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l. Introduction

In recent years, attention to service quality has increasingly become a key performance indicator
for service organizations, especially public institutions and social insurance systems. The
increasing expectations of stakeholders, the increasing complexity of service delivery, and the
need to improve productivity and accountability have forced social insurance organizations to use
new management and technology-based approaches to improve the quality of their services [1],
[2]. In the meantime, the Social Security Organization, as one of the most important public service
providers, faces significant challenges in improving the satisfaction of insured persons and
improving the service experience [3]. Along with the expansion of digital transformation and the
increase in the volume of organizational data, business intelligence, as a strategic capability, plays
a prominent role in improving decision-making and improving the performance of organizations.
By creating analytical infrastructures and decision support systems, business intelligence enables
the extraction of knowledge and practical insights from operational and behavioral data, and in
this way can lead to the optimization of service processes and the improvement of service quality
[4], [5]. Recent research findings indicate that organizations with advanced analytical capabilities
and effective business intelligence systems perform better in responding to customer needs and
improving service quality [6], [7]. However, empirical results show that the impact of business
intelligence on service quality is not always direct and uniform and depends on contextual factors
and supporting management approaches [8]. In this regard, relationship marketing, as one of the
central approaches in service management, can play an important intermediary role in
transforming business intelligence analyses into perceived value for service recipients. This
approach, focusing on continuous interaction, building trust, mutual commitment and
personalization of services, provides the necessary context for the effective exploitation of
customer information [9], [10]. New research evidence shows that relationship-oriented strategies,
especially in long-term services such as social insurance services, have a significant impact on
improving service quality, increasing satisfaction and strengthening customer loyalty [11], [12].
Despite the importance of this issue, a large part of previous research has examined business
intelligence and relationship marketing independently, and the interaction of these two constructs
within an integrated framework has been less studied. In particular, the role of relationship
marketing as a moderating variable that can affect the intensity and effectiveness of the
relationship between business intelligence and service quality still faces a research gap in the field
of social insurance organizations [13]. This gap becomes more important in organizations such as
social security that deal with large volumes of data and extensive interactions with stakeholders
[14]. Accordingly, the present study aims to explain the moderating role of relationship marketing
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in the relationship between business intelligence and the quality of social security insurance
services, and the Kerman Provincial Social Security Organization has been selected as a case
study. It is expected that the results of this study, in addition to enriching the theoretical literature
in the field of business intelligence and service management, will provide valuable executive
guidelines for managers of social insurance organizations in order to improve the quality of

services and improve the management of relationships with the insured.

Il. Litureture rivew

A. Service quality

Service quality has gradually become a central concept in the literature on service management
and marketing in response to the distinctive characteristics of services compared to goods. Recent
studies define service quality as the customer's overall and perceptual assessment of the level of
excellence of the service provided in comparison with his expectations and accumulated
experiences; an assessment that is dynamic, subjective, and context-dependent [15], [16]. In his
initial theoretical explanations, Gronroos considered service quality to be the result of a
comparison between customer expectations and his perception of the actual performance of the
organization, and by distinguishing between technical quality and functional quality, he
emphasized the importance of how the service is provided along with its content [17]. This
theoretical framework provided a basis for the development of subsequent models of measuring
service quality. In the same vein, Parasuraman, Zeitaml, and Berry conceptualized this concept as
the gap between customer expectations and their perception of the actual performance of the
organization by presenting the service quality gap model [18]. However, more recent studies
emphasize the limitations of this approach and the need to pay attention to the dynamics of the
customer experience [15]. In contemporary literature, service quality is often considered as a
multidimensional construct that is formed during repeated interactions between the customer and
the organization and is influenced by behavioral, technological, and relational factors [16], [19].
Especially in the field of public services and social insurance, service quality does not simply
reflect operational efficiency, but also includes the customer's perception of responsiveness,
fairness, transparency, and trust in the service provider [20]. At the same time, performance-based
approaches have gained a more prominent position in measuring service quality. According to
these views, customer judgments about service quality mainly stem from the assessment of the

actual performance of the service and the experience of interacting with the organization and rely
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less on a priori expectations [21]. Research evidence shows that this approach has higher
explanatory power, especially in digital and complex service environments [15], [19].

