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ABSTRACT

Impact of Relationship Marketing and Patronage
Motivations on Clients' loyalty towards the

Organization
An applied Study on a Sample of Jordanian

Commercial Banks' Clients in Amman
 

Prepared by:
Nahla Nihad Al-Nazer

Supervised by:
Dr. Wafa Saleh AL-Tamimi

Today Banks are facing a very competitive situation in getting clients and

maintaining them through ways of building programs concerning clients loyalty with

banks.

To achieve this, banks should adopt a strategy of relationship marketing to

build an interactive and long term relation between banks and their clients.

To know the extent of adopting such strategy by Jordanian Commercial Banks,

this research aimed to study the impact of both relationship marketing and clients'

motivation to deal with banks in terms of loyalty to the bank.

 This study considers a sample of clients who deals with seven main banks.

These banks were determined on the base of their share in the market. Primary

interview were conducted, as well as questionnaire was designed to collect the

necessary data from 400 clients. The study showed that all banks in our sample

adopted the strategy of relationship marketing (Commitment; Bonding; Interaction;

Satisfaction). The study also confirmed that the clients' trust in banks was the main

factor for client's loyalty.
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The results of statistical analysis declared that there is an impact of all factors

and marketing components on clients' loyalty.  The study also showed that there is no

impact of demographic factors on the degree of client's loyalty except the factor of

education level.

In the light of the results of the study, the study was able to offer a number of
recommendations shown in the following:

It is necessary for banks to concentrate on building Trust with their clients.
Banks should be interested in adopting both relationship marketing and client's
motivation strategies.
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Loyalty = A + {(β1 Commitment) + (β2 Bonding) + (β3 Interaction) + (β4

Satisfaction)}

Loyalty = 0.068+ {(0.115 Commitment) + (0.343 Bonding) + (0.105 Interaction) +

(0.400 Satisfaction)}

Loyalty = 0.068+ {(0.115 * 3.97) + (0.343 * 3.45) + (0.105 * 3.90) + (0.400 * 3.57)}

Loyalty = 0.068+ 3.476 = 3.544
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Loyalty = A + {(β1 Trust) + (β2 Social Treatment) + (β3 Special Transaction)}

Loyalty = 0.557 + {(0.107 Trust) + (0.353 Social Treatment) + (0.377 Special

Transaction)}

Loyalty = 0.557 + {(0.107 * 4.04) + (0.353 * 3.79) + (0.377 * 3.58)}

Loyalty = 0.557 + 3.118 = 3.675
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Loyalty = A + {(β1 Relationship Marketing) + (β2 Motivation)}

Loyalty = 0.253 + {(0.741 Relationship Marketing) + (0.296 Motivation)}

Loyalty = 0.253 + {(0.741 * 3.72) + (0.296 * 3.80)}

Loyalty = 0.253 + 3.88 = 4.133
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