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Abstract 

The success of organizations would be double or 

triple by having a formal system for strategy 

implementation. Balanced Scorecard approach was 

developed by Kaplan and Norton in 1991 for the first 

time that has been called “Strategic Management 

System” over the next decades. As this method was 

not only to evaluate the performance, but it has also 

been used as a framework to formulate a strategy and 

communication, and to monitor the implementation 

of strategies. Successful companies do not only rely 

on financial measures to evaluate their performance, 

but also they evaluate their performance from three 

other perspectives, i.e., the customer, internal 

process, and learning and growth. In this research, 

the relationship between the level of customers’ 

loyalty of Mehr-Eghtesad bank branch and 

customers' income level through analysis of 

variance was analyzed in order to verify the 

existence of strategy as the core of balanced 

scorecard system. Loyalty components used in this 

research include: (1) Affective and emotional 

components; (2) Commitments; (3) Organizational 

appearance; (4) Satisfaction; (5) Perceived service 

quality; and (6) Trust. The study population 

consisted of all available customers who have 

received sustainable services from the selected 

branch of Mehr Bank during conducting the 

research. Thus, 124 customers were randomly 

selected as the sample. The results of the survey 

reflect the fact that there is no significant 

relationship between loyalty and income level of 

customers. 
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Introduction 

Expanding the competitive space is evident in 

various domains of economy in the country. In the 

meantime, the banking system has been facing 

increasing competition of private and public banks 

due to the economic space of governing the country; 

in the way that sometimes we can see banks’ 

dramatic interest rates in order to attract and retain 

their clients. On the other hand, according to the 

mentioned competitive conditions, many modern 

management systems introduce the increase 

customers’ loyalty as a key success factor. 

One of the most basic and most important factors is 

the strategy in order to implement a balanced 

scorecard system. In the banking industry, 

increasing high-income customers’ loyalty can be a 

key strategy. As high-income customers invest 

monthly more money as savings in the banks. So 

investigating the relationship between different 

levels of customers’ income and customers’ loyalty 

is particularly important to determine the banks’ 

strategy. On the other hand, organizations should 

also be aware of their customers’ features in order to 

determine the long-term policy and strategy. 

Therefore, we can conclude that the first step in the 

implementation of Balanced Scorecard system is 

strategy explanation and consequently recognition 

of customers and determination of the level of their 

loyalty. 

On the other hand, the banking system, which is one 

of the effective factors in the economic development 

of any country, as a corporation, must be profitable 

to survive and develop; and the realization of any 

kind of profit depends on continuing customer 

loyalty and attracting various clients (Mousakhani et 

al., 2012). Loyalty is an important concept in 

marketing that makes customers to search 

information less among the various options (Rundle 

& Benett, 2002). 

Increasing the efficiency of financial institutions, 

which are the most important institutions of any 

country, is one of the fundamental steps on the path 

of economic development of countries. Given the 

prominent role of banks in the economy of the 

country, evaluation of their performance could have 

paramount importance. Today, in comparison with 

other sectors of the economy (i.e., industry and 

agriculture), a significant share of the overall 

economy belongs to the services’ sector; as well as 

in the services’ sector banks and financial 

institutions have a key role (Khodadadkashi and 

Hajian, 2013). The complex nature of services on the 

one hand and increasing the share of services in 

industries on the other hand cause the need to 

increase the efficiency of services in organizations 

that are looking to improve their performance and 

survival in a highly competitive environment. The 

emergence of private banks has created high 

competition in the banking industry (Wang, 2014). 

Competition, retention, offering new services, and 

constantly changing needs and demands of 

customers have prompted banks to develop their 
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own strategies in a manner to maintain existing 

customers, provide better services, and attract new 

customers. Therefore, it is necessary that the 

organizational performance is measured by a 

performance measurement system that provides a 

comprehensive overview of business for managers 

(Momeni et al., 2011). 

In the 1990s, the Balanced Scorecard model was 

raised and developed by Robert S. Kaplan, 

professors of Harvard University, and David P. 

Norton, leading consultants management in the US, 

as a new method of assessment and a tool and a 

model to assist in the realization of strategy and with 

the aim of providing the critical success factors of 

business for managers and establishing the 

coordination between the organization’s overall 

performance and strategy. Kaplan and Norton with 

this model, which was highly welcomed by the 

management experts and organizations’ managers, 

claimed that: Balanced Scorecard Translating 

Strategy into Action BSC for managers provides the 

guidance tool of organization for competitiveness 

(Falah Shams Layalestani, 2013). 

