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Abstract 

The major aim of this study is to analyze the effect of relationship marketing factors on customer retention through 
relationship quality in the Jordanian’s pharmaceutical business sector. This study adopted the customers' view; the 
retail pharmacists who are dealing directly with the pharmaceutical companies' suppliers. The theoretical 
framework of this study has been tested using data gathered from the questionnaires directed to a total sample of 
500 retail pharmacies located in Amman and Zarqa. The statistical results indicated that communication 
significantly and negatively affects relationship quality. While seller expertise, which is the most influential factor 
within relationship marketing factors that affects relationship quality, has a significant and positive effect on 
relationship quality. The results of the comparison level of alternatives showed that it has a positive and significant 
effect on trust, no effect on satisfaction and positive but insignificant effect on commitment, while the dependence 
on seller indicated a positive but insignificant effect on commitment and satisfaction, while it has a significant and 
positive effect on trust. Regarding the results of cooperation, it affects trust and commitment significantly and 
negatively while it has insignificant and negative effect on satisfaction. The results of the effect of relationship 
quality on customer retention, showed a significant and positive effect of satisfaction and commitment on 
customer retention, while trust has insignificant effect on customer retention. Accordingly, research marketing 
implications, recommendations, and advices for upcoming research are also discussed. 

Keywords: relationship marketing, relationship quality, customer retention, pharmaceutical sector, Jordan 

1. Introduction 

Retaining customers is an important goal for many business firms in today’s extremely competitive market 
environment, as many competing business firms are spending massive time and money on developing long-term, 
cooperative relationships with their targeted segments; to facilitate achieving a superior performance in the market 
place. The progression of relationship marketing concepts has been one of the most essential cornerstones for 
Business-to-Business (B2B) marketing activities, to ensure sustainable business growth. The importance of 
relationship marketing has aroused from focusing on the customer lifetime value (CLV), and not the value of only 
a single transaction. As many marketing researchers considered relationship marketing as the most prominent and 
flourishing business ever (Juscius & Grigaite, 2010). In general, the concept of relationship marketing concerns 
about finding, developing and maintaining customer relationships through establishing long-term successful 
relationships. Therefore, to increase mutual value and reducing costs; it requires to engage more in supportive and 
collaborative programs and activities with customers (Sheth and Parvatiyar, 2000). According to Lin and Wu 
(2011) the main concern in relationship marketing was the impact of relationship quality on customer’s retention; 
they found a significant impact of customer’s satisfaction, trust and commitment on retaining customers and 
increasing the opportunity of more product usage in the future.  

In addition to relationship marketing, relationship quality (RQ) has been mentioned by many authors and 
researcher as an important central construct of relationship marketing as it can improve or destroy the relationship 
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between buyers and sellers. For example, (Smith, 1998, p. 78) defined RQ as a general evaluation of the 
relationship strength, and the degree to which it meet up the expectations and needs of both buyers and sellers 
depending on history and certain successful or unsuccessful events. However, one of the most vital business 
sectors in Jordan that are growing at a healthy pace; is the local and multinational pharmaceutical companies, and 
there is a fierce competition between these pharmaceutical companies’ distributors and wholesalers (suppliers), in 
marketing and selling their products to their customers which are the retail pharmacies.  Therefore, the main 
challenge is how to market their products and prevent their customers (the retail pharmacies) from switching to 
another distributer or wholesaler (supplier). Thus, pharmaceutical marketing managers are in need for new trends 
in their marketing activities to be applied by their wholesalers and distributors, to differentiate themselves from 
other competitors who offer similar products. 

2. Conceptual Framework and Hypothesis Development 

2.1 Customer Retention 

Maintaining customers has become a key purpose for many organizations; customer retention can generate win -
win situation for both the firms and the customers, throughout offering economic, social and psychological 
transactions for customers (Gwinner et al., 1998). Accordingly, the formulation and execution of relationship 
marketing as strategy to retain customers can provide firms with strong and long term competitive advantage 
(Roberts et al., 2003). The most important aspect of relationship marketing studies has been the new central role 
given to the concept of customer retention (Diller, 2000). Relationship marketing can be defined as “the 
maintenance of the most profitable customers throughout continuing mutual and partnering actions….” (Sheth, 
1996, p. 2). On the other hand, the strong emphasis on customer retention; is due to the increased competition 
between local, international and global markets and assuming that customers’ retention will definitely achieve 
cost efficiency (Reichheld & Sasser, 1990). Hence, strengthening long-term bonds between customers and 
suppliers might be affected throughout different variables like trust, commitment, dependence, and cooperation 
via information exchange (Johnson et al., 1999, p. 12). Finally, firms’ progress and growth will heavily depends 
on firms’ capability to identify different types of customers and treat each one of them as separate market and 
precious asset (Pfeifer et al., 2005, p. 11). According to Reichheld and Sasser, (1990) increasing customers 
retention by 5 percent will boost profits by 75 percent, and they called it as net present value. 

