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Abstract: The objective of this study is to investigate the relationship between moral intelligence of employees and
loyalty of customers of privatized state banks of Ilam. The method of current study is correlation-descriptive. The study
population includes all employees of Mellat, Tejarat and Saderat banks of Ilam that is 426 people (n = 426). The statistical
sample has been considered based on Morgan- Krejcie and equal to 200 people randomize. Research tool include two
questionnaires related to moral intelligence and loyalty of customers which had good reliability and validity. In order to
analyze the data, Kolmogorov-Smirnov test and Pearson correlation coefficient were used. Data analysis showed a
significant and positive relationship between moral intelligence and customer loyalty in the cognitive - behavioral and
attitudinal dimensions (P<0.05). The results of this study show that employees who have high moral intelligence express
honesty, loyalty, respect that has influence on their attitudes toward their jobs - customer and colleagues to above banks.
It is suggested that mentioned banks have special courses to train the concept of moral intelligence to improve and using
it.
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INTRODUCTION
In the past, organizations just used to find new customers
and improve the customers did not make a sense. The
newcomer was considered a victory for the organization
and there was not special interest to current clients. Now
the situation has changed and the maintenance and
promotion of profitable customers is the primary goal. In
today’s society, consumers are considered as a key and
central factor of banks and orientation for all of the
objectives, strategies and organizational resources,
attracting and keeping customers is profitable (Kiland,
1997: 99). Marketing in its evolution, is at the stage that
marketers are not only thinking to find new customers.
Today, the purpose of marketing is managing demand by
pushing up the customer to maturity of loyalty to
organizations. They shouldensure that content clients are
loyal too.
STATEMENT OF THE PROBLEM
Today, understanding and anticipating customer needs is
essential for banks to gain competitive advantage. The
customer would consider as key and central factor in
improving agility of organization and all of the objectives,
strategies and resources are centered to attract and maintain
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customers. Maintain and enhance customer loyalty is
considered as a strategic challenge for organizations that
concern to maintain and develop their competitive position
in the market.In such circumstances, the manager must
create morally healthy climate for all employees in the
organization to help them to work more efficiently. But
morality cannot be managed directly, but they should
manage indirectly. Accordingly, this study sought to
examine the rate moral intelligence of privatized state banks’
employees of Ilam and its relationship with customer
loyalty in three domains of knowledge, attitudes and
behaviors.
THEORETICAL BASICS OF THE RESEARCH
It was mentioned that moral intelligence is the ability to
understand right from wrong, having a strong ethical beliefs
and practice them. Leaders with high moral intelligence
just do the right thing right, their actions are always
consistent with their values and ideas, and they have high
performance and always try to do things with the ethics
principles.
The customer loyalty program began in 1978 for the first
time in the airline industry in the United States with the
licensing of aviation organizations in which emphasis
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greatly on central control of air service. During this time,
marketing and attracting loyal customers found a special
position. In areas where markets were more concentrated
and competition was more, marketing programs have been
focused on maintain customers and they attract and
maintain customers through increasing and creating
peripheral services (Dennis, 1988, p 434).

2- There is a significant relationship between responsibility
of employees and customer loyalty (in three dimensions:
cognitive, behavioral, and attitudinal).

Richard Oliver, defined loyalty as “loyalty is referred to a
strong commitment to repurchase a better product or
service in the future so that the same brand or product will
be purchase despite all efforts to potential marketing of
competitors or their effects.

4- There is a significant relationship between forgiveness
of employees and customer loyalty (in three dimensions:
cognitive, behavioral, and attitudinal).

It can be said that loyalty is associated with the following
three elements:

The methods that were used in this research are as
following:

1- Customer’s behavioral component that is repeated
purchasing

A) Document and library method: using of documents
and preparing receipts.

2- Customer’s attitudinal component that is commitment
and assurance of customer.

B) Survey method: the reason of using survey method
is that the objective of current study is to investigate the
relationship between moral intelligence of employees and
customer loyalty of privatized state banks of Ilam and
inorder to achieve objectives and test hypothesis, the
researcher has to use this method. Therefore, using field
study is one of the main methods of the current study.