Balanced Scorecard management system offers 

comprehensive insight to the organizational 

managers and administrators according to internal 

and external environmental events of the 

organization. The model evaluates and measures the 

organizational performance from four perspectives: 

financial aspect, learning and development, internal 

processes, and customer orientation. And it 

considers the movement aligns with corporate 

strategy with the emphasis on the particular 

environmental coordination of organization with its 

internal processes (Kaplan and Norton, 1996). 

An important rule of balanced scorecard is to 

achieve the success through non-financial keys 

criteria before achieving success by key financial 

criteria (Wu, Tzeng, & Chen, 2009). 

Today, financial institutions, especially banks, are 

the most important institutions and foundations of 

the economy of any country that economic growth 

and prosperity of the country depend on their growth 

and development; banks as the main pillars of 

financial institutions have important tasks such as 

equipping savings, brokering, investment, 

facilitating the flow of payments, allocation of 

funds, maintaining fiscal discipline and so on. 

Especially in developing countries with less 

developed financial markets, banks are notably the 

only institutions that are able to engage in mediation 

and do their tasks to help reduce investment risk. In 

fact, bank has the fundamental task of financing in 

the medium and long term economic programs of the 

communities because of its intermediary role in the 

money market and due to the lack of adequate 

development of capital markets. On the other hand, 

the necessity of using new performance evaluation 

systems and strategic management in banks is more 

explicit according to the process of markets’ 

liberalization and link to the global market as well 

as the dramatic increase of competition in financial 

markets (Ranjbar et al., 2014). 

Mehr-Eghtesad Bank like many other organizations 

in action suffers from trouble and confusion to reach 

its prospects; therefore, it requires new approaches 

of performance evaluation and strategy control or 

the strategy management in this context that would 

be needed to be investigated by researchers. 

 

Research literature 

Balanced Scorecard: In the early 1990s, “Robert 

Kaplan,” the professor of Business School Harvard 

University together “David Norton” who was the 

director of a research firm affiliated with KPMG 

Consulting Institute at the time, began a research 

project to investigate the causes of the success of the 

top twelve American companies and to study the 

methods of evaluating the performance of these 

companies. 

The results were published in the article entitled 

“Measures That Drive Performance” in the Journal 

of Harvard Business Review in the January 1992. 

The paper notes that successful companies depend 

not only on financial measures to evaluate their 

performance, but they also evaluate their 

performance from three other perspectives, 

including customer, internal processes, and learning 

and growth. In this way, Kaplan and Norton stated 

that organization should evaluate the performance 

from four perspectives for a full assessment of 

performance as follows (Kaplan and Norton, 1996): 

1. Financial perspective 

2. Customer perspective 

3. Internal processes perspective 

4. Learning and Growth perspective 

Kaplan and Norton findings support the fact that 

successful companies, in each of these four 

perspectives, set their objectives, select the measures 

to evaluate the success in these objectives in every 

perspective, and determine the quantitative targets 

for each of these measures for the evaluation period, 

and then plan and implement the implemented 

initiatives to achieve these objectives. Kaplan and 

Norton found that there is a cause and effect 

relationship between objectives and measures of 

these four perspectives that connects them to each 

other (Kaplan and Norton, 1996). Customers are the 

main factor of making profits; therefore, the 

permanent measure of customers’ loyalty and 

knowing them to assess the impact of the 

implementation of the various initiatives on 

customers’ loyalty have the particular importance in 

today’s organizations and country’s banking system 

due to the competitive environment and rulers. 

Strategy: If companies are looking to expand 

scorecard based on their strategies, they have to 

determine what their definition of strategy is.  

A strategy performs two main tasks. First, it creates 

a competitive advantage by putting the company in 
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the external environment which provides its internal 

capabilities and resources to serve their customers 

better or different from the competitors. Second, 

having a clear strategy provides a clear guidance to 

where resources should be allocated and all 

organizational units and employees are able to 

decide and implement policies consistent with 

achieving and supporting the company’s 

competitive advantage in the market (Atkinson et 

al., 2012). 

Even if the companies can have a choice between 

different strategies, any good strategy should have 

two essential components: 

1. It must have a clear exposition of the 

advantages in the competitive market, i.e., 

what it does or intends to do differently, 

better or unique to be compared with its 

rivals. 

2. It must have an outlook for strategy, i.e., 

where the company plans to seriously 

compete for target customer segments, 

applying technologies, involved 

geographic locations and the size of the 

production line. 

