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EXPLORING THE IMPORTANCE OF 
BUILDING STRONG CUSTOMER 
RELATIONSHIPS

The object of the research is the role of creating customer satisfaction in retaining them and establishing long-
term relationships with customers. Establishing market relations is accompanied by many challenges. Among them 
is increasing the competitiveness of companies to gain more success in the market. Without it, local business deve
lopment is impossible. In this case, companies are greatly helped by realizing the role and importance of relation-
ship marketing and using its approaches in practical activities. This has become one of the most relevant topics. 
Marketing is important for organizations to continue operating in business. Earnings are necessary to ensure the 
processes of production of goods. In the company, it is mainly marketing that is of decisive importance in generating 
revenues. It is important to know the key determinants that influence customer acquisition and subsequent retention.

The work aimed to find out and determine the importance and role of creating customer satisfaction in retaining 
them and establishing long-term relationships with customers. Various indicators are used to determine this. There 
are different views and opinions regarding the named issues. Secondary data from the websites of various organi-
zations and companies are used in this study. Taking into account the results of this work, companies will be able 
to make a critical analysis of their work with customers in the market, identify their weaknesses in this regard, and 
then take real steps to improve the situation. The paper discusses some approaches to the calculation of customer 
satisfaction indices, some different views and approaches expressed in this direction.

A clear picture of the current situation in Georgia in the mentioned direction is created based on various reliable 
information sources. It is found that companies use only accumulation of points systems. In this article, the author 
discusses the conceptual aspects of relationship marketing, the opinions of various scientists and specialists are 
analyzed in this direction.

The article presents a number of conclusions and recommendations of the author in the direction of increasing 
the effectiveness of the use of relationship marketing.
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1. Introduction

It is becoming increasingly important for companies 
to identify customer needs and then produce and market 
the products and services necessary to satisfy them. Satis­
fied customers have a positive impact on maintaining and 
growing a company’s revenues. Therefore, at the modern 
stage of business development, the concept of relationship 
marketing is receiving more and more attention.

The growing relevance of the concept of relationship 
marketing has been linked to companies’ awareness of the 
importance of social contacts.

The issue of retaining existing profitable customers and 
developing effective approaches for it have become of great 
importance. As it is known, marketing is of great importance 
in the company’s revenue generation. Modern companies 
have to deal with the challenges, they need to focus on the 
effective use of new digital technologies. It is impossible to 

establish a long-term relationship with customers without 
in-depth study of buyers’ needs and gaining their trust.

Companies should pay more attention to customer reten­
tion rate and customer attrition rate. Good service creates 
loyal customers, that is, customers who buy the company’s 
products in the largest quantities and influence other cus­
tomers to buy them as well. Therefore, the employees who 
are in direct contact with customers, their professionalism 
and knowledge of their work are of great importance. Com­
panies use various special approaches to retain customers. 
Discounts and sales promotions greatly influence consumer 
decisions. But they are associated with significant costs in­
curred by the company. which leads to a decrease in profits.

A business, that is focused on making a profit, is always 
interested in the effectiveness of the costs it incurs, including 
the costs incurred on customer retention and implementa­
tion of loyalty programs. Different approaches and methods 
are used in this direction, which is one of the interesting  
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issues to discuss. The increase in the level of customer satis­
faction improves the general condition of the company and 
ensures its financial success.

The concept of relationship marketing has undergone 
an evolutionary development. Today it is gaining more and 
more importance  [1], marketing revolves around relation­
ships [2]. Some relationships are single transactions that are 
narrow in scope and do not involve special relationships, 
other relationships are broader. May involve significant 
social contacts and be continuous and permanent  [2].

Using a customer relationship management system, marke­
ters can use data about customers to develop and implement 
their offers not only for a specific segment, but also for  
a single, individual customer. Operational CRM automates 
customer relationship business processes [3]. Its software ap­
plications automate and integrate marketing, sales and service 
functions. They allow marketers to use customer-related data 
to develop, implement and evaluate targeted communications 
and offers and create unique communications  [3].

Example, in Georgia, not only in the private sector, 
but also in the field of state services, great interest has 
arisen in the direction of introducing service standards 
and determining satisfaction with services  [4].

