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Abstract:

This paper aims to at investigating the impact of market-
ing relationship on customer satisfaction and loyalty towards the
Sheikan Insurance Company - Branches in Khartoum State., the
design of this research is descriptive and quantitative in nature.
The target population for the study is the customer of Company
were used as the sampling frame. A total of 450questionnaires were
distributed. 441questionnaires were returned. Statistical analysis
revealed that there is significant relationship between Relationship
marketing and altitudinal loyalty. Future research can investigate
relationships identified in this work, as well as test out mediating
relationships. This study will provide better information as input
to government policy makers, who responsible for services devel-
opment, to encourage the insurancecompanies’ use of relationship
marketing to benefit key stakeholder interests.
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2 Introduction:

Relationship marketing, with its ability to build loyal cus-
tomers (through better understanding and serving of customers’
needs), can lead to cost reduction. Since the cost of serving one
loyal customer is less than the cost of attracting and serving one
new customer a firm can reduce marketing, distribution and logis-
tics costs and thereby gain low-cost competitive advantage and
low cost service differentiation. Although there is a long list of
benefits associated with relationship marketing, little is understood
about the actual direct and indirect influences of the underpinnings
of relationship marketing on customer loyalty from empirical evi-
dence especially in Sudan.

Therefore, the objectives of this research include: to under-
stand the impact of the underpinnings of relationship marketing on
customer trust and relationship quality; to evaluate the relationship
between trust, relationship quality and customer loyalty; and to
examine the indirect influence of the underpinnings of relation-
al marketing on customer loyalty through trust and relationship
quality. (Ndubisi, Wah, & Ndubisi, Supplier-customer relationship
management and custome rloyalty The banking industry perspec-
tive, 2007).

3 Literature Reviewand theoretical backgroundRelationship
marketing

The concept of relational marketing has emerged within the
field of service marketing and industrial marketing. The phenom-
enon described by this concept is strongly supported by on-going
trends in modern business (Webster, 1992). Berry (1983) viewed
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relationship marketing as a strategy to attract, maintain and en-
hance customer relationships.(Ndubisi, Wah, & Ndubisi, Suppli-
er-customer relationship management and customerloyaltyThe
banking industry perspective, 2007).

Relationship marketing involves creating, maintaining, and
enhancing strong relationships with customers and other stake-
holders. Relationship marketing is orientated to the long term. The
goal is to deliver long-term value to customers, and the measure of
success 1s long-term customer satisfaction. Thereby relationship
marketing is about retaining customers by improving communica-
tions, customer data collection. In other words, a key objective is
to foster customer loyalty, which Oliver (1999) defined as a deep-
ly held commitment to re-buy or re-patronize a preferred product
or service in the future despite there are situational influence and
marketing efforts having the potential to cause switching behavior.
(Caceres & G. Paparoidamis , 2007)

Trust: Moorman et al. (1992) define trust as a firm’s willing-
ness to rely on an exchange partner in whom one has confidence.
Trust in the business relationship involves belief that partners will
fulfill their promises and also they will perform positive outcomes.
Trust represent perception of credibility and kindness of an orga-
nization or person.(Ndubisi, Wah, & . Ndubisi, Supplier-customer
relationship management and customer loyalty The banking indus-
try perspective, 2007)

Commitment:

Relationship commitment is also an important component of
relational exchanges. It is defined as an enduring desire to main-
tain a valued relationship, Research suggests that relationship

commitment is at the core of all successful working relationships
and that it is an essential ingredient in successful long-term rela-
tionships, including supplier—buyer relationships (Anderson and
Narus, 1998). In the relationship marketing literature, the concept
of commitment plays a central role, as it is a major characteristic
of relationship marketing models. Commitment refers to an im-
plicit or explicit pledge of the continuity of a relationship between

n 02021 prosuya--01443 (pilill guj- jise sabll 222ll-d1gi g1y 80830 drode dlao




Does customer satisfaction Mediated the Relationship between Relationship marketing

exchange partners (Dwyer et al. 1987). As Scanzoni (1979) stated
commitment is the most advanced phase of partners’ interdepen-
dence.(Alrubaiee & Al-Nazer, 2010).

Communication:

Communication is also considered an important aspect of
successful relationships (Morgan and Hunt, 1994). Anderson and
Narus (1990) describe communication as formal as well as infor-
mal sharing of meaningful and timely information between firms”.
Empirical evidence suggests that communication increases the
level of trust between partners. In general, communication helps
build trust by providing partners with a mechanism that can be
used to resolve disputes. In addition, it improves partners’ ability
to align their expectations and perceptions. Communication is an
indispensable attribute in successful alliances and has thus been
described as a core competence in alliance building noted that
communication among boundary-spanning personnel produces
a shared interpretation of expectations and goals, and a common
understanding of the processes and responsibilities necessary to
achieve those goals.(Alrubaiee & Al-Nazer, 2010).

