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Abstract. This paper analyses nature of Business to Cons(B®E) relationships on the
services market in Poland. Post-modern schoolafght focuses on customers as individuals
who actively communicate their demands and switetwben sellers rather on the basis of
quality of exchange interactions stream than texdin{objective) quality of a product.
Growing in the share of GNP services market demagsisticated approach to marketing
because seller credibility is usually evaluateetrathe first sale is done. In fact marketing
theory has a lot of gaps which refer to researchthous of B2C relationships and
identification of main consumer’s motivations foramtaining relationship with service
providers. Among both marketing practitioners awddemics there is growing interest in
B2C relationships as a complex object of the retear

This paper presents main results of 551 interviesrgducted in 2003 with particular
customers of retail banks, mobile telephony opesatnd travel agencies. They all were
living in Silesia (Poland). The empirical data waed in multidimensional statistical analyses
(factor analyses, regression analyses). The magecide of the research was to identify
various dimensions of customers’ relationships whikir principal financial institutions and
to ascertain the factors that contribute to stiermjtrelationship - which is likely to support
customer retention - referrals, and long-term pabflity. The empirical study was also aimed
at designing research methods and measures faryartfeatures of B2C relationships.



The research findings suggest that customers’ @ioivs for maintaining relationship
with service providers are complex, inter-related aifferent in particular service sectors.
Within all analysed sectors there is a strong pasitelationship between 2 variables:
relationship strength and customer satisfactions Tésult justifies the thesis that customer
satisfaction is the most important for relationstigvelopment among relationship features. It
is also discovered that interpersonal abilities prafessional knowledge of salespeople are
the main determinant of customer satisfaction. fidgeession model also points at variables
that have negative influence on relationship stfenignportance of these variables is diverse
in particular service sectors, but generally theglude customers evaluation of other
providers’ offers, sense of pressure to stay withefationship and monetary value of
purchases.

The research findings can be treated as a sugge&iromanagers from service
companies that, if they want to develop meaningfustomer relationships, they should
concentrate more on rendering services at an esghéptomised) level than on establishing
formal barriers that prevent customers from dedectiCompanies’ websites, mailing
campaigns, call centers or computer systems -l&dd@aRM - should be treated by managers
as instruments which make it easier for their comgsato operate at a large scale. They are
not marketing panacea. To become successful itiacieéhip marketing a service company
should be rather human than technology orientetthofigh an emotional value for customers
is more difficult to create, it seems that it isalmore difficult to imitate, and therefore,
lasting. Although emotional value for customersnisre difficult to create, it seems that it is
also more difficult to imitate, and therefore,stlasting.
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Introduction

This paper is based on the results of field re$eeoaduced in 2003 in Silesia, Poland

The main research objectives were as follows:
» identifying antecedents of strong B2C relationships
» determining research methods and measures forcylarti features of Business to

Consumer relationships;

» designing a theoretical model of strong B2C refstlop development in the service
market context.

The practical objective of research was to fornmladbme suggestions for business

practitioners interested in creation of long-lagtoustomer relationships.

Personal interview method and projective technigreee used to gather information
from the field. The sample of 600 individual cusesiwas selected using a quota method.
Three judgmentally service sectors were involvethanresearch process: mobile telephony,
retail banking and tourism. The research questio@neonsisted of 54 questions which
referred to particular relationship dimensions.

The data gathered from the field was used in réialanalysis, principal components
analysis, regression analyses. The independeratbkesiin regression model were drawn from
four sources: operationalizing the variables prepoand tested by other authors; the results
of the principal components analysis of the Lilsr&led items; the results of the reliability
analyses among main synthetic variables and thdtsesf projective techniques.

There was a psychologist involved in the researokgss when answers to projective
guestions were being interpreted.

The present paper is structured as follows: ChaPiee describes the genesis of
paradigm shift in services marketing concerningptbgcal and practical factors. Chapter two
proposes synthetic definition of relationship marg Brief analysis of marketing



programmes directed at improving customer loyakyconducted and existing gap in
marketing theory is presented. Chapter 3 providemethodological description of field
research. Chapter 4 presents most important ecenmemds existing in three Polish service
sectors involved in the research. Chapter 5 dratesteon to relationship strength as main
B2C relationship dimension. Chapter 6 operatioealizariables treated as relationship
strength predictors. It is partially based on &tare study, but also the results of projective
technique usage and principal components analysiprasented. Chapter 7 consists of most
important results of the research conducted in riebldt includes regression analysis for
relationship strength and regression analysisdlationship satisfaction. As a result, Chapter
8 presents simplified, theoretical model of B2Catieinship development. Additional
behavioural effects of strong relationships areeflyriproposed. At the end of the paper,
conclusions and some problems for further researelpresented.

