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CHAPTER ONE
INTRODUCTION

1.1Background of the study

The focus of relationship marketing is frequentbnsidered to be customer retention because
retention is less costly than acquisition (Forreeld Wernerfelt 1987) and small increases in
retention rates can have a dramatic effect on thétg of a company (Fornell and et al 1987).
For example, existing customers tend to purchase than new customers (Rose 1990); and, in
most cases, there are efficiencies in dealing \eitisting customers as compared to new
customers (Reichheld 1996). However, relationshigrketing can refer to all marketing
activities directed toward establishing, developiagd maintaining successful relational
exchanges” (Morgan and Hunt 1994).Moreover, Morgad Hunt (1996) argued that building
an enduring relationship is of great importance mwih€omes to creating sustainable competitive
advantage as it would be difficult for competitdosduplicate the whole process of long-term

relationship building due to immobile resourceg likust, reputation and loyalty, among others.

This is also the case in Ethiopia, specificallysgrvice industries that are highly involved in
providing an intangible, inseparable and perishat#evice but can be managed through
relationship marketing activities. Because relaiop resolves high discrepancies between
marketers and customers, when producers and consuiinectly deal with each other, there is a
greater potential for emotional bonding that tramsts economic exchange. They can understand
and appreciate each others’ needs and constraities,bare more inclined to cooperate with one

another, and thus, become more relationship odente
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Banking in Ethiopia has long life. The historicatroduction of the banks in Ethiopia is traced
back to the first decade of the 20 century. At bleginning agreement to open the bank in
Ethiopia was reached in 1905 between Emperor Mitiland Mr. Mac Gillivray, representative
of the British owned National Bank of Egypt markim introduction of modern banking in
Ethiopia. Following the agreement, the first baaked Bank of Abyssinia was inaugurated in

Feb.16, 1906 by the Emperor.

Since then, the banking sector dramatically growssathe competition between the banks.
Commercial bank of Ethiopia is among these rivéldhe business. So making good relationship
with customer and develop an image on customers msim crucial and timely task of all the
banks.

Thus, to maintain their position in the market Banks work on strengthening their relationship
with customers. In fact, this requires understagdive relative importance of relational variables
in the process of building strong and profitablatienship. To this effect, this study aims at
examining the role of relationship marketing valégb (communication, conflict handling,
satisfaction, Relationship commitment, and Trustl &ervice efficiency) in the process of
building and maintaining an enduring relationshighveustomers and the Commercial Bank of

Ethiopia.
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1.2 Statement of the Problem

The fact that buyers and sellers have relationsBip®thing new. In other words, relationships
between buyers and sellers have existed since hubegan trading goods and services. These
relationships developed in a natural way over taseghe buyers and sellers developed trust and
friendships supported by quality products and sesziHence, from the ancient times to this era
of hyper-competitive marketing the effect of redathip has always formed the base of the
business for the simple fact that if there willrieerelation between the buyer, the seller and the
supplier then there will be no transactions, naureipase and there will be no business at all
(Berry 1991). The benefits of maintaining an exalrelationship for both parties (buyer and
seller) is well grounded in the marketing literasitJlga and Eggert (2003). For instance, a study
conducted in Singapore (2002) showed that many eomap in different industries (mainly in
services and manufacturing sectors) are losingoup0€6 of their customers over a five year
period. Similarly, a study conducted in Nigerianaincial service sectors showed that it costs 6
to 7 times more expensive to acquire a new customaer it is to retain a current customer while
a 5% increase in customer retention on the othead haill increase profits by 25 to 95%

(Bolajoko N. 2007).

In Ethiopia due to the deregulations had been nigdhe current government in the different
sectors of the economy have brought down the baiesdaf many industries. As a consequence
of this, the banking sector has shown a histopeale of growth, for instance, to date there are
more than 16 private and one state owned commeBaiak in the market, not counting those
under the process of establishment. Accordingiyotd , (2007) the coming into existence of

private banks in Ethiopia have brought several ghanin the banking industry. They also
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indicated that private banks showed better perfao@ain customer satisfaction than the
Commercial Bank of Ethiopia and compared to theestavned commercial bank they exhibited
a much faster pace of growth in the period betw2885-20061n general terms, the competition

in the sector mounts steadily and persistently t@fter time and there are also signals showing
that the competition in the sector will increase¢hie years to come.

Due to the advance in competition and the valueustomer service, relationship marketing has
become an emerging area of interest in the make8eearch arena. Thus, it makes sense to
research the subject in the context of Ethiopiankimy sector; however, up to the student
researcher’'s best knowledge although large numbkrstudies have been conducted in the
banking industry both by academicians and practis, most research papers focused on issues
like service quality, customer satisfaction and keting practices. The studies focused on the
transactional aspects of marketing rather relatiaspects of marketing or what the proponents
of relationship marketing called the kotlerism aygwh. Hence, the student researcher studied

the subject of relationship marketing to fill tHer@mentioned gaps.

1.3Basic Research Questions
The following are the basic research questionsthieastudy addressed
1. How relationship marketing dimensions affect custotoyalty?
2. Whether customer loyalty depends up on relationdimpensions in CBE?
3. How is the relationship between customers and CBE?
4. How is customers’ loyalty in CBE?
5. How the bank maintain customer satisfaction analtgyin respective with relationship

dimensions?
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1.4 Objectives of the study

The student researcher’'s objective to be achiéweithis study can be stated as general and

specific objective as indicated as follows:

1.4.1 General objectives
The general objective of the research was to stindy role of relationship marketing on
maintaining sustainable customer loyalty in the @uarcial bank of Ethiopia.
1.4.2 Specific objectives of the study
The following are the specific objectives that siedent researcher had tried to achieve:
1. To examine the relationship between relationshigketang variables and loyalty
2. To disclose factors affecting customer loyalty BBECregarding relationship marketing.
3. To investigate things that need to be consideredréating relationship marketing to
enhance customers loyalty at CBE
4. To assure whether there is strong relationship &&tWCBE and customers of CBE in

Gofa Sefer branch.

o

To explore customers loyalty in the bank.

6. Forwarded some recommendations in lights of theirig and conclusions drawn.

1.5 Significance of the study

The outcomes of this study will have the followisignificances; it might help the management
of CBE to identify any performance gaps in theiatienal efforts and hence take corrective
actions. It also provides important insights fdnestsimilar Banks about the relative importance
of relationship marketing dimensions in buildinglanaintaining customer loyalty. On the other

hand, to those involved in the industry, it willlhe¢o better understand the strategic nature of
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relationship marketing .Furthermore, being as asdyeaker on the subject, it may serve as an

important springboard for researchers who wanvestigate the subject further.

1.6 Scope of the study

Though not a new concept, relationship marketiinig, not yet known in Ethiopia as developed
countries. Even though a lot of factors affect dle@vity of the bank, the theoretical framework
of the study limits its coverage on the the role refationship marketing for maintaining
customer loyalty in Commercial Bank of EthiopiaSiher aspects related to the effect of
relationship marketing on revenue and profitabibfythe bank will not be included under this
study. Second, CBE operates throughout the couiitnis specific branch is picked for the
research due to its vast customer base and sereigdsred. The time framework is delimited to
the schedule of the submission of the paper. Ton@&@customer satisfaction and loyalty and to
triangulate the study, the respondents for thiglystwere both the customers and the top

management of the bank.

