UNIVERSITY OF VAASA
FACULTY OF BUSINESS STUDIES
DEPARTMENT OF MARKETING

Abbas Haider

RELATIONSHIP VARIABLES
AND THEIR ROLE BETWEEN INTERNATIONAL BUYER
SUPPLIER RELATIONSHIP AND ON CUSTOMERS’
LOYALTY:
A CASE STUDY OF UPC PRINT LTD.

Master’s Thesis in Marketing

Degree in International Business

Vaasa 2009






CONTENTS

LIST OF FIGURES
LIST OF TABLES

LIST OF APPENDICES
ABSTRACT

1. INTRODUCTION

1.1 Back ground

1.2 Problem discussion

1.3 Objectives and delimitations
1.4 Structure of the study

2. RELATIONSHIP MARKETING

2.1 Back ground of relationship marketing
2.2 Definitions
2.3 Conceptual roots of relationship marketing
2.3.1 Supply chain and marketing channels
2.3.2 Organizational marketing
2.3.3 Service marketing
2.3.4 Database marketing and direct marketing
2.4 Network based and market based theory

2.6 Relationship development process

3. RELATIONSHIP VARIABLES

3.1 Loyalty and disloyalty

3.1.1 Types of loyalty

3.1.2 Role of loyalty in relationship marketing
3.2 Supplier competence

3.2.1 Product quality

3.2.2 Order fulfilment and delivery

Page

© o1 N

10
11
12
16

18

18
19
21
21
22
22
2 2
24
24

30

30
32
33
33
34
35






3.2.3 Skilled employees and reputation 36
3.3 Communication 36
3.3.1 Internal and external communication 38
3.3.2 Communication dimensions 38
3.3.3 Communication styles 39
3.4 Commitment 41
3.5 Conflict handling 44
3.5.1 Tactics of conflict handling 45
3.6 Influence of culture 46
3.6.1 Relationship variables through dimensions 49
3.7 Summary of theoretical framework 50
4. RESEARCH METHODOLOGY 53
4.1 Quantitative vs. qualitative 53
4.2 Case study design 55
4.2.1 Study questions and units of analysis 55
4.2.2 Data collection 55
4.3 Data interpretation 57
4.4 Validity and reliability 57
5. EMPIRICAL FINDINGS 59
5.1 Introduction to the case company 59
5.2 Customers searching process in UPC 60
5.3 Customers’ loyalty program in UPC 61
5.4 Relationship variables and its role betweenerirdtional buyer-supplier
relationship 63
6. SUMMARY AND CONCLUSION 73
6.1 Summary 73
6.2 Conclusions 76

6.3 Limitations of the study 78






6.4 Managerial applications

6.5 Recommendation for further research

REFERNCES

APPENDIX
Appendix I: Interview questions for UPC PRINT maeeg

78
80

81

86






LIST OF FIGUERS

Figure 1: Structure of the study

Figure 2: Conceptual roots of relationship marketing

Figure 3: Relationship process

Figure 4: The expanded business to business relationshiginmprocess
Figure 5: Mutually profitable relationship for supplier andstomer
Figure 6: Supplier competence

Figure 7: Supplier competence, effective communicationtistction
Figure 8: Satisfaction through effective commitment

Figure 9: Role of RVs on customers’ loyalty

Figurel10: Influence of culture on factors

Figurell: Summary of theoretical framework

Figurel2: Attraction for customers

Figurel3: Two way communication

Figurel4: Conflict handling model

Figurel5: Conclusions of the study

LIST OF TABLES

Table 1 Previous studies
Table 2 Definitions of loyalty
Table 3 Cultural difference

Table 4: Loyalty comparison

17
21
25
27
28
34
38
43
44
47
51
64
67
71
79

14
30
48
61






UNIVERSITY OF VAASA

Faculty of Business Studies

Author: Abbas Haider

Topic of the Thesis: Relationship Variables and their role
between International Buyer-Supplier
Relationship and on customers’ loyalty: A
case study of UPC PRINT.

Name of Supervisor: Minnie Kontkanen

Degree: Masters of Science in Economics and
Business Administration

Department: Department of Marketing

Major Subject: Marketing

Line: International Business

Year of Entering the University: 2006

Year of completing the Thesis: 2009 Pages: 87

ABSTRACT

The relationship between firm and their customsra critical issue when establishing a
long term relationship. The relationship managenteag become an essential part of
business strategy due to the complexity and insrgasompetition. Previous researchers
mention (Wang & Sohal 2002, Gronroos & Ravald 199élnes 1996,) that values and
benefits can only be obtained if customers agreenase long term relationship and
consider them valuable. In the context of buyerpliap relationship, continuity of
relationship consists on loyalty from both sidesyalty has been define in term of repeat
purchase, positive attitude, long term commitmémigntion to continue relationship,
expressing positive word of mouth and not switchiogany other product. There are
many factors which can affect the loyalty but ie turrent study four factors or variables
have been discussed such as supplier competengenwacation, commitment and
conflict handling.

The aim of this study is to know the role of retaghip variables between international
buyer-supplier relationship and on customers’ ltyal'heoretical work was based on
previous researches and literature regarding oelsttiip variables and customer’s loyalty.
Case study method has been chosen for current stiidyn is most appropriate to meet
the purpose. Data has been collected from one gfirfiim in print industry. The study

found that in order to maintain customers’ loyaltys vital for firms to meet their needs

and wants, and all relationship variables need ¢ocbnsidered during the entire
relationship process between supplier and buyehowt any discrimination whether new
customers and old one.

Key words: International Buyer-Supplier relationship, loyalBelationship Variables,

Supplier Competence, Communication, Commitment fii@biiandling.
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1. INTRODUCTION

1.1Back ground

During the course of globalization, new ways hapered for firms of all size to operate
internationally. Firms participate in the proce$snternationalization to an increasing
extent, although most of them often not with thesaonditions as like large enterprises.
As most firms often have limited resources and mtaskare, so in order to minimize this
weakness, they need efficient and lasting relatipsswith new intermediaries as a key
component when entering the foreign market, thasebe distributor, wholesaler, retailer

etc.

The development and management of customer reddtijprnas, in recent years, become
main focus of marketing and conceptualization dsad realized that they are valuable
assets of a firm (Rajagopal, 2004). Many reseasclegree that the relationship
marketing comprises on buyer seller interactionaotong term basis and that these
collaborative exist to transform individual and atete transactions into relational
partnerships (Czepiel, 1990). Hence, the buyer erselinteraction and better

communication emerge as key pillars in relationshmarketing. The relationship

management has become an essential part of businategy due to the complexity and
increasing competition. Globalization/internatiomalion and the development of the
international market place are the main driverthi® trend; Blurring boundaries between
markets and industries, shorter product life cyolereasing fragmentation of markets
(Wang & shoal, 2002), sophisticated and more kndgdable customers and their

rapidly change buying patterns are some possilgaeations (Gronroos, 1996).

Previous researchers and authors mention thafiteeaed value can only be obtained if
customers agree to make long term relationshipcamsider them valuable and being
loyal to each other (Izquierdo & Cillan 2005). Hewer, it is necessary to understand the
main role of the factors of relationship marketimg customer’s loyalty. According to

Panyne and Holt, (2001) the relationship marketsngne of the key developments of
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modern marketing. it starts when firms invest irosth activities directed towards
attracting customers and positioning on the maaket the more complicated matter in
order to turn these customers into loyal ones {&go & Cillan, 2005). According to
Ravald and Gronroos (1996) product quality, brandge and other supporting services
etc, are not enough for long term relationshiptha context of long term relationship
between buyer and seller, the benefit concept takes deeper meaning such as safety,
credibility, security and continuity which lead theust for the supplier and thereby

support and encourage customer’s loyalty.

Ndubisi (2007) mentions four factors of relatiopshimarketing such as trust,
commitment, communication and conflict which infiee on customer’s loyalty.
However, many studies have been conducted (WangialS2002, Sheth & Sisodia
2002, Panyne & Holt 2001) that trust and satistecttonsist on relationship variables
such as supplier competence, communication, conmenitrand conflict handling.
Therefore, based on previous studies, importanceslafionship variable is evident in

relationship marketing.

1.2. Problem discussion

Ndubisi (2004, 2007) states that companies shouddtensacrifices and worthwhile
investments to develop the relationship with logastomers. This is beneficial for both
the firm and the customer. Now companies are fogusin securing and improving
customer loyalty instead of acquiring new one. ltyaas been defined by many of
previous researchers in term of repeat purchasangyositive attitude, long term

commitment, intention to continue the relationshegpressing positive word of mouth
likelihood of not switching, or any combinationtbese (Sramek, Mentzer & Stank 2007,
Ravald and Gronroos 1996, Spiteiri and Dion 20048y building relationship with

customers, firm can gain quality sources of manigtntelligence for better planning of
marketing strategy. According to lzquierdo and &il(2005) in the customers’ context,
benefits in term of higher value, better qualitydaimcreased satisfaction with their

purchases, on the other hand supplier benefits f{n@ater sales volumes better operating



12

efficiencies, positive word-of-mouth publicity, imgved customer feedback and
decreased marketing expenses. Cann (1998) emph#satdong term relationship is the
cost efficiency of having a loyal customer basetead of having to acquire new

customers frequently.

Moreover, loyal customers give more extensive aseful feedback on how to improve
product quality and customers satisfaction. Exiensicademic research in the area of
relationship marketing has been conducted findingtt commitment and satisfaction to
be major influences of business relationship bnddiThe current study aims to define
the commitment, communication and handling cordliot international buyer seller
relationship and its impact on customer loyaltyimt industry. Hence, this study would
take empirical evidence of research phenomenon frothe light of one Finnish firm

and its Russian buyer.

1.3. Objectives and Delimitation

The main research question of the study is;

What is the role of supplier's commitment, commation, competency, and conflict

handling on buyers’ loyalty in the context of imational buyer-seller relationships?

To answer this question supporting objectives are,

» To provide the brief introduction of relationshiparketing and Roots of the
relationship marketing.

* To define the loyalty and its dimensions and ite o relationship marketing.

« To define the relationship variables; commitmenbmmunication, supplier
competence and conflict handling and its impactimernational customer’s
loyalty.

* To empirically analyze of relationship variables the theoretical consequences
using the case study method in the context of Bmmsiupplier and its Russian

buyer in print industry.



13

The available theoretical roots on buyer-seller ravé limited to specific industry and
further have been widely applied in multiple geqiriaal contexts. But for this study, |
am eager to verify the applicability of already eeped theoretical roots in specific
industry of print. The chosen theory for this stuslynarket based theory, which has been
defined to managing, maintaining, and developintatienships with international
customers on individual basis. In the context derinational customer’s behavior,
attitude, and way of business which depends oromaticulture and culture varies
country to country. Proposed study will helpfulitaderstand the relationship variables or
factors and how these variables vary culture tducel Market based theory has been
widely used in previous literature to study buyeltes relationships in multiple
geographical contexts. But for this study, | wiplpdy it in Finnish supplier-Russian buyer
context.

Further, this study specifically focuses only orurfaelationship marketing factors;
commitment, communication, competence, and confliahdling. Other relationship
marketing factors, like trust and satisfaction lafeaside. To investigate the role of these
four relationship marketing variables on customénalty, this study collects data only
from Finnish Supplier Company. The customer’s pectipe is left aside which could
help to strengthen the findings. Further, the daith be collected through interviews
from Supplier Company. Although data will be cotet from company managers, unit

of analysis will be Supplier Company.
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Table 1.Previous studies

Relationship Marketing
Authors Names & | Title of the studies Methodology Results
year
Moller, K. & Halinen, A. Relationship Marketing Theoretical Two unique theories have

(2000)

Theory: Its Roots and
Direction.

been found, to explain the
relationship marketing.

Brito, C. (2008)

Relationship Marketing: Fron
its origins to the current
streams of research.

N Theoretical

Relationship marketing is a
field with a high potential for
scholarship.

Gronroos, C. Ravald, A. The value concept and Theoretical Supplier relationship costs are
(1996) relationship marketing. the sacrifice the company
should try to minimize for the
customers and thereby
increase the perceived value.
Cann, C. W. (1998) Eight steps to building a Theoretical Developments of relationshig
business-to-business with customers have been
relationship. defined through eight steps.
Conway, T. & Swift, J. S. International Relationship Conceptual paper Relationship building process
(2000) Marketing: The importance of consists on four stages, for
psychic distance. each stage, the importance of
each RM variables differs.
Relationship Variables
Ndubisi, N.O. (2007) Relationship marketing and | Quantitative (survey through | The loyal customers should
customer loyalty. guestionnaire) pay close attention to issues of
trust, commitment,
communication and conflict
handling.
Payne, A. & Holt, S. (2001) Diagnosing customeueal Theoretical The concept of value has its
integrating the value process roots in many disciplines
and relationship marketing. including psychology, social
psychology, economics,
management and marketing.
Sheth, J.N. & Sisodia, R.S. Marketing productivity issues| Theoretical Marketing must shift its focug
(2002) and analysis. from aggregate markets to
individual customers.
Malhotra, N. Mukherjee, A. Analyzing the commitment- | Quantitative (survey through | Three components of
(2003) service quality relationship: a| gquestionnaire) commitment, affective,
comparative study of retail continuance and normative,
banking call centers and which are distinct and show
branches. different relationship with
service quality.
Sramek, B.D. Mentzer, J.T & | Creating consumer durable | Quantitative (survey through | The impact of customer
Stank, T.P. (2008) retailer customer loyalty guestionnaire) perceptions of order
through order fulfillment fulfillment service on creating
service operations. competitive advantage through

building satisfaction and
ultimately, retailer loyalty.