A customer-centric approach should not be one-size-
fits-all, but strictly focused on profitable customers to 
maximize profits  [5]. Companies that invest in customer 
retention can have a much better means of achieving their 
goals than those that are constantly looking for new cus­
tomers. For companies that have been in the market for 
some time and have already built up a reasonable port­
folio of clients, the focus should be an absolute priority 
on retaining their profitable clients, with a special focus 
on their satisfaction  [5].

In today’s competitive market, companies should focus 
on the effective use of new digital technologies. Marketing 
and sales have great importance in the company’s revenue 
generation. In this regard, new ways and means are emerg­
ing, the effectiveness of which is increasing  [6]. Modern 
companies are actively using digital technologies to market 
their products. Example, Georgian consumers’ views on tra­
ditional marketing approaches are changing and they are 
paying more attention to new methods of promotion [7–11].

Customer retention has become very important for com­
panies. However, in many cases, they focus only on attracting 
new customers, which is wrong. There are some ways to retain 
customers: creating conditions that hinder the transition to 
other manufacturers (sellers) and complete customer satisfac­
tion, establishing and maintaining trusting relationships with 
them. Such activities are known as relationship marketing [12].

There is increased internal pressure in companies to hold 
marketing accountable. Company leaders demand increased 
sales performance, which requires a better understanding of 
the importance of differentiating the impact of marketing 
efforts on key channels  [13]. Thus, the topic of our research 
is relevant in modern conditions.

The aim of research is to find out and determine the im­
portance and role of creating customer satisfaction in retaining 
them and establishing long-term relationships with customers.

2.  Materials and Methods

While working on the article, modern scientific works 
of world researchers were studied, certain information was 
obtained through Internet sources, on the websites of vari­

ous organizations, as well as in blogs and data from the 
State Statistics Service. Also, regarding the past and present 
situation, the research problem was studied.

3.  Results and Discussion

Marketing offers much more than just needed products 
to the market. It helps to increase sales by offering the 
quality of service that customers expect. Marketing staff 
can do their best to ensure customer satisfaction with 
purchases. Customer loyalty is the most desirable type of 
relationship between a company and a customer, which 
goes through a number of stages, from a simple state of 
satisfaction to an exceptional level of these relationships. 
However, the effectiveness of the relations between the firm 
and the personnel is almost crucial for the existence of the  
concept  [14].

Achieving customer satisfaction with the service is an 
important issue for the further success of companies, which 
is directly related to the correct development and execution 
of the main issues of service marketing. However, market­
ing also means increasing costs for companies. Therefore, 
the marketing department in companies must constantly 
monitor the implementation of marketing plans and all its 
marketing activities  [15].

In today’s global economy, social media and technological 
advances have changed the way businesses interact with 
their customers. With new forms of communication and IT 
practices, companies are looking for innovative practices 
to keep their customers loyal. The importance of achiev­
ing competitive advantage by implementing relationship 
marketing practices and becoming customer-centric  [16].

There are many benefits to establishing connections with 
clients. Building working relationships with clients is key to 
long-term business success. Customer relations need proper 
and effective management. Relationship marketing is designed 
for the long term and aims to provide customer value for  
a long period of time. This can be achieved by developing  
a sense of loyalty towards the enterprise and its product 
and by delivering a quality product  [17]. Having a strong 
connection based on trust and communication helps customers 
feel more secure and connected to the brand and can also 
lead to increased customer retention and repeat purchases. 
Four reasons why your business should focus on building 
customer relationships: E-commerce is growing, Customers 
like to be heard, Relationship building increases customer 
retention, acquiring new customers is expensive  [18].

The importance of relationships with buyers is clearly 
seen in personal selling, which is one of the tools of modern 
marketing communion. The seller focuses on the problems 
that the buyer wants to solve, prepares its offers, for which it 
is necessary to study the needs in depth. And each customer 
contact presents a unique challenge for salespeople  [19]. 
Ensuring and maintaining customer satisfaction leads to 
an increase in their trust. Many companies do not realize 
the great importance of this issue. Professional salespeople 
view their customer base as an extremely valuable asset 
that cannot be ignored. To maintain and strengthen cus­
tomer relationships, sellers engage in after-sales service [20]. 
Specific relationship-building activities vary substantially 
across companies. Such activities include: providing useful 
information to customers, expediting order fulfillment and 
installation, training service personnel, analyzing customer 
feedback after sales, etc.  [21].
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Companies should pay more attention to customers 
retention rate  [12]. Creating, maintaining and expanding 
relationships with customers and other partners is para­
mount. Relationship marketing requires all departments 
of a company to work as a team based on a marketing 
concept. With the evolution of relationship marketing, the 
previously known exchange paradigm of marketing will be 
insufficient to explain the growing marketing phenomena 
of co-involvement of consumers in the production process. 
An alternative marketing paradigm needs to be developed 
that is more process-oriented than outcome-oriented and 
emphasizes value creation rather than value distribution [22].