1.7 Research Design and Methodologies

1.7.1 Research Design

The study focuses on the role of relationship ntargeto maintain sustainable customer loyalty
in the Commercial bank of Ethiopia. Since the prynabjective of the study will be to see how
loyalty is affected by relationship variables (ttuscommitment, service efficiency,
communication, conflict handling, and satisfactjotie study required the data from both the

secondary and primary sources. So, with this tggdéhe data regarding customers’
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characteristics and other backgrounds have bedactsl and related literature reviewed and

adopted. Based on this, the research is a deserigsearch design.

1.7.2 Population and sampling Technique

In this study the total target of the investigatmmsists of all customers of commercial bank of
Ethiopia, Gofa Sefer branch. As per the informatimmm the bank, it has an average of 800
customers per day. To select the samples fromtaokas population, convenience sampling was
applied. This is to increase the likelihood of geftreliable information in those data collection
dates. Based on this 200 customers, which is ar@6nb of the daily average customer, were

selected as a respondent.

1.7.3 Types of Data collected

In this research the student researcher basicafd wprimary data that is obtained from
customers of the bank and manager of the bank. tidddily some opinions, initial

understandings, and documentary facts from secgrsdarces were used.

1.7.4 Data Collection Instruments

As a data collection instrument, structured quesidre was applied to know the relationship
between the customers and the bank. The Questrennantains relationship dimension and

loyalty measures with specific question statemémas$ will help to collect the data about the
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issue. Each statement was assessed on a five lixeirttype of scale ranging from “strongly
disagree =1" to “strongly agree=>5".

Personal interview was conducted with the Custawiation manager of the bank.

1.7.5 Methods of Data Analysis

The data gathered from different sources, basictilpugh questionnaire, was analyzed
gualitatively and quantitatively. For the primaryatd that include opinions, initial

understandings, observed non numerical data ard faat are gathered from secondary data
was analyzed through qualitative data analysis atetAnd data that are more of numerical has

been analyzed through quantitative data analysistgue, in this case the SPSS system.

1.8 Limitations of the Study

The theoretical framework of the study limits iteverage on the the role of relationship
marketing for maintaining customer loyalty in Commmal Bank of Ethiopia. Thus, other aspects
related to the effect of relationship marketingresenue and profitability of the bank has not
been included under this study. Even in Addis Ab#hba bank has 126 branches. But because of
financial resources and time limitations it's diffit to cover all this branches. Due to this the
study has been limited to only on CBE Goffa Sefanbh. Again due to financial and logistical

limitations customer respondents are limited t0.200
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1.9 Organization of the study

This study has four chapters. Chapter one presantsluction and background, statement of the
problem, objectives and significance of study, aesle methodologies, limitations of the study,

and organization of the research paper. Chapter iswdevoted to the concepts and empirical
studies that are relevant to the topic of the st@hapter Three is all about data presentation,
analysis and interpretations. The last Chapterisbrise findings of the study, conclusions

drawn, and recommendations forwarded.
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CIRAER TWO
LITERATURREVIEW

2.1 THE WHAT OF RELATIONSHIP MARKETING

A key goal of relationship marketing theory is tidentification of key drivers that influence
important outcomes for the firm and a better undeding of the causal relations between these

drivers and outcomes.

Relationships between buyers and sellers haveeexshce humans began trading goods and
services. However in recent years, marketing edusand practitioners have embraced two
important environmental shifts in marketing. Thestfiis that, the migration from short-term,
transactional exchanges to long-term relationalharges has become standard practice for
many marketing organizations. The second is thatketers are increasingly moving away from
the traditional assumption that consumer demaritbmsogeneous and are accepting the reality
that customers are heterogeneous with respecetortbeds and with respect to the value they
provide to the selling firm. The result of thesetahanges has been visible in several streams of
marketing literature including relationship marketi(RM) (Hunt and Morgan 1993). These
studies and others including Gronroos (1996) anan@asson (1999) stressed that at the
intersection of these two shifts in the marketiagdscape is the often challenging effort on the
seller's part to identify and service the most im@ot customers in a way that produces
customer loyalty and superior financial returnsstlRM has become more and more popular for

business organization to build and maintain a cditiye advantage over their competitors.
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In fact, it was back in 1983 the concept was fiasted by Levitt in his seminal article he argued
that “The relationship between a seller and a buwa&dom ends when a sale is made.
Increasingly, the relationship intensifies aftez #ale and helps determine the buyer’s choice the
next time around.” As Zadi cited Jonas (2006) é@mss that the expression RM was used for the
first time by Berry in 1983. Even if RM is onethiose fashionable concepts that every marketer
and manager uses but there is no consensuses odefitiéon of relationship marketing yet. It is

a broad topic and many scholars and researcheesdpgroached it from different perspectives
and it has continuously changed over the yearser@kwstudies in relationship marketing
accentuated that the most important issue in magkes to establish, maintain, and enhance
relationships with customers at a profit so thatabjectives of the parties involved are met. This
is achieved by a mutual exchange and fulfillmenpaimises. Thus, in this study RM will be
conceptualized as: all marketing activities dirdctmward establishing, developing, and
maintaining successful relational exchange; and giecess of relationship development is

accelerated as firms strive to create relationstu@hieve their goals (Morgan and Hunt, 1994).

The emphasis on relationship is now a key to ssfekebusiness and the traditional concept of
making sales is being replaced by making long tivite-win relationship with customers and it

was largely used to stress the specificity of sgwimarketing.
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2.2Dimensions of Relationship marketing

Based on different authors’ assumptions the studeseiarcher developed the following diagram.

CONFLICT
HANDLING

satisfaction

service efficiency

Figure 1 Dimensions of relationship marketing

This integration is also approved by numerous rebess and writers. The following table

shows the constructs used by different researchén® study of buyer and seller relationship
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RM variables | Description Illustrative Research
Satisfactiol Customer satisfaction il Anderson (1998); Anderson and Sulliv
Approach antecedent of relational outcome€l993); Fornell (1992); Hallowell (1996

(i.e.,customer loyalty and positive

word-of-mouth communication)

2 Morgan and Bagdoniene et al. (2009)

Service efficienc
Approach

Service quality as anteceden
relational outcomes

Boulding, Kalra, and Staelin (1993); Zeithal
Berry, and Parasuraman 199Barasurmat

(1983) Andersen and Narus Dash, Brun

et al (n.d)

Trust approacl

Trust as antecedent to relatio

outcomes

Hunt (1994), Crosby et. al (2199C
Parasurman  (1983)’'Andersen and Na

Dash, Bruning & Guin (2007) Moorman

Suwandi (2005)
(2009

Commitmen Commitment as antecedent Pritchard, Havitz, and Howard (1998ndersen

Approach relational outcomes and Narus Dash, Bruning & Guin (2007)
Moorman et al. 1993

Conflict Conflict resolving as antecedent | Gwinner, Gremler, and Bitner (1998);Reyno

Handling relational outcomes and Beatty (1999a)+Crosby et. al (1990)

Approach Bruning & Guin (2007) Moorman et 4l

1993

Communicatio

Approach

Communication as anteceden

relational outcomes

Crutchfield (1998); Morgan (2000); Morga
Crutchfield, and Lacey (2000)

Table 2.1Dimensions of RM with the pervious illustrative regarch
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2. 2.1 TRUST

Trust is widely posited as a determinant of clossrend the service provider’s investment in
relationship-specific assets (Nielson, 1998). Inrtipalar, a relationship deemed to be
trustworthy is one in which a partner is more k& wish to make a long-term commitment
(Moorman et al, 1992). According to Achrol (1997), trust helpstedmine a variety of
performance-related indicators, including the ektehinformation exchange, joint problem
solving, satisfaction with the outcomes of actasti and a greater motivation to maintain strong
relationship. Arguably, trust creates the condgiamder which commitment develops and firms
become willing to make relationship-specific inveshts capable of and capable of enhancing

relationship quality (Carney, 1998).