2.2 Relationship Marketing 

In the past two decades, marketers have shifted their thinking about transactional marketing; as many researchers 
have indicated a shift from transaction to relationship marketing (Dash et al., 2009). In addition to many 
researches that have changed their focus from attracting short-term customers; to build long-lasting close 
customer relationships as (Berry, 1995; Berry & Parasuraman, 1991; Gronroos, 1994). The concept of 
relationship marketing reflects deep philosophical culture, which presents the relationship between buyers and 
sellers as strategic vision (Sin et al. 2005, p.l86). Consequently, relationship marketing can be defined as the 
overall marketing activities aimed at building, enhancing and retaining successful relational exchanges with all 
stakeholders (Morgan and Hunt, 1994). According to Gummesson (1999) marketing can be described as 
expandable networks relationships and company-customers based interactions. The factors of relationship 
marketing were varying between researchers according to the context of the relationship i.e. business-to-business 
or business-to-customer. Hence, the following factors will be addressed in this research based on the context of 
B2B marketing. 

2.2.1 Communication 

Several studies have mentioned that the exchange of information between buyers and sellers is an important 
element of relationship marketing. Communication includes the accuracy, timeliness, adequacy, and credibility 
of information exchanged (MacNeil, 1980). As a result, superior communications through the supplier 
organization might create trust among exchange partners. Hence, communication should be considered in terms 
of frequency, quality, and timely and reliable information exchange. Communication is considered as a 
significant factor in developing trust in the buyer-seller relationships. Efficient communications may improve 
synchronization, satisfaction, levels of commitment and performance between channel members (Goodman & 
Dion, 2001). 

2.2.2 Seller Expertise 

Seller expertise can reflect the skills and competencies of the service provider as mentioned by (Crosby et al., 
1990). Thus, seller expertise is able to assist in reducing customers’ potential risks, suspicions and the 
consequential mind-set of susceptibility that they are probably can experience at some points in the purchasing 
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process (Andaleeb & Anwar, 1996). Professional knowledge, skills and expertise of seller could be the most 
significant basis for customers’ to choose between sellers. Trust and satisfaction of customers towards specific 
service provider can be increased if the expertise is actually established following consumption (Smith, 1998). 

2.2.3 The Comparison Level of the Alternatives 

The comparison level of alternatives was defined by Anderson & Narus (1990) as the outcome quality available 
from the best on hand relationship partner. They found that outcome quality can be resulted from comparing 
alternatives with each others to determine the dependence degree on each partner. In view of that, low alternative 
pleasant appearance might lead to customer’s retention (Tahtinen & Vaaland, 2006). Customers’ intention to re-
support certain suppliers will hinge on substitutability of the current one (Lee & Cunningham, 2001). As a result, 
if service providers offer customers with similar quality; then the recognition of high obstacles to way out is 
emphasized (Colgate & Norris, 2001). A study by Mummulaneni & Wilson (1991) has confirmed that the 
comparison level of the alternatives had negative effect on buyers’ commitment to the relationship. 

2.2.4 Cooperation 

According to Anderson & Narus (1990) cooperation can be defined as alike or complementary coordinated 
procedures carried out by firms through mutually dependent relationships to accomplish shared outcomes with 
expected partners over time. Hence, the presence of commitment and cooperation together; can be resulted in 
helpful actions that allow the partners to receive the relationship benefits. Earlier research on marketing channel 
has proposed strong relationship between customers’ satisfaction and cooperation (Anderson & Narus 1990; 
Skinner et al., 1992). The mutual collaboration, joint effort and team spirit, is considered the soul of cooperation 
concept (Frazier, 1983). In addition, the presence of supportive and cooperative setting between buyers and 
sellers showed constructive influence on satisfaction, throughout cutting down the unenthusiastic feelings and 
highlighting encouraging outcomes (Dwyer, 1980; Michie & Silbey, 1985). 

2.2.5 Dependence on Seller 

The control of the buyer or seller is linked with the interdependence degree on each other in their relationship 
(Ganesan, 1994). Previous studies on dependence were largely paying attention of the relationships between 
buyers and sellers in the marketing channel, or between a producer and intermediary (Ganesan, 1994). 
Accordingly, buyer’s dependence can be defined as the degree to which that buyer needs a particular supplier to 
attain specific goals (Frazier, 1983; Kumar et al., 1995). If the needed product is not available somewhere else, 
and if a specific goal can only be recognized from a particular relationship; then dependence will be higher 
(Andaleeb, 1996). In such cases, there are no options for the firms except to maintain their relationship with the 
current supplier (Frazier, 1983). Since the needed outcomes are extremely appreciated, and the significance of 
the exchange give the impression of being high; then customer dependence on specific supplier will be also high. 

