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Abstract 
Banking is a competitive industry in the country.  This competition has tremendously increased 
after establishment of private banks in the country.  In this competitive industry, competitors 
constantly aim to increase their market share.  Meanwhile, use of marketing models and 
strategies can have great influence on increasing profit for the banks.  The purpose of this 
research was identification of the effect of marketing programs on the quality of customer 
relations in the Melli Bank of Iran.  For this purpose, in the first chapter of the research general 
topic literature has been investigated.  In this chapter, the conceptual research model along 
with hypotheses, questions and study goals have been presented and the practical research 
variables have been discussed.  In the second chapter of the research, initially theoretical 
principles relevant to relations marketing has been described and next, models in the literature 
have been studied.  Ultimately, in this chapter past research inside and outside of the country 
have been evaluated and their result has been presented.  The third research chapter has 
described methodology.  In this chapter, the statistical population along with the statistical 
sample and the method of its selection were discussed.  Additionally, in this chapter, the 
research questionnaire has been presented and its validity and reliability has been evaluated 
and discussed.  Also in this chapter, the kind of research was identified which was applied and 
field study and the method of data analysis was path analysis using LISREL software.  The 
fourth research chapter pertains to analysis of the data.  In this chapter, initially descriptive 
statistics has been presented and next inferential statistics is provided.  Using structural 
equations model, the research hypotheses have been evaluated.  Ultimately, in the fifth chapter, 
initially a summary of the previous chapters has been presented and next, results along with 
managerial suggestions and recommendations for future research and limitations of this study 
have been discussed.  The results of this research showed that the variables of relationship 
orientation, customer focus, bilateral disclosure and service provision traits are effective on the 
quality of the relationship.  Additionally, results showed that the quality of the relationship 
ultimately leads to satisfaction, trust, continuity of the relationship and word of mouth 
marketing.  Finally, it was suggested that with consideration of the effect of the mentioned 
variables on the quality of the relationship, the Melli Bank of Iran should with implementation 
of an arranged program inclusive of educational classes for employees endeavor to organize a 
guide for interaction with customers and receiving feedback from them regarding employee 
behavior. 
Key Words: Relations Marketing, Quality of Relationship, Recommendation Marketing, Melli 
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Introduction 
Now a day, companies with better performance in various industries are interested in the direction of maintaining 
customers and attracting their loyalty.  The reason is that most markets are in their blossoming stage, competition 
is increasing and costs of new customer attraction have also risen extensively.  Maintenance of customers and 
attracting their loyalty is considered a vital matter for sustenance of business and trade.  Meanwhile, the banking 
industry is also not excluded from this principle.  Banks should also seek various managerial strategies for 
improving their customer loyalty.  Now a day more than ever, bank directors need to understand the wishes and 
needs of customers to prevent their gravitation towards competitors.  They need to better provide for their 
customers’ needs and establish long term relations with them.  Therefore, any approach that can better realize the 
latter will be paid more attention to.  Relation focused marketing as a new approach has proven in research and 
practice to be one of the most successful approaches.  Additionally, proof of various advantages that relation 
focused marketing has created for organizations have led to unprecedented gravitation towards this approach.  
For example, Rich Held and Sasser in their research reached the conclusion that organizations can almost with 
preservation of 5 percent of their customers increase their profit by 100 percent (Bossley, 2009).Organizations in 
Iran also need to gradually understand the necessity of paying attention to customers and move in the direction of 
identification and satisfactory provision of their needs and demands and more than ever seek their customers’ 
loyalty.  Considering the advent of private banks alongside public banks and increased degree of competition 
among them, relation focused marketing can be a solution for this difficulty in banking.  Using this approach, along 
with creation of long term relations with the customer, one can identify activities that are important and valuable 
by customers and strengthen and improve them and attract more customers that will also be loyal to the company.  
In this way, organizations at the same time of taking advantage of benefits of customer loyalty can improve their 
position in this competitive market (Allac & Allataz, 2010).On the other hand, in recent years the financial services 
sector of Iran and particularly the banking industry by virtue of advent of new technology, relative similarity of 
services and presence of private sector competitions experience the competitive arena.  More than ever, to 
become differentiated and for persistence in the competitive arena, they need to establish close and trustable 
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relations with customers.  It is obvious that maintaining and developing long term relations will not happen 
automatically and requires acquiring appropriate marketing strategies that are relationship focused and 
increasing the quality of customer relations (Allac & Allataz, 2010). 
Statement of the Problem and Importance of the Topic 
In this competitive atmosphere, competitors are constantly seeking to be ahead in attraction and maintenance of 
customers and increasing their market shares and keeping them by acquiring the most appropriate tools and 
strategies.  One of the strategies frequently used by bank directors for this purpose is the strategy of increasing 
quality using marketing methods.  In recent years, in this country numerous studies have been performed 
regarding increased quality in the banking industry and in most of this research, dimensions of SERVQUAL and 
other models in this area have been mentioned (Behazali, 2009).Yet, what has been neglected in actions taken for 
promotion of quality of banks is attention to the relationship with customers or in other words increasing the 
quality of the relationship instead of quality of services.  In fact, it can be stated that now a day with the advent of 
relationship focused marketing and its strategies, increasing the quality of relationship with use of principles of 
relations marketing has become one of the new domains in marketing research in the banking industry.  In this 
study with attention to the gap in the literature inside the country and lack of a comprehensive research in this 
domain in the banking industry of the country, we endeavor to identify effect of marketing programs on the 
quality of customer relations in the Melli Bank of Iran (Bossley, 2009). 
Hypotheses 
 Customer orientation has direct and meaningful effect on the quality of the relationship. 
 Relations orientation has direct and meaningful effect on the quality of the relationship. 
 Bilateral disclosure has direct and meaningful effect on the quality of the relationship. 
 Service providing qualities have direct and meaningful effect on the quality of the relationship. 
 Quality of relations has direct and meaningful effect on satisfaction. 
 Quality of relations has direct and meaningful effect on trust. 
 Quality of relations has direct and meaningful effect on continuity of the relationship. 
 Quality of relations has direct and meaningful effect on word of mouth marketing. 
A. Research Time and Place Frame 