3- Customer’s availability component that is along with
many options to choose and purchase process.
According to the theoretical literature, conceptual model
of current study can be outlined

3- There is a significant relationship between compassion
of employees and customer loyalty (in three dimensions:
cognitive, behavioral, and attitudinal).

RESEARCH METHODS

THE RESEARCH STATISTICAL POPULATION
The statistical population of current study is Mellat
bank in one hand and depositors who who have not closed
their bank accounts in the last five years in the other hand.
The study population consisted of 426 employees.
Sampling method and studied sample: Sampling method in
this study is classified according to size. Thus, in each
branchthe sample will be selected proportional to
population size. Using krjesi and Morgan tables, the
number of samples is 200 people.
RESEARCH TOOLS
In this study, two questionnaires will be used to collect
data.
RESEARCH HYPOTHESES

·

Moral Intelligence Questionnaire: This tool
consists of 40 statements that by Lennick, Kiel and
Jordan (2011) have been developed in the framework
of 10competencies. In Iran, standardization was done
by Arasteh in 1390.

·

Customer Loyalty Questionnaire: This tool was
developed by Taylor, Celuch and Goodwin (2004).
The questionnaire consisted of six questions that
measures three cognitive, behavioral and attitudinal
dimensions. It also has been designed on Likert’s

The main hypothesis: There is a significant relationship
between moral intelligence of employees and customer
loyalty (in three dimensions: cognitive, behavioral, and
attitudinal).
SUB- HYPOTHESES
1- There is a significant relationship between honesty of
employees and customer loyalty (in three dimensions:
cognitive, behavioral, and attitudinal).
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five-item scale is from strongly disagree to strongly
agree in which 5 shows strongly agree, 4 shows agree,
3 shows indifferent, 2 shows disagree and 1 shows
strongly disagree. The reliability of this has been
reported in studies of Seyed Javadin and Amini (1389)
using Cronbach’s alpha that is 0.89. Also, this tool
has been obtained a good reliability (0.79) in
Makhdoomi and Kafashi (1390) study.
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Third hypothesis
There is a significant relationship between responsibility
of employees and customer loyalty.
The results of Pierson test

RESEARCH FINDINGS
First hypothesis
There is a significant relationship between moral
intelligence of employees and customer loyalty.

In this hypothesis, according to the fact that the rate of
Sig level or significance level is less that 0.01 or in the
other word is less than alpha rate (a=0.01) and is determined
by High reliability and errorrate of less than one percent
that there is relationship between moral intelligence of
employees and customer loyalty, so there is significance
level of 0.001 in Pierson test and this hypothesis is
confirmed.

In this hypothesis, according to the fact that the rate of
Sig level or significance level is less that 0.05 or in the
other word is less than alpha rate (a=0.05) and is determined
that there is relationship between responsibility of
employees and customer loyalty, so there is significance
level of 0.000 in Pierson test and this hypothesis is
confirmed.

Fourth hypothesis
There is a significant relationship between compassion of
employees and customer loyalty.
The results of Pierson test

SECOND HYPOTHESIS
There is a significant relationship between honesty of
employees and customer loyalty.
The results of Pierson test
In this hypothesis, according to the fact that the rate of
Sig level or significance level is less that 0.05 or in the
other word is less than alpha rate ( a=0.05), so the
components between compassion of employees and
customer loyalty justify high percentage of variance of
organizational commitment and there is significance level
of 0.000 in Pierson test and this hypothesis is confirmed.

In this hypothesis, according to the fact that the rate of
Sig level or significance level is less that 0.05 or in the
other word is less than alpha rate ( a=0.05) and is
determined that there is relationship between honesty of
employees and customer loyalty, so there is significance
level of 0.000 in Pierson test and this hypothesis is
confirmed.
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Fifth hypothesis
There is a significant relationship between forgiveness of
employees and customer loyalty.
The results of Pierson test
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