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1 INTRODUCTION 
 
Relationships between consumers and providers have been studied for decades with 
an interest in finding the most effective ways to sell to the consumer, but only one 
sale at a time and with the aim of attracting new customers. The bulk of the literature 
has concentrated on the provider’s view of the consumer in the study of buying 
behavior, repeat buying, store loyalty and brand loyalty. (eg. Kumar et al. 1992, Dick 
and Basu 1994, Bell et al 1998, East et al 1995, Kendrick 1998) Although ”a 
relationship” is not explicitly defined in these streams of literature, the studies 
examine consumers’ relationships with brands and implicitly recognize the dyad of 
the consumer and a brand, a product or a service provider, but misses the notion that 
the dyad, over time, engages in exchange and evolves. As a reaction to the 
transaction-based marketing management, the term Relationship Marketing was first 
introduced in a conference paper by Berry in 1983 (Berry 1983, 2002) and the area 
has since developed into an independent research area. 
 
Relationship Marketing has been defined as attracting, maintaining, and – in multi-
service organizations – enhancing customer relationships (Berry 1983, 2002), and to 
establish, maintain, and enhance relationships with customers and other partners, at a 
profit, so that the objectives of the parties involved are met. This is achieved by a 
mutual exchange and fulfillment of promises. (Grönroos 1990)1 As a management 
concept it describes the marketer’s view: how to keep customers for life (Vavra 
1995). Relationship Marketing assumes a need for building lasting relationships with 
customers - the need of the marketer. Benefits from a customer relationship for the 
company have been studied exhaustively in business-to-business relationships but 
also in consumer relationships. (e.g. Reichheld 1993, 1996, Reichheld and Schefter 
2000, Oliver 1999, Mittal and Lassar 1998, Bell et al 1998, Bejou and Palmer 1998, 
Peppers and Rogers 1997, East et al 1995, Bendapudi and Berry 1997, Christy et al 
1996, Sheth and Parvatiyar 1995, Dick and Basu 1994, Dwyer et al 1987) Today, it is 
recognized that all customers are not equally valuable to the company, which at first 
seemed like an unfair approach. (O’Brien and Jones 1995). The returns for marketers 
have actually been the focus of most of the research in the area (Gwinner et al 1998). 
Some of the research even in the Relationship Marketing school of thought still takes 
a one-sided view of a relationship with definitions like marketing activities that 
attract, maintain and enhance customer relationships (Bhattacharya and Bolton 2000). 
 
Benefits from a customer relationship to the consumer have received less attention 
than those to the provider (Gwinner et al. 1998, Odekerken-Schröder 1999, De Wulf 
1999). Consumers’ relational benefits have been studied by Gwinner, Gremler and 
Bitner (1998), as well as by Sheth and Parvatiyar (1995). Building her study on 
different research traditions also Fournier (1998) resulted in the same type of 
approach to consumer’s relationships with brands: an approach of relationa l benefits, 
emotions and perceptions of the customer. Outside this recent stream of research, the 
discussion on why consumers would be interested in, or why they end up in long 
customer relationships, is superficial in nature, and marketing managers are seemingly 
expected to act on the basis that the customers are motivated by reward/greed, 
philantrophy/guilt and love/obligation (Seybold 2001).  

                                                 
1 For a review and analysis of the definitions of Relationship Marketing, see Harker (1999) 
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At the same time, consumer behavior literature has studied consumers’ buying 
motives for decades, but in the transaction-oriented way discussed in the beginning of 
this chapter. For example, Howard and Sheth (1969) discuss innate motives 
(biological needs) and learned motives that do not require biological drive reduction. 
They conclude that learned motives are probably much more important in explaining 
buying behavior than innate motives. Engel and Blackwell (1982) present a 
classification of motives that is based on Maslow’s well-known hierarchy of needs, 
and conclude that motives are 1) related to survival needs, 2) to human interaction and 
involvement, and 3) to competency and self.  
 
In consumer behavior research, connected themes are shopping motivations, hidden 
and overt motivations, tension reduction (cognitive dissonance), internal and external 
forces that affect motivation, goal achievement as well as metamotives and basic 
needs.(See Wilkie 1990, p. 176-199 for a summary discussion). This discussion hasn’t 
been transported from the single-transaction view of the pre-1990’s to the relationship 
view of today. 
 
As marketing communications theories and relationship marketing have their roots in 
consumer behavior theories, the underlying assumptions of how to manage, involve or 
engage the customer, also stem from these innate and learned motives. There are 
some assumptions that are especially interesting. Firstly, the customer is assumed to 
be the more involved, the more information processing he or she engages in.  
Secondly, it is assumed that personal contact creates more involvement, and that there 
is a need to increase the amount of human touch in order to create loyalty or 
commitment. (e.g. Bendapudi and Berry 1997, Bhattacharya and Bolton 2000). 
Thirdly, Javalgi & Moberg (1997), in their study of service loyalty, assume that many 
services with membership relationships may experience low relative attitudes; 
memberships automatically bring high repeat patronage; and loyalty is created by 
offering cash incentives. Pels (1999) criticizes this in finding that the assumption of 
the consumer always being a passive party may be because the consumers have too 
few opportunities for being active, and not because the consumers are passive per se. 
And finally, consumers seem to have intensive relationships with physical products 
(Fournier 1998) and emotional experiences also without human contact e.g. through 
exposure to advertising.  
 
There are thus contradictions in the portrait of the provider - consumer relationship  in 
the literature. The following aspects are important in making the picture clearer: 

1) The concept of a customer relationship seen from both actors’ viewpoints 
2) The drivers of providers and consumers in relationships 
3) Possibilities of engaging the consumer in a relationship 
4) The goals of management of consumer relationships 

A conceptualization and analysis that understands these aspects while linking the 
notion of motivation to the present day understanding of customer relationships would 
perhaps help explain the nature of lasting provider –consumer relationships. 

 
One starting point for the study was, thus, the belief that the way of approaching these 
aspects in theory and in practice has a profound impact on the goals  of and tools used 
in consumer relationship marketing: whether the suppliers consider it possible to 
create an economically effective way to reach masses of consumers and  to engage 
consumers also with mundane, everyday services and products. The aim is to question 
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the idea that if two actors have a customer relationship, they must have an interest in 
the relationship, they must be motivated. The approach thus questions the reasoning 
that a company practicing consumer relationship marketing must be relationship 
oriented, or that a customer who has signed up for a customer loyalty program must 
have relationship motives.  
 
Most of the implicit and explicit definitions look at the relationship from above, as an 
outside observer looking at the actors and the exchange between them. (see Chapter 
3.2) In practice, from the marketer’s viewpoint, the definition might be simply, ”this 
customer currently subscribes to our magazine” or ”we have a contract”, or ”this 
customer frequents our store”. From the customer’s viewpoint the statements could be 
”I always go to this store” or ”this is what I usually buy”. In her study of customer 
loyalty programs Arantola (2000) found that marketers did follow up on the level of 
activity of the customers and that some of the members of loyalty programs were 
labeled passive. Hence, the practical definition of relationships had to do with 
frequency and volume of transactions and how the other actor, the member, sees it. A 
profound question in the context of consumers’ relationships with providers is the 
idea of a relationship. Therefore, it would be a novel view to reveal the consumer’s 
perception of the relationship using as a guiding thought Fournier’s (1998) statement  
“the relationship is, in essence, what the relationship means”. Even more seldom is 
an approach of both actor’s views used. This reasoning leads us to the purpose of the 
study and research questions that are presented next. 
 

1.1 The purpose of the study 
  
To identify the relevant research themes that touch on the nature of consumer 
relationships and possible drivers for both providers and consumers, there was a need 
to explore a broad area of literature. The relevant streams of academic and practical 
discussion are presented in Figure 1. In the center of the figure are central conceptual 
streams of the study, namely customer loyalty in the consumer market, the business-
to-business concepts of bonds and  commitment, as well as consumer relationship 
marketing in its different forms. 
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Figure 1 Central concepts and relevant literature streams 

 
 
The concepts and the exploration draw from different research traditions depicted in 
the left and right sides of the figure. Parts of the study are conversions of the IMP 
Group’s thoughts of business-to-business relationships into consumer relationships; 
parts are based on marketing communications literature and one-to-one marketing, 
and one important area, customer loyalty, draws from consumer behavior and retail 
management literature. For the most part, the study is based on the Relationship 
Marketing discussion and the Nordic School of Services Marketing. After an initial 
exploration it became apparent that the established concepts of customer retention or 
relationship longevity, and the factors that explain it (repeat buying, loyalty, bonds 
and commitment) are developed in different research streams and haven’t yet met, or 
become parts of a whole. Their capacity to help understand the dyad of the provider 
and the consumer in a customer relationship is limited, since they have been 
developed to analyze only one view or to analyze business relationships.  
 
An attempt is, therefore, made to provide a model for understanding both the 
supplier’s and the consumer’s view by introducing a new framework that incorporates 
the central elements of and reasons for lasting customer relationships. The focus of 
this study is in understanding the components, not in measuring the effects of the 
components on the nature of consumer relationships. 
 
The proposed working terms are relationship drivers and relational motivation. 
Relationship drivers are used to cover the area of motives and reasons for relational 
behavior. It was felt that such an exploration requires the use of generic terms for 
arranging the understanding of the focal phenomena. Firstly, to avoid varying and 
opposing connotations based on different research traditions. The concepts connected 
to the research theme have defined, limited and clear meaning in the original research 
tradition. Secondly, to leave room for the discovery of new content and new 
definitions that would enable discussing both sides of the dyad using the same 
wording. Wilkie (1990) defines a motive as “a concept used by researchers to explain 
the reasons for behavior” (p. 176) and “a strong and persistent internal stimulus 
around which behavior is organized”. Therefore driver is more suitable than motive 
for discussing both the provider’s view and the consumer’s view, as the providers do 
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not have emotions except through their representatives, the personnel. Often, different 
concepts are used for each actor. For example, Odekerken-Schröder (1999) and De 
Wulf (1999) use the separate labels “buyer relationship proneness” and “seller 
relationship orientation” in studying the effect of relational motivation on relationship 
outcomes. 
 
By the same token, relational motivation is used to describe the set of drivers for each 
actor. Motivation is, in this study, used as a common denominator for the theoretical 
and the practical as well as for the consumer and the provider. This approach will 
leave room for the possibility that the exploration of relationship drivers of the 
consumer and of the provider yield different drivers and different perceptions of 
motivation, and therefore a broad concept is more useful than a narrow focus of bonds 
or relational benefits. The concept of motivation has not previously been introduced 
in this theoretical context to work as a heading for several related concepts, even 
though it is implicitly used in approximately the same meaning by Dwyer, Shurr and 
Oh (1987) and Sheth and Parvatiyar (1995). 
 
The purpose of the study is to create structured understanding of the nature of 
customer relationships from both the provider’s and the consumer’s viewpoints by 
studying relationship drivers and proposing the concept of relational motivation as a 
provider of a common framework for the analysis of these views. 
 
The research questions thus are: 
 

o Why do consumers end up in or decide to engage and remain in a customer 
relationship? 

o Why do providers aim for consumer relationships? 
o Which relationship drivers form the relational motivation of consumers? 
o Which relationship drivers form the relational motiva tion of providers? 

 
The research questions are approached through a theoretical exploration of concepts 
that may help explain the reasons for starting and continuing a customer relationship 
and through two empirical studies. The exploration takes into account the views of 
both actors. The researcher takes the viewpoint of an outsider to the focal relationship 
and attempts to understand through analysis, the modeling and systematization of the 
nature of this relationship. The understanding that is created is believed to be a 
contribution to the research traditions of Figure 1, but also to the companies that have 
taken on the challenge of building consumer relationships. 
 
There are two main reasons for studying both actors of the dyad. Firstly, to provide a 
full view of the context of the relationship instead of a one-sided picture and 
secondly, to provide input to two, until now separate discussions of relationship 
marketing: the provider’s view and the consumer’s view. In a way, this is studying 
customer relationships in the true spirit of relationship marketing: incorporating 
mutuality. 
 
The following section of this chapter presents the empirical context of the study as 
well as a pilot study on consumer relationships in retail programs. Chapter 1 
concludes with a presentation on the structure of this study report. 
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1.2  Selecting the empirical context 
 
The empirical context of this study is one area of consumer relationship marketing, 
namely customer loyalty programs. Openly communicated loyalty programs are one 
marketing practice that can be identified from the outside. There are naturally other 
forms of managing provider – consumer relationships, without a program. As these 
forms include many functions such as service management, marketing 
communications, customer care and sales channel management, it was anticipated that 
the perception of such forms of relationship management  of each actor would vary 
considerably. It was assumed that e.g. the use of database or direct mail tools would 
be more abstract for the consumer, thus making it difficult to assure that both actors 
are evaluating the same phenomenon. The advantages of the chosen setting are 
twofold. Firstly, promoting understanding of customer relationships that are defined 
primarily by the existence of the customer’s personal data in the marketer’s database 
or a card in the consumer’s wallet: a common type of consumer relationship, of the 
nature of which there is, however, limited knowledge, Secondly, being feasible way to 
operationally define the focal relationship in the study of both actors. 
 
