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Banks, as one of the economic pillars of the country, have sought to enhance
the effectiveness of their marketing activities in recent years. This shift is
driven by the increasing competition in the banking services market, the
emergence of private banks one after another, the anticipated presence of
foreign banks in the near future, and the necessity of ensuring long-term
survival. The present study aims to examine the role of experiential and
supportive marketing on customer loyalty, with the mediating role of service
quality. The statistical population includes all customers of the Agricultural
Bank of Ardabil Province, which is considered an unlimited population. Based
on Morgan’s table, a sample size of 377 individuals was selected using
stratified random sampling. Data collection was conducted using standardized
guestionnaires developed by Dubois (2005), McLuhan (2008), and Ashrafi
(2007). The validity and reliability of the questionnaires were confirmed
through confirmatory factor analysis and Cronbach's alpha coefficient. The
collected data were analyzed using structural equation modeling (SEM) and
bootstrapping methods, with calculations performed using SPSS, Lisrel, and
Stata software. The findings of this study indicate that experiential and
supportive marketing have a significant impact on customer loyalty.
Additionally, the mediating role of service quality in the relationship between
experiential and supportive marketing and customer loyalty was confirmed.
Keywords: Service Quality, Loyalty, Experiential Marketing, Supportive
Marketing, Mediation
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Extended Abstract
Introduction

Banks play a crucial role in a country's economic framework, with their marketing effectiveness
becoming increasingly important due to growing competition in the banking sector. The emergence of
private banks and the potential entry of foreign banks have heightened the need for state-owned banks to
adopt strategic marketing practices to ensure long-term survival. In recent years, experiential and
supportive marketing have gained significant attention in improving customer loyalty. Experiential
marketing focuses on creating memorable and engaging experiences for customers by addressing their
emotional and sensory needs (Levy, 2022; Yeganegi & Ebrahimi, 2022). On the other hand, supportive
marketing emphasizes building strong relationships with customers by offering consistent and reliable
services, thereby enhancing their overall experience with the bank (Ong et al., 2017; Talaneh & Sarboland,
2017).

Customer loyalty is a critical factor in the success of financial institutions, as loyal customers tend
to exhibit repeat purchasing behavior and are less sensitive to competitive offerings. Service quality is a
key mediating variable that influences the relationship between marketing efforts and customer loyalty
(Khosravi & Ranjbar, 2021; Taghipourian & Ashtiani, 2019). High service quality not only enhances customer
satisfaction but also fosters trust and commitment, which are essential components of long-term customer
relationships (Tahir et al., 2024; Watson et al., 2024; Yasmin et al., 2024).

This study investigates the impact of experiential and supportive marketing on customer loyalty,
with service quality playing a mediating role. The findings provide insights into how banks can
strategically enhance their marketing approaches to strengthen customer relationships and sustain their
competitive advantage in the market.

Methods and Materials

The present study employs an applied research approach with a descriptive-correlational design.
The statistical population consists of all customers of the Agricultural Bank of Ardabil Province. Since
the population size is considered infinite, a sample of 377 customers was selected based on Morgan's table
using stratified random sampling.

Data collection was conducted using standardized questionnaires developed by Dubois (2005),
McLuhan (2008), and Ashrafi (2007). The reliability and validity of the questionnaires were assessed
using confirmatory factor analysis and Cronbach's alpha coefficient. The data were analyzed through
structural equation modeling (SEM) and bootstrapping techniques using SPSS, Lisrel, and Stata software.

Findings and Results

The analysis of the collected data revealed several key findings:

1. Impact of Experiential and Supportive Marketing on Customer Loyalty: Both experiential
and supportive marketing were found to have a significant positive effect on customer loyalty.
Customers who perceived high levels of engagement and support from the bank were more likely
to remain loyal.

2. Mediating Role of Service Quality: The mediating effect of service quality in the relationship
between experiential and supportive marketing and customer loyalty was confirmed. The results
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indicated that improved service quality significantly enhances the effectiveness of marketing
efforts in fostering customer loyalty.

3. Model Fit and Reliability: The reliability analysis showed that all constructs achieved
satisfactory internal consistency with Cronbach's alpha values exceeding the threshold of 0.7. The
structural model demonstrated a good fit with the data, as indicated by fit indices such as CFI, GFlI,
and RMSEA.

4. Bootstrapping Results: The bootstrapping analysis confirmed the significance of the indirect
effects, supporting the hypothesized relationships between the variables.

Conclusion

The findings of this study emphasize the critical role of experiential and supportive marketing in
enhancing customer loyalty within the banking sector. The results suggest that banks should focus on
delivering high-quality services to reinforce the positive effects of marketing strategies. Experiential
marketing strategies that engage customers on an emotional and sensory level can create lasting
impressions, while supportive marketing efforts that provide consistent and reliable service can build trust
and long-term relationships.

Service quality serves as a vital link between marketing strategies and customer loyalty. Banks
should invest in improving their service delivery processes to ensure that customers receive a seamless
and satisfactory experience. This can be achieved through employee training, adopting customer-centric
policies, and leveraging technology to enhance service efficiency.

In conclusion, this study provides valuable insights for banking institutions seeking to enhance
their customer loyalty strategies. By integrating experiential and supportive marketing approaches with a
strong focus on service quality, banks can achieve sustainable customer relationships and competitive
advantage in the market. Future research can explore additional factors that influence customer loyalty
and expand the study to other banking institutions to validate the findings in different contexts.
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