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Abstract

In recent years, the marketing of services, long in search of academic legiti-
macy, has found a clear recognition of its specificities. Banking marketing, a
component of the services sector, is getting a promising boost from this de-
velopment. The present research is proposed to study the development of the
activity of banking strategies and customer loyalty introduced in banks to
enable them to optimize the quality of communication and satisfaction while
generating more profits and trust.
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1. Introduction

For more than twenty years, in France, like the United States, financial organiza-
tions have shown new enthusiasm for management concepts and, in particular,
an increased interest in the marketing aspect of their management. The market-
ing of services, long in search of academic legitimacy, has found a clear recogni-
tion of its specificities. Banking marketing, a component of the services sector, is
getting a promising boost from this development. Although, marketing is related
to markets, marketing management requests for combination of the various
elements of market. It has the mission of structuring these factors into a suc-
cessful trading system so that it can serve both customer and business company
effectively.

The specific marketing of the bank had to leave its reserve to become more
and more akin to “common law” marketing based on full exploitation of all its
tools and a differentiated approach.

Each of its stages corresponds to the progress of marketing services in three

phases: “rampant” marketing, flight in.
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The new competitive environment has visibly stimulated the renewal of the
concept of the banking profession, its practices, and its image.

Since the 1980s, the banking sector has undergone profound changes, proba-
bly more remarkable than those in any other sector: deregulation, increased
competition, but also changes in activities and operating costs in the face of a
more demanding clientele, better trained and informed.

Initially, and in a purely theoretical context, all the facts and ways of ap-
proaching marketing in a bank were explained and the need for existence was
demonstrated.

Some studies have been done on the impact of some marketing components’
relationship on loyalty (Bergeron et al., 2003; Boyer & Nefzi, 2008; Moulins &
Roux, 2008; Alrubaiee & Al-Nazer, 2010). For example, Bergeron et al. (2003) in
their study on determinants of commercial customer loyalty in the Canadian
banking industry, identified trust and satisfaction as having a significant impact
on loyalty.

Boyer and Nefzi (2008) investigated the relationship between quality percep-
tion and loyalty. Also, Intissar et al, (2020) have established a model that links
marketing variables relationship (trust, commitment) to dimensions of loyalty
(loyalty by conviction, loyalty through inertia, and loyalty through conformism).

The challenge of the quality of this experience is the survival of the bank
(Rouissi & Frioui, 2014). Let us never forget that competitors also deploy their
strategies, they too struggle to retain their customers and attract new ones and
change the behavior of our customers in their favor.

This has led us to pose the following problem: does relational marketing play a
crucial role in the development of customer loyalty at the banking?

The first part will be presented banking marketing through its evolution,
consumer behavior and different marketing tools, and banks’ strategies. In the
second part, we will discuss the results of the quantitative study conducted. In a

conclusion, some avenues of research will be developed.

2. Literature Review

According to Theron & Terblanche (2010), “The relationship marketing is es-
sentially relationship building (2010) level of all points of interaction with the
client, with the intention of to create profits for him and the company”.

Others, like Benamour & Prim (2000), “I conceive as a customer-oriented
strategy that creates the added value for both parties and guarantees long-term
profit”. Benamour and Prim (2000) also identify as an attitude based on emo-
tional orientation, (economic) and temporal functions of the customer, as well as
contextual factors.

Of the various aspects of marketing, which have not yet been introduced into
the bank, only the communication policy seems to be of possible use but of still
poorly perceived usefulness. Any product policy based on diversification or in-

novation is impossible to conceive; the distribution policy is submitted to the
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National Credit Council (NCC) and the price policy is liable to prosecution be-
fore the Bank Control Board (BCB) (The Bulletin of the European Communities
reports, 1983).

The bank of that time has a limited clientele and where the possession of a
bank accounts with a strong social connotation. If the bank then tries to use
communication, it is essential to reinforce this distant image.

But an important development is beginning. The place of the banking cur-
rency is growing, the access to bank services is underway, under the influence of
economic growth, rising living standards, will have a significant impact on
banking activity.

So, it seems quite legitimate that it was in the mid-1960s that the bank was in-
terested in expanding marketing.

