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 Customer loyalty is one of the components that banks today are significantly stressed. 

One factor that plays a role in the formation of loyalty is the banks' trademarks. So this 
study has determined the relationship between brand and customer loyalty of banks and 

financial institutions of Kohgiluyeh and Boyer-Ahmad (Case Study of the Keshavarzi 

Bank). This study was conducted by descriptive-survey method. The population of the 
study is the customers of Keshavarzi Bank in Kohgiluyeh and Boyer-Ahmad. The 

purpose of this study was to determine the relationship between brand and customer 

loyalty of Banks (Case Study of the Keshavarzi Bank) of Kohgiluyeh and Boyer-
Ahmad Province in 1393. And the 25-question questionnaires were distributed among 

customers of Keshavarzi banks Kohgiluyeh and Boyer-Ahmad who were 300 people. 

the reliability of questionnaire was calculated /8 by Cronbach's alpha. The collected 
data were analyzed in descriptive statistics level by frequency, percentage, cumulative 

frequency percentage and mean and in inferential statistics level due to the type of the 

variables, by one sample t-test, two independent samples t-test and spss software. The 
findings showed that in the audience's perspective there is a significant relationship 

between the factors such as brand and motivate customers, cover the needs and 
demands of customers, added value, satisfaction, and respect (behavior of employees). 
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INTRODUCTION 

 

 One of the most important decisions is making decision about selecting a Trade name (brand) for the bank. 

If the brand is selected with the exact observance of psychology, the study of consumer behavior and with 

regard to accurate principles of marketing, guarantee the success of a bank to a large extent. Brands are among 

the most valuable assets of a bank which can increase the advantage. Brand is actually a summary of the 

activities of the Bank which leads to the company's relationship with the customer. In today's competitive world 

that the speed of entry of new competitors into the market and offer different services is very high, due to the 

high cost of finding new customers, retain existing customers is very important. So having a deeper relationship 

with our customers is very important that we can achieve this goal by use of our brand credibility. Trade names 

can take personality traits similar to human and what is certain is that all the brands have personality. Suitable 

brand personality can encourage people to make a deep relationship with the brand. Banks in recent years faced 

with many challenges and the most important challenge is expanding the scope of the competition between them 

and increasing the level of knowledge of the customer. This intense competition has created among Iranian 

banks due to the increased number of private banks and converting some state banks to private, but it seems that 

banks have developed scheduled approach to identify and understand their customers and meet their needs better 

and prevent the tendency of customers to other banks. Also the low cost of changing bank for Iranian customers 

and joining the rival banks is because of lack of loyal-making programs of banks to create lasting values for 

customers. In fact the banks by providing the loyal-making factors of customers, increases the cost of changing 

bank for customers. One of the factors affecting customer loyalty is brand reliability of banks. In fact, when 
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customers do not have the possibility to compare the services of various banks, usually use what they have like 

image or brand of bank to decide. Hence, the concrete properties of the bank with its intangible characteristics 

should be considered in studies. The reliability of the brand is created by years of activity and communication 

with customers and meet and act on what they promised to clients and also providing goods and services of 

superior quality or least desirable for clients that is the result of the ability and expertise of the company. This 

reliability during the time establishes and solidifies just through duplicate Interrelationships of customer-Bank. 

If the trust on bank lost, the brand also will be lost quickly. Brand identity creates value as the capital of the 

organization and its products, thus promoting the brand in many cases becomes the strategy of the organization. 

The brand is image of the products in the market. People who deal with the brand, following the quality or 

specific characteristics that make it particular or unique [1] 

 Branding is a very sensitive issue and the opportunity to build customer loyalty is not easy and perceptions 

of a brand can be destroyed easily in others. Necessity and place of the customer's perspective in branding is so 

important that the broader psychological issues are raised. For example, one of the most effective psychological 

methods in identifying the customer's perspective is to ask them to create a combination of pictures and words to 

express their ideas about a particular brand. The purpose of expressing the perceptions and ideas of the people 

about intended brand without the use of borrowed words is from the perspective of anthropology or 

psychoanalytic and this reflects the importance of perceptions and views of customers who we want to 

understand them. Here only reminds are important that the brand creates in their minds [2]  

 

Literature: 

 Esmaeelpour [3] if a company considers a brand only as a name, does not understanding a deep application 

that brand can have in marketing. The results show that brand image impact on consumers' perceptions of the 

quality of products and services, and the Company Reputation impact on the customer's perception and his 

loyalty.  

