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ABSTRACT 
In conditions that the existing competitions in market are continually ascending and 
increasing, the focus on customers has been become the most main part of organization's 
strategies in services or manufacturing sectors. The aim of the current research is 
examining the effect of salesperson's communication behaviors and organizational justice 
on customers' loyalty of home appliances industry of Isfahan Province. The current 
research in view of purpose is applied and practical type and in view of method is 
descriptive-survey research. For the constraints exist in statistical society (98 persons), the 
entire statistical society has been examined. The tools of information gathering is 
questionnaire designed by researcher with 33 questions using Cronbach's Alpha equal to 
81% in which the gathered information by SPSS software has been analyzed by statistical 
tests in two descriptive (frequency, percentage, accumulated percentage, average, and 
standard deviation) and inferential (regression modeling and variance analyzing, non-
parametric Kolmogorov–Smirnov test and also nonparametric Friedman Test) levels. 
Based on attained results, all hypotheses of research have been confirmed. The results of 
research show that 4th second-hypothesis (the effect of procedural justice on customer 
general satisfactionof salesperson) with path coefficient of 0.89 is most significant than 
others. The 2nd second-hypothesis (the effect of using sales-team on customer satisfaction 
of salesperson) and 7th second-hypothesis (the effect of customer future interactions on 
loyalty into company) with determination coefficient of 0.14 have less effect than other 
ones. 
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INTRODUCTION 

 

 Nowadays, regarding to increment of competition in markets area, only offering services and also its 

characteristics' accordance with customers' wills and needs is not sufficient; and companies need to a continuing 

and effective communication with customers to increase customers' dependency to company and its products 

and also by acquiring their satisfaction go towards making them loyalty. Nowadays, customers retaining is most 

important and companies and institutes which follow market share, hereafter, aimed to increase customer mind 

and heartshare. So, in compressed competitive area, organizations tendency to customers, increasing their 

satisfaction and converting customers to loyalty customers are their winning card (advantages) and followed by 

sustainable competitive advantage. Among the main tasks of management, maintaining and developing justly 

behaviors in managers, observing justice especially in some management behaviors with employees and justice 

feelings in employees so that, in this way, employees' satisfaction and the motivation for creating satisfaction in 

customers can be provided. By intensifying competition and nearing to services quantity and quality level 

located in selective area of customers, offering services which take customers into consideration and make them 

constant customers is a crucial and vital affair because the cost of losing a customer is equal to losing the 

benefits related to services the customers need over the life.  
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 Nowadays, competition intention in industries such as home appliances and generally in manufacturing and 

services areas are fully clear in the entire world; and this factor in this space makes difficult day by day the 

customers retention and increasing their loyalty.So, offering dominant services will be the major and future 

challenge of active companies in this area; and in competition area only the organizations enjoy from suitable 

position that the basic axis for their activities is providing customers' wills and meeting their needs with 

minimum price and maximum quality. 

 

Problem statement: 

 Although the discussion on different factors which cause to increase customer satisfaction and loyalty has a 

long history and the existing literature in this field is so wide, many aspects still have been neglected in this 

case, for example, in the existing researches the considered subjects are as follows: the management approaches, 

customer continent, good mood of manager, services leadership, effects and feelings of employees, employees' 

views and meta-social or citizenship behavior of employees (Jorge and Betenhossen,1990) in a economic 

competitive environment, justice as an organizational fundamental value and differentiation-maker strategy 

(Kanofski, 2000). 

 Doing this study is important because in previous studies the justice has been examined generally but in 

current research the effect of organizational justice dimensions have been discussed and examined separately on 

increasing communication abilities and finally on customer satisfaction and loyalty.  

 

Conceptual model: 

 
 

Fig. 1: resource Béatrice et al.,2013 

 

Theoretical Principles and Research Hypotheses: 

General satisfaction:  

 It is defined as service encounters and customer assessment of task abilities of service suppliers and the 

major focus is on personal reaction of customer to service offering. These abilities include employees' 

responding in relation to customers' complaints, employees' interactions with customers and simple achieving to 

company's employees in necessary times (Gilbert and Veloutsou, 2006).  

