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Abstract | e
This study explores the link between relationship marketing and organizational
 profitability, using a reputable financial imtirﬂir'or:rj Ibadan, Oyo 5 fate N{gﬁna as a case
,rgyéy The objectives are to determine the impact of f&ﬁﬂmn,rﬁgo marketing  on
anizational profitability, 1o examine the rate at which trust affect long term
: _ L, 1o éﬂafﬂafz the rate at which communication affect mﬂa:wer P::frwage: d?}‘_dr 1o
e S effect of commitment and communication on organizational pmj:{aﬁnﬁ{);
Primary and seconda 1y Souries were used.. Data wai dﬂa@ T S ﬁﬁk
Mkﬂ Hypotheses were fested wsing Tegression fﬁﬂfﬁﬂff ﬁ”j : f"“" ﬁf;
R The result of the findings shows the value of R {G.SQ ) w ich r: ,;mf
e beting indepen dently explains 80.1% mngr:._tm in. 01gania ‘%,
i Jows that the model is statistically ﬂgﬂgﬁmfff S
t;ﬂ'qf 11.793 s i EEIWEEH miaﬂﬂmﬁﬁf’ p;anﬁfffng and

) H % Janificans mﬁﬁmﬁz}w of R (0.779) .mwj i mﬂ;ff
WW Mar? 50, % in long ferm relationship. In addition, the
independently excplain 73-4% of the varialio” ! dependently explains 7 St S
s T anon. 19 f R (0.866) reveas that i

Sty
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' il commnication) jointly ﬂj},mm B6.6% of the
explanatory nanables (ommitment @ ility, The fostatistis © 7 41,200 shows that the
rarsaron m the ‘W'fﬂ'm! .P.’?ﬁm ' that commiitment and communicaltion jointly
wodel &6 statistioally sguifioan’. ‘Tﬂmﬂﬁdj’ therefore comcludes  that  relationshy

predict onpanigalo nal ﬁrﬂﬁr‘:rbiﬁgéb with. 012 Mjwn'w:ﬂf pmﬁfa#ifﬂy, and therefore

arketing  has  positine relations
markefing po o gmm’ i

onfluences orgamiational profitabili
organization,

Kevwords; Relationship marketing, marketing, profitability,

relationship, and customers

Introduction e i
As business environment becomes more competitive and dynamic in this
ons/institutions must not only

globally competitive world, organizati '
canccrfmr: u:f;mviding good quality product or SEIvice but alsol find ways
of creating and maintaining long term relationship with customers in order to

meet the needs of their customers and achieve to 2 large extent the
profitability level of the organization. In 2 similar perspective, relationship
marketing has made organizations to look beyond the traditional 4Ps of
marketing as the only way of success, to a more strategic means of creating,
maintaining and enhancing long term friendly relationship with customers.

The need to create and maintain friendly and favourable relationship with
customers and other stakeholders has made it necessary for
organizations/institutions not to only focus on transactional marketing but
also in creating and maintaining mutual and long lasting relationship with
customers. Relationship marketing as an exciting area/ aspect of marketing
focuses on building long term relationship with stakeholders. Relationship
markf:tmg is moving to be an integral part of the marketing management
function (Aaitonen, 2004). It is therefore vital to presumed relationship
mm:rrkkcc!ng fas an integral fufu:tion of marketing management because
eting focuses on the identification, and the provision of needs satisfying

packages in satisfying customers’ ;
fying mers’ needs at a profit, It is therefore pertinent to

create and maintai ) .
tain favourable rclauonShlp (lﬂng term) with the customers in

order to i .

the cusu::;:'u:tu:ui{funie;smndmg the needs, and satisfying the needs of

evideat thet o 'an? it Aatonen (2004). is of the fact that it is becoming

marketing is d:?::r: if: z!?isﬁh;;;m mod'if}' fl‘ﬁ_tiamenmlly the way in which

a specific customer base, This mal}&gn.g a big pool of clients to managing

and enhancing long term relati modification includes creating, maintaining
tionships with stakeholders in nrd’cr to achieve
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stated objectives. In line wij - :
L e factiis s with this, profit is an inte al f Y
obje > act; 1t 1s the core aspect of Orga e

nizational objectives.

