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Abstraksi: Menge/o/a pe/anggan merupakan perkembangan alami 
ten tang segmen pasar, di mana setiap pe/anggan tunggal yang 
potensial dianggap sebagai suatu segmen pasar. Dalam kenyataan, 
setiap organisasi bisnis harus berfokus pada segmen pasar tertentu, 
sehingga pada segmen pasar tersebut mereka dapat memperagakan 
kemampuannya yang khas dan dapat menciptakan suatu keunggulan 
bersaing yang dapat dipertahankan. Segmen sasaran tersebut harus 
dapat dijangkau dan mempunyai potensi untuk memenuhi tujuan 
perusahaan dalam parameter biaya yang cocok. Kemudian segmen 
pasar yang ditandai itu harus diterjemahkan menjadi pe/anggan yang 
nyata untuk dijadikan sebagai sasaran departemen PFmasaran dan 
tempat penyerahan produk yang menghasilkan pendapatan dan 
keuntungan yang sebenamya. Agar supaya perusahaan dapat unggu/ 
dalam persaingan, maka perusahaan harus benuawasan pelanggan. 
Namun perlu diketahui bahwa di dalam memperoleh pelanggan, 
departemen pemasaran tidak dapat bekerja sendirian dan bahkan 
hanya bisa merupakan mitra dalam usaha menarik pelanggcln, 
mempertahankan pelanggan, dan menciptakan loyalitas pelanggan, 
melaluijaminan mutu produk dan relationship marketing. 

Kata kunci: Jaminan mutu, relationship marketing, loyalitas 
pelanggan 

Pendahuiuan 
Konsep relationship marketing merupakan strategi di dalam menarik 

perhatian pelanggan dan memelihara pelanggan, serta mengelola hubungan 
dengan pelanggan. Selain itu konsep ini merupakan upaya membangun hubungan 
yang lebih konstruktif dengan pelanggan terpilih dalam mencapai sukses 
pemasaranjangka panjang. Oleh karenanya hasil relationship marketing adalah 
merupakan proses pembentukan kolaborasi pelanggan, membangun hubungan 
mata rantai untuk meningkatkan nilai pelanggan, kelanggengan pelanggan dan 
profitabilitas. Konsep relationship marketing memang sangat menarik untuk 
dikembangkan, namun untuk mencapai sukses dalam implementasinyamenuntut 
adanya komitmen semua anggota (Pemimpin dan bawahan) organisasi perusahaan 

Perlu diketahui bahwa sukses suatu perusahaan sangat ditentukan oleh 
kepuasan pelanggan, oleh karenanya kebutuhan dan keinginan pelanggan 
merupakan kunci pokok dalam menentukan mutu produk yang diinginkan 
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pelanggan. 
Konsep kepuasan pelanggan ini dapat meningkatkan kelangsungan 

hubungan dengan pelanggan lama dan berupaya terus-menerus menarik 
pelanggan baru. Dengan relatinship marketing perusahaan dapat memperoleh 
profitabilitas jangka panjag dari pelanggan yang loyal. Berhubungan terus dengan 
pelanggan yang loyal, perusahaan dapat cepat memperbaiki kualitas (mutu) produk 
dan pelayanan sesuai dengan yang diharapkan pe1anggan atas informasi dan 
pelanggan yang loyal. Pelangan yang loyal tentulah yang terbaik untuk dimiliki. 
Bahkan tidak s;:yamereka merupakan pelanggan yang lebih mudah untuk dilayani 
dibandingkan dengan pelanggan yang tidak loyal, melainkan yang dapat 
memberikan profitabilitas tertinggi di antara semua pelanggan terhadap 
perusahaan. 

Relationship marketing 

Inti dan kegiatan pemasaran adalah pertukaran. Dalam proses pertukaran, 
terjadi hubungan timbal balik antara dua pihak seperti konsumen - pengecer. 
Dalam proses pertukaran satu arah yang terlibat dapat tiga pihak atau Ie bih , di 
mana setiap pihak)'Wlg terlibat dalam pertukaran tersebut akan mendapatkan 
keuntungan secara tidak langsung. Dalam proses pertukaran yang kompleks 
diorganisir oleh hubungarl jaringan yang saling terkait, mengacu pada sistem 
yang saling menguntungkan. Konsep pertukaran yang terakhir mengarah pada 
hubungan yang bersifat langgeng. Konsep inilah oleh para pakar disebut Rela­
tionship Marketing. 

Sebagai faktor kunci dalam memahami Relationship Marketing, Kotler 
(1997) menunjukkan proses perkembangan pelanggan seperti pada Gambar 1. 

Langkah pertama adalah menguji suspects, apakah merekaakan membeli 
produk atau tidak dan menentukan siapa yang dapat dikelompokkan menjadi 
prospects yang memiliki daya tarik potensial kuat terhadap produk dan memiliki 
kemampuan membayar yang kuat. Perusahaan memutuskan disqualified pros­
pects yaitu metolak bagi mereka yang memiliki nilai rendah dan tidak memberikan 
profit. Pelanggan pertamayang qualified prospects, oleh perusahaan diupayakan 
berubah menjadi pelanggan yang berulang - ulang. Perlu diketahui bahwa ada 
kemungkinan pembeli pertama maupun pembeli yang berulang - ulang 
melanjutkan pembeliannya pada perusahaan pesaing. Perusahaan harus berupaya 
dengan berbagai macam strategi untuk merubah pembeli yang berulang - ulang 
menjadi Clients, menjadi Advocates, dan kemudian menjadi Partners, di mana 
pelanggan dan perusahaan melakukan aktivitas secara aktifbersama - sama dan 
akhirnya berupaya agar partners terse but menjadi pelanggan yang loyal. 
Selanjutnya dalam kaitannya dengan investasi modal (biaya dan tenaga) untuk 
pengembangan hubungan dengan pelanggan maka Kotler (1997) membedakan 
lima tingkat hubungan dengan pelanggan yaitu : 

1. Basic marketing: Salesperson hanya bertindak menjual produk 
2. Reactive marketing: Salesperson menjual produk dan meminta pelanggan 

menghubuginya bila mempunyai pertanyaan, komentar dan keluhan 
3. Accountable marketing: Salesperson menelpon (menghubungi) pelanggan 

segera setelah penjualan untuk memeriksa (menanyakan) apakah produk 
sudah memenuhi harapannya. Salesperson juga menanyakan saran 
perbaikan produk dan kekecewaan spesifik pelanggan. Informasi ini 
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membantu perusahaan untuk terus memperbaiki produknya 
4. Proactive marketing: Salesperson perusahaanmenghubungi pelanggan dan 

waktu kewaktu dengan saran untuk peningkatan penggunaan produk atau 
produk barn yang berguna 

5. Partnership marketing: Perusahaan terus bekeIja sama dengan pelanggan 
untuk mencapai penghematan bagi pelanggan atau membantu pelanggan 
bekeIja Iebih baik. 

Gambar 1. Proses perkembangan pelanggan (Kotler, 1997) 

Dalam praktek, bila perusahaan- masuk dalam pasar yang mencakup 
banyak pelanggan dengan margin yang kecil, maka kebanyakan perusahaan akan 
melakukan basic marketing dan bila dalam pasarnya mencakup sedikit pelanggan 
dan margin yang besar, maka kebanyakan perusahaan (penjual) akan melakukan 
partnership marketing. Kemudian untuk mengembangkan ikatan dan kepuasan 
pelanggan yang Iebih kuat, Berry dan Parasuraman seperti yang dikutip Kotler 
(1997) membedakan tiga pendekatan untuk penciptaan nilai pelanggan yaitu: 
menambah financial benefits, menambah social benefits dan menambah struc­
tural ties. 

Prinsip Relationship Marketing 

Menurut McKenna, yang dikutip oleh Wilfridus (1997), ada lima prinsip 
yang berkaitan dengan penerapan Relationship Marketing,yaitu: 
1. Pemasaran adalah bagaikan peIjalanan kebulan: Maksudnya memberikan 

penegasan bahwa perlunya menempatkan pasar sebagai kiblat dari pemasaran 
dan organisasi dan bagaimana keberhasilan pemasaran dapat ditentukan oleh 
interaksi di antara keduanya. Situasi ini, pasar dapat menarik masuk suatu 
produk dan menempatkannya pada posisi yang unggul atau sebaliknya 
menghancurkan citranya. Demikian juga organisasi dengan mela1ui 
kekuatannya dapat menarik produk kebawah sehinggagagal atau sebaliknya 
memberikan daya dorong sehingga memungkinkan lepas landas secara 
meyakinkan. Kekuatan produk, mencakup keandalan produk dalam memenuhi 
kebutuhan dan keinginan konsumen baik pada level core product dan actual 
product maupun pada level argumented product. Sedangkan kekuatan pasar 
mencakup hubungan dengan pelanggan yang strategik, karena kredibilitas 

Lintasan Ekonomi Volume xvm; Nomor 2, Juli 2001 133 



Yasin, Mengelola Pelanggan Dengan Jaminnn Mutu dan Relationship Marketing 

suatu perusahaan di pasar ditentukan oleh hubungan yang dibangunnya. 
Kemudian unsur yang lain adalah dukungan infra struktur pemasaran seperti 
pengecer, distributor, analis keuangan, serta manufaktur. Semua kekuatan 
unsur ini, dapat menciptakan peluang pemasaran yang menguntungkan dan 
mungkin juga menimbulkan tekanan yang merugikan. 

2. Pemasaran adalah penciptaan pasar, bukan market sharing. Maksudnya 
hubungan baik dalamjangka panjang dapat memberikan peluang pada produk 
baru yang diciptakan dan yang diminta oleh pelanggan. 

3. Pemasaran adalah masalah proses, bukan taktik promosional. Maksudnya 
moral konsep ini menekankan bahwa periklanan dan promosi hanyalah 
merupakan sebagian kecil dari strategi pemasaran. Kemudian untuk 
membangun posisi pasar yang berkelanjutan, perusahaan harus membangun 
hubungan yang kuat dengan pasar dan infrastruktur pemasaran. Dengan 
memberikan pelayanan yang memuaskan dan mendengarkan keluhan serta 
keinginan pelanggan mengenai produk perusahaan, akan dapat menciptakan 
loyalitas pelanggan. 

4. Pemasaran adalah kualitatif dan bukan kuantitatif. Maksudnya dalam situasi 
pemasaran yang berubah - ubah (lingkungan) di mana polanya bukan 
merupakan kelaJ#jutan dari apayang sudah dikenali, maka penekanan pada 
penggunaan data masa kini dan masa lamp au untuk memprediksi 
perkembangan pemasaran di masa depan adalah relatif tidak cocok. Yang 
lebih cocok adalah pendekatan kualitatif, karena dalam proses penjualan, 
konsumen sering memutuskan pembeliannya berdasarkan pada faktor-faktor 
kualitatif yaitu: kepemimpinan, pelayanan, reliabilitas, personil, dan citra 
perusahaan. 

5. Pemasaran adalah tugas atau pekerjaan setiap orang. Maksudnya tidak hanya 
bagian pemasaran sajayang melakukan pemasaran, melainkan semua orang 
yang ada di dalam perusahaan (bagian operasi, bagian keuangan dan yang 
lainnya) terlibat dalam kegiatan pemasaran. 

Kunci Sukses Implementasi Relationship Marketing 

Konsep relationship marketing merupakan metode yang digunakan untuk 
menarik perhatian pelanggan dan memelihara pelanggan serta meningkatkan dan 
mengelolahubungankepuasan dengan pelanggan. Oleh karenanya hasil relation­
ship marketing adalah proses pembentukan dan keterkaitan di dalam mengelola 
kolaborasi pelanggan, membangun hubungan mata rantai untuk meningkatkan 
nilai pelanggan, kelanggengan pelanggan, dan profitabilitas. Di sam ping itu konsep 
relationship marketing juga berusaha membangun hubungan dan perhatian yang 
lebih konstruktif dengan pelanggan terpilih (terseleksi) dalam mencapai sukses 
pemasaran jangka panjang. Konsep ini merupakan bentuk upaya perusahaan 
masa kini di dalam mempertahankan pelanggannya. Karena mereka sadar bahwa 
biaya yang dikeluarkan untuk menarik seorang pelanggan baru diperkirakan lima 
kali dibandingkan dengan mempertahankan seorang pelanggan lama (Kotler, 
1997). Menurut Khoe Yao Tung (1997), imp1ementasi relationship marketing dalam 
perusahaan harus dapat mencapai sukses. Kunci sukses implementasi relation­
ship marketing dalam perusahaan dapat meliputi langkah - langkah seperti yang 
dicakup pada Gambar 2 berikut ini. 
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Gambar 2. Langkah-Langkah Relationship Marketing 

Berdasarkan gambar 2 di atas, langkah-langkah relationship marketing meliputi: 
1. Mengidentifikasi pelanggan utama; Yaitu memilih lima sampai sepuluh 

pelanggan utama sebagai target dalam relationship 'marketing. 
2. Mengkoleksi dan menggunakan informasi pelanggan, berupa penunjukkan 

manajer relationship marketing yang terlatih dan berpengalaman. Manajer 
ini berkewajiban dalam mempersiapkan orang - orang penjualan yang 
melayani pelanggan sesuai dengan karakteristik dari pelanggan. 