Conflict handling:

refers to the supplier’s ability to minimize the negativecon-
sequences of manifest and potential conflicts, Conflict handling
includes the supplier’s ability to avoid potential conflicts, solve
manifest conflicts before they create problems and the ability to
discuss openly, solutions when problems arise. How conflicts are
handled will ensure loyalty, exit or voice..(Ndubisi & Wah, Facto-
rial and discriminant analyses of the underpinnings of relationship
marketing and customer satisfaction, 2005).
Customer loyalty

The first concept of loyalty appeared in 1940s. In its first
day’s loyalty was proposed as a uni-dimensional construct, which
was connected to the measurement perspective taken by the re-
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searcher two split loyalty concepts evolved. That is to say, “brand
preference” (Guest, 1944, 1955) which was later referred to as atti-
tudinal loyalty and ““share of market” (Cunningham, 1956), which
was afterward referred to as behavioral loyalty. In the 1960s and
1970s, customer loyalty was approached mainly from a behavioral
standpoint. In (1978) Jacoby and Chestnut focus on interpreting
patterns of repeat purchasing in mainly board data as a demonstra-
tion of loyalty. (Seni’c & Marinkovi'c, 2014). Loyalty is usually
defined as a customer’s intention to provide exclusive benefaction
to a particular product or service above a continued period of time.
Initially, more attention was given to the behavioral component,(
Miguel Moliner 2009). Moreover, Loyalty is usually puzzled with
repeat purchase behaviour. Nevertheless, from the conceptual
point of view, repurchase is no more than a demonstration of loy-
alty, jointly with word-of-mouth communication (Oliver, 1999).
(Ehigie & Taylor, 2009)

The attitudinal constituent of loyalty can be viewed as the
level of unremitting favorable temperament to some value con-
nected with the brand or the company (Dick &Basu, 1994; Han &
Back, 2008). While the behavioral constituent exists when custom-
ers repeatedly purchase the same brand or from the same company
(Sonmez&Graefe, 1998) sited in (Seni’c & Marinkovi'c, 2014).
(Bowen & McCain, 2014)

Customer satisfaction

Satisfaction is “a person’s feelings of pleasure or disappoint-
ment resulting from comparing perceived products’ performance
(or outcome) in relation to his or her expectations”. Authors elab-
orate that customer is dissatisfied if expectations are not fulfilled
by the performance; satisfied in case the performance matches
customer’s expectations; and delighted or highly satisfied if his
expectations are exceeded by the performance (Kotler and Keller,
2012).(Keller, 2012)
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Satisfaction leads to attitudinal loyalty. Defined as the intention
to make future purchases, it is assumed that attitudinal loyalty is
a necessary implication of satisfaction. Satisfaction is defined as
an emotional post-consumption response that may occur as the re-
sult of comparing expected and actual performance or it can be
an outcome that occurs without comparing expectations (Oliver
1996). Therefore, satisfaction as a result of the disconfirmation of
expectations can be labelled evaluative satisfaction whereas satis-
faction as an outcome of nonra,mtional processes can be labelled
emotion-laden (Cronin, Brady and Hult 2000).(Bennett & Thiele,
2004).

Frame work of study:
Figure 4.1 Conceptual Framework

Relationship Marketing Customer Customer loyalty
Trust H2 Satisfaction H3 o
Commitment | Attitudinal loyalty
Communication
handling conflict H4 s
H1 l
Source: prepared by resear )
4 Hypotheses of study

Developed sub hypotheses from first hypotheses as follows:

4-1 Relationship between relationship marketing (trust, com-

mitment, communication, handling conflict) and attitudinal

loyalty

- HI1.1 There is a positive relationship between trust and attitu-
dinalloyalty.

- H1.2 There is a positive relationship between commitment and
Attitudinalloyalty.

- H1.3 There is a positive relationship between communication-
andAttitudinalloyalty.

- H1.4 There is a positive relationship between handling con-
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flictand Attitudinalloyalty.

4-2 relationship between relationship marketing (trust, com-

mitment, communication, handling conflict) and Satisfaction

Hypothesis 2: There is a positive relationship between relationship

marketing (trust, commitment, communication handling conflict)

and Satisfaction.

- H2.1 There is a positive relationship between trust and Satis-
faction

- H2.2 There is a positive relationship between commitment and
Satisfaction.

- H2.3 There is a positive relationship between communication
and Satisfaction.

- H2.4 There is a positive relationship between handling conflict
and Satisfaction.

4-3 relationship between Satisfaction and attitudinal loyalty

Hypothesis 3: relationshipbetweenSatisfaction and attitudinal

Loyalty

- H3.1 There is a positive relationship between Satisfaction an-
dattitudinal loyalty.