Wong, A. & Sohal, A. (2002)

An examination of the
relationship between trust,
commitment and relationship
quality.

Quantitative (survey through
guestionnaire)

Findings afford an extended
perspective in customer
relationship management
research. Moreover, revealed
the role of trust and
commitment and their impact
on relationship quality.

Conway, T. & Swift, J. S.
(2000)

International Relationship
Marketing: The importance of
psychic distance.

Conceptual paper

Relationship building proce
consists on four stages, for
each stage, the importance of
each RM variables differs.

5S
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Any kind of research (qualitative, quantitativedasonceptual) based on previous studies
and literature. Authors and researchers comparie fineing in the light of previous
studies. In the current study | tried to choosevaht studies according to the topic and
objectives. The aim of current study to know thderof relationship variables on
international customers’ loyalty and this topic asated with relationship marketing.
Hence, in the first part of table (relationship k&ding) presented those studies which
mention about relationship marketing, history oftienship marketing, relationship’s
theories, and building process of relationship raank). According to current study’s
topic, it is better to mention about relationshigrketing and its building process. Second
part of table (relationship variables) presentexs¢hstudies which are related with factors
whereby customers’ loyalty can affect negativelypositively. Although there are many
studies about relationship factors but | mentiottexke studies which can reflect to my
topic. In these studies relationship variablesamtdrs have been discussed thoroughly

and it was not so difficult to collect data for nopic.
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1.4. Structure of the study

First chapter presents the aim of the study. Thepter contains the introduction part
which will entail the background for the problemolplem discussion, and importance of

loyalty in relationship marketing, delimitation angkates the aim of the research.

The second chapter creates the first part of therétical framework by introducing the
concept of relationship marketing and the histofyrelationship marketing. In this
chapter, relationship marketing has been discusséulir areas and relationship process
will be discussed concerning the current studyoAdiefinitions of relationship marketing
by different researchers will take place in theptba The third chapter contains the
influencing factors or relationship variables onstauner’s loyalty, such as supplier
competency, commitment, communication and confimdling. Deep sight on loyalty
and its role between international buyer selleatiehships, beside these variables culture

will be discussed in the context of relationshipiatales.

The fourth chapter of current study contains redeanethodology discussions. In the
Methodology part, Philosophy, importance of methmcess of data collection i.e. case
study approach will be discussed and justifiedhFshapter of current study comprises of
the data from UPC Consulting Ltd. through interseand secondary data sources.
Moreover, the analysis and discussion will takec@lan the light of findings from the

interviews and will be test and verify the develdpeeoretical model.

In the end six chapter of study include the summamg conclusions based on the
theoretical framework and the empirical study. ilt @lso include limitations of the study

and recommendations for future research.
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2. RELATIONSHIP MARKETING

This chapter gives the brief introduction about thkationship marketing and history of
relationship marketing. Moreover, four areas o&tiehship marketing take the place and
also discuss three models of relationship prodesghe current study one model will
considered which had been proposed by Conway and@t §000) to evaluate the
empirical findings. Although these three models araost same with slightly change.
The reason to choose the relationship process nimbeluse it consists on four stages

and it is easy to explain the relationship varialdefactors through this model.

2.1. Back ground of relationship marketing

Due to intense competition and increasingly denrapdconsumers, relationship
marketing has attracted the attention of both rebeas and managers. In the context of
buyer-seller relationships, researchers have wdatian marketing to identify the factors
that positively effect on buyer-seller interacti@ontinuity of relationship, satisfaction,
and success. This broad interest in relationshigkaetiag has not brought new change in
buyer-seller relations, but researches have aldendg&d this relationship marketing

concept. To go more in deep of relationship manigtive will first focus on its origins.

The evolution of relationship marketing startednird950s when ‘marketing mix’ was
introduced which is known mostly as ‘4ps of mankgtii.e. product, price, place and
promotion. These 4ps of marketing were consideaak lbone of marketing. However,
were used to make strategies regarding marketimgenmaximize sales. Still marketing
mix is used in order to understand and controlitifieences on demand but this frame
work is used in unique environment. The convenlishdes of marketing are questioned
because marketing environment has changed a lo¢ 4i850s. Now the consumers are
more educated and sophisticated as a result ofaligalion and the new sources of
competition. Due to this situation brand loyaltarstto decrease and 4ps of marketing
were not enough to retain customer, then new markétinking revealed with the name

of “marketing relationship”(Christopher et al. 2004
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The root of relationship marketing according tot®r2008) can be found in the early
1980s it appeared first time in academic literatume1983 when Leonard Berry

introduced one chapter with the name of “relatigmsharketing” in a book on marketing

to services. Later on Barbara Jackson uses the &dgaein her book Winning and

Keeping Industrial Customers as well as in 1985 amiele was published from Harvard
Business Review. According to Palmer (1997) theegantheory of relationship

marketing in wide range can be explained by bugdeisrelationship. The relationship
marketing develops from unilateral to bilateralateinship. Relationship marketing
involves a dynamic process with continuity as apontant objective. The real purpose of
a business has been accepted to consolidate nyubesiéficial relationship, importantly

with selected customers. Strong and successfuiaeship is a two way flow of value,

where customer exploits the real value from thati@hship and that value become
beneficial for the organization in order to enhative profitability (Christopher et, al.

1993, 2004).

2.2. Definitions
Many researchers have defined relationship maretindifferent ways. Following are
some definitions from respected authors:

According to Ravald and Gronroos (1996), relatigmsharketing is

To identify and maintain, establish and increase télationship with customers along

other stakeholders, for profit and the objectivéalbthe channel’'s members are met.

According to Sheth (1994)

The relationship marketing is perceiving and expléon to current business relationship

between supplier and buyer and manages or maintaese relationships
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According to Lindgreen (2001)

Relationship marketing is attracting, maintainingda— in multi- service organization-
enhancing customer relationship. Servicing andrsgkxisting customers is viewed to be

just as important to long- term marketing success@juiring new customers.

Despite of many definitions of relationship marketi researchers have a difference of
opinion. As a result, the phenomenon use acadewid seems to be rather under one of
the best definition reflects that relationshipswesn a business and its partners may be
either transactional or relational, this definitibas been proposed by Gronroos (1994,
355) ‘relationship marketing is establish, maintain, aadhance relationships with
customers and other partners, at a profit, so thatobjective of the parties involved are
met. This is achieved by a mutual exchange aniirhdht of promisé€s There is another
definition by Morgan and Hunt (1994) they code tredationship marketing is pointing
out all the marketing activities towards estabhghi maintaining and enhancing the
successful relational exchanges. This definitios wéicized that if this definition is true
then both term are condom and one term is usetesshaould exclude from the literature
which is creating confusion (Brito, 2008). Afterviewing the definitions it come to
know that the term relationship marketing is défer to marketing and its not general
thing. In the context of marketing, firm providdsetvalue to customer or consumer
according to customer’s need. Hence, if valuesnaaching with customer expectation
then he re-buys. The term relationship marketinfpésname of acquiring loyal customer
for long term relationship for profit. In the corteof relationship marketing customer
does not involve in consumption but also involvenmanufacturing, promotion, and

development procedure of the product and services.
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2.3. Conceptual roots of relationship marketing

According to Brito (2008) the evolution of relateinp marketing starts from 1950s and
the conceptual origins of relationship marketing t@ found essentially in four areas,
(see figure 2). These are Supply chain and mawdketiannels, organizational marketing,

services marketing, and database and direct magketi

Supply chain & Organizational
Marketing channels Marketing

Relationship

marketing

Services marketing Database marketing
&Direct marketing

Figure 2. Conceptual roots of relationship marketing (Br2608:5)

2.3.1Supply chain and marketing channels

Marketing channels is one of the most critical dieeis in relationship marketing, which
affect defiantly all other, marketing decisions.tButh the passage of time several issues
occurred, Marketing channels take several yeadetelop and it represents a significant
corporate commitment to large numbers of independmmpanies. Moreover, it
represents a commitment to set of policies andtipescthat constitutes an extensive set

of long term relationships. There is one most ingodr issue in marketing channels
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which deal with the conflict of power in the contex the buyer seller interaction process
(Geyskens, 1998; Brito, 2008).

2.3.20rganizational marketing

The previous researcher and practitioners have toeeised on the understanding of two
way interaction at the organizational level andhwitie passage of time it toward a more
integrated and wide reaching network approach ¢BA008). Moreover, (Sramek, et.al.
2007) state the ease of return, product availghalid timeliness of delivery significantly

impact customers’ future buying behavior. Furtheorenthey state that the product
quality, service quality and e-business qualiteeiffto customers’ behavioral intentions.

So, the main focus is on how to keep customerd knya profitable in an efficient way.

2.3.3Service marketing

The third area on which relationship marketingpisnded is service marketing. Since the
late 1970s researchers have shown that conventinagteting style is not enough or
insufficient and relationship marketing emergedst@mer participation should be, not
only in consumption but also in the production loé service. According to Mdller and
Halinen (2000) “the main concern was that the margemix approach did not provide
conceptualizations for modeling and managing theviee provider customer
relationship”. So, the important contribution instifield with quality management and its
association with customer satisfaction and the mapee of people and processes in

service quality, this concept became main poinetztionship marketing (Brito, 2008).

2.3.4Database marketing and direct marketing

Over the past two decades there is rapid growth dawtlopment in information and
communication technologies, and the mass custoimizand one to one marketing
arrived. The capacity of storing data offered bwnechnologies has increased the ability

of organization to serve with a more quantity dbrmation from customers that it would
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otherwise be unthinkable. (Brito, 2008).This is d@btely truth that the current
information and communication technologies are adegawith the capacity for
individualized management of customer relationskpganizations create database to
keep in touch with their customers and consumers. mMain purpose of this database is,
to take feedback and develop long relationships @oglide more appropriate products

and services.

The relationship marketing can be found in fouaar@hich are mentioned above. Now it
is important to know that how these areas conteiltatrelationship marketing. It can be
defining through Moéller and Halinen (2000) analysiBhey mention to relational
complexity, low relational complexity and high ritmal complexity. In the low
relational complexity, a large number of custoraerd they can switch easily. Moreover,
the focus on short time of period in spite of ldegn relationships and marketer’s focus
on individual customer relationship. While highatenal complexity shows exchange
between buyers —seller on focal nets. Difficulstatch and transactions are episodes in
long term relationships. In High relational comptgxmembers number are small and

from profit and non profit organizations and goveemtal organization.

Supply chain and marketing channels take sevemisy® develop and it represents a
significant corporate commitment to large numbefsimnependent companies. So,
relational complexity will be high. Organizationaharketing focus on appropriate
delivery, product quality and keep customers faure profit, which shows the low
relational complexity. Service marketing focus oms@mer participation should be, not
only in consumption but also in the production bé tservice. In the area of service
marketing is low relational complexity, although service marketing customers have
option to switch for another product, but produaiakty, good services, strong
commitment and better communication creates loyatamers. Finally, data base and
direct marketing can be low relational complexitydaalso high relational complexity.
Because for last two decades there is rapid granthdevelopment in information and
communication technologies, and small and largé boganizations create data base to

keep in touch with market and customers. AccordmgMoller and Halinen (2000)
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relationship marketing is not general theory of keéing, he defines that there are two

types of relationship theories such as market btssaty and network based theory.

2.4 Network based and Market based theory

Network based relationship marketing involves moranagerial levels and might be
understand that the management of interdependebetesgen business actors. The key
task of management, to involve broader and de@peraiction with external partners both
customers and other stakeholders. The network baseleting related with complex
relationship and take place generally in networkntest (Moéller and Halinen
2000).Market based theory is related with less dempelationship and used to
developing, managing, maintaining, and relationshiiln customer on individual basis.
Marketing based relationship might be understandhas management of the firm’s
customer base, where the large number of custortees individually and still
profitably. The main purpose for managers the imgkprocedures of the company, such
as planning marketing activities for regular custommastering customer portfolio
analysis, using database and new information tdoggoto manage the customer
interface, and restructuring the marketing orgdioma according to relationship
marketing (Mdller & Halinen 2000). Present studgus on the market based relationship
marketing, which reflect the Gronroos’s (1994) deifon. Given theory base on the
management of the firm’s customers individually andent study focus on defining the
relationship variables such as commitment, supgl@npetence, communication and

handling conflict and its impact on customer loyalt

2.6. Relationship development process

The number of researchers and practitioners haseribed about the relationship process
in slightly different ways. Present study definas four stages (see figure 3).
Additionally, the influencing factors in relationiphbuilding are likely to follow several,

or all, stages in different extent. Although, itdigficult to explain about all the stages it
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ingredients in the study but it is necessary to garme light to understand the key

concepts of relationship marketing.

