brand image in a way that a close relationship between consumers and the brand

is formed. Most importantly, in predetermined periods, they have to reevaluate changes in brand

relations din order to acquire a better understanding of the brand experiences, which can

contribute to redesigning and updating desirable and satisfactory brand relations (ibid.). Various

researchers provide different definitions for quality services. However, all these scholars are in

consensus regarding the fact that quality is defined based on requirements and needs of the

customer. Quality services are those services which satisfy the expectations of the customer.

High quality services or products are the main element and factor in successful organizations.

Therefore, satisfaction and experience of the customer are the inevitable component of quality

(Darvishi and Darvishi, 2014).

Another group of scholars define perceived quality as the perceptions of the customer

regarding the general quality or superiority of goods or services compared to those of the other

competitors (Atilgan and Akinci, 2005). According to Lanza (2008) perceived quality is the

belief of the customer in the fact that the brand has a superior quality. Therefore, the superior
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quality perceived by the customer for the brand will increase the economic value of the data if

they have a low quality. Generally, perceived quality involves the judgment and the belief of the

customer regarding the superiority of a product or service compared to those of the competitors.

During the process of increasing the perceived quality, the customer will decide on the quality of

the product by comparing the perceived function of the product and services with what he or she

expected (Erenkol et al., 2010). According to researched, perceived quality is an integral

component influencing brand equity since it can affect the willingness to pay higher amounts, the

intent to purchase that brand and the intent to select that brand. Brand’s perceived quality not

only affects the other dimension of the brand, but also it influences the classification of the

products from the point of view of the customer (Acker, 1996).

4. Influence of Relationship marketing orientation on brand quality

Financial service institutions, particularly banks, try to create brand identity so that it can help

them reach a competitive edge in the minds of clients, employees, and investors. How well and

how quickly a bank improves or transitions its brand name will have a direct influence on its

ability to manage good relations with the clients (Sweeny and Swait, 2008). In this regard, it has

been recommended that the strategy of relational marketing be used for establishing brand equity

in banks (Ndubisi, 2007).

Callaghan et al. (1995) and Morgan and Hunt (1994) proposed RMO (relational marketing

orientation) as a multi-dimensional structure which encompasses six components: trust, working

relationship, relation, common values, sympathy, and mutual relation.

5. Background

In this section, a number of studies carried out which are somewhat related to the subject of the

current paper are briefly introduced.

In a study on the influence of media mix elements of brand equity (case study of Sina Bank

in Iran), Farhangi and Abedini (2015) conclude that the frequency of advertisement in all the

prominent media has a positive impact on the brand equity of both groups of clients in Sina

Bank. Moreover, television was identified as the most influential media on repeat clients and

sponsoring was identified as the most effective media on the brand equity of first-time

customers.

Kadivar (2015) investigated the effects of the customers’ perceptions source country of the

brand on the brand equity of customers and concluded that the perceptions of the customers

regarding the source country of the brand had a significant impact on the brand equity of the

products.

Hesaraki (2014) carried out a study for measuring the relationship between relational

marketing and the satisfaction of the insured (customers) in Asia Insurance Company. The

results of the Spearman’s test indicated a significant relationship between relational marketing
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and its components and the satisfaction of the clients of Asia Insurance Company and trust was

identified as the most important component of relational marketing. Moreover, there was a

significant relationship between the history of working of customers with Asia Insurance

Company and their satisfaction. Furthermore, all the research variables were satisfactory.

Studying the relationship between the quality of electronic services and the brand quality,

Kao and Lin (2016) concluded that there was a significant relationship between the quality of

electronic services and brand quality. The results of the study have shown that brand quality also

has a significant impact on the performance of the company.

Liu and Chou (2016) carried out a study on the effects of social media on the relations of

relational marketing and perceptions of the brand quality and concluded that social media had a

significant impact on improving the business relations between customers and the company and

among the employees of the company. Furthermore, there was a significant relationship between

relational marketing and perceptions of brand quality, with social media playing a significant

role.