Trust is a fundamental relationship building bloakd has been widely studied in many buyer-
seller relationship models, particularly as a aldactor in the shift from discrete market
transactions to continuous exchange relationsHjygyér et al. 1987). Its presence generates

feelings of security and credibility, hence redgcihe buyer’s perceptions of risk (Selnes, 1998).

Trust is defined as a state that exists “when argyphas confidence in an exchange partner’s
reliability and integrity” (Morgan and Hunt 1994)rust is evidenced by the ability of partners

to work closely together and share important infation.

Relationship marketing scholars Parvatiyar anddoideagues (2002) in their comprehensive
study acknowledge that trust is the pivotal fadtoevaluating buyer-seller relationships, and
they stressed that building trust deserves pri@ttgntion to build strong relationship. They note

that when business relationships entail both bugers sellers expending resources to develop
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relationships over an extended period of time, expgects trust to be a key aspect in defining the

emotional aspect of the relationship for both gatti

2.2.2 SATISFACTION

Satisfaction is often confused with loyalty. Satttfon is an emotional or feeling reaction
(Westbrook et al.1978). It is the result of a coempprocess that requires understanding the
psychology of customers. The range of emotion gewvith, for example, contentment, surprise,
pleasure, or relief. Satisfaction is influencedthe end, by expectations and the gap between

perceived quality and expected quality, called &tancy disconfirmation”. (Rust et al.1996)

Satisfaction appears to be an important dimengiah dontributes to the establishment of long-
term relationships and various researchers desthbeositive effect of satisfaction on long-
term relationship (Costabile et al. 2002). In ielahip marketing literatures, customer
satisfaction has been thought to be a key perfocmamdicator for evaluating the quality of a
relationship between service provider and custonféustomers’ expectations regarding costs
and benefits of the relationship mainly depend ast @xperience, and satisfying experiences
increase the motivation and the likelihood thatiradividual stays in the relationship (AMouri,
2005). It is also an expected outcome of implemgntmarketing activities, as providing

satisfying services to customers relates to suadssved in relationship Fornell (1992).

2.2.2.1. Satisfaction- relationship marketing-Loyalty link
High-quality products and associated services desiggo meet customer needs will create
customer satisfaction. This high level of satistattwill produce increased customer loyalty.
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According to conventional wisdom, we would be temtbto believe that the link between
satisfaction and loyalty is a simple, linear relati But reality proves us wrong: it is neither
linear nor simple. The relation reacts differeralycording to time and circumstances. Unless
they are totally satisfied, there is always a cleayau will see your customers be lured away

(Jones & Sasser Jr., 1995).

2.2.3 COMMITMENT

Several studies in relationship marketing espousmdmitment as the central constructs to
successful relationship marketing and these stualigged that commitment plays an important
role in strengthen the relationship between theeband sellerCommitment is defined as “an
exchange partner believing that an ongoing relatignwith another is so important as to warrant
maximum efforts at maintaining it” (Morgan and Huh®94). This definition of commitment reveals
two important aspects. First, commitment is a behat a relationship to be of high value (lvens,
2004). Second, commitment represents the stalufity relationship because partners are ready to
make efforts to preserve the relationship (lver®)43. Relationship continuity and relationship
stability reflect these two different aspects @& toncept of commitment (Venetis and Ghauri, 2004).
Relationship continuityefers to the behavioral aspect of commitment, tviscan explicit or implicit
intention to continue the relationship (Dwyer et 4987), andelationship stabilityrepresents its
attitudinal aspect, which is a desire for a staiblationship and a willingness to sacrifice shertt
rewards to maintain the relationship (Anderson Wraltz, 1992; Morgan and Hunt, 1994). Johnson
et al. (2004) also consider relationship stabiéisya dimension of relationship quality in interfirm

partnering.
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2.2.4 CONFLICT HANDLING

Conflict handling has been examined in a large remalb empirical studies across literatures in
marketing, and has been debated in RM researclover several years (Lichtenthal and
Tellefsen, 2001). Some researchers found statistisi@gnificant relationships between conflict
handling and performance criteria, such as greatationship investment, satisfaction, RQ and
sales (Crosby et al., 1990; Smith, 1998). Conttiahdling has been included as an important

construct of RQ in several studies conducted in BA8 services contexts (Dwyer et al. 1987).

Conflict is typically viewed as a multidimensionphenomenon most often consisting of
perceived or manifest conflict, and affective canf(Brown et al. 1991). Affective conflict is
hostility, frustration, and anger toward the otparty (Frazier et al. 1989). Manifest conflict is
characterized by behavioral responses, includirenaxpressions of disagreement and/or overt
attempts to prevent the other party from achievitsggoals (Anderson and Narus, 1990).
Conflict entails the overall level of disagreeméetween the service provider and customers,
and often termed “perceived” or “manifest” confliéts conflicts increases, customers are less
likely to have confidence in the long-term oriergat of the seller or invest in building or
maintaining a relationship; thus, conflict negalyvanfluence the customer’s trust and
commitment toward the seller and can negativelgafthe quality relationship (Anderson and
Weitz 1992). According to Ndubisi and Sinto (20@6nflict handling reflects the seller’s ability
to avoid potential conflicts and solve manifest fiots before they create problems. It also

requires open discussion between the buyer anskllex on solutions when problems arise.
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In this study, conflict handling refers to the bandbility to minimize the negative consequences
of manifest and potential conflicts and openly de&with business customers on solutions when

problems arise (Anderson and Weitz 1992).

2.2.5 COMMUNICATION

Beyond trust and relationship commitment, relatiopsievelopment relies on the exchange of
information that is informative, truthful, relevatd the exchange, and correctly understood.
Business relationships involve exchanges concenmioducts or services, monetary instruments,
and other relevant information that would enharee RQ. The nature of communication that
exists between exchange partners is an importahbpeelationship atmosphere (Anderson and
Narus 1990). Previous studies in RM have noted comication as the lifeblood of a good

relationship, and it is also critical in the devmizent of commitment and trust by reducing
disputes (Schultz and Evans 2002). Especially, gmodmunication is a significant facilitator of

relationship development and effectiveness. Ell@®91) reported that poor communication
was the most important barrier to success in bagier relationships. The quality of an inter-
organizational relationship depends on the manydslyand interactions between boundary
spanners who interact, negotiate, and deliver v&duthe partner organization. To this effect,
several researchers put communication as a cohstriubeir models (Dwyer et al. 1987), to

mention a few.
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2.2.6.SERVICE EFFICIENCY (QUALITY)

Here, the student researcher expresses servicetyual terms of employee efficiency and
customer quality judgment- i.e. the assumptionuaity is not zero defects only, but it is also
level of customer satisfaction. If it is so, redaship will be strength.