From the mid-1960s, banks gradually developed their marketing activities.
Their approach obeys both a fashion phenomenon and a real need.

In all sectors, the increased competition encourages manufacturers and dis-
tributors to take an interest in the expectations of their potential customers.

Economic and social developments lead to bank services for all and bring the
“public banking service” into the universe of fundamental consumer and citizen
rights. Beyond the expectations of the clientele, the requirements of the citizen
appear.

The urgency of a major marketing effort appears very quickly. The liberaliza-
tion of banking conditions and the massive opening of new branches make the
bank appear closer to the public.

This evolution reflects a change in the banking behavior of the public. On the
one hand, the new unbanked are less and less fortunate, and, on the other hand,
the amounts left on-demand accounts tend to decrease due to the existence of
new forms of investment (e.g.: housing savings, with attractive profitability and
liquidity).

The relationship with the bank is perceived by these new customers as the
fruit of an obligation, resulting from the monthly payment of salaries, and not as
a deliberate choice.

As early as 1984, the foundations for a new organization of the bank were laid.
But consumers are beginning to see with some irritation the willingness of banks
to pay for the free services through which they once attracted their customers.

1984 was a pivotal year in the organization of banking supply, which was hi-
therto little concentrated. But on 31 July 1984, the group of so-called CB bank
cards was created, and the banking offer was standardized, offering an excep-
tional service that is still unmatched to any CB cardholder: possible use in all
ATMs and at all merchants in France (Fasnacht, 2018).

Companies, the main borrowers, use direct, non-bank financing, through de-
regulation measures: shares and notes (from 1986).

At the same time (from 1978 to 1989), the customers of the banks for the cre-
dit activity shifted: the share of enterprises in the form of companies decreased

to the benefit of individuals and individual entrepreneurs. The latter two catego-
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ries, which have been neglected for a long time by the credit framework, can
now be better satisfied. On the other hand, larger companies opt more frequent-
ly for direct financing. And the behavior of the banking consumer change. In
any consumer decision-making process, one can distinguish between the
pre-purchase, the actual purchase, and the post-purchase phases (Fasnacht,
2018).

Many general models of consumer behavior have been proposed. There are
five distinct phases in the purchasing decision to be imposed in Figure 1.

But not all types of purchases necessarily follow such a complex logic: some
purchases are impulsive or routine, others are thoughtful.

For example, the choice of a bank is made in a very different way by the tour-
ist looking for an exchange window for his currency during a stay abroad, the
client who wants to make a cash withdrawal in an ATM, and the future buyer of
housing in search of financing.

The loyalty to a supplier can be explained, not only by the satisfaction ob-
tained in previous experiments but also by the small number of offers available
or by the importance of the costs of changing suppliers (Azzouzi & Naoui, 2020).

There are several reasons for limiting the number of offers taken into consid-
eration by the consumer. First, each provider offers only a range of service op-
tions, or even one. To obtain a wider choice, the buyer will have to request sev-
eral suppliers. The limitation also comes from the small number of competitors
in the same market: a defined geographical area cannot sustainably accommo-
date many suppliers of the same type of service.

Many factors influencing the banking consumer (Fawcett et al., 1992; Moital
2007), there are different forms of purchase: Firstly, the fully programmed pur-
chase, which leads to defining in advance two major components of the act: the
type of product and the place of purchase, for example for the subscription of a

type of investment defined in a chosen bank.

Recognition of a need

'

Information search

v

Evaluation of solutions

v

Purchase decision

v

Evaluation of post purchase

Figure 1. Phases of purchasing decision. Source: Adapted
from (Fawcett et al., 1992; Moital, 2007).
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Secondly, the partially programmed purchase, which consists of defining the
bank or service desired and then choosing the other component: for example,
the tourist who wants to convert his currency can choose a bank at random from
his itinerary, or the client who wants to make an investment contacts his bank
and chooses with his contact the type of investment.