Although companies write well their strategic 

objectives, employees will differently interpret and 

translate the strategy when trying to apply the targets 

in their daily tasks. As well as, if these objectives 

cannot be translated into actions, employees do not 

know what the purpose of the day is and whether the 

company is being closer or away from the 

objectives. Measuring is a powerful tool to convey 

clear what the purpose of the company states for 

their strategic objectives, mission and outlook. Once 

the objectives were translated into actions, 

administrators select targets for each action. A target 

specifies the performance level or the rate of 

necessary progress for an action. Objectives should 

be developed to show the best performance, just like 

the equal points in the game of golf. If the objectives 

are attainable, the company should be considered as 

one of the best players in its industry. It is even more 

important that the objectives are selected that create 

a distinctive value for customers and shareholders. 

By comparing current performance with the 

expected performance, employees and managers can 

determine whether the company can achieve the 

desired level of performance or not. Thus, the 

performance evaluations employ several purposes: 

communication, clarity, motivation, feedback, and 

evaluation. The performance evaluations should be 

chosen carefully because they play such important 

roles. Balanced Scorecard framework enables 

managers to select the objectives and actions that 

arise from their strategy and are connected in a 

sequence of cause and effect relationships (Atkinson 

et al., 2012). 

Strategy is not (or should not be) an independent 

category in a management process. There is a 

continuum that is started in a broader concept from 

the mission of organization. The mission should be 

translated in a way that individuals’ activities are 

aligned with it and support it. A management system 

should ensure that the translation is done effectively. 

Strategy is a step in a logical continuum that brings 

an organization from the high-level mission to the 

works done by front-line staffs (Kaplan and Norton, 

1996). 

 

Performance measurement: The main root of 

organizational performance measurement returns to 

the modern and scientific method of Venice in the 

fifteenth century. Accounting basics and double-

entry were invented at that time. Principle of 

determining the profit and controlling the cash flow 

were the main factors of measuring the performance 

by the early decades of 1990. Then, William Durant, 

the founder of General Motors, revealed the fact that 

the profit is not the result of accounting practices, 

but it is the result of cost flow which there is in all 

organizations.  

Kaplan and Johnson (1987) showed that traditional 

measures of organizational performance are now 

obsolete due to the rapid growth of modern 

organizations. They stated that traditional measures 

of organizational performance are rooted it in the 

industrial revolution and reflect a control system for 

markets and organizations that have been created in 

modern societies; they also indicated that the use of 

traditional tools of measuring performance reduces 

the management productivity. Because collecting 

and processing information about them is very time 

consuming, and preparing a detailed report related to 

the product cost is very difficult due to the high 

process costs and overhead costs; and finally, these 

tool cause that managers have short-term attitude 

towards organizational jobs (Johnson & Kaplan, 

1980). 

Customer loyalty: Loyalty is a complex concept. 

Loyalty can be achieved from a more favorable 

attitude toward a brand in comparison with other 

brands and repeating the purchase behavior. 

Maintaining a deep commitment of customer to 

repurchase or re-elected the product or service from 

a brand and its continuous repeat in the future 

associate with the loyalty concept, of course, by 

accepting this situation which positional impacts and 

marketing efforts can potentially cause changes in 

customer behavior. Oliver (1999) and Cutler (2003) 

described the term of loyalty as an enduring 

commitment to family, country, or friends and 

convinced that this term enters in the marketing 

literature with an emphasis on brand loyalty. They 

about the customer loyalty discussion believe that 

making customers loyal requires discrimination 

between different customers and no company can 

expect the same attention to customers who are most 

profitable in comparison to unprofitable customers. 

Brand loyalty plays an important role in creating 

long-term benefits for the organization because loyal 
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customers do not need to extensive promotional 

efforts (Gilani & Mousavi, 2010). Customers are 

willingly to pay more for achieving advantages and 

their favorite brand quality (Keloti et al., 2008). 

Organizations can obtain more market share with the 

help of increasing the customers’ loyalty to the 

brand because loyal customers frequently purchase 

the brand and resist against the situational factors 

and marketing efforts of the competitors (Yu, 2008). 

Loyalty, in addition to increasing the market share, 

leads to the demand of organization for a higher 

price than competitors, as well as it increases 

positive word of mouth advertising among 

customers (Li & Shi, 2007). 

Brand loyalty is called to the existence a positive 

attitude of the customer to a brand, product, service 

or seller. Auker defined brand loyalty as a 

customer’s attachment to a particular brand. There 

are distinguished three approaches to measure the 

brand loyalty as follows: 

A) Loyalty behavioral approach, including 

repurchase and recommend the brand to 

others; 

B) Attitude approach, which includes plan to 

buy and use the services of the desired 

brand and commitment to it despite similar 

services and vast marketing efforts from 

competitors; 

C) It includes an approach that combines 

attitude and behavioral approaches (Bowen 

& Chen, 2007). 