Customer requirement and expectation is a dynammction, implying that the status of service
quality is accepted in a certain time but it doesmean it will be always accepted by customer
in the future. So we need continual improvementtte& service quality and under such a
situation, the quality of service becomes moreaonde vital.

service quality is often “conceptualized as themparison of service expectations with
actual performance perception&ccording to the general definition, as anglly
developed in Japanese management practicality is developed through ‘zero defects-
doing it right the first time.” Scholars givarious explanations of quality such as (Crosby,

1979)who indicates that quality asdnformance to requirements’.

2.3 RELATIONSHIP QUALITY (strength of relationship between customers and service

providers)

Within the RM paradigm, relationship quality (RQashlong been regarded as an important
concept because of its critical role in the custordecision-making/post-purchase process
(Croshby et al., 1990; Morgan and Hunt, 1994). Itamwes how strong the relationship is
between both parties and as a result the buyer coatinue to buy even if the encounters
problems. It is important for the retention of amers. In most relationship marketing

literatures, RQ has been treated as both globakpadific, but the global view has been more

natural (Molm, 1991). Similarly, Smith (1998) argué¢hat it is essential for assessment of
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relationship strength and the satisfied degree ustarner needs and expectations. Equally,
Jarvelin and Lehtinen (1996) in their research dlesd relationship quality as a customer’s
perception of relationship fulfilment with a sereiprovider or customers’ evaluation of whether
their relationship with a provider meets their estpéions, goals, and/or desires. From
customers’ perspective, high RQ can be achievedcwine service provider reduces perceived
uncertainty or failure to offer a positive outcomdthough different scholars define RQ in their

way in this study it is conceptualized as Palmatdteal (2004).

Regarding RQ most studies conducted in financialises industry (banks and insurance) put in
to light that successful exchange events in sesviically lead to relational outcomes valued by
the buyer and seller relationship if and only #yhare properly treated from the service provider
and customers’ perspectives. This link is espaciatbortant for service businesses because of
the intangible and variable nature of servicestaruers would feel high uncertainty and risk in
the transaction whereas, good RQ could reducecsenrncertainty and risk for the purpose of
increasing customers’ reliability to develop lomgr relationships. In other words, higher
quality of relationship creates association betwsamwice providers and customers, and fosters
long-term stable exchanges where both parties ean rgutual benefits or loyalty (Wah et al
2009; Singh, 2008), to mention a few. Thus, retegiops perceived well by customers in service
businesses is important, in the battle for winraogsumer preferences, referrals and maintaining
sustainable competitive advantages as buyer majincento buy even if they encounter
problems as it is very important for the retentmincustomers and it is also a reservoir of
goodwill, among others. Equally, Gassenheimer €@03) colorfully stated that many banks in
Singapore recognize the strategic importance dflimg and maintain strong relationship with

business customers, in the battle for winning coreupreferences and maintaining sustainable
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competitive advantages because higher quality tHtioeship creates association between
service providers and customers, and fosters lerg-stable exchanges where both parties can

gain mutual benefits or loyalty.

In the works of many researchers RQ has been redaad a higher-order construct, mainly
includes different first order constructs Palmagel (2004). Crosby et al. (1990) for example
had treated RQ as a high-order construct and showithining trust and satisfaction as first
order constructs. Morgan and Hunt (1994) on therokiand drew the commitment-trust theory
proposing trust and commitment as basic constafatslationship. As per the constructs there is
no consensus among the existing literatures Pamatial (2004). In their meta-analysis they
put into light that even although the literaturedigerse generally the following constructs are
most commonly used in RM studies: trust, satisfacticommitment, conflict handling,

communication are the most frequently used relatidactors that are important to long-term
relationship with their customers, and in turn aghi customer loyalty behavior mainly in the

context of service marketing. Thus, all the fivasoucts of RQ will be considered in this study.
2.4 Loyalty (Relationship outcome)

Earlier, the focus of loyalty construct was prirhadn product-related or with respect to tangible
goods which focused on brand loyalty (Day, 1969)eiChe years the spectrum has widen into
other type of loyalty such as vendor loyalty. Gremand Brown (1996) extend the concept of
loyalty to intangible products. They viewed servipelity as a key antecedent. However, there
are a number of reasons why findings in the fidighrmduct loyalty cannot be generalized to
service loyalty (Gremler and Brown, 1996). Servilmyalty is more dependent on the

development of interpersonal relationships as opgdse loyalty with tangible products, for
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person - to - person interactions form an esseelgahent in the marketing of services (Crosby et
al. 1990).

In a services context, loyalty is frequently definas observed behavior (Liljander and
Strandvik, 1995). However, behavioral measuresh sag repeat purchasing and purchasing
sequence, have been criticized for a lack of a eotu@l basis and for having a narrow, i.e.
outcome focused view of what is in fact a dynamiocpss (Day, 1969)Therefore, the
behavioral approach to loyalty may not yield a coghensive insight into the underlying
reasons for loyalty; instead it is a consumer'pahgion in terms of preferences or intentions
that plays an important role in determining loyalBloemer and Kasper, 1995Researchers
also suggest that, repeat purchasing behavior magvwen be based on a preferential disposition

but on various bonds that act as switching bart@ronsumers

Loyalty is dead, the experts proclaim, and thesties seem to bear them out. On average, the
U.S. corporations now lose half their customer§ivia years, half their employees in four, and
half their investors in less than one (Reichhel@9€). No, loyalty is not dead; it remains a
dominant key of success. In fact, the corporatddesain loyalty — that apply a strategic loyalty-
based management — have enduring records of preitiycsolid profits and steady expansion.
More than a limited customer approach; the loyaffgct should be viewed as a wide context in
which all the key players of a firm are far moreweoful, further reaching, and more
interdependent than we have ever imagined. Therddame no customer loyalty without loyal
employees as there would be no loyal employeewittong term investors. We will later focus
on the customer side, but the employees and thesiaks problematic should be kept in mind

during the entire process. We will also, now anenthshow the implications of such a three
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dimensional environment in which creating value dastomers has become a strategic issue.
The advantages of loyalty are numerous, but thdementation of such a culture does not go
without posing problems. What should be done, whaukl be responsible for these changes,
who should be targeted, and how should these ckdmgeonducted are some of the questions

this study will try to answer in this compilatiohsome classical theories.

Reichheld opposes loyalty to the actual profit-tiyedhis theory gathers the firm's resources
toward one unique goal: creation of profit. Reiddhgews loyalty as a value-creation theory.
The fundamental mission of a business is orientadatd thecreation of value for the
customer and profit becomes a consequence of value credtitmns out to be a mean rather
than an end.