The concept of “customer loyalty” is central to the marketing managers, and
for good reason. Indeed, ensuring the loyalty of customers has become impres-
sive (Reichheld & Schefter, 2000). They studied online loyalty (e-loyalty), ana-
lyzing the strategies and practices of many large Internet companies and polling
thousands of their customers, with surprising results. Indeed, in the haste to
create Internet businesses, many executives mistakenly focus all their attention
on attracting customers rather than on their loyalty. A loyal business buys over a
long period, is less influenced by prices (Keaveney, 1995; O’Brien & Jones, 1995)
and talks positively about the company to their loved ones (Reichheld & Teal,
1996; Palmatier & Steinhoff, 2019). Indeed, trust is a major component of the
relationship-based approach loyalty. Several authors have confidence as an im-
portant component of the quality of the relationship (Melewar et al., 2017).

Commitment has now become an unavoidable variable in the theory of rela-
tionship marketing.

Morgan & Hunt (1994) consider it the will of a consumer to pursue a rela-
tionship with a partner. The manifestation of the commitment between the cus-
tomer and his bank is perceptible through the customer’s actual efforts to main-
tain the relationship with their bank (behavioral commitment). The conse-
quences of such a commitment are brand or attendance at the point of sale by
the customer, to continue the relationship and the resistance to change. Howev-
er, it should be noted that the customer’s commitment to his bank can be calcu-
lated that the customer remains attached to his bank because the cooperation
makes a profit, it can also be described as instrumental; either the commitment
is to develop when customers find themselves obliged to maintain the relation-
ship due to costs high and risks related to a change of trading partner or lack of
opportunities satisfactory. In fact, the dimensions of banking customers are im-
posed in Figure 2.

- The behavior of the customer-consumer (Hrishikesh et al., 2019) is analyzed
according to his needs. To meet its expectations, the bank structures its offer
in such a way as to constitute differentiated families of products and services
that meet each of the needs of the customer-consumer segments. The offer is
no longer presented as a set of intangible products but as an understandable
and materialized response to a need.

The behavior of the client-prospector is studied according to its process of
choosing a point of sale. It thus appears two forms of customer-prospector:

- The customer flows, who chooses the point of sale because of its proximity or
ease of access.

- The customer traffic, who chooses the point of sale for reasons that proximi-

ty: word of mouth, brand image, family habits, search for specific skills.
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Dimension Analyzed content Result
Consumer Type of customer need. Segmentation and structuring of the offer in concrete responses to needs
Prospector Point of Sale Selection and Attachment Retention of both types of prospector.

Buyer Type of Procurement Decision Process Layout of premises, definition of staff tasks, information, response times

Figure 2. The dimensions of banking customers. Source: Yvonne and Jackman (2002).

- The behavior of the client-buyer is analyzed to detect the perception of
products and peripheral offers from the point of sale. This includes detecting,
among the different types of products, those that are the subject of sponta-
neous purchases and those that trigger a more complete decision-making
process.

The quality of communication is reflected in a communication based on an
information dialogue related to customer needs, interests, and preferences
(Morgan & Hunt, 1994). Within financial institutions, Bruhn (2000) adds that
the quality of internal communications has a significant impact on the quality of
communications.

Through the customers the information will be provided to them and will be
correct and accurate. Indeed, the communication variable traditionally has sev-
eral dimensions: external communication, aimed at the various corporate au-
diences, and internal communication aimed at staff.

Through this article, banking communication is a set of codes issued by the
bank to its customers to ensure favorable feedback to shine their reputation
among its competitors. External communication can focus on several themes
and objectives.

- information; it covers product and institutional, it has image or awareness
objectives. Awareness campaigns are much less prevalent today than they
were 20 years ago because retailers feel that they have reached a level of
awareness deemed satisfactory.

Product information campaigns are mainly used for new product launches.
But each campaign is beneficial to compete for brands. The image of the bank is
particularly visible between the behavior, positive if we judge by the rate of bina-
rization, and the attitude, reflected by negative opinions.

There are two modes of communication: under intra- and extra-sectoral
competitive pressure, banks renewed their communication policy. This ques-
tioning is evident in the choice of media used. The advertising takes back all its
interest at the expense of the media (direct marketing, promotion). The content
of the advertising itself has been revised: it is now oriented towards consumer
benefit without becoming too informative or factual or sacrificing the emotional
dimension.

