THE IMPACT OF RELATIONSHIP MARKETING AS A TOOL FOR CUSTOMER SATISFACTION AND PROFITABILITY


ABSTRACT
This research work review extensively the meaning of Relationship Marketing and its role as a tool for customer satisfaction and profitability by using Intercontinental Bank Plc Aba, as a case study. This study was carried out to reveal the extent at which the relationship marketing can help the bank satisfy their customers and to maximize profit. It tries to research out the need for the application of relationship marketing in solving some problems in banking sector and also recommendations where necessary. The major purpose for this study is to find out the effective impact of relationship marketing in achieving customer satisfaction and profitability. This has been achieved through an effective and efficient research design, proper data collection method an analysis use in this work and various findings and recommendations.


CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
[bookmark: _GoBack]Relationship marketing is one of the aspects of newly developed philosophy in marketing, which is Holistic marketing. It holds the fact that “everything matters with marketing and that a broad, integrated perspective is often necessary, Increasing a key goal of marketing is to develop deep, enduring relationship with all people or organization that could directly attract the success of the firms marketing activities. Relationship marketing has the aim of building mutually satisfying long Item relationship with key parties, customers, suppliers, distributors and other marketing partners in order to earn and retain their business. It builds strong economic, technical and social ties among the partners.
However, relationship marketing is a term which  is generally agreed, first appeared in the management literature in 1980s, it describes, however, a concept that is as old as  commerce  itself and that tends  to often practices albeit  unknowingly, within small to medium sized business. The concept of relationship marketing illustrated with the example of a small shopkeeper, who would know most customers by name, through regular contact. He or she would therefore talk to customers frequently, know about their likes and dislikes, and aware of special requirements particular customers may have such as for cream on Friday, for example. This direct knowledge enables shopkeeper to order stock, plan services and value on the basis of know customers requirements.
Moreover, customers are important they have the ultimate choice when it comes to buying products  and services and their requirements must be satisfied. Customers are “Kings”, they determine the existence of the marketers. When this is forgotten, one will lose his or her customers base. Customers needs are prime importance both to themselves and to the prospective suppliers if they have a training problem they will seek help from the providers of the financial services concerned. They will look for a speedy and effective response. If they do not  get the kind quality and services, they  are  entitled  to, they will  vote with their feet and will not return and do not expect any recommendations. But when customers receive a courteous, efficient and effective financial service, they come back for more and recommend your products and services to contact.
In the financial sector especially banks,  the concept  of customers relations arises from indirect financing with intermediaries accumulating  surplus funds from surplus spending units and intending  to  lend them out to deficit  spending units. This legally creates “banker customer relations” as that of a debtor and creator.
In essence, relationship marketing involves knowing about your customers, encouraging two-way communication with them, and seeking to create a mutually beneficial relationship with them where appropriate. The aim of relationship marketing is to convert am individual or organization with initial interest purchasing goods and services into a loyal customers and the focus is as much on relating existing customers as on bringing in new ones.
However, when customers are satisfied, they become unpaid agents and in return there will be profit maximization. Relationship marketing includes all marketing and efforts deigned by the banks to satisfy the needs of the customers profitable. That is why the slogan of intercontinental Bank is “Happy Customer, Happy Bank”.
1.1.1 PROFILE OF THE STUDY
Intercontinental Bank Plc came into existence in March 1989 as a product of the Partnership between some Visionary and dynamic Nigerian businessmen, to provide innovative  and customer focused  products and services  that will satisfy the publics  growing  need for  sophisticated banking services. Since its inception then as Nigerian Intercontinental Merchant bank Limited, the  bank has been providing a wide array of  products and services covering investments banking, retail and funds management.
The bank is managed by a dynamic , versatile and result-oriented team  and easily won national acclaim by emerging as the most profitable merchant bank just  five years  after it takes off. Over the year, the bank has grown to symbolize innovation, services excellence and professionalism, with a diversities group structure spanning the various areas of financial service business. The subsidiaries  and  associate  are today made up of vibrant commercial bank, equity  Bank of Nigeria Limited, a flourishing insurance company, WAPIC Insurance Plc,  Intercontinental Capital market Limited (ICML) and two associated companies, Intercontinental  Securities  Limited and Associated Discount House Limited  (ADHL).  The discount  House has brought  into  gateway bank Plc in which  its own controlling Interest, while equity Bank has the  following  subsidiaries,  CBN Securities, CBN Finance Limited.
Intercontinental Bank has made substantial investment in information technology with all its branches effective linked with one another and to the Head office through the very small aperture Terminal (VSAT), which enhances on line real time capabilities. This has made banking easily for the banks teeming customers across the country.
In July, 1999, the bank converted to a commercial Bank and later obtained a universal banking license to avail many more customers of its unique products and services as well as top into their market opportunities in the Nigerian Economy. Following a resolution of the Board in October 2001, the Bank Changed to a public Limited Liability company in June 2002 and following  it up  in July  the same year with an initial public offering (IPO). The capitalization of the Bank was further boosted with N3.58 billion being proceeds of the IPO and by mid 2004 the banks shareholders funds had grown to N10 billion before the new minimum capital bases of N25 billion    was set by the regulators.