3. Mengukur nilai relasi dan program relationship marketing. Di sini 
menjelaskan laporan relationship marketing, tujuan, tanggungjawab, dan 
kriteria evaluasi . Kalau perlu perusahaan dapat menempatkan satu 
manajer atau lebih untuk melayani satu pelanggan utama dan potensial 
yang melayani segala kepentingan pelanggan itu. 

4. Memanajemeni dan memotivasi organisasi bagi relationship marketing. 
Kemudian dapat membangkitkan dan mengkomunikasikan organisasi akan 
kekuatan pelanggan jangka panjang dan dukungan organisasi dalam 
meningkatkan keefektifan manajer relationship. 

5. Marketing sebagai himpunan pikiran terhadap fungsi, perpaduan dan 
keIjasama antar bagian organisasi didalam mendukung relationship mar­
keting, agar dapat menjadikan organisasi lebih sebagai kumpulan pikiran 
, dibandingkan dengan fungsi organisasi. 

6. Meningkatkan dan memantapkan keterkaitan pelanggan dalam 
perencanaan dan penetapan tujuan, strategi, dan tindakan spesifik. serta 
sumber da,ya yang dibutuhkan. 

Selanjutnya Norton Paley (1996) memberikan pertimbangan dalam 
pengambilan tindakan implementasi relationship marketing sebagai berukut: 

1. Kebutuhan dan harapan peIanggan. Di mulai mengadakan dialog kontinyu 
dengan para pelanggan untuk mendefinisikan harapan mereka saat ini 
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dan di masa mendatang. Kemudian penuhi harapan pelanggan terse but 
sesuaijanji yang dibuat dalam presentasi penjualan. 

2. Man~emen hubungan pelanggan; Kuncinyaadalah menugaskan petugas 
kontak permanen untuk mengadakan kontak dengan pelanggan secara 
berkelanjutan. 

3. Standar layanan pelanggan; Mengendalikan semua rencana kualitas , 
kineIja produk, dan hubungan pelanggan dengan standar pelanggan yang 
telah ditentukan. 

4. Komitmenkepadapelanggan; Memberijaminankepadapelanggan tentang 
pengiriman barang tepat waktu, memberi pelatihan khusus pekeIja 
pelanggan dan Iayanan pendukung 24 jam. 

5. Pengukuran kepuasan pelanggan; Mengukur kepuasan pelanggan dengan 
sistem indek berdasarkan informasi umpan balik pelanggan. 

6. Hasil - hasil kepuasan pelanggan; Mengedarkan hasil analisa indek 
kepuasan pelanggan kepada para mF.najer fungsional sehingga mereka 
dapat mendesain sasaran kepuasan pelanggan untuk masa (tahun) 
berikutnya 

7. Perbandingan kepuasan pelanggan; Membuat perbandingan diantara 
pelanggan cJan pesaing yang berkaitan dengan standar industri melalui 
benchmarking formal dan informal. Kemudian hasilnya (informasi) 
dibagikan kepada para distributor se bagai pedoman untuk meningkatkan 
rating kepuasan pelanggan. 

Konsep relationship marketing memang sangat menarik untuk di­
kembangkan. Namun keberhasilan dalam implementasinya menuntut adanya 
komitmen dari direksi atau pimpinan perusahaan. Persyaratan ini harus 
mengkristal menjadi budaya dalam organisasi perusahaan. Penerapannya, 
biasanya tidak mudah untuk dipenuhi sehingga menimbulkan hambatan dan 
bahkan kegagalan. Sebagai kunci sukses relationship marketing maka 
implementasinya harus dibuat dalam satu paket program three in one (Budi 
Sugarda, 1997) yang terdiri dari: 

1. Pertama, melakukan internal marketing; Maksudnya mendidik staf 
maupun karyawan perusahaan untuk lebih customer oriented dan 
bertindak melayani. 

2. Kedua, dengan penyusunan program terpadu dalam external marketing 
(marketing mix) yang menyangkut : product, price, place, promotion, pro­
cess dan people. 

3. Ketiga, menciptakan kualitas interactive marketing atau moment of truth; 
Maksudnya, pada saat pertemuan dengan pelanggan , kualitas pertemuan 
terse but harus bagus. Yang menjadi kendala utama disini, biasanya 
pimpinan organisasi tidak menghayati dan tidak terlibat secara total dalam 
pelaksanaan program tersebut . Disamping itu juga kurangnya 
penghayatan bagi diri petugas (staf dan karyawan) dalam pelaksanaan 
relationship marketing. 

Manfaat Relationship Marketing 

Meningkatkan kelangsungan hubungan dengan pelanggan iama dan terus 
menarik pelanggan baru dengan konsep kepuasan pelanggan dapat mempunyai 
pengaruh yang Iebih besar pada bagian pasar, sehingga perusahaan dapat Iebih 
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memungkinkan untuk meningkatkan profitabilitas dari setiap daur hidup 
pelanggan dengan penggunaan strategi relationship marketing. 

Beberapa manfaat spesifik dari penggunaan relationship marketing adalah 
sebagai berikut: 

l. Memperoleh profitabilitas atas penjualanjangka panjang dari pelanggan 
yang loyal. 

2. M emungkinkan adanya peluang yang besar untuk menjual produk baru 
kepada pelanggan lama yang loyal, karena pelanggan loyal sudah sangat 
mengenal merk produk yang biasa dibelinya 

3. Memungkinkan promosi tanpa biaya, karena terjadinya penyebaran 
informasi positif dari mulut ke mulut tentang merk produk oleh pelanggan 
yang puas dan loyal. 

4. Dengan keterkaitan pelanggan yang loyal, maka perusahan dapat cepat 
memperbaiki kualitas produk dan pelayanan sesuai dengan harapan 
pelanggan atas informasi dari pelanggan yang loyal. 

Kapan dan Bagaimana Menggunakan Relationship Marketing 

Relationship Marketing tidak dapat efektif untuk sem ua situasi tetapi sangat 
efektifdalam situasiyangtepat. Investasi pada relationship marketingakan berhasil 
baik, jika pelanggannya mempunyai kebutuhan yang bersifatjangka panjang dan 
mempunyai biaya peralihan yang tinggi. Misalnya, pelanggan yang ingin investasi 
pada sistem solusi otomatisasi perkantoran, biasanya pelanggan akan memilih 
pemasok dengan teliti, melihat reputasi dan pelayanan terbaiknya, serta memilih 
teknologi yang mempunyai kineIja tinggi dan jangka panjang. Namun kalau 
situasinya menunjukkan bahwa pelanggan hanya ingin memenuhi kebutuhan 
jangka pendek dengan transaksi sesaat dan memiliki biaya beralih pemasok lain 
rendah, makayang cocok adalah menggunakan transaction marketing. Sebenarnya, 
baik relationship marketing maupun transaction marketing tidak menjadi masalah 
penting dalam industri, kecuali untuk pelanggan tertentu. Karena ada beberapa 
pe1anggan yang menilai tinggi pada pelayanan dan akan bertahan lama dengan 
pemasok terse but. Sedang pelanggan yang lain ingin menurunkan biaya (investasi) 
mereka dan konsentrasi pada biaya peralihan yang rendah. Dalam situasi yang 
terakhir, perusahaan dapat mencoba mempertahankan pelanggan dengan 
menyetujui penurunan harga asalkan pelanggan terse but bersedia menerima 
pelayanan yang lebih sedikit dari yang seharusnya, misal : pelanggan tidak 
mendapatkan pengiriman gratis dan pelatihan. Jadi je1aslah bahwa relationship 
marketing tidak tepat untuk semua pelanggan karena biaya yang besar untuk 
relationship marketing tidak selalu memberikan hasil yang sesuai. Relationship 
marketing ini akan sangat efektif pada pelanggan yang tepat, yaitu pelanggan 
yang sangat terikat pada sistem tertentu dan mengharapkan pelayanan yang 
konsisten dan tepat waktu. 

Membangun Loyalitas Pelanggan 

Pelanggan yang loyal tentulah yang terbaik untuk dimiliki. Bukan saja 
mereka lebih mudah dilayani dibanding dengan pelanggan yang tidak loyal, 
melainkan mereka juga memberikan profitabilitas tertinggi di antara semua 
pelanggan. Pelanggan yang loyal ini berfungsi sebagai partner dalam 
mengembangkan produk baru, dan selalu mendukung layanan istimewa yang 
diberikan kepadanya. Hal ini tercermin pada sikapnya; di mana pada masa-masa 
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besar untuk meningkatkan hubungan dengan para pelanggan yang loyal. 
4. Infer dan perilaku. Dengan kontak yang kontinyu akan memungkinkan 

dapat memahami pola perilaku para pelanggan yang loyal, seperti: aspek 
dari produk ataujasayang penting bagi mereka; bagaimana mereka menilai 
anda dibanding para pesaing; umpan balik apayang mereka berikan pada 
anda untuk membantu anda memperbaiki diri. Kemudian yang paling 
penting, bagaimana semua ini mempengaruhi perilaku pembelanjaan 
mereka. 

5. Influence para pembuat keputusan kunci. Stafkomunikasi dan representatif 
penjualan perusahaan harus meminta segala kerumitan pelanggan, misal, 
membuat keputusan krusial mengenai pembelanjaan. 

6. Increase account share. Penjualan tambahan sering dapat dilayani hanya 
dengan mengeluarkan biaya variable. 

7. Imunize terhadap persaingan. Para pelanggan yang memiliki kecenderungan 
loyal inheren akan menawarkan nilai yang lebih baik. 

Untuk membangun suatu program loyalitas pelanggan yang efektif, 
perusahaan harus berfikir melebihi loyalitas pada produk-produk individual dan 
membangun loyalitas merek yang ada Agar dapat efektif di dalam membangun 
loyalitas harus menggunakan dua prinsip pedoman berikut (Avison, 1996): 

1. J angan sekedar membangun loyalitas, sebarkanlah. 
2. Adalah orang, bukannya konsumen target yang loyal. 

Tidak banyak yang dapat dilakukan oleh perusahaan untuk membuat 
seorang pengguna yang loyal pada suatu produk tertentu, walaupun mereka lebih 
banyak berbelanja atas produk tersebut, tetapi yang dapat dilakukan oleh 
perusahaan hanyalah menyebarkan loyalitas tersebut. Oleh karenaitu mengikat 
konsumen yang kokoh dengan merek adalah lebih penting. Agar dapat lebih mudah 
membangun loyalitas, maka kontak langsung dengan pelanggan akan sangat 
membantu sekali. Hal ini berarti memberi kesempatan pada retailer semacam 
suatu keunggulan atas perusahaan manufaktur. Walaupun demikian, banyak 
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baik mereka membeli produk yang ditawarkan kepadanya dan pada masa musim 
buruk/krisis merekajuga tetap medukung penjualannya Pada situasi ini mereka 
tidak peduli terhadap kemajuan para pesaing yang menawarkan produk 
kepadanya. 

Walaupun demikian, pelanggan yang loyal ini juga ingin harapannya 
dipahami dan dipenuhi. Oleh karenanya perusahaan harus dapat memperoleh 
loyalitas mereka. Ada konsep " tujuh 1 essensiaZ " yang dapat meningkatkan 
loyalitas pelanggan (Srinivasan, 1996), yaitu: 

1. Initiate contac. Dengan menggunakan informasi dari data base pelanggan 
yang efektif, memungkinkan pentargetan yang efisien terhadap para 
pelanggan loyal dengan kontak langsung telpon atau surat. Dalam 
pemasaran antar bisnis, panggilan (call) penjualanyang lebih sering dan 
terstruktur akan memperkuat hubungan perusahaan dengan pelanggan. 

2. Inform tentang inisiatif Membuat para pelanggan anda yang loyal tahu 
apa yang sedang anda lakukan untuk meningkatkan pelayanan kepada 
mereka. 

3. Insentif Pemberian kupon upgrade gratis dan hadiah-hadiah untuk 
~ • - ~- ---- 1... __ • V 0 ... • .. ' ~;"" 11nttl k nerusabaan antar bisnis, diskon berbasis 
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kesempatan yang dilalaikan oleh perusahaan, misalnya: pelanggan membeli TV, 
Kulkas, dan sebagainya, kemudian mengirimkan kembali kartu garansinya. 1m 
adalah merupakan kesempatan melakukan dialog dengan pelanggan sampai 
sejauh mana tingkat kepuasan pelanggannya atas pembelian yang dilakukan dan 
dalam situasi ini salesperson juga mempunyai kesempatan untuk menunjukkan 
produk-produk lain yang mungkin dibutuhkan. Jadi semakin perusahaan 
memperlakukan pelanggan sebagai individu (orang) dengan memenuhi kebutuhan­
kebutuhannya, maka akan semakin loyal mereka dan semakin condong (ingin) 
membeli lebih lanjut atas merek tersebut. Sejumlah besar informasi yang 
dikumpulkan perusahaan tentang pelanggannya, merupakan saran a untuk 
membantu membangun Ioyalitas. Di sini, pelanggan perlu tabu bahwa perusahaan 
menggunakan informasi tersebut adalah untuk meningkatkan manfaat merek 
terse but yang nantinya berguna baginya 

Ada banyak cara untuk membangun loyalitas merek, namun yang penting 
adalah kesempurnaan produk haruslah konsisten dengan yang seharusnya, 
sehingga pelanggan tidak merasa tertipu dan pindah pada produk pesaing. 