2.3 Relationship Quality 

Relationship quality focuses on the overall nature of the relationship between the consumer and the firm, and 
views satisfying consumers’ needs as central to relationship success (Hennig-Thurau et al., 2002). Relationship 
quality defined by Roberts et al., (2003, p.191) as "a measure of the extent to which consumers want to maintain 
relationships with their service providers". From customers' perspective, relationship quality can be attained 
throughout sellers’ capability to decrease the overall risks perceived by the customers, and offer elevated-
relationship quality. From sellers' perspective, the advantages of relationship quality stem from; decrease 
marketing costs and enhance profitability, since committed and satisfied customers typically would pay more 
and they are less sensitive for price fluctuations. Moreover, committed customers will have no attitudes to switch 
to other suppliers (Reichheld & Sasser, 1990). In this study, the researchers adopted the comprehensive approach 
presented by (Hennig-Thurau et al., 2002) and (Roberts et al., 2003) for relationship quality, regarding 
relationship quality as a meta-construct composed of three interrelated constructs (satisfaction, trust, and 
commitment). 

2.3.1 Trust 

Buyer confidence in firms competencies consider as good indicator of the healthy relationships between each 
party, since uncertainty and risks will be disappeared (Sharma & Patterson, 1999). A reliable relationship is of a 
vital for both buyer and seller; because it can keep the current bond rather than start looking for new one in 
which uncertainty will clearly appear (Ramsey & Sohi, 1997; Lagace et al., 1991). Moreover, trust is a key for 
improving coordination between buyers and sellers, for the reason that it builds confidence to reach joint goals 
between them (Morgan & Hunt, 1994). Hence, a trustworthy relationship resolves disagreements, decrease 
frustration and put off aggressive attitudes and behaviors, thus lowering conflict from coming out (Anderson 
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&Narus, 1990).  The crucial implication and meaning of trust is varying from product-based trust and person-
based trust. Thus, partner’s capability to grant optimistic outcomes for each other’s will draw the commitment 
levels for the relationship (Rackham & De Vincentis, 1999). Accordingly, we can hypothesize that: 

H01: There is no significant effect of relationship marketing variables (communication, expertise of the seller, 
comparison level of alternatives, cooperation, and the dependence on the seller) on trust. 

2.3.2 Commitment 

According to the "Investment Model" suggested by Rusbult (1983) commitment was defined as the propensity to 
continue a relationship and to be expressively and psychologically attracted to it. Based on that, commitment 
includes two dimensions: (1) psychological attachment and (2) behavioral intentions. The behavioral dimension 
is noticeable in the Investment Model like the stay/leave decision. The meaning of the commitment construct has 
been widely acknowledged in the relationship marketing literatures. For instance, in a service marketing context, 
(Berry & Parasuraman, 1991, p. 139) state that “relationships are built on the foundation of mutual 
commitment.” Committed relationship partners are unlikely to switch even if a competing supplier performs the 
same value offer. Accordingly, we can hypothesize that: 

H02: There is no significant effect of relationship marketing variables (communication, expertise of the seller, 
comparison level of alternatives, cooperation, and the dependence on the seller) on commitment. 

2.3.3 Satisfaction 

The concept of customer satisfaction for many decades was found as a central topic; especially in the field of 
consumer behavior studies. Customer satisfaction has been defined in the context of a relationship marketing as 
"customers' cognitive and affective evaluation based on their personal experience across all service episodes 
within the relationship” (Davis-Sramek et al., 2009). Although the clear absence of a practical link between 
satisfaction and behavioral loyalty; numerous studies showed that satisfaction impact customer retention (Bolton 
1998; Bolton, Kannan, & Bramlett 2000). The fundamental motive is that; customers’ aspire to make the most of 
their utility they could acquire from a particular firm or supplier (Oliver &Winer 1987); depending on the 
customer’s satisfaction level more satisfied customers are more likely to remain customers. The key to 
organizational survival and prosperity is the retention of satisfied customers (Fecikova, 2004). Accordingly, we 
can hypothesize that: 

H03: There is no significant effect of relationship marketing variables (communication, expertise of the seller, 
comparison level of alternatives, cooperation, and the dependence on the seller) on satisfaction. 

Although there are some inconsistencies in the literatures on how relationship quality variables affect customer 
retention, the general agreement exhibits on the importance of them in predicting customer’s behavioral 
intention. In this study, the mediation effect of relationship quality between the independent and dependent 
variables will be examined. Accordingly, we can hypothesize that: 

H04: There is no significant effect of relationship quality constructs (trust, commitment, and satisfaction) as a 
mediating variable on customer retention. 