The Satisfaction variable is therefore fundamentally a judgment, an assess-
ment that integrates, on the one hand, the perceived quality (consumer expe-
rience) and on the other hand the attentats prerequisites. Experience greater

than or equal to expectations creates a sense of satisfaction experience below ex-
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pectations leads to dissatisfaction.

3. The Conceptual Model

The customer loyalty is a concept that has been widely used as a key success fac-
tor. In fact, according to a certain author, it constitutes one of the measures of
satisfaction and therefore generally includes attributes relating to the communi-
cation provided by the customer loyalty such as the commitment and the trust.

To better understand the context of the study, the conceptual framework is
mapped out as in Figure 3.

As part of this research, the aim is to verify the impact of trust on loyalty in a
context that is the Tunisian banking sector. So, first, the assumptions associated
with trust in the bank will be presented and then compared to the staff in con-
tact. Trust-loyalty.

Consequently hypothesis

Once the primary research question is indicated, it is fairly easy to formulate
more operational assumptions. A hypothesis is an anticipated response to the
research problem, expressing a relationship between two or more concepts. This
is the decline of the problem in operational terms, and a prediction must be
made about a result (Paille & Mucchielli, 2003).

HI: The more confident consumers feel, the more loyal they are to the
bank.

H2: The more bank customers are engaged, the more loyal they are to the
bank.

H3: The more satisfied customers are, the more loyal they are to the bank.

H4: Quality communication should increase the loyalty of bank custom-
ers as to the bank they are dealing with.

4. The Accuracy and Validity of the Measurement Scales

Before starting the various statistical analyses, it is important to check the accu-
racy and validity of the measurement scales used. According to Paille & Muc-
chielli (2003), loyalty is defined as the degree to which the research instruments
used consistently measure the construct studied, whereas the validity corres-
ponds to the degree to which the research instruments used measure perfectly
the constructed studied. Factorial analysis as the main component will make it
possible to verify, in part, the validity of our constructs and the alpha of Cron-
bach, the reliability of our constructs (Dhakal, 2018).

Factor analysis is an approach that reduces the amount of Information on a
given topic to a small number of elements (Stafford & Bodson, 2006). The objec-
tives of such an analysis are: 1) to study the interrelationships between a fairly
large number of variables; 2) to group these variables into limited groups called
factors or components; and 3) to establish a hierarchy between these groups of
variables based essentially on the explanatory value of each of them (Stafford &
Bodson, 2006).
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Trust

The loyalty of the

commitment
customer

satisfaction

communication

Figure 3. The components of the relationship approach. Source: Karim &
Habiba (2020).

It is also important to note that factor analysis of the grouped independent va-
riables was performed, but several variables had high scores on two factors at a
time or different factor statements were grouped under the same factor. So the
discriminant validity is low. But because we wanted to assess the impact of each
factor, independent analyses were carried out. However, we have analyzed the
convergent validity of our measuring instruments. This analysis makes it possi-
ble to check whether different indicators that are supposed to measure the same
phenomenon are correlated (Evrard, Pras, & Roux, 1993: p. 284).

According to Park and Kim (2000), loyalty is defined as the degree to which
the research instruments used consistently measure the construct studied, whe-
reas the validity corresponds to the degree to which the research instruments

used measure perfectly the constructed studied.

4.1. The Sample Selection

Our study population will be made up of customers of commercial banks oper-
ating in Tunisia. So, we will proceed to the determination of the parent popula-
tion that consists of Tunisian bank branches (43 bank branches) which have the
characteristics for the study.

Respondents are executives and agency leaders from banks and Tunisian bank
branches (ABC, AL BARAKA, AMEN BANK, ATB, BCT BFPME, BFT, BH,
BIAT, BNA, BT, BTE, BTK, BTL, BTS, CITI BANK, NORTH AFRICA
INTERNATIONAL BANK, STB, STUSID, TIB, Tijari Bank TQB, UBCI,
ZITOUNA UIB, WIFAK BANK).

4.2. Method of Data Analysis

The counting of questionnaire data obtained will be realized through the SPSS
Version 18. This software allows describing the data and performing all desired

analyzes. Flat sorting and multivariate methods (factor analysis).