The goal of relations with buyers should be: to ensure 
high customer loyalty to the product and the company. 
Especially since today business should focus on the long 
term rather than the short-term perspective. Relationship 
marketing is about building customer loyalty. Organizations 
in product, pricing, distribution, promotion and service 
combine their efforts to achieve this goal. Relationship 
marketing is based on the idea that customers important 
to a company need constant and special attention  [23].

Service quality has a great influence on the forma­
tion of loyal customers. After all, they buy the company’s 
products in the largest quantities. They also affect other 
users. Therefore, the professionalism of employees is of 
great importance. Customer service builds the relationships 
necessary to succeed in a competitive marketplace. When 
all the promises of the company are fulfilled and the buyer 
is satisfied, it will continue to buy in the future  [24].

Companies use the following special approaches to re­
tain customers: discounts, club cards, points accumulation 
system, partnership, i.  e. combining several companies to 
create a single point accumulation system, gifts, granting 
certain privileges and advantages to regular clients, per­
sonalization, i.  e. individualization of services, etc.

The needs of potential buyers are numerous. It is difficult 
for sellers to perceive and understand them individually. 
Discounts and sales promotions greatly influence consumer 
decisions. However, this alone does not determine customer 
loyalty. The important issue is whether the salesperson 
adheres to ethical principles.

Customer-oriented companies strive to achieve a high de­
gree of customer satisfaction, but the ratio between costs and 
results is very important. The company has the opportunity 
to increase the level of customer satisfaction by lowering 
the price of the product or increasing the level of service.

Five levels of relationship marketing are distinguished: 
basic marketing; reactive marketing, responsible marketing, 
proactive marketing, partnership marketing. In partnership, 
the company works continuously to help its customers. The 
buyer is not forgotten after the sale of the goods. The sales­
person continues to work with buyers, the company must 
determine that customers are satisfied with the product. 
Partnerships are mainly used in the B&B field. Its purpose 
is for companies to share risks and profits together. When 
two enterprises develop plans for a partnership, each of 
them defines the goals to be achieved. They become more 
dependent on each other.

Based on all of the above, determining buyer satisfaction 
has become an important issue. For this, it is necessary to 
define the main criteria of satisfaction evaluation, which will 
allow to measure customer satisfaction, identify weaknesses in 
this regard and show the new opportunities [25]. Approaches 
and methods should be used to measure customer satisfac­

tion that will give the right data. The company should also 
take care to increase the level of customer satisfaction, for 
which marketers and other specialists in the organization 
periodically meet and discuss customer satisfaction issues, 
analyze the current situation, develop recommendations. 
Customer satisfaction is directly influenced by the behav­
ior of service personnel, their attentiveness and warm at­
titude  [26]. However, this is achieved through motivation, 
for which the company must have a proper system.

To determine the specific effectiveness and results of 
the money they spend on customer retention is important 
for companies. Different methods are used for this. It is 
interesting to note that there is a relationship between the 
level of customer satisfaction and the general state of the 
company. Researchers claim that a 1 % increase in satisfac­
tion is associated with a 2.37  % increase in ROI (return 
on investment). It is used to measure the profitability of 
an investment. ROI directly measures the amount of profit 
from a particular investment compared to its cost  [27,  28]. 
It is one of the most popular performance measures and 
evaluation metrics used in general business analysis. When 
used correctly, ROI analysis is a powerful tool for evaluat­
ing existing systems and making decisions  [29].

