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Abstract 

The current paper seeks to study the comparison of effectiveness relationship marketing bonds 

between the perspective of relationship-oriented and non-relationship-oriented customers, in industry 

of Iran banking. The data tools collection of the paper was structural equation modeling (AMOS 22). 

Findings showed that the relationship marketing bonds had effect on customer’s trust and exchange 

efficiency. The results revealed that customer’s evaluation of efficiency had positive effect on 

customer’s share and trust and negative effect on propensity to switch and the relevance between 

relationship marketing bonds and customer’s evaluation positively modified by customer's relationship 

orientation. 

Key words: customer share, exchange efficiency ,Relationship marketing bonds, , trust, 

, propensity to switch 
 

Introduction 
Nowadays companies with superior performance in various industries are moving to retain 

customers and gain their loyalty. Long-term relationship with the customer is a vital strategy. Besides 

relationship marketing, the level of customer’s orientation should be also considered. Customer 

relationship orientation includes factors that tend to create greater and stronger relationships with 

partners. In addition, relationship orientation can increase acceptance of relationship and lead to more 

effective marketing relationship. In recent years, the financial services sector of Iran, especially the 

banking industry of Iran, experience the competition scene by appearance new technologies, relative 

similarity services and the presence of private sector competitors. Moreover, the banking industry of 

Iran needs to establish a close relationship with customers to gain a different and sustainable presence 

in competition. Long term and beneficial relationship with customers should be established in order to 

achieve stable presence in current competitive banking and improve the loyalty of their customers. 

Moreover, they seek various management strategies (Tegambwage and Kasoga, 2023). Several studies 

have shown that the profitability of a bank strongly affiliates to loyalty and keeping customers. 

Obviously, the maintenance and development of long-term relationship do not occur suddenly and 

require adoption of suitable relationship marketing bonds. The issue that must be considered in 

relationship marketing bonds is the level of the customer orientation. Therefore, a comprehensive study 

should be taken in order to understand which relationship marketing bonds have high efficiency to 

create and maintain long-term relationship with customers in banking industry.  

 

 Literature review 
Relationship marketing bonds:Relationship marketing bonds as well as investment of a company 

in relation refers to time, effort and resources that seller spends to create a stronger relationship with 

buyers. Often these investments provide mutual expectations that can be helpful to strengthen and 

maintain a relationship and have positive effect on the elements of relation (commitment, satisfaction 
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and trust) (De Wulf et al., 2001, p.55; Gómez-Suárez  et al., 2017; Hussain et al., 2020; Mullins et al., 

2024; Shamsollahi et al., 2021). Logically, both investment in relation and benefits of relation have 

affinity; because investment of seller in relation should bring time saving, companionship and 

improvement of decision making for customer. In addition, when customers receive benefits from 

investments, they understand the value of relationship. In order to respond relationship-building efforts 

by seller, customers try to invest their resources to improve relation (Hussain et al., 2020; Mullins et 

al., 2024). Investment can be carried out in the form of gifts, send direct mail packages, offering some 

special treatments or loyalty bonds. When relation investments are irreversible and irreparable, spiritual 

and psychological ties between the two sides and mutual expectations can be beneficial to strengthen 

and maintain relationships (Brown et al., 2019; Lasrado et al., 2023; Mangus  et al., 2020; Smith & 

Barcley, 1997).Additionally, if customers gain benefits from investments, they should understand the 

value of relationships. Customers should greet seller efforts in order to create relation and do not deprive 

their resource investments to build stronger relational bonds. Despite recognition of ten types of bonds, 

the main focus of relationship marketing researchers is to study three types of these bonds: financial, 

social and structural.  

Types of relationship marketing bonds:Financial bonds usually are known as marketing series 

and marketing residues that the service provider use economic benefits like price, discounts and other 

financial incentives for customer loyalty. In larger view, Smith (1988) noted that the financial incentives 

play the role of structural bonds in the field of relations between companies (B to B). Smith (1988)  

demonstrated that structural bonds could improve and sustain relation as economic nodes, functional 

and instrumental. Financial bonds are created by economic benefits, strategies, technologies 

(knowledge or data) and tools (product or service) which the parties have created them. For instance, in 

bank industry, banks can offer free services or discounts for their permanent customers in the form of 

loyalty. Buttle and Maklan (2019), believed that social bonds are dynamic processes and can play 

central role in the exchange. They noted that the multiple relationships between buyers and sellers by 

becoming a formal organizational relationship to an informal personal interaction is improved social 

bonds. Additionally, Guerola-Navarro et al. (2024), considered that these types of bonds depend on 

common values. Structural bonds usually appear when the companies improve their relationships with 

customers. Service providers apply the solutions in systems of services to solve customers’ problems. 