Previous studies in relati : .
2002) are of the fact t;-;l:tﬂ:;up‘ Idnarkeung (Kotler 2001, Doyle 2000; Piercy,
more profitable than attra taining the organization’s existing customers is
b onship markere o208 new ones. In line with this, the issue of
rela P cung was developed on the basis that customers vaty in

their needs, preferences, buying e.t.c. Asi : -uston _
also helps to increase markcmg ¢. Aside from this, relationship marketing

t share, profitability and reduce cost (Reichheld,

1993).
Objectives of the Study
The objectives of the study are as follows:
| o S ) dﬂtﬂFIfnine the impact of relationship marketing on organizational
profitability.
2.  To examine the rate at which trust affect long term relationship.
3. To evaluate the rate at which communication affect customer
patronage
4. To investigate the effect of commitment and communication on
organizational profitability.
Hypotheses of the Study
In line with the objectives of the study, the following hypotheses are
postulated in null form.

- H,;: There is no significant relationship between relationship marketing and
~ organisational profitability
H,;: There is no significan
relationship.

Hy: There is no signific

¢ relationship between trust and long term

ant relationship between communication and

Lunication cannot jointly predict organizational

the best contemporary marketing strategics
ective customers’ needs and wants.
i sumed the fact that organizations
¢ to satisfy the needs of th:r:u
friendly relationship with

23? www ewaswedu.ng/ tee
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Larernational fournal of Hateep

o the fact that relationship marketing will giy,.

hase which will finally pave way for profitability,
{ developing and  retain;

. . ing concerns  attracting, ng Fetaining

Relatonship fl‘mts‘l;tlﬂécn}, and Parasuraman, 1991). I.{u {?IHJ(}) is of the

customer rclat]t-:ﬂﬂ ajpgf relationship marketing is to provide increased value

ﬂpln}:un th:tmg;goand results in a life time value for the service provider,

to the custo

: lationship marketing as the business of attracting
Clark et al, (1995) view relationsiip * relationship. It should be noted that

. = customers
and enhancing long- term profitability. Gronroos (1990) is of the

: : ting has a link with s
relationship marketing keting is to establish, maintain and enhance

fact that relationship mar
relationships with customers and other partners, at a profit, S0 th:!r‘ the
objectives of the parties are met. It is an undisputable fact that profitability is

one of the objectives of business oriented organizations. It is therefore
necessary for organizations to establish, maintain and enhance relationship
with their customers in order to achieve their objectives (profitability

included).

their customers. It also point t

room o repeat pure

Gummesson (1999) indicates that relationship marketing has a strong
emphasis on business to customer relationships within a customer
relationship marketing paradigm Relationship marketing involves creating,
maintaining, and enhancing strong relationship with customers and other
stakeholders (Kotler and Armstrong, 1999). This indicates that there must be
strong and friendly relationship between the organization and the customers.
This relationship will not only bring up mutual benefit, but will also pave way
for organizational profitability. This shows that relationship marketing is a
necessity for profitability.

Most of the definitions lay emphasis on creating long term friendly
relationship, focusing on profitability. However, if customers are not satisfied
with th:: pttﬁ':lnnﬂnct and products of the organization, definitely the essence
of relationship marketing will be in vein. It js therefore necessary that
organizations must focus their long term friendly relationship on satisfying

the needs and wants of thej
. : CIr customer at a great : rive
room for profitability. greater extent in order to gl

Rap and Collins (1990) are of the o
Are 1o create and maintain |
customers for the satisfactio
(2005) assert the fact that th

1€ opinion that relationship marketing goals
asting relationships between the firm and its
;:;:: both .[:tartits. I?almadcr and G{::p;llakl‘ish{.m

4 positive rtlfmunship between relationship
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marketing and business perfo
o rmance, H
e performance. Relaionship g by
con » cltect : o0
Relationship marketing | Ve strategies for marketing
tionship eting is a proces cting extension programs.

uﬂdﬂtsmﬂd tha » A0t a4 one-time event; clients must

t you are committed |
e : ong-term
you to provide the services required, ng-term and that they can depend on

the view that there is significant rclal(a?:)l:kh? B Biemeal
DN 5 : N :
and organizational performance indicators. p between relationship marketing

15 an invegral part
f the most time-

Profit in business co

terms with the Pmdr:::sf;?:;ar{ipfﬁi C‘-lﬁzmﬂrs, g .thm 2 *E'r'.md

1996, 1998), Based on this, it i =R s among fricuds, (Deming,
£ P s, it is necessary for organizations to constantly

make ety Fhete is a good relationship between the {Jrgﬂ[ﬂhzatiﬂn anilithe

customers in order to pave way for repeat purchase which will aid

profitability.

Profitability is a substantial issue in relationship marketing, particularly those
in services industries. Keiningham et al. (2005), state that there is 2 significant
affiliation  between customet  satisfaction, purchase intentions, and
consequently financial performance. It is obvious that profitability is one of

the indicators/variables of financial performance.

