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Abstract

Successful modern companies are those which seek to accomplish to a principal
objective; that s the acquirement of customers loyalty.

The achievement of this objective depends on the role of the companies
customers' relations in from the perspective of the marketing performance relations,
and on building mediatory relation leading to the attainment of the maximum degree
of satisfaction an trust to meet these needs; hence, it can be said that the basic pillar
upon which the customers' relations are based on the an interval of relation that fix
this pillar of the field of its work and in working in accordance with the customers
expectation and opinion and rather than pursuiting the company's belief.

This research aims at investigating the customers' relations with in the
framework of the performance of the marketing relations, and the relation between
customers' relations and the mediate relation (satisfaction and trust), and the impact of
the relation quality on the marketing performance.

A questionnaire for the data collection was adopted which consisted of (275)
customers form the insurance companies in Khartoum which resulted in a response
rate of 91.6%, in addition to the use of several statistical tools; [sample reliability test
correlation analysis, assumption of the multiple regression for the goodness of the
measurements and mutual relations..

This research consists of three chapters in addition to an introduction and a
conclusion.

Chapter one reviews the study literature, while the second chapter focuses on the
case study and chapter three includes the methodology, the statistical techniques
which were used for the data analysis and to test the hypotheses of the study.

The following are among the main hypotheses of the study are:

1- There is a degree of correlation of statistical significance between the customers'
relations and the performance of the marketing relations.

2- There is a degree of a correlation of statistical significance between customers'
relations and the quality of the relation.

3- The quality of the relations impact the performance of the marketing relations.

The main: findings of the study are:

1- Communications, knowledge and technology achieve the highest degrees in
customers attraction.

2- Insurance companies desire to attract customers and build loyalty through reliance
on trust and satisfaction in the provided service.

3- The impact of the negative and positive treatment of conflict does not depend on
the nature of the conflict, but on the manner of how the company handles its
treatment.

Among the main recommendations are:

1- Managers should invest the resources for the improvement of the weak

relations and strengthening the relationship quality (trust and satisfaction).

2- Managers should establish and build through the reliance of communications,

knowledge and use of technology.

3- Managers should determine the most important factor of the insurance

services which will retain the customers and induce them resuming frequent
purchase.



151
Adailaally o Dlandl QLS) sas VT sy Goaa (3ia3 Jal e Jend Lol daalll spabeall SN S0
pedle
G el jshie e daadl B @IS Ol Glile Hp e ciligy Gangdl 13 Gaias ¢
clalall @l ¢ sy A8l Liall (e daps ol Giiad ) (505 Ddaug Gl ol 4oy gl
53S0 o3 Jay Ao B8 dsms b eDlen) e lgle ag ) Al 831 o Jalll (8ay & (g
A s Lo e el Gl 0ol oln Lo 385 Jandlys Ledae Jlawe e Lkl Gan
Danll GBle (Al Aiyedll G ol 4 Slaadl @lile e Capill ) 3 Cingg
Agiyeudl) DL ool e AR saga iy (Al Liayll )Adas il Al
aie mig agh Al AV el ClSyEy daee 275 e 0585 Ae o ULl pead Olaiud aladia)
Dpad Al Aflaae sl ¢ dglaayl @l e aned) aadiud 2 285 90916 &l dlaiu) Jare
CAlaliial) Al Genlaal AL saxiall laady) () sl Lald,Y)
Al g detid LYl Jgad D e ) &0
Lngially zdsall COEN Juadll ¢ Al dulpy JB deadl) ¢ Auhall @bl iy JY1 Juadl)
Ayl iy Hlidd)y bl Jaladl deadiia) Aibas) el
=7 Al ez b ar
gty el ) plaly o Dasd) ClBde G duiloan) AV @l duals ) ADle daja Sllla -1
DY 335 eDasll de (G duiloan) AV @3 dudaly) dDle dajo Sl -2
- Al DR eldf e Al sag 5 -3
=1 Aupal) @il sl
ceDlanl) QLI (38a3 ) o Lol i€l ddpally VLY -1
Al Aeadll e Liallg A8 e SaeW G ¢sill 6V e lg sale) 3 calill <S8 a3 -2
o 3l Jala 348 e oS0 gl dande e cle ) Aallae dalug dulay) il iy ¥ -3
allas
—1 ciluagdl aaf
Lea)ll) 4all 5a5my o Dleall Dle o AR (mlds] Guuadl ylsdl i cppadl e -1
g g (Al
Lo b3S alaias] s Adpmally VL] e alaie W @llyg Aall 3a5a o liys Gusnls cpaall e -2
.3)liadl)
DA ODSS 35ba abeay sl dan Cpelil) ilexd e Jale aal paad sl e -3



CONTENTS

Title

Page No.