Stable stage

Developing stage

Early stage

Pre-relationship stage

Figure 3. Relationship process

In the pre-relationship stage, companies normabrech the new customers and often it
happens when companies change its policy or cirtamoss required some changing.
More over, may be supplier is dissatisfied or mightouyer firm is dissatisfied with their

existing member which presents the most likely seashy new relationship start and

market scanning and initial information is collettabout the foreign market and its
potential business partners. This process mighintee consuming and can be positive or
negative in the context of cultural difference (@Gary & Swift, 2000).

Second stage automatically transfers from pre stagearly stage via phone, email or
meeting firm at trade fairs but without any comnetrhunless they do not involve in the

actual meeting or negotiation. Potential outcomiethe interaction and motives of the

parties are still unclear to some extent and cerkamds of distances such as social
distance, cultural distance, and technologicaladist may reduce the understanding
because most of the relationship fails during stége due to a lack of cultural empathy
(Conway & Swift, 2000).
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On the third stage business partners come closeaidlo other and mutual understanding
and empathy conduce of developing trust and comemtnfinally, on the fourth stage
relationship reaches a certain stage or stabi#ihg the firms have reached a mutual
loyalty. The purchase of product and service becayugne and established the standard
system to minimize the former uncertainties. Effesccommunication is very important
to maintain the level of trust and commitment fond term relationship (Conway &
Swift, 2000).

Cann (1998) defines to relationship process intestgps which is depicted in (figure 4)
step one to three starts when company sets theetiragkgoals, marketing strategy is
defined and current company culture has been detedn The forth step involves
determining the congruence between the strategy thed culture of the selling
organization. Then marketing strategy should erageirthe social bond between the
service provider and the customer because it igipo®ffect on them and stimulate to
accepting of the marketing effort. Fifth step definhat establish the customer service
oriented culture because it will mediate the eff#cstrategy on the customer. Sixth step
is about implementation of the marketing stratedpemvfirm passes signal to customers.
Seventh step is establishing close relationshifh \pidtential customer to bond them.
Furthermore, personal interaction itself become ieaportant criterion which the
customer uses to determine how satisfied they @trethe offering, and weather or not
they will continue to do business with the servm®vider. Finally to maintain the

relationship, add the extra value in product acogytb customers’ desires.

Today customers want more than just ordinary sentiterefore if customer accept the
marketing effort then it can be one way to gaindbmpetitive edge i.e. vendor should do
some thing extra and provide exemplary servicehm ftom of helping the customer

implement the new product. These efforts make sd@idtionship between the vendor
and customer. At this point relationship interdegecty between the buyer and seller
exists. Satisfaction should occur if the past elgoee is positive. If the satisfaction is
established, then commitment to the relationshljpvice and both parties exploit with
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benefits. Through customer’s satisfaction vendan ghe customer’s loyalty, repeat

purchase of the product and service and positive \wwbmouth.

Activities inside Activities outside
Vendor organization Vendor organization

1. set marketing goals 6. implement marketing strategy
2. define service oriented marketing
3. determine current culture 7. bond socially with customer
4. determine congruence of strateg

and culture 8. add value to the relationship
5. adjust culture to emphasize

customer oriented philosophy:
e internal marketing
» external marketing
* interactive marketing

A 4

Outcome
\ 4

Customer
satisfaction

A

Commitment/long
-term relationship

Figure 4. The expanded business to business
relationship building process by Cann (1998: 394)

It is important here the consideration of Ravald &ronroos (1996) they mention the
relationship marketing in two episodes, value epgsand relationship value. The value
episode might be perceived by reducing the saeridic obstacles for buyer which will
develop buyer’s satisfaction and convenes to himrépurchase or continuity, while
relationship value is inner feeling of buyer whenperceived safety, security and trust on

his supplier. They mentioned that, more benefitgh ljuality, superior brand positioning
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and extra services are not enough to retain costuamal for long term relationship. This

concept is depicted in following figure:

Increasing the benefits/reducing the sacr

Episode l
Value

Stimulates repurchasing activ

Relatior

|

Relationship Safety< Credibilit #» Securit
Value {

Trust

|

Lovalty

|

Mutually profitable relationship for supplier andstome

Figure 5. Mutually profitable relationship for supplier
and customer Ravald & Gronroos (1996:25)

According to Ravald and Gronroos (1996) episodeevand cann’s (1998) first 5 steps
of relationship building process indicate the fifstee stages of relationship process by
(Conway & Swift, 2000) where firm search the newnmber and start negotiation, add
extra value according to customer’s desires andsyavhile relationship value, rest of
three steps the stable stage where supplier aner litust to each other and long term
relationship emerge. These relationships can inflady some factors or variables which

will be mentioned in next chapter.
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Summary

The intensive competition and increasingly demagdionsumers, relationship marketing
has attracted the attention of both researchersramégers. The evolution of relationship
marketing started in 1950s when 4ps of marketingewesed but in twentieth century
these conventional style of marketing was not ehodige to globalization, increasing
competition and new technology. Many researcherge hdefined to relationship

marketing in different ways but they almost werengahat long term relationship with

customers to gain more market share and maximeetbfit. Relationship marketing

can found in four areas such as supply chain andketiag channels, organizational
marketing, services marketing and database andtdinarketing. Building relationship

become in small steps or step by step which has de&ne in four stages by Conway
and Swift (2000) and Cann define in eight stepslevRavald and Gronroos (1996)
define to relationship marketing in two episode.wNm the next chapter influencing

factors to relationship positively or negativelyllwie discussed which are the focal
points of current study.
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3. RELATIONSHIP VARIABLES

3. 1. Loyalty and disloyalty

In this chapter relationship variables or factordl vbe define such as supplier

competence, commitment, communication and handtiogflicts and its impact on

customer loyalty. Before describing the relatiopstariables, it is important to know

little bit deep about loyalty. In the introductiochapter | have given overview of

customer’s loyalty. Loyalty has been define by nemiif researchers(see table 2) in term

of repeat purchasing, a positive attitude, longhteommitment, intention to continue the

relationship, expressing positive word of mouthelikood of not switching, or any

combination of these (Sramek et. al. 2007, Ravattl@ronroos 1996, Spiteiri and Dion

2004).

Table 2 Definitions of Loyalty (Sramek et.al, 2008:785)

Author

Definition

Biong (1993)

Bloomer and Kasper (1995)

Caruana (2002)

Dick and Basu (1994)

Ellinger et al.(1999) and Daugher
et al. (1998)

Estalemi (2000) and Bubb and V3
Rest (1973)
Ganesh et al. (2000)

Loyalty expresses the degree to which the retailemat the company as
supplier in the future. It parallels to the conttpumeasure and could compris

both the favorable attitude and perceived or i@ah bf alternatives.

Loyalty is (1) the biased (i.e., non-random), (Bhdvioral response (i.e|.

purchase), (3) expressed over time, (4) by somisidaemaking unit, (5) with
respect to one or more alternative brands outset af such brands, which (6)
a function of psychological (decision making, eadive) processes resulting
brand commitment.
Service loyalty is the degree to which a customeribéts repeat purchasin
behavior from service provider, possesses a pesiititudinal disposition
toward the provider, and considers only using pn@ider when a need for th
service exists.
Loyalty is the strength of the relationship betweecustomer’s relative attitud
and repeat patronage.

yLoyalty is a long term commitment to repurchaseolawg both repeateq
patronage (repurchase intentions) and a favoratitade (commitment to the
relationship).

arLoyalty is the behavioral tendency of the consutaeepurchase from the firm

Loyalty is a combination of both commitments to thiationship and other ovg

Q

]
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Hennig Thurau et al. (20002)

Kandampully and Suhartanto(200

Khatibi et al. (2002)

Jacoby and Kyner
Maignan et al. (1999)

(1973) an

Mittal and Lassar (1998)
Neal (1999)

Oliver (1999) and McMullan and

Gilmore (2003)

Olsen (2002)

Pritchard et al. (1999)

Proto and Supino (1999)

Reynolds and Arnold (2001)

Ruyter et al. (2001)

loyalty behaviors.
Loyalty focuses on a customer’s repeat purchasevi@hthat is triggered by
marketer’s activities.

BA loyal customer is one who repurchases from thmesaervice provide
whenever possible, and who continues to recommentiaintains a positive
attitude towards the service provider.

Loyalty refers to the strength of a customer’'shnt® purchase again goods
services from a supplier with whom they are sakfi

dLoyalty is the nonrandom tendency displayed byrgdaumber of customers
keep buying products from the same firm over time & associate positiv|
image with the firm’'s products.

Loyalty is defined as the inclination not to switch

Loyalty is the proportion of times a purchaser desthe same product
service in a specific category compared to thd tmianber of purchases mag
by the purchaser in that category, under the cmmdithat other acceptabl
products or services are conveniently availabkhat category.

Loyalty is a deeply held commitment to re-buy orpegronize a preferre

product/service consistently in the future, therelysing repetitive same brand

or same brand set purchasing, despite situatianfilences and marketin
efforts having the potential to cause switchingahédbr.

Loyalty is a behavioral response expressed over.tim

Loyalty (L) is a composite blend of brand attit#¢ and behavior (P[B]), with
indexes that measure the degree to which one fasods buys a bran
repeatedly, where L= P[B]/A.

Loyalty is the feeling of attachment to or affeatifor a company’s people
products, or services.

Salesperson loyalty is a commitment and intentidoadntinue dealing with th
particular sales associate.

Loyalty intention reflects customers’ motivationdontinue the relationship.
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According to above definitions loyalty or loyal ¢tomiers are considered valuable assets

for the organizations for future profit. The questiis that, whether loyalty or loyal

customers indeed the assets of organization? Twearthis question, Nordman (2004)

mentions deep look in her doctoral study “undewditagn customer loyalty and

disloyalty”. According to Nordman (2004) Loyalty $iédwo dimensions, behavioral and

attitudinal. Behavioral dimension focus on behawbperson while attitudinal dimension

shows the brand loyalty and depend on psychologooahmitment. If behavioral

dimension shows the customers’ behavior not hisnatin then s/he can switch for
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another product but if customers have attitudioghlty then they will not switch for
other product in the case of stock shortage. Se,cdabmbination of behavioral and

attitudinal dimensions can be considered strorgugtomers’ loyalty.

3.1.1. Types of loyalty

Loyalty has been mentioned in four types; loydiyent loyalty, spurious loyalty and no
loyalty (Nordman 2004).

In the case ofoyalty firms are lucky because their customers have gthmlieved and

also they don't like to switch frequently.

Latent loyaltyis the cause of many factors such as family presstiatus, social norms
etc. According to Sramek et al. (2007) that customay be force to buy due to lack of

choice, and will switch anytime if the situationcbenes favorable to do so.

Spurious loyaltyis defined as fake or false loyalty. In this casetomer does not have
complete information about products. It can also the result of interpersonal

relationship. Customer can switch for other produmt time.

Finally, in the case oho-loyalty customers don’t have attitudinal loyalty and no

behavioral loyalty. In the no-loyalty customersetgiruse the product one time in life.

According to Sramek et al. (2007) they emphasizeraantion to loyalty in their study in

two concepts, true loyalty and spurious loyalty.udrloyalty shows the strong
commitment between company and customers and spurioyalty shows no

commitment at all. Moreover, also mentions thatog®l customers are identified within
the No loyalty category, where customer never tisedrand. So, true loyalty must be
determined not only by behavior, but by the fedingf affect elicited from the

relationship.



33

3.1.2. Role of loyalty in relationship marketing

Many firm capitalizing on strong firm-customer r@éb@ship to gain invaluable
information on how best to serve customers and kieeym from defecting to competing
brands. Customer relationship building creates aiutewards, which benefit both the
firm and the customer. By building relationship lwidustomer, an organization can also
gain quality sources of marketing intelligence batter planning of marketing strategy
(Spiteiri & Dion 2004). Previous researchers anthars mention that benefits and value
can only be obtained if customers agree to make temm relationship and consider them
valuable (Izquierdo and Cillan 2005). As loyaltyshHzeen defined in the term of repeat
purchasing, a positive attitude, long term committretc. which is completely associate
with the Grénroos (1994, 355) definition about tielaship marketing relationship
marketing is establish, maintain, and enhance retethips with customers and other
partners, at a profit, so that the objective of gagties involved are met. This is achieved
by a mutual exchange and fulfillment of promis&se purpose of relationship marketing
is, to create the long term relationship and malkeldyal customers for future profit for
the firm. Customer’s loyalty plays major role fdretlong term relationship and for the
survival of the company. Now, those factors will discussed which can influence on
customers’ loyalty; supplier competence, commuivcat commitment and conflict
handling. Therefore, it is important to understahdse factors which influence on
customer’s loyalty; such understanding will helpbigiter management of firm customer

relationship and in achieving higher level of ldyadmong customers.