If some other form of consumer relationship marketing had been chosen, there would 
have been a need to narrow down the study to one company and its customers to be 
able to make sure the actors are discussing the same phenomenon, There are, 
however, advantages of the chosen setting of several actors on the provider side. 
Firstly, it provides understanding of a marketing phenomenon on the market level – a 
comprehensive description of the practice of customer loyalty programs from the 
provider side. Secondly, from the consumer’s viewpoint, the setting gives the 
possibility to study the programs vis-as-vis one another. The empirical context is 
Finland: Finnish customer loyalty programs and their customers. This is a limitation, 
as it does not provide a cross-cultural view. These arguments are based on a literature 
review on consumer relationship marketing. The review is presented next. 
 
 
1.2.1 Consumer relationship marketing 
 
Studies argue for and against the use of Relationship Marketing (RM) in the consumer 
market, and provide a broad spectrum of results. The most enthusiastic camp 
maintains that RM is a strategy for all companies and products alike (e.g. Rogers and 
Peppers 1994, Peppers and Rogers 1997). The opposing camp of scholars claims that 
the relationship approach is not suitable in some industries. For example, Egan (1999) 
argues that relational strategies have proven costly and become a burden in consumer 
retailing and that a successful relational strategy would require “high consumer 
naiveté”. The middle ground is that there is different relationship proneness in 
different groups of customers of different industries (e.g. Voss and Voss 1987, 
Christy et al 1996). 
 
This section first discusses current views on engaging the consumer in customer 
relationships and on customer loyalty programs as a tool of consumer RM. The 
overall focus is on the management of customer relationships in the consumer market. 
The purpose of the review is to present the context in which relationship drivers and 
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relational motivation present themselves when the actors are a provider and a 
consumer, as well as to present the empirical context of the study, loyalty programs. 
 
The discussion on consumer relationship marketing has been dominated by 
practitioners’ issues and views (eg. Johnson and Leger 1999, Middleton Hughes 1999, 
Raphel 1998, Barlow 1999, O’Brien and Jones 95) as well as by management 
literature that has included best sellers on marketing management (Reichheld 1993, 
Pine, Peppers and Rogers 1995, Peppers and Rogers 1997, Vavra 1995). Privacy has 
become a focal issue especially in the field of direct marketing (see e.g. Campbell 
1997) as have database management and data mining (see e.g. Christy et al 1996). 
There is a plethora of terms that belong to this theme, including database marketing, 
individualized marketing, micro-marketing, relevance marketing, one-on-one 
marketing, bonding, frequency marketing, segment-of-one marketing, integrated 
marketing and interactive marketing (Vavra 95). The flow of issues thus seems to be 
from the practical to the academic. In fact, an academic research stream that addresses 
consumer relationships emerged in the late 1990’s (Bendapudi and Berry 1997, 
Gwinner et al 1998, Fournier 1998, Pels 1999).   
 
Also one-to-one marketing, a fairly recent paradigm of systematized communications 
with individual consumers, embraces consumer relationship marketing. The 
communication-dominated views rarely explicitly take into account the whole 
offering, in other words, all the acts and encounters in the relationship.  Interestingly, 
the discussions are separate, perhaps due to the one-to-one paradigm orientation 
towards electronic relationships.  
 
Already in 1983, Berry lay the foundations of what later became one-to-one 
marketing in stressing the need for collecting customer data and tailoring services to 
meet the needs of the customers, and that these tailored services will become an 
incentive for the customer to stay ins tead of teaching a new service provider.  
 
Berry and Parasuraman (1991) describe what they label one-on-one marketing as 
staying in touch with the customer and personalizing the service, in effect treating the 
customer as a segment of one. Prerequisites fo r this type of service marketing are 
firstly, access to the service; secondly, two-way communication, i.e.,, company-
initiated as well as customer- initiated, thirdly; the organizational and informational 
means to efficiently tailor services to customers’ specific requirements, and finally; a 
management system that supports this type of service management. 
 
The one-to-one marketing communications paradigm is based on managing the 
consumer despite the vast information flow the consumer faces today. The turn of the 
century was seen as the era of niche and customized marketing and product 
positioning. Information technology and flexible manufacturing systems are seen as 
enablers of individually customized goods in large volumes at a relatively low cost. 
The twin logic of mass customization and one-to-one marketing binds the producer 
and consumer together in a learning relationship. Learning relationships are defined 
(Pine et al. 1995) as ongoing connections that become smarter as the parties interact 
with each other, collaborating to meet the consumers needs over time (Frazer-
Robinson 1997, Pine et al 1995, Peppers and Rogers 1997, Cross and Smith 1995). 
Learning relationships are said to be a management issue and not a marketing 
communications issue. The components involved in cultivating learning relationships 
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include an information strategy for initiating dialogues, a production/delivery system, 
an organizational strategy for managing customers and capabilities, as well as an 
assessment strategy for evaluating performance (Pine et al 1995).2 

 
One-to-one marketing is claimed to improve customer retention dramatically, to 
increase unit margins, to create new markets of individual customers and to make a 
successful transition into the interactive age (Peppers and Rogers 1997). The promise 
of one-to-one marketing to the customer is that by telling the marketer about their 
needs and preferences, the customer receives better products and better service. The 
promise to the marketer is specific knowledge of customer needs and a way to reach 
these customers (Bayers 1998). There are few academic studies on the fulfillment of 
these promises. 
 
The idea of the learning relationship is similar to that of the knowledge bond (see 
chapter 3.7), but the one-to-one paradigm takes the effect of this bond to the extreme 
by claiming that “(the learning relationship) is clearly the most effective strategy for 
maintaining any customer’s long-term loyalty”. The learning relationship includes 
emotional attachments that are said to be a result of convenience (Peppers and Rogers 
1997. Convenience, or any other service feature, is not likely to be (an emotional) 
bonding factor for all consumers alike. Thus this reasoning alone does not seem 
comprehensive enough to promote understanding of consumer RM. The main 
disadvantage is that, by definition, it seeks to “sell” and to “manage customers” and 
does not genuinely make the customer the center of things, although it does present 
improvements on the traditional ways of implementing marketing campaigns. 
 
In this study, one-to-one marketing is seen as a means of communicating to 
customers, while mass advertising, consumer- initiated communication, customer 
service and other direct or indirect communication between the marketer and the 
consumer still exist and have their own roles in the relationship. For example, mass 
advertising mainly aimed at attracting new members to a loyalty program also affects 
existing members. 
 
 
1.2.2 Customer Loyalty Programs 
 

As a result we now see an environment in which consumers 
participate in several loyalty programmes and passively collect 
points out of habit rather than being challenged to spend more each 
shopping trip or to shop more frequently. This is hardly surprising 
given that most schemes offer blanket rewards (usually one percent) 
so that even the indiscriminate shoppers can be rewarded for what 
is, in essence, disloyal behavior. 

A Marketing Support Manager in McKenzie 1998 
 
The opening quote condenses the critique of customer loyalty programs. These 
programs are tools for decreasing switching that are used in all fields of retailing and 
consumer services. Reasons for the emergence of loyalty programs have been found 

                                                 
2 Customization of web-based services means remembering something for the user, such as creating a 
home page according to the customer's own pre -selections. Personalization is more, and involves 
taking information from the relationship and using that information to deliver a better experience to the 
customer (Excite's Craig Donato in Bayers 1998). 
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in industry and service structures. They are prevalent in cases of virtual parity, i.e.,, 
when there is little difference between prices or service content; in low-involvement 
decisions; when there is intense competition among few competitors; when there are 
high fixed and low variable costs; and where idle capacity makes it possible to give 
away free services (Duffy 1997). Situations in which a customer loyalty program is 
claimed to be helpful are when the scheme directly supports customer value 
propositions, when relationship building adds to perceived value, when lifetime 
customer value is high, and when customer retention costs are less than acquisition 
costs (Dowling and Uncles 1997). Among the most-cited customer loyalty programs 
is the American Airlines AAdvantage program. Its Gold program is targeted at the top 
2-3% of members, based on mileage, i.e.,, spending. Berry and Parasuraman (1991) 
find the reservation-system-based benefits offered to Gold members a form of 
structural bonding, since many of the small benefits are impossible to get from other 
airlines and because staying in the Gold group requires continuous spending.  
 
Today, programs are in use in all fields of retailing and consumer services. The 
programs reward customers in a variety of ways for coming back and are usually 
directed towards large groups of consumers. Among the best known are airline 
programs with millions of members worldwide. There were about 40 domestic-based 
frequent flier programs in the US in 1996 (Toh, Browne and Hu 1996). In Germany, 
there are some 300 loyalty programs that cover all consumer industries and are of 
varying size (Butscher 1998).  
 
The average U.S. consumer enrolled in a customer loyalty program has 3.2 
memberships, and about 50 per cent of households are enrolled in some scheme. Sixty 
per cent of U.S. supermarkets have such programs, while in the UK, 83 per cent of 
customers are enrolled but 30 to 50 per cent of members are not active (Newell 2000). 
On the other hand, in the UK, first-store loyalty in supermarkets is about 80%, which 
makes the need for loyalty- incentives questionable. (East and Lomax 1999)  On a 
smaller but nationally significant scale, Finnish retail programs have up to over 2 
million members each out of a population of 5 million, spanning over 90 per cent of 
households. (Arantola 2000) 
 
In their study of airline customers in the US and Australia Toh et al. (1996) found 
loyalty programs to be only fifth in importance out of eight factors when choosing an 
airline. A study by Jupiter Communications (Chain Store Age 2000) found that the 
role of loyalty programs may be weaker in the on-line channels than in the traditional 
channels. Online, strong customer service outweighed loyalty programs as a feature 
that attracts customers to the site. 
 
In fact, loyalty programs have become so common that it is often predicted that they 
will lose their impact on the individual consumer – he or she will enroll in competing 
programs to get the price cuts and not become loyal or committed. Butscher (1998) 
found that 90% of the programs in his study were built on price-related benefits, 
which makes them a short-term tool. Programs are often called “loyalty schemes”, 
which has a negative connotation – marketers are scheming to take advantage of 
customers. 
 
Further, customer loyalty programs have been criticized for the following reasons: 

- they do not fundamentally alter the market structure 
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- they increase marketing expenditure and are expensive to operate 
- they bribe customers to buy again, but do not increase spending or result in extra loyalty 
- it is not possible for all competing organizations to increase loyalty by imp lementing a 

program 
- the consumer may not want a relationship with low-involvement products or with the 

companies offering them 
- polygamous loyalty (multi-brand loyalty) is signature behavior of many heavy users of a 

product or service category 
- customer loyalty is to the incentive and not the brand, and there is no affective attitudinal 

component to loyalty 
- the idea is to increase short-term sales without adding to the quality of the long-term 

relationship (McKenzie 1998, Bejou and Palmer 1998, Dowling and Uncles 1997, O’Brien 
and Jones 1995) 

- half of all supermarket switching is induced by factors that the store has no control over, eg. 
the customer moves (East and Lomax 1999) 

 
The question thus is whether the program resulted in increased sales or identified 
sales. Frequent customers’ share of purchases may be very high but the figures would 
need to be compared with the “before” situation. This is often not possible, since the 
loyalty program may put identification into the toolbox of the marketer for the first 
time. However, Arantola (2000) found that the programs have different goals and 
purposes, of which customer retention is only one. This brings the need to understand 
the marketers’ motives to our attention.  
 
Surprisingly, the customers’ evaluations of the programs have also not been studied 
extensively (see e.g. Kivetz and Simonson 2000). There are a few studies on the 
effectiveness of the loyalty card as a marketing tool. They use a quantitative approach 
in verifying the effects on loyalty and motivation for joining. The scope has thus far 
been one program or one branch and the view that of the marketer. (Worthington 
1998, Arantola 1999, Bigné Alcañiz and Rodrigues Vives 1999, Sharp and Sharp 
1999, Liebermann 1999, Hart, Smith, Sparks and Tzokas 1999, Bolton, Kannan and 
Bramlett 2000, Stauss et al 2001). 
 
There are several terms that are used for similar consumer relationship marketing 
tools or strategies. Liebermann (1999) studied membership clubs. Blomqvist et al. 
(1993) discussed customer clubs and defined them as follows: A formalized society of 
customers that meet certain criteria set by the company, and that make some kind of 
offering for membership. As a reward for this they receive benefits that are only 
available to members of the club3. Butscher (1998) defines customer clubs as an at 
least communicative union of people or organizations, which is initiated and operated 
by an organization in order to contact these members directly on a regular basis and 
offer them a benefit package with a high perceived value, with the goal of activating 
them and increasing their loyalty by creating an emotional relationship. He makes a 
distinction between customer clubs, which create emotional relationships, and other 
clubs and customer loyalty programs such as fan clubs, consumer clubs, warehouse 
clubs, discount clubs and bonus, reward or frequency programs. 
 
