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Appendix Al : list of banks contributed insurvey.

Bank number

Bank name

1

Omdurman alwatani bank

Feisal aleslami bank

Khartoum bank

2
3
4

Albaraka aleslami bank
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Appendix A2 : Questionnaire in English.

Trust:

the bank is very concerned with security for my transactions;

the bank’s promises are reliable;

the bank is consistent in providing quality service;

employees of the bank show respect to customers;

the bank fulfils its obligations to customers;

I have confidence in the bank’s services.

Commitment:

the bank makes adjustments to suit my needs;

the bank offers personalized services to meet customer need,

the bank is flexible when its services are changed;

the bank is flexible in serving my needs.

Communication:

the bank provides timely and trust worthy information;

the bank provides information when there is new banking service;
the bank makes and fulfils promises;

information provided by the bank is always accurate.

Conflict handling:

the bank tries to avoid potential conflict;

the bank tries to solve manifest conflicts before they create problems;
the bank has the ability to openly discuss solutions when problems arise.
Attitudinal loyalty

ALL: | use service from the bank lam evaluating because it is the best choice for me.
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AL2: | consider myself to be a loyal patron of the provider of service | am evaluating.
AL3: I am committed to the provider of service | am evaluating.

AL4: In the future, I would be willing to pay a higher price for service from the provider
I amevaluating over competitive offerings.

ALS: I consider the provider I am evaluating my first choice when buying/leasing
service.

Behavioral loyalty
BL1:If1 had it to do all over again, I’d buy or lease service from a different bank.
BL2: I intend to keep buying the the service provider I am evaluating.

BL3: | would not switch to a competitor, even if | had a problem with the services of the
provider of service | am evaluating.

BL4: I intend to purchase service fromthe provider of the equipment I am evaluating in
the future.

All items we re measured by responses on a five-point Likert scale of agreement with
statements, ranging from 1 ¥ strongly disagree to 5 ¥4 strongly agree. Multiple
regression analysis was performed to predict the relationship between the four
“relationship quality” of customer relationship manage ment and customer loyalty,
in this context.

Strongly Agree | Agree Neutral Disagree Strongly
Disagree
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Appendix A3 : Questionnaire in Arabic.
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Appendix A4: full spss output analysis(attitude)

Histogram

Dependent Variable: ATTIUDE LOYALTY

40

Std. Dev=.99
Mean = 0.00
N =236.00

Regression Standardized Residual
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Normal P-P Plot of Regression Stanc

Dependent Variable: ATTIUDE LOY#
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Scatterplot
Dependent Variable: ATTIUDE LOYALTY

Regression Standardized Predicted Value
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Variables Entered/Removed(b)

Model

Variables
Entered

Variables

Removed Method

CONFLICT
HANDLING
, TRUST,
COMITTME
NT,
COMMUNI
CATION(a)

Enter

a All requested variables entered.
b Dependent Variable: ATTIUDE LOYALTY

Model Summary(b)

Change Statistics

Adjusted R | Std. Error of | RSquare
Model | R R Square | Square the Estimate | Change F Change | dfl df2 Sig. F Change
1 679(a) 461 452 48894 461 49.486 4 231 .000

a Predictors: (Constant), CONFLICT HANDLING, TRUST, COMITTMENT, COMMUNICATION
b Dependent Variable: ATTIUDE LOYALTY

ANOVA(b)
Sum of
Model Squares df Mean Square | F Sig.
1 Sﬁgress' 47.320 4 11.830 49.486 .000(a)
Residual 55.223 231 .239
Total 102.542 235

a Predictors: (Constant), CONFLICT HANDLING, TRUST, COMITTMENT, COMMUNICATION
b Dependent Variable: ATTIUDE LOYALTY
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Coefficients(a)

Unstandardized

Coefficients

Standardized
Coefficients

Model B Std. Error | Beta t Sig.
1 (Constant) 622 .103 6.052 .000
TRUST 328 .066 340 4.975 .000
COMITTMENT | 185 059 230 3.156 .002
%?\IMM UNICAT | 032 .068 .036 AT72 637
CONFLICT
HANDLING 157 054 191 2.896 .004
a Dependent Variable: ATTIUDELOYALTY
Residuals Statistics(a)
Minimum Maximum | Mean Std. Deviation | N
Predicted Value 1.3244 3.7789 1.9797 44873 236
Residual -1.3191 1.4420 .0000 48476 236
Std. Predicted Value | -1.460 4.010 .000 1.000 236
Std. Residual -2.698 2.949 .000 991 236

a Dependent Variable: ATTIUDELOYALTY
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Appendix A5: full spss output analysis(behaviour)

Histogram

Dependent Variable: BEHAVIORAL LOYALTY

30

Std. Dev=.99
Mean = 0.00
N=237.00

Regression Standardized Residual
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Normal P-P Plot of Regression Stanc
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Scatterplot
Dependent Variable: BEHAVIORAL LOYALTY
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Variables Entered/Removed(b)

Variables Variables
Model | Entered Removed Method
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COMITTME | . Enter
NT,
COMMUNI
CATION(a)

a All requested variables entered.
b Dependent Variable: BEHAVIORAL LOYALTY
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Model Summary(b)

Change Statistics

Adjusted R | Std. Error of | RSquare
Model | R R Square | Square the Estimate | Change F Change | dfl df2 Sig. F Change
1 499(a) .249 .236 59114 .249 19.234 4 232 .000

a Predictors: (Constant), CONFLICT HANDLING, TRUST, COMITTMENT, COMMUNICATION

b Dependent Variable: BEHAVIORAL LOYALTY

ANOVA(b)
Sum of
Model Squares df Mean Square | F Sig.
1 Sﬁgress' 26.884 4 6.721 19.234 .000(a)
Residual | 81.070 232 349
Total 107.954 236

a Predictors: (Constant), CONFLICT HANDLING, TRUST, COMITTMENT, COMMUNICATION
b Dependent Variable: BEHAVIORAL LOYALTY

Coefficients(a)

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error | Beta t Sig.
1 (Constant) 1.420 124 11.439 .000
TRUST 025 .080 025 313 755
COMITTMENT | .068 072 .082 948 344
%?\IMMUN'CAT 219 082 243 2673 008
CONFLICT
HANDLING .185 066 219 2.812 .005
a Dependent Variable: BEHAVIORAL LOYALTY
Residuals Statistics(a)
Minimum Maximum | Mean Std. Deviation | N
Predicted Value 1.9167 3.5433 2.4209 33751 237
Residual -1.5502 1.6528 .0000 58610 237
Std. Predicted Value | -1.494 3.326 .000 1.000 237
Std. Residual -2.622 2.796 .000 991 237

a Dependent Variable: BEHAVIORAL LOYALTY
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