3.2. Supplier competence

The concept competence of supplier includes bathnieal expertise regarding products
and production methods, and knowledge of the custenorganization, markets,
competitors and industry. According to Panyne amit K2001) that competition is not
that what companies are manufacturing, the matténat what they add to their factory
output in the form of packaging, services, advergs customer advice, financing,

delivery arrangements, warehousing and other ththgs people value. According to
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Sheth and Sisodia (2002) that firm must createitite product set the right price for it,
distribute it using the right distribution channelsd the right number of outlets and

achieve the right level of informational and pesua communication.

Product quality
Order fulfilment
Delivery Supplier
Reputation or goodwill
Skilled employees

competence

Figure 6. Supplier competence (Sramek, et al. 2007)

Long term relationship consists on customer’s fti®on from product and services. If
firm have knowledge, experience and capabilitynoreéase product’s quality regarding
customers need and want then these skills devédlepirtitial trust on supplier and
stimulate to customer to maintain the relationshih supplier. Firm’s reputation or
goodwill in the market (Sako & Helper 1996), righmployees or skilled people new
technology (Sramek, et. al. 2007) is main fundamdento attract the customers for
negotiation and develop the long relationship. epgompetence is directly link to
firm’s performance (see figure 6) such as produdlity, order fulfillment, delivery,
reputation or good will of the firm, and skilled ployees, which can effect to customer’s
loyalty.

3.2.1 Product quality

Product can be anything that can be offered to &ehdo satisfy a want or need.
Products which are marketed include physical gosesjices, experiences etc. Product
is not just the core benefits but it also otherdfiégsm which come in addition of actual core
benefits which are divided in five level, Suchcase product, objectives, expectation,
augmentation and potential product (Kotler & Kell@006). These levels might
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understand though example. New Honda car is puechashe core benefit of the car is,
time saving and the basic product make possibledhe benefit which is in this case the
car itself. The third level is the customers’ expéons about the product when they
purchase product. Forth level means the custondesses beyond his/her expectations.
Fifth level is, keep in touch with customers thrbumstomer’s data base for the future
purchase. In the context of relationship marketmqmglity product with increasing values
in core product to enhance the customer loyaltycofding to Ravald and Gronroos
(1996) that increasing the benefits means addiegsthmething in core product that
customer considers it important, beneficial andquai Moreover, product quality plus
sporting services, like warranties, after purchssevice, return the default product etc.

increase the confidence of the customers and cl@ageaelationship with the firm.

3.2.2 Order fulfillment and delivery

Heim and Sinha (2001) mention that ease of retauajlability of the product and
timeliness of delivery significantly impact custarsiefuture buying behavior. Poor order
fulfillment service can have deleterious effects wglationships with customers.
According to (Sramek, et. al. 2007) manufactureas @stablish successful order
fulfillment and successful delivery to meet thetonser’s requirements if they determine
when and how much the customer will order. Morepv@rder fulfilment has two
dimensions which can create a strong incentive ahufacturers to gain customer
loyalty. First is an internal or operations oriehtimension involving cycle time, on time
delivery and inventory availability, while seconingénsion reflects an external or market
oriented dimension, involving the firms’ ability &ense and understand customer needs
through relationship created by customer serviasgmmel. It is important, therefore,
management should have understanding the orddinfigiit needs and expectations of
their customers and to establish the value addedhat operations management plays in

developing customers’ loyalty.
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3.2.3Skilled employees and reputation

It has been realized the success of the organizatiaat the path to satisfied customers is
through satisfied employees. One of the importansequences of internal marketing is
to increase the organizational commitment of emgxdsy(Malhotra & Mukherjee, 2003).
Moreover, they mention in their study that orgatimaal commitment not only affect the
quality but also effect on the organization’s goddw employees fail to understand and
fail to accept the goal, mission and objectiveshef firm then firm can lose their loyal
customers. Similar text in the study of Sheth amsb®a (2002: 353) thattlie key
employees that contribute to customer service kxws are responsiveness, courtesy,
professionalism, and competenc&urther more they mention that front line employees
play major role to gain the customers’ loyalty dod future profitability. According to
Lee and Trim (2006) organizations’ staff from th&tlbside should be pro-active in the
context of long term relationship. They also memttbat ‘a well crafted relationship
marketing strategy will help to ensure that longrm, quality-based relationships are
developed with staff in partner organizations thgbaut the marketing channelSo,
organization should pay adequate attention to whaieding the complex nature of
organizational commitment of the customer contactpleyees who represent the

organization to the customer and can directly grflce on customers’ loyalty.

Supplier competence increase the customers’ loyalty one factor of the future profit
for the organization. Ndubisi and Wah (2005) mentizat organizations lose 20 percent
customers each year due to incompetent serviceedglibad service quality and attract

to new customers are more expensive than to ratagxisting one.

3.3. Communication

According to Anderson and Weitz (1989) Communaratis the process whereby
information is imparted by a sender to a receiféere are two type of communication
verbal and nonverbal, verbal communication meampgaking, tone of voice and

nonverbal communication belongs to physical langubke, body language, gesture,
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posture, eye contact etc. in the relationship ntargecontext communication plays very
major role between supplier and buyer relations@ipmmunication is the exchange of
information between supplier and customer. Comnatitn play vital role in
relationship marketing and the concept of commuinais linked with the nature of
relationship and behavioral issues such as poweickmate. Power can be symmetrical
(balanced power) and asymmetrical (imbalanced)m&k shows the members’
relationship with others (Mohr & Nevin, 1990). la$ been suggested that competent
salespeople are more successful because theyeeted to be good at communications,
which in turn reduces uncertainty and leads to mioust within the relationship
(Anderson & Weitz 1989).

Moreover, Ndubisi (2007) states the ability of gommimmunication gives timely and
trustworthy information. In the current environmer@w view of communication as an
interactive communication between firm and its oostrs which takes place before
purchase the product, consumption of the produttparst purchase stage. Continuity of
communication with valued customers mean, keep thpdate about the product and
services. Through communication firm tells to disfg customer that what firm is doing
to rectify the causes of dissatisfaction. Commuroca is associated with firm’s
competence (see figure 7) when supplier send tloenmation about their products and
services in market through various ways i.e. aisartent, trade conferences, and so on,
then buyer satisfy from supplier’s skills and at@h they start communication for future
business and the consequence of effective comntigrichetween supplier and buyer

increase the customers’ satisfaction level.
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Supplier Effective —
competence » communication —’< Satisfaction >
\/

Figure 7. Supplier competenceffective communication +
satisfaction Ndubisi (2007)
According to Conway and Swift (2000) there are tway of organizational

communication such as internal communication andraeal communication.

3.3.1 Internal and external communication

Internal communication attach with the flow of infwation within the firm, importantly
for the internal preparations before entering thew nrelationship, while external
communication comprises interaction with the firmigsiness environment. The role of
language is very important as part of communicaiionboth internal and external
communication, particularly in international buseewhere both parties supplier and
buyer are in distance. If the distance is quitetb&gn the physical meeting are quite less,
usually relationship’s development relies on orammunication e.g. over the phone
where the parties less exposed signals like gestutleother body language which they
normally would during the physical meeting (Convéagwift, 2000).

3.3.2 Communication dimensions

The important dimensions of communication are, eont modality, direction and
frequency (Wren & Simpson, 1996, Mohr & Nevin 1996yequencypresents the
amount and duration of communication. If buyer digocommunicates frequently with
each other then frequency will high and exchangafofmation will be concrete. But on

the other hand the over load of contacts might hdysfunctional consequences.
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Direction presents the importance of communicators’ powelr authority. It is depend
on the situation weather buyer has more power ppl&r has more powerModality
shows the medium of communication and refers to riethod used to transmit
information. Modality includes the formal ways suels written means or formal
meetings which can be easily verified as well dsrmal communication ways such as
spontaneous meetings without formal verificatiomaly, contentrepresent the massage
that is transmitted. It varies culture to cultureldnas different effect on the outcome of
the buyer-seller relationship. According to Wrerd a@Bimpson (1996) that if the all
dimensions are favorable for both parties, they banefit from a continuous flow of
information.

3.3.3 Communication styles

It has been mentioned above that communicatiore stgties and depend on national
culture. Hall and Hall (1989) define in their stuthyough high context culture and low
context culture. The distinction between the highd bow context cultures is related how
people process the information and their expectataf the role, purpose and the effect

of communication.

High context communication

In the high context communication the most parthef message is already in the person
and for that reason a little message is coded,axpl transmitted. The high context
communication is economical, fast and efficienthigh context culture people are more
visually oriented and the information is in theuats, the symbols and the associations
attached to them. For the new person who obseevedimmunication and does not know
the meaning of symbols and signs, the high cordemtmunication will be more often a
mystery. (Hall & Hall, 1989).
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Low context communication

In the low context communication, the situation apposite than high context
communication. The most part of the informationasted in the explicit code. In the low
context cultures the explicit information is demaddnd the information is in the words.
In the low context cultures people are more orienitevard the written word e.g. (Asian
countries). The messages are explicit and verbdltilagy are expected to be direct and
unambiguous. That is why the low context commuincais easier to understand without
knowing the specific feature of the culture (HalHsall, 1989, De Mooij, 2005). As it has
mentioned above that language is part of communitatand behavior during the
communication comprises of cultural back groundolhvary culture to culture. For
example if seller belongs to high uncertainty awoice culture, communication could
become a problem. If buyer or seller belongs tt lpigwer distance countries then during
the communication their intention will be on protsicvalue instead of its quality or
functional utility. According to Morgan and Hunt 994) the importance of
communication in inter- organizational relationshipnd the increase in levels of
communication have been found to be associated aeithmitment. If the firm wants to
manage successful relationships with their custemsvo way communications is of

great importance.
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3.4. Commitment

Commitment has been identified as one of the kegradteristics of successful
relationship. Commitment can be defined that areegent or promise to perform a
particular activity at a certain time period in fiséure under the certain circumstances. In
the context of relationship marketing commitmeratygl very important role for long term
relationship between supplier and buyer. AccordiogWang and Sohal (2002), the
commitment is an acceptable desire to maintain laedarelationship and valued
relationship are considered when relationship rssiered important. Morgan and Hunt
(1994) state commitment is useful construct for sneiag the likelihood of customer
loyalty and predicting future purchase. One indarafor the depth of commitment is the
amount of investments which both partners maketiméarelationship, e.g. financial, time
or resource —based investment. Greater investmegmtesents greater commitment
(Conway & Swift 2000). Commitment to a relationsligpself-enforcing which means
that for example customer commitment is assumedd®@ase as soon as the customer

perceives that the selling firm is committed to tekationship.

Wang and Sohal (2002) mention that commitment heestcomponents; an instrumental
component which represent the investment and seisoad attitudinal component that
might be perceived by effective commitment or psjabical attachment and finally
temporal dimension reflect that relationship withntinue over time. According to
Malhotra and Mukherjee (2003) they define to commemit in three component;

Affective commitment, normative commitment, and timmance commitment.

Affective commitmentefers the emotional attachment and involvementh whe
organization.

Normative commitmergresents the feelings of obligation to stay with brganization.
For instance, if supplier is fulfilling the promsséhrough services, quality then customer
will be hesitating to break the relationship.

Continuance commitmemng¢fers to the commitment based on the costs tigatustomer

associates with living the organization.
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A number of researchers mention that affective camant best describes the emotional
component (Prasad & Aryasri, 2008, Malhotra & Mulbe, 2003). Affective
commitment states the extent to which channel mesnbli&ke to maintain their
relationship with specific partners. Moreover, affee commitment as the strength of
emotional attachment and positive feelings thatausr has for the supplier. In the
context of relationship, affective commitment di#fetiates between true loyalty and
spurious loyalty. Between these two concepts (tyalty, spurious loyalty) difference is
that true loyalty is based on the affective commaitinand spurious loyalty is not based
on any commitment at all, but purchasing decisiaseld upon the lack of alternatives.
According to Conway and Swift (2000) that, custoroeentation as the ability of a
person to see a situation from someone else’s pamintiew, thus showing clear
indications of working towards mutual interests. dfloften the seller must be the one
that meets the buyer’s needs, especially in tle $tages of a relationship. In order to
achieve this, the seller firm must optimally adagireat deal of customer orientation into

its company culture.