 Organ (1988:23) states that employees' responses against organizational injustice are accompanied with 

decreasing organizational citizenship behaviors. Therefore, decreasing these behaviors can be a respond to 

injustice. Organizational citizenship behaviors have a positive relationship with organizational effectiveness, 

organizational commitment, and organization's ability in attracting and maintaining qualitative forces. The 

studies show that organizational justice causes to increase humanism behaviors, dutifulness and helpful 

behaviors. The employees of 500 Fortune company when faced with organizational justice show further 

citizenship behaviors; even employees assisted these companies temporarily and conventionally or hourly when 

faced with justly behaviors of managers show further citizenship behaviors. Customer satisfaction is a utility 

that customer acquires for different characteristics of products and it is also a profitability source and a reason 

for continuing the activity of organization. According to studies, there are various definitions of customer 

satisfaction but the following implications are common in all: 

1) Customer satisfaction is perceives as a feeling or contingency response to assessment process.  
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2) Customer satisfaction is a type of reaction to major aspects of products and services.  

3) Customer satisfaction is reaction that occurs in special time, after consumption, after choosing and after 

experiencing products and services (Paulin et al., 2006). 

 

Distributive Justice: 

 It points to judgeship on equality of results distributive as payment level or promotion scale and 

opportunities in an organizations structure. This theory states that individuals consider to relative balance of 

desirable results and compare their relative data-output with their colleagues. While there is inequality in 

expectations, weak individualsmay become worse in organization. In this time, the only work that organization 

should do is that some sectors of organization in which distributions done as inequality have been identified and 

prevented (Coropansanuo andFulger,1991). 

 

Procedural justice:  

 Not only is justice percept in organization depending on results, but also used procedure for realizing 

results. This theory states that individuals can have a looking beyond the results of short-term decisions. So, 

undesirable results seem acceptable if the used process be just (Greenberg, 1987).  

 

Organizational justice:  

 Organizational justice is said to behavior moods with employs which show their feelings of perceived 

justice and includes perceived justice of occurred interactions in organization which can comprise social 

economic interactions and also individual communications with managers, subordinates, colleagues and 

organization as a social system (Byrne and Cropanzano, 2001). 

 Marketers agree on that customer loyalty can have a positive efficiency like sales increment, costs 

decrement and expectable profitability flow. Some researchers have introduced customer loyalty as competitive 

and key advantage source for surviving and growing organization (Jones and Taylor, 2007). 

 A research has considered to the examination of the effect of customer-orientation and sales-tem skill and 

organizational justice on customer loyalty regarding to general satisfaction level of customers. According to 

findings resulted from this research, customer satisfaction has been attained when the company's operations can 

meet the expectations of customers. If the operation be less than expectations, the customer will be unsatisfied 

and if the operation be equal to expectations, the customer will be satisfied. Meanwhile, it is determined that the 

rate of organizational justice in distributive and procedural level is effective on general satisfaction of customers 

and their loyalty (Béatrice et al.,2013). 

 Anderson and Narus (1990), define communications as a exchange and sharing process of valid and in-time 

information formally or informally between the parties of a relationship. The implications of this definition are 

further emphasizing on accuracy, relatedness and fitness of exchanged information than the size and replication 

of information be considered. Sin & et al (2002), believe that communications especially in-time 

communications will help to promote confidence between parties via helping to resolve disputes and make 

compatible percepts and expectations.  

 Ling (2012) has examined the relationship between salesmanship skills, customer satisfaction and customer 

behavioral tendencies in restaurant industry. This research has done via a field method and self-study 

questionnaire with a suitable sample of 628 seafood restaurants with full services. The experimental findings 

show that the axial interaction has a positive effect on customer satisfaction of both permanent customers and 

the customers who come to restaurant for first time; sales skills has a positive effect on behavioral tendencies of 

permanent customers; and also customer-orientation has a positive effect on behavioral tendencies of permanent 

customers. Moreover, customer satisfaction is a medium factor between axial interaction and behavioral 

interaction. 

 Sing & et al (2013) in their research examine the adjusted effects of organizational justice on the 

relationship between job satisfaction and sales operation. They, by applying a sample of 380 insurance 

salespersons in a progressing market (in India) for validating their model, examine different hypotheses by 

structural equations modeling (SEM). The findings and results show that organizational justice is effective in 

line with better operations of salespersons. 

 Lioe (2007) shows in his research that, by aggregating the implications of justice beside customer services, 

a just picture of organization can be drawn for salespersons and improved the services operations and finally 

customer satisfaction. The findings resulted from field and laboratory studies show that salesmanship skills 

(apologizing, resolving problems, being polite, and improving control) have a positive effect on customer 

satisfaction and finally customer tendency to repurchase through justice in viewpoint of customers. Moreover, 

the problems due to unsuccessfully in offering services and problems replication cause to decrement in customer 

satisfaction and again the perceived justice in viewpoint of salespersons cause to adjust these effects. 