Moreover, structural bonds usually appear when the parties participate in an investment. It is not easily 

possible to damage or end of cooperation. It is nearly impossible because of complexity and the cost of 

changing suppliers. Structural bonds are essential for organization such as banks and these bonds create 

value-added services for customers that are not easily available in other places. 

2.2. Relationship marketing bonds and exchange efficiency 

In organizational communication, many marketing efforts accomplish for improvement and 

effectiveness. Firms are looking for ways to perform operations with excellent performance and reduce 

costs through value-added activities (Zeithaml, 2018). The most important factor that has the greatest 

impact on trade is unresolved conflicts. In recent years, the unresolved conflicts between buyer and 

seller have been caused large sums spent on this issue and this conflict belongs to the relation between 

buyer and seller. In Palmatier’s study, entitled achieving relationship marketing effectiveness in 

business exchange and the impact of relationship marketing bonds on the efficiency of exchange has 

been investigated. Additionally, according to Williamson's theory in 1985, Palmatier’s findings showed 

the efficiency of relationship marketing on the seller's financial results. In fact, by increasing the quality 

of relationship marketing bond that run by a seller, the customer considers the efficiency of exchange. 

Therefore, we assume: 

H1: Relationship marketing bonds positively affect customer exchange efficiency. 

2.3. Relationship marketing bonds and trust  

In literatures, the researchers agreed with this point that the trust is one of the main elements 

that crystallizes the relationship between buyers and sellers. For example, Ginting et al, (2023) proposed 

that when customers trust to an organization, in fact he is trusted in the quality and reliability of services 

offered by the organization. According to Khan et al, (2023), the more reliable relationship, the more 

value that the customer considered for this relationship. In this way, it is very likely that the customer 
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maintains the same relationship of trust instead of accepting the risk of uncertain in the new exchange 

processes. The risk of uncertain like a potential danger may lead to failure services and negative results 

(Nadeem et al., 2020). It seems that trust has a positive effect on the relationship between buyer and 

supplier firms (Agarwal and Narayana, 2020; Shamsollahi et al., 2021). According to Shamsollahi et 

al, (2021), trust, like willingness is to rely on exchange partner relationship that is trusted by the other 

side as well. These authors had a bond for this issue that trust would be limited if one side believed the 

reliability of the other in the relationship but did not want to rely in this case. These authors have been 

used two approaches in the literature of the field; 1) trust is thinking, feeling or expecting the 

trustworthiness of the other side of the relationship that originates from experience, reliability, or other 

international relations; and, 2) Behavioral intentions reflect confidence to one side and vulnerability in 

it. Lin et al, (2003) concluded that utilization of financial, social and structural bonds increase the trust 

of customer and testing the credibility and good intentions. Moreover, Tran (2020) applied credibility 

and good intentions to measure trust as a dimension for evaluating the quality of the relationship 

between service firms and their customers.  

Aaali, Ebrahimi & Bafande (2013) showed in their research, as a dynamic model for the 

effectiveness of relationship marketing bonds in the banking industry of Iran that the quality of the 

relationship between the bank and the customer (the quality of the relationship include trust, 

commitment and satisfaction) have a positive effect on loyalty, word of mouth advertising and customer 

share. It has increased absorbed customer satisfaction and he follows the continuity of the relationship. 

Handfield (2019) showed that how satisfied buyer of the relationship would lead buyer to trust and keep 

relationship. Ngo and Nguyen (2016) in their investigation of trust, noted that to gain the customer 

loyalty, their trust should be attracted. In this way, if customers trust relationship, the possibility that 

the customer move on the basis of their needs in order to maintain trust in a relationship will be 

increased. Chen et al, (2011) in insurance industry showed that investment in the relationship marketing 

bonds had positive effect on customer trust to seller. Moreover, Wijaya et al,  (2020) confirmed positive 

effect relationship marketing bonds on customer trust in banking industry of Hong Kong. 

Thus, we assume: 

H2: Relationship marketing bonds positively affect customer trust in the salesperson. 