Customer loyalty, as we conceptualize it, focuges customer’s repeat purchase behaviour that
is triggered by a marketer’s activities. Evolvingt @f, and contradictory to, early definitions hat
were solely behavioural, customer loyalty today usually viewed as comprising both
behavioural and attitudinal components (Day 196®yalty is a primary goal of relationship
marketing and sometimes even equated with the relationship marketing concept itself (Sheth
1996). The connection between loyalty and profitgbhas been the focus of both theoretical
and empirical studies (Oliver 1999; Payne and Rak#997; Reichheld and Sasser 1990).
Customer loyalty is not always easy to construdt@any definitions have been proposed.

Let's first settle what customer loyalty is not(Prus & Randall, 1995):

1. Customer loyalty is not customer satisfaction.Satisfaction is a necessary but not
sufficient Criterion. We know that "very satisfiett "satisfied" customers sometimes

switch to competitors.
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2. Customer loyalty is not a response to trial offeror incentives Customers who react
to incentives are often highly disloyal and thetienfleave as fast as they came. They are
very much inclined to respond to a competitor'®irive.

3. Customer loyalty is not a strong market shareHigh level of market share can also be
influenced by other factors such as poor perforradryccompetitors or price issues.

4. Customer loyalty is not repeat buying or habitual lying. Some of your consumers
choose your products because of convenience otsteatnil they can be tempted to defect
for any reason.

Prus & Randall then describe customer loyalty #svs: "Customer loyalty is a composite of a
number of qualities. It is driven by customer datiton, yet it also involves a commitment on
the part of the customer to make a sustained imast in an ongoing relationship with a brand
or company. Finally, customer loyalty is reflecteda combination of attitudes (intention to buy
again and/or buy additional products or servicesnir the same company, willingness to
recommend the company to others, commitment todimpany demonstrated by a resistance to
switching to a competitor) and behaviors (repeatcpasing, purchasing more and different

products or services from the same company, recowimg the company to others)"
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CHAPTER THREE

Data Presentation, Analysis and Interpretation

Out of 200 questionnaires distributed to custonoér€BE, 195 questionnaires wepeoperly
filled and returned. From these 6 questionnaireewet filled properly and as such thegre
not done as per the instructions as well as theg wet viable responses. Frdiis we cai

understand that the analysis is done with only\i@Rl responses.

Some of the respondents did not answer some ofjdlstions; hence it was problematic
properly identify their demographic frequendhus, these kinds of questionnaires have
deemed invalid and not included in the analysise €Thstomers of CBE Gofa Sefer Bra

were very much responsive and understand the mattend.

Here | have tried to put the whole demographic datherespondents in a single table whic

have then tried to analyze in the next page.
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Table 1Respondents’ demographidrequency analysisin CBE Gofa Sefer Branct.

Table :
Frequency Percent
Item 1 Eduacational Backgrou
primary school 20 10.4
high school graduate 18 9.5
Diploma 52 27.9
first degree 48 25.5
second degree 51 26.9
Total 18¢ 10C
Item 2 Gender Compositic
Male 119 63
Female 70 37
Total 189 10(¢
Item & Age Compositio
18-24 47 24.9
25-28 36 19
29-35 59 31.9
36-46 31 16.4
Above 46 16 8.5
Total 18¢ 10C

Source:- Survey questionnaire
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Education wise, most of the respondents are gedldind the number in each category is very
similar .Diploma holders has the largest amounhwit.5%. Second degree and first degree
holders cover the second and third largest amondtheas (27.5, 25.5, 26.9) % respectively
where as the two least number of respondent caésgare primary school level customers and
high school graduates which takes almost one diftthe total and each covers 10.6% and 9.5%

respectively.

As it is clearly depicted in table 1 item 3 malake the majority and cover the largest portion of
the respondents i.e. 63% of the total valid respoAsd females take 37% of the total.
The majority of the sampled respondents are yoARgt is clearly depicted in item 3 most of

the respondents are below the age of 35.

This indicates that new customers of the bank ctheetargest portion of the sampled

respondents. Because the age gap (18-24, 25-28)2&:6ounts (24.9,19, 31.2)% respectively.
As it is seen above the least number of samplgubretents are peoples in the age of above 46
which covers 8.5% of the total valid sampled reslgons. Additionally the age between 36 and

46 has 16.4% contribution in responding the disted questionnaire.
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Table 2 Length of experience as a customer of CBE

Table :
Frequency Percent

Item Length of Experience as a Custo

1
below 1 year of experience 14 7.4
1-2 year of experient 28 14.¢
3-4 year of experient 66 34.€
5-6 year of experient 60 31.¢
above 6 year of experier 21 111
Total 18¢ 10C

Source: - Survey questionnaire

As shown in table 2 item 1 large numbers of the@peadents have been customers from 3-4
years- i.e.66 (34.9%). The next large numbers sffoadents are customers having 5-6 years of
service use of the bank which covers 60(31.8%)hef valid and the third largest year of
experience is covered by those who have 1-2 yehmxperience in service and accounts
28(14.8%) of the respondents who are valid. Thetleamber of respondents are customers who
are served by the bank below one year which tak€s.4%) of the total while the second least
number is 21(11.1%) of the total valid percent velowers the largest year of service experience

in the bank.

Page | 28



3.2 A DESCRIPTIVE ANALYSIS ON RELATIONSHIP MARKETING VA RIABLES

Here, all the relationship dimensions are analyzased on the data that the student researcher
collected from the sources that are mentioned pusly in chapter one. All the following
analyses are descriptive and interpreted basedeo8RSS( statistical package for social science)

out come.

3.2.1 Trust (antecedent for a relational out comes)

Most of the time marketing authors write the wamnast in the body of their report if the head
line statement is relationship. This indicates ttnast is the one among basic parameters in
creating relationship, though other factors contrlfor the existence of trust itself. For evidence
the student researcher can quote the followingestant .Trust exists if a customer believes a
service provider to be reliable and to have a higbree of integrity ( Morgan and Hunt 1994).
Trust is seen by several authors as a necessary fiedient for long-term relationships

(Bendapudi and Berry 1997)

The table indicated in the next page shows thecageat level of the sampled respondents on the

availability of trust in Commercial Bank of Ethi@pi
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Table 3Trust (antecedent for a relational out comes) measing variables with customer

response mean.

Trust (measuring points) N Mean
When making important decision, this bank is conedrabout our interesty  18¢  3.2734
When | have an important requirement, we can deperttiis the bank’s 189  3.3723
support

I am convinced that this bank performs its taskgssionally 189  3.2872
I can count on this bank’s promise made to oumn fir 189  3.2884
The Bank always keeps its promises 189 3.527¢
| believe information from this Bank 189 3.425¢
Overall, | can always trust upon this bank 189 3.6138
Over all mean 3.3984

Source:- Survey questionnaire

As the table shows above, the overall mean fopaiameters of trust 3.3984which indicates
that the bank is somewhat better and act inrttezast of customers , though the agreement that
the respondents reached is in between —i.e heutdhagreed likert scales. The highest being
the bank’s ability to keep its promise with a me&3.5279 Authors also agreed on the concept
of trust, as it is the corner stone for buildintate®nship marketing which is the way to develop
and maintain sustainable customer loyalty speciatarvice organizations whose product is

intangible and perish immediately (Morgan and HL®®4).
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Trustis an essential relationship model building blookl &as often been defined as a belief that
one relationship partner will act in the best iasts of the other (Wilson 1995). It has also been
referred to as the key element of successful celakiip development (Naudé and Buttle 2000)

Then, from the table in the previous page we caderstand that the customers have a
comparable positive attitude on the issues likelementation of promises, genuineness of
information they get from the bank, competency ofplyees in the bank who serves the

customers in each working days, customer baseidesiand the overall trust up on the bank.