 Dymetrial (2006) claims that when we are investigating on customer satisfaction in services, two subjects 

need to make clear; first, satisfaction as a special feature or as a general feature; and second, whether 
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satisfaction is interactional (facing with services) or cumulative (satisfaction during the time). Valsh& et al 

(2008) have been differentiated between satisfaction from the features of services and general satisfaction. 

Regarding to previous conceptualization on customer satisfaction, all three types of general satisfaction, 

functional satisfaction and technical satisfaction can be differentiated with each other (Walsh et al.,2008). 

 Marketers are agreeing on the fact that customer loyalty can have a positive efficiency like sales increment, 

costs decrement and expectable profitability flow. Some researchers have introduced customer loyalty as a 

competitive and key advantage for surviving and growing organization (Jones and Taylor, 2007).  

 Moor and et al (2005), in their model, have examined the effective factors on loyalty than to services and 

company offers. The medium factors in which communications can be associated with loyalty by them are 

confidence and satisfaction; customer satisfaction of employees on loyalty than to services offers and on 

satisfaction of organization and then on loyalty than to organization are effective factors. Other variables, also, 

are shown completely in the figure. It is necessary to said that the highlighted lines are based on previous studies 

and the dotted lines are the new hypotheses of researchers (Moor et al., 2005). 

 Betatris& Plat (2013), in their research, have examined the effect of customer-orientation and sales-tem 

skill and organizational justice on customer loyalty regarding to general satisfaction level of customers. 

According to findings resulted from this research, customer satisfaction has been attained when the company's 

operations can meet the expectations of customers. If the operation be less than expectations, the customer will 

be unsatisfied and if the operation be equal to expectations, the customer will be satisfied. Meanwhile, it is 

determined that the rate of organizational justice in distributive and procedural level is effective on general 

satisfaction of customers and their loyalty (Béatrice et al.,2013). 

 Stone and Jikopz (2004), in their research, have examined the effect of communication skills of 

salespersons on customer loyalty. They show that the companies for acquiring loyalty customers' satisfaction 

need to go beyond their expectations, otherwise customers may tend to other suppliers and it is possible that can, 

according to the quality of products and services received from competitors, change the viewpoints of other 

customers. Some of these key skills are effective listening and technical skills on products. Responding to the 

demands and questions of customers and effective perceiving skills are introduced as other skills of 

salespersons.  

 Honing (2004), in his research, examine the effect of customer-orientation behavior of sales employees on 

satisfaction and loyalty of customers. He, in his research, shows that, regarding to the operation of services 

personnel which often comprises major factors of services, the customer orientation of services sector often has 

been considered as a main and determinate factor in making services companies successful. He examines the 

inductive conceptual structure come fromfour-dimension concepts of customer orientation of services 

personnel_ including technical skills of employees, social skills, motives and decide-making power_, a 

theorized model on the effect of employees' customer-orientation on main structures of services marketing and 

the operations of services organizations. This model has been examined experimentally in two services field 

(including book/CD/DVD retailing and travel agencies) by using a sample with 989 consumers and the results 

show that most of hypotheses have been supported. The achievements related to the findings in the fields of 

services and retailing management have been examined, too.  

 Based on done researches the hypotheses are considered as follows:  

 

Second-hypothesis: 

H1: customer-orientation has a significant effect on customer satisfaction of salesperson.  

H2: using of sales-team has a significant effect on customer satisfaction of salesperson. 

H3: distributive justice has a significant effect on customer general satisfactionof company’s sales system.  

H4: procedural justice has a significant effect on customer general satisfactionof company’s sales system.  

H5: customer satisfaction of salesperson (sales skill) has a significant effect on future interactions of customer 

with company. 

H6: customer satisfaction of salesperson (sales skill) has a significant effect on customer general satisfactionto 

company. 

H7: future interactions of customer have a significant effect on loyalty to company.  

H8: customer general satisfaction have a significant effect on loyalty to company.  

 

Research method: 

 The present research in view of purpose is applied and in view of nature and method is a descriptive -survey 

research; and examines the role of organizational justice and communication behavior of salespersons on 

creating loyalty. The researcher tries to respond a real problem and question existed in practice during the 

process of research. In this type of research, the relationship between variables have been analyzed based on 

research purposes and existence or non-existence of relationship and correlation, the rate and type of 

relationship between independent and dependent variables have been examined. The current study uses library-
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study methods, examining the texts and also the field-study method with questionnaire tools and aimed to 

recognize the features, preferences, characteristics and behaviors of society's individuals.  