 

 Exchange efficiency, trust and customer share:The most important outcome of relationship marketing 

effort is performance of seller that reflects the actual seller performance including sales, profits and 

market share. Payne and Frow (2017) introduced the customer share in relationship marketing instead 

of market share. Customer share refers to a certain percentage of a customer's purchases of services or 

products of a company in a certain period. In other words, “how many percentage of the customer would 

buy a product in a certain time period of a particular company”? For instance, a percentage of a 

customer's banking activities are performed in a particular bank. It is possible that a customer has an 

account in a current bank or credit card and interacts with all these banks. In this case, each of the banks 

receive a percentage of customer’s share. Another definition of customer share has been considered as 

share of wallet. That is the percentage of the cost of a customer of a particular product belongs to a 

particular company. Marketers seek a way to increase the customer share in the implementation of 

strategies to maintain customers. To obtain a greater customer share, Osenton (2002) introduced 

marketing mix of customer share as the new 4P which included individuals (understanding customers), 

preferences (understand the use of the product by the customer), permit (obtain customer authorization), 

accuracy (communicate individually with customers). Marketing share of customers is one of the 

effective ways to focus on customer to maintain marketing bonds. Marketing share of customer allows 

companies to focus their efforts to maintain customer on people who want these efforts, connect and 

respect them. Begel (2008) concluded that trust increases customer share. Castellanos‐Verdugo et al, 

(2009) in hotel industry of Spain focused the effect of relationship quality (trust and satisfaction) on 

customer share and reached the conclusion that trust is a strong predictor for obtaining a greater share 

of customer reside in hotel. These results are in accordance with Kim et al, (2002) who studied data 

from the 12 five-star hotels gathered in Seoul. The hotel owners need to strengthen the trust and 

satisfaction to increase the share of customer purchase and achieving continuity of relationship and 

positive word of mouth advertising. In the study of Steinhoff and Palmatier (2021) achieving 
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relationship marketing effectiveness in business-to-business exchanges and the effect of exchange 

efficiency on customer share were confirmed. They concluded that exchange efficiency or buyer 

assessment of time, effort and resources that were spent by the seller had a direct link to customer share. 

Hussain et al, (2020) according to Williamson’s theory, showed that customers weigh many factors 

(e.g., dependence, exchange efficiency and trust) and these factors affect customer share (e. g., customer 

share of bank). 

Thus, we assume: 

H3: Exchange efficiency positively affects customer trust in the salesperson. 

H4: Exchange efficiency positively affects customer share. 

H5: Customer trust in the salesperson positively affects customer share. 

Exchange efficiency, trust and propensity to switch:The importance of the service sector in the 

economy has been led in recent years to pay more attention to the effectiveness of customer service. 

Providing quality service to customer can be led to satisfaction and success. The customer’s 

dissatisfaction or satisfaction has a direct impact on profitability. The customer’s dissatisfaction has 

been caused to change the seller. In fact, propensity to switch is the possibility to change seller by 

customer (Handfield, 2019; Hussain et al., 2020; Payne and  Frow, 2017; Steinhoff and Palmatier, 

2021).Propensity to switch can be either low or high. The propensity to switch is created by customer 

evaluation which is about the satisfaction or dissatisfaction of the current suppliers and is calculated the 

cost of switch by customer. Dissatisfaction does not show only the switch. The cost of the switch can 

be high that the top dissatisfaction customer does not change the seller. For example, customers may be 

dissatisfied with the performance of suppliers about an answering; but may not change their seller 

because this change may be caused other problems. Researchers have pointed series of factors that cause 

the change. These factors include the elements of customer satisfaction and market factors. Ha et al, 

(2023) conducted a study that examines the relationships between Service Quality (SQ), Service Value 

(SV), Customer Satisfaction (CS), and Customer Loyalty (CL) in the healthcare industry. Additionally, 

it provides empirical evidence regarding the impact of various types of switching barriers, including 

procedural, financial, and relational costs, on these relationships. The rationale for this investigation is 

that switching costs are key factors in maintaining and developing customer relationships. El-Manstrly 

(2016) conducted a study with the aim of examining the moderating effects of switching costs, classified 

by type (relational, procedural, and financial) and direction (positive and negative), on the relationships 

between customer-perceived value, trust, and loyalty. The results also show that switching costs impact 

the relationships between customer loyalty, trust, and perceived value in different ways. Furthermore, 

the strength of the moderating effects varies depending on the type of service.  Palmatier et al, (2008) 

by using empirical studies and collecting data through 3000 questionnaires from Midwestern U.S. 

industrial buyers, reached to this conclusion that the trust in the salesperson and exchange efficiency 

both mediate the effect of relationship marketing on seller financial outcomes. They also confirmed 

trust in salesperson, exchange efficiency and propensity to switch (possibility of changing the seller by 

the buyer in the future). 