Jaminan Mutu Produk 

Menurut John F.Welch Jr., yang dikutip oleh Kotler (1997) menjelaskan 
bahwa Mutu adalah jaminan kesetiaan pelanggan. Pertahanan terbaik dalam 
menghadapi (melawan) saingan dari luar, dan satu-satunya jalan menuju 
pertumbuhan dan pendapatan yang langgeng. Mutu produk mempunyai hubungan 
yang erat sekali dengan kepuasan pelanggan. Mutu yang lebih tinggi menghasilkan 
kepuasan pelanggan yang Ie bih tinggi, sekaligus mend ukung harga Ie bih tinggi 
dan bahkan .sering juga dapat menciptakan biaya yang Iebih rendah. Oleh 
karenanya program peningkatan mutu biasanya dapat meningkatkan keuntungan. 
Mutu adalah kunci penciptaan nilai dan kepuasan pelanggan. Sukses tidaknya 
suatu perusahaan sangat ditentukan oleh kepuasan pelanggan. Karena seluruh 
kegiatan perusahaan yang diwujudkan dalam produk bermuara pada ketentuan 
akhir yang ditentukan oleh pe1anggan, maka kebutuhan dan keinginan pelanggan 
adalah merupakan kunci pokok dalam menentukan mutu produk yang diinginkan 
pelanggan. 

Beberapa premis yang diperlukan Total Quality Marketing untuk 
meningkatkan mutu (Kotler, 1997), adalah sebagai berikut: 

1. Mutu harus dirasakan o1eh konsumen. PekeIjaan mutu harus di mulai 
dengan menemukan apa yang menjadi keinginan konsumen dan berakhir 
dengan persepsi konsumen. Bila konsumen menginginkan produk yang 
lebih handal, tahan lama dan penampilannya lebih bagus maka ini 
menunjukkan mutu produk di mata konsumen. Untuk menjamin bahwa 
produkyang ditawarkan memiliki mutu yang Iebih tinggi maka perusahaan 
harus menyalurkan suara konsumen kesetiap bagian yang ada 
hubungannya dengan produk yang akan dihasilkan, seperti bagian desrun, 
rekayasa, proses produksi dan distribusi. 

2. Mutu harus direfleksikan dalam stiap aktivitas manajemen dan bukan 
hanya pada produk perusahaan itu sendiri. Maksudnya, manaJemen bukan 
hanya semata-mata memperhatikan perbaikan mutu dari produk itu 
sendiri, tetapijugamutu periklanan, mutu pengiriman, mutu purnajual 
dan lain-lain. Iklan sangat menentukan bagi perusahaan dalam 
mengkomunikasikan produk yang ditawarkan. Bilamana iklan tersebut 
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terlalu mengada-ada dan tidak sesuai dengan mutu produk yang 
ditawarkan, ini akan mempengaruhi kesan konsumen. Demikian pula 
dengan mutu pengiriman: Tepat waktu, kecepatan dan amannya produk 
tiba di konsumen merupakan salah satu keberhasilan mutu perusahaan. 
Bilamana produk yang dipasarkan dilengkapi denganjaminan purnajual, 
maka semakin lengkaplah total quality marketing yang ditawarkan. Jaminan 
puma jual adalah suatu tawaran perusahaan kepada konsumen yang 
merupakan tanda bukti bahwa produk yang ditawarkan memiliki mutu 
yang bisa dijamin. 

3. Mutu memerlukan komitmen seluruh karyawan. Perusahaan hanya dapat 
memberikan produk yang bermutu, bilamana seluruh karyawan merasa 
terbebani, termotivasi, dan terlatih menciptakan dan memberikan mutu 
kepada konsumen. Perusahaan yang berhasil adalah perusahaan yang 
mau menyingkirkan berbagai macam hambatan antar bagian dalam 
manajemen. Untuk mengejar (meningkatkan) mutu, karyawan perlu 
membiasakan diri bekeIja secara tim antar bagian. 

4. Mutu memerlukan mitra usaha yang memiliki high - quality. Perusahaan 
dapat menghasilkan produk yang bermutu tinggi bilamana memilikimitra 
usahayang sangat perduli terhadap mutu, contoh, pemasok dan distribu­
tor. Manajemeil bertanggungjawab menyiapkan mitra usahayang memiliki 
kesadaran tentang betapa pentingnya penyediaan produk yang memiliki 
mutu tinggi. 

5. Mutu harus selalu dapat diperbaiki. Perusahaan terbaik jepang selalu 
percaya dengan philosophy "Kaizen·, yaitu perbaikan segala sesuatu yang 
kontinyu oleh setiap orang mulai dari direksi, manajer, dan seluruh 
karyawan dalam lingkungan perusahaan. Cara lain untuk memperbaiki 
mutu adalah mengadakan " Benchmark" kineIja perusahaan pesaing yang 
the best-of- class dan berusaha melebihi mereka bilamana perlu 
mengadakan "Leapfrog" jauh melebihi pesaing. 

6. Perbaikan mutu perlu sejumlah lompatan. Perusahaan dalam mengadakan 
perbaikan mutu kadang-kadang butuh keIja lebih keras hanya untuk 
sejumlah kecil perbaikan. Bila perusahaan masih mampu mentargetkan 
perbaikan 10 kali lipat dari biasanya, mengapa tidak dilakukan. 

7. Mutu tidak perlu mengeluarkan biaya lebih besar. Ide lama mengatakan 
bahwa untuk menghasilkan mutu yang lebih baik perlu mengeluarkan 
biaya lebih besar dan dapat memperlambat produksi. Hal ini sebetulnya 
tidak perlu teIjadi bilamana pada awaInya perusahaan mempelajari cara­
cara yang tepat dalam menghasilkan produk yang bermutu. Mutu tidak 
dapat diperiksa saja, namun harus dirancang. Kalau semuanya benar sejak 
awal banyak biaya yang ditiadakan seperti: biaya perbaikan, biaya yang 
mengakibatkan kehilangan konsumen. 

8. Mutu mutlak perlu, tetapi itu belum cukup. Perbaikan mutu adalah mutlak 
perlu, karena membuat konsumen menjadi Iebih menuntut. Akan tetapi 
mutu yang lebih tinggi belum berarti akan menghasilkan keunggulan 
bersaing, karena bisa saja pesaing akan lebih meningkatkan mutu dan 
sekaligus lebih memperluas pasarnya 

9. Kendali mutu tidak dapat menyelamatkan produk yangjelek. Pontiac tidak 
dapat menyelamatkan mobil Firero_nya dengan hanya meluncurkan 
gerakan mutu, karenamesin mobilnya bukan mesin sport. Gerakan mutu 
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tidak dapat mengkompensasi kekurangan produk. Jadi sekali perusahaan 
menghasilkan mutu produk yangjelek, hal itu akan memberikan dampak 
bagi produk lain dalam perusahaan. 

Kesimpulan 

Pelanggan yang loyal tentunya merupakan pelanggan yang terbaik untuk 
ditniliki. Agar dapat memiliki pelanggan yang loyal, perusahaan harus bekerja 
keras untuk mendapatkannya Konsep relationship marketing dapat digunakan 
untuk menarik perhatian pelanggan dan memelihara pelanggan serta 
meningkatkan dan mengelola hubungan kepuasan dengan pelanggan. Perhatian 
yang lebih konstruktif dengan pelanggan terpilih dapat menciptakan sukses 
pemasaranjangka p~ang. Sebagai kunci sukses dalam mengimplemenntasikan 
relationship marketing, maka Pimpinan puncak organisasi dan se1uruh 
karyawannya harus dapat menghayati konsep relationship marketing dan harus 
terlibat 1angsung secara total dalam program imp1ementasi relationship market­
ing. 
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EMPAT BELAS PROBLEMATIKA SUMBERDAYA MANUSIA 
YANG MEMBAHA YAKAN PERUSAHAAN/ORGANISASI 

(Sering Terjadi dan Sering Dilupakan) 

Achmad Sudiro dan Alex S. Nitisemito 
Fakultas Ekonomi Universitas Brawijaya 

Abstrakst: Berdasarkan pengamatan penulis terdapat 14 (empat 
belas) Problematika sumberdaya manusia yang membahayakan 
perusahaan/organisasi (yang sering terjadi dan sering dilupakan), 
yaitu lemahnya kesadaran. Betapa pentingnya perencanaan 
Sumberdaya manusia, dukungan terhadap sasaran organisasi, 
komunikasi di dalam organisasi di era kemqjuan di era teknologi 
informasi, peran dan kecermatan dalam penilaian prestasi kerja dan 
pemberian imbalan kepada para karyawan, Penerapan gaya 
kepemimpinan yang tepat, pembentukan jaringan antar organisasi 
dalam bisnis global, koordinasi untuk mencapai keunggulan 
kompetitif, kualitas sumberdaya manusia yang dimiliki, menghentikan 
salah pilih berlanjut, kesan bahwa mutasi sebagai hukuman, 
keputusan promosi yang benar, latihan dan pendidikan diiringi 
dengan usaha meningkatkan loyalitas, komunikasi terutama dari 
bawah ke atas, dan keputusan yang memerlukan partisipasi. 

Kata kunci: Problematika, sumberdaya manusia, organisasi, perusahaan. bisnis 
global, kepemimpinan 

Pendahuluan 

Pada dasarnya organisasi itu adalah sebagai suatu wadah yang dibentuk 
dengan sengaja dan sadar untuk mencapai tujuan. Dalam upaya untuk mecapai 
tujuan tersebut unsur manusia adalah sangat penting peranannya, terutama 
tentang kesadarannnya (awareness) untuk berperilaku yang dapat mendukung 
tercapainya tujuan organisasi. Kesadaran yang diperlukan antara lain : 
1. Berkaitan dengan perencanaan sumberdaya manusia dalam menghadapi 

organisasi/ perusahaan yang semakin komplek. 
2. Pemantapan peran manajerial dalam mendukung tercapainya sasaran 

organisasi. 
3. Penerapan komunikasi di'dalam organisasi di era kemajuan di bidang teknologi 

informasi. 
4. Penempatan peran dan kecermatan dalam penilaian pre stasi kerja dan 

pemberian imbalan kepada para karyawan terhadap kelangsungan hidup 
perusahaan. 

5. Penerapan gaya kepemiropinan sese orang manajer yang tepat seiring dengan 
kondisi keorganisasian yang semakin tumbuh dan berkembang. 
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Abstract 

Purpose The ptllV{)~> of this study is to investigate the relationship marketing (R.\'1) strategy of a 
rl'l;lil Dank and examine whether after its implementation - customer relationships \,"'ere 
,1l<'llgthened through percei\'ed impro\'ements in the banking relationship and consequent loyalty 
tt I\\'ards the bank. 

Design/methodology/approach - A SUITe), was conducted on two profitability segments. of which 
ihl' more profitable .s.egment had been directly exposed to a customer oriented Rl\1 srrakgy. whereas 
tl](' 1e~s profltable segment had been subjected to more sales oriented marketing communications. 

Findings ~ No signillCl.nt differences were found between the segments on customers' evaluations of 
the sen'ice relationship or their loyalty toward the bank. Furthennore, regression analysis revealed 
that relationship satisfaction was less important as a detenninant of loyalty in the more profitable 
se,I:,Jment. 

Research limitations/implications - This study was conducted as a case stud), of one specific 
brallch of a bank group in Finland, which limits the external validity of its results, It was not possible 
to ascertain if. or to \vhzlt extent, customers of the more profitable segment had receiyed the intended 
R\\ treaDnenL Other limitations are also discussed. 

Practical implications - Customer orientation is desirable within retail banking and more studies 
arc needed on the differential drivers of loyalty anoss customer profitability segments, By identifying 
the asrects of a banking relationship that are more highly valued among more profitable customen; 
than among less profitable customers, bank managers would be able to more effectively devise 
appropriate strategies for different segments, 

Originality/value - The study contributes to the RM literature and marketing of financial services 
by providing empirical evidence of the effects of RM activities on customer relationship perceptions in 
different profitability segmenl" 

Keywords Relationship marketing, Customer satisfaction, Customer loyalty, Segmentation, Banking 

Paper type Research paper 

Introduction 
Relationship marketing (RM) has been put forth as a way for firms to develop mutually 
beneficial and valuable long-tenn relationships with customers (Ravald and Gronroos, 
1996). RM is believed to work most effectively when customers are highly involved in 
the good or service, there is an element of personal interaction, and customers are 
willing to engage in relationship building activities (O'Malley and Tynan, 2000). 
Customer oriented RM programmes that enhance the flow of information between the 



hallk ;lIlt! l'll~t()lllt'r~ 111C1T;(~" c\l~t()nj('rs' positive feelings towards their bank, thereby 
abo incre;lsillg s;ltlsiaClion anc! relationship strength (Barnes and Howlett, 1998; 
l~nne\\' ;lnt! [;,nb, 19~Kj), ,\It!Jough past studies provide knowledge regarding the 
llature <inc! lllillt "t;IIKe of iJanking relationships from a customer (O'Loughlin et 01., 
:ZOOl), bll~illl'~s i\l;lrJili eI (Ii, :ZOO:!), 'lilel dyadic (Paulin 1'/ 01., 1998; Akerlund, 2004) 
\'iewpoint, SlIllll' qucstions rcmain ullan~wcred, For example, we lack infollnation on 
the extent to "Inch speciiic [(J\! proi-,'Tammc~ have succeeded in strengthening 
l'eiationships ill (ilffL'rent SCh'lllents, 

Rivl can, but need not be, directed towards all customers of the bank. Most retail 
banks arc characterised by ha\'lng both profitable and unprofitable customers, where 
the forIller SUhsld,~e the latter (Car~()n clol., 200.J; ZeJthaml et 01.,2001). Retaining the 
profitable CliSlullllTS has become increasingly difficult in a competitive environment 
where other (ln~l~':~:Ld ~nstitutiollS specialise in offering attractive services and prices to 
this lucrative segment. Since, investments across all customer segments will not yield 
similar returns (I-cnhaml ct ai, 2(01), R]\T is often directed only at the most profitable 
segments dL'iinL'd iJv, for example, income and wealth (Abratt and Russell, 1999), There 
is, however, a lack of research on how Rlvl activities affect relationship outcomes in the 
target segment. This is the focus of our study, 

The aim of this study is to investigate the RM strategy of a retail bank, in order to 
discover whether the implementation of the strategy bas had the intended 
strengthening effect on customer relationships, A survey was conducted on two 
different profitability segments, collecting data on customer relationship satisfaction, 
perceived relationship improvement, and loyalty towards the bank. Of the two 
customer segments, the more profitable segment (Segment 1) was directly exposed to 
the RM programme, whereas the less profitable segment (Segment 2) was not. 