4-4 Satisfaction Mediating the Relation between Relationship-

Marketing and Loyalty
Hypothesis 4 Satisfaction mediating relationship between Rela-
tionship marketing and attitudinal Loyalty

- H 4.1 Satisfaction mediating the relationship between trust and
attitudinalloyalty

- H4.2 Satisfaction mediating the relationship between commit-
ment and attitudinal loyalty.

- H4.3 Satisfaction mediating the relationship between commu-
nication and attitudinal loyalty

- H4.4 Satisfaction mediating the relationship between handling
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conflict and attitudinal loyalty.

5- Research Methodology
5-1 Sample and data collection

This study collect data for testing the hypotheses via ques-
tionnaire survey of the unit of analysis in this study wasinsurance
clients, where quota sampling and self-administrated survey was
used to distribute 450 questionnaires. A professionaltranslation
to questionnaire was firstly conducted from English into Arabic
and back to English. Subsequently, a number of researchers in the
same field assessed the correctness and the clearance of questions
and measurement items. Several alterations to question wording,
modification of items, as well as the format and esthetics of the
questionnaire were made for clarity. (Sekaran, 1992).
5-2 Descriptive Statistics
Table (6-1)Descriptive Statistics

N Mean Std. Deviation

Trust 303 4.2401 58001.
Communication 303 4.2079 54712.
Commitment 303 4.2860 55820.
Handling Conflict 303 4.2360 60044.
Attitudinal Loyalty 303  4.0198 78454,
Customer satisfaction 303 4.2099 60530.

Note: All variables used a 5-point likert scale (1= strongly dis-
agree, 5= strongly agree)

Determinants of Descriptive Statistics The table reveals that the
Commitment is greater than 4.0 (mean=4.2860, standard devia-
tion=.55820), followed by Trustequal (mean=4.2401, standard de-
viation=.58001).
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Table (5-2)Psychometric Properties of Relationship Marketing

. Han-
CR | avE | msv | Ma | g | Commu- | Commit- | g
(R(H nication ment .
Conflic
Trust 0.860 | 0.606 | 0519 | 0.866 | 0.779
C"mt'i‘:)';“‘ca' 0813 | 0521 | 0467 | 0816 |***0683| 0.722
Commit- 1 020 | 0636 | 0519 | 0844 | *#+0.720 | ***0.614 | 0797
ment
Handling |, -5, | 0603 | 0374 | 0767 | ***0.503 | ***0.612 | **+0.570 | 0.777
Conflic
Attitudinal
Loyalty | 0836 | 0751 | 0930 | 0357
Customer

0.866 | 0.567 0.882

satisfaction

Significance of Correlations: 7 p < 0.100 *p < 0.050 **p < 0.010
o p <0.001

The convergent validity of the construct of relationship market-
ing has been assessed through standardized factor loadings, AVE
and CR. Table 4.6 reveals that standardized factor loadings for all
items were above the suggested cut-off of 0.50 (Hatcher, 1994),
with a minimum of 0.51, and were all significant at 1% level of
significance. The AVE meets the criterion of .50. High score of CR
(1.e.0.7) confirms the internal consistency of the scale items.
Mediation of customer satisfaction on the Relationship be-
tween Marketing relationship (Multi-dimensional) and Cus-
tomer Loyalty

To assess the mediate of customer satisfaction in relationship be-
tween Marketing relationship (Multi-dimensional) and Cus-
tomer Loyalty, structural equation modeling has been employed
and a measurement model of these constructs has been assessed.
Figure .... Reveals that reflective indicators have been used for the
measurement of latent constructs and non-causal relationship has
been studied among different constructs, by drawing path.
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Table (5-3)Model Fit Indices and Path Coefficients of Market-
ing relationship (Multi-dimensional) and Customer satisfac-

tion
Measure ol Threshold Interpretation
mate
CMIN 318.204 - -
DF 125 - -
CMIN/DF 2546 | Betweenl lgsealen
and 3
CFI 0.931 0.95< Acceptable
SRMR 0.053 0.08> Excellent
RMSEA 0.072 0.06> Acceptable
PClose 0.000 0.05< Terrible
Esti- - op CR P
mate
Customer satisfaction -—> Trust 273. 088. 3.093 002.
Customer satisfaction | --—> C"Cr:tri‘:;m' 266. 101. 2.623|  009.
Customer satisfaction | --—> Commit- 018. | 083. 22| 8%
- ment NS
Cuftomer satisfaction | —> | ~2ndimg_ [ 5o | g9, 2.626( 009
- Conflic

5-3 Mediation of customer satisfaction on the Relationship
between Marketing relationship (Multi-dimensional) and Cus-
tomer Loyalty

To assess the mediate of customer satisfactionin relationship
between Marketing relationship (Multi-dimensional) and Cus-
tomer Loyalty, structural equation modeling has been employed
and a measurement model of these constructs has been assessed.
Figure .... Reveals that reflective indicators have been used for the
measurement of latent constructs and non-causal relationship has
been studied among different constructs, by drawing path.
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Figure 5-1: The Standardized Path Coefficientfor mediations

The structural model reveals the same value of model fit shown in
Table .... , all the model fit indices for the structural model were
not only significant but remain same as in the measurement mod-
el. The low index of R square in model one just equal (.49) and
middle in model two equal (i.e. 0.22) justifies the underlying the-
oretical model.