Dedication
Acknowledgement
Abstract English
Abstract Arabic

Contents

Introduction

Preface

Statement of the problem

Research Questions

Objectives of the research

The significance of the study

Hypothesis of the research

Research methodology

The data sources

Study limits

Definitions and Description of Terminologies

Organization of the study chapters

cO 0O 0O ~N O O W W N P

=
o

Chapter One

Literature Review

1.0 Chapter overview
1.1 Relationship marketing performance concept and

theoretical perspective.

12
12




1.1.1 Theoretical perspective

1.1.2 Relationship marketing performance as a paradigm

shift

1.1.3 Relationship marketing concept

1.2 The different factors associated with Relationship

Marketing Success

1.3 Integrative views on Customer Retention and customer

Acquisition
1.3.1 Customer Retention

1.3.2 Customer Acquisition

1.4 Customer Relationship Management (CRM)

1.5 Relationship Marketing and Customer Relationship

Management (CRM)

1.6 Relationship quality concepts

1.6.1 Dimension of Relationship Quality

1.6.2 Relationship quality in relationship marketing

context

1.6.3 Trust in Relationship quality context

1.6.4 Satisfaction in relationship quality context

1.6.5 Conflict handling
1.6.6 Communication
1.6.7 Customer knowledge
1.6.8 Technology

1.7 Relationship of duration

1.8 Summary

12
20

26
31

36

36
43
46
50

53
56
60

64
66
68
69
71
73
75
80

Vi




Chapter Two
Case Study

2.1 Background about insurance
2.2 Insurance in Sudan
2.3 The history of insurance in Sudan
2.4 Evaluation and development of insurance in Sudan
2.5 United insurance Co.
2.5.1 Evaluation and development
2.5.2 Memorandum of association
2.5.3 Founders
2.5.4 The company's capital
2.5.5 Memorandum of association
2.5.6 Objectives and duties
2.5.7 Activities covered by the company
2.5.8 Technological and Technical aspects
2.5.9 The companies organization structure
2.5.10 Duties of the department of marketing
2.5.11 The functions of marketing in the company
2.5.12 The company's methods of marketing
2.5.13 The positive impacts of this method
2.5.14 The negative impacts of this method
2.5.15 The relation between the customer size and the
company's profitability
2.5.16 Customer care division in the company

2.5.17 The company's market share

81
81
82
83
85
85
85
85
85
85
88
89
90
90
91
91
91
92
92
92

93
93

Vil




2.5.18 Percentage of increase in premium
2.5.19 The financial aspects of the company
2.5.20 Analysis of the company financial status
2.5.21 Paid claims
2.5.22 Recovered claims
2.5.23 Reinsurance premiums
2.5.24 Paid commissions
2.5.25 Administrative expenses
2.6 Islamic insurance company.
2.6.1 Background of the company
2.6.2 Founders
2.6.3 Memorandum of association
2.6.4 Administrative and organizational structure of the
company
2.6.5 Company department
2.6.6 The stage of technical development system
2.6.7 Direct communication with the customer
2.6.8 The role of customer relationship in the company's
performance
2.7 Sheikan Insurance Company
2.7.1 Evolution and development
2.7.2 Memorandum of association
2.7.3 The company's objectives

2.7.4 Insurance activities covered by the company

2.7.5 Administrative and organizational structure

94
94
94
96
96
97
98
98
111
111
112
112
113

115
115
116
117

119
119
120
121
122

122

viii




2.7.6 Functional organizational structure 123
2.7.7 The company's financial analysis 123
2.8 Albaraka Insurance Company 128
2.8.1 Evolution and development 128
2.8.2 Memorandum of association 128
2.8.3 Founders 128
2.8.4 Objectives 128
2.8.5 Marketing insurance activities covered by the 129
company
2.9 Summary of the Chapter 131
Chapter Three
Section One
Research Framework & Methodology
3.0 Chapter Review 132
3.1 Conceptual Frame work 132
3.2 Research hypotheses 134
3.2.1 Hypothesis 1 143
Conflict handling 135
Communication 137
Customer knowledge 138
Technology 140
3.2.2 Hypotheses 2 141
3.2.3. Hypotheses 3 146
3.2.4. Hypotheses 4 147
3.2.5 Hypotheses 5 151
3.3 Research Design 153
3.3.1 Sampling Procedure 153