3. Research Model  

Based on a thorough analysis of the literature review, the researchers proposed this model, which includes three 
interrelated parts that are: relationship marketing factors, relationship quality constructs, and customer retention.  
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Figure 1. The research model 

 

4. Research Methodology  

4.1 Research Population and Sample 

The study population is defined as all retail pharmacies located in Amman and Zarqa as representing provinces 
dealing with pharmaceutical companies wholesalers and distributers (suppliers). According to recent statistics 
revealed by Jordanian Pharmaceutical Association 2014, there are (1223) retail pharmacies located in Amman and 
(318) retail pharmacies located in Zarqa. Accordingly, the overall sample represents 500 authorized pharmacists 
working at retail pharmacies distributed among Amman and Zarqa, therefore a convenience sample was chosen 
from greater Amman area and Zarqa, which are considered as a cluster sample due to its diversity. The sample size 
was determined as follows: 

 A convenience sample of 500 authorized pharmacists were set, then questionnaires were distributed to 
different pharmacies at Amman and Zarqa, the response rate were 92.6% which is equivalent to 463.  

 Amman area pharmacies represented 74% of the total sample (500 pharmacists), which is equivalent to 
370 pharmacy distributed at different regions in Amman. 

 Zarqa area pharmacies represented 26% of the total sample (500 pharmacists), which is equivalent to 130 
pharmacy distributed at different regions in Zarqa. 

 The valid number of questionnaires used was (352) from the returned questionnaires from Amman area 
representing 76% of the returned questionnaires, while the valid number of questionnaires returned from 
Zarqa area was (111) representing 24%. 

4.2 Questionnaire and Data Collection 

The research questionnaire has been designed and developed depending on thorough review of relationship 
marketing and relationship quality literatures. To achieve the research purposes, the measurements of the research 
variables were adapted from previous studies as demonstrated in table 1.  

The study questionnaire consists of the following key four parts: 

 Part one related to demographic characteristics of the respondents.  

 Part two related to measure relationship marketing factors (communication, seller expertise, comparison 
level of alternatives, cooperation and dependence) as independent variable.  

 Part three related to measure relationship quality constructs (trust, satisfaction and commitment).  

 Part four related to measure customer retention as dependent variable by using five-point Likert scale. 
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Table 1. Sources of measurement items  

Variable measurement Reference 

Relationship marketing factors  

Communication with supplier (Jena, Guin and  Dash, 2011) 

Seller Expertise (Qin ,Zhao and Xu Yi, 2009) 

Buyer’s Dependence on Supplier (Jena, Guin and  Dash, 2011) 

Comparison level of alternatives (Jena, Guin and  Dash, 2011) 

Cooperation (Jusˇcˇius and Grigaite,2011) 

Relationship quality constructs  

Trust (Jusˇcˇius and Grigaite, 2011) 

Commitment (Beatson, Lings and Gudergan, 2008) 

Satisfaction (Leonidou, Palihawadana and Theodosiou, 2006) 

Customer retention (Jena, Guin and  Dash, 2011) 

 

4.3 Research validity and reliability 

This study used two types of validity that are face and content validity. For the face validity, it was assessed 
through presenting the study instrument to ten academics in the marketing field from reputable universities in 
Jordan, as well as pharmacists from the Jordanian pharmaceutical sector. They were asked to verify the 
suitability of the questionnaire to achieve the research objectives, and whether its contents can be understood by 
the respondents as they are from different sector; providing evidence of face validity, whereas the content 
validity was assessed through examining and reviewing most of the previous empirical and theoretical literature 
in the field of relationship marketing, relationship quality and customer retention. Moreover, in order to test the 
instrument of this research; the researchers conducted a pilot study previous to starting the fieldwork. For the 
research reliability, it was assessed by examining the Cronbach’s Alpha Coefficient. Table 2 below shows that 
all variables were above the cutoff point which is 0.60; and ranged from 0.7119 to 0.9026. Thus, the internal 
consistency of the measures used in the research can be considered to be good.  

 

Table 2.Reliability coefficients (Cronbach’s Alpha) 

Variable Number of items Reliability coefficients 

Independent variables Communication 5 0.8760 

Expertise of seller 5 0.7717 

Dependence on seller 7 0.8035 

Comparison level of alternatives 6 0.7234 

Cooperation 5 0.7150 

Over all….. 28 0.8542 

Relationship quality Trust 5 0.7517 

Commitment 4 0.7119 

Satisfaction 3 0.7909 

Over all relationship quality 12 0.9026 

Dependent variable Customer retention 4 0.7649 
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5. Data Analysis and Findings 

5.1 Sample Characteristics 

 