Abd Wahab et al. (2016) studied the relationship between relational marketing and

customer loyalty and the mediatory role of customer satisfaction to conclude that there was a

significant relationship between relational marketing and customer loyalty. The results also show

that customer satisfaction has a significant mediatory impact on the relationship between

relational marketing and customer loyalty.

Studying the effects of customer value and the relation between the company and the

customers and the brand quality, Tasci (2016) concluded that customer value and the relations

between the company and the customers had a positive and significant impact on brand quality.

Studying the effects of word of mouth advertisement on brand quality, Virvilaite et al.

(2015) concluded that word of mouth advertising had a significant impact on brand quality.

Investigating the effects of intergenerational relations on brand quality, Cai et al. (2015)

concluded that intergenerational relation had a significant impact on improving attitudes towards

brand quality and tendency to buy products and services again, while it also affected the

performance of the organization.

6. Research model

The aim of this study was to evaluate the effect of relationship marketing on brand quality of
Pasargad bank in Tehran. So our variables are: Attitude toward relationship marketing and brand
quality and they can be drawn up as following conceptual model:
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7. Research hypothesis:

7-1. Main hypothesis:

Relationship marketing has an effect on brand quality in Pasargad Bank.

7-2. Sub hypotheses:

1. Trust has an effect on brand quality in Pasargad Bank.

2. Bonding has an effect on brand quality in Pasargad Bank.

3. Communication has an effect on brand quality in Pasargad Bank.

4. Shared value has an effect on brand quality in Pasargad Bank.

5. Empathy has an effect on brand quality in Pasargad Bank.

6. Reciprocity has an effect on brand quality in Pasargad Bank.

8. Methodology

This study is a kind of applied research and has been conducted in descriptive research. In order
to collect theoretical data procedure library was used and questionnaire was used in field method.
The statistical population of research consisted of Pasargad bank customers in Tehran.

To determine minimum required sample size, Cochran formula was used for infinite population.
The required sample size was 384 and 400 questionnaires were distributed between them and of
these 362 were completed.

Attitude toward relationship
marketing

Trust

Bonding

Communication

Shared value

Empathy

Reciprocity

Brand quality
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Table 1: Questionnaires

Variable
Number of
Questions

N°.

Attitude toward relationship marketing

Trust 4 1-4

Bonding 4 5-8

Communication 3 9-11

Shared value 4 12-15

Empathy 3 16-18

Reciprocity 3 19-21

Brand quality 7 22-28

In order to assess the suitability of measuring tools we considered validity and reliability of
them. For this purpose questionnaires were given to academic advisors and consultant professor.
They were approved with minor modifications. For assessing the reliability of measurement
instruments Cronbach’s Alpha was used.

Table 2: Reliability of instruments

Variable
Cronbach’s

Alpha

Attitude toward relationship marketing

Trust 0.71

Bonding 0.76

Communication 0.79

Shared value 0.75

Empathy 0.81

Reciprocity 0.73

Brand quality 0.79

9. Descriptive Statics

The sample consisted of 62% male and 38% female that 78% of all were married. The majority
of sample were over 36 years and only 4% of the sample were less than 25 years. In terms of
educational qualifications, the majority of sample (305%) had master degree, 15% of them had
associate degree, 9% had bachelor and 24% had PhD and higher that represents the educated
people and people with high level of academic education in Pasargad Bank.

10. Inferential Statics

Kolmogorov-Smirnov test for normality of variables

According to table 3 the significance level for all dimensions of relationship marketing and brand
quality is greater than 0.05; so the data are normally distributed and Parametric tests were used to
analyze for them.
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Table 3: Distribution of research data

Index Significance level Assuming approval Conclusion

1 Trust 0/056 H1 Normal distribution

2 Bonding 0/088 H1 Normal distribution

3 Communication 0/057 H1 Normal distribution

4 Shared Value 0/066 H1 Normal distribution

5 Empathy 0/074 H1 Normal distribution

6 Reciprocity 0083 H1 Normal distribution

Relationship Marketing 0/064 H1 Normal distribution

7 Brand quality 0/063 H1 Normal distribution

It is necessary to evaluate the adequacy of the sample before using LISREL structural equation;
so we used KMO sampling adequacy test.