In this study, both behavioral and attitudinal aspects 

were used to measure customers’ loyalty to the 

brand. 

Loyalty components used in this research to assess 

customers’ loyalty included: (1) Affective and 

emotional components; (2) Commitments 

component; (3) Organizational appearance 

component; (4) Satisfaction component; (5) 

Perceived service quality component; and (6) Trust 

component.  

Bank’s knowledge from the customer: Knowledge 

definition can include ideas, thoughts, and 

information received by organization from the 

customers. This perspective can be about current 

problems, service trend to customers, the future 

needs, and ideas to deliver innovative and successful 

products and services; reaching the final consumer 

is usually not possible with no organization, i.e., a 

bank should have the necessary information about 

the customer preferences, financial ability, 

knowledge and education level, jobs and other 

demands of customers; thus, it actively gains enough 

knowledge about customers and focuses on the 

customers’ demands; and it is not established that it 

creates first the product or service and then try to 

convince the customer to build willing to purchase it 

(Mousakhani et al., 2012). 

Customer mental image towards the bank: Mental 

image is expressed as a state of mind that its 

outcome is a public description in verbal or 

behavioral and it is what should be taken into 

consideration; some mental images are collective 

that are shared among groups. Customers' mental 

image reflects issues, which exist in mind of 

customer and the formed image as a filter always 

affects the customer’s perception of the business 

operations (Mehrani et al, 2012). Direct 

relationships will usually be managed through 

assessments of customers between customers’ 

mental images from their services and loyalty 

(Helegson & Nest, 2007). 

The relationship quality with the customer: 
Considering the special role and importance of the 

relationship between customer and service supplier 

and quality of relationship with customer, the 

concept has widely been accepted by academia and 

market participants. Barones (1997) argues that 

while the relationship is shaped by continuous 

interactions, at least two intervening factors seem to 

continue this important relationship by product or 

service purchase; i.e., first, both parties mutually 

understand the relationship and second, the 

relationship is determined by certain conditions 

(Wong and Sohal, 2002). Relationships are taken 

between customers and firm through a series of 

transactions that knowledge of the level of mutual 

trust and commitment could affect the relationships 

between both sides. The importance of relation-

oriented marketing depend on customers’ 

satisfaction and service quality that the customers 

persist with their own experiences and fits with the 

trust they find to the service supplier, and leads to 

strengthen mutual relations (Sheth et al., 2007). 

Research Methodology 

This research is purposely practical and descriptive-

analytic and is based on the scientific method. SPSS 

and EXCELL software were used in order to analyze 

the collected data and results. The population 

consisted of all available customers who had 

received sustainable services in the sampling period 

from selected branch of Mehr-Eghtesad Bank (Afif 

Abad); the number of 124 customers was randomly 

selected to participate. The questionnaire was the 

main tool for collecting data in this study.  

In this study, the designed questionnaire evaluated 

and measured the customers’ loyalty. Understanding 

the customer loyalty level is a key factor in the 

planning, pricing, and even selling products. Loyalty 

components used in this research to assess 

customers’ loyalty included: (1) Affective and 

emotional components; (2) Commitments 

component; (3) Organizational appearance 

component; (4) Satisfaction component; (5) 

Perceived service quality component; and (6) Trust 

component. 

These components were selected and identified after 

reviewing numerous articles as well as considering 

and taking into account the experiences of the 

researcher in the field of business and banking 
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environment as major components of bank 

customers’ loyalty and given the importance of each 

component, its overall weight is determined. 

Research question 

Is there any significant relationship between the 

customers’ loyalty of Mehr-Eghtesad Bank in Afif-

Abad branch and different income classes? 

The information analysis 

Assessing the question 

There is a significant relationship between the 

customers’ loyalty of Mehr-Eghtesad Bank in Afif-

Abad branch and different income classes. 

Assessing the normality of the population was 

conducted by Kolmogorov-Smirnov test. 

H0: Normal distribution of variables 

H1: Non-normal distribution of variables 
 

Table 1. Investigating normal distribution of loyalty 

variable 

 

Variable Kolmogorov-

Smirnov 

statistic 

Significa

nce level 

Test 

result 

Custome

rs loyalty 

1.178 0.05 0.12

5 

 

According to Table 1, the significant level of loyalty 

variable was not less than 0.05, therefore, the null 

hypothesis is accepted by confidence of 95%. It can 

be stated that the distribution of  the above variable 

was normal. 
 