Hence, commitment is higher among individuals whbelve that they get more benefits
from a relationship, highly committed customers @m@e loyal to firm because of past
benefits from the firm and highly committed firmlwéxploit such loyalty (Morgan &
Hunt 1994). So, commitment is the third factor whan influence the buyer sellers’
relationship. Moreover, the effective commitment dsectly linked with supplier's
competency and internal situation of the firm (fgere 8). If firm has capability and
skills then they can provide product and servicesoaling to customers’ desires and
deliver the order in time or at least on time. @ tcontext of effective commitment,
human capital plays a major role to gain the custosatisfaction. In general each
company follows certain goals when doing businesgEhvare determined by numerical
figures such as profit maximization, sales turnomeso on. According to Cann (1998)
relationships are warranted only due to goal comgga between business partners. Thus,
for a business relationship to work, these indigidypals have to be combined in order to
assure a mutual beneficial outcome of the coomerdtr both parties, thus indicating a

deeper commitment to the other organization.
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Supplier
competence

Commitment Satisfaction

v A
Communication

Figuer 8. Satisfaction through effective commitment
Morgan and Hunt (1994)

Many researchers mention that internal marketinigies® competitive advantage by
providing superior customer service through custofieeused and service oriented
employees (Malhotra & Mukherjee 2003, Gronroos l19@mmmesson 1987) and
organizations have realized that the way to satisttustomers is through satisfied
employees. Furthermore, Malhotra and Mukherje®32Gtate that the emergence of
bad quality of product and services when emplogleesot want to do work or unable to
perform a service at the level required. The wgitiass of employees to realize and
support organizational goals and to behave in aneratikely to promote them is

reflected by their organizational commitment. Thesgloyees who are more committed
would have the urge to engage in discretionaryresffand organizational citizenship
behavior leading to customer satisfaction, commitinand retention. Hence, long term
customer relationship could be built only with lotegm committed workforce at it is

unlikely to get loyal customers without loyal emydes.
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3.5. Conflict handling

In the context of influencing factor, conflict réstion is more important as it might be
crucial for the life of relationship. Conflicts céegin during the communication between
supplier and buyer or during the early stage dtr@hship. They may also emerge when
commitment is done or after commitment, it has clegi in figure 9. Conflict handling
can be defined as a range of processes aimedeatadilhg or eliminating sources of
conflict and the processes of conflict resoluti@merally include negotiation, mediation
and diplomacy. Within a buyer supplier relationshgonflict, as a consequence of
different perceptions of goals and roles, is asliptable as misperceptions and incorrect
deliveries and it can be very dangerous with aggresbehavior, bitterness and lack of
humbleness. As a result of lack of the strong i@tahip development, both parties will
lose the required benefits (Dwyer et.al. 1987).

Supplier -
competence Commitment
] \/\
Customers’
v loyalty

Communication Y _ -
Conflict
handling

Figuer 9. Role of RVs on customers’ loyalty (Ndubisi
2006). Sramek et.al (2007)

In supplier competence, conflict resolution is afeskill to avoid the potential conflicts
and solve prominent conflict before they create pheblem and should be negotiated
openly (Ndubisi 2006). Sramek et.al (2007) stdtat tloyalty can decrease when
problems are not solved or avoid deliberately bustrlikely to increase of maintain

loyalty whenever the problem is deemed to have besvlved successfully.
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3.5.1 Tactics of conflict handling

Conflict handling is the skill and the problems che resolved through proper
negotiation. Proctor and gamble is a global compamy they teach to their sales force
that how to handle the problem in market, througmmunication skills; obtained the
information, verify the information, and transntiet information (OVT). Johnston and
Gao (2009) in their study mention three tacticzaaoflict handling; Ingratiation, Guilt
trips, and Shame trips.

Ingratiation presents the lack of knowledge of other party. phecess of ingratiation
prepares the other for subsequent exploitation anipulation. In the ingratiation,

benefits are taken by other's weaknesses.

Guilt trip is used to point out the mistake of other partyoSe mistakes can be very
minor but smart negotiator shows the disproportielyalarge by societal norms. The
purpose of a guilt trip to make the other more unfootable or unsettled in regards to the

transgression or mistake while possibly easinggbings of the party.

Shame tripsis same like the guilt trip but the difference gyilt trips focus on the
unacceptability of a deed or action while shamgstpresents to the unacceptability of

the person doing the deed or action.

The discussion presented above sheds the lightfluencing factors of buyer supplier
relationship and this influence vary country to wy. Since globalization brings cultural
strangers closer together both physically and ailgu it is critical for companies to
encourage the understanding of intercultural andszcultural sensitivity when resolving
the conflicts. Therefore, it is important to dissube impact of cultural issues on these
factors.
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3.6. Influence of Culture

Culture is regarded as a complex phenomenon aneffinets of culture on business have
been researched extensively. The word “cultures’ been defined by many researchers
and practitioners. According to De Mooij (2005)tthalture includes the things that have
worked in the past like shared beliefs, attitudesms, roles and values found among
speakers of a particular language who lived dutirgsame historical period in specific
geographic region. Further more, culture does rist &y generation to generation and it
happens when individual grows up inside the socaetg learns its culture and it vary

country to country.

Hofstede and Hofstede (2005) define to cultureayets such as; symbols, rituals, heroes
and values. Symbols includes words, gestures @ctbjvhich have a special meaning in
the certain culture and which is recognizable ddtween the members in that particular
culture. Rituals consist on everyday activities ebhiare considered in the culture as
socially essentials such as; greeting and discoutiseoes are those people who are
priced in the certain culture, alive or dead. Tlvayy be role model because they are
respected or admired in the culture. Finally, vaJughich is very complicated part of
culture and very important too, because valuesoften subconscious and there for
difficult to discussed or observed because valuveshe deepest level of culture and they
are the first thing what children learn. Valuestidguish in human mind what is the
desirable and the desired, how people think wought to be versus what people want
from them. Values are the base of everything amdtérmine what we really think and
feel and where we base our decisions in everydiy It is necessary for the
organizations, to understand the cultural diffeesnbefore enter the new market or
maintain the relationship with international cusesm Culture is very broad filed itself
and dimension of the culture like national cultwsehculture and organization culture are
difficult to mention every thing about them in tlggidy. The aim of current study is to

explain the relationship factors and its impactaostomers’ loyalty.
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According to Conway and Swift (2000), internationalsiness transactions include

several forms of perceived distances between tlertand the seller firm such as, social
distance, cultural distance and psychic distanbes@& differences or distances manifest
the scope to which interaction and relationshipettgsment can take place between the
parties. Relationship development process will lmeenmresource intensive if differences

or distances are larger. Cultural distance, sadistance and psychic distance directly
associated to relationship factors, supplier copmp=t, commitment, communication and

conflict handling (see figure 10).

Supplier

compentence Commitment \

A

v Customer’s
v lovaltv

Communication

» Conflict handling

FigurelC. Influence of culture on factors (Conway & Swi@(7)

Cultural distance describes the difference of valaed norms between two companies
because of different region. Social distance isgde between two groups and is mainly
an outcome of cultural distance. Psychic distangetlpe light on language difference,

political system which conduces of disturbance fideo to exchange the information

between the firm and the market. Furthermore, ledistand Hofstede (2005) emphasizes
that human capital in the firm are part of the sbes and to understand their behavior,
understand their societies. It will be more benafin negotiation and other business

transactions. He proposed well known dimensiondjvidualism (IDV), Masculinity
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(MAS), Power Distance (PDI), and Uncertainty Avaida (UAI), which can be used for

distinguishing cultures. Scores and ranks betweaumntcies are relative, indicating

differences between countries and therefore allgviam comparisons. This study would

take empirical evidence of research phenomenon frothe light of one Finnish firm

and its Russian buyer. Table 3 will show cultuiiffiedence between Finnish and Russian

culture (Hofstede, 1994).

Table 3. Cultural differences (Hofstede, 1994).
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Russian culture

Low power distance, every one has alm

equal opportunity in private or governme
Finnish has more individualistic cultu
they believe on act as individuals ratt

then as members of cohesive groups.

Finnish society is feminine, they believe

quality of life is more important thanthan

winning.

Low Uncertainty avoidance in Finnis
culture. People use on common sense n
in believed. Conflicts and competition g
not considered threat and feelings are

showed that easily.

Finnish people are more formal and not

open in first meeting.

dsairge power distance
and favour to centralization.
rdcRussians are more collectivistic th

nétinnish.

Finnish. ~ They  Dbelieve

achievements and winning.

Hn the contrast, Russian culture has
ndhecertainty avoidance. They think that

A

réfe is easier when there are rules 3

rfotmals because they find the confusion

-

an uncomfortable feeling. Feelings 4
expressed through nervous stress an
need for predictability.
Mghile Russian people comparatively op
than Finnish people, it is because
collectivistic culture and live in group ¢

people.

comparative

nEinnish culture. They have class distat

oWhile Russian society is more masculin

q

*J

D

y
nce

an

ity
n

igh
he
\nd
as
re
d a

en
of
Df




49

3.6.1 Relationship variables through dimensions

In the context of relationship marketing, loyalsydonsidered very important to maintain
the long term relationship, and loyal customersamesidered assets of the firm. It has
been mentioned above that relationship variablgsplger competence, communication,
commitment and conflict handling affect to custoshdoyalty positively or negatively.

The nature of these variables can vary by cultoreulture. It might be understand
through Hofstede (1994) dimensions. Competence shbe/firm’s ability and skills, in

the individualistic culture and beside femininetate, people believe more on act as
individual and keep improving the quality of theguct and services. Accordingly, it can

be said that those firms are competent which anme rigminine and individualistic.

Communication can be associated with masculinigmifhinity and low/high power
distance. In the communication high tone, rough #magh style shows the more
masculinity and high power distance culture. Commaitt shows that fulfill the promises
and agreements under the certain time period amiit be linked with power distance
dimension. In high power distance cultures committmemight be more important
comparatively low power distance culture. Conflh@ndling associated with low and
high uncertainty avoidance. In the high uncertaengidance people feel uncomfortable
and try to avoid the problems and conflicts. Ondtieer hand, in low uncertainty culture
conflicts and problems are not considered thr&t#ural differences can obstruct firm’s
expansion to foreign markets, due to the fact tmabst firms start their
internationalization process by going those markétgh they can easily understand. It
makes easier for them to recognize opportunitiesthair perceived market uncertainty
is low. It is important for successful developmeht relationship and to maintain them
to understand the values, expectations, and mmnsabf all executives involved. Thus,
it is all dependent on understanding cultural baakgds (Conway & Swift 2000).
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3.7. Summary of theoretical framework

The relationship marketing has been interestedrdeearchers and practitioners since
1990s and the focus of relationship marketing taet the customers and develop long
relationship with customers. In the current envin@mt organizations invest in
relationship marketing to gain the suitable infotiora about customer and grasp the
loyal customers for sustain profit. However, soraetdrs influence to customers loyalty
and they can move for another product or suppliggchsas supplier competence,
communication, commitment and conflict handling. figure 11, | have tried to
summarize the theoretical framework by coveringatiehship variables and its role

between buyer and seller relationship.
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Culture

Supplier Communication | Commitment Conflict
competence handling

Product Two way Effective Solve the
quality, order communication commitment problems on
fulfillment, on minimize the increceas time, makes
time delivery conflicts customer’s loyalty strong relations
good will and
skilled
employee

Customer’s loyalty

~_

Long term relationship between Supplier
and Buyer

Figure 11. Summary of theoretical framework
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Supplier competence consists on supplier’'s skit®wledge about product, quality, and
skilled people. Communication is the way to excleatige information flow between
supplier and buyer. Communication is very importactor whereby buyer and supplier
can evaluate sincerity of each other. Parties bagare about communication style, tone,
and so on, otherwise problem can raise and powaritality can lose. Commitment
represents the promises from the supplier or buf/supplier is committed to fulfill his
promises with buyer, then the loyalty chances wiltrease. Conflict handling is
considered very important among relationship factaConflicts can arise during
communication or before commitment and after commaitt and relationship base on
right solution of these conflicts. Regardless ¢dtienship factors, there is another factor
“culture” which influence to relationship factor&ecause different countries have
different culture, values, norms. So, the undeditapof cultural difference is important

for long relationship.
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4. RESEARCH METHODOLOGY

This study is focused on the field of marketinghnat purpose of investigating the buyer-
seller relationship. Method of the study will dekerin this chapter along the collection
and analysis of empirical data. Moreover, religpifind validity will be described, which
Is very important for any study. Previous researcind authors have been used two
methods for the research purpose, Qualitative areh@ative both methods are common
and useful. Choice of any method depends on tlearels topic, research’s questions and
the researcher’s mindset.

4.1. Quantitative vs Qualitative

Quantitative method is determined by its high useumbers and is not often exploratory
in nature. Quantitative research aims at broad clataction and generalizability. It has
little flexibility and it mainly aims at replicabil because this method is a systematic
research method with a structured approach. Qaémétmethod is used to explain and
measure the previous data or results through titatignalysis of the data collection. It is
a method commonly used, when an ambition of theareder is to provide answers to
the questions like how much, how many and how oftesaunders, Lewis & Thornhill
2007).

Qualitative method focuses not on numbers but omdsvaand the information is
investigated to see which characteristics are @&ssocwith the object being studied.
Qualitative method, is used when the purpose oftudy is to understand and describe a
phenomenon, as it provided answers to the queslikmsvhat , why and how. When
qualitative method is used whereby purpose at desght to the research subject. It is
also refers to several methods of data collectioth @presents higher flexibility than
guantitative research and this flexibility allowsetresearcher to pursue new areas of
interest. When qualitative method is used it shd@dvell planned to omitting the risk of
not producing anything useless. Researcher is lglaseolved with the respondents in
qualitative method and fined chance new thingshia topic (Saunders, et al. 2007).
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According to study’s topic and objectives, qualtatis appropriate method for the

current study.