Therefore, we assume: 
H6: Exchange efficiency negatively affects customer propensity to switch. 

H7: Customer trust in the salesperson negatively affects customer propensity to switch. 

 

 Relationship orientation and its impact on customer evaluation of the relationship:Relationship 

orientation includes factors that cause most interest to customer to build strong relationships with 

partners. In addition, relationship orientation must increase the adoption of relationship and lead to more 

effective relationship marketing. High relationship oriented customers has positive response to seller’s 

relationship marketing efforts (e. g., seller requests for meeting or giving information). If both parties 

seek strong relations, they will have the same goals, will have more motivation to open communication, 

will release their important information and probably will not enter into any conflict. This similarity in 

goals, two-way communication and the minimum conflict causes to build strong relationships with 

customer who wants this relationship (Brown et al, 2019). According to Palmatier et al, (2008) providers 
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request have been faced by customer with low relationship oriented that their transactions are fully 

automatic (without the presence of the seller), assign 21% of their business to this supplier; because 

pervious supports cannot predict the future behavior of customers with low oriented relationship. If 

dealers were able to accurately identify customers with low oriented relationship and had a typical 

interaction with them (like the electronic exposure), they could save their money, increase their services 

to current customers and attract competitors’ customers. Therefore, companies have to classify their 

customers according to the orientation relationship and use this information to correct target to 

relationship marketing investment. In general, customer relationship orientation acts likes a lever for 

relationship marketing activities and as a result, it can be strengthen relationships and improving 

financial performance. The study that examined customer orientation as moderator of the relationship 

between trust and relationship marketing activities is related to Palmatier's study. According to this 

study, customer orientation increased the positive effect relationship marketing bonds on trust. When 

the tendency of customer is high to relation, the customer most will accept the seller efforts. For 

customer with high relationship oriented, relationship marketing bonds cause improving the quality of 

the relationship and make customer to assess exchange more effectiveness. This issue causes promotion 

of the association's assets and finally improves the performance of the seller. Thus, we assume: 

H8: Customer relationship orientation increases the positive effect of relationship marketing bonds on 

exchange efficiency. 

H9: Customer relationship orientation increases the positive effect of relationship marketing bonds on 

buyer trust. 

To sum it up, conceptual model can be stated as follows (figure1)1 

 
Figure1.  

Conceptual model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
1: Conceptual model1Figure  
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Methodology 

 
Measurement: Scales used in this study are extracted from the literature on relationship 

marketing. A total of 30 items were used to measure the research constructs. Table 12 shows a summary 

of resources and items used to measure each of the research constructs. All constructs were measured 

using seven point Likert type scale anchored by ‘strongly disagree’ and ‘strongly agree’.  

 
Table 1. 

Total of Scale Items Used in this research 
Sources Number of 

Item Constructs 

 13 Relationship marketing bonds 

Palmatier et, al. (2008) 

Lin et al, (2003) 

4 Financial bonds 

Palmatier et, al. (2008) 

Lin et al, (2003) 

4 Social bonds 

Palmatier et, al. (2008) 

Lin et al, (2003) 

5 Structural bonds 

Roberts et al,(2003) 5 trust 

Palmatier et, al. (2008) 

 

4 Customer  Orientation 

Palmatier et, al. (2008) 4 Exchange efficiency 

Palmatier et, al. (2008) 3 Propensity to switch 

Palmatier et, al. (2008) 1 question Customer share 

 

Sample and Data Collection :The questionnaire was designed based on a detailed study of relevant 

literature and measures that had been used previously by other researchers. The viewpoints of a number 

of Iranian banks managers were received on the questionnaire and the number of customers were 

interviewed and finally, the specialized opinions of marketing scholars were collected. Using the 

comments of the above mentioned groups, the face validity of the questionnaire was assured. The final 

questionnaire was sent to 400 customers and ultimately, 311 customers responded to the questionnaires. 

This resulted in a 60% response rate that is suited to be used in structural equation modeling.  

Of the respondents, 54.3% were male and 36.3% were between up to 25 years old. Their median 

relationship duration with the bank ranged from one to five years. (See Table 2 for participants’ 

demographic information).  
 