Johnson (1998) uses the term loyalty program to describe any marketing program 
designed to increase the life-time value of current customers through a long-term 
interactive relationship. A typical loyalty program thus includes five elements, 

                                                 
3Translated from Swedish by the author 
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namely a database, an enrollment process, rewards, value-added or soft benefits and 
customer recognition. Peppers and Rogers (1997) include membership benefits, 
customer recognition, key accounts and frequency marketing plans under retention 
programs.4 
 
These definitions have three things in common, but also one fundamental difference. 
Firstly, they all include in the definition a group of customers that form the target as 
well as the membership of the program – the program is thus a concept of a limited 
and known group of actors. Secondly, all include benefits or rewards to the member. 
Thirdly, they all include interaction between the marketer and the member. The 
difference is found in the level of commitment from the customer. Butscher finds that 
clubs establish emotional relationships, while others look only at the company’s goals 
of long and profitable relationships. 
 
It seems more appropriate to use the term customer loyalty program than customer 
club, because programs may also be internal processes that are hidden from the 
customers in that the benefits and rewards present themselves, but the company is not 
in the market of clubs and cards. The word club seems to imply that the customer 
purposefully joins something and is aware of what it is. In non-commercial contexts, 
clubs are unions of people who recognize fellow members and have an interest in the 
whole community. This study also differs from Butscher’s in the emotional 
dimension, because many if not most of the programs would most likely fall outside 
its scope. An attempt to define the phenomenon of interest from a wide perspective, 
while making a clear distinction from other forms of marketing, follows: 
 

- The members and prospective members form a group from the marketer’s point of view. 
- The group has something in common, which are the criteria set by the marketer. 
- The members sacrifice something to gain membership; they make an investment. This 

sacrifice may be made unknowingly, when the customer qualifies according to the hidden 
criteria of the internal program. It may involve time (filling out a form), giving out 
information about oneself (extensive or basic), or money (in the form of consumption). 

- The marketer has some soft or monetary benefits reserved only for members (e.g. in the form 
of information, service level or money). 

- There is a structure of marketing communication, service components and/or products that 
could be seen as a planned program for this group. 

 
These ingredients are present in the following definition of a customer loyalty 
program: 

A planned program for a group of existing and prospective customers who 
fulfill criteria set by the provider and who make a sacrifice of time, money or 
other resource to qualify for or join the program and receive benefits reserved 
for this group. 

 

                                                 
4 There has also been interest in paid membership relationships as an empirical context. (Bhattacharya 
1998, Gruen 2000) There are two types of paid membership, access membership and full-choice 
membership. The former means that membership is required for access to the service (museum, 
automobile association) and the latter that  the service is available to non-members also. (Bhattacharya 
1998). These types of membership are outside the scope of the present study, since they can be seen as 
”subscription-based” relationships: the customer pays to receive the service for a certain period of time, 
like a newspaper. Eventual incentive programs for the members to renew their ”subscription” would be 
inside the scope of the study. 
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In this study, the company running the program is referred to as the provider. With 
hidden programs, the customer is not aware of being a “member” and the hidden 
programs are thus outside the scope of the study. 
 
 
Goals of customer loyalty programs 
 
There is a multitude of managerial books on what to take into account when planning 
and launching a customer loyalty program, and sometimes include real- life examples 
of well-known programs. The actual impact of the programs is described in the form 
of total sales from the member base, or campaign returns in the form of cost-per- lead 
or pull percent (Blomqvist et al 1993, Duffy 1997). Loyalty programs often segment 
members according to their buying behavior by looking at their spending.  
 
O’Brien and Jones (1995) maintain that reward programs do work provided that the 
company takes a strategic, long-term approach. The goal should be to share value 
with the customers in a way that is relative to the value that the customer creates for 
the company. This goal could be reached by educating the customers about the 
rewards and thus motivating them.  
 
In fact, there are few documented measures of goal attainment in the programs. 
Common goals include maintaining sales levels, margins and profits, increasing the 
loyalty and potential value of existing customers, and inducing cross-product buying. 
The desired outcomes are usually directed at specific segments, such as heavy buyers. 
There are also tactical motives such as attempting to differentiate a parity brand, pre-
empting the entry of a (new) parity brand and pre-empting a competitor from 
introducing a similar loyalty scheme (Dowling and Uncles 1997). Newell (2000) 
suggests the following goals and measures for loyalty programs: increases in recency 
and frequency of purchase, customer value in terms of purchase and profit, change in 
cross-selling effectiveness, and finally, share of wallet. Butscher (1998) divides the 
goals into core goals, main goals and secondary goals. Core goals include increasing 
revenue, profit or market share. The main goals might be to win new customers, build 
up a strong database, support other company departments and create communications 
opportunities. Some secondary goals would be to increase visit frequency at point of 
sale, increase usage and purchase frequency, develop problem solutions, support the 
public relations of the company, add customer support capacity and improve product, 
brand and company image. 
 
A company’s share of customer, i.e., its share of each customer’s total patronage, is 
seen as one of the useful measures of success in building learning relationships. This 
can be calculated by estimating what the customer is buying from the competition and 
what he or she is buying from the company, based on asking the customer or the 
frequency, spending, recency of last purchase and the content of the shopping basket. 
(East and Lomax 1999, Pine et al 1995). The best source for this information is 
according to Pine et al. (1995), the customer. East and Lomax (1999) maintain that, in 
retailing, a common measure is a loyalty score that is reasoned based on the 
customers share of purchases in the chain and then determining the average share of 
customer for a particular store. Another measure is first-store loyalty, which is the 
share of purchases in the preferred store (East and Lomax 1999).  
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This study’s interest is both on the provider’s and the consumer’s motivation to begin 
and continue a customer relationship. Therefore, the goals set to achieve changes in 
the customer’s perceptions of the relationship would be of particular interest. For 
example, Butscher’s (1998) goals presented above are not in line with his definition of 
customer clubs, which included establishing emotional relationships. Table 1 below 
introduces a theoretical categorization of program goals as suggested in the literature. 
In the frame of thought of this study, these goals are a part of the marketers’ relational 
motivation. As can be seen in the Table, the consumer’s view isn’t part of the 
theoretical goal structure.   
 
Table 1 Provider drivers in terms of program goals 

 
 
Categories of loyalty programs 
 
Loyalty programs have been categorized in different ways and the classifications 
often come with a recommendation of when to use each type of program. One 
typology even distinguishes customer newsletters and customer vouchers as separate 
categories (Kendrick 1998). Duffy (1997) makes a useful distinction between 
clandestine and open programs, the former being the marketer’s internal way of 
differentiating the offering and treating customers differently, and the latter being 
programs that are openly communicated to members and non-members. The 
typologies here concern open programs. In fact, clandestine programs are probably 
included in one-to-one marketing or services marketing, and are not usually 
recognized as programs. A clandestine or hidden program could make treating 
customers differently a managed entity, and therefore is a useful category. 
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An affinity program is a special type of loyalty program. An affinity partner serves as 
a middleman between customer and company, and customer loyalty is directed toward 
the affinity partner. The partnership increases the effectiveness and reach of 
marketing communication compared with direct relations between customer and 
company. Affinity is an individual’s level of cohesiveness, social bonding, 
identification and conformity to the norms and standards of a particular reference 
group. There are four central distinguishing features of affinity marketing.  

1) Third-party endorsements, i.e.,, taking advantage of an existing relationship 
2) Shared incentives, i.e.,, the partner and the customer share the benefits. 
3) Enhancement packages combine benefits that are important to the types of 

consumers in the membership 
4) Increased value in both monetary terms and social bonding when the customer 

feels connected to the community that the partner represents.  
Common examples of this are affiliation credit cards that often offer short-term 
financial bonds and long-term social bonds derived from shared values of the 
customer and the affinity partner (Macchiette and Roy 1992, Blomqvist et al. 1993, 
Voss and Voss 1997). 
 
In affinity programs, customer loyalty to the company is mediated by the affinity 
partner’s loyalty to the company. The success of an affinity-marketing program is 
therefore dependent on the company satisfying the partner while satisfying the 
customer in terms of service delivery (Blomqvist et al 1993). Macchiette and Roy 
(1992) distinguish between true, moderate and nominal affinity. True affinity entails 
high social disclosure of membership as well as high affinity strength. They also 
maintain that frequent flyer programs are examples of nominal affinity, where the 
group has virtually no social bonding and little tendency toward social disclosure. 
Personal benefits and the enhancement package are key considerations in the nominal 
affinity category. Frequent flyer programs, however, do not fulfill the Macchiette and 
Roy model of affinity marketing, since the customer relationship is formed directly 
between the company, i.e.,, the airline and the member. 
 
O’Brien and Jones (1995) find five areas of a program that determine the perceived 
value of a program to the customer. Firstly, cash value that in the simplest form is a 
discount. The company can also calculate the value of a reward in terms of required 
spending and the cash value of the reward. Secondly, redemption choice, which is the 
array of products and services that the customer can obtain with the program 
currency. Thirdly, aspirational value, which motivates the customer to change his or 
her behavior in order to obtain some exiting reward. Fourthly, relevance, which 
means the role of the program in the customer’s life. Relevance can be thought of  in 
terms of “waiting time” to obtain rewards with realistic spending levels. Finally, 
convenience, in terms of coupons and other hassle. These elements seem to be a 
comprehensive picture of the customer view to the value of the program on a general 
level. However, the measurement of the customer’s perception of each area or the 
relative importance of the elements to certain groups of customers is a management 
challenge for the programs.  
 
Appendix 10 presents earlier categorizations of customer loyalty programs. Table 2 
presents common features of loyalty programs with two dimensions: main benefits 
provided and openness of joining and communicating to consumers. Many programs 
have several types of rewards and would thus fit into many categories. As an area of 
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further study, it would be interesting to find the successful cells in terms of the 
marketers’ view and the consumers’ view, rather than just to list the industries that 
have historically occupied certain cells. 
 

Table 2 Categorization of features of customer loyalty programs and examples of industries 

 
 
It seems that customer loyalty programs have rarely been the focus of academic 
research. Liebermann (1999) claims that their study was probably the first academic 
study to systematically discuss the role of membership clubs within the context of 
Relationship Marketing. The few studies done in the same empirical context are 
presented in Table 3. The studies concentrate on the effectiveness of the loyalty card 
as a marketing tool and mostly use a quantitative approach in verifying the effects on 
loyalty and motivation for joining. Their scope has been one program or one branch. 
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Table 3 Studies on customer loyalty programs 

 SITUATION AND 
UNIT OF 
ANALYSIS 

METHOD RESULTS SUGGESTED 
FURTHER 
STUDIES 

Worthington 
1998 

Launching town 
center loyalty card 
to win customers 
from out-of-town 
superstores 
“Loyal to 
Leominster” card. 
 
Effect of the card 

93 participating 
merchants. 
Postal 
questionnaire 
(N=50), semi-
structured 
interviews 
(N=23), second 
questionnaire 
(N=38) 

“why not” types of 
motivations for 
joining, perceived 
picking up of 
business by ¼ of 
the merchants 

Other similar 
programs 

Arantola 1999 Retail chain 
customer loyalty 
program.  
Users of web 
customer service 

Study of the 
content of emails 
from members 

Tentative loyalty 
to the web 
channel 

 

Bigné Alcañiz 
and Rodrigues 
Vives 1999 

Airline branch 
customers: 
Attitudes towards 
frequent flyer 
programs 

Relationship audit. 
Survey at airport, 
165 respondents. 
18 variables 
Spain 
July 1997 

Memberships are 
becoming a 
selection element 
of airlines in 
addition to 
punctuality and 
schedules 

Attitudinal data 
contrasted with 
the behavioral 
data in databases. 
Improving 
reliability of the 
scale 

Sharp and 
Sharp 1999 

Launch of loyalty 
card:  
impact versus 
price promotions 
of competition. 
Stationary 
market. 
 
Gasoline 
customers,  
4 chains. 
Buying behavior 

10 week panel 
period, 592 
respondents. 
Adults, own or 
drive a car, New 
Zealand. 
Fall of 1996. 

Excess5 loyalty 
that can be 
attributed to the 
program. Non-
members’ 
behavior is 
affected by 
competitor’s price 
promotion, 
whereas members 
are insulated from 
it.  

Effect after launch 
campaign and 
promotion. Long 
term effects. 