More so, it is necessaty to determine the current and potential customers
who are likely to be the most pmﬁmble in the future, (Rust et al, '}UU-'H
Venkatesan and Kumar 2004). Thereby building 'l(.}'_l,'ﬂltl;- with tl}DSt.‘ pmm_ablc
customers and trying 1O increase theif satisfaction with the hrm.
S @m should not s_p_ej_"d resources on unprofitable EU‘S':Dt'l‘lli‘rfj w©
increase their levels of satisfaction. It is also necessarét;u ’]t?a;lg:‘t: ::5{;:"‘:;:::;:
acquisition that hﬂvc hi'ghcr potcﬂﬂﬂl B O ofitable and sﬁhﬂg

S B £ ~nprent customers who are pr .
tifying the profiles Ee t:n::t pool that fit those profiles (Remnarts <

customers out in the ProsPe

2005).

marketing eACOUTAEES repeat

'6) is of the vieW that relationsiiP S abilicy. It is quite

ffect o0 P »
finitely have positivcf; Come rofitabilty ol

products © their
jzation which will

urchase will PAVE 5 H coduce the
i A
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4) is of the fact that considerable profit gained
39 lshighgr than new customer attendant during
* i esumed that the end
i i tionship. This therefo're pr ed
) - &
- fit. It is therefore necessary for organizations O put in all marketing
e friendly relationship with their

offorts and activities in creating r_nutual and e
customers in order to increase their level of profitability.

profitability. Jammieson |
by a sustained customer 1S much

Zeithamal and Bitner (2000) are of the view th_at rclation‘shjp mfukeung is a
strategic ofientation that focuses on keeping and improving current
customers rather than acquiring new Ccustomers. This presumes that
organizations prefer to have friendly relationship with the current customers.
In maintaining the friendly relationship, all efforts must be_ aimed at creating
and providing customers satisfaction at a profit. This is the essence (.;f
marketing. In a similar perspective, Benneth (1996) looks at relationship
marketing as the act of seeking to establish long term, committed, trusted,
and co-operative relationship with customers that are characterized by
openness, responsiveness, genuine concern for the delivery of high quality
goods and services as well as the willingness to sacrifice short term
advantages for long terms gain. In line with this, this paper examines the
impact of relationship marketing on organizational profitability, using a case
study of a reputable financial institution in Ibadan, Oyo State.

Methodology

Research Design

This study makes use of survey research design that allow for the use of
questionnaires to elicit data from the respondents. It provides the procedural
outline for the conduct of any given investigation.

Study Population/ Sample
The entire population of the staff of the bank was 32 members of staff. The

entire population was taken into considerati :
] A eration becau
the population. se of the small size of

Samplil?g and Sample Size
The entire population was taken into i ' : ' p

distributed to the memb
ers :
made possible because of th:sf:;ii}ff} and were filled and returned. This was

number of staff,

290
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Research Instrument

The study employed questi :
- SO i
q nnaire as an instrument for data collection. The

qucstlonnalrc was divided i . ;
demographics of the r nto three sections. Section A measures the
espondents which

educational qualification, etc include age, sex, marital status,
-

: ; whi ; : :
marketing 10 terms of trus ﬂt. S?Ctmn B measures r{:latmnship
§, communication, and commitment. Section C

measures profitability. The items we
: m re measured 5-poi ike ale
ranging from strongly agree (5) to strongly disagree C(T)_a S i

Sources of Data

an:a}ry and Sﬁﬂ?ﬂdar_}* sources were used. Primary data was obtained with
the aid of questionnaire. The use of questionnaire was employed to gather
necassary.and relevant data from the respondents. The secondary sources
were obtained from the organization’s periodicals and related iDuInf;lﬁ.

Methods of Data Analysis

Dat_a was _analyzcd using inferential and descriptive statistics. The descriptive
statistics involves frequency table, likert scale while the hypotheses were
tested using regression analysis, Analysis of Variance (ANOVA), and

multiple regression analysis.

Research Hypotheses
Hypothesis 1
H, = There is no significant relationship between relationship marketing and

organisational pro fitability . _
H,= There is a significant relationship between relationship marketing and

organisational profitability

Hypothesis 2
H, = There is no S

ignificant relationship between trust and long term

H= There is 2 significant relationship between  trust and long term
=

relationship

Hypothesis 3
Ho = There is nO significant rela

customer pa
H,= There is a significant rela

patronage

tionship between communication and

tionship between cnmmunicatinn and customer

291 www kwasuedung// ee
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Hypothesis 4

H,. Commitment and Communication

profitability.

H,. Commitment and Communicati

profitability.