 

 

 

 

 

 

                                                           
2 Table 1: Total of Scale Items Used in this research 

 



The JOURNAL OF BUSINESS ANALYSIS 

Vol. 1, No.1, Spring 2025 

DOI:  

 
 
 Table 2. 

Demographic data 

 

 
Number of 

Respondents 
% 

Gender 
Male 169 54.3 

Female 142 45.7 

Age 

Up to 25 113 36.3 

25-34 70 22.5 

35-44 64 20.6 

45-54 31 10 

55-64 28 9 

65+ 5 1.6 

relationship duration with 

bank (years) 

1-5 152 48.9 

6-15 123 39.5 

16-25 29 9.3 

26-35 4 1.3 

+35 3 1 

 

Analysis Approach:The two-step approach of structural equation modeling (SEM) was used to test the 

research hypotheses. In the two-step approach, the measurement model was firstly estimated in two 

phases including the evaluation of unidimensionality and evaluation of the validity and reliability. Then, 

the structural model was estimated to test hypotheses and obtain the path coefficients. 

 

Finding and results 

Since the load factors of confirmatory factor analysis are more than 0.5 for all the items, the 

unidimensionality of all of the constructs was approved· Furthermore, the fit indexes of the 

measurement models are all satisfactory, indicating that the fit of the empirical data to the hypothesized 

models are adequate. The factor loadings and fit indexes are presented in Table 3.  

The internal consistency of the scales was tested using three indicators: composite reliability (CR), 

Cronbach’s α and the average variance extracted (AVE). In all cases, in terms of CR, AVE, and 

Cronbach’s α, the results confirm the adequacy of the constructs because all scales exceed the minimum 

criterion of 0.8 for CR (Cheung et al, 2024;  Kline, 2023), 0.6 for Cronbach’s α (Kline, 2023) and 0.5 

for AVE (Sarstedt et al., 2022) (Table 3).  

The average variance extracted (AVE) was used to assess convergent and discriminant validity 

(See Table 2). The value of all AVE was higher than 0.5; so, we can state that all constructs have high 

convergent validity (Sarstedt et al., 2022).  

Structural model results :Table 4 and Figure 2 illustrate all of the six hypotheses were supported except 

H6. The results of the goodness-of-fit indices show that this model fits the data adequately, even though 

chi-square was significant (x2 =43.771, df= 11, p < 0.001, N=311). However, the likelihood ratio chi-

square statistic is known to be sensitive 
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Table 3. 

 List of items and their sources with reliability and dimensionality indicators 

Constructs and items and their sources 
Factor 

Loading 

Cronbach’s  

alpha (α) 
CR AVE 

Relationship marketing bonds     

Financial bonds  0.855 0.834 0.634 
If the customer has a good turnover, the bank will 

give facilities. 
0.58 

   

The bank gives extra services. 0.89    

This bank usually discounts the wage of customers. 0.88    

Social bonds  0.788 0.842 0.64 

The staffs of this bank have a good and honest 

behavior with customers. 
0.79 

   

All customers in this bank are behaved well and 

special. 
0.82 

   

All ideas about services are considered 0.79    
Structural bonds  0.814 0.816 0.572 

This bank gives special services according to 

customer’s demand  
0.67 

   

Banking works are done faster and without delays. 0.67    

Customer’s demands and needs are considered by 

staffs. 
0.77 

   

Customers feel more comfortable and trust in this 

bank. 
0.68 

   

If the customer intercepts the cooperation of this, 

they will be in trouble about banking works. 
0.64 

   

χ2  = 195.68, df = 51, p =0.000, RMSEA = 0.025, NFI = 0.95, CFI = 0.97, GFI = 0.94, AGFI = 0.96,  χ2 / df 

= 3.83 

Trust (Roberts et al., 2003)  0.860 0.877 0.643 

This bank is trustworthy. 0.80 
   

The bank is always honest. 0.92    

Usually This bank keeps his/her promises. 0.79    

The staffs of this bank rarely make mistakes. 0.68    

When I confide my problems to staffing this bank, I 

know they will respond with understanding 
0.68 

   

χ2  = 8.20, df = 2, p > 0.002, RMSEA = 0.028, NFI = 0.98, CFI = 0.98, GFI = 0.98, AGFI = 0.9,  χ2 / df = 

4.1 

Exchange efficiency  0.884 0.888 0.669 

I feel that working with this bank has not been 

efficient according to the time. 
0.84 

   