Reason and choice of method

The aim of current study to know the role of relaship variables or factors on
international customers’ loyalty, case study weél liest for this research and one Finnish
company UPC PRINT became choice of the study. Toéce of this method is, it is a
contemporary phenomenon which is studied in it$ ceatext. Other reason to choose
this company is, | am working in this company amdsi easy to get information.
Moreover, UPC PRINT has been working with foreignestumers for long time. The
qualitative data was collected via interviews withncern people, company’s broachers
and company’s site. According to Ghauri, Kjell drdr (1995) and Lindgreen, (2001)
mention about qualitative study that it would bétadile when study is exploratory in
nature and when emphasis is on understanding asehobg a phenomenon in natural
setting as opposed to quantitative method that sfoon hypothesis testing and
verification, and where the investigator has cdrake@r the phenomenon. In the previous
studies, qualitative method has been used frequengxplore the complex perceptions.
Lindgreen (2001) also mentioned about relationsh@oketing that it has been suggested
that no guidelines exist that guarantee an effeatigsign, implementation, monitoring
and measurement of a relationship marketing progr&orthermore, relationship
marketing is contemporary, preparadigmatic and angy phenomenon; it must be

investigated within its real-life context.

Advantages and disadvantages

This method is used that’s time when it is beliettest the context related elements can
have a significant influence on the case objecteGaudy is fruitful to understand that
why certain decisions are made and how they afélddl in a specific context. Case
study can be either single or multiple case studiee advantage of single case study is

that the theoretical framework is easier to besté$ly a single important case. Moreover,
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single case study represents new insights intostitgect under investigation. The
weakness of this method is that it is not staédifyjcrepresentative as quantitative. The
consequences are not easily generalized in thihhadeeand suspect of accuracy.
Researcher can make mistake and which can wrongcingm the results. Regardless of
mistakes, if researcher knows about these problenesan increase the reliability and
validity of the case study (Yin 1994).

4.2. Case study design

According to Yin (1994) every empirical researcled®to have an implicit or minimum
explicit research design, where empirical data asnected to the initial research
questions and then to the conclusions of the stlitlgre are different steps in design,
which need to be taken into consideration whileirgie§y study questions and the
conclusion phase. Furthermore, he mentions tha¢ chisdy should include; study
question and units of analysis, data collection andlysis of case study evidence.

Following research design is mentioned.

4.2.1 Study questions and units of analysis

The focus of current study to analyze the relatigmgactors and it impact on buyer-
seller relationship. Therefore, main analysis o on marketing unit and customer
relations unit of UPC PRINT. Yin (1994) mentionhis study that concentration should

be on the main unit of analysis, in spite, othatsualso impact on analysis.

4.2.2 Data collection

To achieve the goal of this study, different soaredl be used. The primarily data will
be taken by interviews with the concerned people vaine working with Russian
customers and have good knowledge about their st In the context of case

company UPC and its Russian buyer is “Zaruljom”isT¢ustomer is working with UPC
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for last 8 to 10 years and | conducted five 5 witws to collect the data. The
interviewees are working in (UPC PRINT) Finland,nmaging director of UPC (interview
date was 28/09/2009), export manager (25/09/208@duction manager (28/09/2009)
and two interviews from production supervisors (®12009 & 24/09/2009) and they
have background knowledge about company and it®omess. Moreover, interviews
were recorded as well as for the basic knowledgeitatthe company and their customers’

relationship, company website, company’s broactvere used.

According to Saunders et al. (2007) There are thrags for Interviews; structured or
unstructured and semi structured. A totally strreduinterview gives the respondent a
limited space to answer and data gathered will thekrichness because the number of
possible responses is often limited and particpamay be forced into giving responses
which do not reflect their true feelings about asue. On the other hand unstructured
interviews provide more chance to respondent toftakely. Finally the semi structured
which come between structured and unstructuredyevimerviewer conduct interview

with help of some questions which can be vary aptbtcover the area.

For this study face to face interviews were coneldiclvith semi structured interview
questionnaire because such kind of questions peehance to interviewee to talk freely
and can take up a direction in the response. Té@orese may then be followed up with
more specific questions from the interviewer. Adbog to Saunders et al. (2007) that
during the interview, interviewer should be openndeid for new questions and
approaches in order not to lock the interviewer #rerespondent to a specific line of
argument. Furthermore, there is any other studiybailused called “judgment” selection,
which is a common method in qualitative researaldgdnent selection takes place when
the interviewer observes to respondents gesturainess which can be very important for

the subject that is being studied.
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4.3. Data interpretation

There is always an interpretation of data, boththe literature study and in the
conversation with the respondents. The interpiatais about making sense out of text
and imaged data. In qualitative research, crittb@imes emerge out of the data and
researcher require some creativity to place the data into logical, meaningful
categories; to examine them in a holistic fashand to find a way to communicate this
interpretation to other. The goal of data intergtien comprehends and managing data,
integrating the related data and identifying keytgrzas or themes emerging out from
them (Saunders et al. 2007).

In the current study will be tried that eliminatengcessary material such as deviations
and repetitions and to distinguish between esdeatid unessential depending on the
purpose of the study and theoretical framework Wwhidl be used as lens. The existing
knowledge about the study will be used as pattdranndata will be collected. By using
existing knowledge one can separate what is impbfiar the investigation and it is
preferred to use the existing knowledge when aivadythe collected data (Yin 1994).

4.4. Validity and reliability

Validity is very important in any study. In the djtative is perceived to be or recognizes
the existence or nonexistence of something. Resedry to measure how exact their
findings or results are and tend to generalizeessbased on their data collection.
According to Yin (1994) Validity is connected witlata collection as well as shows that
all parts of the study are linked to each othelidifg in qualitative study is not related to
data collection but also fact that all parts of stedy are coherent. According to
(Saunders et al. 2007) validity is concerned withetlier the findings are really about
what they appear to be about. There is one of miokly used method of analyzing the
quality of the case studies is construct validitys a technique that is mainly related to
the data collection. In this case, it is importtrat objectives should be clear enough and
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do research plan carefully to obtain validity. Mover, if later investigator followed the

same procedures and his results are same as @aréstigator.

So, validity in a qualitative study is connectedtlie ability of the author to argue for
their interpretations of their study and how it@nmmunicated to the reader. Therefore, |
tried to make this study clear throughout the psscdhe second useful and factor to
measuring the quality of a study is reliability, ialn refers some how to which data
collection techniques or analysis procedures yeeldsistent findings. According to Yin
(1994) that the aim of this factor to minimize #r@mount of errors and bias of the study.
Moreover, increase reliability includes the usesaimple, unambiguous questions in the
study. In the qualitative study, reliability shoule seen in the light of the unique
situation at the time for the study. | choose tHOUPRINT where | work and due to this
study can be suspected. To increase the relialfitthis study | conducted the five
interviews and all were recorded and each intervemmsists on 25 to 35 minutes.

Moreover, | tried to write anything without any dignination in the current study.

It is an important aspect with a qualitative stigljo capture and interpret the uniqueness
of the studied situation. Accordingly, asking agoer the same question repeated times
and then get different answers is seen as lowhigtiain a quantitative study, but does
not have to be in a qualitative study if the questcaptures the unique in the studied
situation. It is more important to identify and get understanding of the distinctiveness
of the studied object.

According to Saunders et al. (2007) that Qualiastudy based on interviews and it is
important that how the questions are formulatedleowl the interviews are conducted. In
this study semi- structured interviews had beerrtaKhis study is related to relationship
variables and its impact on cross border buyergalty. Accordingly, respondent
required some flexibility to add the point whiche/deem important. So, the use of semi-

structured interviews and questionnaires are gqutified.
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5. EMPIRICAL FINDINGS

This chapter presents empirical findings of the-eotrstudy. First, the case company will
be introduced briefly. Then the selection of quedif customer process of the case
company UPC Print is explained. Later on the rdigebationship variables between

buyer seller relationships are presented.

5.1. Introduction to the case company

UPC Print is the small size company. It has sited#nt departs; UPC PRINT, UPC
CONSULTING LTD. UPC PEPER, UPC MEDIA, UPC INVESThchUPCODE LTD.

In the current study focused will be on UPC Prifite company has been founded in
1989. UPC PRINT has almost 80 employees on redgpases. UPC Print is responsible
for high quality heat set printed publicationsedir marketing leaflets, supplements, retail

and product catalogues as well as periodicals afe magazines.

UPC Print allows to customers who are looking fgreasonal and proactive approach to
customer service, appropriate capacity for largbtians and cost effective. Moreover,
company provides the solutions that extend the p@iveustomers advertising message.
A wide selection of special effects helps the cois to create extraordinary visuals for
a truly competitive price. (UPC website). The compas considered one of the best
company in Scandinavian due to its big and machings new technology. (See

company’s website for capacity and machinery). Tbmpany has international buyers
from Russia, Sweden and Norway. The finding is tase five interviews with the

Managing Director of UPC, export manager, productianager, and two production

supervisors.
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5.2 Customers searching process in UPC

The searching process of customers in UPC is engdain generally. UPC Print is the
well known company in Scandinavian countries. Adoag to the interviewee, company
doesn’t search the customers; mostly customersaconis with the reference of old
customers. Furthermore, some small companies dontawhose don’t have resources
and capacity to complete the order they refer tieomers to UPC. Usually company is
doing business on personal contacts. On the othed,lsome time company sends the
information through internet, exhibitions and seantn When customers realize that the
company can fulfill their requirements they contedth concern person through e-mail
or by phone. The language is used Finnish, Swedlistiistomer belongs to out of
Finland or out of Scandinavian countries like Raghan English is used. On the demand
of the customer company send them quotation thredgtail. Some time customer visits
the company and checks the company’s atmosphereen\Véastomer feel that the
quotation is affordable they give the order to camp During the negotiation company
deal the other term and condition such as qualfith@ product, quantity of the product,

delivery time and payment schedule.

Payment process

There are many payments transaction every year fsovaden, Norway and Russia.
These payments are transferred through bank to. Bdihthe shipments are done though
tracks sometime customers use their own trans@uortthe delivery time customer send
the invoice whereby company match with the own io@cand delivery taker sign the
invoice and leave in the company. When customeleciothe product and check it
according to the order than customer inform to camyp UPC Print sends the bill to
customer for payment. The currency and conversatnare agreed in advance in order to
avoid any problems later on. According to the wiwee that if there is any default or
damage product customer deducts the money if itagased before the printing. On the
one question he told that sometime company colleet partial amount before the

printing, if customers are very new and companysdiiebout them. That amount might
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be 20% or 40%. The partial amount is collected @uany catastrophe and the partial

amount depends on the situation and varies custtmnoerstomer.

5.3 Customer’s loyalty program in UPC PRINT

In the context of relationship marketing, long temations consist on loyal customers.
According to the interviewee, the loyal customemdidve on organization and do
business on continue basis. According to NdubB0{2 that companies should sacrifices
and worthwhile investments in building the relasbips with loyal and sincere
customers or at least potentially loyal customBecause customer relationship creates
mutual rewards which benefit both the firm and tustomers. It has proved through
previous studies and through empirical finding tlgtal customers are assets for the
company for future profit. UPC PRINT consideredttlogal customers who are working
with them for long time they are more beneficiahea than acquiring new one. The
example of one Russian customer “Zaruljom” is wogkwith UPC for last 8 to 10 years
on regular basis. The continuity of business shitiedoyalty on firm even Zaruljom can
get same product from other companies. Accordinfjdadman (2004) that loyalty has
four types such as true loyalty, latent loyaltyurspus loyalty and no loyalty. True
loyalty has been defined in two dimensions, behalieand attitudinal and the
combination of behavioral and attitudinal dimensigresents the true loyalty. In the

context of Zaruljom, types of loyalty and loyaltyd@nensions are compared (see table 4).

Table 4. Loyalty comparison

Dimensions True loyalty Latent loyalty|  Spurious No loyalty
loyalty

Behavioral Yes Yes Yes No

Attitudinal Yes No No No

The boxes with YES show that dimension has givealiguand with NO boxes show
without quality. This table shows if customers hdehavioral attitude then there is
possibility to continue business with firm but thegalty can be due to some pressure or

may be fake. On the other hand, attitudinal custerkeep strong believe on firm and
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they don't like to switch frequently. That's waymbination of behavioral and attitudinal
are considered more important for loyalty. Nowve keep in mind loyalty dimensions
and types of loyalty then “Zaruljom” is attitudin@istomer and loyal customer. Because
this customer is working with UPC for last 8 to §8ars even they could get same
product from Russia. Moreover, they don't have angssure and they have enough

information about product as well as company’s rimation.

Interviewee also mentioned that we believe to mleuwinique products and service than
other companies. In the printing industry colouofpe is important, and UPC keep
checking and updating that system as well as isereaw machinery in order to provide
more options for customer. Recently UPC upgraded timachinery and brought some
more and big machinery such as MAMOOT and new ROABMThese have more
capacity to print with accuracy and high quality?@ believes that loyal customers are
more beneficial and less costly while new customrm&sd more attention and efforts.
Furthermore, he said that UPC deals in same way lmgth old and new customers but
initially we have to pay more attention on new oustrs in the term of energy, time, and
money some extent. UPC considers that if compawngsgimportance to new customers
and wins customers’ loyalty than the vitality ofatenship will long lasting. That's way
they mentioned one sentence in side the companghwhiin Finnish (ASIAKAS ON
TYON ANTAJA) that customers are paying us.