Consequently, the bank returned to the capital market and raised new funds totally N22.4 billion thereby growing its shareholders fund to  N34.7 Billion. The banks shares are listed on the Nigeria on stock .exchange  (NSE), Since its debet  in the commercial banking field, Intercontinental Bank Plc has  purchased an aggressive branch network expansion programmes,  As  at March 2005. The bank has 63 branches making it sixth largest bank in the country in terms of network. In 2006 they executed another public offer that grossed about N100 billion with subscription level hiking an unprecedented 774%.
In 2007, a consortium of five foreign financial institutions invested & 161 million in the bank. This shared up the shareholder  fund  to $1.3 billion, making if the first Nigerian bank to cross the $1 billion capitalization threshold. They have about 250 branches spread all over the country, from 2008 to 2009, they become the number one bank in Nigeria, the first in E-banking and the second best bank in customers services. They have 8027 staff strength and they have 20 members pf board of directors, which is chairman by Dr. Raymond. C.    Obieri  (OON)
However, their Vision is to be the number one financial institution in Nigeria and among the top 100 in the world. And their mission is to help their stakeholders build and pressure wealth. Intercontinental Bank Plc offers a full range of consumer products covering a wide spectrum of the market. these include  the Intercontinental Diamond Fund. (IDF). Intercontinental Valuable yield Account (IVY) Intercontinental Premium savings Account (IPSA). The Intercontinental classic current Account (I.CLASS) Domiciliary Account management (DAM), Intercontinental: Domicilary Extra Account(DAM) intercontinental LEASING Account (I-Lease) intercontinental Personal Loan (1-Pearl), Intercontinental Bank Value card, and Travelers  Cheques (TC). Their service Include the following:
Retail, Banking, Treasury and Financial services, foreign  trade  activities, SMS banking, Telephone banking  Internet banking, investment banking, commercial banking and Electronic Banking. The bank is a direct agent for Western Union Money Transfer and a partner of Master Card. A                                                                                                                                                   socially responsible organization. Intercontinental Bank Maintains a long standing policy of cooperate responsibility to the communities. In which it operates and has made impact in the areas of public health and education.
1.2 STATEMENT OF THE PROBLEM
This study emphasis on the issue  of customers satisfaction an profitability  from the conceptual framework of the relationship marketing. However, the major problems we have is to know. To what extent the intercontinental bank Plc, is operating in relation with the relationship marketing.  Moreover, how has the Intercontinental bank plc Aba been coordinating and managing their customers. To what extent has relationship marketing contributed to the organizational profitability?
Furthermore, how and to what extent have they gained Innovation through the application of relationship marketing? And to what extent have they achieved their organizational objective through relationship marketing. 
1.3    OBJECTIVES OF THE STUDY
Having raised the issues involved in the statement of the problem. The objective of this study therefore is as follows:
i. To determine if relationship marketing has any  thing to do with customers satisfaction.
ii. To ascertain if relationships market contributes to profit actualization.
iii.To Identity if they achieved their set goals through relationship marketing.
iv. To evaluate the operationlization of relationship marketing in achieving organizational profitability.
v.  To examine the factors military against the application of relationship marketing.
1.4  RESEARCH QUESTION
However, from the objectives of the study. The  following pertinent researcher questions are  formulated.
1. Has relationship marketing anything  to   do with customer  satisfaction.
2. Does relationship marketing contributes to profit actualization?
3. Does the organization achieve their set goal through relationship marketing?
4. Does the operationalization of the relationship, marketing ensure organizational profitability.
5. Are there factors affecting the application of relationship marketing?
1.5       RESEARCH  HYPOTHESIS
The  following  hypothesis as  formed  for  testing based  on the research problem and  objectives of the study.
Ho: The relationship  marketing has nothing to do with customer satisfaction.
HA: The relationship marketing has something to do with  customer satisfaction.
Ho: The operationalization of relationship  marketing do not ensure  organization profitability.
HA: The operationalization of relationship marketing ensures organizational profitability.
Ho: Relationship marketing does not contribute to profit actualization.
HA: Relationship marketing contributes to profit actualization.
1.6    SIGNIFICANCE OF THE STUDY
Nevertheless, this study is basically and significant to the contemporary services  organization and marketing business operating environment, for all kind of reason including  the following.
i. It will enhance the management of the customer value
ii. It will help in understanding of who is a customer and how to satisfy them.
iii.It will enable the company to focus on its objectives through the help of relationship marketing
iv. The research study will form the basis of further researcher for the incoming students of marketing.
v. This study is also a prerequisite to partial fulfillment of the award of Higher National Diploma.
vi. It will guide the government in formulating polices on environmentalism and consumerism.
1.7 SCOPE OF THE STUDY
In order to achieve a precised study, this work will concern itself with investigating  the relationship between the relationship marketing and customer satisfaction and profitability in the Intercontinental Bank Plc Aba, during  this periods of unstable economy,  in Nigeria. This work limits itself to the study of Intercontinental Bank Plc Aba Branches. The work will deliberately select a population in Aba City.  Thus within the areas that are covered by the intercontinental bank Plc Aba.
1.8 DEFINITIONS OF TERMS
In this study section, some important  term used  will be defined in order to achieve a synchronized  understanding of this work.
Marketing: According to kalu F.O (2002), Marketing is d defined as the process in which companies, deliver solutions to customers needs and desires in relation for payment.
MARKETING CONCEPT:  this has to do with the identification of customers need and wants and satisfying them more profitable than competitors.
RELATIONSHIP MARKETING:  According to Kotler (1999:497) is the process of creating, maintaining and enhancing strong, value, laden relationships with customer and stakeholders.
CUSTOMER: This can be perceived as a person or company that buys goods regularly. Marketing Dictionary.
SATISFACTION: This is a function of perceived performance and expectation.
IMPACT: This is the powerful   effect that practice of relationship marketing has on the customer’s satisfaction and profitability.