Data Presentation and Analysis

Vil 1 No, 1, 20016

cannot jointly predict organizational

on can jointly predict organizational

Table 4.1 Demographic Profile of staff in the reputable bank.
ducational Qualification FREQ. %
B.SC/HND 14 43.75
alid M.SC/MBA 10.. 31.25
ND/NCE 08 25,00
Total 32 100.0
31-40 years 24 75
i 41-50 years 08 25
Above 50 years - 0
Tortal 32 100
arital Status
alid Married a0 03,75
Single 02 6.25
S 32 100.0
ngth of service
- gbnve 10 years 20 625
etween 5 and 10 12 37 5
Total 3 l{h]{}.[]
epartment :
Marketi
Opeintion Y 31.25
Control Officer(Auditor) 31 22
(/4114 Administration 3.125
Dispatch Officer ! 3.125
IT Suppﬂﬂ. Officer l 3.125
Security | 3.125
Total 8 25.00
Sex 32 100.0
Female
[Vlid Mae 12 375
Total 20 62.5
32 100.0

Source: Researchers” Figly] Survey, 2015
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4.1 shows that the :
3:_15];% and ND/NCSEF;::E;’"]%:EHT’H BSc/HND has 4
‘mstitﬂﬁﬂn have first degree ;‘ drhlsg shows that m:aj; J-.Tit '5'75" n, M.S¢c/MBA
. ving the organizatios nd are educationally | y of the staff of the
gchieViOE ational objecti nally inclined. This helps in

e hav . c ves, Conclugive .
ipstitution e what it takes in terms of c:d;]m'uyj R bk DA
: cational qualification | '
: ication in taking

strategic decisions that will
: g promote relationshi
achieve the s.tate.c'. profitability level for 1-rl-1Lf_-d‘{kfn-Hh"P marketing in order to
of the organization that fall between 31 i{:hmumm' The members of staff
fall berween 41-50yrs constitute 25%. This i Jyrs were 75% while those that
scive workforce. This also im fisa is implies that the organization has
gspﬁrienced agile and effectivE ; that the organization has matured,
organization has a workforce that cm‘;ﬂ;rﬂ_fﬂc_ It also implies that the
It also shows that majority of the m B actualizing its vision and goals.
while 6.25% constitute singles. Thi SOIpEIR oL il v marricd (93.75)
: gles. s tends to indicate that the organizat
has responsible men and women. The _ ¢ organization
petween 5 and 10yrs (37.5%) il Epeoncerol e Wi
This implies that the Drgamz. izati lithmﬁ ilaoie lyfes e
o1 S X
that can help in achieving the grgan?ZEE::; j:li :mm:;rnh .u.f vast experience
.+ orpanization I e jective. This also implies that
s o ot of vast experience that can take
L d ecisions that .hel? in fast tracking relationship
. mg in ]\,;}: er o achieve urgamzaU9na1 profitability. In terms of
;pi;i ents, rkct;ng has 3.1.‘25%,. Operation has 31.25%, Control Officer
(Au ;0:) has 3.125%, Administraton has 3.125%, Dispatch Officer has
3.125%, IT Support Officer has 3.125%, while Security has 25.0%. This
shows that all the departments arc represented in this study. This implies that
all the departments arc staffed by qualified personnel. This also implies that
all the departments have capable staff that can plan, organize and coordinates
the activities of their respective departments for the actualization of
corporate objectives. The organization male has 62.5% male while female is
37.5%. This tends to follow the normal male/female staff distribution of

many Nigerian organizations.

Test of Hypotheses

Hypothesis 1

Ho = There is NO sxgﬂl-ﬁcﬂ-ﬂt rclﬂﬁﬂﬂShi
organisational profitability
H= There is a significan
organisational profitability

p between relationship marketing and

relationship marketing and

293 www kwanedwng/ we
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Inremational Josrini

Std. Error of the
Fi.stimate
502

|
Source: Authors’ C amgﬂm‘arfaﬂ, 2015

Relationship Marketing
e tional Profitability

Variable: Organiza e indenendently
ghi)ciﬁzgezz Rm?ﬂ 801) Ecais that relationship marketing independently

explains 80.1% variation in urgamzatmn'll profitability.

Table 4.2.2
Model
Regression
1 Residual
Total
Source: Authors’ Computation, 2015

a. Dependent Variable: Organizational Profitability

b. Predictors: (Constant), Relationship Marketing

The f-statistics of 11.793 shows that the model is statistically significant. This
shows that there is a significant relationship between relationship marketing
and organizational Profitability.