According to the interviewee, our loyal customersoware working with us they are
cause to get new business for the company. Usualilynew business comes through
existing clients. UPC follows to cost per order @PThis is explained to customers how
much customer will invest and how many order thdlget. Therefore, our sales people
work on the customers’ business and try to undedgstaeir gaps and then UPC give
some better ideas for the product. After the shignoe deliver the order UPC keep in
touch with customers and take the feedback abaaugot to know customers are satisfy
with the product and service. Also, they ask thamiggestions and opinions which

increase the customer’s loyalty and trust levelion.
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5.4 Relationship variables and its role betweearivdtional buyer supplier relationships

Supplier competenceAccording to the interviewee, in any organizatmompetence is
considered important. Competence does not mean c¢batpany has resources,
technology and skilled people but also they shdwdsie capability to understand the
customers need and want and provide the productsandce above the customer’'s
expectations. According to interviewee, firm shouhlink proactively rather than
reactively. UPC PRINT knows about their customemnseds and wants, when our

customers can give the order and how much. Hea®ut firm’s competence is,

e good image of the firm
» technology

e innovation

» skilled employees

* word of mouth

New business or customers contact to UPC PRINTtal@isting customer due to good
image in market, technology, good services befackater the shipment, and fulfill the

promises. On the one questions interviewee saidftiae do not update our technology
system, our colour profile system than probablywile lose our customers and market
share. He said that we are working with Internatiocustomers for long time whose
belong from Norway, Sweden, and Russia. He saitl wigaare working with Russian

customers for almost 8 to 10 years. In the pastabunost 40 to 50% business was from
Russia but with the passage of time it decreasddaw almost 15 to 20% business from
Russia and those Russian customers still workin wé. Although, Russian customers
can contact with other Printing firms in Russia &mde in Finland, but they prefer to do
business with UPC PRINT. They are working withdue to our machinery which other
firms don’t have and we try to provide unique idega®ducts and service which other
firms might not have. Previous literature and imiws it prove that supplier competence

play major role in long term relationship and orstomers’ loyalty. In the context of
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Russian customer, “Zaruljom” those reasons whitfaets to this customer, are depicted

in figure 12.
Product quality Technology
Order Logistic
. —]
fulfillment system
Good image of/ Skilled
company employees

Figure 12. Attraction for customers

Although Zaruljom is attitudinal customer and helayal with UPC, but supplier
competence stimulate customers to continue thenbssi If UPC PRINT does not have
technology but it has skilled people they can nobvige and fulfill customers’
requirements and even might be their existing custe also do not refer the new
customers. Moreover, if UPC PRINT has technology skilled people but their marker
image is not good then might be customers prefedadousiness with other printing

company. So, supplier competence shows the intarthkxternal stability of the firm.

Moreover, interviewee said in the term of competerskilled employees are important
because if firm has technology and resource but du# have trained and skilled
employees than organization cannot perform. Thesefoom customer searching and till
to delivery our managers and other concern peopbp kon eye and try to perform
excellent. He also mentioned that recently we pasell new and big machinery which
has more capacity to print more in one hour andh \aitcurate colour matching. Now
UPC can provide and complete the order in less &ne send the order some time, “in

time”. Furthermore, in the current situation whe economical circumstances are very
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crucial and companies don’t have enough work abd,jthey are firing their employees.
But still UPC is working with existing customersdadPC does not have plan to fire the

employees because skilled employees increase thearty’s image in market.

Communication According to interviewee, communication is the wahereby one
person explains his/her purpose and it is depeod tige communicator that how he/she
gets their objective thorough affective communmatiFurthermore, that in the context of
relationship marketing communication plays very amant role to make long lasting
relationship. Initially, UPC contact with custometia e-mail, by fax and phone but after
that it is a bit difficult to communicate with inteational customers and when they
belong to entirely different culture, style andditons. He said that if firm has
technology, resources and human capital but theynca explain and deliver their ideas
to customers they can lose their business shame fhe@ market. So, when customers
come to know about the company about product andceethrough internet, through
personal contacts and through any other way, aeyl fiel that UPC PRINT can fulfill

their requirements they contact us.

Now, when customers approve the quotation, futhusiness depend on communication
from both sides. According to interviewee, the tway communication increases the
confidence on each other. In the context of comeatiun, interactive communication
between firm and its customers which take placeoreefpurchase the product,
consumption of the product and post purchase st¥geen supplier competence
stimulate the customer to contact the firm and’shaine it is depend on the good
communicator that how s/he satisfy the customecsoAding to interviewee that with the
Swedish and Norwegians customer UPC deal veryyelasdause they have almost same
culture and same business and it is easy to explairview point. On the other hand,
when UPC PRINT started the business with Russiastomer it was difficult to
communicate with them because Russian culture, itivad, business way
communication style is different then Finnish. Bug are working with them for many
years and we have understood to each other soreatekievertheless, sometime UPC

face some difficulties and we need to understandsRu culture and develop the
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communication skills. On the question about Russistomers, that their language and
style is totally different than Finnish style, thegplied that with the international buyers
UPC communicate in English such as Russian buf#rglish is not our native language
neither Russians, and there are many differencgéhé term of gesture, posture,
communication tone and face expressions. In tlggnbang stage it was difficult to

communicate with Russian buyers. Because, duriegctmmunication they become
hipper and screaming, whereby communicator carkthmat they are fighting but if

communicator knows about their communication sg/lee can deal easily with them.
Furthermore, interviewee said that we are workinidp \Russian customers for long time

and now we have understood to each other.

UPC also has local agents in Russia and they wmm th case of any ambiguity to
minimize the communication gaps. In the UPC PRINUge believe on two way
communication where both parties have freedom o @aathing and communicate
clearly to avoid the future conflicts. In the cortt@f Russian buyers, interviewee said
that if firm wants to win the trust of Russian brtg/and want to create win win situation,
firm should deal them as a friend rest of life.th@ current environment where use to
internet and fax is important in business but thase not enough for long term
relationships. If firm communicate with internatadncustomer through internet and
through fax they might not get customers loyaltyt Bn the other hand, in verbal and
face to face meetings communication should be tagswsee figure 13) where customer

and firm agree to understand the each other pdimiewv. Although, UPC PRINT is
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working for long time with Russian customer butl dtiere are some misperception.

Speaker

Receiver

Figure 13. Two way communication

Two ways communication associates with communio&iaimensions. According to
Mohr and Nevin (1990) communication dimensions requency, direction, modality
and content which are mentioned in theoretical. darthe context of Zaruljom, proper
negotiation and with authorize person can be beiagéffor both parties in order to
minimize the future problems. According to intewee that Russian customers are very
quality know people and to win their trust needéofriends through out the relationship,

and communicator should know what he is talkingulamd what is being offered.

On the question that whether communication takasepformal or informal, he replied
some time very formal with new customers and clebeeause if there is any ambiguity
can be horrible for future relationship. But on tbémer hand, UPC PRINT develop
friendly atmosphere with the customers while it doeces to understand each other and
can be negotiated about everything. During the camaeation, companies deal future
business and commit with each other to fulfill fremises, because commitment is very
important determinate in the term of long termtietaship. according to(Morgan & Hunt
1994) that commitment is higher among individuallsowbelieve that they gets more

benefits from a relationship, highly committed ausers are more loyal to firm because
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of past benefits from the firm and highly committiein will exploit of such loyalty.
UPC PRINT deals with customers in same way whetbldr customers and new
customers. But on the other hand they acceptrinat customers are more demanding,
time consuming and costly then the old customers.

In the current scenario, when computer, interned, phone play very important role in
business, but in the term of long term relationshifh customer it is not enough. So,
personal contacts, face to face meetings incré@seanfidence on each other.

Commitment According to interviewee, during the negotiationdawhen customers
contact with us that time we and our customers dealit everything and make contract.
Company is responsible to provide required produsssvices, quality of the product,
delivery time and so on. On the other hand custsmmeake sure the payment time,
deliver the raw material in time, such as colorgmicals and other necessary items. On
the question that commitment can be false, and vidahe affect on relationship,
interviewee said, that it can happen because 6{iR& PRINT usually business with the
existing customers and with reference. With the restomers UPC PRINT collect
partially payment to avoid any catastrophe. Furtteee, if both firm and customer are
committed to each other and believe it, then pafeelationship will be very strong and
long lasting. Interviewee gave the example abowmes@ther countries that they are
obliging people and they don't clear the thingsahhbecome the cause of problems. And

in successful business, it is necessary to fulfél promises.

On the question about Russian buyers that if compaes not fulfill the promises what
is the reaction of Russian buyers, interviewee gadlit is depend on the situation. If we
talk about Russian buyers, we need to be alwagsgbtforward; we should to know
what we are talking and what we are offering tonth&'hey have knowledge and
experience and they want good quality. In the odnigf commitment, effective

commitment is considered more important then nds@atommitment and continues
commitment. In UPC PRINT Russian customer “Zarulj@ssociate for long time even

they can get same product from Russia and fronr athrapanies. The reason to continue
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business with UPC, they get their desired prodguglity and new ideas from UPC,
which helps to get more profit in the business.cakding to Ravald and Gronroos (1996)
that it is not enough to provide the superior gyadind supporting services to get the
customers’ loyalty. If supplier shows loyalty, asthcerity with customers in their
business than customers feel secure and prefer buginess with the firm. According to
interviewee, that UPC studies the customers’ bgsiaad find out gaps and try to fill the
gaps to provide the good advices and opinions. Mare if firm does not fulfill their
promises with customers and does not provide ptodmc services according to
customers expectations then might be customemuaile for any other firm. Some time
during the print, machine can break and needs ergimue to that reason shipment can
delay. If our customers are working with us for dotime and they know about UPC

PRINT they will understand and believe us.

For example if customers gave the order for 10{@@@ppies and due to any catastrophe
UPC PRINT does not complete the order on time, w@rin to customers and
communicate that if company deliver half of the esrdwill it fine. Because it is not
necessary that customer wants all the productséntione. But it happens rarely, in our
time schedule and printing program we care aboytuansual events. On the other hand,
with the new customer we communicate and try tdamghe problem, but it takes time
and there are fewer chances that this customecuwiiliinue business with us. Interviewee
also said that if company is unable to fulfill thgiromises and it is the routine that
customer complains all the time than company cae loustomers loyalty for future

business.

According to Malhotra and Mukherjee (2003) commitinéas been defined in three
types such as effective commitment, normative camemt and continues commitment.
If we keep in mind the UPC and Zaruljom relatiopsiinen their commitment level
reflect to effective and normative commitment. Qmmés commitment could be, if
Zaruljom does not business on continues basishéncurrent environment customers
have various options and they have knowledge arateavess. If supplier is fulfilling

their promises then customer is also responsibleegpect the commitments and keep
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loyal with the supplier. in the long term relatibigss, usually buyer-supplier understand
to each other and problem or conflict does notwediut in the case of any conflict and

problem it should be solve in time at least on time

Conflict Handling Handling conflict is the tricky determinant in thelationship
marketing. Because in the case of any conflict Ipatities perceive that they are on right
and other part is wrong. This situation can be tueultural difference, or may be
communicator’'s personal naturAccording to interviewee, the ability to resolveeth
problem without to make anyone angry is importantelationship marketing. In the
printing business, conflict or problems can be;dant’'s quality, late delivery, color
mismatching, size and unclear text, quantity, atd payment or price conflict. When
UPC starts business with new customers, to avadfuture problems company try to
clear everything. Interviewee said that, in prigtlvusiness we gave the best ideas on the
behalf of our experience and after the study otaruer’'s business. We try to find out
gaps in customer’s business and try to find outstblation not according to customer’s
expectation but over the expectations. In our complaefore printing we send one
sample to customer and when they pass and apgraveample then we proceed. For the
printing, customers send us all the raw materkad, licolor, chemicals, plates and other
necessary things regarding print. If there is amgbfem in color or chemicals we
immediately inform to customers because customes dwmt have enough information
about the machinery and color, chemicals. We enplaem if they will use these low
quality chemicals and color then you will not gesiled result with your products. Some
time we send back the material and don’t print beeadue to that we can lose

company’s image.

Furthermore, interviewee said that we deal to custs individually but in same way,
whether old customers or new customers. In the oasey conflicts previous authors
and researchers suggest negotiation, communica¢adio other. If company avoid the
problems and don’t pay attention then company lafleé customers’ trust and loyalty. On

the other hand if customers don’t compromise withhpany might be customer will lose
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better product, quality and services. Moreovegrviewee said that we know better then
our customers about printing and even which kingbraiduct will be beneficial for our

customers. Its not mean that we insult the custsrhat we point out their mistakes in
friendly atmosphere while they do not feel guikyccording to Johnston and Gao (2009)
they mention tactics of handling the conflict stash ingratiation, guilt trip and shame
trips, and these tactics can be use if communideserall information about conflict and

he able to understand that particular problem figeee 14).