1. The roots of a paradigm shift in services markéhg theory

Within research and theory development in marketagyices market has attracted
special interest of scholars since the 80-tiesaanigible nature of services has demanded a
sophisticated approach because credibility of &ices provider is being assessed after the
first sale is done. In contrast, a traditional nedirkg concept which was developed in the
United States in the 50ties originally refers tetfanoving and durable consumer goods
(Gummesson 1987, p.10). After Il World War Americaonsumer goods market was
growing very fast and demand was highly predictablere was a huge market absorbability
based on not fulfiled consumer needs and fast gwuying powers of households. The
customer was seen rather as a passive subjectdhgiares market offers on the basis of
prices and technical qualttySegmentation process which leads to adjustindetiag mix
(product, price, place, promotion) and to homogsenchiaracteristics of a chosen customer
group was a marketing cornerstone.

Over the past 20 years many scientific articles lamaks which support distinction of
services marketing from general marketing theoryehbeen published. In the history of
services marketing there has always been some ationinof post-modern school of thought
(Firat, Schultz Il 1997, pp.188-191). It led to @rscon customers as individuals who actively
communicate their demands and switch between setlher on the basis of quality of
exchange interactions stream than objective quality product. In the author’s opinion
academics grouped in the “Nordic School” (e.g. Gwsson 1997 and 2000; Gronroos 1990;
Storbacka, Lehtinen, 2004)e the most significant contributors to serviceskating.

Their perspective could be briefly described abWihg (compare Gummesson 1996,
p.32):

* concentrating more on stream of exchange intemat{process approach) than discrete
transactions;

* analysing both economic (technical) dimension adl w& non-economic (functional)
dimension of buyer-seller dyad;

» gradually shifting from goods and services in fotusalue in focus;

* integrating the marketing function with other fuoats and general management;

* less quantitiative than the management researdhitras in other countries;

* more theory generating than theory testing and empumently more inductive and
abductive than deductive.

Simultaneously to the contribution of Nordic Schootre were also other concepts
which gradually caused a paradigm shift in markgtireory (Figure 1).

! According to Grénroos (1990, pp. 37-39), distiontiexists between technical quality (objective,ireer's
approach) and functional quality (subjective, coso-perceived).



In business practice direct marketing was the nmagortant trend . Utilization of
customer database made it efficient for big comgmrto develop marketing strategies
directed at individuals. There is evident intertiela between Total Quality Management and
paradigm shift in marketing. It refers primarily toultidimensional definition of product
quality and special attention to customer centniganizational culture (Zineldin 1999).
Collaborative marketing strategies are also suppdsly an imaginary organization concept in
the organizational theory (Hedbexgal. 1994), process oriented approach to managesne
balanced scorecard in management accounting (Kapantion 1996). According to an
analysis of players’ interests in exchangeabletiorla it was reasonable to use decision
models derived from game theory. Hence, major aptions of “Prisoners’ Dilemma” game
create new context of Business to Consumer rektips (Palmer2000). Transaction cost
theory suggest that building of a close buyer-se#tationship may lead to reducing costs of
exchange for both involved parties (Bowen, Jone8619It is an argument against one of
most important theses from classical economy tigit bffectiveness of exchange could be
achieved only on the basis of free competition @mce coordination mechanism. Last but not
the least, there are clear connections betweennBssito Consumer relationships models
existing in marketing theory and interpersonal tretes models existing in social exchange
theory (being developed in psychology since theirtmegg of 60-ties, see Aronson et al.
1994).

Figurel. Relationship marketing as a synthesishebries underlying behaviours of
company and consumer on the market.
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Source: adapted from De Wulf, Oderkerken-Schro@éizand Gummesson 2000, pp. 301-306.

2. Relationship marketing in a B2C context - defirtion, implementation and research
problems

As a result of all above mentioned factors the gigra shift has partially taken place
in marketing. A new paradigm is being describedwlifferent terms: partnership marketing,
interactive marketing, customer relationship manag®. In the opinion of the author



relationship marketing is the best term becaubastthe widest meaning. In practice Business
to Consumer exchange may take many forms rangmg fwartnership and real loyalty to
spurious loyalty and opportunism (Tynd897).

