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Abstract

The current research aims to demonstrate the role of relationship marketing in
enhancing customer value, as the customer is today the main source in achieving
profitability and expansion in markets, and that companies in general have begun
to move towards customer service, and to gain his satisfaction and loyalty with the
products they provide, and the research dealt with a major problem that lies in
What is the knowledge of the studied Palm MasterCard company about the
importance of relationship marketing? Assuming that there is a significant
correlation between the dimensions of relationship marketing and the value of the
customer, and a significant effect of the dimensions of relationship marketing on
the value of the customer, the Master Card Palm Company was chosen, being one
of the leading companies in the field of providing marketing and financial services
to the beneficiary customers, as the research sample amounted to (50) male and
female employees. They work in the branches of the company in question in the city
of Baghdad. The descriptive and analytical approach was used for the main
research variables, and the extraction of correlation and regression relationships,
and a number of conclusions were reached, the most important of which were:
Relationship marketing works to provide marketing and financial services to
customers who benefit from the company's services in an orderly and integrated
manner, which would be reflected in raising the value of the customer. Being the
basic basis for the growth and expansion of the company's activities. A number of
proposals were also developed, the most important of which was: Work to support
the marketing activities of the relationship in all branches of companies, especially
service ones.
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Aaill dliee 2a¥) Jagha (ol daih (gslod Alldy cdaligia dady cdlls dad ay 52cll 038 & (5 S 4
V) Al 335 o Lol dedgiall dally Al Aol g oane ASHA 3 053l Loy agen )
(Rosset, 2016 :25)

Aadgiall Zadll + Al Leill = 2aY) Lish 05l Ao

Aoal i) dad + eV dad + lletl) dad = 21 sk sl dad o ) e e Slling
)l ey (gl ey A5a e 39350 (e AN Lgai A Ll ) oals Lo Al a5Vl
.(Stawski, 2020 :8) sl alaia¥l Lg3yadg

e Ol Aads (o) I Agag e sl Aa tlad Cue st 03l A asgial O ) et Sl
e () ANl dgay

(Value to Customer) VTC ¢saill ) dadll —)
(Value from Customer) (VFC &3l (e dadll —Y
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oy ASyal) lendd ehall clibee e )l (e Aiaiall Slgall G Ay Asiaal) deas o
sl G o dlaiadl) duas
ASAN @lesdl Ganl) ehd dadm AGH) lele Sl A Asudl dalid) (6 1 2 -
(@il dles Whagg
&b sl
kil cuilad)
A%k [ Sl Master Card 4y oo 534 1Yy
gl G dljida g50aS 52007 ale b ((Labiss glhd ) Jasll Master Card 4S8 Caads
D) 8 Capnn ST aliag 535 oo sSall g Unilly (35 7SI piall 281l Alal)) ) 4S8 aliay alal
gy e pibalgall Ao jia gl disgl) iUy Hlaal Jlae (A lgine 10 838 Laaly (opadhll Cayenn gag
g9t O Slab ((Ciyuall L) Hlatll (he drady i g Bhall eladl guen 3 355N gl ciles
o Alals ddhe A58 Jol 058 o A5 daliy ¢ g S gdal) bl 4l Bmiall Cajleadl)
& e ilSay g8 AN ¢ Bhall (Al il o Ghall B g SV adal) Jleel glial das
(900) ¢o ST A0 (3 s 3} - iy iy Cal) (uilage ASHal) elliaig . 3hall clailaa agac
Gsia e laxdll glsl as Blaly QALY dexdy Sully Habal) acall aosil Jagay cipde Cilasa
By 3)ad) cillailae
Al )31y Ayadly JW) g Usil) & Graadidl e ialy e dae 308 A5 g
Bhall 8 S ST adall Jola skl g caa 3S5a0 aaans,
Sty daiy claadl e aaias Al (Master Card) Gawall adall il aUss Aa) axdies
Ciyen b Lgaladind 23 3 ¢ 3lall 8 39 S ol lass i 8 Lge s (s ) (Master Card)
el 5 Aedll ol
& Baesdl g AN il Ol ppend AlalSie Aoghiie 3udii o A8 Al dai
Ly dgas oo DRl (ks @l G dpuaadly LUl shaliadl Calide 8 Lhanda (S 3) (8lS e Uadl)
e gl Y LaDl dgias
Lagrasiidiy Mainally Jiiual) Ganll (Gpiia Cinay 1Ll
Aad) ey Sliee D dbasy (Bl Gosedll) Cond) (e Coas (3) Jsanll mnsy
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s
paladd Lauddny ABally (Gagudl) iie Chuag: (3) Jgad
a&y -
Lol i) Y a8 Y Mlas R Lol a0l <yl
2 3 5) 15 25 X1
2 3 5 18 22 X2
- 4 8 16 22 X3
- 2 3 20 25 X4
A~
Ll 3@l Y a8 Y Mo a8 Lol (30l <l yaal)
- 2 6 22 20 X5
- 2 7 21 22 X6
- 2 8 14 26 X7
- 2 3 22 23 X8
Juai¥) —&
Lol il Y a8 Y Mlase B8 Lol 3l <yl
- 1 4 23 22 X9
- 2 7 25 20 X10
- 2 2 20 26 X11
- 2 6 17 25 X12
Ol Ly —&
Ll 3@l Y a8 Y Mo a8 Lelas (38 <l el
- 1 2 22 25 X13
- 2 2 24 22 X14
- 2 22 26 X15
- 1 4 21 24 X16
(SPSS VER.24) Slas¥) Jilaill maliy il Ao alaic YL Zalll slae] (e 2 jdaal)
duaidiy Qs Aad e iaay (4) doel
Ll 3l Y a8 Y Mlae ) el (3 <yl
- 4 7 17 22 X17
- 2 2 22 24 X18
- 2 3 20 25 X19
- 3 4 16 27 X20
- 1 2 22 25 X21
- 2 4 20 24 X22
- 2 5 21 22 X23
- 2 6 22 20 X24

