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2. Theoretical background of the research

Effective relationship marketing
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2.1. Inputs1

Understanding customer expectations

Building service partnerships
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Empowering employees

2.2. Positive outputs

Customer satisfaction

Customer loyalty
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2.3. Checking phase

Customer feedback

Integration
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3. Methodology of the research

Objectives of the research. 

The sample, collecting and processing of research data.
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1 2 3 4

5

et al.

et al., et

al.

anti-

spam

(61

(72.6%)) 10 (11.9%) 8 (9.5%) 5

(6%)
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3 (3.4%) 1 (1.1%) 46

(52.3%) 5 (5.7%)

9 (10.2%)

8 (9.1%),

3 (3.4%), 2 (2.3%), 

3 (3.4%) 3 (3.4%)

5 (5.7%). 
5

6 (7.2%), 8 (9.5%), 38 (45.2%), 32

(38.1%)

10 (11.9%) 49

(58.3%) 3 (3.6%)  22 (26.2%)

31 (83.8%)

(16.2%);

13 (41.9%),

11 (35.5%) 

7 (22.6%).

15 (40.6%)

10 (27%) 2 (5.4%)

22 (59.5%)

11

2 2

36 (97.3%)

5 (13.2%),  10 (26.3%), 1 (2.6%), own

2 (5.3%), 20 (52.6%).
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p = 0.05

4. Results of the research

63 (80.8%)

78 (92.9%) 

32 (91.4%) 35 (94.6%)

input elements 

table 1

Table 1.

Input elements of relationship 
marketing concept

Average grades of those 
interviewed in companies

Average grades 
of the experts

Understanding customer expectations 4.31 3.88

Building service partnerships 3.92 3.42

Empowering employees 3.66 3.71

Total quality management 3.76 3.26

Group: companies

Sum of Squares df Mean Square F Sig.

Between Groups 0.478 2 0.239 2.892 0.107

Within Groups 0.743 9 0.083

Total 1.221 11
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4.19 3.05 82 (97.6%)

36 experts (97.3%).

Figure 1.

Yes, we are precisely acquainted with expectations (companies).

Yes, companies can precisely anticipate expectations (experts).

Yes,

but I cannot tell precisely.

No.

It is a small precision in determination of customers’ expectations.

0% 20% 40% 60% 80% 100%

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 5 5.80

2 5 10.00

3 5 8.20

Total 15

Test Statistics

frequency

Chi-Square 2.319

Df 2

Asymp. Sig 0.314
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Figure 2.

Companies      Experts

Quality

Functional characteristics

Reliability

Design

Delivery term

Product Safety

Price

Service/training

Image

Professionality

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

46.6%

37.1%

9.2%

25.7%

18.3%

5.7%

0.0%

0.0%

0.0%

0.0%

0.0%

8.6%

6.1%

3.8%

3.7%

1.4%

3.1%

2.3%

2.3%

2.9%

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 15 19.17

2 15 25.37

3 15 24.47

Total 45

Test Statistics

frequency

Chi-Square 2.032

df 2

Asymp. Sig 0.362
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70 (88.6%) of

79 (94.1%) and 17 (56.7%) 

30 (81.1%) 

Figure 2.

79 (94.1%) 35 

(94.6%) (Figure 3).

Figure 3.

0.0% 20.0% 40.0% 60.0%

Approach in relation to the firm’s mission

Knowledge and skills to solve problems

and make decisions

Responsibility and authority to make decisions

that better serve the customer

A spirit that jobs will not be risked if

empowered acts lead to mistakes

30.2%

47.7%

40%

19.3%

14%

16%

2.8%

30%

Firms Experts

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 4 5.00

2 4 7.38

3 4 7.13

Total 12

Test Statistics

frequency

Chi-Square 1.052

df 2

Asymp. Sig 0.591
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output elements Table 2.

81 (96.4%) 35 (94.6%) of 

Table 2.

