QUALITY AND CUSTOMER RELATIONSHIPHIP MANAGEMENT IN THE BANK
Abstract
The main objective of bank’s management is development of competitive advantages that are able to offer good relationship between a customer and a bank, as well as able to contribute to further quality of relationship. The goal of this study is to provide theoretical and empirical assessment of quality of relationship between the customer and the bank as well as satisfaction of customers in different groups of customers in one of the leading Latvian banks. 
For extraction of research data the authors used a questionnaire. 73 customers of one bank participated in the questionnaire divided in five groups: small and medium enterprises, institutional customers, large enterprises, private persons and non-residents (private persons and enterprises from Europe and CIS countries). Questions used in the questionnaire were collected from different literature sources and were adjusted to conform to the study objectives. The majority of questions were evaluated on the Likert scale from 1 to 5. 
The authors analyzed the obtained data to determine principle interconnections between the mutual relationship management in the bank. Data obtained in the questionnaire were summarized and analyzed with the help of factors and discriminant analysis to define what factors are able to influence and have impact on the quality of customer relationship and customer satisfaction. Analysis of factors was done virtually for all questions of the questionnaire to determine its suitability as well as to carry out further data analysis process.  These results were aimed at the variable based on conceptual and practical considerations and assuming that the determined coefficient is 0.50 and higher, was as well used in the study. While in order to evaluate management of mutual relations and its ability to influence quality of relationship the discriminant analysis was used. On the grounds of the data obtained in the questionnaire the authors developed a mutual relationship values model of the bank and bank’s customers. 
With the help of this study the authors managed to determine those factors whereupon the relationship management is based and qualitative mutual relations that develop between the bank and the customer. Data obtained in the study also acknowledged how the bank can create excellent quality of relations: by producing excellent service quality, providing up-to-date information on bank’s services and products, providing competent information, solving conflict situations in a professional way and improving general customer relationship quality between satisfied and not so satisfied customers. 
With increasing mutual competition among the banks and taking into account that a range of services provided by banks is almost equal, ever greater attention is paid to the mutual relationship management and customer satisfaction not only from the bank’s point of view but also on the part of researchers. This study reveals the current quality of relationship and customer satisfaction that may be used in customer relationship management that allows obtaining information on how to attract a customer in a possibly more efficient way and develop good mutual relationship with it. Of course, the obtained study will be of great expedience to the bank, wherein the study was carried out for better understanding of the current customer satisfaction and activities to be performed to improve present showings and make them perfect. The questionnaire used in this study may be used for further studies in all Latvian banks to evaluate general management of mutual relationship and customer satisfaction in the banking sector.
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