All banking works in this bank are unpleasant. 0.92    

I feel that my interactions with this bank are 

inefficient. 
0.86 

   

I feel that my business activities with this bank are 

so efficient 
0.62 

   

χ2  = 6.18, df = 2, p > 0.002, RMSEA = 0.028, NFI = 0.98, CFI = 0.98, GFI = 0.98, AGFI = 0.90,  χ2 / df = 

3.92 

Propensity to switch (R. W. Palmatier, L. K. Scheer, 

K. R. Evans, T. J. Arnold, 2007). 
 

0.849 0.867 0.693 

In the future, I will reduce my bank working with 

this bank. 
0.92 

   

Probably, I will intercept my bank working with this 

bank. 
0.94 

   

For my future bank working, this bank is my 

priority. 
059 
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to the sample size (Byrne, 2001), thus the relative chi-square statistic (χ2 /df) is increasingly used as a 

measure of fit. The value of χ2 /df in this study is 3.979; which is lower than the acceptance limit of 5 

(Hair et al., 1998; Wheaton et al., 1977).  

The GFI was 0.964, AGFI=0.909, NFI=0.958, CFI=0.964, TLI=0.939, and RSMEA=0.078. The 

results of the study indicated that all six paths were significant in the structural model. All of the paths 

were significant at p < 0.001. 

 
Figure2. 

 Results of the hypothesized structural model 

 

 

 

 

 

 

 

 

 

 
 

Table 4. 

 Testing Hypotheses Using Standardized Estimates (Hypothesized Model) 
 

 

 

Hypothesis 1, relation marketing bonds have a positive effect on exchange efficiency, was 

supported. The results revealed a path coefficient between the two constructs of 0.46, which was 

positively significant at p < 0.001.  

Hypothesis 2 stated that relationship marketing bonds have a positive effect on customer trust. 

This hypothesis was supported with a path coefficient between the two constructs of 0.54 (p < 0.001).  

Hypothesis 3 stated that exchange efficiency has a positive effect on customer trust, and was 

supported. The results revealed a path coefficient between the two constructs of 0.28, which was 

positively significant at p < 0.001.  

Result 
p 

 
Coefficients CE 

Standardized 
coefficients 

The critical 
ratio  ( t-value) 

Hypothesis 

 

Confirmed 0.000 0.565 0.076 0.462 7.483 H1 

Confirmed 0.000 0.637 0.071 0.546 8.99 H2 

Confirmed 0.000 0.27 0.045 0.284 6.074 H3 

Confirmed 0.000 0.044 0.013 0.223 3.451 H4 

Confirmed 0.000 -0.756 0.051 -0.658 -14.447 H5 

Fail 0.238 0.016 0.013 0.076 1.179 H6 

Confirmed 0.000 -0.178 0.054 -0.148 -3.306 H7 
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Hypothesis 4 stated that exchange efficiency has a positive effect on customer share, and was 

supported. The results revealed a path coefficient between the two constructs of 0.22, which was 

positively significant at p < 0.001.  

Hypothesis 5 stated that exchange efficiency has a negative effect on propensity to switch, and 

was supported. The results revealed a path coefficient between the two constructs of -0.65, which was 

positively significant at p < 0.001.  

Hypothesis 6 stated that customer trust has a positive effect on customer share, and was not 

supported. The results revealed a path coefficient between the two constructs of 0.07, which was 

negatively significant at p < 0.238.  

Hypothesis 7 stated that customer trust has a negative effect on propensity to switch, and was 

supported. The results revealed a path coefficient between the two constructs of -0.14, which was 

positively significant at p < 0.001.  

5. Modification of the structural model 

In this research modification of the structural model should be tested. Variable adjustment of 

the model was customer relationship orientation. To test the impact of variable adjustment of the 

customer relationship orientation, multi-group structural equation modeling was used. For this reason, 

customers were divided into two groups in terms of relationship orientation. According to the 

measurement of oriented relationship based on the seven-item Likert scale, customers whose mean 

score of relationship orientation was less than 4 were in a customer group of low-oriented relationship 

(99 persons) and customers whose mean score of relationship orientation was more than 4 were in a 

customer group of high-oriented relationship (212 persons).Then 2 steps analysis of multi-group 

structural equation modeling were used to test the effect of variable adjustment of the relationship 

orientation.  First step was one example of a good test model in multi-group structural equation 

modeling. In second step, the same test coefficients path table 6 and 7 implementation of in multi-group 

structural equation modeling results for variable adjustment of the relationship orientation showed that 

both hypotheses were confirmed. 