Table 3.Distribution of the sample based on demographical variables 

Characteristics Frequency Percentage % 

Gender 
Male 158 34.1 

Female 305 65.9 

Age 

24-30 74 16.0 

31-37 126 27.2 

38-44 115 24.8 

45-51 74 16.0 

OVER 52 74 16.0 

Education level 

College Community 74 16.0 

BA 315 68.0 

MA 74 16.0 

Occupation 

Pharmacy Manager 116 25.1 

Responsible Pharmacist 310 67.0 

Owner Pharmacist 37 8.0 

Income 

400-699 199 43.0 

700-999 190 41.0 

More Than 1000 74 16.0 

Years of Experience 

Less than 5 84 18.1 

6-10 79 17.1 

11-15 115 24.8 

OVER than 15 185 40.0 

Average Hours 

Worked/Day 

Less than 8 352 76.0 

9-12 111 24.0 

Pharmacy Type 
Chain Pharmacy 42 9.1 

Independent Pharmacy 421 90.9 

Location 
Amman 352 76.0 

Zarqa 111 24.0 

 

Table 3 shows descriptive statistical analysis has been used to describe the sample demographic characteristics. 
The results showed that the highest percentage of the respondents were females representing (65.9%) of total 
sample while the males were only (34.1%), this result indicates that females are occupying this type of job more 
than males do. Regarding the highest percentage of the respondents’ age, the findings showed that (27.2%) 
representing the category of (31-37 years) followed by the category of (38-44 years) representing (24.8%) of the 
respondents. This result indicates that most of the respondents occupying the authorized pharmacist job; are from 
middle age categories which is logical as this age category has enough experience to be an authorized pharmacist. 
In addition that most of the young freshly graduated pharmacists prefers to occupy other type of job as to work as 
medical representatives at different pharmaceutical companies. The majority of the respondents’ education level 
was bachelor representing (68%) of the sample, this is a logical result as working in this position does not need a 
higher educational degree. Regarding the highest percentage of the respondents’ occupation was as responsible 
pharmacists representing (67%) of the sample followed by pharmacy managers representing (25.1%) of the sample. 
This result indicates that mostly the responsible pharmacist is authorized to deal with the pharmaceutical 
companies suppliers. The highest percentage of the respondents’ income was the category from (400-699JD), 
which represent (43%) of the sample, followed by the category (700-999JD) representing (41%) of the sample. A 
percentage of (40%) about the respondents years of experience was of those years of experience is over 15 years, 
then around (24.8%) of the respondents’ years of experience range from (11-15 years), while (18.1%) of the 
respondents’ years of experience were less than 5 years. Regarding the average hours worked per day (76%) of the 
respondent work less than eight hours per day. The results in the table showed that the highest percentage of retail 
pharmacies type was independent pharmacies representing (90.9%) of the sample, and only (9.1%) were of chain 
pharmacies type. This result is logical as the dominating type of pharmacies is the independent pharmacies while 
the chain pharmacies are few as it is a new trend in Jordan. The highest percentage of retail pharmacies was located 
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in Amman representing (76%) of the sample, while (24%) of the retail pharmacies were located in Zarqa. 

5.2 Hypothesis Testing 

With the purpose of testing the research hypotheses, multiple regression analyses model were run to examine the 
relationships between the research variables.  
H01: There is no significant effect of relationship marketing (communication, seller expertise, comparison level of 
alternatives, cooperation and the dependence on the seller) on trust. 

A multiple regression test has been used to determine the effect of the independent variable relationship marketing 
including (communication, seller expertise, comparison level of alternatives, cooperation and the dependence on 
the seller) on trust. The table (4) below shows the results: 

 

Table 4. Results of multiple regressions for H01 

Independent variable R R ² F Sig. Statistical Decision 

Relationship marketing .651 .424 67.288 .000 Reject H01 

Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 

Coefficients 
 

 

T 

 

 

Sig. 

Collinearity Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

(Constant) 2.399 .116  20.602 .000   

Communication -.082 .031 -.142 -2.661 .008 .443 2.257 

Expertise of seller .350 .031 .612 11.410 .000 .438 2.285 

Dependence on seller .063 .022 .106 2.874 .004 .925 1.081 

Comparison level of 

alternatives 
.158 .024 .265 6.591 .000 .779 1.284 

Cooperation -.055 .023 -.089 -2.332 .020 .856 1.169 

 