5. Result and Discussion

The factor analysis may be applied to each built research. This is a technique to
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reduce the number of factors and move to a more realistic number.

For confidence analysis, the statements “In the event of a conflict, the bank
would make significant efforts to resolve it”, “The customer managers have the
necessary skills to meet customer requirements”, “The account managers are
flexible to ensure the sustainability of the relationship” were eliminated as they
had factor scores below .50. The analysis of the main components resulted in
two the analysis of the main components yielded two components (Eigenvalues
=6.433 and 5.8 > 1) in Table 1.

For engagement analysis, the first component includes 5 statements. The
second component consists of 2 statements.

The analysis of the main components revealed two components (Eigenvalues
=4.007 and 2.355 > 1) in Table 2.

For communication analysis, the single component includes 4. The analysis of
the main components revealed two components (Eigenvalues = 4.007) in Table
3.

Table 1. Factor confidence analysis.

The component
The measuring scales

1 2
1—TI have confidence in the quality of this bank’s financial services 380 260
2—I am not taking any risks in doing business with this bank 760 420
3—This bank is an expert in its field of activity 801 340
4—This bank will think of the interests of its customers 750 660
5—This bank constantly seeks to improve its responses to the needs of its 690 780
customers
6—1I find that the customer managers circulate precise information on each 540 820
operation ' '
7—The customer is always the king
. i 420 .690

8 —The customer managers are flexible to ensure the sustainability of the

. . .680 .880
relationship

. 6.433 5.8

Eigenvalue
Alpha of Cronbach 780 755

Source: Personal Calculation.

Table 2. Factor analysis of engagement.

The component

The measuring scales

1 2

1—TI have a sense of belonging to this bank .980 220
2—I am particularly loyal to this bank .880 325
3—1I am satisfied to be a customer of this bank .68 .450
4—TI will continue to use the services of this bank as long as there are ~ .790 .590
other more satisfactory banks

5—This bank has enormous advantages that I currently enjoy .677 .770
Eigen value 4.007 2.355
Alpha of Cronbach 745 725

Source: Personal Calculation.
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Table 3. Factor analysis of communication.

The component

The measuring scales
1

1—Any information likely to help the customer is transmitted to him -890
2—Exchange of information takes place on a regular basis 799
3—Each partner keeps the other informed of any event or change 860
that would affect the other party

4—Partners are expected to exchange confidential information if it .760
is useful to the other party

Eigen value 3309
Alpha of Cronbach 766

Source: Personal Calculation.

For satisfaction analysis, the single component includes 4 statements. The
analysis of the main components revealed two components (Eigenvalues =
3.737) in Table 4.

For loyalty analysis, the single component includes 8 statements. The analysis
of the main components yielded a single component (Eigenvalues = 3.737) in
Table 5.

The analysis of regression:

To study the relationships between the dependent variable and each of the in-
dependent variables, regression analysis is performed. This method is an analysis
that presents the direction and shape of the relationship between a continuous
dependent variable (simple regression) or several independent variables (mul-
tiple regression) (Dhakal, 2018). In the case of this article, the dependent varia-
ble is loyalty, while the independent variables are trust, satisfaction, commit-
ment, and communication (Table 6).

Since Table 6, most variables (confidence, communication, engagement, and
satisfaction) meet the assumption of normality of the variables. Only one loyalty
variable does not meet the asymmetry criterion and remains above the threshold
of .5 with a Skewness coefficient of —.690. The distribution of this variable is
slightly derived to the left (Table 7).

For the analysis of simple regression, we used two elements to assess the rela-
tionship between our dependent variable which is loyalty, and independent va-
riables (Dhakal, 2018).

Table 7 shows that the model relating consumer confidence in the bank to
loyalty is significant, with p(F0) = .000. Besides, its impact is positive with a val-
ue of .720.

The model that links trust in the bank to loyalty displays an R2 = .480 so this
model is a linear model with acceptable explanatory power.

Indeed, the loyalty of Tunisian bank customers increases as the level of trust
in the bank and its representative’s increases. This result is consistent with that
of Ndubisi (2006), who argue that trust is an important element in busi-
ness-to-customer relationships and the development of loyalty and add that
banks should strive to gain customer confidence.
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Table 4. Factor analysis of satisfaction.