The research time frame is the second semester of the year 2014 and first semester of the year 2015 and the place 
frame of it is the branches of the Melli Bank in the city of Tehran. 
B. Statistical Population 
In this study, in access sampling has been used.  The sample size was determined to be 384 individuals using the 
Cochrane formula.  With attention to safety margins of the return coefficient, a number of 400 questionnaires 
were distributed. Additionally, statistical population of this research constituted of all customers of the Melli Bank 
in the city of Tehran. 
C. Method 
This research was descriptive and applied.  In terms of purpose it was applied investigational and regarding kind 
of study, it was a survey and was descriptive.  Since the research was descriptive, field study was used and for this 
purpose questionnaire was distributed.  Information was collected by way of questionnaire and analyzed. The 
variables of the research were obtained using library research, dissertations in this field and via internet and 
searching of credible sites.  We used a research questionnaire for collection of the primary data. Reliability of the 
questionnaire was evaluated using Cronbach’s alpha coefficient.  To determine difference between various groups 
(based on age, education and etc) single sample t-test and analysis of variance was used and ultimately to test the 
research hypotheses structural equations modeling was used. 
 
Research Background 
In the beginning of the year 2004, relations oriented marketing was introduced for the first time (Seen et al, 2002). 
The basis of this branch of marketing that has close correlation with the behavior of the consumer has been 
extracted from the core of research related to the relationship between buyer and retailer in medium size and 
relatively large businesses.  Consideration of customers and bilateral sides of the transaction in the context of 
marketing has tremendously progressed in the past two decades and advent of relation oriented marketing has 
led to numerous changes in the method of marketing which are outstanding and implementable.  Based on the 
theory of Berry and relevant scientific endeavors by Hankinson, the theory of structure of relations expanded 
during the 1980’s decade.  During the 1990’s decade, other analysts also worked on the theory of relations 
structure and transformed it to a managerial method called relations oriented marketing (Bonnemaison et al, 
2007).  Research regarding application of relations oriented marketing in the banking industry also goes back to 
the beginning of the year 1990 and here some of the research in this regard in recent years inside and outside of 
the country will be discussed. Ghazizadeh and his colleagues (2011) in a research titled “Evaluation of the effect of 
relations marketing on customer loyalty using the developed relations marketing model (case study: Mellat 
Insurance Company) endeavored to evaluate the effect of relations marketing on customer loyalty in the Mellat 
Insurance Company.  For this purpose, the developed marketing model by Shamot (2007) was selected.  This 
research purpose wise was applied and its method was descriptive and correlational.  Statistical population 
consisted of all real customers who had used various insurance services of the Mellat Insurance Company in the 
city of Tehran for three consecutive times.  The number of these customers based on information attained from 
the insurance company at the time of performing the research was 1280 individuals and using the Morgan table 
the sample size was estimated at 297 people.  Needed data was collected by way of questionnaire.  The 
questionnaire consisted of 47 items based on the research variables and for measurement purposes a five point 
Likert scale from totally agree  to totally disagree was used.  The questionnaire validity was confirmed by 
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members of the scientific community in the field of statistics and method of research and directors and 
representatives of the Mellat Insurance Company.  Questionnaire reliability using Cronbach’s alpha was obtained 
at 0/93.  Representatives of the Mellat Insurance and its agencies were selected randomly for questionnaire 