The findings of H01 indicated that the multicollinearity problem were not found, since the tolerance value of all 
variables were found more than 0.40 and the variance inflation factor (VIF) is less than ten (Hair et al., 1998). In 
addition, the model has met the required assumptions to make sure of the significance and validity of this test (Ooi 
et al., 2006). The results in the table indicate that relationship marketing factors (communication, seller expertise, 
comparison level of alternatives, cooperation and the dependence on the seller) have a statistical significant effect 
on trust. By using significance level of (α ≤ 0.05) the H01 is rejected and Ha1 is accepted as the obtained p- value 
which was (0.000) that is less than (0.05); indicating that relationship marketing factors has statistically significant 
effect on trust as one of RQ constructs. Furthermore, the value of (R²) was (0.424), representing that (42.4%) of the 
variance of the dependent variable (trust) can be noticeably interpreted through all independent variables. 
Therefore, there is an effect of the relationship marketing factors on trust. Accordingly, communication and 
cooperation significantly and negatively affects trust, as the communication β- value is (-.142) and the t- value is 
(-2.661), while cooperation β- value is (-.089) and the t- value is (-2.332). Seller Expertise significantly and 
positively affects trust, as its β-value is (0.612) and the t- value is (11.410). Dependence on seller significantly and 
positively affects trust, as its β-value is (0.106) and the t- value is (2.874). The comparison level of alternatives has 
a significant and positive effect on trust as its β- value is (0.265) and the t- value is (6.591). Seller Expertise is the 
most influential variable within relationship marketing variables that explains the variation in the dependent 
variable (trust), followed by the Comparison level of alternatives. 

H02: There is no significant effect of relationship marketing (communication, seller expertise, comparison level of 
alternatives, cooperation and the dependence on the seller) on commitment. 

A multiple regression test has been used to determine the effect of the independent variable relationship marketing 
including (communication, seller expertise, comparison level of alternatives, cooperation and the dependence on 
the seller) on commitment. The table 5 below shows the results: 
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Table 5. Results of multiple regression for H02 

Independent variable R R ² F Sig. Statistical Decision

Relationship marketing .512 0.263 32.556 .000 Reject H02 

Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 

Coefficients 
 

 

t 

 

 

Sig. 

Collinearity Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

(Constant) 3.314 .126  26.270 .000   

Communication -.142 .034 -.254 -4.216 .000 .443 2.257 

Expertise of seller .363 .033 .663 10.921 .000 .438 2.285 

Dependence on seller .043 .024 .077 1.836 .067 .925 1.081 

Comparison level of 

alternatives 
.037 .026 .065 1.421 .156 .779 1.284 

Cooperation -.100 .025 -.171 -3.940 .000 .856 1.169 

 

The findings of H02 indicated that the multicollinearity problem were not found, since the tolerance value of all 
variables were found more than 0.40 and the variance inflation factor (VIF) is less than ten (Hair et al., 1998). In 
addition, the model has met the required assumptions to make sure of the significance and validity of this test (Ooi 
et al., 2006). The results in table 5 indicate that relationship marketing variables (communication, expertise of the 
seller, cooperation) have a statistical significant effect on commitment. By using significance level of (α ≤ 0.05) 
the H02 is rejected and Ha2 is accepted, that is based on the p- value obtained which was (0.000) that is less than 
(0.05). This indicated that the overall model of relationship marketing factors have a statistically significant effect 
on commitment. Furthermore, the value of (R²) was (0.263), representing that (26.3%) of the variance of the 
dependent variable (commitment) can be explained by the three independent variables of relationship marketing 
(communication, expertise of the seller, cooperation). Thus, three independent variables of relationship marketing 
(communication, expertise of the seller, cooperation) have an effect on commitment. Accordingly, communication 
and cooperation negatively and significantly affects commitment, as the communication β-value is (-.254) and the 
t- value is (-4.216), while cooperation β-value is (-.171) and the t- value is (-3.940). Seller expertise significantly 
and positively affects commitment, as the seller expertise β-value is (0.663) and the t-value is (10.921). Seller 
Expertise is the most influential variable within relationship marketing variables that explains the variation in the 
dependent variable (commitment). Dependence has a positive but insignificant effect on commitment, as 
dependence β-value is (0.077) and the t-value is (1.836). The comparison level of alternatives has a positive but not 
significant effect on commitment, as its β- value is (0.065) and the t-value is (1.421). 

H03: There is no significant effect of relationship marketing (communication, seller expertise, comparison level of 
alternatives, cooperation and the dependence on the seller) on satisfaction. 

A multiple regression test has been used to determine the effect of the independent variable relationship marketing 
including (communication, seller expertise, comparison level of alternatives, cooperation and the dependence on 
the seller) on satisfaction. The table 6 below shows the results: 
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Table 6. Results of multiple regression for H03 

Independent variable R R ² F Sig. Statistical Decision

Relationship marketing .408 .166 18.207 .000 Reject H03 

Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 

Coefficients 
 

 

t 

 

 

Sig. 

