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Abstract 
The purpose of the current research is to find a model to build an 
efficient customer club for the quantitative and qualitative development 
of increasing customers in the banking system. According to its purpose, 
the research method is a\applicable; and in terms of implementation 
method, it is mixed (qualitative-quantitative); and exploratory in terms 
of the research implementation strategy. The statistical population in the 
qualitative section includes 11 specialists and experts, managers, and 
vice-presidents of the bank, and experts in the field of management 
model and customer club, selected through purposeful sampling and 
snowball; and the statistical population in the quantitative section 
includes 385 people from all members of the Saderat Bank's customer 
club, selected using Cochran's formula as a sample and by simple 
random sampling. Data collection tools include semi-structured 
interviews and researcher-made questionnaires in the quantitative 
section. In the data analysis, using the theme analysis approach, 
MAXQDA10 software was used in the qualitative part, and SPSS and 
AMOS software were used in the quantitative part. The results in the 
qualitative part showed that 93 open codes, 52 sub-themes, and 6 main 
themes were identified from the interviews in the form of the 
dimensions of the efficient customer club building model; and the 
results of the quantitative part showed that the identified components 
have an explanatory and meaningful effect on the construction of the 
efficient customer club in the banking system in the direction of 
quantitative and qualitative development of customer increasing. 
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Extended Abstract 
Introduction 
Customer is the most important asset and tool related to the profitability of an organization 
(Saprianto et al, 2021). Attention to the customer is so important that the success of an 
organization and structure is evaluated in customer satisfaction (Javad et al, 2021; Son et al, 
2021). Customer satisfaction is an index directly related to the issue of customer loyalty, and 
loyalty is the most important issue in relation to profitability and business success based on 
the creation of perceived value for the audience (Patma et al, 2020; Jain et al, 2015). The issue 
of business and customers is a multifaceted structure related to many variables that involves 
different organizations in different dimensions (Pollak et al, 2022; Raza et al, 2022). 
In this context, different business organizations use specific strategies to increase income and 
business success in order to create maximum profit and financial and income capability 
(Federo & Carranza, 2016). Therefore, as it is clear in the current situation, identifying 
customer behavior and their interests and views is very important and necessary in 
commercial success and economic competition. The basic goal in this field is to apply a tool 
to change and identify the interests and tastes of the customer in order to gain power and 
make fundamental changes in this field (Solomon, 2013). 
A comprehensive review of the studies conducted in the field of building a banking customer 
club indicates that the identification of the dimensions of the comprehensive model is very 
effective in identifying the factors of building an efficient customer club for the quantitative 
and qualitative development of customer growth in the banking system; on the other hand, the 
novelty of the topic of building an efficient customer club, the generalization of the research 
done in this field, and the lack of a suitable model for building an efficient customer club 
prompted the researcher through acquiring sufficient knowledge in the above field and 
applying the knowledge and experiences of academic consultants and bank managers; to 
explore the dimensions of building an efficient customer club in order to identify the 
dimensions and indicators of a comprehensive model for building an efficient customer club, 
and to answer this key question for us, which is: how is the model of building an efficient 
customer club for the quantitative and qualitative development of increasing customers in the 
banking system? 
 
Literature 
The importance of the customer 
Customer and understanding its behavior are the most important assets of the organization in 
business success and related patterns, and companies in relation to people look for their most 
important program on this index and its achievement (Bryan et al, 2017); In other words, the 
sale of the product and the use of services and success in the competitive and economic 
market depend on attracting customers and maintaining the customer's trust in the desired 
product. Different business organizations use specific strategies to increase income and 
business success in order to create maximum profit and financial and income capability; 
therefore, as it is clear in the current situation, identifying customer behavior and their 
interests and views is very important and necessary in commercial success and economic 
competition (Federo & Carranza, 2016). 
 