Output elements of relationship marketing concept
Average grades 

of the interviewed 
in companies

Average 
grades of 

the experts

Quality of products/services 4.64 4.06

Customer satisfaction (effects: complaints, 
repeated purchase, recommendation)

4.44 4.26

Customer loyalty 4.04 4.09

4.19 3.91

Group: companies

Sum of 
Squares

df
Mean 

Square
F Sig.

Between 
Groups

0.206 2 0.103 1.431 0.289

Within 
Groups

0.649 9 0.072

Total 0.855 11

-

tion of customers’ expectations, 
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66 (79.5%) 83 (98.8%), 14 (16.9%)

3 (3.6%)

31 (83.8%)

6 (16.2%)

monitoring, measuring and analy-

ses 69 (82.1%) 

14 (16.7%)

1 (1.2%)

3 (8.1%)

analyses,

Table 3a -

tations and Table 3b monitoring, measuring and analyses. 

-

cation of expectations (p = 0.005) 68

(80.9%) 35 (94.6%)

of

of monitoring, measuring and analyses 71 (84.5%)

expectations, monitoring, measuring 

and analyses. 

re-

search of needs and measuring satisfaction Tables 

4a and 4b

research of needs 

and expectations (p = 0.001) and measuring satisfaction (p = 0.002) 

83 (98.8%)

 and 80 (95.2%)

monitoring,

measuring and analyses.
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Table 3a.

Given answers – companies Companies
Experts

1 2 3

(a) Top manager and/or owner 1 (5,6%) 15 (14%) 6 (9,2%)
13 (17,6%)

(b) Executive management – 10 (9,3%) 3 (4,6%)

(c) Development unit manager 1 (5,6%) 12 (11,2%) 4 (6,2%) 7 (9,5%)

(d) Marketing unit manager 3 (16,7%) 4 (3,7%) 15 (23,2%) 25 (33,8%)

(e) Trade/sale unit manager 5 (27,8%) 18 (16,8%) 14 (21,5%) 13 (17,6%)

(f)
Quality unit manager (or QMS 
manager)

3 (16,7%) 9 (8,4%) 9 (13,8%) 10 (13,5%)

(g) Unit managers (generally) 3 (16,7%) 9 (8,4%) 6 (9,2%) –

(h)
Staff in direct contact with services 
customers or those directly involved 
in services realization

– 10 (9,3%) 6 (9,2%) 4 (5,4%)

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 15 15.33

2 15 30.77

3 15 22.90

Total 45

Test Statistics

frequency

Chi-Square 10.740

Df 2

Asymp. Sig. 0.005
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Table 3b.

Process monitoring, 
measuring and analyses Given answers – experts

Companies Experts

12 (6,9%)
10 (12,7%) Top management and/or executive management (a)

10 (5,7%)

4 (2,3%) 7 (8,9%) Development unit manager (b)

25 (14,3%) 24 (30,4%) Marketing unit manager (c)

41 (23,5%) 13 (16,5%) Trade/sale unit manager (d)

36 (20,6%) 21 (26,6%) Quality unit manager (or QMS manager) (e)

14 (8%) – – –

17 (9,7%) 2 (2,4%) Employees in sale network (f)

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 14 15.36

2 14 24.57

3 14 24.57

Total 42

Test Statistics

frequency

Chi-Square 5.436

Df 2

Asymp. Sig. 0.066
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Table 4a. research of needs and 

expectations

Offered answers

Research of needs and expectations

Companies
Experts

1 2 3

(a) 5 (20.8%) 23 (18.7%) 18 (16.5%) 13 (11.7%)

(b) Research of needs and expectations 6 (25%) 17 (13.8%) 17 (15.6%) 30 (27%)

(c)
services realization

1 (4.2%) 9 (7.3%) 15 (13.8%) 7 (6.3%)

(d) During reconsideration of contracts 5 (20.8%) 18 (14.6%) 15 (13.8%) 12 (10.8%)

(e)
Through validation of some phases 
(designing products and/or services)

6 (25%) 14 (11.4%) 13 (11.9%) 11 (9.9%)

(f)
During realization of activities 
(realization of products and/or 
services)