Liebermann 
1999 

Six membership 
clubs in different 
fields of consumer 
service and 
retailing 

 For some of these 
companies share 
of sales accounted 
for by loyal 
customers is over 
30% 
number of 
members was 
about 15 300 per 
club 

 

Hart, Smith, 
Sparks and 
Tzokas 1999 

Retailing. 
 
Card-holders, non 
card-holders. 
Attitudes towards, 
experience and 
usage 

Quantitative diary 
plus purchase 
data research,  
30 respondents, 4 
months 

Card-holders 
scores more 
positive and stable 
than non. 
Behavioral loyalty 
observed.  

 

                                                 
5 Excess loyalty brands have too much purchase loyalty for their penetration level, see Ch. 3 
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Bolton, 
Kannan and 
Bramlett 2000 

Worldwide 
financial services 
company  
 
Under what 
conditions will a 
reward program 
have a positive 
effect on customer 
evaluations, 
behavior and re-
patronage 
intentions? 

Cross-sectional, 
time-series data. 
Credit card 
customers from 3 
European 
countries. N=405 
Survey + 
behavioral data  

Members overlook 
or discount 
negative 
evaluations of the 
company vis-a-vis 
competition 

Markets where 
usage is higher.  
What features of 
the program 
create the positive 
effects 

 
 

1.3 Pilot study: Consumer relationships in retail programs 
 
Study design and data collection 
 
The aim of the present study is to create new understanding of the nature of customer 
relationships from both the provider’s and the consumer’s viewpoints. A quantitative 
pilot study was performed in 1998 provide a knowledge base on the consumer’s 
motives for joining customer loyalty programs as well as of the market in Finland as 
background for the empirical study of the marketer view. The main goal of the pilot 
study was to create a picture of the market shares and penetration of each retail 
group’s loyalty program, since nationwide information on the Finnish market was not 
available. Another goal was to test an involvement scale to see whether a quantitative 
approach to motivation would be fruitful. 
 
Figure 2 illustrates a trend from 1997 to 2002 in the memberships of the largest 
programs. The percentage is the number of consumers that, from a list of programs, 
said they were members of these programs. The data collection is based on one 
question in the GallupChannel sample of Finnish consumers. The question has 
remained the same through the years except for the added Silja Line and Finnair that 
were on the list on January 2002 for the first time. The sample size varies over the 
years as described in the Figure, but the trend of growing memberships is clear. 
Stockmann department store has gained a position in the Finnish consumer’s wallet 
even though they only serve the largest cities as opposed to the thousands of outlets 
included in the three largest retail programs (the program covers also a mail order 
business). 
 
The questionnaire of the pilot study (1998) was designed to suit MDC Gallup Ltd.’s 
GallupChannel (GallupKanava) tool, which at the time of the study was a panel of 
1000 households that were enrolled to respond to questionnaires on a weekly basis. 
The households are equipped with computers provided by Gallup, the questionnaires 
are sent to the respondents via modem connections and the responses are sent back in 
the same way. The customer loyalty program questionnaire was available between 
May 1st and May 3rd 1998 and yielded a total of 767 responses.  
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Figure 2 Trend in memberships of major loyalty programs 

 
 
The pilot study revealed the large number of households with two or more 
memberships, which was 59,5% of the respondents. The largest membership was the 
K-Group with 52,5%, second, S-Group with 46,8% and E-Group (Tradeka) with 
33,9% of the respondents being cardholders. As for the daily shopping routines of the 
respondents 36% of the respondents shopped for groceries in only one store, 55% in 
two to three stores and 10% in a variety of stores. When asked about staying with the 
same retail chain in the case of moving to live in another place, 64% of the members 
(N=670) said they would be likely to stay with the preferred chain. 
 
9The share of non-members of the respondents in the January 2002 questionnaire is 
under 10%. In the pilot study of May 1998, the non-member group (N=97 or 13%) 
consisted mainly of young respondents living with their parents (16%) and young 
single households (22%) as well as senior citizens (21%). The income level of non-
members was in the lowest third, which is consistent with the life situation of the 
groups and the volume-based benefit structure of the cards. Almost all of the 
respondents that did not have a card stated that they were not going to acquire a card 
(N=90). From a list of reasons for not acquiring the card (see Appendix 4) 56% said 
that they do not want to concentrate their purchases and 33% that the ir purchases are 
so small that they wouldn’t get a bonus. 11% felt that the bonuses are too low. This 
descriptive analysis of the responses raised more questions, for example, what were 
seen as the disadvantages of buying from one place - especially as 44% of the 56% 
that were against purchasing from one place stated that they already buy from one 
place.  
 
Reasons for acquiring the card were inquired with a shorter list of options, and 
“Because of the bonuses” gained 62%, “Because of the member specials” 65% and 
“Because of the credit card” 10%. (more than one selection were allowed). This result 
of the pilot study raised the curiosity of the researcher most: can it really be, what if 
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these options were discussed in depth? As will be discovered in 5.2, these initial 
answers were not found to be the core of the relationship in the in-depth interviews. 
 
Best features of the programs were suggested and “Abundant bonuses” gained 29%, 
“Good member special offers” 40%, “Lots of different kinds of stores that offer 
points” 43%, “Enough stores within my reach” 36%, “Also specialty stores that offer 
points “ 29%, “Clear system” 33%, “Good way of informing about service” 24%, and, 
“Other” 6%. These responses were in line with the reasons for acquiring the card. 
However, they didn’t provide much new insight as, in retrospect, the options weren’t 
something one would expect the consumer to object to.  
 
There was also a section in the questionnaire that attempted to look at the relational 
involvement of the customers. The attempt to measure involvement was based on 
Mittal’s (1995) comparison of four different consumer involvement scales. 
Involvement was defined as the perceived importance of the stimulus - be that 
stimulus the product itself or the purchase-decision task. Thus, unimportant would be 
uninvolving. The operationalization of involvement has proven difficult and the aim 
was to combine the knowledge of these previous attempts compiled and developed by 
Mittal (1995) and to see if involvement in customer loyalty programs could thus be 
quantified. Questions under “meaning of the program” in the survey (Appendix 4) are 
based on suggestions from Mittal’s article (p. 667) 
 
The involvement scales yielded mean values of 4,39 to 4,79 on a scale of 1-7 with the 
exception of appraised ”benefit”, which scored a mean of 5,04 (N=670). The results 
do not indicate any significant meaning of a program, i.e.,, the program did not raise 
any particular feelings.  
 
 
Input to the research process 
 
The quantitative pilot study gave an insight into the market shares of different 
programs in retailing, but the attempt to look at the involvement of the customers was 
not successful. The study provided a description of the actual market situation of 
grocery store chain loyalty programs in Finland and raised questions for 
understanding the motives of the consumer as a member. For example, if customers 
state that something is “unimportant”, the percentages do not reveal why it is so, or 
what constitutes importance in this context. Also, the mean percentages do not reveal 
the different types of attitudes towards the program, and only describe a generic 
grocery store customer. This, once again, raised interest in the real motivation and 
interests of the consumers. 
 
To sum up the output of the pilot study, there would have been a possibility to dig into 
the demographics of the respondents and to find significant differences and features of 
the consumer that explain these different views. This was not done, since I felt that we 
didn’t have the right questions to ask yet, and that a qualitative approach was needed. 
The pilot study, thus, served its role as a description of the market and the attitudes of 
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the consumer at least on the surface. The next step was to ask the providers what they 
were aiming at6. 
 

1.4 Structure of the study report 
 
This chapter provided an introduction into the research themes and purpose of the 
study as well as the empirical setting of the study. 
 
Chapter 2 will describe the research path and methodological choices. The research 
design will be presented along with descriptions of the data collection and analysis of 
the two main studies. An evaluation of the abductive strategy and the research process 
are presented.  
 
Chapter 3 charts the area of possible relationship drivers through a literature review. 
The chapter concludes with a conceptualization of relationship drivers and relational 
motivation and discusses the provider-specific and consumer-specific drivers. 
 
Chapter 4 introduces an empirical view to the present day practitioners of consumer 
relationship marketing with the aim to describe the providers’ relationship drivers. 
The empirical reality and theoretical insights are merged into a framework of 
providers’ relationship drivers. Chapter 5 represents the consumer study and 
concludes with a framework of consumers’ relationship drivers. 
 
Chapter 6 summarizes the main results of the study process and discusses the 
empirical and theoretical contribution. The study report concludes with managerial 
implications of the results as well as suggestions for further studies. 
 
Definitions of central concepts used and created in this study are compiled into 
Appendix 13. The definitions presented were chosen from existing literature or 
introduced in the course of the study. The path leading to these definitions is 
presented in different chapters of this study report as indicated in the Appendix. 

                                                 
6 A qualitative approach was also attempted on a small scale in the same phase of the process as the 
quantitative pilot study, the spring of 1998. This pilot study was an analysis of the feedback from 
members at the web site of a major retailing groups customer loyalty program. In 1998 the amount of 
e-mails generated from the site was still very small (69 messages in a two month period) and no 
meaningful conclusions could be made. The nature of e-mail language was very concise and to the 
point leaving little room for textual analysis . (Arantola 1999) 
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2 RESEARCH PATH AND METHODOLOGICAL CHOICES  
 

2.1 Abductive logic and the research path 
 
Abductive reasoning or systematic combining is an approach to theory generation that 
includes inductive and deductive features but is different from both. The biggest 
difference lies in the role of the framework. In systematic combining the framework, 
data collection and analysis evolve simultaneously. It can also be said that abductive 
logic intertwines the choice and development of theoretical models, the research 
design, the operational method issues as well as analysis and interpretation (Pearce 
1979 ref. Coffey and Atkinson 1996, Dubois and Gadde 1999) This chronological 
combining of the different research phases is actually not a novel or rare phenomenon 
as both inductive and deductive approaches are seldom found in their purest forms. 
Also in the course of the abductive process of this study there were phases that could 
be argued to be deductive or inductive as independent steps.7 The approach of 
tentative research questions and theoretical framework that are then shifted through 
data collection, is also supported for example by Hartley (1994) in case studies. The 
descriptions of methodological approaches tend to concentrate on polar opposites, 
while in reality the processes may be in different points on a continuum between the 
extremes. 
 
For this study, the research questions guided the approach and the research path, and 
the initial research questions were refined with added understanding before each 
empirical study, and even during the last of the three empirical studies. The resulting 
process was an application of abductive logic. The orientation is, as stated in the 
purpose of the study, to conceptualize and understand through exploring. It is not 
towards testing a theory or a set of hypotheses, but instead towards elaborating on an 
existing base of theory and the existing empirical reality. 
 
A valid point is made by Dubois and Gadde on the reporting of abductive studies: 
 

Although an extensive share of current research in many fields seems to be abductive 
in character, research reports are often structured in accordance with deductive 
approaches. A problem is identified and discussed in the light of literature resulting 
in research questions. Thereafter, a proper method is developed to “match” the 
research questions. Feasible empirical cases are chosen, presented and analyzed – 
and there they are – the results, conclusions and implications. And this seems to be 
regardless of the confused mix characterizing the process of the study.  
   Dubois and Gadde 1999, p. 14 

                                                 
7 In fact, the grounded theory approach underlines all three aspects of inquiry: induction (the discovery 
of hypotheses), deduction (the drawing of implications from hypotheses for verification) and 
verification throughout the research process, and thus connects grounded theory with the concept of 
abduction. (Strauss 1987, p.12) Grounded theory also stresses the integration of research phases, 
meaning the collection, coding and writing memos of the data. Thus going back to the data or 
collecting new data during the writing period is possible. (Strauss 1987) This too, is close to the notion 
of systematic combining presented above. The grounded theory approach is a style of doing qualitative 
analysis and includes theoretical sampling and methodological guidelines such as making constant 
comparisons and the use of a coding paradigm. (Strauss 1987) The general methodology of grounded 
theory may generate theory from the data or elaborate and modify existing theories through 
systematically gathered and analyzed data. (Strauss and Corbin 1998) 
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This study report is constructed to convey the exploration of a novel concept, 
relational motivation. This concept emerged in its final form in the last phases of the 
research process, and was not explicitly the original research question.  
 
The study process is described here to help the reader understand the abductive 
research path. The research path spans 4½ years from November 1998 to March 2002. 
The researcher’s experiences as a consumer sparked the process. I had been offered 
and had signed up for numerous customer loyalty programs and began to wonder 
what my reactions as a consumer were “supposed to be” – as assumed by the marketer 
- and what the marketers’ aims were. After an initial literature review it became clear 
that few studies had addressed the issue of why consumers would engage in customer 
relationships, although engaging customers was the focus of RM. A pilot study 
conducted with the Gallup Group was designed to discover the reasons for joining a 
loyalty program and to chart the market of programs in retailing.  
 
As the theories of repeat buying and loyalty provided few answers to “why”, 
especia lly in a relational context, an exploration of business-to-business relationship 
theories was made. The concepts of bonds and commitment were brought over to the 
consumer arena as possible pieces of the puzzle.  
 