The paper is structured as follows: The literature review outlines previous findings 
on RM, the intclTclationship behl'een customer relationship satisfaction and loyalty, 
and customer profitability segmentation The empirical pad of the paper describes the 
RM programme at the case bank, and the design, collection and analysis of survey 
data. The paper concludes with a discussion of the results, managerial implications, 
limitations of the study and suggestions for further research. 

Literature review 
Relationship marketing 
RM emerged in the 1980s as an alternative to the prevailing view of marketing as a series 
of transactions, because it was recognised that many exchanges, particularly in the 
service industry, were relational by nature (Berry, 1983; Dwyer et aL, 1987; Gronroos, 
1994; Gummesson, 1994; Sheth and Parvatiyar, 2(00). Within a retail banking setting, 
Walsh et aL (2004, p, 469) define RM as "the activities carried out by banks in order to 
attract, interdct with, and retain more profitable or high net-worth customers," 

RM thus aims at increasing customer profitability while providing better services 
for customers. Several studies have empirically demonstrated a positive association 
between RM strategies and business peliormance (Naidu et 01., 1999; Palmatier and 
Gopalakrishna, 2005), Within a banking context, Keltner (1995) found that German 
banks, in c~ntrast to American banks, managed to maintain a stable market position 
during the 1980s and early 1990s as a consequence of relationship oriented banking 
strategies, 

1< (' lationsh i J) 
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In! \I:' illit automatlc'alil' lead to stronger customel relationships; rather, 
,'llstonll'l:: ,\ill exhibit different levels of relationship closcness and strcn,l,rth (Berry, 
iC)'l,: LliFII"i,': ane! Strane!\'iI;, 1(19,,), In order to be attracti\·c. RM strategies should 
('llIWl(,' 'I""wrs' ]lclTel\','d IWlwlih ()f engaging III relan,ll1ships (O'l\lalley and 
'I\·nan. :.'1 I! "Ii, II()\vever. ,iii cuSlonwrs do not want to engage in relationships and, in 
fact. it In" iJ,'l'n suggested that do;;" customer relationships in banking are rare, and 
Illat Iht'I' illl' heing further \\'l~tkcncd by the increase in sclf-service technologies 
(O'Loughilll d aI., 20(4). c\n alternative is to look upon new technologies as 
ll'ialionslnj1 1;lCililators (Swl:t'ney and Morrison, 2(04) and to use them strategically in 
,'ustlJllllT :'('::rII()lbhip mana,l':emcnl (Payne and Frow, 200S). 

One (Ii I ill' basic lenets of R:ll is customer orientation, Already the selling 
<rrientati(llh'llstolller orientation (SOCO) scale, developed b\' Saxe and Weitz (1982), 
\\';L":: /):hL'd {I)) the prenlisc that custOIner oriented ~lts pe(lple strive to increase 
cuslOmcl< jon,l':,term S3ti~facl ion, Selling oriented sales people were considered to 
priorilise I he achievement of an immediate sale at the expense of customer needs. 
Subsequcm research has shu\1'l1 that the degree of customer orientation indeed has an 
cifeet on a jilln', relationships with its customers (Clark, 1997; Ya\'as ct aL, 20(4). In a 
sludy of l1n<lncial services, Bejou et af. (1998) found that customer oriented employees 
had a positi\'e impact, while sales oriented employees had a negative impact, on 
customers' relationship satisfaction. 

To our knowledge, there are no previous studies on the effect of RM activities on 
customer loyalty in different profitability sC!,'lnents. Before desnibing profitability 
segmentation. \IT will briefly review two desired relationship outcomes, customer 
relationship satisfaction and loyal tv, 

Customer relationship satis/actio/1 
Customer e,'aluation measW'es should reflect the type of exchange that is being evaluated, 
i,e, transactional or relational. Often used measW'es in a relationship context are 
relationship quality (Bejou ct al., 1996; Crosby ct al" 1990; Lang and Colgate, 2(03), 
and relationship satisfaction (Abdul-Muhmin, 2002; Rosen and Surprenant, 1998). A 
positive relationship between service quality and satisfaction has been well established in 
the banking sector (En new and Binks, 1999; Jamal and Naser, 2002; Hooi Ting, 2004). 
However, the constructs are highly correlated and sometimes difficult to separate in 
transactional interactions (Bitner and Hubbert, 1994), but even more so from a relationship 
perspective (Dabholkar, 1995). In long, term relationships perceived quality and 
satisfaction are likely to merge into an overall evaluation of relationship satisfaction. 

Customer loyalty 
Customer loyalty is defined as: 

, ,. a deeply held commitment to rebuy or repatronize a preferred product/service consistently 
in the future, thereby causing repetitive same-brand or same brand-set purchasing, despite 
situational influences and marketing efforts ha\'ing the potential to cause switching 
behaviour (Oliver, 1999, p, 34) 

As illustrated in the definition above, loyalty has both an attitudinal and behavioural 
dimension (Dick and Basu, 1994). It is assumed that customers who are behaviourally 
loyal to a finTI display more favourable attitudes towards the finTI, in comparison to 
competitors. However, in some cases behavioural loyalty does not necessarily reflect 



attlludinal lo)'alt\. since there nll.c;ht ex:,t other factors that prc\'('nt customer,.; from 
ddecting (A!c1laigan and lluttle, 2(XJ:i: I.ilpncicr and R(X1S, 2002; Reinartz and Kumar, 
:Z002) 

lustonll'r "llisf,ll'lion and IO\'all\ ;Irl' highly corrdated (,\thanassopou!os ct al., 
200!; lIallo\\Tll, 19%; Siln5tro and (:'ISS, 200m, but form two distinct constructs 
(Benndt and Rundle-Thiele. 2001; (Jim']', 19(9). Customer satisfaction with a bank 
rclat ionship is a gooel basis for loyalt\' Illlocmcr e/ al., 1998; Pont and 1vll:C-)ui!ken, 2(05), 

Relationship 
marketing 

235 
althou.c;h it docs not guarantee it, becClllse cvcn satisfied customers switch banks --------­
(Noreiman, 2()()~). ()ne important reasiln fllr SWitching is pricing (Colgate and Hedge, 
20m; Enne\\' anei Ilinks, 1999). !lennl, banks have launched customer loyalty 
programmes that prm'ide economIc In('cn\lns AlthOllgh the effectivcness of loyalty 
prc1f.,'Tamnws has bel'n questioned (Do\\' l1ng and uncles, 1997; Sharp and Shall), 1997; 
Stauss c/ II!., 200J), I"s~arch has shUI'll lital thev have a significant, positive impact 011 

customer retention, scrvice usage, and/or share of customer purchases (Bolton ct aI., 
2000; Verhoef, 2003). 

nlC linli /JetlceCll loyalty and profitability 
Numerous studies have shown positi\'c links between loyalty and finn profitability 
(Anderson I't aI., 1994; Hallowell, 1996; Reichheld, 1996; Silvestro and Cross, 2000). 
Nonetheless, not all loyal customers are profitable (Storbacka, 1994, 1997). According 
to Reinartz and Kumar (2002), the O\wall link bet\',een loyalty and profitabilit,' in 
many industries is questionable for two reasons: 

(I) a relatively large percentage of long-term customers are only marginally 
profitable; and 

(2) a relatively large percentage of short-term customers are highly profitable. 

It is noteworthy, however, that Reinartz and Kumar's (2002) findings from four 
industries (high technology, postal service, retail food and direct brokerage) still 
indicate that a larger proportion of the long-term customers than of the short-term 
customers exhibit high profitability, and a larger proportion of the high-profitability 
customers than of the low-profitability customers are long-term customers. Thus, the 
theory of an overall positive connection between customer loyalty and profitability 
cannot be rejected, 

As noted by Anderson and Mittal (2000), customer relationship profitability 
arises through the acquisition and retention of "high quality" customers with low 
maintenance costs and high revenue, In the context of retail banking, Storbacka (1994) 
describes relationship costs as comprising direct variable costs, such as transaction 
related costs and costs related to specific services, in addition to overhead costs that 
mayor may not be attributable to particular relationships, Relationship revenue, 
meanwhile, is split into volume-based revenue that is derived from interest margins, 
and fee-based revenue. Customers' patronage concentration (Storbacka, 1994), or 
share·of-wallet (Keiningham et aL, 2003; Perkins-Munn et ai., 2005), and pricing policies 
are important aspects of relationship revenue in banking. Since, a large part of banks' 
revenues ~e received from interest margins, customers' volume of business has a 
major impact on profitability. If relationship costs are minimized and relationship 
revenue is maximized over time, long-term customers should generate greater 
profitability than short-term cllstomers. 
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[JroJi/a/iiIiIY "'iU,'i'lI/ul!(lIl ill 11II1l1,'s 
Market segn1":'::I[:011 is one of the central concepts in marketing, attributed to a 
seminal art""" :1\' :'inllth (1~r;(i) in the jlluma/ 11/ Mar/lefjllg However, l1Jstomer 
prolitaiJillt\, :(', "',::ll1t'ntatiotl (Tltl'rJon is a newer phenomenotl (Storbacka, 199,1), 
It has becollh' :"""'",inglv predominant in many industries, leading to differential 
treatmenr of ,'11."1 <llIhTS (l-eithaml eI (fl., 2(XJ1), 

236 In order I', ;",T,';",' Ilw proiilabiliry of custolller relationships, Storbacka (1997) 
--------- suggests apilll11l,<': the principles of st'!"'mentation in an RM context. The following 

segmentati(lIl ,::ie,'i" art' proposed: 

rel:ltillihillP n'\TlllJe and relationship cost: 

relati()Il~1:1~1 \'( dU!ll~; 

rclatioilS:lli) iK()::tability; or 

relationship \'"lum(' and profitability, 

[n an empiricai study of two Nordic retail banks, Storbacka (1997) found that both 
banks opted f<l" a sq.,'lllentation ba,;ed on relationship volume and profitability, 
Relationship \-"Iume was defined as the SUIll of the customer's yearly average deposit 
and loan balan('~, and absolute profitability was measured as the customer's 
relationship ren'nue minus relationship costs over a fiscal year. Six main segments 
were identified b"sed on different levels of volume ilnd profitability, The least 
attractive Seh'llll'llt included the 10\\- volume, unprofitable customers, Storbacka (1997) 
recommends that effons should be made to increase the volume of these customers, or 
impact the nature and/or price of transactions in order to increase relationship revenue 
and cut relationship costs, Similar recommendations are found in other studies 
(Zeithaml et al., 2(01), The most attractive segment complised high volume, profitable 
customers, a majority of whom represented a large portion of the total profitability of 
the customer base, Storbacka (1997) emphasises that customer defections from this 
group must be kept to an absolute minimum (optimally at a nonexistent level) in order 
to maintain and/or increase the profitability of the customer base, In a similar vein, 
Reinartz and Kumar (2003) suggest that customers can be grouped according to 
share-of-wallet and profitable lifetime duration, and that each customer group should 
be targeted with a specific strategy, 

In summation, RM activities should be directed particularly towards the most 
profitable customers in order to increase their satisfaction with and loyalty towards 
the bank Therefore, in the case study, which is presented next, we expect that the 
high profitability segment that was targeted with a relationship oriented strategy 
will express higher relationship satisfaction and loyalty than the mid-profitability 
segment that was targeted with a more sales oriented strategy, Furthermore, we expect 
the perceived relationship improvements since the bank's RM strategy was launched, 
4-5 years prior to the study, to be greater within the high profitability segment than 
within the mid-profitability segment. 