– 20 (16.3%) 10 (9.2%) 10 (9%)

(g)
After the realization of business or 
product delivery

– 17 (13.8%) 8 (7.3%) 6 (5.4%)

(h)
Through post-sale and services 
activities

1 (4.2%) 5 (4.1%) 13 (11.9%) 18 (16.2%)

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 8 4.81

2 8 17.38

3 8 15.31

Total 24

Test Statistics

frequency

Chi-Square 14.645

Df 2

Asymp. Sig. 0.001
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Table 4b. measuring satisfaction of 

customers

Offered answers

Measuring satisfaction

Companies
Experts

1 2 3

(a) 2 (6.5%) 10 (10.8%) 11 (11.6%) 14 (11.9%)

(b) Research of needs and expectations 6 (19.4%) 9 (9.7%) 18 (18.9%) 20 (16.9%)

(c)
services realization

– 8 (8.6%) 5 (5.3%) 7 (5.9%)

(d) During reconsideration of contracts 5 (16.1%) 11 (11.8%) 10 (10.5%) 10 (8.5%)

(e)
Through validation of some phases 
(designing products and/or services)

9 (29%) 10 (10.8%) 6 (6.3%) 14 (11.9%)

(f)
During realization of activities 
(realization of products and/or 
services)

– 8 (8.6%) 14 (14.8%) 9 (7.6%)

(g)
After the realization of business or 
product delivery

6 (19.4%) 27 (29%) 18 (18.9%) 21 (17.8%)

(h)
Through post-sale and services 
activities 

3 (9.7%) 10 (10.8%) 13 (13.7%) 23 (19.5%)

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 8 5.44

2 8 15.50

3 8 16.56

Total 24

Test Statistics

frequency

Chi-Square 12.205

Df 2

Asymp. Sig. 0.002
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research of needs and expectations and mea-

suring satisfaction

research of needs and expectations measuring

satisfaction. 4a and 4b.

research of needs and expectations and in mea-

suring satisfaction

Table 5

81 (96.4%)

and 36 (97.3%) Table 6

(5 (2.5%)), 

Table 5.

Offered methods and activities
(a) Research 

of Needs
(b) Measuring 
Satisfaction

Firms Experts Firms Experts Firms Experts

(a) Observing 25 (9.7%) 12 (13.2%) 13 2 13 5

(b) Interviewing customers 75 (29.1%) 32 (35.2%)

(b)1 personal interview 33 (24.8%) 18 (30%) 15 11 17 11

(b)2 postal interview 33 (24.8%) 8 (13.3%) 13 6 16 3

(b)3 e-mail interview 31 (23.3%) 12 (20%) 11 8 16 6

(b)4
anonymous interview 
on larger sample when 
interviewer is present

10 (7.5%) 11 (18.3%) 4 9 7 6

(b)5 telephone interview 16 (12%) 4 (6.7%) 7 2 7 2

(d) Solving complaints 45 (17.4%) 10 (11%)

(e)
Monitoring of proposals for improvement (products/
services) suggested by customers

32 (12.4%) 11 (12.1%)

(f) Solving complaints on products 47 (18.2%) 11 (12.1%)

(g) Monitoring of products “behavior” during usage (defects) 25 (9.7%) 8 (8.8%)
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Table 6. analyses of cus-

tomers’ satisfaction

Offered answers Companies Experts

Through corrective/preventive measures 64 (31.8%) 20 (21.3%)

35 (17.4%) 19 (20.2%)

Planning in the future period 48 (23.9%) 24 (25.5%)

Through training of employees 33 (16.4%) 20 (21.3%)

“Good practice” – collective experience 16 (8%) 11 (11.7%)

Kruskal Wallis Test
Grouping Variable: companies
Ranks

companies N Mean Rank

frequency

1 6 6.33

2 6 10.67

3 6 11.50

Total 18

Test Statistics

frequency

Chi-Square 3.253

Df 2

Asymp. Sig. 0.197

5. Conclusions and discussions
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