 Alireza Amini and Zahra Amini [4] In a study entitled "examine the role of trade marks (brands) in the 

formation of customer loyalty in financial services marketing from the perspective of small businesses, case 

study of Melli Bank of Iran" by using descriptive-survey researches that during the process of its implementing 

sought to describe the relationships between known factors associated with trademarks and customer loyalty in 

financial services marketing from the perspective of small businesses and with the goal of investigating the 

association of six-fold factors of satisfaction, value, resistance to change, feelings, trust and value of especial 

small businesses of trademarks was founded with customer loyalty. And concluded that all variables related to 

trademarks with intensity and weakness impact on customer loyalty in financial services marketing. 

 Zainab Esmaeeli [5] In a study entitled "evaluation of the role of researches in branding of banks" which 

was done by descriptive analytical method, concluded that factors such as motivation, employees behavior, 

advertising, and special value of the brand can have a significant impact on the satisfaction and loyalty of 

customer. In another study by Hamid Reza Saeed Nia and Zahra Sohani [6] entitled examine the effect of 

advertising based on the social responsibility on the company's reputation and brand equity of company (case of 

study: Saderat Bank of Iran) that Descriptive survey method used in this study and concluded that satisfaction, 

reputation and equity of company increase the customers and their loyalty to the bank. 

 Belghis Bavarsad, Hesamedin Tavan Bakhsh and Behzad Aliabadi [7]in a study entitled examine the effect 

of brand equity on continuing and promoting customers relationship in the banking industry and by the 

descriptive method concluded that customers willing to accept banking services influenced by the brand equity 

to a large extent. 

 Dr. Kambiz Heidarzade, Dr. Farhad Ghaffari and Sepideh Farzaneh [8]in a study entitled examine the effect 

of Brand reputation on customer loyalty in banking industry of Iran in 1390 that analysis of data was performed 

by the statistical descriptive and inferential discussion, the relationship between brand reputation and customer 

satisfaction and loyalty of Bank is direct. 

 Shafie [9] in his article entitled "The Brand Battle, analysis of the cognitive concept of schools of Brand 

and philosophical theme of each one" as a lecturer and consultant in Branding and brand management examined 

the types of scientific schools in the field of brand management and by reviewing these schools is referred to the 

process of their formation, the evolution of branding and finally connect it to the marketing concept. 

 Mirwaisi [10] in a study entitled "Services quality and customer loyalty through brand in the Maskan bank 

of Ahvaz" concluded that there is a significant difference between the services of a privileged bank and 

SERQUAL by using customer perception of existing and experienced services in the Maskan bank. 

 The results of Kojoori et al [11] shows that perceived quality, brand loyalty and associative do not impact 

on brand equity of insurance companies directly. 

 Shafie [12] in a study entitled "brand identity and integrated marketing communications and researcher 

brand" has explained the challenges in this field and by assessing a various statistical community has 

emphasized on the need for communication between the marketing and brand. Babakus et al [13] have known 

some factors effective in classifying the effective variables on loyalty and selection of customer in the banking 
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industry such as brand equity, deposit interest rates, service development, customer satisfaction, service quality 

and costs of changes. Also Bloemer et al [14] demonstrated that customer satisfaction is one of the key factors 

affecting Customer loyalty in banking. To create loyalty in bank's customers, the best approach is to create 

adaptation in relationships of customer and organization and create satisfaction and loyalty in customer through 

the establishment of what he deemed to be the value. In the relationship between buyer and seller, matching is 

the "explicit and implicit obligations of the parties of the transaction to continue the transaction". In the model 

proposed by Bloemer et al, in addition to satisfaction other factors such as quality and the company's image 

have been effective in creating customer loyalty of bank. Andreassen & Lindestad [15] Hallowell [16] and 

Berry, As can be seen, scholars have proposed different structures of loyalty and have pointed to some of the 

prerequisites of loyalty. Although there is no consensus on the Intensity of impact of these factors on loyalty, 

but more or less consensus exists on their impact on loyalty. In most models have been proposed, especially in 

the field of services, customer satisfaction is one of the prerequisites of loyalty that most researchers have 

referred to it. Heskett et al. [17] also expressly stated that loyalty is a direct result of customer satisfaction. 

Some researchers even extreme and believe that a satisfied customer naturally becomes a loyal customer. 

 Mr. Steven Taylor et al [18] in an article entitled "The importance of brand equity in customer loyalty" 

according to Baldinger and Robinson have provideed a model for customer loyalty influenced by trademarks 

that in this model the customer loyalty is considered as a function of behavioral and attitudinal loyalty. They 

know satisfaction, value, resistance to change, feeling, trust and brand equity among the factors related to 

trademarks that have influenced the formation of loyalty of customers in industrial markets. 

