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Abstract

This paper examines the effect of relationship Marketing process on Bank performance of selected Commercial
Banks in Southwestern Nigeria. It examines the management and performance of marketing relationships from
the perspectives of direct marketing, internal marketing, banks’ relationship quality and customer’s relation
benefits in Nigeria context. The research design used was a descriptive design. The data for the study were
gathered, through questionnaire adapted from Ismail (2011), from three out of six states in the Southwestern geo-
political zone of Nigeria. Multistage Random sampling technique was used. High rate of return of 91% was
achieved because it was a self-administered questionnaire using drop and collect method. The reliability test of
instrument was done using Factor Loading and Cronbach Alpha. Data collected were analysed using both
descriptive and regression analysis statistics. The Statistical Package for Social Scientists (SPSS) 17.0 version
was used in data analysis. The finding reveals a positive and significant relationship between Relationship
Marketing and Bank Performance indicators. The Relationship Quality and Relation Benefits were found to be
positively and significantly determinants of Bank performance. The findings revealed further that Direct
Marketing and Internal Marketing are insignificant predictors of bank performance. The policy implication of
this study recommends that the issue of job security that has bedeviled banking sector as a result of indiscriminate
retrenchment must be looked into by the banks’ helmsmen. This will lead to orgainisation commitment among the
employees that seems to be lacking among the employees of Nigeria Banks. This will enhance the bank
performance.

Keywords: Bank Performance, Marketing Orientation, Relational Benefits, Relationship Marketing,
Relationship Quality, Nigeria

1. Introduction

Relationship marketing is all about acquiring new customers and retaining existing customers. The concept of
relationship marketing has received a great deal of attention from Scholars in the field of marketing. The concept
has been investigated from many perspectives and examined in many ways indicating its conceptual and practical
importance. Relationship marketing concept is based on the paradigm of a true balance between "giving and
getting" as a key benefit to encourage an active role and is conducive in delivering two- way value, where loyalty
is based on trust and partnership, will prove to be one of the most significant policies to be pursued in
development and sustenance of competitive advantage (Ismail, 2009, Gronroos, 1994). According to Christopher
et.al (2002), the real purpose of business is to create and sustain mutually beneficial relationships, especially with
selected customers. With the main proposition which assume that successful relationships is the two-way flow of
value.

Positive relationship has been established between relationship marketing and organization performance.
Relationship marketing usually results in strong economic, technical and social ties among the stakeholders
parties thereby reducing their transactions costs and increasing exchange efficiencies included in relationship
marketing which are not only buyers or sellers exchanges but also business partnerships, strategic alliances, and
cooperative marketing networks. The relationship typically involves seller- customer exchange, but it could
involve any stakeholder's relationship (Morgan and Hunt, 1994; Gronroos 1994).

Ismail (2009) opines that relationship marketing emphasizes that relationships are partnerships with emphasis on
social bonding, co-operation, and joint problem solving, sharing resources and activities, and basing relationship
on common goals. He, however, challenged that the benefit should be relational and dyadic too. Most of the
studies have been emphasizing the effect of relationship marketing on organization performance neglecting
customer benefits. Moreover, relationship marketing emphasizes that long-term relationships are mutually
beneficial. In any genuine relationship, both parties involves should be beneficiaries of the outcome of such
relationship. Ismail (2009) observed that if genuine partnerships, as relationship marketing suggests exist,
relational quality and relational benefits must be of great value.
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Drawing inspiration from similar study conducted by Ismail (2009) in Jordianian Insurance companies, this study
examines the management and performance of marketing relationships from the perspectives of direct marketing,
internal marketing, banks’ relationship quality and customers’ relational benefits in Nigeria context.