CHAPTER TWO
LITERATURE REVIEW
Much of the original work on customer loyalty defines loyalty from behavioural terms (repurchase or purchase frequency), and then later admitted an attitudinal component. Ganesh et al. (2000) found two factors in their loyalty items, active loyalty (word – of mouth and intention to use) and passive loyalty (not switching even under less positive conditions). Other authors have considered loyalty as a process rather than an outcome. Oliver (1997a),
for example, distinguishes among four stages of loyalty ie., cognitive, affective, conative, and action loyalty. Clearly, loyalty is a rich concept with many possible definitions.
A common approach to distinguish customer loyalty is consumer’s attitudinal loyalty and behavioural loyalty (Dick and Basu, 1994; Zeithaml, 2000; Chaudhuri and Holbrook, 2001). Behavioural loyalty is repeated transactions (or percentage of total transactions in the category, or total expenditures in the category) and can sometimes be measured quite simply with observational techniques. Attitudinal loyalty is sometime defined equivalently with relationship commitment (Morgan and Hunt, 1994).
Behavioural loyalty is highly prized, because it means sales. Attitudinal loyalty is also highly prized, because as Oliver, (1997a and 1999) argues, behavioural and attitudinal loyalty are highly intertwined, repeated purchases lead to positive affect which leads to cognitive loyalty, high levels of involvement and intention to continue repurchase. We may consider both affective and cognitive loyalty to be kinds of attitudinal loyalty. Strong attitudinal loyalty makes customers more resistant to attempts by other marketers to steal them away (Gundlach et al., 1995) and more resistant to counter – persuasion and search for alternatives (Dick & Basu, 1994).
Oliver’s (1997) perspective proposes that loyal customers go through four stages. First is a cognitive sense (belief). For example, sales promotion or high quality products of a firm for first- IME purchase consideration attracts a customer. To be loyal, the customer must consistently confirm that his or her expectations about the goods or services are met. Second is the affective sense (favoured attitude) in which consumers are repeatedly satisfied from purchasing decisions. Third is the conative stage that consumers have a behavioural intention
– committed deeply to buy. The intention leads to the fourth stage of action. Customers have the desire to overcome obstacles, e.g., attraction of competitors or price increase by a firm, to achieve the actual purchase behaviour (Oliver, 1997).
Cognitive loyalty
Cognitive loyalty is the information based on whether consumers look for costs, benefits, and quality during their purchasing decision process. Consumer may shift to other stores, which can offer better process and benefits. For this study, cost and benefits are translated into perceived value while quality is based on perceived service quality. Affective loyalty – Affective loyalty involves both liking and experience satisfaction. The issue of satisfaction and dissatisfaction has a direct influence on attitude and attitude change. At this stage, consumer loyalty is determined by information relating to the offering, such as price, quality, and so forth. It is the weakest type of loyalty, since it is directed at costs and benefits of an offering and not at the brand itself. Therefore, consumers are likely to switch once they perceive alternative offerings as being superior with respect to the cost-benefit ratio
(Kalyanaram and Little 1994; Sivakumar and Raj 1997). Cognitive loyalty is influenced largely by the consumer’s evaluative response to an experience, in particular to the perceived performance of an offering relative to price (= value).
Conative loyalty
Conative loyalty - It is a loyalty state containing commitment to buy. One of the important dimensions is word of mouth, where the consumer not only would re-visit certain store or bank, but would also encourage relatives, friends and colleagues to patronize certain favored banks.    At conative stage, customers will not only commit to buying but also come to trust the favoured stores. Action loyalty - It is the habit and routinized response behaviour. This loyalty category is particularly protected to competitor’s marketing activities and would not spend time and effort in engaging information search and evaluation. Conative loyalty implies that attitudinal loyalty must be accompanied a particular brand. It is stronger than affective loyalty, but has vulnerabilities as well. Repeated delivery failures are a particularly strong factor in diminishing co native loyalty. Consumers are more likely to try alternative offerings if they experience frequent service failures. Even though the consumer is conatively loyal, he has not developed the resolve to avoid considering alternative offerings (Oliver 1999).
Affective Loyalty