 Baek and King [19] in a study concluded that the validity of brand have a strong impact on purchase 

intention through increasing the perceived quality, perceived value, cost of saving information and by increasing 

the perceived risk throughout categories of service. 

 Boniker Hoff and Dressler (1385) in a study entitled "Identifying and ranking the most important factors 

affecting brand loyalty in enterprise by using Multi Criteria Decision Making method" concluded that 3 groups 

of physical-environmental factors, trust and competence of staff has a significant relationship with the customer 

brand loyalty. There is a significant difference between ranking the 3 selected methods, but in the group 

investigation separately, there is no significant difference between ranking effective factors with different 

methods. 

 

Research conceptual model: 

 After reviewing the Theoretical Foundations and explaining the reasons for customer loyalty to the brand, 

in this context, customer motivation, eliminating needs and demands of customers, customer added value, 

customer satisfaction and respect and behavior of bank employees were considered. Accordingly, the research 

conceptual model is designed as figure (3.1). 

 

 
 

Fig. (3-1): conceptual model. 

 

Research hypotheses: 
Table 1: The research hypotheses. 

Hypothesis Title 

1 There is a relationship between brand and creating motivation of customers of Keshavarzi bank. 

2 There is a relationship between brand and cover the needs and demands of customers of Keshavarzi bank. 

3 There is a relationship between brand and creating added value for customers of Keshavarzi bank. 

4 There is a relationship between brand and satisfaction (making joyful) of customers of Keshavarzi bank. 

5 There is a relationship between brand and respect (behavior of employees). 
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Research Methodology: 

 Given that the present study is descriptive the information collects through questionnaires. The researcher 

collects the data needed through the designed questionnaire, and after several stages of refinement and 

modification of data, the data analysis performed by SPSS software.  

 The population in this study is 400 of the customers of Keshavarzi Bank in Yasouj. Considering the 

characteristics of this study, the simple random sampling method was used. The sample size required in this 

study is 300 people, which selects among customers who have at least 1 year experience of activity in this bank. 

The 25-questions questionnaire distributed among 300 people randomly. 

 

The research findings: 

Results of descriptive statistics: 

 In this section a summary of the demographic variables of samples such as gender, education and age are 

shown in  

 
Table 2: Then the hypotheses are tested in terms of presented conceptual model. 

Demographic characteristics  Frequency Percentage 

Gender Male 232 77/3 

Female 69 22/7 

Total 300 100 

Education Diploma 57 19/1 

Advanced Diploma 55 18/3 

Bachelor 139 46/3 

Master 46 15/3 

Ph.D 3 1 

Total 300 100 

Account history More than 10 years 139 46/3 

5-10 years 161 53/7 

Total 300 100 

 

 Investigating the gender showed that 77/3 percent of the respondents were male and 22.7 percent were 

female. Investigating the education level of the respondents indicated that 19/1 percent of respondents were 

diploma, 18.3 percent were advanced diploma, 46/3 percent have a bachelor's degree, 15/3 percent have a 

master's degree and 1% have Ph.D. degree. In reviewing the history of the bank account, 53/7 percent have 

between 5 to 10 years and 46/3 percent have more than 10 years of history. 

 

The research results: 

 To determine the extent of impact of variables on the dependent variable in descriptive statistics level the 

frequency, percentage, cumulative frequency percentage and mean and in inferential level due to the type of the 

variables under investigation, the one sample t-test, two independent samples t-test and ANOVA are used. 

 

The first hypothesis: 

 There is a relationship between brand and creating motivation of customers of Keshavarzi bank. 

 Assumptions of the test are as follows. 

H.: Motivation has no significant effect on loyalty of customers of Keshavarzi bank. 

H1: Motivation has a significant effect on loyalty of customers of Keshavarzi bank. 

 
Table 3: Spss output of t-test (relationship between brand and creating motivation of customers) 

Variables Assumed 
average 

Obtained 
average 

T score Degree of 
freedom 

Significance level The confirmed 
assumption 

The relationship 

between brand and 

creating motivation of 
customers of 

Keshavarzi bank 

3 4/28 52/69 287 000 The H0 hypothesis 

rejected and H1 

hypothesis 
accepted 

 

 Due to the output of table (3) of spss, the significant level for t-test is less than or equal to /05 and we 

concluded that the null hypothesis is rejected and there is a significant relationship between brand and creating 

motivation of customers of Keshavarzi bank. The obtained average value is 4.28 that due to the significant level, 

has a significant difference with the assumed mean i.e. 3. So According to respondents the brand has a 

significant relationship with creating motivation of customers of Keshavarzi bank. Table (3) confirms this 

relationship. Therefore, information such as a trademark, banking operations, organization and banking services 

have a relationship with creating motivation of customers of bank to their loyalty. 
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The second hypothesis: 

 There is a relationship between brand and cover the needs and demands of customers of Keshavarzi bank. 