2. Conceptual and Theoretical Framework

Marketing as a distinct discipline was borne out of economics around the beginning of this century and has been
developing over the year. The primary focus was on transactions and exchanges. However, marketing as a field of
study and practice is still in the process of reconceptualization in its orientation. Axioms of transactional
marketing are the belief that competition and self-interest are the drivers of value creation and maintaining an
‘arm’s length relationship’ is vital for marketing efficiency. Development of relationship marketing, therefore, is a
significant shift in the axioms of marketing: competition and conflict to mutual cooperation, and choice
independence to mutual interdependence (Sheth and Parvatiyar, 2000). There has been a shift from transactions
to relationships in marketing orientation. (Kotler 1990). The emphasis on relationships as opposed to transaction
based exchanges has redefined the domain of marketing as predicted by Sheth, Gardener and Garett (1988).

Every marketing transaction involves a relationship between the buyer and seller in a transaction-based situation,
the relationship may be quite short in duration and narrow in scope, on the other hand, the customer-seller bonds
developed in a relationship marketing situation last longer and cover a much broader scope than those developed
in transaction marketing. Customer contacts are more frequent, a company emphasis on customer service
contributes to consumer satisfaction in relationship marketing. (Armstrong and Kotler, 2007).

Brodie et. al, (1997) suggested relationship marketing be applied at four levels. At the first level, relationship
marketing is a technology-based tool of database marketing. At a second level, relationship marketing focuses on
relationships between businesses and its customers with an emphasis of customer retention. At a third level,
relationship marketing is a form of ‘customer partnering’ with buyers cooperatively involved in the design of the
product or service offering. At a fourth and broadest level, relationship marketing was seen as incorporating
everything from databases to personalized services, loyalty programs, brand loyalty, internal marketing,
personal/social relationships and strategic alliances.

Relationship marketing orientation involves a company integrates customer service and quality with marketing,
the result is a relationship marketing orientation. Relationship marketing creates a new level of interaction
between buyers and sellers. Rather than focusing exclusively on attracting new customers, marketers have
discovered that it pays to retain current customers as the cost of retention is lower compare to the cost of
acquiring a new customers. It has been established that strong economic, technical and social ties among the
stakeholders’ parties reduce transactions costs and increase exchange efficiencies. These are the benefit of
relationship marketing. Also, included in relationship marketing which are not only buyers / sellers exchanges but
also business partnerships, strategic alliances, and cooperative marketing networks (Morgan and Hunt, 1994;
Gronroos 1994).

Jobber and Fahy (2006) view relationship marketing as the process of creating, developing and enhancing
relationship with customers and other stakeholders. Relationship marketing refers to the development, growth,
maintenance of long- term, cost- effective exchange relationship with individual customers, suppliers, employees,
and other partner for mutual benefit (Boone and Kurtz, 2007). Developing excellent service quality creates the
opportunity to build an ongoing relationship with customers. The idea of relationship can apply to many
industries. It is particularly important in service industry of which banking is central because of direct contact
between the banks and customers.

2.1 Direct Marketing

Relationship marketing is always concerned about the direct marketing (otherwise known as interactive
marketing) activities and managing these dimensions with the aim of establishing, developing and maintaining
co-operative customer relationships for mutual benefit (Gronroos, 1997, 2004). Direct marketing refers to
buyers- seller communications in which the consumer controls the amount and type of information received from
a marketer. Interactive techniques have been used for more than a decade; point-of-sales brochures and coupon
dispensers are a simple form of interactive advertising. Today, however, the term also includes two-way
electronic communication using a variety of media such as the internet, CD-ROMS, and virtual reality kiosks
(Boone and Kurtz, 2007).