Affective loyalty relates to a favourable attitude towards a specific brand. Attitude itself is a function of cognition (e.g. Expectation). Satisfaction is a global affect evaluation or feeling state which can be predicted from perceived performance as the cognitive component of the evaluation (Oliver 1993; Phillips and Baumgartner 2002; Westbrook and Oliver 1991). Expectancy confirmation leads to satisfaction, which in turn effectuates affective loyalty (Bitner 1990). Oliver (1997) defines satisfaction as “the consumer’s fulfilment response, the degree to which the level of fulfilment is pleasant or unpleasant.” Affective loyalty is also subject to deterioration, caused primarily by an increased attractiveness of competitive offerings (Sambandam and Lord 1995) and an enhanced liking for competitive brands. This can be, for instance, conveyed through imagery and association used in competitive communications (Oliver 1999).
Empathy and Loyalty
Relationship Marketing Orientation can be viewed as the ability to share, understand and feel another person’s feelings in a relational situation. Thus, Sin et al. (2002) described empathy as dealing with a business relationship that enables two parties to see the situation from the other’s perspective i.e. seeking to understand somebody else’s desires and goals. In the banking sector for instance, the front desk bankers must see themselves in the customer’s shoe and serve them as such in other to keep them satisfied. Earlier studies have shown the relevance of empathy as a dimension of Relationship Marketing Orientation as shown in the work of Berry et al (1990) in designing SERVQUAL. Hwang (1987) in Chinese business relationships where empathy is seen as a sub-component of the Chinese dimension of guanxi in business and  social relationships.
Empathy is the ability to see a situation from another person's perspective (Wang, 2007).    It is defined as seeking to understand somebody else desires and goals. It involves the ability of
individual parties to view the situation from the other party’s perspective in a truly cognitive sense (Chattananon & Trimetsoontorn, 2009). Empathy has a number of analogous meanings – the golden rule, the ethic of care and an “others” orientation. Empathetic marketers are not insensitive to the needs and concerns of the consumer. Empathy should not be equated with sympathy; marketers can be empathetic while still driving a hard bargain with customers (Murphy et al, 2007). In the personal selling literature, the empathetic abilities of the sales people are a prerequisite for successful selling. In the service marketing literature, the component of empathy is used in developing the SERVQUAL test instrument for service quality. In the networking literature, empathy has been considered as an independent variable in explaining franchisor–franchisee working relationships (Sin et al, 2002).
Commitment and Loyalty
Crosby and Taylor (1983) suggest that the tendency to resist changing preference provides the principle evidence of commitment. Beatty et al., (1988) define consumer commitment as the psychological attachment to a service that develops. A customer would be able to determine that their purchase behaviour was derived from a sense of loyalty. A substantial research highlights that commitment is an affective nature (Garbarino & Johnson, 1991; Morgan & Hunt, 1994; Sheth & Parvatiyar, 2002).
Affective commitment reflects a customer’s sense of belonging and involvement with a service provider akin to emotional bonding (Fullerton, 2005), while calculative commitment is the way that the customer is forced to remain loyal against his or her desire (De Ruyter, Wetzels & Bloemer, 1998). In calculative commitment, customer can be committed to a selling organization because they feel that ending the relationship involves an economic to social sacrifice (Fullerton, 2005). However, although affective and continuance commitments are distinct components of commitment, there are not necessary mutually exclusive conditions (Allen & Meyer, 1990).
From an attitudinal aspect, affective commitment involves the desire to maintain a relationship that customer perceives to be of value (Morgan & Hunt, 1994). On the other hand, continuance commitment is the consumer’s desire to remain in the relationship when the switching costs are high or when to consumer perceives that other viable alternatives are scarce.
Luarn and Lin (2003) establish significant relationship between commitment and loyalty. Various studies in the relationship marketing area have shown that these two factors seem to be crucial in influencing one another (Anderson and Narus, 1990; Anderson and Weitz, 1992; Kumar et al., 1995; Morgan and Hunt, 1994; Pritchard, Havitz and Howard 1999; Fullerton, 2003; Evanschitzky et al., 2006). For example, Pritchard, Havitz and Howard (1999) found commitment to be strongly correlated with customer loyalty. Fullerton (2003) reveals that when customer commitment is based on shared values and identification, it has a uniformly positive impact on customer loyalty. Several other studies confirm a significant interaction of affective commitment and continuance commitment on loyalty (Fullerton, 2003; Evanschitzky et al., 2006).
Trust and Loyalty