 

Assumptions of the test are as follows: 

H.: There is no significant relationship between brand and cover the needs and demands of customers of 

Keshavarzi bank. 

H1: There is a significant relationship between brand and cover the needs and demands of customers of 

Keshavarzi bank. 

 Spss output is as follows. 

 
Table 4: Spss output of t-test (Cover the needs and demands of customers) 

Variables Assumed 

average 

Obtained 

average 

T score Degree of 

freedom 

Significance 

level 

The confirmed 

assumption 

The relationship between brand and 
cover the needs and demands of 

customers of Keshavarzi bank 

3 4/38 66/28 292 000 The H0 hypothesis 
rejected and H1 

hypothesis accepted 

 

 Due to the output of table (4) of spss, the significant level for this test is less than or equal to /05 and we 

concluded that the null hypothesis is rejected and there is a significant relationship between brand and cover the 

needs and demands of customers of bank. These significant results show that the needs and demands of 

customers are important for bank. 

 

The third hypothesis: 

 There is a relationship between brand and added value for customers of Keshavarzi bank. 

 Assumptions of the test are as follows. 

H.: There is no significant relationship between brand and added value for customers of Keshavarzi bank.  

H1: There is a significant relationship between brand and added value for customers of Keshavarzi bank. 

 
Table 5: Spss output of t-test (added value for customers) 

Variables Assumed 

average 

Obtained 

average 

T score Degree of 

freedom 

Significance 

level 

The confirmed assumption 

The relationship between brand 

and added value for customers of 
Keshavarzi bank 

3 4/27 43/05 284 000 The H0 hypothesis rejected 

and H1 hypothesis accepted 

 

 In this hypothesis the sig value for t-test is less than or equal to /05 and we concluded that the null 

hypothesis is rejected and there is a significant relationship between brand and added value for customers. The 

obtained mean value is 4/27 that due to the significant level has a significant difference from moderate; This 

difference reflects the relationship between brand and the added value for customers on customer loyalty. So the 

services provided by this bank have added value for customers and is valid. 

 

The fourth hypothesis: 

 There is a relationship between brand and satisfaction of customers of Keshavarzi bank.  

 Assumptions of the test are as follows. 

H.: There is no significant relationship between brand and satisfaction of customers of Keshavarzi bank. 

H1: There is a significant relationship between brand and satisfaction of customers of Keshavarzi bank. 

 
Table 6: Spss output of t-test (customer satisfaction) 

Variables Assumed 
average 

Obtained 
average 

T score Degree of 
freedom 

Significance 
level 

The confirmed 
assumption 

The relationship between brand 

and satisfaction of customers of 
Keshavarzi bank 

3 4/29 61/68 299 000 The H0 hypothesis 

rejected and H1 
hypothesis accepted 

 

 In this hypothesis the sig value for t-test is zero and less than or equal to /05 and we concluded that the null 

hypothesis is rejected and there is a significant relationship between brand and customer satisfaction. The 

obtained mean value is 4/29 that due to the significant level has a significant difference from moderate; This 

difference reflects the relationship between brand and customer satisfaction. According to this hypothesis and 

the results it can be concluded that customers are satisfied with this bank to other banks and are more interested 

towards it. 

 

The fifth hypothesis: 

 There is a relationship between brand and respect (behavior of employees) of Keshavarzi bank. 
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 Assumptions of the test are as follows. 

H .: There is no significant relationship between brand and respect (behavior of employees) of Keshavarzi bank. 

H1: There is a significant relationship between brand and respect (behavior of employees) of Keshavarzi bank. 

 
Table 7: Spss output of t-test (respect (behavior of employees) of the Bank) 

Variables Assumed 

average 

Obtained 

average 

T score Degree of 

freedom 

Significance 

level 

The confirmed 

assumption 

The relationship between brand 
and respect (behavior of 

employees) of Keshavarzi bank 

3 4/08 31/59 294 0 The H0 hypothesis 
rejected and H1 

hypothesis accepted 

 

 In this test the sig value for the test is less than or equal to /05 and we concluded that the null hypothesis is 

rejected and There is a significant relationship between the brand and respect (behavior of employees) for bank 

customers. The obtained mean value is 4/08 that due to the significant level has a significant difference from 

moderate; this difference reflects the relationship between the brand and the respect (behavior of employees) for 

clients. According to this hypothesis, and the results it can be concluded that proper encounter of employees 

cause to permanent link of customers, bank employees understand and implement the relationship with 

customers. 