2.2 Relationship Quality

Relationship quality is all about customer satisfaction, trust and commitment. It can be regarded as a variable
composed of several key components reflecting the overall nature of relationships between companies and
costumers. There has not been a common consensus regarding the conceptualization of relationship quality but

103



European Journal of Business and Management WWw.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) Lt
Vol 4, No.10, 2012 ns'e

there has been considerable speculation as to the central components of this all important variable in measuring
relational quality. Components of relationship quality proposed in past research include cooperative norms
(Baker, Simpson, and Siguaw 1999), opportunism (Dorsch, Swanson, and Kelley 1998), customer orientation
(Dorsch, Swanson, and Kelley 1998; Palmer and Bejou 1994), seller expertise (Palmer and Bejou 1994), and
conflict, willingness to invest, and expectation to continue (Kumar, Scheer, and Steenkamp 1995). From the
previous studies, there is general consensus that customer satisfaction with the service provider’s performance,
trust in the service provider, and commitment to the relationship with the service firm are key components of
relationship quality (Baker, Simpson, and Siguaw 1999; Crosby, Evans, and Cowles 1990; Dorsch, Swanson, and
Kelley 1998; Garbarino and Johnson 1999; Palmer and Bejou 1994; Smith 1998). In summary, variables such as
satisfaction, trust, and commitment are core components in relationship quality research; however, these variables
are treated as interrelated rather than independent.

2.3Relational Benefits

Relationship marketing strategies should enhance customers' perceived benefits such as perceived relationship
improvement and perceived economic benefits of engaging in relationships (O'Malley and Tynan, 2000). The
Relational Benefits approach assumes that both parties in a relationship must benefit for it to continue in the long
run. For the customer, these benefits can be focused on either the core service or on the relationship itself
(Hennig-Thurau, Gwinner, and Gremler 2000). Benefits customers are likely to receive as a result of having
cultivated a long-term relationship with a service provider are referred to as relational benefits (Gutek et al. 1999;
Gwinner, Gremler, and Bitner 1998; Reynolds and Beatty 1999a). These relational benefits are benefits that exist
above and beyond the core service provided. According to earlier researchers, relational benefits include
confidence benefits, social benefits and special treatment benefits (Barnes, 1994; Berry, 1995; Bendapudi and
Berry, 1997 and Gwinner, Gremler, and Bitner, 1998). According to them confidence benefits refer to perceptions
of reduced anxiety and comfort in knowing what to expect in the service encounter, social benefits pertain to the
emotional part of the relationship and are characterized by personal recognition of customers by employees, the
customer’s own familiarity with employees, and the creation of friendships between customers and employees;
and special treatment benefits take the form of relational consumers receiving price breaks, faster service, or
individualized additional services.

2.4 Internal Marketing

This has to do with organization employees job satisfaction (Ahmed, Rafiq, and Saad 2003; Hwang and Chi
2005), work motivation (Bell, Menguc, and Stefani 2004) and organizational commitment (Caruana and Calleya
1998; Mukherjee and Malhotra 2006).

Few studies have explicitly examined customer-related outcome of internal marketing, such as service quality
(e.g., Bell and Menguc 2002; Bell, Menguc, and Stefani 2004). Earlier research on internal marketing concurs on
three important themes. First, it is crucial that employees are “well-attuned to the mission, goals, strategies, and
systems of the company” (Gummesson 1987), second, internal marketing builds on the formation of a corporate
identity or collective mind (Ahmed and Rafiq 2002). Third, internal marketing must go beyond short-term
marketing training programs and evolve into a management philosophy that requires multilevel management to
continuously encourage and enhance employees’ understanding of their roles and organizations (Berry, Hensel,
and Burke 1976).

2.5 Performance

All relationship marketing activities are ultimately evaluated on the basis of the company’s overall performance.
However, as a firm’s profitability is influenced by a number of variables largely independent of relationship
marketing activities that may include leadership style, capital base and technological know-how, it seems
appropriate to conceptualize relationship marketing outcomes on a more concrete level when investigating
possible antecedents (Ismail, 2009). Performance indicator such as target goals, sales goals, customer retention
(customer loyalty and positive customer word-of-mouth communication), better reputation in quality product and
new product development and employee satisfaction measured by employee turnover rate are found appropriate
in this context.

