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ABSTRACT

Relationship marketing has emerged as one of the dominant drivers in business

strategy circles. There are various relationship strategies and techniques used by

marketer to increase marketing effectiveness. This study focuses on appraising the

extent of influences olthose relationship techniques in achieving required objective ol

banking services sector. This study is conducted in a comparative manner by taking

into consideration of state banks and non-state banks in Kahnunai division.

The central concem is measuring the influence of customer side factors on

relationship marketing success. To represent customerside, relational factors such as

trust and communication, and relationship bonds such as* financial bonds, social

bonds. and structural bonds, and core service provision such as perceived sewice

quality, and customer-satistbction were taken into consideratioh. The objective of this

study therefore is to find out the dillerences in consumers' perspective on the level of

influence and determine the most influencing factor on relationship marketing

success.

The conducted study has sl.rown the greater dilferences in influencing level of trust,

communication, and financial bonds in state banks rather than non-state banks. Witliin

those dimensions, when compared with non-state banks, the customers in state banks

have perceived a high degree of influence on trust than the other dimensions. On the

other hand. according to non-state banks, the customers have perceived a greater level

ofinfluences on perceived service quality, customer satisfaction, structural bonds. and

social bonds.

The survey resulls revealed that there is dilference in the level of influence of those

factors between state banks as well as non-slate banks. Moreover, there is higher

degree ofinfluence is incuned by perceived service quality in determining the success

of relationship marketing in the context of Banking sen'ice sectors in Kalmunai

division.
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