 

Discussion and Conclusion: 

 To test the first hypothesis, the t test was used. Due to the output of table (3) of spss, the significant level 

for t-test is less than or equal to /05 and we concluded that the null hypothesis is rejected and there is a 

significant relationship between brand and creating motivation of customers of Keshavarzi bank. The obtained 

average value is 4.28 that due to the significant level, has a significant difference with the assumed mean i.e. 3. 

So According to respondents the brand has a significant relationship with creating motivation of customers of 

Keshavarzi bank.  In researches by Belghis Bavarsad, Hesamedin Tavan Bakhsh and Behzad Aliabadi 

[7]concluded that Motivational factors can affect the loyalty that these factors can be included advertising or 

provide various services for customers and the results of these studies are consistent with the present study. To 

test the second hypothesis t-test was used. Due to the output of table (4) of spss, the significant level for this test 

is less than or equal to /05 and we concluded that the null hypothesis is rejected and there is a significant 

relationship between brand and cover the needs and demands of customers of bank. In research by Zohreh 

Dehdashti Shahrokh and Mohammad Taghi Taqavi Fard and Nasrin Rostami concluded that if customers 

believe that the company is committed to its obligations in the field of service quality and doing its 

commitments good, will contribute directly to customer loyalty. And the results of these studies are consistent 

with the present study. 

 To test the third hypothesis t-test was used. Due to the output of table (5) of spss, the significant level for t-

test is less than or equal to /05 and we concluded that the null hypothesis is rejected and there is a significant 

relationship between brand and added value for customers. The obtained mean value is 4/27 that due to the 

significant level has a significant difference from moderate; This difference reflects the relationship between 

brand and the added value for customers on customer loyalty. So the services provided by this bank have added 

value for customers and is valid. In researches by  concluded that loyalty and profitability increase in long-term 

and whatsoever the brand be profitable, the loyalty to the brand will be more. Increased cumulative satisfaction 

that shows the evaluation of the total experiences of consumption during the time, raises the level of customer 

retention and similarly the profits also increases. In this study also the direct relationship of brand associations 

on the added value of the brand was observed significant. And the results of these studies are consistent with the 

present study. To test the fourth hypothesis t-test was used. Due to the output of table (6) of spss, the significant 

level for t-test is zero and less than or equal to /05 and we concluded that the null hypothesis is rejected and 

there is a significant relationship between brand and customer satisfaction. The obtained mean value is 4/29 that 

due to the significant level has a significant difference from moderate; This difference reflects the relationship 

between brand and customer satisfaction. In research by Zohreh Dehdashti Shahrokh and Mohammad Taghi 

Taqavi Fard and Nasrin Rostami [7] concluded that customer satisfaction from the bank is directly related with 

customer loyalty. Hence whatsoever the satisfaction of the customer (consumer) be stronger, the loyalty 

(affective commitment) with the bank (service provider) becomes stronger and more intense. And the results of 

these studies are consistent with the present study. 

 To test the fifth hypothesis t-test was used. Due to the output of table (7) of spss, the significant level for the 

test is less than or equal to /05 and we concluded that the null hypothesis is rejected and There is a significant 

relationship between the brand and respect (behavior of employees) for bank customers. The obtained mean 

value is 4/08 that due to the significant level has a significant difference from moderate; this difference reflects 

the relationship between the brand and the respect (behavior of employees) for clients. In researches by Zainab 

Esmaeeli [5] (entitled evaluating the role of studies in branding of the banks) and Mohammed Taleghani and 
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Foruzesh Falah Hassan Pour concluded that proper encounter of employees can be effective in attracting 

customers and their loyalty. And the results of these studies are consistent with the present study. 

 
Table 8: Summary of the results. 

Hypothesis Hypothesis title Tools of test Conclusion 

1 There is a relationship between brand and creating 

motivation of customers of Keshavarzi bank. 

Steve dent's one sample t 

test 

Confirmed 

2 There is a relationship between brand and cover the needs 
and demands of customers of Keshavarzi bank. 

Steve dent's one sample t 
test 

Confirmed 

3 There is a relationship between brand and creating added 

value for customers of Keshavarzi bank. 

Steve dent's one sample t 

test 

Confirmed 

4 There is a relationship between brand and satisfaction 
(making joyful) of customers of Keshavarzi bank. 

Steve dent's one sample t 
test 

Confirmed 

5 There is a relationship between brand and respect (behavior 

of employees). 

Steve dent's one sample t 

test 

Confirmed 
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