distribution.  A number of 350 questionnaires were distributed and ultimately 300 were completed by the 
customers and analyzed using path analysis with LISREL software.  Results of evaluations showed meaningful 
relationship between variables studied.  The three factors of financial advantages, social factors and structural 
connections with affecting the quality of relations and emotions and similarly the emotion factor by affecting 
quality of relations can lead to customer loyalty. Ultimately, the main research hypothesis namely “meaningful 
correlation exists between relations marketing and customer loyalty” was confirmed.  The minor hypotheses 
regarding meaningful correlation between financial advantages and quality of relations and emotions and 
meaningful correlation between social factors and the quality of relations and emotions and the meaningful 
correlation between structural connections and quality of relations and emotions and meaningful correlation 
between customer emotions and quality of relations and loyalty and ultimately meaningful correlation between 
quality of relations and customer loyalty are confirmed. 
Data Analysis 
In this section, each of the questionnaire indices is described at length.  It should be noted that mentioned indices 
and questions in each case have been extracted from articles and from among indices and mentioned questions for 
each variable the most repeated and credible ones have been identified.  Questionnaire items related to each 
variable have been separately shown in the following table. 

Questionnaire Items 
Relevant questions Main dimensions 

Iran Melli Bank employee has necessary awareness of my needs  
 
 

Client  Orientation 
 

Iran Melli Bank employee endeavors to understand changes in customer needs 

Iran Melli Bank employee will respond to my questions and complaints with good manners 

Iran Melli Bank employee will rapidly respond to my questions and complaints 

Even though some of my questions and complaints are not in the responsibility domain of the 
Iran Melli Bank employee, yet, he or she will respond to them 

Iran Melli Bank employee will treat you justly 

Iran Melli Bank employee will help you in decision making  
 
 
 

Relationship Orientation 

Iran Melli Bank employee will devote his or her time to you 

Iran Melli Bank employee is continuously (by phone, email, …) in touch with you 

Iran Melli Bank employee will inform you of new activities 

I will receive invitation to participate in bank programs from the Iran Melli Bank employee 

I can ask detailed questions from the Iran Melli Bank employee 

Iran Melli Bank employee will talk with me regarding errors made  
 
 
 
 

Mutual Discloser 

I respect the Iran Melli Bank employee 

I will express my dissatisfaction from service provision to the Iran Melli Bank employee 

The Iran Melli Bank employee is a professional in the domain of his or her specialty 

The Iran Melli Bank employee has sufficient knowledge in his or her specialty domain 

Iran Melli Bank employee is interested in developing his or her skills for better service 
provision 

 
 
 
 
 
 
 

Service Provider 
Attributes 

Iran Melli Bank employee is qualified in service provision 

It appears that the Iran Melli Bank employee is highly experienced 

It appears that the Iran Melli Bank employee has high work potential 

The appearance of the Iran Melli Bank employee is professional 

Iran Melli Bank employee dresses appropriately 

Iran Melli Bank employee has appropriate state and appearance 

I believe that service provision is ideal 

I have good feelings about the Iran Melli Bank employee 

I am satisfied with the Iran Melli Bank employee  
 
 

Satisfaction 

I am satisfied with the entire bank services 

Iran Melli Bank employee is devoted to his or her commitments 

Iran Melli Bank employee is dependable  
 
 
 

Iran Melli Bank employee is truthful 

Iran Melli Bank employee places customer interest in first priority 

Iran Melli Bank employee has established an appropriate work relationship 

I have Trust complete satisfaction from interaction with the Iran Melli Bank employee  
 

Relationship Quality 
The Iran Melli Bank employee has acted appropriately in establishing relations with me 

I believe that the Iran Melli Bank employee will provide services better in the future 