Gather the
information

A

A 4

Understand
the conflict

\ 4

Varify the If another
conflict conflict

A 4

Use conflict
tactics

Figure 14. Conflict handling modle

This figure shows that in case of any conflict aolgem, first need to know about main
problem and make sure that both parties are talidooyt that particular problem then try
to solve according to situation. In case if commoator does not understand the main
problem then again s/he should collect the rigfdrmation. | am not sure whether UPC
knows about these tactics or not but unconsciahgly follow these tactics. On the other
hand if delivery is late and not on time UPC infsrio their customers before time and
takes permission that company will deliver halftleé product according to the schedule

and half of delivery needs some more time. Durlng interviews | found that conflicts
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can be before business in the term of expectedomests’ business. For instance,
Interviewee said that before business we studguilséomers’ business and try to find out
gaps and problems in customers’ business. If weigeounique solution to customers
above his expectations then defiantly they prededtd business with us. Its mean if firm
has knowledge about his customers and their busithes firm can win the customers’

trust and loyalty.

Interviewee said that, with the Swedish and Noraegiustomers because they have
almost same culture and same way of working. Tlaeyeasily understand the problem
and try to resolve the problem. On the other havitlh Russian customers some time we
have some difficulties due to cultural differenae aifferent way of working. That is
true, because Russians have high Uncertainty avcégdaomparatively Finnish culture.
They feel uncomfortable due to problems and casfliand they lose their temperament.
While Finnish people don't feel that conflicts amidoblems are threats and their
expression are not easy to judge. During the mgetinFinnish people are serious and
reserved then might be Russian people perceivethorgenrong because Russians are
more open minded and like to friendly atmospherenem formal meetings. They are
from collectivistic culture and large power distanso during the negotiation they
become hipper. Interviewee said that, normally oustomers provide us all the raw
material and majority problem occurs due to badliguamaterial and we point out
customer’s mistake gently and explain them thetimgnrequirements. Also, interviewee
mentioned that in the current situation we donitehany big conflicts with our customers
because our customers are working with us for lomg. But anyhow if there is any
problem we don’t neglect it and try to resolve onet due to this customers trust us and

remain loyal with the company.
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6. SUMMARY AND CONCLUSION

This chapter sums up the study and gives a comclubased on the theoretical
framework and the empirical findings. The aim of fhresent study was to know about
the relationship variables and its role on intdova! buyer’s loyalty in the case company
UPC PRINT and its one Russian buyer Zaruljom, &edrnpact of relationship variables
between buyer-supplier relationships, later onalisced the limitations of the study and

recommendation for the further research.

6.1 Summary

In the proposed study | have tried to build up appate theoretical framework for the
analysis of the research questions. Theoreticak womprises on two parts, first part
consist on the chapter one and two whereby readekisow about the basic thinking of
the thesis. In these chapters has been mentiored die purpose of study followed up
the importance of the customers’ loyalty. After tthda describes the relationships
background, relationship roots and building procégsording to Moller and Halinen
(2000) that the roots of relationship marketing barfound in four areas such as supply
chain and marketing channels, organizational manfgeservices marketing and direct
marketing. In the current environment conventiastgle of marketing was not enough to
retain the customer that's way new thinking revéaldgth the name of relationship
marketing. Cann (1998) define the relationship psscin eight steps while Ravald and
Gronroos mention in two episodes. In the curremtystConway and Swift's model has
been used, they define the relationship procedsun stages. In the second part it is
discussed about relationship variables, its impacinternational customer’s loyalty and
influence on buyer-supplier relationship. On thadleof earlier discussion, this chapter
presents the theoretical framework through a matile end. Methodological part of the
study presents the method which is qualitative oeetas well as it explain the way to
gets the information from interviews and secondiata. It also explains the validity and

reliability of the research.
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The relationship marketing aims to creating valoe doth parties (Buyer-Supplier). In

the current study is presented relationship vaemland its role between international
buyer supplier relationship and along on customkxngalty. The findings comparative

study between Russian buyer and Finnish firm confarevious research that supplier
competence, communication, commitment and conflighdling are vital factors in

relationship marketing. The findings show that afl these variables need to be
considered during the entire relationship proceta/éen supplier and buyer, without any
discrimination whether new customers and old one.

Supplier competence has been confirmed that bugesdikely to have expectations
towards the supplier regarding their competenceng@&ence is considered the major
determinant in relationship marketing which caneelff the initial communication
between buyer and supplier. According to Sramelgl.e(2007) that competence is
complex concept that includes both technical exgeregarding products and production
methods, and knowledge of the customers’ orgawiaati markets, competitors, and
industry. In the context of new customers, it i€gssary to understand the customers’
expectations and evaluate the available resoura@@use competence reduces the
uncertainty and leads to more trust within thetreteship. On the other hand, firm needs
to update their competence to sustain the long tetationship with the customers for
future profit. Accroding to Panyne and Holt (200ddmpetition doesn’t mean that what
companies are manufacturing, the matter is that tey are adding and providing extra
values to their customers. UPC does not excel thirnal skills, technology, and human
capital but also they keep in touch with custombrsiness, and competitors. Knowledge
of customers’ business and market does not mean fithéh out the weakness of
customers, it's mean to provide unique ideas andtien according to the customers
need and wants. Supplier competence enhancesstwr@r’s courage and stimulates the
customer to continue the business with the firmgalbse perceived competence of
supplier definitely increase the buyer’s loyalty sapplier. Customers’ loyalty level

increase when customers negotiate with suppliercangmunicate about future business.
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Communication is considered the tool for the relahip to be established and excel. In
the current study, findings show that languagei®arias part of communication exist in
especially in initial stage of relationship and twiinternational buyers who have
geographical distance. Communication in the sudngestage is essential to develop and
secure cooperation between the parties and canlagetto a positive and well working
business atmosphere. In the organization, commtumicss one of the very important
instruments for creating sustainable competitiveaathge of the organization within a
dynamic environment of modern corporate world. Adong to Conway and Swift
(2000) that language plays important role in comication in both internal and external
communication, particularly in international busiaelf customers are from distance and
from different language and culture then commuiocaibecome crucial for both supplier
and buyer. The way to minimize the communicatiomibes if product offer is appealing
for the customers but to gain customers’ loyaltyl &ffective way to deal with cross
cultural misunderstanding is training for crosstual sensitivity. In the context of
international customers, it is necessary to undedstthe emotional sentences and
communication style of international customers amghe customers loyalty. According
to the interviewee, if firms want to gain more a@umsers’ loyalty then they should
improve their communication skills and try to urgtand cultural difference, which will
be easier to understand customers’ need and whntsway commutations conduce of
trust and both parties free to express their viemfgendly atmosphere, and it creates the

chances to commit for future business.

Commitment shows that both parties are agree tb etieer demands or policies, but if
one wouldn't fulfill the promises it does not metirat he did deliberately or want to
break the business terms. It is depending on t@tegn or circumstances; if one party
continually misbehaving or unable to fulfill commieént then might be other one’s
motivation level or loyalty level will decrease. MPC customers are dealt equally
whether old customer or new one, here | repeat Firatish sentence “ASIAKAS ON

TYON ANTAJA”. According to Malhotra and Mukherjee2q03) Combination of

normative and effective commitment conduces of llastjng relationship, but normative

and effective commitment should be from both si@es/er and supplier). Commitment
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will increase when loyalty exist and that loyaltgncbe created through fulfill the
promises in the initial stage and through out tlgationship. In the case of
miscommitment from both sides need to negotiaterasdlve the problem. According to
Sramek et.al. (2007) that loyalty can decrease wireblems are not solved or avoid
deliberately but most likely to increase of maintdoyalty whenever the problem is
deemed to have been resolved successfully. Sugpeirtsiresolve the problem can be
horrible for the relationship, and future beneftisn be vanished of both buyer and
supplier. In the context of handling conflicts, i# necessary to be cool mind and
awareness of other party’s culture and way to waykiConflicts can occur anytime,
before commitment or after commitment, and easy wayninimize the problem that
should be discusses about every thing and mattergdthe communication. In the case
of other problem the better way that listen to oghproblem and try to understand then

try to solve that problem according to situation.

6.2 Conclusions

The findings are almost same like previous studi=ept some contradictions which |
realized during this report. The relationship nedirkgy has been attracted for researchers
and practitioners for last two decades. In theemtrenvironment organizations invest in
relationship marketing to gain the suitable infotima about customers and grasp the
loyal customers for sustain profit. In the businessld long term relationship consist on
profit regardless of international business or detinebusiness, without profit buyer-
seller relationship cannot proceed. The concepelationship marketing emerged due to
complexity and increasingly competition; in curr@mvironment customers have more
options and choices. Many researchers (Ravald &®Gas 1996, Sheth 1994, Lindgreen
2001, Gronroos 1994) have defined the relationshgpketing in term of establishing,
maintaining relationship with customers for profithe reason is establishing and
maintaining the relationship with customers to thedir loyalty. According to Nordman
(2004) that loyal customers are assets of firm thete is no surety that these loyal
customers will not switch. Loyalty will exist unkeduyer and seller are getting profit

although with the passage of time some emotiortatlament will emerge, but if both
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parties don’'t have any benefit or profit from eamther then relationship will break.
Moreover, some factors have been discussed inrépsrt which can influence to
customers’ loyalty such as supplier competence, nconication, commitment and

conflict handling.

According to Ndubisi (2004, 2007) that companieuth make sacrifices and
worthwhile investments to develop the relationswiph loyal customers. It does not
mean that companies provide product and servicéisouti cost or profit; its mean
companies should excel the competence, skills aodige more options to customers.
During the study | realized that the most importiators are supplier competence and
conflict handling. While communication should beliude in competence but it has been
explained individually because communication vacaisure to culture and which is very
broad subject. So, two ways communication is they w@ minimize the cultural
sensitivity. If these three factors are well orgadi then commitment automatically
fulfills. According to Sheth and Sisodia (2002) ttheupplier competence is product
quality, order fulfillment, delivery, goodwill angkilled employees. In the first and
second stage of relationship, supplier competetee important role when because in
the current environment customers are more sopaistl and aware. In these stages,
firm send the information about their product aedviees and stimulate the customers
for future business. On the third and fourth stafeelationship marketing effective
communication make sure future business. Commitrdepends on conflict handling,
because problem can rise if promises are not ledfii Current study confirm the
previous literature that it is important to undargt the foreign customers’ business
culture and national culture in order to avoid mhest obvious mistakes that can be made
with respect to new and foreign customers. Withstaxg foreign customers, it is

important to improve cultural understanding in orleget more customers’ loyalty.
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6.3 Limitations of the study

In the context of limitations in this study, | wdusay that relationship marketing is very
broad field and it can be effected because, ladkyalty, and trust, while loyalty can be
effected through many factors. But in this studyrfeariables or factors were discussed
through supplier perspective because | could notaad with buyer. Hence, the case
company has been taken one, it should be 4 or paoms but due to time limit and lack
of resources | selected one case company. Theredfoother study might obtain other

findings and different conclusion.

6.4 Managerial applications

The results from this thesis indicated that loygtomers are more beneficial for the firm
and level of loyalty can decrease if promises dofaliill and avoid the problems. So,
promises and conflicts can be fulfilled throughhis available resources and two ways
communication. Firms should enhance their capgbikkills and pay attention on
research and development and keep in touch witkehdvloreover, customers’ database
should be update in order to understand custonm&rstl and want. In the context of
foreign customers, firm should train the employet® directly concern with customers
and keep in touch with foreign customer to undexteultural difference. Finally, it is
very important in current environment to gain thustomers’ loyalty that firm should not
have knowledge about their business but also cus®inbusiness. Because, if firm
understands the customers’ business then they eaily eunderstand customers’

requirements and can give appropriate advises pimibos.
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6.5 Recommendation for further research

The current study shows that loyal customers aheabte assets for organization and
significantly, loyalty influence on buyer supplieriationship. The relationship variables,
supplier competence, communication, and confliaddfiag influence the customers’

loyalty negatively or positively. Further researshould be from perspective, buyer
perspective and supplier perspective. Furtherma@nparative study should be

comprises on four or five companies, and it is dreit both methods, qualitative and

gquantitative will be used, then might be reveal mesults and changed the nature of
buyer supplier relationship.
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APPENDIX |
Interview questions to UPC Managers
1. Introduction
* Name
» Designation
* Responsibilities

* How long have you been working in this company bod long have you been

working with international buyers?

2. Kindly explain the process of initiation of caant with international buyer?

3. What role does communication play in your budationship management?

4. Where does relationship marketing lie in yowatsgic plan to win buyer loyalty and

satisfaction?

5. In the context of relationship marketing, howyd@ manage old and new buyers?

6. Do you see any difference in your firms’ appto&x deal with new and old buyers?

7. What special features regarding buyers’ loyaltyerge in your firms’ dealings with

Russian buyers due to culture difference?
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8. How cultural difference impact to relationshipnketing efforts with Russian buyers?

9. How affective is your feedback system, when geal with Russian buyers?

10. Finally, which area you feel needs attentioninprove your firms’ relationship
marketing efforts in general as well as with Rus&iayers?