3. Methodology and Model
3.1 Method and Methods

The research design used was a descriptive design. As at 2012, there are 21 licensed commercial banks in
Nigeria. All these banks have their branches in South-western Nigeria. These commercial banks serve as
population for the study. There are six states in the south-western geo-political zone of Nigeria out of which three
states were selected and 10 branches were randomly selected to cut across major banks in the selected states
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namely Osun, Oyo and Ondo State. Multistage Random sampling technique was used. The data for the measures
of the variables are collected through questionnaire adapted from Ismail (2009) using five-point likert scale to
measure the level of agreement or disagreement with the scale range from 1 as “strongly disagree” to 5 as
“strongly agree. The survey instruments were distributed on five copies of questionnaire per branch; totalling 150
while 137 were returned and found useful for the analysis. High rate of return of 91% was achieved because it
was a self-administered questionnaire using drop and collect method. The reliability test of instrument was done
using Factor Loading and Cronbach Alpha. Data collected were analysed using both descriptive and regression
analysis statistics. The Statistical Package for Social Scientists (SPSS) 17.0 version was used in data analysis.

3.2 Model specification
Theregression model will be of the form:
Y=0+ B X1+ BoXot ot BaXnt €1 coveneiiii i Eq.1
Where
» Y is dependent variable,
» o is an intercept.

> B1... Bn are the coefficient of the independent variables X1 to Xn. Substituting both dependent
and independent variables in equation 1 above, we have the following equation

Specifically, for this study the expression is appropriate:
BP; = a + BRQ; + B.RB; +B:IM; +B4DM; +&jtvevvnveniiiiiiiiiiin Eq.2
Where
BP = Bank Performance
RQ = Relationship Quality
RB = Relational Benefits
IM = Internal Marketing
DM= Direct Marketing
g = Error term
3.Empirical Results and Discussion
4.1 Reliability Test

The level of reliability of the instrument that is the consistency of the variables is checked with the Cronbach’s
alpha statistics. Cronbach’s alpha is an index of reliability associated with the variation accounted for by the true
score of the “underlying construct” (Nunnaly, 1978). Cronbach’s Alpha’s can only be measured for variables
which have more than one measurement question.

The rotated component matrix was used to extract the factors that measure relationship marketing using the
principal component analysis and Varimax rotation methods. The results were extracted as Table 1. The
Cronbach’s alpha’s values vary from 0.555 to 0.869 as shown in Table 2. Nunnaly (1978) has stated that 0.5 is a
sufficient value, while 0.7 is a more reasonable Cronbach’s alpha.

4.1 Descriptive Statistics

Table 3 shows the descriptive statistics of the independent and dependent variable. The mean for Bank
Performance is 28.54 which show much favorable bank performance. However, from the descriptive analysis, it
is stated that internal marketing has the highest mean value of 44.48 compared to the rest of the mean values
where Direct Marketing, relationship quality and relational benefit has the mean value of 23.2, 18.88 and 13.37
respectively.

4.3 Regression Analysis

Equation 2 in the model specification above was analysed to determine the contribution of the independent
variables to the variance in the dependent variable using Statistical Package for Social Scientists (SPSS) version
17.0. Multiple regression analysis helps us understand how much of the variance in the dependent variable is
explained by a set of predictors. In Table 4, the R square value indicated that 77.3% of the variance in bank
performance was explained by the contributions of internal marketing, Direct Marketing, relationship quality and
relational benefit as shown in table below. Durbin-Watson statistics of 1.738 which is close to acceptable
standard of 2.0 shows that there is no autocorrelation problem in the model.
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Regression-coefficient is an extension of bivariate correlation. It indicates the degree of each predictor
(explanatory variables) contribution to the variation explained in the dependent variable. At a significant level of
5%, only relationship quality and relational benefits were found to be significant predictor. The standardized
coefficient has been used to assess the effect of each predictor. The higher the absolute value of Beta, the more
important variable is in predicting the bank performance. Relational benefit explains the most variance in bank
performance with coefficient value of 0.644. This shows that Relational benefit explains 64.4% of variation in
Bank Performance while relationship quality explains 47.3% as it has a coefficient value of 0.473 as shown in
Table 5.