Liang and Wang (2006 states in this context that trust is “the perceived level of confidence in transaction partners’ reliability and honesty”. Trust is “the belief that a partner’s word or promise is reliable and a party will fulfil his/her obligations in the relationship” (Schurr and Ozanne, 1985). Trust is an important construct in relational exchange because relationships characterized by trust are so highly valued that parties will desire to commit themselves to such relationships (Hreinian, 1974). To support this notion, trust has been posited as a major determinant of relationship commitment (Morgan and Hunt, 1994).   Furthermore, Moorman et al., (1993) found that trust by marketing research users in their research providers significantly affected user commitment to the research relationship. Creating trust in customer mind set importance for companies because from the previous studies Trust along with commitment is an important antecedent of loyalty (Ball et al., 2004). In order to increase the levels of trust, companies must focus on keeping promises to their customers and consistently carry their best interest at heart (Hocutt, 1998).
Perceived value and Loyalty
There is a multifaceted meanings of value which vary according to different functional context –economics (utility and monetary costs), social science (human values) ; industrial settings (processes and costs), and marketing (consumers’ perspective on tradeoffs between benefits and sacrifices or costs) (Zeithmal, 1988, Dodds et al., 1991; Roig et al.,2006). Roig et al (2006) approach perceived value from six multidimensional formative construct (GLOVAL scale) and test the study on bank customers. Luarn and Lin (2003) define perceived value from economic perspective which is the customers’ perceived service utility relative to its monetary and non monetary costs.
Prior studies support the general notion that perceived value contributes to customer commitment (Luarn and Lin, 2003; Dodds et al., 1991). For example, Luarn and Lin (2003) have found a significant relationship between perceived value and loyalty as well as perceived value and commitment.
Conflict Handling and Loyalty
In interpersonal communication, conflict occurs when an individual perceives incompatibility between his or her personal goals, needs, or desires and those of the other party. In dealing with conflict, people use different strategies to accomplish their goals. Dwyer et.al (1987) defined conflict handling as the ability of each supplier to avoid any potential conflict, solve that particular conflict before they create problems and the ability to discuss the solutions openly when the problem arises. Conflict handling requires cooperative behaviour from exchange partners. According to Evans & Beltramini (1987), in a negotiation setting, cooperative versus competitive intentions have been found to be linked to satisfactory problem solution. In short, good conflict resolution will result relationship quality positively. Conflict handling is an important relationship builder. Even though it is difficult to service industries especially in banking sector to achieve zero service failure banks put in place effective conflict resolution or problem solving machinery.
A major problem which had been resolved satisfactorily may leave in its wake a happy and loyal customer, but maybe minor issues if not handled carefully will result in defection. A more excellent approach, for example proactive in planning and implementation includes,
identifying potential conflict, solving conflict before they manifest, avoiding potential conflict and blocking them. Those efforts could bring the better relationship and loyalty to particular bank or service film (Ndubisi, 2007). Ndubisi & Wah (2005) found a significant relationship between conflict handling and customer loyalty, indirectly through trust and perceived relationship quality.
Customer satisfaction
Customer satisfaction is defined as a customer’s overall evaluation of the performance of an offering to date (Johnson and Fornell 1991). Historically, satisfaction has been used to explain loyalty as behavioral intentions (e.g., the likelihood of repurchasing and recommending). The impact of satisfaction on loyalty has been the most popular subject of studies. Several studies have revealed that there exists a direct connection between satisfaction and loyalty: satisfied customers become loyal and dissatisfied customers move to another vendor. (Heskett et al. 1993: 165–167).
Customer satisfaction, meanwhile, is defined as an overall positive or negative feeling about the net value of services received from a supplier (Woodruff, 1997). Woodruff (1997) argues that perceived value represents customer cognition of the nature of relational exchanges with their suppliers, and satisfaction reflects customers’ overall feeling derived from the perceived value. On the basis of the behavioral model (Fishbein & Ajzen, 1975), affect is significantly influenced by cognition. There is also empirical evidence that customer-perceived value has a positive effect on customer satisfaction with a supplier (E.W. Anderson & Mittal, 2000; Walter, Thilo, & Helfert, 2002).
Customer Value