Taking this into consideration and correspondinthwiher authors contributions (e.g.
Berry 1995, p.236, Gronroos 1997, p. 327, Raggkii 1998, p. 40) it is suggested to define
relationship market as a process in which compangracts with the staff and other
stakeholders to develop profitable customer refatips based on customer’s satisfaction and
emotional commitment.

Nowadays among biggest Polish firms customer aatiip building is treated as the
most important strategic issuePolish companies use customer databases and tampu
systems - so-called CRM - which facilitate commatimn with individual customers.
However, firms usually treat new technologies asag to make advertising more intrusive
with disregard for an emotional tone of Busines€tmsumer relationship (Barnes 1994). As
a result so-called loyalty programs are not toeaiVe in establishing close customer
relationships (compare O’ Malley 1998). This sitoatin business practices justifies research
projects whose results could be used by compaaiesgdrove their loyalty programmes.

Marketing theory, in fact, has a lot of gaps whieffer to research methods of B2C
relationships and identification of main consumerstivations for maintaining relationship
with service providers (O’ Malley, Tynan 1998 aneld 1999). In comparison with
transaction, B2C relationship seems to be a complenomenon, which means that it is
reasonable to explore particular relationship disi@ams searching for interdependencies and
synthetic variables.

3. Research purposes and methodology

In April and May 2003 field research in cooperativith Market and Marketing
Research Department (Karol Adamiecki UniversityEmonomics, Katowice, Poland) was
conducted. The main research objectives were kvl
» identifying antecedents of strong B2C relationships
* determining research methods and measures forcylarti features of Business to

Consumer relationships;
» designing a theoretical model of strong B2C refstlop development in the service
market context.
The practical objective of research was to fornmlgdbme suggestions for business
practitioners interested in creation of long-lagtoustomer relationships.

600 personal interviews with individual customens the service market were
conducted. All the customers were living in SileSihe sample was selected using a quota
sampling method. Quotas were derived form the agetsre of the Silesian adult people
population.

As a basis for designing a research instrument taileleé review of the growing
literature on relationship marketing was carried. othe purpose of the reviews was to
identify those dimensions of relationships whica generally associated with positive lasting
relationships. Contributions of James G. Barnes wbpnducted research study in North
America and Europe (Barnes 1997) were the most fitapb source among the literature
analysis in question.

J. G. Barnes thesis that the nature of customel&ionships with service provider is
the function of three distinct components (Barn@g71 p. 781) is followed:

» the customer’s attitudinal and psychological vidwhe relationship;

2 See results of annual research project entitleelJBO Challenge (Zdziarski, Obt6j 2003, pp. 20-23).



» the way the relationship is conducted - length faeguency of contact, degree of personal
contact, etc;
» characteristics of the customer himself or herself.

A final version of a questionnaire was establishfiér analysing the results of a pilot
study conducted with inhabitants of Silesia. Thegjwnnaire included 54 questions which
referred to particular relationship dimensions. Amgadhese there were 4 questions based on
projective techniques (sentence completion andocartcompletion). 3 versions of
guestionnaires adjusted to customers of retail ®amobile telephony operators and travel
agencies were prepared. All questions asked byvieteers referred to companies pointed by
customers as a reaction to question about them prawvider in a particular service sector. If a
customer maintains transactions with more than mno@ider, interviewers asked about a
name of the company to be dealt with most freqyeant importantly.

The data gathered from personal interviews was uleohultidimensional statistical
analyses (principal components analysis, regresaiatyses).The independent variables in
regression model were drawn from four sources: aijfmralizing the variables proposed and
tested by other authors; the results of the pralogomponents analysis of the Likert-scaled
items; the results of the reliability analyses agamain synthetic variables and the results of
projective techniques.

After formal verification only 551 filled questioaires took part in the analytic phase.
There was a psychologist involved in the researabtgss when answers to projective
guestions were being interpreted. As a result after week of answers’ categorization the
database was ready.

Among all customers participating in the reseatodré were 200 bank clients, 156
mobile operators clients and 195 travel agenciesnts.

4. Characteristic of the researched sectors in Paia

Designing the variety of services sectors inclugdedhe research project was made
judgmental. It was tried to involve those sectdraracterised by evident resource asymmetry
between a buyer and a seller, so those which ar@lyseglected in relationship marketing
studies. On the other hand sectors which are dirdre@lerogeneous from the perspective of
market concentration, frequency of buyer-selleenattions and inherent loses gained if
customer changes supplier (switching costs, seeetak2001) were decided to be chosen.