 

Statistical society and sample: 

 Statistical society of this research includes all sales managers and experts (totally 98 persons) of home 

appliances of Isfahan province.  

 

The size of sample: 

 In the present research the number of sample is calculated regarding to the limitations of statistical society's 

size:  

α =
𝑗

j − 1
 1−

 Si
2j

i=1

St
2   

 

Validity and Reliability: 

 To ensure from the face validity of questionnaire, the specialists such as university's professors and 

knowledge holders in this field have been used who confirm the validity of the questionnaire. To confirm the 

content validity of questionnaire, factor analysis has been used which the resulted amount of this analysis is 0.81 

and the content validity has been confirmed regarding to its high amount and near to 1. 

 

Findings: 

 In this research Cronbach's Alpha coefficient has been calculated for measuring the reliability. 

 
Table 1: calculation of Cronbach's Alpha coefficient for calculating the reliability of questions  

Row Scale Cronbach's Alpha coefficient 

1 Distributive justice 0.82 

2 Procedural justice 0.80 

3 Customer-orientation 0.78 

4 Sales team 0.79 

5 Salesperson satisfaction 0.82 

6 General satisfaction 0.77 

7 Loyalty 0.80 

8 Future interactions 0.84 

Total 0.81 

 

H1: Customer-orientation has a significant effect on customer satisfaction of salespersons  

 
Table 2: Regression analysis of the effect of Customer-orientation on customer satisfaction of salespersons 

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 2 7/4 0.000 

Customer satisfaction of salesperson 0.41 4.50 0.000 

Beta 0.41 Determination coefficient (R2) 0.17 

 

 In table 2, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and customer-orientation 

has a significant effect on customer satisfaction of salespersons. And the resulted Beta is equal to 0.41 which 

show that with one unit changing in independent variable, 0.41 changing is occurred in dependent variable. It 

can be said that, considering to the amount of determination coefficient, 17% of model changes are stated by 

independent variable and it is relatively weak. 

H2: Using of sales-team has a significant effect on customer satisfaction of salesperson. 

 
Table 3: Regression analysis of the effect of using of sales-team on customer satisfaction of salespersons 

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 2/1 8/2 0.000 

Customer satisfaction of salesperson 0.38 4 0.000 

Beta 0.38 Determination coefficient (R2) 0.14 

 

 In table 3, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and using of sales-tem has 

a significant effect on customer satisfaction of salespersons. And the resulted Beta is equal to 0.38 which show 

that with one unit changing in independent variable, 0.38 changing is occurred in dependent variable. It can be 

said that, considering to the amount of determination coefficient, 14% of model changes are stated by 

independent variable and it is weak. 

H4: distributive justice has a significant effect on customer general satisfaction of company’s sales system.  
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Table 4: Regression analysis of the effect of distributive justice on customer general satisfaction  

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 1/4 6 0.000 

Customer satisfaction of salesperson 0.60 7/4 0.000 

Beta 0.60 Determination coefficient (R2) 0.36 

 

 In table 4, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and distributive justice has 

a significant effect on customer general satisfaction of company’s sales system. And the resulted Beta is equal to 

0.60 which show that with one unit changing in independent variable, 0.60 changing is occurred in dependent 

variable. It can be said that, considering to the amount of determination coefficient, 36% of model changes are 

stated by independent variable and it is moderate. 

H4: procedural justice has a significant effect on customer general satisfaction of company’s sales system.  

 
Table 5: Regression analysis of the effect of procedural justice on customer general satisfaction  

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 0.22 1/3 0.17 

Customer satisfaction of salesperson 0.89 19 0.000 

Beta 0.89 Determination coefficient (R2) 0.79 

 

 In table 5, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and procedural justice has a 

significant effect on customer general satisfaction of company’s sales system. And the resulted Beta is equal to 

0.89 which show that with one unit changing in independent variable, 0.89 changing is occurred in dependent 

variable. It can be said that, considering to the amount of determination coefficient, 79% of model changes are 

stated by independent variable and it is desirable. 

H5: customer satisfaction of salesperson (sales skill) has a significant effect on future interactions of customer 

with company. 