Customer value is “the fundamental basis for all marketing activity” (Holbrook, 1994, p. 22). And high value is one primary motivation for customer patronage. In this regard, Sirdeshmukh, Singh, and Sabol (2002) argue that customer value is a superordinate goal and customer loyalty is a subordinate goal, as it is a behavioural intention. According to goal and action identity theories, a superordinate goal is likely to regulate subordinate goals. Thus, customer value regulates “behavioural intentions of loyalty toward the service provider as long as such relational exchanges provide superior value” (Sirdeshmukh et al., 2002, p. 21) This study utilizes the four stages loyalty model first developed by Oliver, (1997).	The objective is to examine the antecedent of customer loyalty amongst consumers.	The theoretical underpinning of the said theory is discussed next. Oliver’s (1997) Four-Stage Loyalty Model (Figure 1) consists of four evolving stages of cognitive loyalty, affective loyalty, cognitive loyalty, and action loyalty.	The first three stages (cognitive loyalty, affective loyalty, and conative loyalty) are attitudinal loyalties and action loyalty is behavioural loyalty.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
In this chapter, we would describe how the study was carried out.
3.2	Research design
Research design is a detailed outline of how an investigation took place. It entails how data is collected, the data collection tools used and the mode of analyzing data collected (Cooper & Schindler (2006). This study used a descriptive research design. Gill and Johnson (2002) state that a descriptive design looks at particular characteristics of a specific population of subjects, at a particular point in time or at different times for comparative purposes. The choice of a survey design for this study was deemed appropriate as Mugenda and Mugenda (2003) attest that it enables the researcher to determine the nature of prevailing conditions without manipulating the subjects.
Further, the survey method was useful in describing the characteristics of a large population and no other method of observation can provide this general capability. On the other hand, since the time duration to complete the research project was limited, the survey method was a cost effective way to gather information from a large group of people within a short time. The survey design made feasible very large samples and thus making the results statistically significant even when analyzing multiple variables. It allowed for many questions to be asked about a given topic giving considerable flexibility to the analysis. Usually, high reliability is easy to obtain by presenting all subjects with a standardized stimulus; observer subjectivity is greatly eliminated. Cooper and Schindler (2006) assert that the results of a survey can be easily generalized to the entire population..
3.3	Research settings
This study was carried out in Intercontinental Bank Plc Aba Nigeria.
3.4	Sources of Data
The data for this study were generated from two main sources; Primary sources and secondary sources. The primary sources include questionnaire, interviews and observation. The secondary sources include journals, bulletins, textbooks and the internet.
3.5	Population of the study
A study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description (Udoyen, 2019). The population of the study were all customers and staff of Intercontinental Bank Plc Aba.
3.6	Sample size determination
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, A total of 120 respondents were purposively selected by the researcher.
3.8 	Instrumentation 
This is a tool or method used in getting data from respondents. In this study, questionnaires and interview are research instruments used. Questionnaire is the main research instrument used for the study to gather necessary data from the sample respondents. The questionnaire is structured type and provides answers to the research questions and hypotheses therein.
This instrument is divided and limited into two sections; Section A and B. Section A deals with the personal data of the respondents while Section B contains research statement postulated in line with the research question and hypothesis in chapter one. Options or alternatives are provided for each respondent to pick or tick one of the options.
3.9	Reliability
[bookmark: _bookmark61]The researcher initially used peers to check for consistence of results. The researcher also approached senior researchers in the field. The research supervisor played a pivotal role in ensuring that consistency of the results was enhanced. The instrument was also pilot tested.
3.10	Validity
Validity here refers to the degree of measurement to which an adopted research instrument or method represents in a reasonable and logical manner the reality of the study (Udoyen, 2019). Questionnaire items were developed from the reviewed literature. The researcher designed a questionnaire with items that were clear and used the language that was understood by all the participants. The questionnaires were given to the supervisor to check for errors and vagueness.
3.11	Method of Data Collection 
The data for this study was obtained through the use of questionnaires administered to the study participants. Observation was another method through which data was also collected as well as interview. Oral questioning and clarification was made.
3.12	Method of Data Analysis
The study employed the simple percentage model in analyzing and interpreting the responses from the study participants while the hypothesis was tested using chi-square.
3.13	Ethical consideration
The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.




CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of One hundred and twenty (120) questionnaires were administered to respondents of which 100 were returned. The analysis of this study is based on the number returned.
4.1	DATA PRESENTATION
Table 4.1: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	60
	60%

	Female
	40
	40%

	Religion
	
	

	Christian
	70
	70%

	Muslim
	30
	30%

	Age
	
	

	18-25
	00
	00%

	26-30
	15
	15%

	31-40
	29
	29%

	45 +
	56
	56%

	Family Economic Status
	
	

	Very High
	24
	24%

	High
	32
	32%

	Very Low
	21
	21%

	Low
	23
	23%


Source: Field Survey, 2021
ANSWERING RESEARCH QUESTIONS
Question 1:  Has relationship marketing anything  to   do with customer  satisfaction?
Table 4.2: Respondent on question 1
	Options
	Frequency
	Percentage

	Yes
	78
	78

	No
	00
	00

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 78 respondents constituting 78% said yes. While the remain 22 respondents constituting 22% were undecided. There was no record for no.
Question 2: Does relationship marketing contributes to profit actualization?
Table 4.3: Respondent on question 2
	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 19 respondents constituting 19% said no. While the remain 21 respondents constituting 21% were undecided.
Question 3: Does the organization achieve their set goal through relationship marketing?
Table 4.4: Respondent on question 3
	Options
	Frequency
	Percentage

	Yes
	56
	56

	No
	21
	21

	Undecided
	23
	23

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 56 respondents constituting 56% said yes. 21 respondents constituting 21% said no. While the remain 23 respondents constituting 23% were undecided.
Question 4: Does the operationalization of the relationship, marketing ensure organizational profitability ?
Table 4.5: Respondent on question 4
	Options
	Frequency
	Percentage

	High
	61
	61

	Low
	17
	17

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 61 respondents constituting 61% said high. 17 respondents constituting 17% said low. While the remain 22 respondents constituting 22% were undecided.
Question 5: Are there factors affecting the application of relationship marketing?
Table 4.6: Respondent on question 5
	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	20
	20

	Undecided
	20
	20

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 20 respondents constituting 20% said no. While the remain 20 respondents constituting 20% were undecided.
TESTING OF HYPOTHESIS
Ho:    The relationship  marketing has nothing to do with customer satisfaction.
HA:    The relationship marketing has something to do with  customer satisfaction.
Ho:    The operationalization of relationship  marketing do not ensure  organization profitability.
HA:    The operationalization of relationship marketing ensures organizational profitability.
Ho:    Relationship marketing does not contribute to profit actualization.
HA:    Relationship marketing contributes to profit actualization.
HYPOTHESIS ONE
 The relationship marketing has something to do with  customer satisfaction.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	78
	33.33
	44.67
	1,995.4089
	43.688

	No
	00
	33.33
	-33.33
	-1,110.8889
	-33.33

	Undecided
	22
	33.33
	-11.33
	-128.3689
	-6.85

	Total
	100
	
	
	
	3.508


Source: Extract from Contingency Table
　　X2 = ∑ (fo – fe)2/fe = 3.508
Fe=  78+0+22        =   33.33              	        
3	
　　Degree of freedom = (r-1) (c-1)
			    			(3-1) (2-1)
			   			(2)  (1)
			      			 = 2
At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.
Findings
The calculated X2 = 3.508 and is less than the table value of X2 at 0.05 significant level which is 5.991.
Decision
Since the X2 calculated value is greater than the critical table value that is 3.508 is less  than 5.991, the alternate hypothesis which states that  The relationship marketing has something to do with  customer satisfaction is rejected and the null hypothesis which states that the relationship  marketing has nothing to do with customer satisfaction is accepted.
Hypothesis Two
The operationalization of relationship marketing ensures organizational profitability
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	60
	33.33
	32.67
	1,067.3289
	32.023