Collinearity Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

(Constant) 3.174 .151  21.013 .000   

Communication -.094 .040 -.150 -2.341 .020 .443 2.257 

Expertise of seller .307 .040 .498 7.709 .000 .438 2.285 

Dependence on seller .052 .028 .081 1.825 .069 .925 1.081 

Comparison level of 

alternatives 
.000 .031 .000 -.010 .992 .779 1.284 

Cooperation -.026 .030 -.039 -.849 .397 .856 1.169 

 

The findings of H03 indicated that the multicollinearity problem were not found, since the tolerance value of all 
variables were found more than 0.40 and the variance inflation factor (VIF) is less than ten (Hair et al., 1998). In 
addition, the model has met the required assumptions to make sure of the significance and validity of this test (Ooi 
et al., 2006). The results in table 6 indicate that relationship marketing factors (communication and seller expertise) 
have a statistical significant effect on satisfaction. By using significance level of (α ≤ 0.05) the H03 is rejected and 
Ha3 is accepted, that is based on the p- value obtained which was (0.000) that is less than (0.05). This indicates that 
only two relationship marketing factors (communication and seller expertise) have a statistical significant effect on 
satisfaction. Furthermore, the value of (R²) was (0.166), representing that (16.6%) of the variance of the dependent 
variable satisfaction can be explained by two independent variables of relationship marketing (communication and 
seller expertise). Thus, there is an effect of the relationship marketing on satisfaction. Accordingly, 
communication negatively and significantly affects satisfaction, as the communication β-value is (-0.150) and the 
t-value is (-2.341). While cooperation has a negative and insignificant effect on satisfaction as its β-value is (-0.039) 
and the t- value is (-0.849). Seller expertise has a significant and positive effect on satisfaction as its β-value is 
(.498) and the t-value is (7.709). Seller expertise is the most influential variable within relationship marketing 
factors that explains the variation in the dependent variable (satisfaction). The comparison level of alternatives has 
no statistical effect on the dependent variable (satisfaction) as its β-value is (0.000) and the t-value is (-0.10). 
Dependence has a positive but insignificant effect on the dependent variable (satisfaction). 

H04: There is no significant effect of relationship quality constructs (trust, commitment and satisfaction) on 
customer retention. 

A multiple regression test has been used to determine the effect of the independent variable relationship quality 
(trust, commitment and satisfaction) on the dependent variable customer retention. The table 7 below shows the 
results: 

 

Table 7.Results of multiple regression for H04 

Independent variable R R ² F Sig. Statistical Decision 

Relationship Quality .903 .816 677.414 .000 Reject H04 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

 

t 

 

 

Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

(Constant) 

Relationship quality 
.475 .083  5.736 .000   

Trust .021 .034 .022 .613 .540 .326 3.063 

Commitment .295 .043 .291 6.922 .000 .227 4.399 

Satisfaction .567 .033 .629 16.941 .000 .291 3.435 
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The findings of H04 indicated that the multicollinearity problem were not found, since the tolerance value of all 
variables were found more than 0.20 and the variance inflation factor (VIF) is less than ten (Hair et al., 1998). In 
addition, the model has met the required assumptions to make sure of the significance and validity of this test (Ooi 
et al., 2006). Table 7 results indicate that relationship quality (commitment and satisfaction) has an effect on 
customer retention. By using significance level of (α ≤ 0.05) the H04 is rejected and Ha4 is accepted, that is based 
on the p-value obtained which was (0.000) that is less than (0.05). Furthermore, the value of (R²) was (0.816), 
representing that (81.6%) of the variance of the dependent variable customer retention can be noticeably 
interpreted through the two independent variables of relationship quality (commitment and satisfaction). 
Accordingly, relationship quality constructs (commitment and satisfaction) have a positive and significant effect 
on the dependent variable customer retention. The most influential variable within relationship quality constructs 
that explains the variation in the dependent variable (customer retention) is satisfaction followed by commitment. 
Satisfaction has a significant and positive effect on customer retention as its β-value is (0.629) and the t-value is 
(16.94). Commitment has a significant and positive effect on customer retention as its β-value is (0.291) and the 
t-value is (6.922). Trust has positive but insignificant effect on customer retention. 