The result revealed that top management and marketing managers place more premiums on relational benefits
followed by relationship quality for better Bank performance than other relationship marketing construct.

5. Conclusion

This study shows the importance of relational benefits and relationship quality criteria and their influence on
Banks performance of commercial bank in South-western Nigeria as these variables are significant in this study.
The findings revealed further that direct marketing and internal marketing are insignificant as determinants of
bank performance. These two variables that are not significant in this study need to be worked on in line with
literature, they portray a good area that banks can be improved on. Job security that leads to organisation
commitment seems to be lacking among the employees of Nigeria Banks. To be “target” driven at the expense of
staff, job security, staff training and job satisfaction will not assist the management of the Banks in optimising
their performance. Hence, indiscriminate retrenchment of staff on the flimsy excuse of not meeting up with
seemly unachievable target need be minimized rather achievable goal and target will be a motivator.

References

Ahmed, P. K., & Mohammed R. (2002). Internal Marketing: Tools and Concepts for Customer-Focused
Management. Oxford: Butterworth Heinemann.

Ahmed, R., & Norizan M. S. (2003), Internal Marketing and the Mediating Role of Organizational
Competencies, European Journal of Marketing. 37 (9), 1221-41.

Armstrong, G. & Kotler, P. (2007). Marketing: An Introduction. (8th ed.). New Jersey 07458: Pearson, Prentice-
Hall. Upper Saddle River.

Baker, T. L., Penny M. S., & Judy A. S. (1999), The Impact of Suppliers’ Perceptions of Reseller Market
Orientation on Key Relationship Constructs. Journal of the Academy of Marketing Science. 27 (Winter), 50-57.

Barnes, J. G. (1994) The Issue of Establishing Relationships with Customers in Service Companies: When Are
Relationships Feasible and What Form Should They Take? Paper presented at the Third Annual "Frontiers in
Services” Conference, Owen Graduate School of Management, Vanderbilt University, Nashville, Tennessee,
October 6-8.

Bell, M., & Sara L. S. (2004). When Customers Disappoint: A Model of Relational Internal Marketing and
Customer Complaints. Journal of the Academy of Marketing Science. 32 (2), 112-26.

Bell, Simon J., & Bulent Menguc (2002).The Employee— Organization Relationship, Organizational Citizenship
Behaviours, and Superior Quality. Journal of Retailing. 78 (2), 131-46.

Bendapudi, Neeli & Leonard L. Berry (1997).Customers’ Motivations for Maintaining Relationships with
Service Providers. Journal of Retailing. 73 (spring), 15-37.

Berry, James S. Hensel, & Marian C. Burke (1976). Improving Retailer Capability for Effective Consumerism
Response. Journal of Retailing. 52 (3), 3—14.

Boone L. E., & Kurtz D. L. (2007). Contemporary marketing. Philadelphia: Harcourt College Publishers.

Brodie, R.L., Coviello, N.E., Brooks, R.W. & Little, V. (1997). Towards a paradigm shift in marketing: an
examination of current marketing practices. Journal of Marketing Management. Vol. 13 No. 5, pp. 383-406.

Caruana, Albert & Peter Calleya (1998). The Effect of Internal Marketing on Organizational Commitment among
Retail Bank Managers. International Journal of Bank Marketing. 16 (2-3), 108—116.

Christopher, M., Payne, A., & Ballantyne D. (2002).Relationship Marketing: Creating Stakeholder Value.
Oxford: Butterworth Heinemann.

Crosby, Kenneth R. Evans, and Deborah Cowles (1990), “Relationship Quality in Services Selling: An
Interpersonal Influence Perspective,” Journal of Marketing, 54 (July), 68-81.