I will not attend another bank  
Relationship Continuity 

 
I will have pride in this bank for ever 

In the future, I will continue to use this bank’s services 

I will recommend this bank to others  
 

Word of Mouth 
I wish to inform others of the advantages of this bank 

The services in this bank encourage me to introduce it to others 
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These questionnaires were completed by direct attendance and self-report by sample members.  The method of 
questionnaire completion was such that at first a short explanation was provided for the responders and next, 
they completed the questionnaire. To determine the reliability of the questionnaire in this research SPSS version 
20 software and the Cronbach’s alpha method was used.  The value for the Cronbach’s alpha for the entire 
questionnaire was 81/3 percent which is appropriate.  Additionally, the Cronbach’s alpha coefficient for all hidden 
variables also showed good reliability for this instrument.  Therefore, the instrument of data collection has 
appropriate reliability and consistency across time.  In Table 2, the results of reliability evaluation in the sample 
have been presented. 

Values for research variables’ Cronbach alpha 
Main dimensions Number of question  Cronbach alpha 

Client  Orientation(CO) 6 0/89  

Relationship Orientation(RO) 6 5/88  

Mutual Discloser(MD) 5 3/86  

Service Provider Attributes(SA) 9 1/86  

Satisfaction(S) 3 7/78  

Trust(T) 8 9/77  

Relationship Quality(RQ) 3 2/71  

Relationship Continuity (RC) 3 0/71  

Word of Mouth(WOM) 3 8/73  

Total question 82 3/81  

 
Statistical method of data analysis and test of hypotheses 
The method used in this research for data analysis is structural equation modeling (SEM) using the LISREL 8.5 
software.In this seciton, the mean, standard deviation and coefficient of change from analysis of each of the main 
research variables have been presented in the form of a table and diagram.  As noted the mean, standard deviation 
and coefficient of change for each of the research hidden vairables have been shown in Table and diagram 4-5.  
With attention to the table, from among the research variables, the highest score belonged to the variable of 
«service providing attributes» and the lowest score belonged to the variable of «bilateral disclosure».  
Additionally, the highest distributivity pertains to the variable of «bilateral disclosure» and the lowest 
distributivity is related to the variable of «satisfaction».  Ultimately, it is noted that the highest coefficient of 
change is related to the variable of «bilateral disclosure» and the lowest coefficient of change is related to the 
variable of «satisfaction».Therefore the higher the mean of the hidden variables from the number 3 (middle of the 
Likert scale), the more the agreement exists in the sample members with the questions related to that variable and 
as a result the better the situation of that variable is.  In reverse, the more the mean of the hidden variables is 
below the number 3, the higher the disagreement of the sample individuals will be with the questions related to 
that variable and its condition is worse. 

Descriptive indices of the hidden variables in the evaluated sample 
Latent variables avrage standard deviation coefficient of 

variation 

Client  Orientation 
(CO) 

823/4  096/6  959/6  

Relationship Orientation (RO) 555/8  348/6  282/6  

Mutual Discloser (MD) 299/8  968/6  239/6  

Service Provider Attributes (SA) 842/4  233/6  939/6  

Satisfaction(  ( S) 948/4  523/6  989/6  

Trust(T) 249/4  229/6  909/6  

Relationship Quality (RQ) 242/8  020/6  902/6  

Relationship Continuity 
(RC) 

992/8  590/6  949/6  

 
Word of Mouth (WOM) 

944/8  229/6  932/6  

The test for normalcy of the data (Klomogorov-Smirnov) 
To select the correct test for analysis of the hypotheses, we should initially gain confidence from the statistical 
distribution of the variable being tested.  On the one hand for evaluation of the statistical distribution of the 
variables certain test is used.This test was performed for all variables of this research.  As shown in the following 
table, since the significance level for all the variables is larger than 0/05, there is no reason to reject the null 
hypothesis that states that the data is normal.  The null hypothesis is confirmed and we can state that the 
distribution of the data is normal.  Since the assumption of normalcy of the data was confirmed, we can use 
parametric statistical tests. 
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Results of normalcy test of the data (Klomogorov-Smirnov) 
Latent variables Z Sig 

Client  Orientation(CO) 339/6  468/6  

Relationship Orientation (RO) 338/6  493/6  

Mutual Discloser (MD) 999/6  822/6  

Service Provider Attributes (SA) 348/6  442/6  

Satisfaction (S) 835/6  962/6  

Trust (T) 083/6  082/6  

Relationship Quality(RQ) 454/6  325/6  

Relationship Continuity(RC) 903/6  860/6  

Word of Mouth(WOM) 892/6  339/6  

Test of the model and hypotheses 
Before evaluation of the situation of the hypotheses, it is necessary to test and analyze the correlation between the 
research variables.  As shown in the table, the results of the correlation analysis showed that two by two positive 
and meaningful correlation exists between all variables.  On the one hand, meaningfulness of all these correlations 
is at a high level (confidence level of 99/9%) which taking note of it is important. 