Homogeneity Test: 

Levene test was used in order to investigate the 

homogeneity of variance of the variables. 

H0: the homogeneity of variances 

H1: lack of homogeneity of variances 

 

Table 2. Investigate the homogeneity of variance of 

loyalty variable and income classes 

Independe

nt variable 

Depende

nt 

variable 

Significance 

level of Levine 

test 

Test 

resul

t 

Income Loyalty 0.05 0.13

8 

 

According to Table 2, the significant level of loyalty 

variable was not less than 0.05, therefore, the null 

hypothesis is accepted by confidence of 95%. So it 

can be noted that the population variances are equal 

and the variables’ variance is homogeneous. 

 

One-way analysis of variance: 

H0: There is a significant relationship between the 

level of customers’ loyalty of Mehr-Eghtesad Bank 

of Afif-Abad branch and different income classes. 

H1: There is not any significant relationship 

between the level of customers’ loyalty of Mehr-

Eghtesad Bank of Afif-Abad branch and different 

income classes. 

The results of one-way analysis of variance are 

presented in Table 3: 

 

Table 3. One-way analysis of variance 

 
According to the above results as well as the 

significance level of the test which is 0.05, it can be 

concluded that the null hypothesis is not accepted by 

probability of 95%; in other words, there is not any 

significant difference between the different income 

levels and loyalty of respondents. For this reason, 

Tukey post hoc test was used in order to evaluate 

each income class with customers’ loyalty as shown 

in Table 4. 

 

Table 4. Tukey post hoc test of income levels 

Income levels Mean 

difference 

Sig Sig. 

Group 1 Group 2 -1.43325 0.05 0.980 

Group 3 0.74675 0.05 0.999 

Group 4 8.74675 0.05 0.459 

Group 2 Group 1 1.43325 0.05 0.980 

Group 3 2.18000 0.05 0.977 

Group 4 0.1018000 0.05 0.403 

Group 3 Group 1 -0.74675 0.05 0.999 

Group 2 -2.18000 0.05 0.977 

Group 4 8.00000 0.05 0.674 

Group 4 Group 1 -8.74675 0.05 0.459 

Group 2 10.18000 0.05 0.403 

Group 3 -8.00000 0.05 0.674 

 

Table 4 reflects the fact that there is not any 

significant relationship between the classes of 

income and the level of customers’ loyalty. 

 

The test result of the study question  

This hypothesis is related to the customers’ 

perspective of balanced scorecard system and its 

main purpose is to examine the relationship between 

income levels and customers’ loyalty. The results of 

the survey question showed that there is a significant 
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relationship between income and loyalty levels; and 

this question will not be accepted. 

 

Table 5. One-way analysis of variance 

 

Dependent variable Factor Sig F Test 

result  

Loyalty Income levels 0.05 0.850 0.469 

 

Lack of communication between revenue and 

customer loyalty levels can suggest that the studied 

branch is uniformly supplied all products to all 

customers. In other words, all customers equally 

benefit from bank services that in the long term this 

can create problems. Therefore, the interesting point 

is that according to the results of the test, the branch 

has no different programs for making loyal the 

different income groups of target customers and has 

no concrete strategy for customers who are creating 

greater profits for the bank; in other words, 

regardless of the customers’ impact on profit, loss, 

and performance, all services may be offered 

uniformly to all customers with various income 

level. 

Suggestions 

In this context, the following suggestions can 

develop: 

1- Identification and classification of 

customers in terms of the benefits they 

generate for the bank. 

2- Creating the incentives to attract customers 

who have more interests. 

3. Designing products according to customers 

need to increase the bank interest. 

4. Increasing the specific services to elite 

customers and concentrating to increase 

services to customers who increase the 

benefits of Mehr-Eghtesad Bank. 

5. Identifying the targeted customers. 

Generally, it is recommended to the Mehr-Eghtesad 

Bank that: 

1. It provides a strategy map for the whole 

country which is understandable, realistic 

and applicable. 

2. Each Mehr bank branch can provide an 

understandable strategy map based on 

unique features of the structure and justifies 

their personnel in the field. 

3. Explaining the organization’s overall 

strategy and coordination between branch 

strategies in order to align with the 

organization’s overall strategy. 

4. It is recommended to evaluate 

organizational performance, four aspects 

should be used including financial, 

customer, internal process and learning and 

growth. 
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