In 2003 in Poland mobile telephony operators fuored in conditions of oligopoly
and a high annual growth rate of total market salasre were only 3 service providers: PTC
“Era”, PTK Centertel “Idea” and Polkomtel “Plus”ofthis reason they had strong bargaining
power in relations with individual customers. Theyuld still acquire new clients even if the
level of clients’ satisfaction was low. As a resofitsubsidizing of new mobiles sales existing
clients usually gain worse offers than new comé&re operators mostly tried to deal with
customer loyalty creating formal barriers of switghto the competitor. The most important
switching cost referred to subscription agreembut,there were also difficulties caused by
changing telephone number and opportunity cost eced with potential loyalty
programmes’ profits.

Retail banking market was in comparison with motelephony less concentrated and
domination of the leader (former monopolist) - PB® - was systematically diminishing. In
spite of substantial advantage of universal bankimg importance of other financial subjects
was growing (i.e. financial middlemen and advisamnsl Cooperative Saving-Loaning Funds
called SKOK). Internet banks were developing vestfas well. On the other hand Polish
customers were characterized by low propensityhtnge existing bank, even in the case
when this bank implemented unprofitable change® iservice rendering conditions
(Pawtowicz 2003). Particular banks’ offers wereywsimilar, important role was played by a



“being used to” psychological factor and some dwiitg barriers (i.e. time and fees lost in the
case of changing a banking account, long-term tsedbligation to hold daily transactions
with many different subjects).

Among the variety of analysed sectors Polish traggncies sector was the least
concentrated one. The customer did not have towligalany switching costs. Strong price
competition and decreasing trend in the amount\aide of travel packages sold lead to
strong bargaining power of individual customers.vé&téheless bankruptcies and illegal
practices connected with some mismatch betweeweh ¢¢ a service promised and a level of
a service finally delivered were serious problemshe market. This is why choosing product
supplied by travel agencies might have been seehasacterized by the highest level of risk.

5. The meaning and importance of B2C relationshipteength

Relationship strength was implemented to B2C exgbanalysis to avoid some bad
practices and misunderstandings connected witls@er loyalty category. In the 90ties the
term “loyalty” was treated by some authors morea ésuzzword” which has many meanings
and solve every business problem. The term wasllyaused in the behavioural context in
which loyalty means conducting by the customer aeperchases with disregard to emotional
tone of B2C relationship. A short term view on Ibyeehaviours led to neglecting other
positive factors like customer referrals (positwerd-of-mouth communication about the
firm or the share of the customer (the volume @irgtof business that is given by customer to
one service provider). This perspective negledtedfact that customers may maintain repeat
purchases ethers because of constraints (they toawtay in the relationship) or because of
dedication (they “want to” stay in the relationghi&lear both may lead to relationship
durability. However, we may expect the B2C relagioip to be qualitatively different based
on why the customers maintain it (Bendapudi, B&4997, p. 18). Broadly speaking we may
expect that constraints will only determine thebsiy of the relationship (will it persist?)
whereas dedication determines the development ef réationship (will the positive
outcomes of the relationship grow?).

Some authors also raise a few methodological argtsnagainst behavioural
definition of customer loyalty. They present emgatifindings which suggest that customers’
answers to interview questions build on a complefindion of loyalty are more reliable. In
comparison with declaration about future purchasles]aration about future referrals are
seen to be less overestimated (Jones, Sasser,[d99%,

In the research conducted in 2003 strength of Ba@&tionships was measured with
two questions based on the 7-item semantic diffedleacale. Hence, relationship strength
was considered to be a function of the likelihobdttthe customer would continue to do
business with a particular service provider inghen time extant and the likelihood that the
customer would recommend the service to the faanlg friends (compare Barnes, Howlett
1998, p. 20).

This operational definition of relationship stremgteems to be universal. It could be
used in academic researches (i.e. within a doctbsskrtation project) as well as in surveys
conducted by research agencies to fulfil informatieeds of business decision makers. Of
course, for business practitioners direct methddsportant behavioural aspects of loyalty
measurement are also available. If they constatrdgk information about individual
customers in the database they could use varietye#sures like transactions’ frequency,
recency or a monetary value (Patterson 2004). Nesless, they could also be supported by
measures of an emotional tone of B2C relationship.