Correlation between research variables 
variable (9)  (2)  (8)  (4)  (5)  (0)  (2)  (3)  (9)  

Client  Orientation 
(CO) 

__ 0.62* 0.25* 0.43* 0.38* 0.55* 0.69* 0.26* 0.37* 

Relationship Orientation 
(RO) 

__ __ 0.24* 0.37* 0.37* 0.41* 0.28* 0.20* 0.44* 

Mutual Discloser (MD) __ __ __ 0.52* 0.54* 0.43* 0.20* 0.58* 0.51* 

Service Provider 
Attributes (SA) 

__ __ __ __ 0.64* 0.51* 0.72* 0.48* 0.21* 

Satisfaction(S) __ __ __ __ __ 0.56* 0.57* 0.56* 0.37* 

Trust(T) __ __ __ __ __ __ 0.58* 0.44* 0.56* 

Relationship Quality 
(RQ) 

__ __ __ __ __ __ __ 0.49* 0.33* 

Relationship Continuity 
(RC) 

__ __ __ __ __ __ __ __ 0.19* 

 
Word of Mouth(WOM) 

__ __ __ __ __ __ __ __ __ 

 

One of the strongest and most appropriate methods of analysis in behavioral science research is multivariable 
analysis.  In this research, after confirmatory factor analysis and evaluation of the condition of each of the hidden 
variables, in this section, with appropriate tests we will evaluate the state of the research hypothesis.The following 
figure shows the structural model, in the situation of estimating the standard, which based on the theoretical 
framework of the research, shows the correlation between the research variables.  This figure shows the beta 
coefficients for each of the paths of the structural equation.  Confirmation or rejection of each of the hypotheses 
depends on comparison of the beta coefficient obtained for each path, in the standard estimation condition, with 
the value of t estimated for it and meaningfulness of the coefficients.  The next figure also shows the structural 
equation when the coefficients are meaningful and the values calculated for t for each of the paths is shown. 
 
Structural model in the standard estimation situation 

 
 
 
 
Structural model in the situation of meaningfulness of the coefficients 
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As shown in the above figures, model fit indices are in an acceptable range and all relations are meaningful.  Fit 
indices of the final model are shown in the following table.  Considering the output of the LISREL software, the 
value calculated for χ2 is 2268/63 which is an almost appropriate value.  The low level of this index shows small 
difference between the research conceptual model and the observed research data.  Considering the results 
obtained and comparison of them with the acceptable domain, it can be stated that all fit indices of the model are 
located in an acceptable range and the model is confirmed. 

Indices of fit for the research model 
Fit Index 

df

2
  

RMSEA GFI AGFI NFI NNFI CFI 

The accepted 
range 

3B        

Consequently, 821/2  063/0  99/0  1 98/0  1 98/0  

 
Since the value for χ2 is low, the ratio of χ2to the degrees of freedom is less than 3, RMSEA is smaller than 0/1 and 
GFI, AGFA, NFI, NNFI and CFI are larger than 0/9, it can be concluded that the executed model has appropriate fit. 
Results of the structural equation modeling which are needed for evaluation of the hypotheses have been shown 
in the following table. 
 

Results of the structural equation model (SEM) for evaluation of the hypotheses 

Relationship model Beta 
coefficient 

calculated value 
of t 

The 
hypothesis 

Customer orientation Quality relationship ← 53/6  38/3  Confirmation 

The key relationships Quality relationship ← 24/6  99/8  Confirmation 

Disclosure of bilateral Quality relationship ← 92/6  64/2  Confirmation 

Serve properties Quality relationship ← 08/6  22/9  Confirmation 

Quality relationship Confidence ← 40/6  99/2  Confirmation 

Quality relationship Satisfaction ← 55/6  50/3  Confirmation 

Quality relationship Lasting relationship ← 49/6  89/0  Confirmation 

Quality relationship Mouth marketing ← 88/6  22/4  Confirmation 

 