106



European Journal of Business and Management WWw.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) Lt
Vol 4, No.10, 2012 ns'e

Dorsch, Michael J., Scott R. Swanson, & Scott W. Kelley (1998). The Role of Relationship Quality in the
Stratification of Vendors as Perceived by Customers. Journal of the Academy of Marketing Science. 26 (spring),
128-42.

Garbarino, Ellen & Mark S. Johnson (1999). The Different Roles of Satisfaction, Trust, and Commitment in
Customer Relationships. Journal of Marketing. 63 (April), 70-87.

Gronroos, C. (1994). From marketing mix to relationship marketing — towards a paradigm shift in marketing.
Management Decision. Vol.32 No.2, pp 4-20

Gronroos, C. (2000). Relationship marketing: the Nordic School perspective. In Sheth, J.N., &

Parvatiyar, A. (Eds). Handbook of Relationship Marketing( pp. 95-118). Thousand Oaks,CA: Sage.

Gronroos, C. (2004).The relationship marketing process: communication, interaction, dialogue, value. Journal of
Business & Industrial Marketing. Vol.19 No.2, pp 99-113

Gummesson, E. (1994). Making Relationship Marketing Operational. International Journal of Service Industry
Management. Volume 05, Issue 5, pp1-12.

Gutek, Barbara A., et al., (1999). Distinguishing between Service Relationships and Encounters. Journal of
Applied Psychology. 84 (2), 218-233.

Gwinner, & Dwayne D. Gremler (2000). Why Customers Build Relationships with Companies—and Why Not.
In Thorsten Hennig-Thurau & Ursula Hansen (Eds.). Relationship Marketing: Gaining Competitive Advantage
through Customer Satisfaction and Customer Retention (pp. 369-391). Berlin, Germany: Springer.

Gwinner, Kevin P., Dwayne D. Gremler, & Mary Jo Bitner (1998). Relational Benefits in Services Industries:
The Customer’s Perspective. Journal of the Academy of Marketing Science. 26 (spring), 101- 114.
Hennig-Thurau, Thorsten (2000). Relationship Quality and Customer Retention through Strategic
Communication of Customer Skills. Journal of Marketing Management. 16 (1/3), 55-79.

Hwang, Ing-San & Der-Jang Chi (2005). Relationships among Internal Marketing, Employee Job Satisfaction
and International Hotel Performance: An Empirical Study. International Journal of Management. 22 (2), 285-93.

Ismail, S. T. (2009). The effect of Relationship Marketing on Organizational Outcomes "An Apply Study in
Jordanian insurance companies. European Journal of Social Sciences. 12(2), 176-184.

Jobber, D. & Fahy J. (2006). Foundations of marketing. New York: The McGraw-Hill companies.

Kotler P. (1990). Presentation at the Trustees Meeting of the Marketing Science Institute in November 1990,
Boston, MA

Kumar, N., Lisa K. S. & Jan-Benedict E. M. S. (1995).The Effects of Supplier Fairness on Vulnerable Resellers.
Journal of Marketing Research.32 (February), 54-65.

Mukherjee, A. & Neeru M. (2006). Does Role Clarity Explain Employee-Perceived Service Quality?
International Journal of Service Industry Management. 17(5), 444-73..

Nunnaly, J. (1978). Psychometric Theory. New York: McGraw-Hill.

Palmer, A. & David B. (1994). Buyer-Seller Relationships: A Conceptual Model and Empirical Investigation.
Journal of Marketing Management. 10 (6), 495-512.

OMalley, L., Tynan, C. (2000).Relationship marketing in consumer markets. Rhetoric or reality? European
Journal of Marketing. 34,.7, 797-815.

Reynolds, K. E. and Sharon, E. B. (1999), “Customer Benefits and Company Consequences of Customer-
Salesperson Relationships in Retailing,” Journal of Retailing, 75 (Spring), 11-32.

Sheth, J. N. (1996), “Relationship Marketing: Frameworks and Concepts,” paper presented at the 1996
International Conference on Relationship Marketing: Development, Management and Governance of
Relationships, March 29-31, Berlin, Germany.