Method 
The empirical study was conducted in 2003 at a member cooperative bank branch 
of the 01' Bank Group (formerly the OKO Bank Group), one of the major bank groups 
in Finland, The case bank was chosen for this study because it had fully implemented 



;111 I,i\! slralegr Illal \\'as flrsl 1;lunched III lYYil. Our GISl' S!\J(iI- ,'xamines Ihe RI\1 
Siraleg\- and invesllg;l!es \\-I)('tller ils implrtnentation hils led to cilstomer-perceived 
IlllJlW\-('lllellIS in Ihl' banking relationship, and to increased I(,,-;titv in the targeted 
segmenl_ 

In lille \\-ith tlw n'c()l1l111endaliolls of Eisenhardt (lY89), different methods were used 
to collect data_ Primary and sl'concbry data on the bank's [,1\1 strategy were first 
gathered fmm tile bank's \Veb site, annual repons, information IJrochures, seminar 
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presentations by bank representatives, and interviews with tlw bank manager and --------­
staff_ t\ surve\- \\'as then desigllcd to investigate customer relationship satisfaction, 
customer-percein"d il11jlro\Tlllent in the relationship during the past 4-5 years, and 
custolller lo"ally lOw;lrds the bank The survey was directed towards two profitability 
se1,'111('nts_ Custolllers in OIW of the segments had been exposed to a customer oriented 
R!vI strategy, \\-herei!s customers in the other segment had been subjc'Cted to a more 
sales oriented marketing strategy_ Thus, the aim was to investigate If the two segments 
differed in their perceptions of the bank relationship, or more precisely, if customers 
who had been exposed to the customer oriented RM strate/-,,,' had more positive 
perceptions of the relationship_ 

The following sections describe the or Bank Group's RM strategy, its segmentation 
of customers, and management's perceptions of the new approach_ After this 
introduction of the strategy itself, the customer survey will be desoibed and its results 
will be analysed_ 

Relations/up mari?cting ami profitability segmentatiun at the bal/I? 
In 1997 the or Bank Group started implementing a strategy with the purpose of 
becoming the leading bank in Finland_ The strategy was referred to as a customer 
OIiented way of working (Osuuspankkilehti, 1997)_ In 2000, the strategy was revised in 
response to changes in technology and competition_ Three benchmarks of success were 
established, namely peiformance in customer relations, internal peifonnance, and 
financial peifonnance_ 

The main benefit of concentrating banking affairs at the bank group is the collection 
of bonus points within a kind of customer loyalty programme_ Bonus points are 
awarded based on the amount of monthly deposits, loans (including credit), and mutual 
fund investments_ The bonus points can be used as payment for many of the bank's 
service fees_ In 2003 the programme was revised, allowing customers to receive cash 
payments corresponding to the number of bonus points they collect 

The OP Bank Group and, consequently, also the bank in this study internally divide 
customers into three segments, here referred to as Segment 1, Segment 2, and Segment 
3_ The segmentation is pali of the RM strategy that was launched by the bank in 1998 
and that began to be implemented in late 1998 and early 1999, The main criteria for 
segmenting customers are contribution (i_e_ profitability) and volume Goans, deposits, 
and investments)_ In addition, customer wealth is a criterion for Segment 1 and age is 
an additional critelion for Segments 2 and 3_ Customers in Segment 1 are the bank's 
most profitable customers, or have the highest business volume or wealth_ Customers 
in Segmen,,2 have a certain volume or profitability (less than Segment 1), or are 
younger than 26 years old_ Segment 3 customers are at least 26 years old, have a 
smaller volume than the other segments and are less profitable than the other 
segments[I]. The age critelion is used because young customers often have not been 
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able to reach hlgl: i"\','ls ,II \"iUIII<', protitabiltt\" or wcalth, but may hold ,,'Teat 
potential for the ill',;r,', :\t tit" IIJlll' "f the stud\', :l,CJ per cent of the case bank's 
private customers h,',oJlged to ~"'I1ll'Ilt I, :Ii, I per cent belonged to Segment 2, and 
:IB,O p(,r cent bclollc:,'d J() Sl'gnl"l ' ,;, The CllSlrIIlJ('rS themsel\'es do not know which 
segment they beloI1.e [0, 

Segment I custOIlhT:'; arc' p:", "l!\ custolllcrs "I' the iJaIlk, which has adopted a 
customer oriented sl r;Ilegy t()\\';I,'!S these cust()Ill('rS, based on the principles of RM, 
Each qualified iroJlt-illle emplo\\',' :It the bank is responsible for a number of these 
customers, Lists (If ,'uslOIllers \\iI', ,:um.'ntly fullilthe criteria for the segment, as well 
as of those who no I"nger fullil :h,' ,Titcria, are compiled monthly. The goal for 2003 
\I'as to map the n('ed" If BO per (I'j II ,If the customcrs in Segment 1 and a bonus system 
was introduced to In"ti\'ate the ,1:lff 10 reach the oiJjecri\'e. 

In order [() majll';I,'h Seh'llleni i ,'uslOmer's needs. these customers are contacted by 
telephone and offI'red a personai appointment \\-ith the bank employee to discuss 
CUITent and possible futllre nCl'r!s. The aim IS to keep continuous contact with each 
customer, approxlInatdy twice PCI' ve;\r. Customers that visit the bank at least twice a 
year are asked by contact emplo\'ees how satisfied they are with the bank and its 
services. Customers that seldom visit the bank office are contacted by telephone. 
By offering additional services dllling these contacts (cross-selling) the bank also 
soives to increase the profitabilit~· of each customer relationship, 

Se!-,'1nent 2 customers, meanwhiie, are exposed to a sales oriented strategy whose 
objective is to increase the long-term savings of customers in this segment. These 
customers are contacted by telephone and offered different types of long·tenn savings, 
such as mutual funds. However. rhey are not offered personal appointments and no 
continuous contact is kept with these customers in order to map their needs. 

Segment 3 customers are generally unprofitable. or only marginally profitable, and 
the bank's goal is to increase their profitability, or at least decrease their 
unprofitability, The bank directs ;] transaction oriented strategy towards these 
customers, minimizing the amount of time spent on them and encouraging them to use 
self-service options, such as online banking, thus aiming to reduce the relationship 
costs. The bank also attempts to increase relationship revenue from these customers by 
increasing their volume, for example, by offering loans, 

Management perceptions of the RM strategy 
According to the bank manager, the main change that has occurred as a result of the 
more customer oriented strategy is that the bank is now responsible for establishing 
and maintaining contact with customers, whereas fonnerly this used to be up to the 
customer. The continuous contact entails gathering and storing infonnation about 
customers for use in future contacts. A deeper customer relationship is also established 
with Segment 1 customers. The manager claims that the strategy has resulted in 
higher volumes of loans, deposits, and investments. 

Educating front-line employees in the new ways of working with customers was not 
always easy, according to the manager. As personal contacts for Segment 1 customers, 
employees are now required to be more knowledgeable about a wider range of products 
than before. Moreover, employees were not used to actively contact customers and did 
not immediately feel comfortable doing it. Individual and group bonuses are used as 
incentives. According to the manager, a potential problem in having a personal contact 



'II Ihe bank mighl be Ihat customer satisfaction or dissatisfaction is 100 closelv tied to 
the contact person, taking attention away from the quality of the service products. 

Sure!?.\' design 
A survey was designed to capture customer-perceived relationship satisfaction, 
Jlerceived relationship improvement and loyalty towards the bank To gain further 
insight, three customers (two from Segment 1 and one from Segment 2) were 
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interviewed about their bank relationship. Their comments on a preliminary version of --------­
Ihe questionnaire were also soughL 

The final questionnaire consisted of 15 declarative statements, with five-point 
Likeri·type scales, ranging from completely disagree to completely agree. The 
slatements were constnrcted for this sturi), and the length of the survey was restricted 
to ino'ease the response rate. 

As previously noted, there is little difference between satisfaction and quality in an 
ongoing relationship and our measures of customer relationship satisfaction are akin to 
what others have called relationship quality (Roberts et aI., 2003). The measures 
included customer trust and satisfaction (Roberts et d, 2003), handling of critical 
incidents (Liljander and Strandvik, 1995; Michel, 2004), and perceived economic 
benefits in the (om1 of a bonus programme. Although a number of studies have 
examined, for example, the effect of changes in satisfaction on behavioural intentions 
over time (r\1azursky and Geva, 1989; Mittal et ai., 1999; Verhoef et aL, 2002), to our 
knowledge, no previous studies have measured customer perceptions of relationship 
improvement. Four measures were constructed to tap into customers' perception of 
changes in their bank relationship. Customer loyalty was measured as self-expressed 
loyalty, using well-established items, such as switching and recommendation 
intentions, in addition to an item capturing self-stated share-of-wallet, a rare measure 
in retail banking studies (Baumann et d, 2005). One background question on 
relationship length, measured in nwnber of years, was included as a single measure of 
actual behavioural loyalty. Data on customers' age and gender were also collected. 
An open-ended question was included at the end, seeking additional comments from 
the respondents. A total of 70 respondents (21.9 per cent) added handwritten 
comments. 

Data coUection 
The study was conducted in June 2003 on a random sample of 947 customers, 
consisting of approximately an equal number of Segment 1 and Segment 2 customers. 
Segments 1 and 2 were chosen, because these segments were the most important for 
the bank They also differed on the type of customer relationship strategy used by the 
bank to maintain and enhance relationships: a customer oriented strategy for Segment 
1 and a sales oriented one for Segment 2. Segment 3, which included the most 
unprofitable customers who were not exposed to any particularly active strategy, was 
not included in the survey. The approximate equal number of questionnaires sent to 
Segment 1 and Segment 2 allows for easier comparison between the groups than if a 
proportion,. sample had been used, since the proportion of customers in Segment 1 
was only 5.9 per cent compared with 56.1 per cent in Segment 2. 

A random sample was generated with the aid of a computer programme. Only 
customers who were at least 20 years old, resided in Finland, and who were not 



lJBM 
24,4 

240 

Table I. ~ 
Respondent profiles in 
segments 

l'lllployed by the bank. or a illl'llll,," 'I I il,' board. ""," Included ill the sample, 
The questionnaire was ''''Ilt to ,H:', (,l1i,,-': ;1,·,' <ent) CUS«ll1hTS frnm Segment I and 504 
('i:l,~ per cent) from Segmellt 2, Tlll'I' ,,, ,',,','d Ihe quesilollnilire with a cover letter thai 
l'I1Cllllraged parlIcil);ltion (peters011, 2'11 P Ii, ":1d assured 1" ,'111 11,'1,' conlidentialny of the 
n~:-:;p( mses . 

. \ total of 345 questionnaires m'I'" J't'lllrned, of Idllc11 26 wcre discarded as 
inCl!ll1pletc, The remaining 319 ITPJ'tx"l ::::,7 per cent of til(' saillple. which can be 
consiciered high for a mail survev. 11'lh'1(" II C'U per cent rate IS COllllllon Wink, 1995), 
The response rate j)n segillent was' ,,,",'11. J'l'sulting ill I·Hi n·spondent, belonging to 
Segment 1 (45.8 per cent) and in respolld"I1IS belonging 10 Segment '2 (5l2 per cent). 
,\ pl'lI/iie ()f the rcsponcknts. which li"·"'·'II('j.,· reflects liw ,.!1",.,lCreristlcs of rhe bank's 
customer base, is displal'cd in Table I 

Sun'ey findings 
In general, the mean average scores o( ;til :31:J responses \I'tTC quire high. ranging from 
3,45 to 4.38 on a five-pOInt scale (Table II), The mean scores [or perceived improvement 
over the past 4·5 years also indicate that customers had perceived improvements in 
their relationship with the case bank. 1I0\\'ever, contran' to expectations. independent 
t-teslS re\-ealed no significant differences between Se,!,'lllent 1 and SeI,,'lllCnr 2 on any of 
the items. It should be noted that the cbta was not nomlally disn·ibuted. Many of the 
items were negatively ,kewed and peaked. in particular items (1) and (4). Customers' 
average length of relationship with the bank (Table f) was also similar between the 
segments (p = 0.869). 

Before proceeding to explore differences in the interrelationships between 
constructs, the items were factor analysed. The Kaiser·Meyer·Olkin (KMO) value of 
0.9'22 was high (Kaiser and Rice, 197·1) and indicated that the data were suitable 
for factor analysis. Principal component factor analysis with Valimax rotation 
)'ielded the three expected factors. together explaining 57.59 per cent of the vatiance. 