3.2.2 Communication (antecedent for a relatiofaut comes)
Organisations that can implement CRM successfutly those that have a great deal of
information concerning the customer and where theme differentiated needs among the
customers (Kotler, 2002). Financial services mbetdriteria for the implementation of RM as
indicated by Kotler. Financial institutions havegeeat deal of information concerning their
customers and their needs differ. The financiatwiistances of customers differ, resulting in
different packages being offered to customers dl$so possible for financial institutions to tailo
their packages thereby making them customer speaifhich is supported by sound

communication and information.

The student researcher reviewed different journgtgses, and articles, which indicates

communication is among the vital determinants datienship in every business among

participants of the business (Brunjes & RodericQ2).
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See table 4 below, the overall mean communicatapacity of the bank is below an average of

the two points i.e. (neutral and agree).

Table 4Communication (antecedent for a relational out com& measuring variables with

customer response mean

Communication measuring variables N Mean

The bank provides information to customers if tremenew services 189 3.43172
The Bank gets feedback from customers from timae 189 3.266(
Most often the information provided by the bankédsurate 189 3.195§
The bank representatives have been frank in dealithigcustomers 187 3.329¢
Over all mean 3.3051

Source: - Survey questionnaire

As it is shown in the above table the sampled nedeots agreed on the idea that the information
they got from the bank services is somewhat corap(8t4312) though the accuracy of the
information is somewhat low (3.1958). Normally thata that gathered from the respondents
shows that as there was communication betweenroassoand the bank. This is also better in

managing customer relationship marketing.

3.2.3 Commitment (antecedent for a relational out@mes)

Providing an advice on how customers use their mmomeeting the needs of the customers,
solving the problem and giving solution, spirit cboperative, keep decisions on behalf of
customers and being flexible in managing the lassractivities are some of the measures of

commitment.
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Descriptive Statistics
Table 5Commitment (antecedent for a relational out comesneasuring variables with

customer response mean.

Commitment measuring points N Mean

The bank provides us important advice on how weillshimvest our 189 3.321¢
money

The bank took into account customers’ benefits evteking decisions 189 3.3624
The bank is flexible in serving our financial needs 189 3.3624
Over all mean 3.348¢p

Source:- Survey questionnaire

It is known that relationship commitment is “an andg desire to maintain a valued
relationship.” Relationship commitment can be bemveindividuals or organizations.
Commitment is enhanced when exchange partners iperteat the relationship has high
termination costs, superior benefits, and thatneast share similar values. And table 4.7 also an
evidence for such expressions. The flexibility adazy to the situation (3.3624), managing
bank’s decision according to customer benefit (3436advising customers on how they invest
their money (3.3210). This implies that the banknoutment for implementing marketing

activities and keeping the customers interestl&ively above average.
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3.2.4 Conflict handling (antecedent for a relationhout comes)

Managing conflict and being proactive in this séwsi and dynamic world is too difficult.
Whatever it is all marketing efforts directed todsrestablishing, developing and maintaining
successful relational exchanges. (Morgan and HL884, p. 23). This is also true in this bank
also, the bank always run for managing inconvengésnio its implementation. But how much it

is applicable is determined by the customers’ resps as follows.

Table 6Conflict handling (antecedent for a relational outcomes) measuring variables with

customer response mean.

Conflict handling measuring points N Mean

The bank tries to avoid potential conflicts 187 3.252(
The bank tries to solve manifest conflicts beftreytcreate problems 189 3.2778
The bank openly discusses solutions when probleiss a 187 3.2254
The employees of the Bank solve our problems dyick 189 3.418(
Over all mean 3.2933

Source: - Survey questionnaire

It is evident from the Table 6 that the customdr€@nmercial bank of Ethiopia are mostly
agreed on the empirical implementation of the @ad like open discussion when problems
arise (3.2255), quick response and solution foblerms (3.4180) ,being proactive for potential

problems(3.2520) and others. On all statements oofflict handling measures the sample

customers were agreed.
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3.2.5 Service efficiency (antecedent for a relatiahout comes)

Serving the customers lyell trained and active employees has enormous advantage to increase
relationship between customers and service provi@ge the statement from authors;

The 1970s saw the emergence of services markesing distinct aspect of marketing. Early
attempts to apply marketing techniques were disdiss being essentially product focused and

failing to deal with the unique characteristicsefvices (Shostack, 1977).

The recognition that customer retention was central to service marketing focused attention on

the notion of creating service relationships (Grionroos, 1983, 1989, 1994) and led Berry (1983)
to coin the term relationship marketing. To ensilnva service delivery personnel were fully

trained and motivated to build and maintain servieationships, internal marketing was

developed. It rested on the recognition that ‘avisermust be successfully marketed to the
personnel so that the employees accept the serfferéng and thoroughly engage in performing

their marketing duties’ (Gr'onroos, 1978, p. 594).
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Table 7 Servicefficiency (antecedent for a relational out comesheasuring variables with

customer response mean.

Service efficiency measuring points Mean
Contact employees of the bank are knowledgeabletaho needs 187 3.2014
Contact employees of the bank deal with our encamgy complaint 189 3.119(
expeditiously

Contact employees of the bank are always willingelp us 189 3.1534
Contact employees of the bank have professionaitgand 185 3.3771%
education about banking services

Contact employees of the bank demonstrates adekatdedge 189 3.1455
about the banking service

Contact employees of the bank seems to have & éfperience 189 3.381¢
Over all mean 3.229¢

Source: - Survey questionnaire

As it is depicted in the above table,the samplspaordents are interested on the experience of

the employees 3.3810, their appropriate past capattern(3.2128), willingness to help

customers (3.2016), demonstrate adequate knowladget the banking service3.1455 and etc.

the highest mean is the employees professionatinggiand educational know how about

banking services. The bank is somewhat good inirggrthe customers and it leads to the

creation of good relationship among partners.
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3.2.6 Satisfaction (antecedent for a relational outomes)

Customer satisfaction is considered to be ond@fntost important outcomes of all marketing
activities in a market-oriented firm. The obvioused for satisfying the firm’s customer is to
expand the business, to gain a higher market shatkto acquire repeat and referral business,
all of which lead to improved profitability.

Having an evidence from customers response in &kthe customers somewhat agreed on the
professional competency of employees in CBE(3.098%)ectation —perception level(3.1729),
requirement fulfillment procedure (3.3342), theh@gt mean is the feeling of comfort being a

customer of CBE (3.4533) and the overall satistactevel was rated (3.2814).

Table 8Satisfaction (antecedent for a relational out comésneasuring variables with

customer response mean.