Hypothesis 2

H, = There is no significant relationship between trust and long term
relationship

H,= There is a significant relationship between trust and long term

relationship
Std. Error of
the Estimate
4'?6

Table 4.2.3 Model Sum

Source: Authors Computation, .?U 1’5

a. Predictors: (Constant), Trust

294
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b. Dgpendcnt ‘;’ariablc: Long term rel
¢ value of R” (0.734) reveals th, :

']‘h' s ) .E"llﬁ that trust independe

caration in long term relatmnship. dently explain 73.4% of the

“ti‘}nﬁhip

ble 4.2.4
3s ANOVA*

Sig,
005"

Source: Author’s Computation, 2015

2. Dependent Variable: Long term relationship
b. Predictors: (Constant), Trust
The f-statistics of 10.291 shows that the model is statistically significant. This

shows that there is a significant relationship between trust and long term
relationship.

Hypothesis 3
H, = There is no significant relationship between communication and

customer patronage
H,= There is a significant relationship between communication and customer

patronage

Std. Error of
the Estimate
379

a. Predictors: (Constant), Communicaton

b. Dependent Variable: Customer Patronage
m?alue of R? (0.723) reveals that commun
72.3% of the variation in customer patronage.

jcation independently explains
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Table 4.2.8
ANOVA*

Sum of Squares |df [Mean Ssuate F |Si

Regrdzzl on 2991 2 075 41.200 U{}’r‘-"

esl 5.301 |30 062 ‘

Tortal 5.600 32 |

Source: Author’s Computation, 2015

a. Dﬁpgndem Variable: Organizational profitability
b. Predictors: (Constant), Commitment and communication

e f-statistic .
: ;.[:;': e c:;f 4}.2‘30 shows that the model is statistically significant. This
P mitment and communication jointly predict organizational

pmﬁtabﬂit}'.

Discussion of Findings

In Fhe.atea of testing of research hypotheses, hypothesis 1 shows that there is
a significant relationship between relationship marketing and organizational
pmﬁtability. The value of R? (0.801) reveals that relationship marketing
independently explains 80.1% variation in organizational profitability. The f-
statistics of 11.793 shows that the model is statistically significant. This
shows that there is a significant relationship between relationship marketing
and organizational profitability. In hypothesis 2, the value of R* (0.734)
reveals that trust independently explain 73.4% of the variation in long term
relationship. The fstatistics of 10.291 shows that the model is statistically
significant. This shows that there is a significant relationship between trust
and long term celationship. In hypothesis 3, the value of R” (U.?.’Z??) ifevea.}s
iﬂdependently explains 72.3% of the varaton in
customer patronage. The f—f;tati:-*ttics of ‘15.028‘ shcm:rs j:lﬁmt ?cﬂlnllfac;elh}s
statistically significant. This implies that there 15 2 significant relationship

icati d customer patronage. In hypothesis 4, the value

].;:.NIVEEH ;(;E:E;lu;l:::ljﬂt;zt the txpigiatury variﬂbifzsi (commitment and

aflés ( - oo iointly explain 36.6% of the varaton it the c{rgamziat?unal

-cau:}n) ] jstics of 41,200 shows that the model is statistically

WﬁﬁﬂM@£ i f_staﬂs itment and communication jointly predict
significant s imp

aﬁgauhaﬁr;mﬂl profitabily:

Qomm and Recummendﬂtlﬂm tcsponsible for the growth and

_ = ; e key sectors
Th&] ] ; 5g¢;0:‘h 1S {::Z;;r:; 'I'l?:is sector must be Pmper]y managed
development © =
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i fitability level. From the
. : institutional pro i .
Jv in order to promote the 7 e tionship betwee
cffccmfd}’ lPdr: 4 that thete 15 8 slgmﬁcan:.rcla p een
study, it can be conclu bility. There is also a

relationship market:ifig band org;fszta::gailonpgﬂiil e
significant relationship between

. ' nication a
there is a positive significant relationship PESIEE L imnnication and
T 4 mmitment and communication jointly

addition, co
mmdswazcgrgmpnm izl::lieml' Iﬂp:t)ﬁtability. It can therefore be CUQCIUdEd S
felaliunshjp marketing has a positive relationship with relationship markctln_g
and therefore influences relationship marketing to a greater extent. i

therefore recommended that;

Banks should create all avenues to constantly satisfy the {leeds of their
respective customers. This will promote the rate of relationship between the

banks and the customers and pave way for profitability.

Banks should introduce training programs to members of staff on how to
relate and satisfy customers to a large extent.

Banks managers need to provide a plat form for feedback mechanism in
order to harvest the views and opinions of the public.

Lastly, employees should be properly reinforced in order to develop the
potentials and skills in relating with customers.
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