After the pilot study the interest was focused on the providers’ motives. The pilot 
study revealed that in grocery shopping alone, consumers had several competing 
memberships. The general topic with the providers was: how are the programs run 
and does it make sense to them? 
 
Having discovered what the providers’ aims were, the next step was to explore the 
consumer view. In the process of the consumer interviews the idea of motives and 
motivation as a caption for the “whys” came up. The interviews revealed a different 
type of thinking from what the providers and theories had assumed, providing a richer 
description of the consumer view of customer relationships. In this phase of the 
process the model of relational motivation was created, which brought the need to 
examine and re-analyze the marketer case study material through this new frame of 
reference. 
 
The research path has thus been a winding road from a broad area of interest into 
specific questions in different directions, and finally, back to a more abstract level and 
a comprehensive picture of a supplier-consumer relationship and the two actors in the 
relationship. 
 
The role of the empirical context has been central throughout the whole process, first 
as a phenomenon in itself, and then as a context that provided a feasible way of 
accessing providers and consumers with a clearly defined customer relationship – a 
definition that could be operationalized for both actors. 
 
The researcher had a pre-understanding of the focal phenomenon as a consumer and 
as a marketing professional, and later as a management consultant focusing on the 
management of customer relationships. The roles of consumer, consultant and 
researcher have certainly had an impact in how the models and ideas have developed, 
but this impact is impossible to identify or describe in detail. It was present in the 
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interviews of both the marketers and the consumers, since this understanding provided 
a common language with the respondent to discuss the interview themes as well as 
possibilities for in-depth probing. This would have been difficult with a strange 
subject area. Pre-understanding can be a source of bias if the researcher has strong 
assumptions or prejudice of the answers to the research question. The researcher was 
aware of this risk throughout the process to avoid this type of bias. 
 

2.2 Research design 
 
The method or design of a study refers to the larger plan of the study while technique 
and tactic refer to the details of collecting and analyzing the data in a study (Lee 
1998) Also the term methodology is used to refer to the process, principles and 
procedures used in approaching research questions and seeking answers (Bogdan and 
Taylor 1975) or to style of gaining knowledge (Denzin and Lincoln 1998). There are 
different underlying views of the world behind different methodological cho ices.  
 
This section first briefly discusses these differing views of the world, presents 
available approaches and then highlights the approach chosen for this study as a 
whole. Figure 3 below summarizes the methodological choices that lead to the design 
of the two main empirical studies. Each decision is discussed in sections 2.2 to 2.4. of 
this chapter to clarify the methodology, study object, nature of the data, data 
collection technique and sampling tactic. Finally, in 2.5 the analysis approach is 
presented and in 2.6, the quality of the chosen methodology is evaluated. 
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Figure 3 Methodological choices 

 

 
The views of the world behind qualitative and quantitative approaches and the 
execution of the approaches differ with regard to ontology, epistemology, axiology, 
rhetorics and methodology. (Lee 1998) The ontological assumption or the nature of 
reality (Denzin and Lincoln 1998b) in qualitative research, is the coexistence of 
multiple, subjectively derived realities instead of the quantitative research view of a 
single, objective world. (Lee 1998) The epistemological assumption, i.e., the role of 
the researcher or the relationship between the inquirer and the known (Denzin and 
Lincoln 1998b), in qualitative research is interactive with the phenomenon under 
study, and in quantitative research independent or outside the phenomenon. (Cassell 
and Symon 1994, King 1994, Lee 1998) Axiology entails values of the researcher. 
Qualitative researchers openly act in a value- laden manner, whereas quantitative 
researchers attempt to approach the subject in an unbiased and value-free manner. 
(Lee 1998) Rhetorics (here defined as language styles) in qualitative research are 
personalized and context-based and in quantitative research formal and impersonal. 
(Lee 1998) Finally, the methodology differs in that the qualitative group tends to 
apply induction, multi-process interactions and context-specific methods while the 
quantitative group is said to apply deduction, limited cause-effect relationships and to 
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aim at context- free methods. (Cassell and Symon 1994, Lee 1998). Qualitatitive 
research is multi-method and involves an interpretative, naturalistic approach to the 
subject matter. It makes sense of phenomena in terms of the meanings people bring to 
them. Qualitative methods produce descriptive data in the form of the subject’s 
written or spoken words or the researcher’s observations, and also pictures and other 
forms of graphics. (Bogdan and Taylor 1975, King 1994, Cassell and Symon 1994, 
Denzin and Lincoln 1998b, Coffey and Atkinson 1996). An additional claimed 
difference is the suitability of a research design to theory creation versus theory 
testing. The qualitative approach is said to suit theory creation and the quantitative 
approach theory testing. Lee (1998) concludes that this difference does not exist and 
both methods can be used for theory generation as well as theory testing. (also Cassell 
and Symon 1994) In fact, the ideological gap between the two research streams is 
often exaggerated by oversimplifying the five differences presented above into the far 
ends of a continuum, while in present day empirical studies the two methods seem to 
be much closer to each other. (see Lee 1998 for a discussion of the blending of the 
methods) 
 
 
2.2.1 The case study 
 
The provider study represents a case study. To do a case study is not a methodological 
choice, but a choice of the object to be studied (Stake 1998). The reason for selecting 
the case study instead of e.g. studying individuals working for providers was the 
purpose of the study: to study provider’s relationship drivers and relational 
motivation. Thus, the focal actor is the company, and not the individual, and the focus 
is on the empirical phenomenon, the customer loyalty program, best represented by a 
case study analysis and description. 
 
A case study investigates a contemporary phenomenon within its empirical context 
(Yin 1984).  The case has boundaries and it is a functioning, specific system (Stake 
1998). It is both the process of learning about the case and the product of that learning 
(Stake 1998). The descriptions of the cases in question are also called case studies. A 
case tends to focus on how and why phenomena occur (Lee 1998). The data collection 
may require a substantial amount of time in personal contact and in in-depth analysis. 
Therefore the number of cases need not be high (Lee 1998, Stake 1998).  
 
Selecting between single and multiple case studies involves a trade-off between deep 
understanding of one subject and a broad but shallow understanding of several 
subjects (Dubois and Gadde 1999). For the purposes of the provider study, a multiple-
case approach was considered more appropriate also in view of the above-mentioned 
trade-off, since the empirical reality was a market of several customer loyalty 
programs, and choosing just one seemed an impossible task. As discussed in the 
introduction, it provides understanding of a marketing phenomenon on the market 
level – a comprehensive description of the practice of customer loyalty programs from 
the provider side. 
 
There are three types of case study with regard to their focus. First, intrinsic case 
studies are conducted to explore a particular case, the case itself is of interest. Second, 
instrumental case studies provide insight into an issue or work to refine a theory. 
Third, collective case studies are instrumental studies over several cases that are 
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chosen for better understanding or better theorizing about an even larger number of 
cases (Stake 1998). The provider study represented the collective case study approach 
because of the aim to understand the market and to provide a base of understanding 
that would relate to the method of the consumer study to follow. 
 
 
2.2.2 Data collection technique: unstructured interviews 
 
As discussed in Chapter 1, the pilot study gave an insight into the market shares of 
different programs in retailing, but the attempt to look at the involvement of the 
customers was not successful. The study provided a description of the actual market 
situation of grocery store chain loyalty programs in Finland and raised questions for 
understanding the motives of the consumer as a member. For example, if customers 
state that something is “unimportant”, the percentages do not reveal why it is so, or 
what constitutes importance in this context. Also, the mean percentages do not reveal 
the different types of attitudes towards the program, and only describe a generic 
grocery store customer. This, once again, raised interest in the real motivation and 
interests of the customers.  
 
Thus the pilot study or the existing theoretical discussion did not reveal the meanings 
that consumers assign to loyalty programs or to their memberships in them, nor did it 
lead to an understanding of the relational motivation of consumers. Therefore, a 
qualitative approach to understand both the provider and the consumer was designed. 
The section that follows outlines the data collection technique taken in the provider 
study and the consumer study.  
 
The two main empirical studies apply a qualitative method in the collection of data. 
Once the multiple case study had been selected as the study object of the provider 
study and a qualitative approach for the consumer study had been chosen, it was 
decided to collect the data of both main studies in unstructured interviews. Thus the 
format of the data is mostly qualitative. The arguments for this choice are presented 
here. 
 
The data is also analyzed in a qualitative manner, even though some quantitative 
measures are taken in the analysis. The analysis is described in 2.5. 
 
Interviews range from the completely structured to the completely unstructured, with 
semi-structured and structured open-response interviews falling in the middle (King 
1994, Lee 1998). Unstructured interviews give the respondent an active role, which 
increases the likelihood of attaining unanticipated data (King 1994, Dubois and Gadde 
1999). A semi-structured interview may have a general topic and themes, as well as 
specific questions with a predetermined sequence. The interviewer is free to pursue 
emergent topics and change the order as the situation dictates, which is not possible in 
a structured interview. This requires more skill from the interviewer (Lee 1998, 
Fontana and Frey 1998). Group discussions would have been another possibility 
instead of interviews, but the one-on-one interview format seemed more likely to 
produce deeper insights into the respondents’ life than a group discussion would have 
in both the studies. A limitation of this type of inquiry compared with e.g. observing 
the consumer in his or her daily activities is that an interview doesn’t directly access 
people’s true behavior (Coffey and Atkinson 1996). The interview was, however, 
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judged to be a practical way of gaining insight into both the provider’s and the 
consumer’s worlds. 
 
The interview type should, naturally, be chosen to suit the nature of the research 
question. King (1994) describes appropriate situations for different types of 
interviews. The empirical situation at hand in the discovery of the provider view fits 
his descrip tion of both unstructured and structured open-response interviews in the 
following respects. A historical account of the development of the programs was 
called for in the marketer study (unstructured), a descriptive account of a topic was 
attempted, factual information was to be collected and the nature and range of the 
interviewees’ opinions were not known or quantifiable in advance (open-response.) 
The empirical setting of the discovery of the consumer view demanded an approach 
with even less anticipation of responses on behalf of the interviewer than in the 
provider study. Therefore, a semi-structured interview was used in both studies. The 
answers were probed to make sure that the respondent’s own view would become 
clear and not merely assumed by the interviewer – in many cases also a member of 
the focal programs. Attempts were made to pursue emergent topics (see King 1994), 
and to give the interviewee an active role. Probing and letting the interview flow in 
the pace of the respondent may help in avoiding superficial answers, as found in 
Fournier’s (1998) study on consumer’s brand relationships, where consumers talked 
about their loyal behavior and only moments later about switching. Previous 
interviews inevitably also affect the flow of the following interviews in less apparent 
ways due to the unstructured nature of the discussions and the increasing 
understanding of the interviewer. The interview guides of the empirical studies are 
presented in Appendices 5 and 6.  
 
The researcher had information on many of the cards and programs beforehand as a 
customer and a member of the program (“participating in the case setting” Yin 1994) 
as well as from the experience gained in the early phase of the research path (pilot 
studies). The researcher is also a marketing professional and consultant. This can also 
be called experiential data, which includes the analyst’s technical knowledge and 
research experience as well as his other personal experience (Strauss 1987). The 
shared use of language and specific terms is important in achieving mutual 
understanding of the context by the interviewer and the interviewee (Fontana and Frey 
1998). The contextual knowledge of the researcher helped in terms of relating to the 
interviewees’ responses as well as clarifying and interpreting them during the 
interview. Prior knowledge of the subject was not seen to bias the result, however, 
and it helped in probing for more information and a deeper understanding of the 
respondents’ stories.  
 
 
2.2.3 Lessons from laddering 
 
Already in the beginning of the research process it was clear that both actors’ views 
would be studied. After the pilot study, laddering was considered an option for 
consumer data collection and analysis. The purpose of laddering is to reveal linkages 
between key distinctions of the focal issue at three levels: attribute level, consequence 
level and value level. The resulting association levels or ladders represent 
combinations of elements that distinguish between and among products or services in 
a given product or service class. The linkages between the attributes that exist in 
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products, the consequences for the consumer provided by the attributes and personal 
values that the consequences reinforce, can be found by using Means-End Theory and 
laddering. Means-End Theory specifies ones personal values or the rationale of why 
consequences are important. Laddering is an in-depth, one-on-one interviewing 
technique for translating the attributes of products into meaningful associations. 
(Reynolds and Gutman 1988). 
 
Laddering data is collected in interviews where series of directed probes take the 
discussion deeper. The typical form of question is “ Why is that important to you?” 
The selection of key distinctions to ladder can be made by the interviewer or by the 
respondent. The interviewer can make the selection based on prior knowledge of the 
service category or with respect to the research issue. The respondent, on the other 
hand, rates the distinctions based on their relative importance and the ones with 
highest ratings are chosen. (Reynolds and Gutman 1988). The final steps of the 
process, thus, are a quantitative interpretation of the interview. 
 