3.3.2 Development of Questionnaire 154

Step 1: Planning what to measure 155

Step 2: Formatting questionnaire 155

Step 3: question warding 156

Step 4: Sequence and layout Designs 156

Step 5: Pre-testing and correcting problems 156

3.3.3 Administration of the field works 157

3.4 Measurement of the variables 157

3.4.1 Conflict handling measurement 157

3.4.2 Communication measurement 158

3.4.3 Customer knowledge Measurement 158

3.4.4 Technology measurement 159

3.4.5 Trust measurement 159

3.4.6 Satisfaction measurement 159

3.4.7 Customer Retention Measurement 160

3.4.8 Customer Acquisition measurement 160

3.4.9 The relationship of duration measurement 161

3.5 Data Analysis techniques 162

Section Two
Data Analysis

3.6 Questionnaires Rate of Return 164

3.7 Respondent characteristics 165

3.8 Factor analysis of Relationship contextual variables 169
(CRM)

3.9 Factor Analysis of Relationship quality Variables 171

3.10 Factor Analysis of marketing performance Variables 172

3.11 Reliability Analysis 173

3.12 Modified of Research Framework and hypotheses 174

3.13 Descriptive Analysis of Relationship Contextual variables | 178

X




3.14 Descriptive Analysis of Relationship quality
3.15 Descriptive Analysis of marketing performance
3.16 Correlation Analysis
3.17 The Relationship between customer relationship variables
and marketing performance
3.17.1The Relationship between customer relationship
variables and customer retention
3.17.2 The Relationship between customer relationship
variables and customer acquisition
3.18 The Relationship between customer relationship variables
and relationship quality
3.19 The Relationship between Relationship quality and
relationship marketing performance
3.19.1 The Relationship between Relationship quality and
customer acquisition
3.19.2 The Relationship between Relationship quality and
Customer retention
3.20 Mediation of relationship quality on the relationship
between customer relationships and relationship
marketing performance
3.21 Moderating effect of relationship duration on the
relationship  between  relationship  quality and
relationship marketing performance
3.21.1The moderating effect of relationship duration on
the relationship between relationship quality and
customer retention
3.22 Discussion of data analysis
3.23 Recapitulation of the research findings

3.24 Lengthening of positive relationship between the study

179

179

180

182

182

183

184

187

188

188

192

199

201

203
203
213

Xi




variables

3.24.1 Determinants of customer relationship 213
management
3.24.2 Determinants of relationship marketing 215
performance
3.24.2.1 Determinants of customer retention 217
dimension
3.24.2.2 Determinants of customer acquisition 218
dimension
3.25 Customer relationship variables and relationship quality 220
3.26 Determinants of relationship quality 220
3.27 Mediation effect of relationship quality 227
3.28 Moderation effect of relationship duration 229
3.29 Summary of the chapter 230
Conclusion
Findings 231
Recommendations 235
General recommendations
Specially recommendations 2%
Recommendations for future researchers 238
References 239
Appendixes

Xii




List of Tables

Tables Page No.
1.1 Prerequisites of customer relationship 48
2.1 The companies of insurance in Khartoum 84
2.2 United insurance premium gained 94
2.3 United insurance share of premium holders 95
2.4 United insurance paid claims 96
2.5 United insurance recovered claims 97
2.6 United insurance reinsurance premiums 97
2.7 United insurance paid commissions 98
2.8 United insurance administrative expenses 98
2.9 Sheikan insurance subscription premiums 124
2.10 Sheikan insurance share of stockholders 124
2.11 Sheikan insurance paid claims 125
2.12 Sheikan insurance the recovered claims 126
3.1 Reliability test of the pilot study 157
3.2 The response rate 164
3.3 Respondent characteristics 166
3.4 Respondent characteristics of type of insurance 168
3.5 Factors of customer relationship 170
3.6 Factors of relationship quality 171
3.7 Factor of relationship marketing 172
3.8 Reliability analysis 174
3.9 Descriptive analysis of customer relationship variables 178
3.10 Descriptive analysis of relationship quality variable 179
3.11 Descriptive analysis of marketing performance variables 180
3.12 Person's correlation coefficient for all variables 181
3.13 Customer relationship and customer retention 183
3.14 Customer relationship and customer acquisition 185

Xiii




3.15 Customer relationship and relationship quality

3.16 Multi regressions. Relationship quality and customer
acquisition

3.17 Multi regressions. Relationship quality and customer
retention

3.18 Summary of hypotheses test of results for customer
relationship and marketing performance

3.19 Hierarchical regression mediation of relationship quality
on the relationship between customer relationship and
customer acquisition

3.20 Hierarchical regression mediation of relationship quality
on the relationship between customer relationship and
customer retention

3.21 Summary of hypotheses testing results for mediated
effects of relationship quality

3.22 Moderating effect of relationship duration on the
relationship between relationship quality and customer
acquisition

3.23 Moderating effect of relationship duration on the
relationship between relationship quality and customer
retention

3.24 Summary the results of testing hypotheses the
moderating effect of relationship duration between
relationship quality and marketing performance

3.25 Summary of hypotheses testing

187
188

189

190

195

197

198

200

201

202

211

Xiv




List of Figures

Figures Page No.
1.1 An overview of the theoretical foundations of relationship 19
marketing
1.2 The Evolution towards Relationship orientation 24
1.3 Relationship marketing categorize 28
3.1 The model of the research 133
3.2The modified conceptual framework 175
3.3 The relationship between customer relationship (CRM) 182
and relationships marketing performance
3.4 The relationship between (CRM) and relationship quality 186
3.5 The relationship between relationship quality and 191
relationships marketing performance
3.6 Mediation effect of relationship quality 192
3.7 Mediation structure 193
3.8 Moderating effect of relationship duration 199

XV