As table 5 showed, modification of the structural model in both group (customer with high and 

low relationship orientation) fit enough and moderator of hypotheses can be tested. 

H8: Customer relationship orientation has adjust positive effect the relation between relationship 

marketing plan which were created by the seller and customer evaluation of exchange efficiency. 
Table 5. 

 One sample of model fitting indices for customer relationship orientation 

X2/df 
RMSE

A 
CFI NFI TLI GFI 

AGF

I 
p df X2 

 
N Model 

 

3.19 

 

0.07 0.97 0.95 0.95 0.94 0.91 0.000 46 146.9 

 

311 

The total sample 

 

1.18 

 

0.06 0.96 0.96 0.95 0.94 0.90 0.000 46 54.3 

 

99 

Typical low 

relationship 

orientation 

 

2.5 
0.07 0.97 0.95 0.95 0.94 0.91 0.000 46 115 

 

212 

Typical high 

relationship 

orientation 
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Table6. 

The difference in values of x2 (the same test path) for customer with high and low relationship orientation 

 

p X2Δ df X2 

 

Model 

 

 

Assumed path 

 

Hypotheses 

 

0.000 

 

 

 

- 

 

 

11.179 

 

 

 

- 

 

22 

 

 

 

23 

 

 

64.254 

 

 

 

52.463 

 

 

 

 

 

 

H8 

 

0.000 

 

 

 

- 

 

6.276 

 

 

 

- 

 

22 

 

 

 

23 

 

 

58.739 

 

 

 

52.463 

 

 

 

 

 

           

H9 

 

Table7. 

The estimated path in the multi-group structural equation modeling customer-oriented relationship 

 

Hypotheses Assumed 

path 

 

Customer with low 

relationship orientation 

Customer with high 

relationship orientation 

H8  
Relationship 
Marketing 

 
 

Exchange  
Efficiency 

p t-

value 

Standardized 

coefficients 
p t-

value 

Standardized 

coefficients 

0.000 6.654 0.262 0.000 6.654 0.462 

H9 Relationship 
Marketing 

 

 

Trust 

0.000 8.231 0.33 0.000 8.231 0.556 

  

         According to the results of table 4, hypothesis 8 was not confirmed. Although, relationship 

marketing bonds had positive and direct effect on customer evaluation of exchange efficiency and there 

was a significant difference in customer groups with high and low orientation (xΔ2 =11.791, p<0.05). 

But relationship marketing bonds (compared with customers who are less interested to relation=β )

0.26)) had positive effect =β )0.46) on customer evaluation of exchange efficiency in relationship 

orientation customers (figure 3)3. 

 

 

                                                           
3effect of relationship marketing plans on exchange efficiency by customer Adjustment for the : 3Figure 

relationship orientation 

 

Limited 

models 

 Free 

model 

Exchange efficiency 

 

Relationship 

marketing 

 

Limited 

models 

 
Free 

model 

Relationship 

marketing 

 
Trust 



The JOURNAL OF BUSINESS ANALYSIS 

Vol. 1, No.1, Spring 2025 

DOI:  

 
 
Figure3. 

 Adjustment for the effect of relationship marketing plans on exchange efficiency by customer relationship 

orientation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

H9: Customer relationship orientation has moderate positive effect the relation between relationship 

marketing plan which were created by the seller and trust. 

According to the results, hypothesis 9 was confirmed. Relationship marketing bonds had 

positive and direct effect on trust and there is a significant difference in customer groups with high and 

low orientation (xΔ2 =6.276, p<0.05). In the other words,  

 

relationship marketing bonds (compared with customers who were less interested to 

relation=β )0.33)) had positive effect =β )0.56) on trust in relationship orientation customers (figure 4)4. 

 
Figure4. 

 Adjustment for the effect of relationship marketing plans on trust by customer relationship 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

6. Results and conclusion 

The results in five areas of discussion are as follows: 

1. The effect relationship marketing bonds on customer evaluation of the relationship 

2. The effect exchange efficiency on customer share and propensity to switch 

                                                           
4 Figure4: Adjustment for the effect of relationship marketing plans on trust by customer relationship 
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3. The effect trust on customer share and propensity to switch 

4. Moderating effects of customer relationship orientation 

6.1. The effect Relationship marketing bonds on customer evaluation of the relationship  

We assumed in the research model that relationship marketing bonds included financial, social 

and structural bonds which had positive effect on exchange efficiency and trust (H1, H2). It was also 

assumed that customer evaluation of exchange efficiency had positive effect on trust (H3). 