6. Operationalizing B2C relationship dimensions

In searching for variables that could be treategraslictors of relationship strength a
review of the marketing and psychological literatwvas conducted. Variables which were
finally used in formulating research questions@esented in the Tablel.

Apart from relationship strength predictors whiclresoperationalized on the basis of
literature study, some relationship dimensions came result of projective method usage
and principal components analysis.

Table 1. Definitions of relationship strength pidrs

NOTION DEFINITION

Duration of relationship Number of years that atomer has been dealing with a particular firm
(Barnes 1997, p. 775)

Relationship intensity Function of the frequencyaife to face B2C interactions, telephone B2C

interactions and Internet interactions
(Storbackd 994, p. 73)

Relationship satisfaction Extent to which the cowsto feels that his/her expectations towards aquaati
company are met
(Bejou, Ennew, Palmer 1998, pp. 170-175)

Comparative level of Function of customers’ opinion about the likelihabdt he/she may find another
alternatives supplier with a better offer
(Aronson, Wilson, Akert 1994, p. 127)

Sentence completion technique (Crouch, 1984, pp98)6allowed to identify
customer’s emotional commitment in the relationshwpth their service providers. The basis
for assigning informant to particular level of emoal commitment was the way he/she
completed the sentence: “The firm.... treat cliesds..”. If a psychologist involved in that
phase had some interpretation problems she alsib thgeresults of a cartoon completion
technique. During the interview informants were easkto complete “balloons” referred to
potential customer verbal reaction and thoughtkénfollowing situation:

| thing that the firm ... is 1.
the only one that really
takes care of customers

As a result five emotional commitment levels whiate described in the Table 2 were
identified. They were ranging from extremely bado@ions, through indifferent feelings to
very positive, euphoric emotions that are typicatiose interpersonal relationships.



Table 2. Description of the customer’s emotiongéle in B2C relationships

Specification Characteristics

The firm as a ruthless manipulator ~ The feelings tia firm is manipulating clients to acquire shigmm
profits with disregard to customer satisfactionpital sentence
completion answers: customers as lambs, naive @edpmldren.

The firm as a cute salesman The feelings of begaed by the firm only as an important sourcé of
profits.

The firm as an indifferent providef  The feelingsbeing treated in the standardized way without any
individual involvement.

The firm as an honest craftsman The feelings aidsbomebody important for the firm and being
treated with an appropriate level of responsihility
The firm as a family member The feelings of ematiazioseness in relationship with the firm.

Typical sentence completion answers: customeradsgrs, friends,
familiar person.

Principal components analysis was used to revealutiderlying dimensions of the
relationships that customers have with their mairvise provider. Analysis of responses to
the 15 Likert-scaled statements relating to custorakationships revealed a total of three
factors with an eigenvalue greater than one. Widlentifying a number of principal
components the Cattel's method that suggests ctmatieig on factors situated on the slope of
a scree plot was also used (see Malh@b@a4, pp. 566-567).

Three principal components explained a total opédcent o the variance in the data.
To acknowledge a better basis for components irg&fion the components were rotated.
The Direct Oblimin rotation method of SPSS package used. Delta factor was established
at a zero level. Finally, principal components weterpreted taking into consideration these
variables which had minimum 0,6 loading scores. Vaeables that loaded on each of the
three factors are listed in the Table 3.