(SPSS VER.24) Jlas¥) daaill malin mils o alaacYL Eald) dlac) (1 jhaal)
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cially AU gl oy cadieal) putial) A Jfiall uid) il aaas 5
cGaal) (Gyaata (s Al Bl ) clidle @lad) -
ALY gial) Ao O gil) daidy ABNally Gagudll) yiia (o JaLEN) ABNS 1(0) Jgaall
Aally gul] | sl piial)

Aainall el
0.796** s e
*P<0.05 N=50

(SPSS VER.24) ilaa¥! bl galiyy il e alie Yl sl slae] (e 2 yicaal
Bl setl) G 0.05 disine (Griwe e Ligf digine Lol dBDle 2509 (5) sl s
AL Gasetl) o ) s 1385 ¢(0.796%%) (AL ygall Lol V) Dlalae A (2GS ) ((youll dailg
Oeviadll o AL aa il el Ao llg dseadd) SN LasnY Gl 8 Lagall aualiall (ha a3
AN A Aulagd col€ Bl ) Aais o a 13ag ASHEN (63 sl e e ) 5258 LeasS ¢ il
CGasedl) O Aygina Bl ABNS a7 ladliey (oY) At dpcall (e G 5 el cFigand)

A8 (Sgimal) Ao 0.05 digina (Gyima dis Ggull dasdy ABally
alilaty dad iy ) Gatial A il Las). ¥
S giall e gl dad B ABDlL Gasel) 5B LSSN (1) Jgaad

; Jiiaal) jaial
i Aalinal) puiiall
Lol F | Lgwadl F R? Bl B°
4.001 157.56 0.852 0.890 | 0.705 Ol Aasd
(12.671)*
*P<0.05 d,f (1, 48) N=50

(SPSS VER.24) jlasV¥) dalaill malin il e slacWh Zald) dlac) (he 1 jhaal)
a5 ekl 3 (sl dad (B AL Gagedl] Lisina il ADe 3535 (6) Jsaad) pas
Aad) aaindl) il b Aeaine oaled 55 Wiiess Tykie dbiagy 3DlL Gusall of Slas) il
e o ST dagins dad a5 (157.56) dalllly guna) (F) dad luaals el sl gy (05
e (0.852) &lllly (R?) wasill Jalas dad g ¢(1, 48) duall iay xie (4.001) dall) ddsaal
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M A gianall Aeg 0.05 dugina (Sgine

M) Gsin Ao daniidny Aldaty ) gatal S0 Las). v

) Gginn (Ao ol Aad B ABAIL Gigaal) Ll LS (V) Jgaal

L gaal F R2 Al (Gagaatl slaf il
Jaieal)
B0 / .
Ligunall Ll Juasy) ALY ) adal dlal
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0.4001 0.833
B4 B3 B2 Bl
160.40 0.760 |  0.755 0730 | 0.720 | 0.705 Osl) dad
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Aipalls ela Gl Limy O 0 3 L pgie JSTE el NS cany STy Jpandl 8200 E 5 b <Dlalas 28
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Clalae af AV gl da 8 il Al IS ARG Basuil) sl e e IS o JaaDly ellly eyl
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Gila dal)y claliinuy) @ ualad) ) gaad)

alatinay) Y
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