Characteristics 

Age 
20·34 
35-49 
50.04 
65 years and over 
Mean average (in years) 
Standard deviation (in years) 
Gender 
Male 
Female 
Relaliomhip length 
4·10 years 
11·20 years 
21·30 years 
More than 30 years 
Mean a verage (in years) 
Standard deviation 

i\uIllber (and percentage) by segment and in total 
Sei,~nent J Segment 2 Total 

24 (16.4) 21 (12.1) 45 (14.1) 
4D (31.5) 45 (26.0) 91 (28.5) 
47 (32.2) 58 (335) 105 (32.9) 
29 (19.9) 49 (28.3) 78 (24.5) 

50.48 53.76 52.26 
14.64 14.97 14.89 

90 (61.6) 85 (49.1) 175 (54.9) 
56 (38.4) 88 (509) 144 (45.1) 

23 (15.7) 20 (11.6) 43 (13.5) 
42 (28.8) 50 (28.9) 92 (28.8) 
32 (21.9) 55 (31.8) 87 (27.3) 
49 (33.6) 48 (27.7) 97 (30.4) 

26.44 26.19 26.30 
14,00 12.59 13.23 



('!(S/IJlIll'r n/(J/i{))/s/iij) soti.'/(Jch(}l/, Cr()Jlbach'~ (t":-:: O.71Q 
i j i I ;1111 ~!l1:,11{'ci with the quality of the Of' RlIlk's ~('r\'i((:s:l 
I:!) I ;\111 S;lllSlicd with the OP Bank's \)Ollll:-) pm!-,Trallllll(.~;! 

n) \V1U'1l I h;t\"(, experienced unforeseen or cTilical situatio!ls, Ow 01> 
B:1I1k h;b !llana,~cd these in a satisfactory manner:' 

\ 1) I ;nll s;H i""(led with the interaction:.; that r h;1\'(' hrld with the or Bank' 
(;1) 1 trust tilat the ()P Bank informs me <lrXllH \leV,' servicc>s/product<1 
(Ii) The ()Jl Hank ~Iti.-::.fil's Illy rweds 
(,-) The OJ' [t;mk lInderst<lnds Illy IH:,t"Cls 

Ni-/(flil!lI.\'/lIj) im/!I'IJl'I'/}/('nf. Crol1bach's n = 0,789 
(S) Tilt' quality of the Of' Bank's :-;er\'ic('s ha~ imprm'ed over the past 

l~)) r :f111 :':llisfied \\'ith the changes that have nCl1.lITed in my relationship 
with the OP Bank over the past 4-5 \'ears'~' 

(Iii) \h (>I"('r<tll ""lisfaelion with lhe 01' Bank has inlTc;lsed over the past 
·1-:) Yl'ars:l 

(I!) I h;1I'e become more loyal towards the 01' Bank over the past 
-1-;) yt> .. ars;l 

CII.,IIIIIII'I" 10m/I.\', Cronbach's a = 0.78.1 
(12) I h;ll'e never seriously considered ch;1nb~ng banks' 
In) I consider myself to be a loyal cuslomer of the OJ' Bank' 
(14) I conducl all Ill)' banking affairs at the 01' Bank' 
0:1) I \\'(nlld recommend the or Bank to friends and acquaintances<l 

;'Jote: df)ellott~ the items that were retained after factor analysis 

\1'""1 (;\' = :ll'l) sn 

4.29 lWi 
:l.75 1l.94 

:U~9 ll.b'CJ 
4.38 O.Tl 
"1.]3 0.77 
4.~1 0.73 
3.90 0.82 

3.67 0.84 

3.89 OB,'; 

3.63 0.88 

3.45 1.04 

3.90 1.19 
4.2S 0.83 
4.11 1.17 
4.21 0.81 

T\I'o statements on customer needs were removed because they did not load highly on 
illlY of the factors, or form a factor of their own. The retained items (marked with an 
asterisk in Table Tn loaded clearly and highest on the expected constructs. Cronbach's 
ns for all three constructs were above 0.7, which is considered adequate construct 
reliability (Hair et aL, 1998). 

A vital question was if the implementation of a RM strategy on Segment 1 
customers had any differential effect on customer loyalty, compared with Segment 2 
customers. Although no significant differences were found between the item means of 
Segment 1 and Segment 2 customers, it is necessary to identify any differences 
between the two segments with regards to the antecedents of loyalty. 

In order to determine differences between Segment 1 and Segment 2 customers 
regarding the relative impact of relationship satisfaction and perceived improvements 
in the relationship on customer loyalty, regression analyses were conducted. To avoid 
collinearity effects, a new factor analysis was conducted on the nine variables forming 
customer relationship satisfaction and relationship improvement, and the resulting 
uncorrelated factor scores were used as independent variables in the regressions. The 
regression results are summarised in Table III. 

The res~ts show that loyalty in both segments depends more on the current level of 
relationship satisfaction than on perceived relationship improvements. It is also 
notable how similar the effects of perceived relationship improvement are in both 
segments. Furthermore, a comparison between explained variances in the models 
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Table II. 
!lem means, factors, and 
reliability coefticients for 

the retained items 
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Table Ill, 
Loyalty regressed on 
relationship satisfaction 
and relationship • 
improvement in Segment 
I and Segment 2 

rc\'(~ds that customer loyalty, In Seglll('ni "!IIChi; bettel' explalllni by the two 
independent variableo; (R 2 = 0",,9) than C1hl,.;Ii('1 [,I\"iIV in Seglllt'nt I (/.:l = 0.273), 

Discussion 
The aim of this study was to ill\'('stigate till' I,', I ":,,,1<',',:,' of a C;I",,' bank "nd to analyse 
whether its implementation resulted in reiatillll>ill!l ';](1 !,;taction ami customer'perceived 
improvements in the bank relati'lllship, ther,'!;" ;:lCrl'"slilg loyalty, The most profitable 
customer segment is small bUI impol1ant Ii< I Ill' b,mk, Therefore, the bank has paid 
p;1I1iclIlar attention to the needs and wishes 01 lilt'Sl' l'llstomers compared with those of 
other customer groups, Consequently, it was "'ill't'lL'cilllat Se!"lllent I customers would 
expenence relationship illlpron'l1lcnts and Ill,,·, liw illlpr<l\'t'nwIHs \\'ould be retlected in 
higher loyalty, However, this \\';IS not the GIS,' 

The GISe bank's Rid strate;.::;, \\'ith the :ment;oll (If a customer oriented focus on 
Se,l,'111cnt I customers, did not lead to higher Ii>\"tlty 111 Segment 1 customers compared 
with Se,l,'111ent 2 custolllers, who were supposl'd 10 recei\'e a sale~ oriented treatment 
No significant differences \\'eIT found bcl\\'(~L'11 the two ,,'TOUPS on any of the 
relationship strength items: relationship snislaction, relationship improvement or 
loyalty, Furthennore, relationship satisLlction and relationship improvement 
explained a relatively small alllount of the \'ariance in customer loyalty in Segment L 

There are several explanations for these findings, One possibility is that customers 
of different segments give different meaning to, for example, what it takes to 
experience relationship satisfactHlIl, Profitable customers are likely to be aware of their 
worth to the bank, and thus have a smaller tolerance for anything less than excellent 
service, They are likely to be more demanding and might more easily feel that the 
service falls shol1 of their high expectations, ,'\lthough they receive more personal 
attention, they may perceive few other benefits in the relationship, When most 
transactions can be pelfonned as self-services, service improvement and RM efforts 
may need to be directed towards filling technological gaps (Lang and Colgate, 2003), 
and facilitating technological relationships, Furthennore, it is possible that other 
factors, not included in the current study, wuuld have been better at explaining the 
loyalty behavioill' of the most profitable customers, Such valiables include, for 
example, customers' service involvement, their competing banking relationships at 
other banks and core service perceptions, Answers to the open-ended question also 
indicated the existence of additional customer concerns, 

Based on the freely fonnulated customer comments, plice issues related to fees 
and interest rates were predominantly a concern for customers in Segment 2, 
whereas only Segment 1 customers made complaints regarding the complexity or 
inadequacy of the bonus programme, Segment 1 customers have the gTeatest 

Dependent variable Independent variables Std, {3 coefficient p,value R2 F-value 

Segment] 
Cuslomer loyalty Customer relationship salisfactiun 0.425 0,000 0.273 26,854 

Relationship improvement 0,332 0,000 
Segment 2 
Customer loyalty Cuslomer relationship satisfal1ioll 0.656 0.000 0.559 107,715 

Relationship improvemenl 0335 0,000 



e;IIJlIJlg,; pOi['Jlt 1;1i {rom the !Jonu:; progTamme, :;iJlcC It i:; iJa:;eci (In the customers' 
I'oltlille of iJu:;iJll'ss, The programme IVas revised in the same vear as this studv 
W;t:-:; (flIHluctec1. -. 

\\'Ith regarciio what Se).(lllcnt I customers might lack in their banking relationship, 
:;el'['r;,] CI];;tonwrs suggested "inve:;tment el'l'nings" where they could receive 
inforlmtion aiJout the different options available for the investment of their monel', 
Although rhi:; lI'ould require extra time and resources, it would potentially improve the 
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reiatioll:;hip:; with those valued customers who otherwise do not have time to visit the --------­
iJ;lIlJ; ;lIlci Idl<l conduct most or all of their busine:;s with the bank over the intemet. 

j{oth Segment I and Segment 2 customers added jlositive comments conceming the 
fril'ndh' and per:;onal :;crvice during encounters with bank employees, This indicates 
til;lt tilt' cu:;tomn oriented attitude is not limited to the employees' interactions with 
Scgnwill 1 l'u:,lrJll1crs, The Questionnaire admittedly did not test for differences in 
percei I'ed cu:;tomerisa les orientation between the segments, However, if both segments 
indec'd pcrceil'e the employees to be customer oriented, it could explain why no 
sih~lijlcanl differences were found between the seh~llents, Although such a situation 
does not fit in with the bank's strategy, it can hardly be seen as a failure, As long as 
Segment I customers perceive that they are prioritised and the volume of Segment 2 
customers' banking affairs is increased, a general customer oriented atmosphere can 
only be commended, However, since Segment I customers may have higher 
expectations with regards to being treated in a customer oriented way, it is possible 
that improvements in the Segment I relationships compared to Segment 2 relationships 
are nullified b\' the higher expectations of the more profitable customers, Hence, the 
difference would not be observable in the responses to the questionnaire, 

Another possibility is that customers, managers, and employees have different 
views of how RM should be conducted, Activities that are viewed as extremely 
customer oriented from the bank management's point of view, such as actively 
contacting customers, offering them personal meetings, and mapping their needs on a 
continual basis, may be viewed by the customer as normal services offered by, or 
expected from, any bank FurthemlOre, the changes that have occurred in Segment 1 
customers' banking relationships over the past 4-5 years, although positive, may be 
viewed as relatively insignificant when placed in the perspective of the customers' 
entire relationship history with the bank 

Managerial implications 
The positive effects of a RM strategy on customer-perceived relationship satisfaction 
and loyalty have not been confirmed in this study, However, the results seem to 
indicate that the case bank is pursuing a worthwhile strategy since the levels of 
perceived customer relationship satisfaction and loyalty are relatively high and the 
customers have perceived improvements in the banking relationship since the RM 
strategy was launched, Consequently, the adoption of a customer OIiented strategy has 
delivered positive intangible retums, in addition to providing a beneficial spill over 
effect on a less profitable segn1ent of customers, which was intended to be the receiver 
of a sales o.iented approach, On the other hand, the implemented RM strategy was not 
sufficient to improve customer relationship strength in Segment 1 compared with 
Segnlent 2 and, therefore, the bank should review its current strategy for possible 
weaknesses, 
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Branch managers constantly have to balance bet"">('il ",,:<'tlllg serv]('('~ I() new 
cw;tomers and investing in RM to retain existing cusl(),,:, ,1'llh limited f('S<)llrces 
(Carson cl af, 20(4), Role confiicts and role stress 1113V r<,sl ,qnployecs ;tn' ;,sknl to 
lll:lIlage llldi"idual customers of different rrolit;lbilil' '11:ellts with dilit-rent 
comillunication strategies. The implementation of SUI'I, ,;\'gies is p;trtlcularly 
difjicult \\'hen customers are unaware of their (changin,[;) p: ':"dily status \\i\hin the 
bank, This makes it impossible to direct customers 10 ,:: ""ill tellers, 1)1' contact 
persons, The personnel need to be willing and able to C()lll1' ,'I',·;[te with all customer 
segments according to the chosen strategy, Although ink:' "urketing (Ball:tntyne, 
2003; Berry, I CJ81; ()'Loughlin and Szmigin, 20(5) call h,' 'lei to reduce elllployee 
discomfort and to increase their understanding of Im( i "illillitment to till' RM 
seh'mentation strategy, a completely new model of relatioJl,,;', : 1!l:ll1agement. \\'ith new 
\\'a)'s of contacting and interacting with customers mav h,' ""<'ded, 

Based on a study of banks and their small business ClI S !, ,'ne,'s, Colgate and Lang 
(2005) point out that the establishment of a reiationshir ori,'l:::liHm is only a first step; 
if relationship quality is to be improved, necessary resoure",', :lIld motivation on the 
bank's part are crucial to ensure successful execution "1 ;1 relationship strategy, 
Furthermore, although the aim is to build relationships 1\;] h selected customers in 
order to retain them, organisational systems and structures may be configured to 
suppor1 transactional exchange (Farquhar, 2(04). As out !inl,d by Payne and FrolV 
(2005), customer relationship management involves a series ()(;m )(esses, which need to 
be integrated within the firm in order to succeed. 

Overali, a customer oriented strategy is desirable withlll retail banking, but the 
question remains as to what the differential dnvers of lo)'alt\, are across profitability 
segments. By identifying the aspects of a banking reiatioJlslllp that are more highly 
valued among the different segments, bank managers \\fluld be able to devise 
appropriate strategies, and allocate resources efficiently, 

Limitations 
The study has a number of limitations, which affect its generalisability, It was 
conducted as a case study of one specific branch of the Of' Bank Group in Finland, 
which limits the external validity of the results, The fact that the case bank is relatively 
small and located in a semi·rural area might affect the nature of customer relationships, 
in that it may be easier to develop closer relationships than in an urban setting. 