Table 3. Assigning variables to principal composeéntthe rotated component matrix

COMPONENT

VARIABLE Provider’'s [Provider's |Provider's
staff competitors [pressure

The employees of the firm... try to understand mybpgms connected

with the offer 0,71

The employees of the firm...try to find such offeatlfiit me best as an

individual 0,76

| like the way | am treated by employees of thmfir. 0,74

The employees of the firm...are able to share withtmeé@ knowledge

about the offer 0,74

The employees of the firm...encourage me to desenp@eeds

connected with the offer 0,73

The employees of the firm...are provided with proi@sal knowledge

about the offer 0,73

The employees of the firm...are honest while desegliienefits | can

F;et using the offer 0,77

| am treated with respect by employees of the firm... 0,64

The firm... really understand my needs 0,64

The firm... is willing to get into dialogue with cligs 0,64

The firm...treats seriously my suggestions and comfda 0,62

| could probably get wider offer at the same pdoeditions at another

firm 0,91

| could probably get better price at the same affeéant at another firm 0,90

Sometimes | feel helpless toward firm... suggestions 0,84

Sometimes | get the feeling | am trapped in dealiith the firm... 0,8




The first factor entitled “Provider's staff” relaeto customer’s feeling toward
interpersonal and technical abilities of providegimployees. The second one (“Provider’s
competitors”) is closely related to a “Comparatiegel of alternatives” derived form the
social exchange theory. Because both researchigueshat refer to this factor were based
on the price as the most easily available compegatriterion, it is reasonable to treat this
factor as an indicator of price importance in B2fationship building. The third factor
entitled “Provider’s pressure” refers to customeeling that she/he is locked in the
relationship. These negative customer’ attitudeallgurefers to real barriers (i.e. legal,
economic, geographicdivhich make it difficult for customers to switchather provider.

7. Predictors of B2C relationship strength

After a principal components analysis and a redliigbanalysis of the main variables,
a multiple regression analysis was conducted totifyevariables that are most important in
developing strong relationships between servicevigess and individual customers.
Relationship strength was treated as an independerigble and ten other variables were
treated as dependent variables. They were as falldwration of relationship, relationship
intensity, relationship satisfaction, customer’soéional commitment, monetary value of B2C
transactions, subjective evaluation of customeiisaricial situation, customer’s age,
provider’s staff, provider’'s competitors, providepressure. The results of regression analysis
are summarised in Table 4.

Table 4. Multiple regression for relationship sggn(three sectors)

MOBILE TELEPHONY BANKING TOURISM
R°=0,64 R=0,42 R=0,48
Constant = 7,88 Constant = 1,61 Constant = 1,45
Independent Standardized Independent Standardized Independent Standardized
variables coefficients variables coefficients variables coefficients
relationship 0,59 relationship 0,55 relationship 0,64
satisfaction satisfaction satisfaction
provider’'s 0,29* emotional 0,19 customer’s 0,14
competitors commitment financial

situation
provider’'s 0,17*
pressure
monetary value | 0,16*
of purchases

* variables which have negative influence on depandariable

Among all three analysed service sectors relatipnsatisfaction is the most
important relationship strength predictor . In thebile telephony sector there are three other
factors limiting customer’'s propensity for loyal Haiours Customer’s evaluation of
competitors offer is the first and most importaneoSecondly, awareness of being formally
obligated to buy services from one provider incesathe likelihood that a customer will
switch to another provider when their legal agrestinie finished. The variety of promotional
benefits which mobile operators offer only to theew clients is an important reason to
change a provider. Thirdly, if other independerttdes remain at the same level, it may be
expected that a higher monetary value of monttdpdactions will lead to lower customer’s
propensity to remain loyal toward a mobile operator

% According to Storbacka, Strandwik and Gronroo9¢ ®. 27), five switching barriers could be congéid on
services market: legal, economic, technologicabggephical and time. They can be seen as contefaatrs
that cannot easily by influenced by the customérchn be observed and managed by the service firm.



In retail banking there is another significant tielaship strength predictor - emotional
commitment. If a customer feels emotionally closeatcompany, it will probably increase
relationship strength. On the other hand, if custiofieels not to be treated seriously as an
individual, he/she could be expected to expressltaglty. It seems that after fourteen years
since “the Banking Law” act was established in RdJacustomers expect more individual
treatment from their banks. Despite the fact thaisR banks still implement new elements to
their service packages and carefully build theiage in mass media some customers expect
more from their main financial services’ providers

In contrast with a mobile telephony sector and akbmy sector where competitors
offers’ are highly standardized, in tourism custosnéels more insecurely. From their
perspective probability that a travel agency wélider service at a promised level is not very
high, hence their satisfaction in the relationsBiglearly the strongest relationship strength
predictor. On the Polish market there are someetragencies, which advertise very attractive
vacations at low prices, then deliver differentvgaxr and avoid contacts with unsatisfied
customers. The way in which customer assessesehigifmncial situation is a second
significant relationship strength predictor in tguan. In comparison with payment cards or
mobile phones which are common, services providettdvel agencies are treated by Polish
customers more like luxurious goods. These senacessystematically consumed only by
those households which enjoy a good financial 8dna

Following the results of relationship strength s a multiple regression analysis
for relationship satisfaction which were treatednasn relationship strengths predictor was
also carried out. The results of this analysissaremarised in Table 5.