Studies that used laddering, their area of interest, unit of analysis and main results are 
presented in Table 4. The applications of laddering according to Reynolds and 
Gutman (1988) can be segmenting consumers with respect to their values orientations, 
assessing brands, evaluating competitive advertising or as a basis for developing 
advertising strategies. 
  
Table 4 Laddering studies 

 
AUTHOR(S) YEAR AREA OF INTEREST 

Bagozzi & Dabholkar 1999 Laddering technique and abstract 
issues 

Botschen, Thelen and 
Pieters 

1999 Benefit segmentation of consumers 
in services marketing 

ter Hofstede et al 1998 Evaluation of Association pattern 
Technique vs. Laddering 

Laaksonen & Leminen 1996 The images of beer brands among 
consumers 

Bagozzi & Dabholkar 1994 Recycling goals of consumers 

Peelen 1993 Applicability of the technique in 
different market situations 

 
 
In this study, the selection of the key distinctions  would have been made based on the 
relative importance assigned by the respondents. This method was assumed to 
highlight the focal issue, namely the contrast of marketer assumptions and the actual 
consumer meanings. In laddering, the data is summarized by content-analysis 
procedures and a summary table is constructed to reveal the number of connections 
between the elements and the dominant connections. The dominant connections can 
be represented graphically in a tree diagram, termed a hierarchical value map (HVM), 
which is a structural cognitive map. The interpretation of the map provides an 
understanding of consumers’ personal motivations with respect to the focal product 
class and can thus simply be seen as the dominant “way of thinking” (Reynolds and 
Gutman 1988). 
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In this study the context were all of the consumer’s active customer relationships, or 
memberships. These can be from any field of business from travel to grocery 
retailing, and the respondent makes the choice between relationships and “just cards”. 
The main disadvantage of laddering in this context would have been looking at 
relative importance of relationships that have different roles in the customer’s life and 
therefore, a direct, and in a way, quantified comparison didn’t seem appropriate. As a 
customer loyalty program can be seen as an offering or a part of an offering, an 
attempt could have been made to discover the ir attributes with laddering. Based on the 
limited knowledge of the customer view it was felt that a broader scope of data 
collection was needed: not only the discovery of attributes but of a fuller picture of 
the consumer. However, there are lessons to be learned from experiences in 
conducting laddering interviews that can be applied to unstructured interviews in 
general. These are discussed next. 
 
Two basic problems countered during laddering interviews have been reported. The 
first one has to do with the respondent not being able to answer. When a consumer is 
not conscious of the reason why something seems important, it may seem impossible 
to answer. This is due to lack of previous thinking of the reason, and can be induced 
by asking what would happen, if the consequence was not delivered. This is in 
essence "negative laddering" as the respondent imagines the negative. Another 
approach would be to imagine the result in a situational context, which may make it 
more concrete and easier to grasp. (Reynolds and Guttman 1988) 
 
These issues were included in the interview guides in the form of questions such as 
“What would you do if this program was no longer available” or “Would your 
behavior change if this card was no longer available”. The respondents were also 
asked for stories of the different relationships and to describe how they acquired the 
card. 
 
The other challenge are topics that become too sensitive, as moving up the ladder 
makes the answers more personal. This can be circumvented by moving the 
conversation in a third person format, by the interviewer revealing his own personal 
view of the matter or by coming back to the subject later on. (Reynolds and Gutman 
1988) In this study, the second problem was not anticipated to have much weight, as 
the issues of customer loyalty programs are not assumed to be highly sensitive.  
 
To sum up, it is assumed that relationship drivers can be identified on different 
hierarchy levels, i.e., attribute, consequence or value levels. 
 

2.3 Provider study: Selecting the cases and data collection 
 
At the time the empirical study of the provider view was planned, there was a lot of 
critique of the programs in the trade press, but there wasn’t a comprehensive picture 
of the market or of the effect of individual programs available. There was thus a 
choice to be made between studying a single program, all programs in one industry or 
several programs in different industries. The case companies were chosen to represent 
many areas of consumption in order to obtain a comprehensive picture of the market 
in Finland, but also to provide a basis for the consumer view, which was anticipated 
to include many industries. 
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The selection of cases is a question of sampling. It is said that nothing is more 
important than proper selection, since the representation of a phenomenon in a case 
becomes a representation of the phenomenon in general. Therefore priority should be 
given to cases involving the most learning potential. Balance and variety across 
attributes are also important (Stake 1998). In general, the cases should be selected to 
attain a representative view of the phenomenon in question, and the inclusion of new 
cases should develop the analytical framework (Dubois and Gadde 1999).  
 
The case selection was made after the units of analysis and the context in which the 
phenomena were to be studied had been determined. The unit of analysis means the 
phenomenon under study. In terms of theory generation, this decision can be difficult, 
because one purpose of the study is to find the most meaningful unit while in theory 
testing the theory provides the meaningful unit (Lee 1998). In this study, the 
phenomena in question, i.e., units of analysis based on the theoretical models, are 
provider’s and consumer’s relationship drivers and relational motivation, and the 
context is the relationship between the provider and the member in a customer loyalty 
program. The context may produce new units of analysis for an empirical model. In 
the provider cases, the company as a whole is not studied. The case selection was 
based on theoretical sampling, i.e., focusing on theoretically useful cases that fill 
conceptual categories (Eisenhardt 1989, Lee 1998). In this case, it was assumed that 
choosing different industries and programs of different sizes would increase the 
possibility of acquiring a wide body of knowledge on the subject (see also King 
1994). It was also assumed that the sample of programs would prove interesting in the 
second main study on the consumers’ views, as these programs with high numbers of 
members would most likely have a presence in the consumer’s wallet. 
 
The case data was collected in interviews and by studying the printed member 
material as well as the company web site and the web site for members (on the use of 
organizational documentation, see Forster 1994). In addition, background information 
and overall knowledge of the empirical subject area was gained from newspaper and 
magazine articles (see Yin 1994). The 12 companies had 14 customer loyalty 
programs. The study was executed in the Fall of 1999. Another round of inquiry of 
the case data was done in January 2002 when some of the frameworks were created or 
revised and the conceptual system was defined into its present form. 
 
The method, data collection and appraisal of the quality of the marketer study is 
presented in full in Arantola (2000). A summary of the program features is given in 
Appendix 8.8The interview guide is presented in Appendix 5. 
 

2.4 Consumer study: Selecting respondents and data collection 
 
Qualitative consumer studies that have approached relationships with brands or 
relational motivation of consumers have used different sampling methods. Fournier 
(1998) selected informants for phenomenological interviewing with the attempt to 
maximize chances to uncover new insights. This was achieved by selecting three 
informants in different stages of life (age, family, job situation). Gender qualification 
                                                 
8 For a complete case study of the programs, including program content see Arantola 2000. 
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(all women) was motivated by a theoretical assumption of women exhibiting stronger 
brand involvements. All three of the informants were interviewed for a total of 12-15 
hours in their homes.  
 
Gwinner et al. (1998) conducted a two-phase research design with 21 in-depth 
interviews and a survey of 300 respondents. The qualitative phase (phase 1) was an 
attempt to discover factors not addressed in previous relationship marketing research. 
A judgment sample was used to select for interview consumers who purchase and use 
a variety of services and the sample consisted of both men and women in a wide age 
and occupation range. They were recruited through a network of acquaintances in one 
metropolitan area. 
 
One sampling option would have been to sample the respondents from one of the case 
companies’ database, but this would have resulted in respondents that are all active in 
this one relationship. It was seen that another type of selection would result in more 
variation in the configuration of customer relationships that each respondent has, and 
at the same time avoiding an overrepresentation of one program. 
 
The interviewees were selected to meet empirical and theoretical criteria as presented 
in Table 5 in an attempt to discover a holistic view of a consumer’s relationship 
constellation. The empirical criteria represent a picture of the good or desirable 
customer based on the provider view as presented in Table 15 p. 83. (see also 
Arantola 2000). The sample was narrowed down to represent one city (Espoo), and 
there, certain geo-demographic areas, namely the A1 and A2 groups of the Mosaic-
classification (see Appendix 11). The first three interviews functioned as pilot 
interviews (Spring 2001). The pilot interviews revealed interesting issues in the 
consumption roles of a family. It was then decided to interview both the husband and 
the wife of the same household.  
 

Table 5 Sampling criteria 

 
Criterion Motivation 

Family with children 

Targeting the families in an active 
consumption phase (”compulsory 
consumption”) that are the interest of 
the marketers based on the marketer 
study. 

Hometown Espoo 
Mosaic Types A1 and A2 

Narrowing down the respondents to one 
of the cities in Finland and within this 
city, areas with high share of families 
that fit the socio-economic target group 
of the marketers. 

Respondent is enrolled in at least one 
customer loyalty program 

The deliberately non-members were 
outside the scope of the study 

The adults of the household 
Making sure the benefits are seen as 
relevant and personal to the respondent 

 
 
The recruiting of the interviewees was done through a network of acquaintances that 
has also been used by for example Gwinner et al. (1998) and Thompson & Tambyah 
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(1999). The following information was given to the interviewees about the research 
setting before the interviews: 

- The study has to do with customer loyalty programs 
- No preparations are necessary, we will merely discuss your experiences 

 
As background information the respondents were asked to provide information on: 

- memberships in customer loyalty programs 
- birth year, zip code and address, family size 

 

Table 6  Background of the respondents and interview length 

 

Code Year of birth Family  
Zip-code 
and Mosaic 
Group 

Duration of 
the 
interview 

Mrs. A 
 

1969 45 min 
(pilot) 

Mr. A  1970 

 
2 children 

02130 
A1 

43 min 

Mrs B. 
 

1966 
 

40 
(pilot) 

Mr. B 
 

1961 

 
1 child 

02360 
A1 

34 min 

Mrs. C 
 

1965 35 min 

Mr. C  1962 

 
3 children  

02360 
A1 40 min 

(pilot) 
Mrs. D 
 

1963 45 min 

Mr. D 1968 
 

 
1 child 

02180 
A2 

45 min 

Mrs. E 
 

1969 39 min 

Mr. E 
 

1968 

 
3 children 

02180 
A2 

43 min 

Mrs. F 
 

1971 31 min 

Mr. F 1971 
 

 
1 child 

02130 
A1 

30 min 

Mrs. G 
 

1965 43 min 

Mr. G 1964 

 
1 child 

02320 
A1 33 min 

 

 
 
Interviews 
 
The first three interviews took place in May-June 2001 (marked in Table 6 as “pilot”) 
and the rest in November 2001-January 2002. The interviews were done in the 
respondents’ homes or offices for a secure and laid-back atmosphere that would allow 
for a relaxed conversation. The interview guide is presented in Appendix 6. One 
theme of the interviews was telling stories about situations in the relationships, 
especially joining the program or resigning from the program. The aim was to yield a 
first-hand description of the relationship as well as contextual details of the 
respondents’ life world. (see Fournier 1998). The interviews were initiated by a few 
background questions about the respondent’s life and then turned to the specifics of 
the customer relationships as described in the interview guide.  
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The themes of discussion were only partly determined in advance, as the inquiry 
concentrated on what the relationships are like from the consumer’s perspective, the 
reasons for starting the relationships and the consumer’s overall perceptions of being 
in the relationship. The aim was in inquiry, discovery and thick descriptions of the 
relationships. 
 
The interviews lasted between 31 and 45 minutes and were recorded on an audiotape 
(pilots) and MiniDisc. The recording provided an exact record of the conversation, 
which was then transcribed word by word by the author. The interview and 
transcription process helped the researcher know the data in detail and allowed for the 
linking of concepts and data already in the data collection phase. 
 

2.5 Linking concepts and data 
 
Data analysis or interpretation refers to the process of identifying the themes and 
constructing ideas suggested by the data. In qualitative research, data collection and 
analysis can and should happen simultaneously, as one process, and it can be carried 
out at varying levels of explicitness, abstraction and systematization. Making notes of 
important themes or variations in the respondents’ views and interpreting the 
responses while implementing unstructured interviews helps in dealing with the 
possibly large information load in the actual analysis phase of the study (Bogdan and 
Taylor 1975, Lee 1998, Strauss 1987). However, as Coffey and Atkinson (1996) point 
out, there are differing views of the meaning of the word analysis, and sometimes 
analysis is used interchangeably with coding. In this study, the process of fulfilling 
the purpose of the study by creating understanding from the collected data began 
already in the collection process and includes many steps up to the writing of this 
report. 
 
Generally, the interpretation of data may be literal, i.e., the observations are taken at 
face value, or induced, or, the researcher induces meaning from the data (Lee 1998). 
Coding is the process of organizing or segmenting the empirical indicators of the data 
into a theoretically meaningful structure of codes or categories (Lee 1998, Coffey and 
Atkinson 1996). Simply put, a code is “a label attached to a section of text” to mark 
its relation to a theme that is important for interpretation (King 1998). 
 