B. Business intelligence

Business intelligence, as a management philosophy and a set of tools, helps organizations
systematically manage, refine, and analyze business information, thereby making more effective
decisions in a competitive business environment. The term business intelligence can be used to
refer to a set of activities, capabilities, and functions that aim to improve the decision-making
process in an organization. Business intelligence allows companies to perform tasks such as
analysis, strategy formulation, and forecasting in a systematic and largely automated manner to
make more accurate and effective decisions. Business intelligence is also known as a facilitator
for creating new connections in organizations that cause information to be transferred to a
centralized repository in real time and produce analyses that can be exploited at various vertical
and horizontal levels, both within the organization and in interaction with the external
environment. In this framework, business intelligence is defined as a comprehensive framework
including various processes, tools and technologies that are designed to move from data to
information and from information to knowledge and create added value for the organization
through the application of the resulting knowledge. Accordingly, organization managers can
develop more effective action plans and direct business activities more efficiently by relying on
the extracted knowledge. Business intelligence is not just a technological tool, but a
comprehensive architecture that uses a set of interconnected processes and various tools in the
process of identifying, collecting, processing and drawing conclusions from data.

C. Relationship marketing

Relationship marketing has been proposed in contemporary marketing literature as a strategic
response to the limitations of short-term transaction-based approaches, and its focus is on
developing sustainable and value-creating relationships between the organization and customers.
This concept was first formally introduced by Berry and refers to the systematic process of
creating, maintaining, and deepening long-term relationships with customers with the aim of
realizing mutual benefits [22]. Such an approach changes the traditional transaction-based view to
a relationship-oriented and interactive view. In the theoretical development of this concept,
Morgan and Hunt, by proposing the commitment-trust model, explained relationship marketing
based on two key constructs of trust and commitment, and showed that the formation of these
factors is a prerequisite for creating stable relationships and long-term cooperation between the

parties [23]. According to this view, trust and commitment reduce uncertainty, increase the desire
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to continue the relationship, and improve the quality of service interactions. More recent studies
present relationship marketing not simply as a communication tactic, but as a dynamic
organizational capability that increases perceived value through integrated management of
customer information, customization of interactions, and continuous responsiveness to their needs
[24], [25]. In this framework, the link between relationship marketing and information
technologies, especially analytical systems and business intelligence, is highlighted, and the
targeted use of data is considered as a foundation for deepening relationships [26]. In public service
organizations, and especially social insurance, relationship marketing is of particular importance
because the interactions between the organization and stakeholders are long-term, repetitive, and
based on institutional trust. Recent empirical evidence shows that adopting relationship-oriented
approaches in these organizations can lead to improved perceptions of service quality, increased
satisfaction of policyholders, and strengthened legitimacy and credibility of the organization [27],
[28]. Furthermore, research results indicate that relationship marketing can play a facilitating role
in the effective exploitation of analytical capabilities and enhance the impact of business
intelligence on service quality [25], [26]. Accordingly, in the present study, relationship marketing
is considered as a moderating construct that is expected to influence the manner and intensity of
the impact of business intelligence on the quality of social security insurance services; a role that
has so far been less empirically investigated in the context of social insurance organizations [28].
In view of the reviewed literature, this study proposes the following hypothesis:

H1: Business intelligence has a meaningful relationship with the quality of social security
insurance services in the Kerman Province Social Security Organization.

H2: Business intelligence has a meaningful relationship with relationship marketing in the Kerman
Province Social Security Organization.

H3: Relationship marketing has a meaningful relationship with the quality of social security
insurance services in the Kerman Province Teachers' Social Security Organization.

Based on the literature reviewing, researchers proposed the following research Investigating the
moderating role of relationship marketing in the relationship between business intelligence and
the quality of social security insurance services (Case study of the Kerman Province Social

Security Organization) in figurel.

H2
Bl
H1

Figurel: The Research Model




Investigating the Moderating Role of Relationship Marketing In the Relationship Between

76 Business Intelligence and the Quality of Social Security Insurance Services

lll. methodology

Research in behavioral sciences is classified according to two criteria: the research
objective and the method of data collection. In this regard, this research is applied in terms of its
purpose and is descriptive-survey in terms of the nature and method of data collection. Statistically,
this research is a survey research because it uses a questionnaire to collect the opinions of the
statistical community and is included in the number of statistical research; and because it studies
what is, it is descriptive. The statistical community is a set of individuals or units that have at least
one common attribute. Usually, in each study, the studied community is a statistical community
that the researcher wishes to study. The sample is a part of the community that represents it. The
statistical community in this study is all employees of the Social Security Department of Kerman
Province, which, according to the statistics of the Human Resources Unit, was 360 people, which
was selected as a statistical sample using a cluster random sampling method. Cluster random
sampling method is one of the sampling methods in which the existing statistical units are first
divided into groups with similarities, which are called clusters. Then, by randomly selecting
several clusters, a sample is selected from each cluster for analysis and investigation. Finally, the
collected data were analyzed using descriptive and inferential statistics and with the help of
SPSS26, PLS3 software.