Table 5. Multiple regression for relationship Saitsion (three sectors)

MOBILE TELEPHONY BANKING TOURISM

R*= 0,45 R=0,42 R=0,5

Constant = 11,5 Constant = 17,13 Constant =7,1

Independent Standardized Independent Standardized Independent Standardized

variables coefficients variables coefficients variables coefficients

provider’s staff | 0,37 provider’s staff| 0,36 providestaff | 0,56

emotional 0,27 emotional 0,23 provider’'s 0,2*

commitment commitment pressure

provider’'s 0,25* provider’'s 0,23* emotional 0,14

competitors pressure commitment

customer's age | 0,23 provider’'s 0,16* customer'sage | 0,12
competitors

duration of 0,17*

relationship

* variables which have negative influence on depandariable

Among all three analysed service sectors custonfieeling toward interpersonal and
technical abilities of provider's employees is thst important relationship satisfaction
predictor. This connection is the strongest on®urism probably because delivering travel
packages involve more human engagement that icaibe of mobile telephony and banking.

Despite the information that some factors influetoeh relationship strength and
satisfaction, a second multiple regression anabisis revealed some additional connections.
In mobile telephony and tourism it may be expecthked the older customer the higher his/her
satisfaction in B2C relationship. It leads to a ¢tyy@ses to be verified in further research that
younger customers have higher expectations inioakttips with some service providers. In
mobile telephony sector a negative connection batwelationship duration and relationship
satisfaction was also discovered. Generally thsultesounds paradoxical but if mobile
telephony sector characteristics are taken intsidenation, it is reasonable. In Poland there



is a low level of mobile phones’ penetration so keéing strategies of operators are directed
toward acquiring new customers. They offer a vara@tbenefits (i.e. free phone, payment’s

discounts, free additional services) for new subscs but some of these benefits are
restricted in time. Existing clients could easiognize that new clients receive much better
offer’s condition that they have.

8. The B2C relationship model

Taking into consideration only most important fastoit is suggested a simplified
version of B2C relationship model (Figure 2). Thedal includes constructs which have both
positive and negative influence on relationship ed@wment. Higher levels of customer’s
satisfaction and commitment characterize grealatioeal exchange, while higher levels of
provider’'s pressure and competition characterizeerdgscrete or transactional exchange.

Figure 2. The model of relationship between ses/m®vider and individual customer

Provider's
pressure

Provider's
competition

Provider’s
stuff

Relationship
satisfaction

Relationship
strength

Emotional
commitment

It is reasonable that development of strong B2@timiships may lead to additional
positive effects for service providers. Firstlyrosty customer relationships seems to be
characterized by higher “share of customer” whichiéfined by Rogers and Peppers (1994)
as the portion of an individual consumer’s purckasem the relational partner’s firm as a
percentage of the total purchases of the primangymts offered by the partner firm that are
purchased from all sources. Secondly, strong B2@&tioaships stimulate consumers to
behave like company’s citizens (members). So calitzenship behaviours can be exhibited
in a variety of forms (Gruen 1995, p. 462) inclgliparticipation in company sponsored
research (e.g. focus groups, completing surveys,preduct testing), making suggestions for
improving products and/or processes, attending emypsponsored events, proactive
communication of anticipated problems (e.g. makangancellation even when there is no
contractual penalty) and being flexible when thgamization requires (such as changing
delivery schedules).



Conclusions and recommendations

The field research conducted in 2003 allowed tbgese measures of particular B2C
relationship dimensions. The results of multidimenal analyses justify implementation of
models which deal with both “dedication” and “caagtts” as customer motives to maintain
the relationship. It seems that it is also impdrt@anconsider diversity of B2C relationship
models in particular service sectors.

The findings presented in this paper shed lighthencustomer’s view of his or her
interaction with services provider and the factetsch lead to quality relationships. Some
factors which determine customer’s propensity foyal behaviours (relationship strength)
were identified. On the basis of the results thpdrtance of how customers are made to feel
in their dealings with their services provider (qmare Barnes, Howlett 1998, p. 20) is
obvious. In maintaining B2C relationship emotiorfakctors are more important than
characteristics of the customer himself or heraall the way the relationship is conducted
(i.e. length and frequency of contacts).