One common way to quantify value is to compute the 
return on investment (ROI) for a given use of money. While 
the ROI formulation associated with investing money in  
a financial instrument is straightforward. The ROI calcula­
tion associated with the generation of an increase in the 
customer base, cost savings, or future cost avoidance is 
not as simple to perform  [30].

In order to determine whether the company’s customers 
are ready to recommend its product, the customer loyalty 
index NPS should be determined. Using the CSI – cus­
tomer satisfaction index, it is possible to determine the 
exact reasons for the decrease in customer loyalty. Using 
CSI, it is possible to determine what should be paid special 
attention in the company, which business processes should 
be improved, and what can be left as it is now. The CSI 
determination methodology involves conducting surveys 
among consumers, during which they evaluate various pa­
rameters of a product or service, as well as their impor­
tance. This allows companies to identify their strengths, 
weaknesses and priorities for improvement.

Evaluation of customer satisfaction is one of the im­
portant indicators in developed countries. For example, the 
American Customer Satisfaction Index (ACSI) annually 
collects data for more than 400 companies in 50 consumer 
industries of the approximately 400,000 users who reside in 
the United States. Survey items reflect a diverse range of 
customer perceptions of prior expectations, perceived qual­
ity, perceived value, customer satisfaction, complaints, and 
customer loyalty. The ACSI model is continuously analyzed 
using a proprietary and patented Partial Least Squares 
structural equation modeling approach PLS-SEM  [31].

The ACSI model was built on two well-established theories 
the Quality, Satisfaction, and Performance (QSP) paradigm 
and Hirschman’s exit-voice theory. The ACSI model measures 
the cause-and-effect relationship that runs from the antece­
dents of customer satisfaction level (customer expectations, 
perceived service quality, and perceived value) to its conse­
quences (customer complaints and customer loyalty)  [32].

It is important to note that determining the online cus­
tomer satisfaction index in the case of online shopping re­
quires a somewhat different approach, as it is a very different 
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experience from traditional shopping. Thus, a new index is 
needed to measure e-Customer Satisfaction Index (e-CSI). 
Taiwan’s largest online retailer PChome Online’s satisfaction 
score is similar to that of the American Customer Satisfac­
tion Index (ACSI) for the online retail industry. This model 
also allows online retailers to understand specific factors 
that significantly influence overall customer satisfaction [32].

There are other similar indexes, such as the European 
Customer Satisfaction Index (ECSI). Many countries con­
duct surveys to determine the customer satisfaction index.

Successful companies aim to achieve complete customer 
satisfaction. They know that if the buyer is simply satis­
fied, in the future it may turn to a competing company 
and prefer its products in case of better marketing offers. 
And fully satisfied buyers generally maintain loyalty to  
a given firm or brand.

The results of this research can be used in practice for 
any enterprise that is interested in increasing the sales of its 
products in the market, but does not have enough knowledge 
and experience to work in this direction. However, they 
must take into account the changes in the environment 
and constantly monitor them. Developing relationships with 
customers is associated with costs, so enterprises should be 
able to allocate certain amounts for this purpose.

4.  Conclusions

If the company wants the buyer to return to it, it 
must satisfy the customer and provide a high quality of 
service. The subjective satisfaction assessment by the buyer 
depends on the quality of service. Even when customers 
get the products they want, they may not be completely 
satisfied if the level of service is poor.

It is possible to believe that companies can use the 
following ways for retain customers:

–	 creating conditions that prevent the buyer from turning 
to another seller (competing company). The customer 
very rarely breaks its previous ties, if it is connected 
with significant funds for searching for new sellers;
–	 customers can be retained by fully satisfying their 
needs. In order to achieve customer loyalty, it is necessary 
to form a buyer-oriented organization in the company 
itself, which means creating an attractive image for the 
client, introducing quality service standards, and more;
–	 achieving customer satisfaction is also the result 
of the company’s activities as a whole. Therefore, its 
managers must realize that fundamental aspects are not 
neglected, namely, ensuring customer satisfaction with  
high-value products and good service;
–	 complete satisfaction of the buyer. Building trusting 
relationships with it and supporting it is very important. 
Therefore, it helps companies to take measures to get 
to know their customers better and serve them better;
–	 CSI can be an important indicator of evaluation of 
a company’s profitability and market value. Therefore, 
it is better for companies to pay due attention to the 
determination of this indicator and observe its changes.
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