In addition, self·selection bias cannot be ruled out. The high means indicate that 
there may have been a self.selection among particularly satisfied customers to 
participate in the study, However, as past research shows, customer satisfaction does 
not guarantee loyalty, and self·selection cannot completely explain the differences 
between the two segments regarding the effect of relationship satisfaction on loyalty, 

A limitation of the study is also that we were not able to ascertain if, or to what 
extent, customers belonging to Segment 1 had received the intended RM treatment. 
We can only say that the bank's strategic intent was to treat the customers in a certain 
way and our study shows that the implemented strategy mav not have had the 
intended effect. 

The study was also limited by explaining loyalty with only the abstract, latent 
constructs of relationship satisfaction and improvement. Customer satisfaction and 
loyalty are affected also by other factors, such as the price of services, or the number 



;[Illi ~l'\, iill Il[ nC,!.':;rtil'e IT1ticai inc1dents, FUrlhellllore, the stml\- did not take 
,',Hrrllll'l"< P;[st I)('h;[\'i()ur t()wards iJanks into account. Canesh 1'1 (Ii. (2000) found 
,h:l1 di~';lli~jied <"llSIIl!llI'l"S whll hi1\'(' switched service providers appear to differ 
:-;l.~l1!jlCll1t l~' i"r{!]ll ()llwr l"ypt':-:' of cu~t()llH:r~ ·with regards to ~alis(acti()n and lovaltv 
llt'hil\'lllU1S, Future research should mclude more antecedents of customer lo\'alt,: and 
""ill'hill.''; IJdl;[l'llllll anei, in particular, explore the antc'Cedents of loyalt)' in- the- most 
prn!]!;!))](' :'<£~ll1l'111 

Fmalh', "(lIlsicic]"]]l,!.'; t he lack uf si,l,~lilicant differences in the responses of customers 
hcl(lIlgi1\g ill Segnwnt I imel Segnll'!1t 2, it would have been es.c;ential to also include 
S,'glllcni :: CllS[()lllers in order to assess if they differed significantly from the other 
sc'glllcnh The ;m1il;rn' reasoil for omitting them from the study was that they were not 
C()lhldercci ill Ix o! strateg1c mterest to the bank, due to their lack of prOfiL'lbility, As 
cll;ph"~iS<.'d iJ, ]'Uilldl «( III (20m, p_ G6S), any company needs transactional custom~rs in 
urder tOlll;]llltilln ,table cash tlows, even if they are only marginally profitable, However, 
1 11\-('_,t 1111'111 5 should not be made in these relationships unless they exhibit profit potential 
(I\clIlaru ilml I(ulllar, 2000)_ In line with this, the bank has adopted an approach for 
Segment :l based on cost-cutting and, when possible, increasing share-of-wallet 

Desplle till'se considerations, the study should be viewed as a step towards filling 
the gap in marketing research resulting from the lack of studies investigating the effect 
of a particular R\'l strategy on perceived relationship satisfaction improvements and 
10\'a1ty in different customer profitability segments_ 

Suggestiolls /01' jilrther resca nil 
In addition to the suggestions put forth in the discussion above, there is a general need 
for more research on RM strategies and their actual effects on customer relationship 
sn-ength_ However, more eff0l1 should also be given to studying customers' desire, or 
lack of it, for maintaining close customer relationships with service providers, Too 
little is still known regarding the nature of customer relationships, what modem 
customers expl'Ct from their service provider relationships, what forms these 
relationships take, and how they differ between profitability segments_ 

RM strategies aim at increasing customers' commitment to the service provider and, 
thereby, increasing their share-of-wallet through cross-selling activities_ This was also 
the strategy of the focal bank. However, our study did not include measures on 
customers' intentions to invest in more of the bank's services, and with a few recent 
exceptions (Bolton et ai., 2004; Li el aI., 2005; Prinzie and Van den Pocl, 2006; Reinartz 
and Kumar, 2(03), very little attention has been given to customers' cross-buying 
behaviour. It would be of interest to study, for example, the differences in cross-buying 
behaviour between different profitability and loyalty segments, and the effect of RM 
activities on cross-buying behaviour. 

In addition, more in-depth studies are needed to understand differences between 
service provider and customer views of relationships, and to gain better knowledge of how 
front-line employees cope with having to develop different types of relationships with 
different customer groups, Furthermore, although both the internal (employee oriented) 
and extern;;1 (customer oriented) links of Heskett el aL's (1997) service-profit chain have 
been exammed in the retail banking sec10r (Gelade and Young, 2005; Loveman, 1998), 
future research should seek to provide definitive empirical evidence of an entire chain of 
effects, resulting specifieall\' from the implementation of a Rl'v! strategy_ 
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I, t\lthou,gh the se!{mentlti(ln erite"i" for the three se).,rrnents woulel b"',,IO" 
('x act <lllu)unt.s of \"OIUIlH . .', profItability and wealth icYt.::l~ Wert' 

unf()rtunately not be clone due to rea:-;()J1S of confidentiality. 

References 

I.-Iearer if 1he· 

,d. thi:-; (';1:: 

Abelul-lvluhmin, AG, (2002), "Effec.1s of suppliers' marketing program "'''' ,!<"< "n industri;1i 
buyers' relationship satisfaction and commitment", jO///7101 01 iii,,; ,\" IlIdllslnll! 
!'v!aricelillg, Vol. 17 No, 7, pp, 637-.'51. -

,\iJr;ltt. R. and Russell. J. (I'J99), "Relationship marketing in private banh;" "'uth ,",fric,," 
IlIlernaliolloljourillll of /-Jallk Markeling, Vol. 17 No, I, PI', 5·19, 

Ake"iund, H, (2004), "Fading custumer relationships', doctoral the;is :\0, 1:':", ~\':"(lIsh Schml of 
Economics and Business Administration, Helsinki, 

Aldlaigdn, A. and Buttle, F. (2005), "Beyond satisfaction: customer attachm""1 '" :dail banks", 
IlIlemllliollal journal of Balik Marketillg, Vol. 23 No, 4, pp. 3-19·59, 

Anderson, E.W" Fornell, (and Lehmann, DX (1994), "Customer satisfaction, 'L,,-ket share, and 
profitability: findings fyom Sweden" ,Journal of Markelillg, Vol. 5S :\" ::, ;ljl. 53·66, 

Anderson, E,W, and Mittal, V, (2000), "Strengthening the satisfaction·pruli, Chiilll", joumal o.f 
Service Research, Vol. 3 No. 2, pp, 107·20. 

Athanassopoulos, A, ('",unaris, S, and Strathakopoulos, V, (2001), "Beh;J\'"",,',d responses tCJ 
customer satisfaction: an empirical study", European jourl/ai of Mori:elln,;, Vol. 3.') 'ie" 
5/6, pp, 687·70,. 

Ballantyne, D. (2003), "A relationship·mediated theory of internal marketing", Fllm/Jeal1 jou1'IIoi 
of Marketing, Vol. 37 No. 9, pp. 1242-60, 

Barnes, IG. and Howlett, D,M, {I 998), "Predictors of equity in relationship, benl'cen financial 
services providers and retail customers", bltematiol1oljoul71al of Ban/,' J/ori:cling, Vol. 16 
No. 1, pp. 15·23, 

Baumann, C, Burton, S, and Elliott, G, (2005), "Determinants of cu,wnw loyalty and 
share of wallet in retail banking", joumal of Financial Services Marlie/illg, Vol. 9 No.3, 
pp,2314'3, 

Bejou, D., Ennew, (T. and Palmer, A (1998), "Trust, ethics and relationship satisfaction", 
Internationaljoumai of Bank Marketing, VoL 16 No.4, pp. 170·5, 

Bejou, D" Wray, B. and Ingram, T.N. (1996), "Determinants of relationship quality: an artificial 
neural network analysis", journal of Business Research, Vol. 36 No.2, pp, 13743. 

Bennett, Rand Rundle·Thiele, S. (2004), "Customer satisfaction should not be the only goal", 
journal of Services Marketing, Vol. 18 No, 7, pp. 514·23. 

Berry, L.L. (1981), "The employee as customer"Journal of Retail Banking, Vol. 3 No, 1, pp. 25-8, 

Berry, L.L. (1983), "Relationship marketing", in Berry, LL., Shostack, G.L and Upah, G.D. (Eds), 
Emerging PeI'spec/ives on Services Marketing, Proceedings Senes, American Marketing 
Association, Chicago, IL, pp. 25·8. 

Berry, L.L (1995), "Relationship marketing of services - growing interest, emerging 
perspectives",journa! of the Academy of Marketing Science, Vol. 23 No, 4, pp, 236-45, 

Bitner, MJ and Hubbert, AX (1994), "Encounter satisfaction versus overdll satisfaction versus 
quality: the customers voice", in Rust, RT and Olive'-, R.L (Eds), S('I'UII.'e (fuaHly: New 
DirectiOils in Them), and Practice, Sage, London, pp, 79·94, 



i: ~': ,,'. J. dr' f\\I\-kr, 1\ ,1))(; PL't'ti'r~. P. (I~r:l,'-(J. "I!lV('Stigatin,~ ciri\"t'r~ of bank loyalty: tht' 

) !),'l\\"c{'ll l!ll;!gc, :-:'tTvicc quality and satisfaction", In/crJwlioll(lj 
, "IFIlfit' Vol. j() \'(), t, pp. :!76.BG 

::, ,:, :<\. ':llel "rd111l('l1. \LIJ. UIXXI), "Implications of loyalt)' program 
'('(' c.'\j)('ri(,11(,(':-; ((l)' l"lh!()!1ler retention and value", /O{(l7lfl/ 0/ fhe 

.""o'cJ/u', Vol. :20 :\0. 1, pp. 45-(-)5. '-

Relationship 
marketing 

247 
I:, ,il, "i 1(\, I.em"". 1\.\ "ii'; \'l'rhld, l'.c. (:!lXIl). "The thlilretiGl1 undelvinnings of customer 

,>~l'i Jl1;jJla.l;-t·Il11~l1t: :1 t"r-;l!llework ;!llcl propositions for future research", jou17101 of the _________ _ 
IJf :'">f."fence. V()L :):2 \Jo. :~, pp. 271-92 . 

. ,'" ," : 1. Cilmor,'. \. iml i \\',,!,h, S. 1:!IHli). "Ilalancing transaction and relationship marketing 
:-('Llii . j,l!IOiO/ (:( "\/(Jr!,'('//I!.!-: .1IaJ2(lgt}}lcnt, Vol. 20 Nos 3/4, pp. 431-55. 

l'LI)"k. .\1. (1~~i7), "\j()ch:'lil:I,,-; the Impact of cust()mer-employee relationships on customer 
;-~';l-ill;(!/1 ;·ai.c:-> 1i'1;\ 1il;I}' Ji l_~!\ n:taii b;;1111\", ;liu}/ogtJll('J// Decisiol/, Vol. 35 :.in, 4, pp. 293-301, 

C( Ih::~ilt'. \ L and Hedge, !( el l }()] i. ., An inn~stigati()n into the switching process in retail banking 
C-:l';'\'it"l':";", In/('rJlfJliol/o/jullrll{J/ uf /-)ank .11(fr/,>ctillf[, Vol. 19 No.5, pp, 201-12. 

C()]gall'< \1. and Lmg, B. U()(J;)). "Positive and Tlegati\'e consequences of a relationship manager 
~lr;ltt'g~': \ie\\· 7eabnd banks and their small business customers", Jour11al (~f Business 
!ics('(Jrch. VoL ~8 \(). :'. pp. 195.20-1. 

(,,,,hI. LA, E,·alh. EX and Cow/e,;, D. (1990), "Relationship quality in services selling: an 
iIllerper,onal in nUl'nce pet'specti\-c", Jm(/'}w! of MarketiJlg, VoL 54 No.3, pp. 68-31. 

Il:tbhl:l~"r, P.,\. (l CJ9:i), "Th," convergence of ll1stomer satisfaction and service quality 
l'\'~dLJations with llllTt'asing cllstomer patronage", journal 0/ Consumer Satisfaction, 
/ ).'~\·s(Jtisf(J(tioll (Jnd Ci}lIil)/{Jz"l/iJl~ i1eh(Il'lor, Vol. 8, pp. 32-43. 

f)lCk. A.S. and BasLl, K. (]CI~-j). "Customer loyalty: toward an integrated conceptual framework", 
JOlin/a! (~( the Amdrlllr of Marketing SOC/Ice, VoL 22 No.2, pp. 99-113. 

!llm·ling. G.W. and Unclb. ~l. (1997), "Do customer loyalty programs really work''', Sloan 
.1I0!lIIgelllcllt /(1'1'iclI', V"L 38 "io. 4. pp. 71-82. 

1J\\'\'er. 1(F., SchUlT, I'.H. and Oh, S. (l9B7), "Developing buyer-seller relationships", Jo/(mo! of 
.Harilcting, Vol. 51 \0. ~. pp. 11-27. 

Eisenhardt, K.M. (1989), "Building theories from case study research", Academy of Management 
Re1'lcw, VoL 14 "Jo 4, pp. 532-50. 

Ennc\\', eT and Binks, ilLR. (1996), "Good and bad customers: thc benefits of participating in the 
banking relationship", /l/iematiollal Jouma! of Bank Marketing, Vol. 14 No.2, pp, 5-13, 

Ennew, CT and Binks, MR. (1999), "Impact of participative service relationships on quality, 
satisfaction and retention: an exploratory study", Joumal of Business Research, Vol. 46 
No.2, pp. 121-32. 