Conclusion 
In this study, the researcher endeavored to identify the effect of marketing programs on quality of relations with 
customers of the Melli Bank in the country’s banking industry domain. 
V First Hypothesis 
«Customer orientation has direct and meaningful effect on the quality of the relationship». 
The value for beta coefficient for this hypothesis is 0/58 and since the t calculated (8/83) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between customer orientation and quality of 
relations.  Here, since we want to test the positive correlation between the variables, the calculated t value is 
compared to the critical number namely 1/96.  For the hypothesis to be confirmed the calculated t value should be 
larger than the critical value of 1/96 such that it is not located in the range between 1/96 and -1/96.  Therefore, 
the first research hypothesis stating that «Customer orientation has direct and meaningful effect on the quality of 
the relationship» is confirmed. 
V Second Hypothesis 
«Relations orientation has direct and meaningful effect on the quality of the relationship». 
The value for beta coefficient for this hypothesis is 0/24 and since the t calculated (3/19) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between relations orientation and quality of 
relations. Therefore, the second hypothesis stating that «Relations orientation has direct and meaningful effect on 
the quality of the relationship» is confirmed. 

1.0B9.0=9.0=9.0=9.0=9.0=
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V Third Hypothesis 
«Bilateral disclosure has direct and meaningful effect on the quality of the relationship». 
The value for beta coefficient for this hypothesis is 0/17 and since the t calculated (2/04) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between bilateral disclosure and quality of 
relations. Therefore, the third hypothesis stating that «Bilateral disclosure has direct and meaningful effect on the 
quality of the relationship» is confirmed. 
V Fourth Hypothesis 
«Service providing qualities have direct and meaningful effect on the quality of the relationship». 
The value for beta coefficient for this hypothesis is 0/63 and since the t calculated (9/27) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between service provision attributes and 
quality of relations. Therefore, the fourth hypothesis stating that «Service providing qualities have direct and 
meaningful effect on the quality of the relationship» is confirmed. 
V Fifth Hypothesis 
«Quality of relations has direct and meaningful effect on satisfaction». 
The value for beta coefficient for this hypothesis is 0/46 and since the t calculated (7/19) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between quality of relations and satisfaction. 
Therefore, the fifth hypothesis stating that «Quality of relations has direct and meaningful effect on satisfaction» is 
confirmed. 
V Sixth Hypothesis 
 «Quality of relations has direct and meaningful effect on trust». 
The value for beta coefficient for this hypothesis is 0/55 and since the t calculated (8/56) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between quality of relations and trust. 
Therefore, the fifth hypothesis stating that «Quality of relations has direct and meaningful effect on trust» is 
confirmed. 
V Seventh Hypothesis 
«Quality of relations has direct and meaningful effect on continuity of the relationship». 
The value for beta coefficient for this hypothesis is 0/41 and since the t calculated (6/31) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between quality of relations and continuity of 
relations. Therefore, the sixth hypothesis stating that «Quality of relations has direct and meaningful effect on 
continuity of the relationship» is confirmed. 
V Eighth Hypothesis 
«Quality of relations has direct and meaningful effect on word of mouth marketing». 
The value for beta coefficient for this hypothesis is 0/33 and since the t calculated (4/77) is larger than the critical 
level of 1/96, it can be concluded that meaningful correlation exists between quality of relations and word of 
mouth marketing. Therefore, the sixth hypothesis stating that «Quality of relations has direct and meaningful 
effect on word of mouth marketing» is confirmed. 
Considering the results obtained from this research, the following suggestions are made: 
1.Establishment of a center for the customers of the Melli Bank such that the customers are ranked based on their 
loyalty and their credibility and are provided with special services and benefits based on their rank. 
2. Collection of customer opinions periodically regarding the method of service provision and reception of their 
suggestions in relation to all Melli Bank services and products. 
3. Regular introduction of new services and products to the customers particularly the present and potential 
customers by way of sending brochures and booklets that introduces them to the banking services. 
4. Holding educational sessions for employees of the branches of the Melli Bank to help identify customer needs 
and establish close relations with the customers and ultimately increase their sympathy. 
5. Classification of the customers and identification of advantageous members for extrusion of their needs to help 
employees of branches in establishing stronger relations with them. 
 
Limitations of the Research 
Limitations of this research include its implementation in the city of Tehran which makes it nongeneralizable to 
the entire country and the results might only hold for the city of Tehran.  Ultimately, another limitation to this 
research was lack of internal rich literature in the field of communications marketing that faced the researcher 
with challenges in extrusion of previous research inside the country.  Additionally, use of questionnaire with 
attention to its time consuming nature for the customers to respond to created difficulties for the researcher in 
data collection and this stage took up a lot of time. 
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