In the consumer study, coding was done with a multi-dimensional view of the data. 
All of the transcripts were first analyzed to identify emergent themes by reading them 
to see whether codes or interesting themes came up, in other words the first categories 
arose from the data and were not assigned in advance (Lee 1998, Coffey and Atkinson 
1996). This classification or initial coding was an attempt to look for themes and 
ideas, and is close to the idea of data reduction or simplification as described by 
Coffey and Atkinson (1996). For example, the two columns on the right in Table 20 
(p. 110) are categories that rose from the data. 
 
Next, cues were taken from the theoretical frameworks and the provider view in 
identifying themes and assigning codes. Here also the interview questions guided the 
coding. The verbal comments of the interviewees were interpreted and the researcher 
gave them meaning. Another round of inquiry was done by identifying statements 
from the interviews that would fit the following themes that rose from the theoretical 
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frameworks: the concept of good customer, good communication, recognition, 
rewards, reason to get the card, what drives behavior and, if program would end. 
Coffey and Atkinson (1996) label these “conceptually specified analytic categories”. 
Some of these themes were also present in the interview guide as direct questions. 
Thus the analysis was based on a textual analysis of themes; details that rose from the 
interviews; as well as on looking for themes that the suppliers deemed important. This 
analysis was done with the help of moving text segments in electronic format. This 
phase was a process of expanding the understanding of each code or theme, i.e., data 
complication (Coffey and Atkinson 1996). 
 
The coding structure was simple and manageable, partly due to the manageable 
amount of data involved and the familiarity of the material to the researcher, who 
personally conducted all phases of the research process. The coding was done by 
“asking” the interview transcripts questions such as: “where do we in fact discuss 
relational motives and what seems to be the definition and understanding of the 
concept?”. This was necessary, since answers were found also elsewhere than in 
answer to the direct question “How would you describe being a loyal customer?” 
 
After coding, the data needs to be “interrogated and systematically explored” (Coffey 
and Atkinson 1996, p. 46). The exploration is reported in detail in Chapter 5, along 
with the results of analysis of the consumer study. The tactic in the reporting of the 
results is to present extremes of consumer’s perceptions, to express the variation and 
not the similarities. As the aim was to understand the nature of relational motivation, 
it was deemed important to find as many different representations of it as possible. 
Not to concentrate on how many consumers think and react in the same way, but 
instead present the spectrum of perceptions. These extremes are highlighted in this 
report by quoting the respondents’ statements to different themes. 
 

2.6 Evaluation of the abductive strategy 
 
This Chapter began by outlining the research strategy and path taken in this study.  
The purpose of the study was to create structured understanding of the nature of 
customer relationships from both the provider’s and the consumer’s viewpoints by 
studying relationship drivers and proposing the concept of relational motivation as a 
provider of a common framework for the analysis of these views. 
 
The intention was to systematically combine cues from the empirical evidence and 
from theory. This combining, or abductive logic, was believed to provide a more 
fruitful path for the creation of new conceptual and empirical understanding on the 
nature of supplier - consumer relationships than a pure inductive or deductive process 
would have. The process of systematic combining yielded refined research questions 
in different phases of the process with increased understanding. This understanding 
contains input from both the theoretical world and the empirical reality. Some 
elements of the theoretical discussion arose during the analysis and the research 
process flowed between theory and the empirical reality. Lee (1998) states that 
hermeneutic meaning interpretation requires imposing meaning based on perspectives 
from a pre-existing paradigm. In this study the existing paradigm had a direct 
influence on the interpretation. In fact, it may be difficult to find a situation where a 
paradigm does not influence the interpretation. The research strategy also made it 
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possible to return to the supplier data with an improved conceptual apparatus after the 
consumer study, which is believed to improve the quality of the output.  
 
Each decision in the research strategy, on the methodology, study object, nature of 
data, data collection technique, sampling tactic as well as decisions on meaning 
interpretation and linking concepts with data, was based on the experience gained in 
this specific research process. Therefore, the abductive strategy as presented in this 
chapter, is seen to have been successful. 
 
The remainder of this section evaluates the technical completion of the empirical 
studies on a more detailed level.  
 
 
2.6.1 Evaluation of the interviews 
 
The conceptualization and the empirical study were carried out simultaneously, but 
the theoretical overview was a basis for both the interview guides, which then mostly 
determined the discussion. The discussion did not strictly follow the guidelines, 
however, and thus the meaning units were identified and reassembled for each 
interview separately and then for all the interviews combined. These combined units 
were then compared with the purpose of the study and connections to the theoretical 
models were identified. As discussed earlier, indicators of relationship drivers were 
identified in this manner, since questions about these concepts were not asked 
directly.  
 
The quality of the interviews can be determined by their spontaneity, richness and 
specificity, the relevance of the answers to the questions asked, the division of talking 
time between the interviewer and the subject, the clarification of responses throughout 
the interview and their interpretation by the interviewer, and whether or not the 
interviews themselves appeared self-communicating (Lee 1998). The quality of the 
interviewer depends on his or her knowledge of the themes and the context ; how he or 
she imposes structure on the interview; on asking clear and usually short questions; on 
being sensitive to the interviewee and the situation; on being a good listener; on not 
taking responses at face value but rather interpreting them in the course of the 
interview; and finally, on the connection of issues raised previously to themes 
discussed later (Lee 1998). These aspects of interview quality were taken into account 
in the interview guide and set-up. The fact that all the interviews were carried out by 
the same researcher was helpful: knowledge of the themes and context became 
stronger after each interview. 
 
 
2.6.2 Repeatability of the process and validity of the interpretation 
 
In abductive studies, that move like a pendulum between the theoretical and reality, 
repeatability and validity are not used in the same meaning as in other research 
strategies with clear cut, repeatable processes. In this study, it is possible to track 
down each step in the research path, but there are no means of assuring that another 
researcher would have made the same conclusions or come to the same ideas in the 
many cross-roads of these two worlds. Therefore, the following discussion on 
reliability and validity concerns the technical execution of the empirical studies to the 
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level that they can be determined for this study, using the terminology and  definitions 
common to qualitative research in general. 
 
Reliability refers to the consistency, i.e., repeatability, and stability of the results of a 
measurement process (Lee 1998), or to the repeatability of the process itself with the 
same results (Yin 1994). It refers to the shared systematic variance (including bias) 
between a phenomenon and its scored measurement, and the strength and nature of 
that conceptual association should be considered (Lee 1998). Yin (1994) recommends 
a thorough case protocol and a database of all physical data so that the case study is 
open to external inspection and reanalysis. The objectives in qualitative case studies 
seem, then, to be for an outsider to be able to understand how the research process has 
taken place, and to follow a detailed description of it that brings him or her close to 
being present at the time of the execution of the study. 
 
The aim here is to describe both the conceptual and the empirical steps in a detailed 
manner. It is up to the reader to judge whether this has been done in enough detail. 
The interviews and transcription were made by the researcher herself, which was 
believed to ensure transcription reliability in the same way as having two separate 
transcripts done by two people (Lee 1998, p. 88).  
 
Validity concerns explaining or understanding the shared true variance between an 
underlying concept and its manifest indicators. It takes many forms: some, but not all, 
of which are well suited to qualitative studies. It is therefore discussed here in the 
context of qualitative research, and then regarding the present study. Construct 
validity is a continuous process involving judging whether the scores actually 
measure what the researcher has intended (Lee 1998, Yin 1994). Tactics used to 
secure construct validity include multiple sources of evidence, following a clear and 
logical process of data collection, and allowing the key informants to review the case 
study report (Yin 1994). Content validity involves qualitative judgment about content 
coverage, i.e., the measurement instruments vis-à-vis the conceptual domain. External 
validity involves the generalizability of the results to a larger population (Yin 1994, 
Lee 1998). Yin (1994) advocates replicating the case in another, similar or different 
situation. Analytic generalizability differs from statistic generalizability in that it 
refers to the extent to which an existing theory is supported by more than one case 
rather than by statistic generalization to a larger population (Lee 1998). Internal 
validity refers to whether the procedures are sufficient to justify rejection or 
acceptance of the hypotheses (Lee 1998). Yin (1994) recommends three related tactics 
for reducing potential inconsistency between alternative explanations and what the 
researcher concluded. These are, first, pattern matching between the predictions and 
the empirical data; second, explanation building through an iterative process of initial 
theory, new cases and modifications ; and finally, a time-series design.  
 
The guidelines for construct validity in Yin (1994) were followed here as explained in 
data collection, and an attempt has been made to construct the report in a way that 
transmits the process to the reader. On the more technical note of carrying out 
research, transcript validity concerns the amount of change in meaning between the 
original discussion and the text due to the differences in oral and written language 
(Lee 1998). It is the author’s belief that there is no discrepancy between the 
discussion and the text in this study. Since the analysis, the interviews, and the 
transcripts were all carried out by the same researcher, the spoken language is actually 
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present in the analysis. However, minor meaning corruption may happen in 
translating the interview data from the authentic Finnish language to the language of 
this study report, English. 
 
A typical element in qualitative research is the abundance of data (see e.g. Eisenhardt 
1989, Hartley 1994). This was not a problem in this study. The interview transcripts 
of the provider study consisted of 81 pages and the consumer study of 127 pages, 
which was manageable both in printed form and on screen. In fact, identifying 
meaning units and indicators in the text was done first manually using color codes and 
print-outs of each interview, and then electronically as segments of coded text. 
 
The timeframe of the research process spanned 4,5 years. The interviews for the 
provider study were made in the fall of 1999 while the interviews for the consumer 
study were completed in January 2002. There is, thus, a time gap in the empirical 
views of the relationship actors. However, this is not believed to significantly affect 
the results since the focus of the study was not one program nor specific actions by 
one supplier and consumers’ perceptions of those actions, but instead a broad view of 
how consumer relationships are managed with customer loyalty programs and of how 
consumers perceive this. 
 
The sample of the consumer interview consisted of a socio-demographically 
homogenous group of consumers. This is evident in the respondents’ views of the 
selection of retail chains in the geographic area, which has an effect on the dominant 
grocery and department stores (spatial effect). The respondents were all part of a 
certain geographic retail environment with the Tapiola and Iso Omena shopping areas 
within reach. This may have an impact on the meaning and importance of the 
different stores and chains, especially the department store Stockmann that has a 
relatively dominant presence in the area compared with many other areas in Finland. 
The study did not aim to reveal the competitive situation, but instead the focus was on 
the criteria that the customers use to evaluate the options and the motive categories 
that keep them in customer relationships. Despite the superficially homogenous group 
of respondents, there was ample variation in the responses. However, it would be 
interesting to discover whether different motives or drivers can be found in a different 
type of a socio-demographic environment.  
 
These interviews were relatively short, between 45 and 60 minutes. The interview 
time was, however, not determined beforehand, but it ended when there were no more 
possibilities for further probing. The respondents ended up not having anything 
further to say. A way of going deeper would possibly have been to continue on 
another day and to concentrate on just the most important of the relationships. The 
purpose of the study was, however, fulfilled with the set-up that was used and the end 
result was a thick and versatile description. The 14 respondents in 7 households added 
up to 96 individual memberships. Fourteen respondents was seen to be an ample 
amount of respondents, since the last discussions no longer provided new insights and 
saturation had been reached.  
 
The format of the discussion was built around stories about cards and the cards were 
physically present. Even though othe r customer relationships were asked about and 
discussed they seemed in a different category in the interviewees’ minds. It is, 
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however, due to the interview technique, impossible to determine with certainty that 
the category perception was genuine and not induced by the interview format. 
 
Chapter 4 presents the results of the provider study. The results of the consumer study 
are presented in chapter 5. 
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3 CHARTING RELATIONSHIP DRIVERS 
 

3.1 Introduction 
 
As described in the introduction, the consumer view has not been in the focus of RM 
studies or practice, and there are currently several separate concepts that concentrate 
on the idea of why consumers would engage in relationships with marketers. (see 
Gwinner et al. 1998, Bazerman 2001) The aim of this chapter is to review the existing 
knowledge of consumer relationships by focusing on what is known of the reasons for 
engaging in customer relationships both from the provider’s and from the consumer’s 
viewpoints. The chapter explores and presents concepts and theoretical constructs 
that, after an initial exploration, are assumed to be relevant for understanding 
relationship drivers and the nature of relational motivation.  
 