Customer satisfaction 
Customer satisfaction is an index directly related to the issue of customer loyalty, and loyalty 
is the most important issue in relation to profitability and business success based on the 
creation of perceived value for the audience (Patma et al, 2020; Jain et al, 2015). 
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Customer club 
A customer club is a suitable infrastructure for increasing the interaction between the 
company and the customers. In this way, a close relationship is created by creating contact 
and feedback around the customers, and this relationship will exist throughout the whole 
period of customer communication. The types of customer clubs include two main models: 1- 
The easy to join open club, as the name suggests, it is open to everyone, because it has no cost 
and conditions. Here is the company that needs members. Most of the members use the 
facilities of the club. Companies can calculate the value of having an open club by 
considering the costs of brochures and information in order to be in contact with members 
(even if the customer is not a profitable customer). 2- Limited club: in this type of clubs, 
unlike open ones, members or customers have to pay a membership fee to become a member, 
and often fill out a long and complete form. In this way, few members will be really interested 
in membership (Vazife dost et al, 2010). 
Ahmadi et al, (2023) investigated the presentation of the customer loyalty measurement 
model based on the five senses, emphasizing the mediating role of perceived value in the 
insurance industry (a case study of life and investment insurance). The results showed that the 
five senses with the mediating role of perceived value have a positive and direct effect on 
customer loyalty, and the fit of the proposed model for the relationship of the variables has 
been confirmed. 
Sohaib (2022) investigated repurchase intentions in the banking industry. The results show 
that relationship quality positively and significantly affects repurchase intention. Switching 
cost has been determined as a moderator between relationship qualities and repurchase 
intention. The implication of this is that service industry professionals should not ignore the 
importance of relationship quality and switching costs, as they have a significant impact on 
repurchase intention. 
 
Research methodology 
According to its purpose, the research method is a\applicable; and in terms of implementation 
method, it is mixed (qualitative-quantitative); and exploratory in terms of the research 
implementation strategy. The statistical population in the qualitative section includes 11 
professionals and experts, managers, and vice-presidents of the bank, and experts in the field 
of management model and customer club, selected through purposeful sampling and 
snowball; and the statistical population in the quantitative section includes 385 people from 
all members of the Saderat Bank's customer club, selected using Cochran's formula as a 
sample and by simple random sampling. Data collection tools include semi-structured 
interviews and researcher-made questionnaires in the quantitative section. 
 
Research findings 
In the data analysis, using the theme analysis approach, MAXQDA10 software was used in 
the qualitative part, and SPSS and AMOS software were used in the quantitative part. The 
results in the qualitative part showed that 93 open codes, 52 sub-themes, and 6 main themes 
were identified from the interviews in the form of the dimensions of the efficient customer 
club building model; and the results of the quantitative part showed that the identified 
components have an explanatory and meaningful effect on the construction of the efficient 
customer club in the banking system in the direction of quantitative and qualitative 
development of customer increasing. 
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Conclusion 
The current research was conducted with the aim of modeling the construction of efficient 
customer clubs for the quantitative and qualitative development of customer growth in the 
banking system. The results of this research are aligned with the results of Bhatt et al., (2018), 
El Islahat (2021), Bhat et al., (2018), Federo & Carranza (2018), Carraro et al., (2020), 
Rizvani et al, (2017), Ahmadi et al., (2023), Sohaib (2022), Ho & Wong (2022), Thuy & 
Quang (2022), Mansouri et al, (2022), Mirzaee Azandariani & Arya (2022), Supriyanto et al., 
(2021), Rezvani et al., (2017), Yavasarang (2014). 
Sohaib (2022) showed that relationship quality positively and significantly affects repurchase 
intention. Switching cost has been determined as a moderator between relationship quality 
and repurchase intention. The implication of this is that service industry professionals should 
not ignore the importance of relationship quality and switching costs, as they have a 
significant impact on repurchase intention. 
It is suggested to develop a unique model to create an efficient customer club, including 
various benefits; and by clarifying the rules of benefiting from facilities and membership, 
along with accurate information and proper advertising, the field for the expansion of the club 
should be provided. 
 