IV. finding

In this research, the validity of the questionnaire was examined through content and construct
validity. Thus, at first, the questions of the questionnaire were reviewed and confirmed by a
number of professors and marketing specialists, and then the validity of the construct was tested
by examining convergent and divergent validity and reliability using PLS3 software. Factor
loadings, composite reliability (CR), average variance extracted (AVE) of all constructs are shown
in Table 1.

Tablel. Constructs with reliability and validity

Constructs Number of question AVE Cronbach's alpha
Bl 24 0.604 0/865
RM 12 0.743 0.847
SQ 22 0.732 0.907

V. Hypothesis testing

To check the research hypotheses, it is necessary to calculate the model in the mode of significant
coefficients (t); in this way, if the significant coefficients are greater than the absolute value of
1.96, the research hypotheses are confirmed with 95% confidence. The results of the model test in
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the case of significant coefficients showed that this condition has been fulfilled and as a result the
research hypotheses have been confirmed. Table (2) shows the results of the test of hypotheses

and significant coefficients.
Table2.Hypothesis testing

Theories Path Results
coefficient
Business intelligence has a meaningful relationship with the quality of social 0.671 Confirmed

security insurance services in the Kerman Province Social Security Organization.

Business intelligence has a meaningful relationship with relationship marketing  0.447 Confirmed
in the Kerman Province Social Security Organization.

Relationship marketing has a meaningful relationship with the quality of social 0.417 Confirmed
security insurance services in the Kerman Province Teachers' Social Security

Organization.

VI. RESULT AND DISCUSSION

The main objective of this study was to investigate the moderating role of relationship marketing
in explaining the relationship between business intelligence and the quality of social security
insurance services. The results of this study, by expanding the existing literature, contribute to a
deeper understanding of the factors affecting the improvement of service quality in social
insurance organizations and emphasize the importance of service quality in social security
organizations. The findings show that relationship marketing, in addition to having an independent
role, acts as a significant moderating variable in the relationship between business intelligence and
service quality. According to the first finding of the study, relationship marketing significantly
enhances the effect of business intelligence on the quality of social security insurance services.
This result is consistent with previous studies that have confirmed the pivotal role of relationship
marketing in improving service quality and increasing the effectiveness of organizational
capabilities in the insurance industry [29]. Focusing on the specific context of the Kerman
Province Social Security Organization, the present study extends this evidence and shows that
purposeful reliance on relationship-based approaches can facilitate the exploitation of business
intelligence outputs to improve service quality. The second finding of this study indicates the
existence of a positive and significant relationship between business intelligence and the quality
of social security insurance services. This result is consistent with the findings of recent studies
that have reported the positive impact of business intelligence capabilities on improving service
quality in service and health organizations [30]. By generalizing this relationship to the field of