 
Table 6: Regression analysis of the effect of customer satisfaction of salesperson on future interactions of customer 

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 2 6/8 0.000 

Customer satisfaction of salesperson 0.41 4/4 0.000 

Beta 0.41 Determination coefficient (R2) 0.17 

 

 In table 6, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and customer satisfaction 

of salesperson (sales skill) has a significant effect on future interactions of customer with company. And the 

resulted Beta is equal to 0.41 which show that with one unit changing in independent variable, 0.41 changing is 

occurred in dependent variable. It can be said that, considering to the amount of determination coefficient, 17% 

of model changes are stated by independent variable and it is weak. 

H6: customer satisfaction of salesperson (sales skill) has a significant effect on customer general satisfaction to 

company. 

 
Table 7: Regression analysis of the effect of customer satisfaction of salesperson on generalsatisfaction  

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 1/8 6/7 0.000 

Customer satisfaction of salesperson 0.47 5/3 0.000 

Beta 0.47 Determination coefficient (R2) 0.22 

 

 In table 7, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and customer satisfaction 

of salesperson (sales skill) has a significant effect on customer general satisfaction to company. And the resulted 

Beta is equal to 0.47 which show that with one unit changing in independent variable, 0.47 changing is occurred 

in dependent variable. It can be said that, considering to the amount of determination coefficient, 22% of model 

changes are stated by independent variable and it is relatively weak. 

H7: future interactions of customer have a significant effect on loyalty to company. 

 
Table 8: Regression analysis of the effect of future interactions of customer on customer loyalty 

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 2/1 7/1 0.000 

Customer satisfaction of salesperson 0.37 3/9 0.000 

Beta 0.37 Determination coefficient (R2) 0.14 
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 In table 8, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and future interactions of 

customer have a significant effect on loyalty to company. And the resulted Beta is equal to 0.37 which show that 

with one unit changing in independent variable, 0.37 changing is occurred in dependent variable. It can be said 

that, considering to the amount of determination coefficient, 14% of model changes are stated by independent 

variable and it is weak. 

H8: customer general satisfaction have a significant effect on loyalty to company.  

 
Table 9: Regression analysis of the effect of customer general satisfaction on loyalty to company 

Variable Regression coefficient t-value Significant level (p) 

Y-intercept 1 4/4 0.000 

Customer satisfaction of salesperson 0.70 9/6 0.000 

Beta 0.70 Determination coefficient (R2) 0.49 

 

 In table 9, regarding to significant level of regression coefficients (p<0.05), so, the null hypothesis is 

rejected and the contrary hypothesis (significance of regression model) is confirmed and customer general 

satisfaction have a significant effect on loyalty to company. And the resulted Beta is equal to 0.70 which show 

that with one unit changing in independent variable, 0.70 changing is occurred in dependent variable. It can be 

said that, considering to the amount of determination coefficient, 49% of model changes are stated by 

independent variable and it is relatively desirable. 

 

Discussion and Concluding: 

 The researches show that one of the main factors for understanding the organizational behaviors is general 

attitude to organizational commitment and is a good anticipant for tending to remain in job. Recognizing an 

appropriate type of relationship and how to effect of organizational justice dimensions on organizational 

commitment, the managers can plan and manage more appropriate acts for developing justice dimensions in 

organization and also create a feeling of commitment and loyalty in employees to their organization and 

increase their commitment level to their organization and finally enjoy from presence of committed and loyalty 

manpower to organization values in line with better realizing of organizational purposes. It can be claimed that 

if organizational justice is increased/decreased in organization, in result, it effects on employees' organizational 

commitment and it is increased/decreased, too. Therefore, it can be found that if managers want to have 

committed and loyalty employees to organization's values to be able to achieve purposes and goals of 

organization and realize the existential philosophy of organization, one of ways is to ensure from observance of 

justice in organization (distributive, procedural, interactional) and try to maintain and increase it.  

 

Future Recommendations: 

 Considering to this fact that placing customers in business heart and their loyalty need to a concrete 

partnership culture and the partnership culture of employees is one of major factor for customer satisfaction; so, 

researchers have been recommended to consider the partnership culture of sales employees as one of main 

dimension in future researches. To increase the customer satisfaction and following increasing customer loyalty, 

employees should have perspectives, values and attitudes that tend to meet customers' needs. It is recommended 

regarding to this subject that the role of organizational common perspective has been examined in customer-

oriented behaviors. Entering other variables such as organizational culture and expanding the model and 

designing an applied model beside other effective factors on customer loyalty, they can do a research in this 

field.  
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