Table 4: Olkin test

Olkin test 0/847

Bartlett's test of sphericity

Bartlett's sphericity index 5841/218

Degrees of freedom 1284

significance level 0/002

Sufficient number of sampling is 0.847. So sample size is suitable for using structural equation.

By using models using standard coefficients we concluded that there is significant correlation
between the latent variables and their corresponding indexes. Factor loadings for All indicators
intended for all questions related to variables of model are higher than 0.4.

Figure 2: Standard estimates
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Figure 3: Significant mode

Figure 4: Secondary research hypotheses in the standard estimate

Figure 5: Secondary research hypotheses in the significant mode

The purpose of determining model fitting is to find out the consistency of a model with relevant
data. Accordingly, we described model fitting of the final research model in table 5.
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Table 5: Fitting of the final research model

Index Accepted range Value Result

X2/df X2/df ≤ 3 2/30 Confirmed

RMSEA RMSEA < 0.09 0/005 Confirmed

GFI GFI > 0.9 0/92 Confirmed

AGFI AGFI > 0.85 0/91 Confirmed

CFI CFI > 0.90 0/92 Confirmed

IFI IFI > 0.90 0/91 Confirmed

All of the fit indexes used in the present study showed that the model fits the data well. So it has
a high ability to measure the main variables.

Table 6: Results of hypothesis test

Hypothesis
Significance

level
Normalized

Value
Result

Main
Relationship marketing has an effect on brand quality
in Pasargad Bank. 3/95 0/62 Confirmed

Sub. 1
Trust has an effect on brand quality in Pasargad
Bank. 3/29 0/71 Confirmed

Sub. 2
Bonding has an effect on brand quality in Pasargad
Bank.

1/33 0/59 Rejected

Sub. 3
Communication has an effect on brand quality in
Pasargad Bank.

3/25 0/74 Confirmed

Sub. 4
Shared value has an effect on brand quality in
Pasargad Bank. 5/14 0/65 Confirmed

Sub. 5
Empathy has an effect on brand quality in Pasargad
Bank.

1/26 0/64 Rejected

Sub. 6
Reciprocity has an effect on brand quality in
Pasargad Bank. 3/84 0/56 Confirmed

11. Discussion and Conclusion

 Relationship marketing has a positive and significant impact on brand quality.

 Trust has a positive and significant impact on brand quality.

 Bonding has a positive impact on brand quality, but its impact isn’t significant.

 Communication has a positive and significant impact on brand quality.
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 Shared value has a positive and significant impact on brand quality.

 Empathy has a positive impact on brand quality, but its impact isn’t significant; in other words,

there isn’t any significant relationship between empathy and brand quality from the perspective

of Pasargad bank customers in the current research.

 Reciprocity has a positive and significant impact on brand quality.

Marketing is one of the tools which can increase the growth of banking revenues. According to

the managers of famous banks around the world only five percent of the customers’ account for

more than 85 percent of the profits of the banks (Nateghpour and Karami, 2014). Moreover, the

studies of economists show that by increasing high-priority customers and creating effective

satisfaction among the customers, banks can increase their profitability in a remarkable fashion.

Therefore, it is recommended that in the competitive world of modern banking, banks try to find

ways to retain their customers. The only way to achieve this is through relational management

and effective customer orientation. Nowadays, it is undeniable that customers have a much

higher access to opportunities for comparing services and their financial management has grown

more complex. Therefore, creative relations between customers and banks and the set of quality

services and the nature of purchased services depend on the quality of the interaction and the

relation between the customer and the bank.

In the following, considering the role of relational marketing in providing services, we

provide some recommendations for Pasargad Bank which are in accordance with the results and

conditions emphasized by the research data.

12. Suggestions

 Describe banking service, especially electronic banking service

 Describe services perfectly through public media from their first step to the end

 Using social network

 Using different communication methods for each person, due to unique personality and behavior

of each person

 Training to employees how to communicate with customers, including training how to apologize

especially to those employees who are constantly dealing with customers complaints

 Showing empathy to customers
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 Providing ancillary services besides core services in a way that distinguishes it from other

services offered by competitors, including creating a club for valuable and loyal customers.
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