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Abstract
The aim this paper is to identified the most influencing factor on relationship marketing in public banking sector. Systematic
random sampling technique is adopted for this study. 468 sample respondents are selected based on the simple random
sampling techniques. Among the 468 responses, the elimination cases with missing data resulted in 415 completed schedules.
The sample 415 is considered this research. Descriptive statistics and regression analysis are used for this study.  The result
shows that bonding, trust, commitment, communication, customer satisfaction are significantly influenced on relationship
value. However, bonding is the most predictor of   relationship value among the customers towards the bank.

Introduction
Recently, value concepts have entered the discussion about sources for competitive advantage. In general, value can be
regarded as the trade-off of the salient give and get components relating to products, services or relationships Zeithaml,
1988,. Marketing researchers have discussed customer value as a new perspective in the search for excellence in business
(Parasuraman, 1997; Johnson, Flint, Woodruff and Fisher, 1997; Anderson and Narus 1998). Hence, it is stated that
understanding business markets implies applying and understanding the value concept.

Statement of the problem
Customer satisfaction is an affective or emotional state toward a relationship, typically evaluated cumulatively over the
history of the exchange. The satisfaction component of relationship quality is about users’ evaluation of the relationship with
the service provider. The major source of relationship satisfaction is a history of positive interaction with the service
provider. The customer’s best assurance of future performance is a continuous history of personalized, error-free interaction
(Crosby et al. 1990).

Need for the study
Public sector banks are facing increasingly more competition, where as foreign and private sector banks are trying to win
customer loyalty, commitment and trust by providing them better quality services.  Service quality has become a competitive
strategy in the Indian banking sector. Hence there is a need for the study about determinants of relationship marketing.

Research Methodology
The main objective of this study is to identify the most important factor on relationship marketing in public banking sector.
Systematic random sampling technique is adopted for this study. Samples of 468 customers are approached for this study
then sample respondents are selected based on the purposive sampling techniques. Among the 468 responses, the elimination
cases with missing data resulted in 415 completed schedules. All are fit for the further analysis. Hence the sample 415 is
considered this research based on the review of literature, the researcher developed the research schedule for collecting the
primary data. Relationship value is treated as dependent variable. Bonding, trust, commitment, communication and customer
satisfaction are considered as the independent variables. The respondents are asked to rate their opinion in the seven point
Likert scale, where 7 stands for strongly agree and 1 stands for strongly disagree. Descriptive statistics is used to describe the
sample, to show the numbers and percentage of the items falling in categories and regression analysis is applied to measure
the degree of relationship between to variables.

Analysis and discussion
The relationship value is separate and distinct from product value, because it refers to the relational interaction between
customers and suppliers and not to product-related issues. Relationship value is the over-all evaluation of the relationship for
the customer.

Table 1 Opinion towards Relationship value
Statements Mean S.D C.V

Considering all benefits and sacrifices 5.33 1.29 0.24

Value of all performance 4.73 1.37 0.28

Value of the relationship with this bank is in compression with alternatives 4.56 1.46 0.32

Value of this bank 4.64 1.47 0.31
Source: Primary data computed
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Table 1 explains the respondents opinion towards relationship value of the banks. It has been measured with the four
statements. The respondent are asked to rate their opinion for each statements. The mean and standard deviation values are
calculated for each statement. The mean values are ranged from 4.56 to 5.33. It is noted that the respondents are highly rated
towards the considering all benefits and sacrifices, they are associated with this bank (5.33) followed by the value of all
performance contributing that the customer gain from this bank (4.73). But, when customer made a comparison with other
bank services, value of relationship with their bank secured moderate level of mean score. It is found that the customers are
having higher level of relationship value due to benefits enjoyed by them apart from their sacrifices.

Wilson (1995) stated that value creation is the process by which the competitive abilities of the hybrid and the partners are
enhanced by being in the relationship. From a customer’s point of view, supplier relationships should be built in order to
achieve increased cost efficiency, increased effectiveness, enabling technologies and increased competitiveness (Sheth and
Sharma 1997). Deep relationships create value to the partner by removing non-value creating activities from the relationship
there by reducing costs. The addition of value-creating activities such as sharing market information, concurrent engineering
and co-operative new product development adds value to the relationship. Additionally, in deep relationships the parties
involved often experience social benefits (Wilson and Jantrania, 1994) which are a value in itself.

Table 2 Effect of bonding, trust, commitment, communication, satisfaction on relationship value

R-Value R-square Value Adjusted R- Square Value F-Value P-Value

0.629 0.395 0.383 33.139 0.001
Source: Primary data computed Ns - Non – significant

Table 2 explains the effect of bonding, trust, commitment, communication, satisfaction on relationship value of the customer
with the bank.

Ho: bonding, trust, commitment, communication, satisfaction are do not have influence on relationship values of the banks.

Here, multiple linear regression has been executed to test the above stated hypothesis. Where, bonding, trust, commitment,
communication and satisfaction are treated as a independent variables and relationship value is considered as a dependent
variable. Further, the analysis has been done. From the model summary, it is found that the P-Value is significant (0.001) at
one percent level. Hence, it is inferred that the independent variables are significantly influenced on relationship value of the
banks. So, the stated hypothesis is rejected. While observing R-square value (0.395), it is indicated that bonding, trust,
commitment, communication, satisfaction are influenced at 39.5 percent level on the customer relationship value towards the
bank. The standardized co-efficient beta value indicates the relative importance on predictors of relationship value for the
customer towards the bank. It is expressed by the following equation.

Relationship Value = 7.081 + 0.109 (bonding)

The equation is explained that bonding is having positive and significant effect on relationship value than other independent
variables. It shows that to have one unit increases in relationship value; the bonding has to be increased as 0.109 levels, while
other factors remain constant. From, these observations, it is found that bonding, trust, commitment, communication,
satisfaction are significantly influenced on relationship value. However, bonding is the most predictor of   relationship value
among the customers towards the bank.

Relationship quality has been discussed as a bundle of intangible values which augments products or services and result in an
expected interchange between buyers and sellers (Levitt, 1986). The more general concept of relationship quality describes
the overall depth and climate of a relationship (Johnson, 1999). Additionally, relationship quality refers to a customer's

Service Quality B Std. Error Beta t- Value P-Value

Content 7.081 1.037 6.827 0.000

Bonding 0.109 0.044 0.107 2.484 0.013

Trust 0.014 0.036 0.019 0.385 0.701 (NS)

Commitment 0.048 -0.046 0.063 1.039 0.300 (NS)

Communication -0.006 0.045 -0.006 -0.127 0.899 (NS)

Satisfaction 0.058 0.041 0.089 1.419 0.157 (NS)
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perception of how well the whole relationship fulfils the expectation, predictions, goals and desires the customer has
concerning the whole relationship (Jarvelin and Lehtinen, 1996). Consequently, it forms the overall impression that a
costumer has concerning the whole relationship including different transaction. Gummesson (1987) identifies two dimensions
of relationship quality in the service interface. Professional relation is grounded on the service provider's demonstration of
competence. Further one is based on the efficacy of the service provider's social interaction with the customer. Crocby et al.
(1990) studied various aspects of relationship quality and perceived it as a buyers trust in a salesperson and satisfaction in the
relationship. Therefore, high relationship quality means that the customer is able to rely on the service provider's future
performance because the level of past performance has been consistently satisfactory.

Conclusion
It is concluded that the customers are having higher level of relationship value due to benefits enjoyed by them apart from
their sacrifices and also bonding, trust, commitment, communication, satisfaction are significantly influenced on relationship
value. However, bonding is the most predictor of   relationship value among the customers towards the bank.
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