Satisfaction measuring points N Mean

| am satisfied with the professional competencthefemployees 187 3.0955
The core service of the Bank satisfied our expextat 185 3.172¢
Most often the Bank meets all the requirementsiteat reasonable 187 3.3347
| am comfortable about the relationship with CBE 185 3.4533
Overall | am pleased with what the bank does for us 189 3.3511
Over all mean 3.2814

Customers have positively perceived all the addigitthat CBE implements when offering
services for customers. The evidences for this tanet (3.3984), commitment (3.3486),
communication (3.3057), conflict handling (3.2933), service efficiency (3.2297), and
satisfaction (3.2814). Additionally what the student researcher recognited the customers

admired the trust of the bank though service efficy and satisfaction are below this value.
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3.3. ADESCRIPTIVE ANALYSIS ON LOYALTY

To tie customers more closely to the firm (to makem loyal), deepening (extending) the

relationship via bundling and/or cross selling sggvs an effective strategy.

Table 9Loyalty measuring variable with customer responsemean.

Loyalty measuring points N | Mean
| intend to stay loyal to the CBE 189 3.2725
| expect to expand using financial services wiia @BE 189 3.4734

I consider the Commercial Bank of Ethiopia thetfalsoice among all banks |187  3.5066

As far as is possible, | will choose to work wittistbank in the future 189 3.264¢
We expect to use the services of the CBE even prazeased 185 3.41071
Over all mean 3.3854

The student researcher has empirical evidence ldé & to say customers of CBE are
considerably loyal (3.3855). Because all the patamseof loyalty measures have above average
mean. Such as intention to stay loyal to CBE (35272xpanding financial service with CBE
(3.4735), considering the bank as the first chqi@®066), future integrity with the bank

(3.2646) and use the services of the CBE even pr@weased (3.4107).
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4.4 ANALYSIS OF THE INTERVIEW WITH THE CUSTOMER RELATIO N
MANAGER OF CBE

| started the interview from the basics, which @ determine how the bank evaluates its
relationship with its customers. The bank by usiegain customer lists, it visits their offices.
Moreover there is group within the marketing teamhjch checks on customers. With these
mechanisms the bank evaluates and assessestitsnsig with its customers.

Customer’s loyalty will be assessed through comuation, specifically with companies and
investors; it's through the communication througlp tmanagement. The financial data of a
certain customer can show how much of its transactoans, and other financial activities are
being processed through this bank, which in wayteddrabout the customer’s loyalty. The bank
makes them free to complain up to the top managentleas even in case of competitors

lowering their service price, the customers stagplo

Regarding relationship marketing dimensions, thenagar pointed out that the bank tries to
apply them so as to affect the final outcome. Hgy@n communication is the key dimension, as
the bank have the data on each of their custoriibesbank targets certain customers for certain
services. When the bank starts a new service,llitctveck on its data to select customers who
may need the service, thus it will promptly comnoaté with the customers. With CBE trust
comes with the territory due to the fact that @ntrolled by the state, though the CRM of the
bank might not admit it as a main factor. Relidbils its key to make the customers trust the
bank. Commitment wise the bank tries to meet thedseof customers by giving advice on

certain financial situations, assisting on investinand being flexible when necessary.
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The bank always tries to evaluate and upgradeeitace efficiency. Training its employees on
the core businesses to develop their knowledge fartder training them on their overall
engagement with customers. This will help to aymtential conflicts with customers. However
In case of conflict or misunderstandings the bamdages in solving problems by rooting out the
problems and it goes to the maximum possible tolvesthe problems as it sees retaining a
customer satisfied after such a problem is of darojgprtance to its market.

According to the CRM of the bank, those relatiopstmarketing dimensions very much affect
loyalty. When the bank measure customers loyattgges through the financial data in the bank
Jits share in the market, overall financial mardlata and communication with customers to
name a few, with this parameters it can measureistomer loyalty. Thus when the bank
evaluates factors for the loyalty, the relationsimarketing dimensions come to the front. They

are the key to get and retain customers.

According to the customer relation manager of taekh CBE will further continue to apply the
dimensions to help retain customer’s loyalty, arsl veell attracting new customers and
depositors. The bank will further the use of thiatrenship marketing dimensions through new

technologies and system applications.

Page | 40



Chapter Four

Summary, Conclusion and Recommendations

4.1 Summary

The purpose of this research was to identify tHe ob relationship marketing for maintaining
sustainable customer loyalty. Customers get ansacetbanking services from different rival
banks. Keeping and retaining them for long periédime demands an appropriate market
orientation.

Commercial bank of Ethiopia is, therefore, amongséhrivals and faces different problems to
control the customers. Having this, the bank stidrésphilosophy of relationship marketing to
keep the consistency and loyalty of customers énloing run. But how much it is implemented
in branch offices specifically in gofa sefer bram€linder question mark. This is the area that the
researcher tried to see.

Based on the research questions, the student chseadapted a questionnaire from different
illustrative researches to know the role of relagiop marketing to maintain loyalty and the
experience of the bank on this issue in Ethiopiamtext. Based on the results of the
guestionnaire and interviews with management of ek, the student researcher made

conclusions and adapted some recommendations.
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4.2 Conclusion

The researcher distributed two hundred questioesdor sampled respondents. Out of this one

hundred eighty nine of them was accepted and usedvalid base for the data analysis including

some missed items. Based on an objective analygista and discussion of results and with

respect to the basic questions, the student résanefined the following major findings for this

study:

>

Large numbers of the respondents are experiencagrince use from 3-4 years- i.e.
34.9%. The next large number of respondents isomests having 5-6 years of service
use of the bank which covers 31.8% of the valid.

Most of the respondents are qualified and the rauntb each category is very similar
.Diploma, first degree and second degree holdevercihe largest amount collectively
and has ( 27.5, 25.5,26.9) % respectively.

Males are dominant respondents who cover the laqgasion of the respondents i.e.
63% the total valid percent.

Majority of the sampled respondents are young

Customers have a comparable positive attitude enigbues like implementation of
promises, genuineness of information they get ftbenbank, competency of employees
in the bank who serves the customers in each wgidays, customer base decisions and
the overall trust up on the bank.

The bank commitment for implementing marketing\atiés and keeping the customers

interest is relatively above average.
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Customers of commercial bank of Ethiopia are mosityeed on the empirical
implementation of the activities like open discossiwhen problems arise, quick
response and solution for problems, being proadtivgotential problems and others
The bank is somewhat good in serving the custoradsit leads to the creation of good
relationship among partners.

Customers of CBE somewhat agreed on the profedstmmapetency of employees in
CBE expectation —perception level, requirementlfaiént procedure, feeling of comfort
being a customer of CBE and the overall satisbacti

Customers have positively perceived all the aa#igitthat CBE implements when
offering services for customers. The evidencestha aretrust (3.3984), commitment
(3.3486), communication (3.3057), conflict handling (3.2933), service efficiency
(3.2297), and satisfaction (3.2814). Additionally what the researcher recognizes that th
customers admired the trust of the bank thoughicemfficiency and satisfaction are
below this value.