	No
	19
	33.33
	-14.33
	-205.3489
	-6.161

	Undecided
	21
	33.33
	-12.33
	-152.0289
	-4.561

	Total
	100
	
	
	
	21.3


Source: Extract from Contingency Table
X2 = ∑ (fo – fe)2/fe = 21.3
Fe=  60+19+21        =   33.33
              	                3	
Degree of freedom = (r-1) (c-1)
			    			(3-1) (2-1)
			   			(2)  (1)
			      			 = 2
At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.
Findings
The calculated X2 = 21.3 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision
Since the X2 calculated value is greater than the critical table value that is 21.3 is greater than 5.991, the alternate hypothesis which states that The operationalization of relationship marketing ensures organizational profitability is accepted and the null hypothesis which states that The operationalization of relationship  marketing do not ensure  organization profitability is rejected.
Hypothesis Three
 Relationship marketing contributes to profit actualization
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	56
	33.33
	22.67
	513.9289
	18.23

	No
	21
	33.33
	-12.33
	-152.0289
	-4.561

	Undecided
	23
	33.33
	-10.33
	-106.7089
	-3.201

	Total
	100
	
	
	
	11.63


Source: Extract from Contingency Table
X2 = ∑ (fo – fe)2/fe = 11.63
Fe=  56+21+23        =   33.33
              	                3	
Degree of freedom = (r-1) (c-1)
			    			(3-1) (2-1)
			   			(2)  (1)
			      			 = 2
At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.
Findings
The calculated X2 = 11.63 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision
Since the X2 calculated value is greater than the critical table value that is 11.63 is greater than 5.991, the alternate hypothesis which states that  Relationship marketing contributes to profit actualization is accepted and the null hypothesis which states that  Relationship marketing does not contribute to profit actualization is rejected.


CHAPTER FIVE
CONCLUSION AND RECOMMENDATION
5.1	CONCLUSION
In this study, our focus was to carryout  a critical analysis on the impact of relationship marketing as a tool for customer satisfaction and profitability. As studies showed, customer-firm relationship is a vital factor in this dynamics. Thus, relationship marketing has become a household factor in the literature and several researches aimed at proffering solution to the challenge of sustaining customers’ patronage by business organizations. As a result, this study undertook the examination of the influence of relationship marketing in customers’ patronage of banks. 
The study adopted the survey research design and randomly enrolled participants in the study. A total of 100 responses were validated from the enrolled participants where all respondent are active workers in Intercontinental  Bank Plc Aba.
The findings revealed that that  Relationship marketing contributes to profit actualization. The findings also revealed that The operationalization of relationship marketing ensures organizational profitability
5.2	RECOMMENDATION
Based on the responses obtained, the researcher proffers the following recommendations:
The researcher recommends that bank should increase their community social responsibility efforts by providing such facilities as soft loan for small and medium scale enterprises at accessible rate since Aba is the commercial nerve centre in Abia state. This, coupled with its relationship marketing would endear especially business men to the bank. In line with its relationship marketing efforts, the bank should intermittently hold /organize lunch with various stakeholders like market women or Christian mothers with a view to further gaining their patronage.
. For the purpose of further studies however, efforts should be focused on the relationship marketing efforts of other banks as basis for a comparative analysis of different banks relationship marketing efforts and their impact on customers’ patronage.
. Moreso, further studies should focus on other areas in the state (not Aba) so as to measure the influence of differing cultures on the influence of relationship marketing efforts on customers.
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QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
18-25	[  ]
20-30	[  ]
31-40	[  ]
41 and above [  ]
Educational level
WAEC	[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Section B
Question 1:  Has relationship marketing anything  to   do with customer  satisfaction?
	Options
	please tick

	Yes
	

	No
	

	Undecided
	



Question 2: Does relationship marketing contributes to profit actualization?
	Options
	please tick

	Yes
	

	No
	

	Undecided
	



Question 3: Does the organization achieve their set goal through relationship marketing?
	Options
	please tick

	Yes
	

	No
	

	Undecided
	


Question 4: Does the operationalization of the relationship, marketing ensure organizational profitability ?
	Options
	please tick

	High
	

	Low
	

	Undecided
	



Question 5: Are there factors affecting the application of relationship marketing?
	Options
	please tick

	Yes
	

	No
	

	Undecided
	