6. Results Discussion and Conclusion 

The four hypotheses of the study have been analyzed, the results shown that relationship marketing has an effect on 
relationship quality which leads to customer retention. It has been found from the statistical analysis that 
relationship marketing has a statistically significant effect on relationship quality. However, there was a varying 
effect among the relationship marketing factors (communication, seller expertise, comparison level of alternatives, 
cooperation and dependence) on relationship quality constructs (trust, commitment and satisfaction) as follows: 
The results of this study indicated that communication as a relationship marketing factor has a reverse or negative 
effect on RQ; and that consistent with (Goodman & Dion 2001) study which indicated that effective 
communication in channel relationships enhances the channel members' coordination, satisfaction, commitment, 
and performance. Hence, it is concluded from previous studies that communication plays a positive and significant 
role in improving relationship quality, as communication ensures both parties understanding and sharing 
information with each other. For seller expertise it has a positive and significant effect on relationship quality 
constructs (trust, commitment and satisfaction), in addition to that; it is the most influential factor within 
relationship marketing factors that affects relationship quality constructs and that consistent with (Andaleeb& 
Anwar, 1996). Customers’ selection of a service provider hinges on seller expertise and professional knowledge, 
since the expertise is proven; then customers trust and satisfaction towards the service provider will be increased 
(Smith, 1998). The dependence on seller was positively but insignificantly affects’ commitment and satisfaction, 
and that consistent with (Andaleeb, 1996). In terms of the comparison level of alternatives, results showed that it 
has a positive and significant effect on trust, no effect on satisfaction and positive but insignificant effect on 
commitment and that consistent with (Mummulaneni& Wilson, 1991). While cooperation has a negative but 
significant effect on trust and commitment, while it has a negative insignificant effect on satisfaction and that 
consistent with (Anderson &Narus 1990; Skinner et al. 1992). For the relationship quality constructs (trust, 
commitment and satisfaction), the result of this study showed a positive and significant effect of satisfaction and 
commitment on customer retention, and that consistent with (Lin & Wu, 2011), while trust has no effect on 
customer retention. The result of this study concerning that relationship quality has a positive and significant effect 
on customer retention, is in agreement with a previous study made by (Ramsey &Sohi, 1997) that concluded that 
customer satisfaction from the service provider leads to positive behavioral outcomes, such as repeated purchase 
and positive word-of-mouth. Thus, the base for customers' retention was satisfaction. This study indicated that 
customer trust had insignificant effect on customer retention; this result can be explained as trusting the 
pharmaceutical supplier was not an indicator for customer retention, which means that there is a problem in 
trusting the pharmaceutical suppliers as (Rackham & De Vincentis, 1999) have reported in their research that the 
role of trust changes from trusting the product/ service in transactional selling to trusting the sales person and 
trusting supplier firm in strategic selling. 

7. Marketing Implications’ 

Based on this research analysis, results and conclusions, there are potential marketing implications that 
pharmaceutical marketing managers should carefully address while applying relationship marketing through their 
suppliers: 

 Pharmaceutical marketing managers and their suppliers should focus on effective communication 
programs with their buyers the retail pharmacists. As performing social meeting with key customers to 
strengthen their relationship bonds and to uncover customers' needs. Thus, the exchange of information is 
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an important element of relationship marketing as communication improves relationship quality which 
leads to customer retention. 

 Pharmaceutical marketing managers should focus more on improving their suppliers' skills, abilities and 
competence; through implementing continues educational programs. As seller specialized knowledge and 
expertise are the most essential criteria for buyers in the selection of a certain seller which might assist 
customers to decrease the uncertainties.  

 Pharmaceutical marketing managers and their suppliers should differentiate themselves from other 
alternatives in the marketplace, through offering differentiated and customized services for key customers, 
and building up bonus programs for special customers in order to overcome other alternative competitors 
and obtain customers dependence. 

 Pharmaceutical marketing managers and their suppliers should be more cooperative internally and with 
their buyers the retail pharmacists through offering certain facilities and services, as cooperation between 
the exchange parties leads to mutual and individual goals jointly. Hence, cultivating a cooperative climate 
has a favorable effect on customer satisfaction, trust and commitment; so the relationship quality will be 
improved leading to customer retention. 

 Pharmaceutical marketing managers and their suppliers should realize that relationship quality is a corner 
stone in relationship marketing; they should emphasize on improving RQ constructs (trust, commitment 
and satisfaction) which will affects customer retention. 

8. Recommendations and Future Research 

Pharmaceutical marketing managers should focus on building trust between their suppliers and buyers to reduce 
uncertainty and risks. Moreover, pharmaceutical marketing managers might focus on gaining buyers commitment 
and satisfaction through improved relationship quality. Both suppliers and buyers, who are committed to a 
relationship, will probably intend to keep on in the relationship, and they will strongly have feelings of 
psychological and emotional attachment to it. Also they can segmenting and targeting the key retail pharmacists; to 
obtain a data base for the important customer needs and expectations in order to keep in touch with them for 
building long term relationships, and to build a successful relationship marketing as a strategic tool for retaining 
customers, and put into practice such a strategy through a high relationship quality will provide firms with a 
sustainable competitive advantage. And finally, the findings and the boundaries of this study open the door for 
future research to test the impact of relationship marketing on relationship quality and the effect of the later on 
customer retention. Future research also may investigate others factors affecting relationship quality and customer 
retention. This study has tested the effect of relationship marketing on customer retention in Jordan pharmaceutical 
sector. Upcoming research might want to apply several aspects of these findings in other economical sectors. 
Besides that, this research has been done on Business to Business sector. 
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