social insurance, the present study shows that the effective use of intelligent data and analytics can
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play an important role in improving the quality of services provided to the insured. Overall, the
results of this study emphasize the importance of synergy between business intelligence and
relationship marketing in improving service quality and provide new empirical evidence in the
context of social insurance organizations, especially the Kerman Province Social Security
Organization.References. The third finding of this study indicates the existence of a significant
relationship between business intelligence and relationship marketing in the Social Security
Organization of Kerman Province. This result is consistent with previous studies and shows that
business intelligence capabilities can play a key role in the formation and strengthening of
relationship marketing strategies. This finding is consistent with the results of a study conducted
in the banking industry that indicated the existence of a significant relationship between business
intelligence and relationship marketing [31]. By focusing on the context of social security
organizations, the present study extends this perspective and shows that business intelligence can
play a significant role in facilitating the design and implementation of effective relationship
marketing approaches in social insurance organizations. The fourth finding indicates the existence
of a positive and significant relationship between relationship marketing and the quality of social
security insurance services. This result is consistent with the findings of previous studies in the
field of insurance that have emphasized the decisive role of relationship marketing in improving
service quality [32]. By confirming this relationship in the Social Security Organization of Kerman
Province, the present study highlights the importance of relationship-oriented approaches in
improving the quality of insurance services, especially in the context of public and social services.
Overall, the results of this study provide valuable insights into the interaction between business
intelligence, relationship marketing, and the quality of social security insurance services. The
findings, while consistent with previous research, confirm the vital role of relationship marketing
as a moderating variable in strengthening the relationship between business intelligence and
service quality [33]. In addition, the existence of significant relationships between business
intelligence and relationship marketing, as well as between relationship marketing and service
quality, indicates the importance of an integrated view of these constructs in the management of
services in social security organizations. The results of this study are consistent with studies that
have reported the moderating role of relationship marketing in the relationship between business
intelligence and service quality in service industries [33]. Also, the alignment with studies that
have shown the positive impact of business intelligence on service quality in other sectors,
including healthcare, indicates the generalizability of this relationship to social security
organizations [34]. In addition, the confirmation of the positive relationship between business
intelligence and relationship marketing extends the findings of studies conducted in retail
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industries to the context of social insurance organizations [35]. From a practical perspective, the
results obtained have important implications for managers and policymakers of the Social Security
Organization of Kerman Province. First, the moderating role of relationship marketing shows that
targeted investment in relationship-oriented strategies can increase the effectiveness of business
intelligence initiatives in improving service quality. Focusing on building lasting relationships,
personalizing interactions, and strengthening the trust of insureds provides the basis for better
utilization of business intelligence analytical outputs. Second, the significant relationship between
business intelligence and service quality emphasizes the necessity of developing and applying
advanced data analysis tools and technologies in the organization, so that informed decision-
making, identification of areas for improvement, and continuous promotion of the quality of
insurance services become possible. Finally, it is suggested that future research should deepen and
complete the findings of this study in the social security sector by considering other contextual
factors and examining the long-term effects of business intelligence and relationship marketing
strategies on service quality. The significant relationship between business intelligence and
relationship marketing suggests that the Kerman Province Social Security Organization should
integrate its business intelligence efforts with its relationship marketing strategies. The
organization can use the insights gained from data analytics to adjust its marketing and
communication efforts, personalize its interactions with customers, and strengthen customer
relationships. This integration can lead to improved customer satisfaction, loyalty, and ultimately
better quality of social security insurance services. In addition, the significant relationship between
relationship marketing and social security insurance service quality highlights the importance of
investing in customer-centric initiatives. The Kerman Province Social Security Organization
should prioritize building strong relationships with its clients by providing personalized and
responsive services. By focusing on meeting customers’ needs, addressing their concerns, and
maintaining open lines of communication, the organization can increase the overall quality of its
insurance services and strengthen the trust and satisfaction of its customers. The alignment of the
results obtained from this study with previous research provides valuable insights for the Social
Security Organization of Kerman Province. By recognizing the moderating role of relationship
marketing, the importance of business intelligence, and the interaction of these factors and the
quality of social security insurance services, the organization can make informed decisions and
implement effective strategies. By prioritizing relationship marketing, utilizing business

intelligence, and focusing on customer-centric initiatives, the organization can optimize its service
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delivery, improve customer satisfaction, and ensure the provision of quality social security

insurance services in Kerman Province.

Refrences

(1]

[2]

(3]
(4]

(5]

(6]

[7]

(8]

(9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

A. M. M. Rau, J. R. Riedl, and H. Miiller, “Digital transformation and public service quality: A
systematic review,”’Government Information Quarterly, vol. 38, no. 4, Art. no. 101599, 2021.

S. Osborne, Z. Radnor, and K. Strokosch,“Co-production and the co-creation of value in public
services,”Public Management Review, vol. 18, no. 5, pp. 639-653, 2016.

OECD, Global Trends in Social Protection and Insurance, Paris, France: OECD Publishing, 2022.

H. Chen, R. H. L. Chiang, and V. C. Storey, “Business intelligence and analytics: From big data to big
impact,” MIS Quarterly, vol. 43, no. 4, pp. 1165-1188, 2019.

A. Abbasi, S. Sarker, and R. H. L. Chiang, “Big data analytics and decision-making: Applications in
public and service sectors,” Information Systems Research, vol. 27, no. 2, pp. 189-211, 2016.

V. Trieu and C. Jung, “Organizational benefits of business intelligence: A dynamic capability
perspective,” Decision Support Systems, vol. 143, Art. no. 113495, 2021.