Table (5-4): The model fit estimates for structural model with
the mediator

Measure Estimate Threshold Interpretation
CMIN 379.650 -- --
DF 155 -- --
CMIN/DF 2.449 Between 1 and 3 Excellent
CFI 0.928 0.95< Acceptable
SRMR 0.052 0.08> Excellent
RMSEA 0.069 0.06> Acceptable
PClose 0.000 0.05< Terrible
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5-4 The results for direct effects without mediator

Table (6-5) shows the estimates to be extracted to check for
direct effects without mediator after establishing model fit. The
process is done by observing standardized regression weights
and regressions weights in Table. The significant relationships
(i.e. based on p-values and the estimates) are extracted to explain-
the direct effects without mediator as shown in Table: These are
compared with direct effect results when the mediator is added on.
Table (5-5) the standardized regression weights for path model

without mediator
Bs- s | cr | P
Cust tisfac- mate
. > | T 272. | 088. | 3.085 | 002.
Cu§tom§r_sat1sfac- - Comrpunl- 264, 101. | 2.602 | 009,
tion cation
Cuétomqr_satlsfac- - Commit- 017. | 0%3. | 204 | 333
tion ment
Cuétomgr_satlsfac- e Handhgg_ 210. | 078 | 2.687 | 007,
tion Conflic
Attitudinal Loyalty | ---> Trust 146. | 158. | 925. |355.
Attitudinal_Loyalty | > | COmmMum= |94 | 10, | 1.078 | 281.
— cation
Attitudinal Loyalty | > | CO™™it 1 15 | 148, | 799~ | 424,
- ment
o Handling_
Attitudinal Loyalty | ---> Conflic 151. 140. | 1.075 | 282.
Attitudinal Loyalty | —> | SU°M¢_ | 415 | 147. | 2.809 | 00s.
- satisfaction
**% Significant at .05 level ** Significant at .01 level NS Not
Significant
The mediation tests: indirect effects using the bootstrap ap-
proach

The indirect effects using the bootstrap approach (Bollen and
Stine, 1990, Preacher and Hayes, 2004, Shrout and Bolger, 2002)
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it’s different from Baron-Kenny (1986) approach. The evidence is
shows in the next Table.
Table (5-6): The standardized indirect effects-two tailed signif-

icance
Han- Com- Communi-
dling . . Trust
- mitment cation
Conflic
Customer
satisfaction
Attiudigal e 814, 027. 020.
Loyalty
Result of | No medi- Nq Partially Part@lly
= : media- — Media-
mediation ation ) Mediation )
tion tion

6- Recommendations andDiscussion

There are some implications for practitioners in relation to cus-
tomer relationship marketing. First, insurance companies which
desire to have a good quality relationship with customers should
insist that their managers and staff act trustworthily, show strong
commitment to service, show signs of competence, communicate
efficiently and reliably, and handle conflicts satisfactorily. These
qualities must be measured in the customers’ eyes, not with insur-
ance companies’ yardstick. Second, management should establish
effective commitment, communication, trust, competence, and
conflict handling strategies based on the list of items that consti-
tute these variables. By applying these dimensions, which have
been rated highly and lowly by customers with high and low per-
ceptions of quality relationship respectively, an effective interven-
tion can be designed to maintain the perceptions of the former
group of customers and to enhance the perceptions of the latter.
The results of the second stepwise discriminant analysis for cus-
tomer satisfaction show that six dimensions discriminate between
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high and low levels of customer satisfaction. The four dimensions
include the three underpinnings of relationship marketing. The
results show that all the dimensions have high structure correla-
tions with significant results and trust discriminating most. The
mean values for all predictor variables are significantly higher for
satisfied customers compared to those who are not. Consequently,
the variables, communication, commitment, conflict handlingand
trust, all show significant results indicating that these variables are
strong discriminants. This leads to the conclusion that insurance
companies have high trust with customers will end up with more
satisfied customers. Insurance companiesthat are committed, and
trustworthy, insurance companiesthat communicate timely and ac-
curately and those that are skilled in conflict handling will create
greater satisfaction among customers.
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