Farquhar, JD. (2004), "Customcr retention in retail financial services: an employee perspective", 
hltematiollai Jou171a! of Balik Marketing, Vol. 22 No, 2, pp. 86-99, 

Fink, A. (1995), The Survey Ifandbook, Sage, Thousand Oaks, CA. 

Ganesh, J, Arnold, MJ and Reynolds, K.E. (2000), "Understanding the customer base of service 
providers: an examination of the differences between switchers and stayers", Jouma! of 
Marlcctil/g, VoL 64 :':0. 3, pp. 65-37. 

Geladc, G.A:t'and Young, S. (2005), "Test of a service profit chain model in the retail banking 
sector', JOZfl'lw! 0/ Occupatiol/a! & Organizationa! Psycho!ogy, VoL 78 No.1, pp. 1-22. 

Gronroos, C (1994), "FrtJm marketing mix to relationship marketing: towards a paradigm shift in 
marketing", ,\1all{)KI:JJI('I// !J('C/~,iol/, VoL 32 No.2, pp. 4-20. 



l/BM 
24,4 

248 

~~-~----------

CUlllIllL'SS(lll. E. (199--1), "Broadening and sJX""Cifying relationship marketing-, AS/Ii. ilfs(r';/lt,' 

:'vfor/,'cli!lg joumal, Vol. 2 No~ I, pp~ 31-43. 

lIair,.IY . .Ir, Anderson, R.E., Tatham, R.L. and Black, W.e. (1998), Muflil'Onale /)(fl(f ,.iw,.·· .. ,lc. "til 
cd. I'rentice~Hall, Upper Saddle River, Nj. 

Hallo\\'CJl, R. (19%), "The relationships of customer satisfaction, customer 1,,\,,:;· .... ,,,Ii 
profitability: an empirical study", /ntenwliullai journal 0/ Seyuicc IndusllY :H(jl/':~ni/"II/. 
Vol. 7 No. ,j, pp. 27~42. 

lleskett, JL., Sasser, WE. jr and Schlesinger, L.A. (1997), The Senice Profil Chain: I lUI! (mcilJl.!! 
COin/xlIIies [jnk l'mnL and (;rrJldh 10 Lurall)" Salisfaction, and Vallie, The Fr,,,' !'I,'" 
Ncl\' York, NY. 

Hooi Ting, D. (20()~), "Service quality and satisfaction perceptions: curvilinear and "lhTII,'uon 
effect", Inlemational jOl/rnal of Bank JfarkcLillg, Vol. 22 No. 6, pp. 4{)7~2(1 

jamal, A. and Naser, K. (2002), "Customer satisfaction and retail banking: an asscs,ml';n of sOllle 
of the key antecedents of customer satisfaction in retail banking", Intemationol/ullmol of 
Bank Marketing, Vol. 20 Nos 4/5, pp. 146~61. 

Kaiser, H.F. and Rice, J. (1974), "Little jiffy Mark IV", EducaLional al/d I'srchlilngiwi 
Measurement, Vol. 34, pp. IJl-7~ 

Keiningham, T.L., Perkins~Munn, T. and Evans, H. (2003), "The impact of customer satisfaction 
on share-of-wallet in a business-to~business environment", jOlIl7/ol of Sen'ir,. Nesl'IIrch, 
Vol. 6 No. 1, pp. 37-50. 

Keltner, B. (1995), "Relationship banking and competitive advantage: evidence from the LS and 
Gennany", California Management Review, Vol. 37 No.4, pp. 45·72. 

Kumar, V., Bohling, T.R. and Ladda, R.N. (2003), "Antecedents and consequences of relationship 
intention: implications for transaction and relationship marketing", Industn'al Markeling 
Management, Vol. 32 No.8, pp. 667-76. 

Lang, B. and Colgate, M. (2003), "Relationship quality, on~line banking and the information 
technology g'dP", IntematiOlwi joumal of Bank Marketing, Vol. 21 No.1, pp. 2'l~31. 

Li, S., Sun, B. and Wilcox, R.T. (2005), "Cross-selling sequentially ordered products: an 
application to consumer banking services", joumal of Marketing Research, Vol. 42 c.:o. 2, 
pp.233·9, 

Liljander, V. and Roos, I. (2002), "Customer relationship levels: from spurious to true 
relationships",]oumal of Semces Marketing, Vol. 16 No, 7, pp. 593-614. 

Liljander, V. and Strandvik, T. (1995), "The nature of customer relationships in services", in 
Swartz, T.A., Bowen, D.E. and Brown, S.W. (Eds), Advances in Services Marketing and 
Management, Vol. 4, JAl Press, London, pp. 141-67. 

Loveman, G.W. (1998), "Employee satisfaction, customel~ loyalty, and financial perfomlance. An 
empirical examination of the service profit chain in retail banking", Joul1wi of Service 
Research, Vol. 1 No.1, pp. 18-31. 

Madill, ].]., Feeney, L., Riding, A. and Haines, G.H.]. (2002), "Detenninants of SME owners' 
satisfaction ,,~th their banking relationships: a Canadian study", hztemational journal of 
Bank Marketing, Vol. 20 No.2, pp. 86-98. 

'I Mazursky, D. and (;eva, A. (1989), "Temporal decay in satisfaction - purchase intention 
relationship", Psyclwlogy & Marketing, Vol. 6 No.3, pp. 211-27. 

Michel, S. (2004), "Consequences of perceived acceptability of a bank's service failures", jOl/mal 
of Hnancial SeI1Mes Marketing, Vol. 8 No.4, pp. 367~77 . 

.. 



\\U I)',; " 

;'I,il:\\'\()!';l; 

'\ ,d, (1:; ,\., 

II :lllcl T~mJ~, .\1. (i~!9~,)). ":\ttnl1111('-ll'\'cl lX'ri()nn;mCe, sati~faL1i(\ll, and 
:t'1l11()1l':-; ()\'{'r tinH':;\ nJll~llmpll()ll :'\':-tt'Ill appro;lch",j(juJ7](]/ o/}\lrJr/;('tillg, 

. '. PI'. ~"·l () I 

\;Ii(~' (".\1., !':l ;~::\';lt', ,.\,. :-:'hLth, .1-:\, :!!lel \\·t':--:t.L:;li('. I", (!~f.N), "D()e~ relationship marketing 
:1;1\'> :\11 \ ;;'iJlri,-;tl iIlQ'S11g;l1i()1111f rt'l:iti(ll1:-:hip rn;lrktting practices in hospitals".}ourlla/ 

.- J-:~(sil/I" ': N('."I'(IJ"('il, V oJ. -it) \(). :), pp. 20i -J k 

\()H:I;;lll, L' I'iii!!)). "\:nderst;mdillg customer l()~';!lt\' and disloyalty - the effect of 

Relationship 
marketing 

249 
;11\'al1y-:-:uPi)1)11ing and reprl'ssillg factor:.;", do:!()ral thesis )Jo_ 125, Swedish School of ---------­
i'>tlll()mil,-:-: :I;HI \)llsillt'SS "·\clm1!listratioll, J-!cbillkl, Finland. 

()III," i\L iI'~~!!'Wh('nc,' COIl"!IntT Im·,dty'. juulllr:i :\rorkeling. Vol. 63 No.4, pp. :n .. 14. 

l )'1 ,I 1\ :,~l ill ill. I), :1 :;i: :-:';:migin, f. 1.:2(Jf 6), "E\tt-'111;!l :tIHl i11l(':'n:ll accountability of fl1l3ncial sen'ices 
-;Llpplil.T:-:' ":;:Tl'llt p<tr;:ldc)xt.::--:. 1n l1Ullat--,ring l'xpt-'ct;1tions and experience", Journal of 
-""rO!I'.!!,I( .\/(iil~'('iil//-!.. \ uL L) \'(), 2, pp. L)3-47. 

(n~"i"hl!ll. D .. ":!illg!ll. L !ind TUllll>llll. P. (200.)). "Fn'Ill relationships to experiences in retail 
::rul1l'ial ::-:l';-\'ice:-:", il1lcrn(JtllJlloljflurllo} nO 11/' .H(jr~,etiJlg, Vol. 22 No, 7, pp. 522-39. 

(),~bli)·:,. L. !in" '1'1'11'111. C. (20()O). "Relat!onship marketing in consumer markets. Rhetoric or 
,.,·"Iit:.·)". /:'urojINln journal or Ml1rketing, Vol. 31 No.7, pp. 797·815. 

OSIIlISP'!Ilkkileh!l (i997). "OSUlISp'lllkkirdllll:in !immattilehti, kesakuu", 71ze OP Bank Group's 
Trode .. H(}f,.!,()zinc, June. 

I'al!mtil'r. ".\Y. :!Ilel Copalakrishna. S. (2(X)5). "Detennining the payoff from relationship 
Imrketing pruic-rrClms", ;\IS1 l\epol1S: \brketing Science Institute Working Paper Series, 
j,;,;ue 1 "0 (!~·(X) I. Report "0. 05·102, pp. 4~·70 

Paulin, :\1.. Perril'll. J. Ferguson. RJ. Salazar. A.M.A. ;md Seruya, Uvl. (1998). "Relational norms 
and client retention: extemal effectiveness of commercial banking in Canada and l'v\exico", 
/lIlcwoliolla/ jf)un1a/of Banil Marilelil1g. Vol. 16 "0.1, pp. 24-31. 

Panll'. A and Fro\\,. P. (200'0), "A strategic frame\\'ork for customer relationship management", 
/u/(wa/ of .li{Jr/leling, \'01. 69 "0. 4. pp. 167·76. 

l'erkins·\lunn, T ... \kooy. L. Keil1!ngham, TL. and Estrin. D. (2005). "Actual purchase as a 
proxY for "hare of wallet", jOllrlw/ of ScI'1'ice Nesearch, Vol. 7 No.3. Pl'. 245·56. 

Peterson, RA. (2000). U}/lslructing Effeclir'c QllcsliollllOires. Sage, Thousand Oaks. CA. 

Pont. ~L and McQuilken. L (200S), "An empirical investigation of customer satisfaction and 
loyalty across two divergent bank segments", journal of Financial Scroices Marketing, 
Vol. 9 No.4, pp. 344-59. 

Prinz it, A. and Van den Poel, D. (2006), "Investigating purchasing-sequence patterns for financial 
services using Markov, MTD and MTDg models", European jounw! of Operaliolwi 
Research, Vol. 170 No.3, pp. 7lO-34. 

Ravald, A. and Grbnroos, C. (1996), "The value concept and relationship marketing", European 
journal of Mm·keting. Vol. 30 No, 2, Pl'. 19·30. 

Reichheld, F.F. (1996), The Loyalty Effect, Harvard Business School Press, Boston, MA 

Reinartz. WJ and Kumar, V. (2000). "On the profitability of long-life customers III a 
noncontractual setting: an empirical investigation and implications for marketing". 
journal of Markeling. Vol. 64 No.4, pp. 17·35. 

Reinartz. \'~J and. Kumar. V. (2002), "The mismanagement of customer loyalty". Harvard 
{JUSIllCSS NO'le/c', Vol. 80 010. 7, pp 4·12. 

Reinanz, IN.]. and Kumar, V. (20(rl). "The impact of customer relationship chardcteristics on 
profitable lifetime duration". jO/(r/1o/ of Marllrtill!!. Vol. 67 No.1, pp. 77·99. 

-



- - -.- _. __ ._--- _ .. _._----_. -

"-------~-- --. ----- --------

CUSIOllltT ,,'Lili'"l';!'II'" " ""ds in Ihe relail Ixmking "'-'l1()r, Andre;" Lc\'erin is the 
COfTC'oSPt

l

I1< :lIl!hor i " 111 be C01ltacted at: alldrCds.leverin~i'hanken.fi 
\l('nllll, " Liljallrier " I '111 (('sso1' of Markding and Head of the Departmenl IIf Marketing "t 

the S\\'",:,,!, ScI",,1 ·d ','"il"mics and ilusiness Administratioll (Hanken), He'sinki, Finland, 
lIer CIIIT,'," • "S"&ch "::. "'''IS illelude service alld relationship marketing, COlNlIller responses to 
"I"eln"lic """\'itb, :iil'. "1

1 ale Iabell1lilrkt:llng, She has published articles, for t'xample, in the 
IlIlemoll(,I/I;I (oumo! " ';'11'/(1' IlidusllT ,l"aliagemclll, jou17/a/ 11/ ,'len'lits ,'\larkeling, and 
1\\'I'/;o/Ii,~1 ,( ,l/or!.'c!/! :;1", is Oil th" eeiittll'iai board of se\'eral illternalional journals, 
fo;' ""lIllpl(', l:ifl'Oj!i'f1lj /. 'mud (~( Marl,'tl/Ilg and jouI'I/a/o/ Nelmling alld Cmslllilcr ,'len'ices, E-mail: \·(·]"lJnica.liljanclt'!· (,' hanken.t! 

Ta purchase reprints of this article please e.mail: reprints@emeraldinsight.cam 
Or visit Our web site far further details: www,emeraldinsight.comlreprints 

Relationship 
marketing 

251 