Customers of CBE are considerably loyal (3.385%cdise all the parameters of loyalty
measures have above average mean. Such as intémtgiay loyal to CBE (3.2725),
expanding financial service with CBE (3.4735), adasng the bank as the first choice
(3.5066), future integrity with the bank (3.2646)dause the services of the CBE even

price increased (3.4107).
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From the major finding its obvious CBE has morentlaa average score in the relationship
dimensions which had an effect on the loyalty o# #tustomers. Though the student
researcher observed most customers rely on tHatiamship with branch managers which

affects customer’s loyalty to the bank if the bitantanagers leave for another bank.

Generally what the researcher understood from #mults of the questionnaire, the
interviews and from the observations is that thatieship variables have a significant role
on relationship marketing and relationship marlgtietermines the loyalty of customers in

CBE.

5.3 Recommendation

In light of the findings obtained from the data lgsss, the following recommendations are

made:

v In the bank there is a considerable relationshipvden CBE and customers, but
still the relationship is not strong, therefore thank should reassess the
environment and make the management and the staifls

v Trust and commitment are very essential aspectsdtier variables, and then the
student researcher highly recommends the bank t@e rmeoperative effort on
such issues.

v' To be a market leader and to be a choice of othibes,bank should further

improve its service.

Page | 44



v' Customers of the bank are a little bit loyal anid thay not be a guaranty in the
future since customers have lot of choices, theeetbe bank should aggressively
continue to advocate relation marketing variables.

v' The globe is dynamic and business activities aatickare ever changing. So the
bank needs to do further research and add valuesustomers in order to

increase its loyal customers.
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Appendix |
St.Mary’s University
Faculty of Business
Department of Marketing Management

Questionnaire to be completed by Customers of CBE

Dear Sir/ madam

| am a graduate student at S¥lary’s University. Currently, | am doing a resdamn “the
role of relationship marketing for maintaining auser loyalty in CBE Gofa Sefer Branch,
as a reference. The research is purely for acadeunpgose and your response is completely
anonymous, but your views, in combination with #hag others, are extremely important.
Thus the following questions are for analytic pug® only. It will not be used to try to
identify any individual and/ or to attack the dignand reputation of both the customers and

the bank.
“Thank you for devoting your precious time to congbé this questionnaire”.

PART I. Background Information
Direction: - For the following items please mark/* on the one which suits your response
- Do not write your name

1. How long have you been customer of

Commercial Bank of Ethiopia?

A. Below one year experience..... 1. D. 5-6 years of experience.............. 0.
B. 1-2 year of experience ............ O E. Above 6 years of experience ________ 0.l
C. 3-4 year of experience............| 1.

2.Educational baclground

A. Primary High school.............. O D. First Degree.........ccoovovveiiiinenn. O

B. High school graduate........... 0. E. Second Degree and above...... O

C.Diploma......cccoovvvviiiiiinnnnn. O




3. Gender

A 1824, ., O D.36-46......cccccevvivininnnn. O
B.25-28... ., O E.Aboved46..................... O
C.29-35.. O

PART-II QUESTIONS RELATED TO THE STUDY

Direction: for partll andlll : Please rank the following questions accordingdar
level of agreement or disagreement and @)t mark in the box wheré is strongly

disagree? disagree3 neutral,4 agree, ané strongly agree.

>
1)

Questions SD| D N A SA

Trust (measuring points)

When making important decision, this bank is conedrabout my D) 1@ (3 [@& |6

interests.

When | have an important requirement, | can depemthis the bank’s| (1) | (2) | (3) | (4) | (5)

support

I am convinced that this bank performs its taskgasionally @ 1@ 1 @® [@ |(®B
I can count on this bank’s promise made to our firm @ 1@ | @® [@ |(B
The Bank always keeps its promises @ |2 |3 |@ |®B
| believe the information | get from this Bank @ 12 |3 |@ |G
Overall, | can always trust upon this bank @D 1@ |1 @® [@ |(®B




SD| D [N | A | SA
Communication measuring variables
The bank provides information to customers if themenew services D @B @B
The Bank gets feedback from customers from tintente D@ A@® @] B
Most often the information provided by the bankdsurate (RN RNCRECYRNE))
The bank representatives have been frank in dewalitigcustomers D@ A@® @] B
Commitment measuring points SD| D |N | A | SA
The bank provides us important advice on how welshimvest our D@ A@® @] B
money
The bank took into account customers’ benefits evtaking decisions D@ @® @B
The bank is flexible in serving our financial needs D@ @® @B
Conflict handling measuring points SD| D | N | A | SA
The bank tries to avoid potential conflicts D@ @® @] B
The bank tries to solve conflicts before thesate problems D 1@|@® @] B
The bank openly discusses solutions when probéise D@ @® @B
The employees of the Bank solve our problemskdyi D@ |@® @B
Service efficiency measuring points SD D|U| N| SA
Contact employees of the bank are knowledgeabletaho needs (1) @R |@®]|®G
Contact employees of the bank deal with our engexpeditiously (1) @R |@®]|®G
Contact employees of the bank are always willingetp us (1) @R |@®]| G
Contact employees of the bank have professionainig about 1) @1 |@®|G

banking services

Contact employees of the bank demonstrates adefnatviedge about (1) @R |@®]| G

the banking service

Contact employees of the bank seems to have & étperience 1) @1 |@®|G




Satisfaction measuring points SD| D | N | A | SA
| am satisfied with the professional competerfdb® employees D@ |@® @B
The core service of the Bank satisfied our exqtants D@ |@® @B
Most often the Bank meets all the requiremerds itsee reasonable D@ |@® @B
We are comfortable about the relationship witrECB DA |@® @B
Overall we are pleased with what the bank doesgo D@ |@® @B
PART —IlIl QUESTIONS FOR LOYALTY VARIABLES

SD[D[NTJATSA

Loyalty measuring points

| intend to stay loyal to CBE

@

@

©)

“

®)

| expect to expand using financial services wlith CBE

@

&)

©)

“

®)

I consider the Commercial Bank of Ethiopia thetfthoice among all banks

@

&)

©)

“

®)

As far as possible, I will choose to work witlistbank in the future

@

&)

©)

“

®)

| expect to use the services of the CBE even if g#evice prices increased

)

@

©)

“

®)

VI
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Interview Checklist

Dear Sir/ madam

| am a graduate student at $fary’s University. Currently | am doing a reseaarh“the role of
relationship marketing for maintaining customer dity in CBE Gofa Sefer Branch, as a
reference. The research is purely for academic gs@&pand your response is completely
anonymous, but your views, in combination with #had others, are extremely important. Thus
the following questions are for analytic purposes/o It will not be used to try to identify any
individual and to badmouth the dignity and repatatof both the customers and the bank.

“Thank you for devoting your precious time to conduthis interview”.

Interview questions

1. How do you evaluate the relationship betweerbtdrk and your customers?
2. How do you evaluate customers’ loyalty statuthabank?

3. How does the Bank apply the relationship mankgtiariables?

4. How do these relationship marketing dimensidfecacustomer’s loyalty?

5. How does your bank measure customers’ loyaltly véspect to relationship marketing
variables?

6. What is your banks future plan to maintain costrs’ loyalty?

Declaia
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