The results of hypothesis testing showed that relationship marketing bonds were run by banks 

had positive effect on customer evaluation of exchange efficiency and trust. To more accurate, these 

factors increase customer trust to bank and customer evaluated the efficiency of exchange: in financial 

bonds by development of financial incentives such as gifts, discounts to customers, in social bonds to 

reminisce, intimate behavior of bank employees, behave with customers as a valued customer, in 

structural bonds with the emphasis on providing specialized services to customers, attention to customer 

requirements, perform customer’s work without delay and fast. Additionally, when a customer confirms 

the exchange efficiency, his/her trust was increased to the bank. Comparing the results showed that 

effect of relationship marketing bonds on trust to bank is more than exchange efficiency. This result 

indicated that bank’s customers pay more attention to advantages and benefits are created by bank and 

as these benefits are increase, trust also rises.  

6.2. The effect exchange efficiency on customer share and propensity to switch 

We assumed in the research model that customer evaluation of the effectiveness of the exchange 

had positive effect on customer share and has negative effect on propensity to switch (H4, H5). 

The results of hypothesis testing showed that by increasing customer evaluation of the 

effectiveness of the exchange, customer share increases. If the customer assumes that the exchange 

efficiency in this case, they will do all banking activities in this bank and the bank can seize a greater 

share of customer. Results comparison showed that the impact of the exchange efficiency on customer 

share is less than switch. This issue showed that when customer evaluated the efficiency of exchange, 

the possibility of switch the bank by customer would reduce and in the future customer would perpetuate 

his/her relation with bank.  

6.3. The effect trust on customer share and propensity to switch 

 In 6 and 7 hypotheses we assumed that trust to bank increases customer share and decreases 

propensity to switch bank by customer. Results showed that when the trust is high, customer won’t 

switch bank but this issue does not have significant effect on customer share. In other words, bank effort 

to gain customer trust did not have significant effect on customer share and bank needs nothing more 

than trust to increase customer share. According to Herzberg's two-factor theory, it can be said that for 

a customer trust as a preservatives variable. With trust customers do not switch their bank. On the other 

hand, enhancement of trust to bank can act as a motivational factor and increase customer share. 

6.4. Moderating effects of customer relationship orientation 

We assumed in the research model that customer relationship orientation had adjust positive 

effect the relation between relationship marketing bond were created by the seller and customer 

evaluation of exchange efficiency (H8) and also customer relationship orientation had adjust positive 

effect the relation between relationship marketing bond were created by the seller and trust (H9). In fact 

customer relationship orientation acts as a lever for relationship marketing activities and can cause to 

strengthen or weaken relations. 

Results comparison show the relationship orientation and relationship marketing bonds which 

effected on trust was more than exchange efficiency (β=0.556). Result of research about adjustment of 

the relationship orientation is in coordinate with Palmatier’s research. In this case, to create a strong 

relationship with the customer in the banking industry, customers are classified according to the degree 

of relationship orientation. 

 

Research propositions 

 

Finally, based on the research findings, the following management recommendations are 

offered: 
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1. Relationship marketing bonds run by banks (financial, social and structural bonds) have a positive 

and significant effect on trust and exchange efficiency. Maskan bank managers to achieve more success 

should use more applications like giving gifts, discounts, special services… 

2. To improve bank-customer relations, identify specific needs and dedicate specific services to them, 

this article has been noted to exchange efficiency and switch. Maskan bank and other bank managers 

should implement customer relationship management system to attract and retain customers. These 

ways help to associate customers to bank, prevent customers turning away and tend to use the services 

of other banks. As a result, all customer-banking activities perform in Maskan bank and Maskan bank 

allocates a greater share of customer. 

3. To the Maskan bank and other bank managers recommend about trust to manage their staff correctly, 

because trust key and customer satisfaction run by correct management of human resources (bank 

employees). Provide information for customer to increase their trust to Maskan bank. 

4. Management and make a handle complaints system is one way to increase customer satisfaction and 

strong relationships with banks. In this case both sides will have same goals, more motivate to 

relationships and release their important data. 

5. Maskan bank managers always provide information to the customer to aware them about providing 

banking services, because the awareness customer does not have reason to change and switch the bank. 
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