The measuring scales

The component

1

1—1I am satisfied with the relationship I have established with this bank.
2—The services rendered by this bank are excellent

3—1I have good experience with this bank

950
.980
.887

4—1T am satisfied with the relationship I have established with the staff of this bank .920

Eigenvalue
Alpha of Cronbach

3737
.788

Source: Personal Calculation.

Table 5. Loyalty factor analysis.

The measuring scales

The component

1

1—This bank has competitive banking products. .870
2— I believe my bank has the best offers .842
3—1 like the features of the offer and service of this bank 770
4—1I believe that this bank is more efficient than the others .699
5—This bank meets my requirements .821
6—Each time I realize that this bank is better than the others 901
7—I would like to try another bank if it offers more advantages than this bank .620
8—1I will always continue with this bank 725
Eigen value 6248
Alpha of Cronbach .766
Source: Personal Calculation.
Table 6. Means and distribution of variables.
Variables Moyenne Skewness Kurtosis
Trust 4.6 -.525 —-.560
The communication 4.7 —.430 —-.220
The commitment 4.9 —-.523 —.623
Satisfaction 4.6 -.513 —-.340
Loyalty 4,9 —.690 —-.460
Source: Personal Calculation.
Table 7. The impact of trust on loyalty.
Hypothesis B R2 FO P
HI: The more confident consumers feel,
720 480 119.60 .000

the more loyal they are to the bank

Source: Personal Calculation.

The trust a customer places in their bank refers to certain credibility, guaran-

tee, or reliability. This credibility can be measured by the bank’s ability to ex-

ecute transactions on time, maintain and stabilize prices (Elissar et al., 2011).

Table 8 presents the results obtained from the assumptions concerning the

impact of the commitment on the different dimensions of loyalty.
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Table 8 shows that the model relating engagement to loyalty is significant,
with p(FO) = .000.

Let us add that their impact is positive since all beta is positive. The model
that links commitment to loyalty displays an R2 = .622 so this model is a linear
model with good explanatory power.

The regression analyses carried out in this study show that the commitment
variable has a significant and positive impact on the loyalty of banking custom-
ers in Tunisia.

This is consistent with Eugene’s (1998) finding that this type of engagement
has the greatest impact on the long-term performance of a relationship and the
greatest impact on customer retention.

The result obtained from the assumption on the impact of the communication
on the overall measured loyal (Table 9).

Table 9 shows that the model relating communication to loyalty is significant,
with a p(F0) = .000.

Also, the impact of communication on loyalty is positive since the beta
equals .749. Moreover, the model displays R2 = .590. It links communication to
loyalty and is a linear model with good explanatory power.

This result implies that banks that are successful in communicating transpa-
rent, consistent, and accurate information that can meet customers’ expectations
are becoming more and more loyal to them. According to the communication is
defined as formal sharing and Informal, reliable, and periodic information be-
tween partners (Anderson, 1998). If reliable information is not exchanged,
problems of understanding and coordination may arise. On the other hand, the
more informed the parties are, and regularly, the more confident they will feel
(Anderson & Weitz, 1989).

Table 10 presents the results obtained from the assumption on the impact of
satisfaction measured in an overall way on loyalty.

Table 10 shows that the model relating satisfaction and loyalty is significant,
with a p(F0) = .000. Let us add that the impact of satisfaction on loyalty is posi-
tive since beta = .790 > 0. Besides, this model has a good explanatory power
since it displays an R2 = .773.

The various regression analyses carried out in this study have also shown that
the satisfaction dimension has a significant and positive impact on the loyalty of
bank customers. This means that a satisfied customer is more likely to be a loyal
customer. This result is consistent with that of (Meyssonnier & Zakaroui, 2016)
defining a satisfied customer as a customer who is likely to intensify their rela-
tionship with the company by purchasing several products from it.

To increase customer satisfaction would be to adequately respond to their
claims. Indeed, the complaint processing process involves exchanges between
the dissatisfied customer and the service provider involved. These exchanges
may lead to clearing mechanisms that may meet the expectations of the client
(Bhandari et al., 2007).
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Multiple regression was recommended to compare the collective impact of all
independent variables on the dependent “loyalty” variable.