Sheth, J. N., Gardner, D. M. & Garett, D. E. (1988). Marketing Theory: Evolution and Evaluation. New York:
John Wiley & Sons, Inc.

Smith, J. Brock (1998).Buyer-Seller Relationships: Similarity, Relationship Management, and Quality.
Psychology & Marketing. 15 (January), 3-21.

107



European Journal of Business and Management

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online)

Vol 4, No.10, 2012

Www.iiste.org

BLLY

nsTe

Table 1: Rotated component matrix for relationship marketing criteria

Questions Component
Direct Marketing. 1 2 3 4 5 6 7 8 9
Direct Mail 916
2. | Telemarketing (both inbound and .691
outbound)
3. | Direct response advertising (coupon .630
response or "phone now").
4. | Catalogue marketing. 704
Electronic media (internet, e-mail, 496
interactive cable TV).
6. | Inserts (leaflets in magazines). .836
7. | Door-to-door leafleting. 909
Internal Marketing
Job security .674
9. | Organizational commitment .800
10. | Marketing training programs .584
11. | Freedom in job. .681
12. | Clarity of tasks. 517
13. | Work motivation 764
14. | Rewards and incentives 575
15. | Decentralized communications 127
16. | Equity of salaries. .653
17. | Involving employees in decision 916
making
18. | Friendly contacts with personnel .691
19. | Clarity of employee role .630
20. | Job satisfaction 704
Relational Benefits
21. | Core service benefits for customers 496
22. | Supplementary service benefits for | .836
customers
23. | After sale service benefits for | .909
customers
24. | Benefits for employees. .590
Relationship Quality
25.| Customer satisfaction with the .843
service provider’s performance
26. | Trust in the service provider .546
27. | Commitment to the relationship with 777
the service firm
28. | After sale services 901
29. | Additional and more services than 780
other customers.
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Bank Performance

30. | Target goals have been achieved. 772
31. | Sales goals have been achieved. .870
32. | ROI goals have been achieved. .540
33. | Our product(s) have a higher quality 780
than those of other banks.
34. | We have a higher customer retention .633
rate than other banks.
35.| We have a better reputation among 771
major customer segments than other
banks.
36. | We have a lower employee turnover
rate than that of other banks
37.| We have been more effective in new
product development than other
banks.
Source: Author computation using SPSS17.0 2012
Table 2: Cronbach Alpha
Relationship Marketing Cronbach’s
Criteria Coefficient Alpha
Direct Marketing (DM) 0.754
Internal Marketing (IM) 0.728
Relational Benefits (RB) 0.869
Relationship Quality(RQ) 0.555
Bank Performance (PF) 0.806
Overall 0.935
Source: Author computation using SPSS17.0 2012
Table 3: Descriptive statistics
N Minimum | Maximum Mean Std. Deviation
DM 137 8.00 35.00 23.2044 5.51487
M 137 19.00 58.00 44.4818 7.67167
RB 137 4.00 20.00 13.3650 4.31290
RQ 137 8.00 25.00 18.8832 3.30344
PF 137 14.00 40.00 28.5401 6.03667

Source: Author computation using SPSS17.0 2012
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Table 4: Model Summary”

Change Statistics
Std. Error

R |Adjusted| ofthe R Square F Sig. F Durbin-
Model] R [ Square |R Square| Estimate | Change [Change| dfl df2 | Change | Watson

1 |.879%| .773 766 2.91910 173 112.404] 4 132 | .000 1.738

a. Predictors: (Constant), RQ, IM, RB, DM
b. Dependent Variable: PF

Table S: Coefficient
Unstandardized Coefficients Standardized Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) | 4.388 1.696 2.587 .011
DM -.155 .147 -.141 -1.051 295

M -014 .063 -018 -226 .822

RB 902 .149 .644 6.033 .000

RQ .865 .104 473 8.321 .000

Dependent Variable: PF
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