Results of the field research conducted in Polread lze treated as a suggestion for
managers from service companies that they shoulderdrate more on performing services
at an expected level and thus ensuring customesfagzton rather than establishing formal
barriers preventing their clients from switchingctmmpetitor. It might become disruptive for
relationship development if a company intensifiesnpotional campaigns with disregard for
fulfilling promotional promises. Companies’ websitanailing campaigns, call centers or
computer systems - so called CRM - should be tdebie managers as instruments which
make it easier for their companies to operatelatge scale. They are not marketing panacea.
To become successful in relationship marketingraice company should be rather human
than technology oriented. Although an emotionalugafor customers is more difficult to
create, it seems that it is also more difficulinatate, and therefore, lasting.

Because customers seek providers which offer madividual treatment it could be
useful to implement observations based on everyl@map-customer interaction in the
customer database. In performing such an activitprapany could use potential of typical
“loyalty programmes”, because customers as progmmmmbers will be probably more
tolerant for company’s questions concerning thealihgs toward the company involved.

It seems that in the context of service marketfgstest method of building strong
relationships with customers is improving marketadglities of front-door personnel. The
implementation of a relationship marketing concaipstructural level (as defined by Berry
1995, p. 240) demands developing and maintainingcpstomer organizational culture in all
company’s divisions. All functional divisions shdube somehow oriented toward the final
customer. According to Gummesson (1978, p. 17) @rvise companies interfunctional
exchange is needed between *“full-time marketers’arketing department, front-door
personnel) and “part-time marketers” (all otherdiimns). Every employee should be treated
as “internal customer”. By making everybody a costoin his relations to others inside the
organization we begin to see what happens in adsmprocess directed at delivering value to
the customer.

Although relationship marketing is developing, stfar from mature(Berry 1995, p.
243). Many research problems remain unsolved aadlighbe used in further research:

- Is relationship marketing universal concept ot’ssdomain limited to services market
and Business to Business exchange situations?

- Which research methods are effective in conduckialistic research about buyer-
seller relationships (including perspectives ohbgitles of exchange)?

- What are the common characteristics of successffationship marketing strategy?

- What are the implications of relationship marketfng organizational structure and
technology?



- What are the implications of national differencesltures) on relationship marketing?
Is relationship marketing limited only to most dieyed economies?
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Summary

Among both marketing practitioners and academieyeths growing interest in
Business to Consumer (B2C) relationships as a camgibject of the research. Relationship
marketing as new marketing paradigm is in earlgestaf development. Therefore, marketing
theory has a lot of gaps which refer to researchthous of B2C relationships and
identification of main consumer’s motivations foramtaining relationship with service
providers.

This paper is based on the results of field re$eeoaduced in 2003 in Silesia, Poland
The main research objectives were as follows:
» identifying antecedents of strong B2C relationships
» determining research methods and measures forcylarti features of Business to

Consumer relationships;



» designing a theoretical model of strong B2C refstlop development in the service
market context.

The practical objective of research was to fornmlgdbme suggestions for business

practitioners interested in creation of long-lagtoustomer relationships.

Personal interview method and projective technigpeee used to gather information
from the field. The sample of 600 individual custaswas selected using a quota method.
Three judgmentally service sectors were involvetharesearch process: mobile telephony,
retail banking and tourism. The data gathered fthenfield was used in reliability analysis,
principal components analysis, regression analyses.

The research findings suggest that customers’ mdins for maintaining relationship
with service providers are complex, inter-related aifferent in particular service sectors.
Within all analysed sectors there is a strong pasitelationship between 2 variables:
relationship strength and customer satisfactions Tésult justifies the thesis that customer
satisfaction is the most important for relationstigvelopment among relationship features. It
is also discovered that interpersonal abilities prafessional knowledge of salespeople are
the main determinant of customer satisfaction. fidgeession model also points at variables
that have negative influence on relationship stfenignportance of these variables is diverse
in particular service sectors, but generally theglude customers evaluation of other
providers’ offers, sense of pressure to stay wittefationship and monetary value of
purchases.

The research findings can be treated as a suggekiromanagers from service
companies that, if they want to develop meaningfustomer relationships, they should
concentrate more on rendering services at an esghéptomised) level than on establishing
formal barriers that prevent customers from dedectiCompanies’ websites, mailing
campaigns, call centers or computer systems -l&dd@aRM - should be treated by managers
as instruments which make it easier for their comgsto operate at a large scale. They are
not marketing panacea. To become successful iticieéhip marketing a service company
should be rather human than technology orientetthofigh an emotional value for customers
is more difficult to create, it seems that it isalmore difficult to imitate, and therefore,
lasting. Although emotional value for customersnisre difficult to create, it seems that it is
also more difficult to imitate, and therefore,stlasting.