The stepwise method was used to limit the multicollinearity between variables
(Dhakal, 2018). This method makes it possible to verify the effect of each of the
independent variables on the dependent variable via the standardized regression
coefficients (the larger this coefficient, the larger the variable in the model)
(Table 11).

Table 11 shows that following the Stepwise method, the multiple regression
between the dependent variable and our independent variables makes it possible
to determine two components that influence the loyalty variable the most. The
relationships are positive. And the model has a very good explanatory power
since it displays an R2 = .750.

This same table also shows that the communication, satisfaction, and engage-
ment factor, with a standardized beta coefficient of .780 is the one that most af-
fects loyalty.

Table 8. Impact of commitment on loyalty.

Hypothesis B R2 FO P

H2: The more bank customers are engaged, the more

.692 622 168.87 .000
loyal they are to the bank

Source: Personal Calculation.

Table 9. The impact of the communication on the overall measured fidelity.

Hypothesis B R2 FO P
H3: The more satisfied customers are, the more loyal
.749 .590 158.70 .000
they are to the bank
Source: Personal Calculation.
Table 10. The impact of satisfaction on loyalty.
Hypothesis B R2 FO P
H4: Quality communication should increase bank
.790 773 180.52 .000
customer loyalty for the bank
Source: Personal Calculation.
Table 11. Multiple regression result.
Dependent variable Independent variable R2 P

The Satisfaction,
Loyalty . . The trust
the communication and commitment

.750 .000
B .780 .230

F 8.898 3.553

Source: Personal Calculation.
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6. Conclusion

The starting point is therefore the customer. But the customer is not alone! There
are other elements that may interfere with the creation of a product service offer-
ing, such as a new law that prohibited the use of raw material in the production
cycle. And, there is an association that defends the interests of their members:
Others, on the contrary, will be new opportunities that the best will seize.

In Tunisia, and despite the growing interest in studying the relationship ap-
proach, no research has yet linked this notion to the banking industry. Thus, the
main objective of this work is to verify the impact of the relationship approach,
through four dimensions (trust, commitment, satisfaction, and communication)
on the loyalty of banking customers in Tunisia.

Moreover, the hypotheses of our study have been validated, demonstrating the
impact of each of the relational variables analyzed on loyalty. We first made
simple regressions to test the effect of each independent variable on loyalty.
Then we performed a multiple regression to determine the most influential va-
riables of our model.

The analysis of the results of the various simple regressions confirmed the ex-
istence of a significant relationship between trust, commitment, satisfaction, and
communication on the one hand and the loyalty of banking customers in Tuni-
sia on the other hand. Concerning multiple regression analyses, the results
showed that the “communication, satisfaction and engagement” factor is the one
that has the most important effect on loyalty. Following the results, several rec-
ommendations and managerial implications are presented. We hope these re-
sults will help bank managers in Tunisia reap the benefits of relationship mar-

keting within organizations.

Theoretical Implications

This study aimed to explore the main antecedents of customer loyalty and the
relationship between customer loyalty and communication, satisfaction, com-
mitment and trust in the banking context. The results reveal a strong association
between the variables. This discovering shows the relevance of customer com-
mitment in generating customer loyalty, contributing support to recent expand-
ing interest in the literature on this association (Kumar et al., 2013; Thakur,
2016; Kosiba et al., 2018; Moliner et al., 2013; Parihar et al., 2019).

Managerial Implications

The study took a pioneering step in establishing the relation between customer
loyalty and the component of relations approach in the bank context: loyalty
generated by returning customers, and to the positive manners of these custom-

ers concerning specific corporations and their associated products or services.

Article Limitations

However, by analyzing our results, this variable was found to be correlated with
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the same factor. Not being able to study the effect of our independent variables

on each of these dimensions has reduced the scope of this study.

Future Avenues of Research

To remedy our first limitation, future research should consider small and me-
dium-sized banks in several regions in Tunisia. These elements would increase
the response rate, give a more representative view of the Tunisian financial

market and its population, which was not the objective of this research.
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