M. Mikalef, J. Krogstie, I. O. Pappas, and P. A. Pavlou, “Investigating the effects of big data analytics
capabilities on firm performance,” Journal of Business Research, vol. 131, pp. 187-201, 2021.

M. Gupta and R. George, “Toward the development of a big data analytics capability,”
Information & Management, vol. 53, no. 8, pp. 1049-1064, 2016.

A. Payne, K. Frow, and P. Eggert, “The customer value proposition: Evolution, development, and
application,” Journal of the Academy of Marketing Science, vol. 45, no. 4, pp. 467-489, 2017.

C.-H. Wang and J.-Y. Feng, “Relationship marketing, customer engagement, and service quality,”
Journal of Services Marketing, vol. 34, no. 3, pp. 353-367, 2020.

R.A.Rather, “Customer experience and engagement in public services,” Journal of Service Theory and
Practice, vol. 29, no. 4, pp. 534-555, 2019.

M. K. Brady and J. J. Cronin Jr., “Customer-oriented boundary-spanning behaviors in service
organizations,” Journal of Service Research, vol. 23, no. 1, pp. 3-18, 2020.

S. F. Wamba, A. Gunasekaran, S. Akter, S. J. F. Ren, R. Dubey, and S. J. Childe, “Big data analytics
and firm performance: Effects of dynamic capabilities,” Journal of Business Research, vol. 121, pp. 1-
12, 2020.

World Bank, Digital Transformation of Social Insurance Systems, Washington, DC, USA: World
Bank Publications, 2021.

M. K. Brady and J. J. Cronin Jr., “Some new thoughts on conceptualizing perceived service quality: A
hierarchical approach,” Journal of Marketing, vol. 65, no. 3, pp. 34-49, 2001.

R. A. Rather and S. Sharma, “Customer engagement for evaluating service quality in public services,”

Journal of Service Theory and Practice, vol. 29, no. 4, pp. 534-555, 2019.



‘ Marketing Science and Technology Journal

2026, 4(1), 71-81 81

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

C. Gronroos, “A service quality model and its marketing implications,” European Journal of Marketing,
vol. 18, no. 4, pp. 36-44, 1984.

A. Parasuraman, V. A. Zeithaml, and L. L. Berry, “SERVQUAL: A multiple-item scale for measuring
consumer perceptions of service quality,” Journal of Retailing, vol. 64, no. 1, pp. 12-40, 1988.

J. J. Cronin, J. S. Smith, M. K. Brady, and G. T. Hult, “Assessing the effects of quality, value, and
customer satisfaction on consumer behavioral intentions,” Journal of Service Research, vol. 23, no. 2,
pp. 1-17, 2020.

[OECD, Serving Citizens: Innovation in Public Service Delivery, Paris, France: OECD Publishing, 2019.
S. W. Lee, J. Y. Park, and H. J. Lee, “Service quality and customer trust in digital public services,”
Government Information Quarterly, vol. 38, no. 3, Art. no. 101582, 2021.

[L. L. Berry, “Relationship marketing of services—Growing interest, emerging perspectives,” Journal
of the Academy of Marketing Science, vol. 23, no. 4, pp. 236-245, 1995.

R. M. Morgan and S. D. Hunt, “The commitment—trust theory of relationship marketing,” Journal of
Marketing, vol. 58, no. 3, pp. 20-38, 1994,

] A. Payne, K. Frow, and P. Eggert, “The customer value proposition: Evolution, development, and
application in marketing,” Journal of the Academy of Marketing Science, vol. 45, no. 4, pp. 467489,
2017.

C. Gronroos and A. Ravald, “Service as business logic: Implications for value creation and marketing,”
Journal of Service Management, vol. 22, no. 1, pp. 5-22, 2011.

S. Akter, S. F. Wamba, A. Gunasekaran, R. Dubey, and S. J. Childe, “How to improve firm performance
using big data analytics capability and business strategy alignment?” International Journal of Production
Economics, vol. 182, pp. 113-131, 2016.

M. Zhang, M. Guo, Y. Hu, and Z. Liu, “Influence of customer engagement with company social
networks on stickiness: Mediating effect of customer value creation,” International Journal of
Information Management, vol. 37, no. 3, pp. 229-240, 2017.

A. K. Gupta and R. S. Sahu, “Relationship marketing practices and customer loyalty: Evidence from
public service organizations,” Journal of Relationship Marketing, vol. 21, no. 2, pp. 101-120, 2022