This review is a result of an exploration into the themes of buying behavior, industrial 
and network marketing, relationship marketing as well as into the concepts of a 
customer relationship, customer loyalty, relationship conditions and relationship 
proneness, relational benefits, relationship intensity, bonds and commitment. The task 
of choosing the constructs for discussion is not an easy one, since the view of the 
consumer can really only be anticipated prior to the empirical study, and since the 
existing literature spans decades and a multi- faceted area of research. Concepts from 
the study of business-to-business relationships are brought over to examine their 
power in explaining the nature of consumer relationships. It may be argued that 
interesting viewpoints could have been found by also exploring e.g. employee or 
family commitment studies. The review was limited to studies of consumer marketing 
and customer relationships to keep the scope manageable  
 
These streams of research and concepts were identified and selected in the exploration 
to represent insights into why provider - consumer relationships begin and last, and 
thus as potentially giving theoretical answers to the research questions: 
 

o Why do consumers end up in or decide to engage and remain in a customer 
relationship? 

o Why do providers aim for consumer relationships? 
o Which relationship drivers form the relational motivation of consumers? 
o Which relationship drivers form the relational motivation of providers? 

 
To conceptualize motivation in customer relationships, a distinction will have to be 
made between motivation in discrete transactions and motivation in relationships. 
Consumers’ motives in discrete transactions have been studied extensively to promote 
understanding of consumers’ choices (store choice, brand choice, purchase decision 
making). (see Chapter 1) These motives are not the focus of this study. Instead, the 
different facets of why customer relationships could and do last are in focus and 
labeled here drivers. Figure 4 illustrates how the same frequency of transactions can 
result from transactional motivation or relational motivation (sections C and D have 
the same transaction level, as do A and B), and that also low-frequency customers 
may have relational motivation (section C). The Figure illustrates one basic premise 
in the exploration to understand the nature of relational motivation: motivation cannot 
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be identified or understood by observing only frequency, recency or volume of 
transactions. 
 
 

Figure 4 Transactional and relational motivation 

 
 
The literature review presented in 3.2. through 3.7. is followed by a conceptualization 
of relationship drivers for the provider and for the consumer in 3.8.  
 

3.2 The concept of a relationship 
 
As a starting point for the exploration, there are two main themes that are relevant to 
understanding differences in motivation in business-to-business and business-to-
consumer relationships. These are the definition of an actor in the relationship and the 
nature of the relationship. The actors in consumer customer relationships are not 
clearly defined and the perceptions of the other actor in the dyad differ, while in 
business-to-business relationships they are more defined. Also, business-to-business 
research assumes a quest for mutual benefits and equality in what the actors gain from 
the relationship, which is not as clear in consumer relationships. Therefore, there is a 
need to view the existing concepts specifically in the context of a consumer 
relationship. 
 
The concept of a relationship is often not defined even though studying the 
development or state of the relationship. This may be due to a perception of the 
relationship being so mundane that defining it would seem as odd as defining ”the 
consumer” in consumer behavior literature: it has been done in the early days and 
academics have a common perception of what a consumer is. However, in the case of 
”a relationship” there is more room for subjective perceptions and hence, definitions. 
The study assumes these views are implicitly present in the streams of literature that 
are in the focus of this study. Therefore, a brief discussion on customer relationships 
in the consumer market is presented.  
 
A need to define a customer relationship rose with the introduction of relationship 
marketing. The differences between discrete and relational exchange were analyzed. 
Currently we see exchange as a continuum from the pure discrete exchange to 
relationships. (Dwyer, Schurr and Oh 1987, Grönroos 1990, Pels 1999). The elements 
that define the position of the exchange in the continuum have been accounted for by 
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Dwyer et al (1987), who define them as contractual elements, situational and process 
characteristics. True to the nature of “continuums”, the analyses do not find a defined 
point from which onward a relationship is seen to exist. Also, this approach does not 
distinguish between the buyer’s and the seller’s view, at least not in the consumer 
market. 
 
Relationship dissolution research attempts to understand what happens when 
relationships end. In the consumer market, the end of a relationship is often referred to 
as customer exit or switching and, in business relationships, dissolution. (Havila, 
Holmlund-Rytkönen, Strandvik and Tähtinen 2001) The state of the art in this field of 
study sees the end of a relationship as a process and classifies dissolution and 
switching as “relationship changes” implying that the relationship still exists after 
dissolution. (Havila et al. 2001, p. 4) 
 
Alajoutsijärvi et al. (2000) classify exit and voice strategies in business relationship 
dissolution into two indirect forms of exit, namely disguised exit and silent exit, and 
into three direct forms of exit, namely communicated exit, revocable exit and voice. 
This classification is in line with the thought of ending as a process. Also Roos (1999) 
discusses revocable and irrevocable switching paths. These exit processes assume that 
the customer is conscious of being in a customer relationship, and of ending it. 
 
An attempt is made here to structure the implicit and explicit definitions of customer 
relationships into a typology of views. The typology emerges from the discussion by 
examining two issues: who the actors in the relationship are, and which actor’s 
perspective is of interest to the author - the point of view. The typology is introduced 
here as a basis of the discussion in this section and referred to later in the study report 
to provide a more defined context for discussions that all have to do with 
“relationships.” The proposed categories are: 

1. the relationship of the provider and the market 
2. the relationship as an object of management 
3. the relationship as a perception of the customer 

 
 
3.2.1 The relationship of the provider and the market 
 
The one-to-one paradigm and research in relationship marketing in the mass markets 
(Pine, Peppers & Rogers 1995, Peppers & Rogers 1997, Bayers 1998, Bhattacharya & 
Bolton 2000) concentrate on the need of the marketer to identify the other party of the 
“dyad” either to the individual level, or at least on the segment level. For example, 
Bhattacharya & Bolton (2000) describe customers as “potentially large numbers of 
end users”(p. 328), implying an anonymous mass of customers and with that, a one-
way relationship.  
 
Hence, the implicit definition of a relationship is that of the provider and the market. 
The idea is, in order to increase marketing efficiency, to divide the market into 
segments – even segments of one – that can be reached with direct marketing tools 
rather than mass marketing. One-to-one marketing is to ”use customer databases and 
interactive communications to sell one customer at a time as many products and 
services as possible, over the entire lifetime of that customer’s patronage. This is a 
strategy that requires a business to manage customers individually rather than just 
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managing products, sales channels, and program” as defined by Peppers and Rogers 
(1997, preface). Hence, the customer seems to be a target, not an actor in a 
relationship. The need for individuality stems from the need of efficient reach, not the 
requirements or wishes of the customer. This ideology is illustrated in Figure 5, where 
the metrics of success for the marketer for the target market is in brand awareness and 
for current customers in e.g. volume, recency or frequency of transactions and cross-
category sales. The provider views the other actor to be the defined market. 
 
 

Figure 5 The relationship of the provider and the market 

 
Bhattacharya & Bolton (2000) see a relationship as something that develops when 
both parties benefit from the exchange, and list conditions under which it is possible 
for a relationship to exist. These conditions are product customization, i.e., difference 
from mass market quality, customer intimacy, i.e., emotions need to be evoked with 
e.g. personalized service, two-way interactions, i.e., customers need to be able to 
interact with the company and, finally, extended time intervals, i.e., the development 
of the relationship over time. (Bhattacharya & Bolton 2000) By this reasoning, not all 
customers are acting in customer relationships and the ”development” of the 
relationship is seen as the development of the value of relationship to the marketer. 
 
In the case of the relationship between the provider and the market, a relationship can 
thus be understood to begin when the customer acknowledges the existence of the 
company. Its nature can be described with the level of activity of each party of the 
relationship and it can be seen to change over time. The end of the relationship, thus, 
would only happen if the customer forgets that the company exists. Thus, there is an 
apparent need to describe and classify relationships with regard to the different levels 
of activity (e.g. exchange of money and services, marketing communication) but also 
with regard to the perceptions of the customers. Terms such as engaging the customer 
in a relationship or purposeful choice reduction (see Sheth and Parvatiyar 1995) 
would, by the same token, refer to the nature of a relationship. 
 
 
3.2.2 Relationship as an object of management 
 
Holmlund (1997) uses a definition of business relationships by Håkansson & Snehota: 
mutually oriented interaction between two reciprocally committed parties (Håkansson 
& Snehota 1995:25) when introducing a way of describing different interaction levels 
in a relationship. The illustration (Figure 6) makes it possible to split a customer 
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relationship into analyzable and manageable parts that make a whole. In the context of 
business relationships the actions (or encounters) happen between people, and through 
aggregation the actions become episodes, episodes become sequences and sequences 
build the relationship.(Holmlund 1997, see also Liljander and Strandvik 1995) 
 
Figure 6 An interaction view to a relationship (Holmlund 1997) 

 
 
Also Storbacka and Lehtinen (1998, 2001) see the relationship as a process in which 
the individual actions (or encounters) are executed by different departments and 
functions, which distributes the responsibility of relationship management into 
different parts of a company. They also stress the need for mutual benefits from a 
relationship. Customer perceptions are one element to manage in this process, and the 
customer is thus embedded as an actor in different encounters of the process. 
 
The interaction view assumes that both short-term and long-term views of the 
relationship exist for both parties. For the consumer, the short-term perception would 
be based on an individual encounter and the perception of the relationship is a “sum” 
of the perceptions over time. However, some encounters are more meaningful than 
others, often labeled critical incidents9, and have a stronger impact on the “sum” than 
less meaningful encounters. 
 
For the provider, there are different snapshot views of the customer in terms of e.g. 
volume of purchases at a point of time. Over time, the provider’s view takes into 
account the development of the relationship and for example changes in the volume 
over time. Both actors’ perceptions are relative to other relationships the actors are 
engaged in. 
 
 
3.2.3 The relationship as a perception of the customer 
 
In the consumer market, not all series of episodes result in the customer perceiving a 
relationship. The customer may still perceive discrete transactions. In contrast to the 
”relationship with the market” view, the consumer, as an individual in a group of 
customers, identifies the other actor of the dyad, whether it is the brand or the service 
provider or the person that the customer is in contact with. The other actor is thus 
rarely ”anonymous”. Söderlund (1999) discusses this asymmetry and suggests that it 
will not restrict the relationship from becoming strong.  
 
                                                 
9 For a review of critical incident studies see Roos 2002 
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In fact, a basic premise in consumer relationship marketing is that the relationship and 
the process of marketing are asymmetrical and require in-depth, personalized 
understanding of customer needs and characteristics (see Perrien and Ricard 1995, 
Voss and Voss 1997). However, Fournier et al. (1999) state “we can’t expect to 
develop intense, devoted relationships with every consumer of every product or brand 
we offer”. The asymmetry and its possible configurations are illustrated in Figure 7 
below, adapted from Dwyer et al. (1987) and Voss and Voss (1997)10. 
 
 

Figure 7 Asymmetry of relational motivation (Adapted from Dwyer et al. (1987) and Voss & Voss 
(1997) 

 
Dwyer, Schurr and Oh (1987) use the term relational motivation in the meaning that a 
motivational investment in a relationship equals the expected net benefits. The net 
benefits are seen as an appraisal of the expected outcomes and the alternatives outside 
the relationship. The figure fits the context of this study as it makes the point that, for 
a particular marketer, a range of possible relationship states can and will occur. 
Moreover, it specifically mentions the actors in the relationship, namely the buyer and 
seller, whereas other illustrations often discuss customers/segments and product 
fields. (e.g. Christy et al. 1996) 
 
Liljander and Strandvik (1995) study consumer relationships in services and discuss 
the nature of the relationship as ”consisting of a number of episodes”, a minimum 
requirement being ”buying the service twice” and ”a ”true” relation, where both 
parties are committed to the relation”. (p. 150-151.) By this reasoning, a customer 
with repeat purchases is in a relationship, but the relationship is stronger if 
commitment and bonding exists. (Liljander and Strandvik 1995) The study also 
discusses the need for a definition of a relationship from the consumer’s point of view 
in the following way 

 

                                                 
10 The Voss - Voss figure is clearer than the original model but places seller-maintained relationships in 
a different part of the pie chart than Dwyer et al (1987). Figure 12 here is modified from both figures. 
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Therefore, in consumer markets, it is more relevant to define a relation based 
on the customer’s attitudes and behavior...If a firm through direct marketing 
repeatedly approaches a customer without this customer having any bonds 
with the firm or showing any positive attitude or loyalty to the firm, there is no 
relation. (p 154-155)11 

 
The empirical study presented in Chapter 5 addresses the consumer view and attempt 
to understand how consumers define customer relationships. Figure 8 below presents 
the concept of the relationship as the consumer may see it. The consumer is assumed 
to have an encounter-based perception of some companies, while for other companies 
the perception is formed over time. This may be the starting point for the consumer’s 
own definition of a customer relationship. The relationship perceptions of consumers 
are further discussed in Chapter 5. 
 
 
Figure 8 Relationship as a perception of the customer 

 
 
 
3.2.4 Summary on the relationship concept 
 
Based on the discussion presented here, an extreme interpretation of a customer 
relationship defines the beginning of a relationship when the customer acknowledges 
the existence of a provider. Depending on the relational motivation of the parties, the 
relationship can then purposefully be cultivated, it can develop positively or 
negatively, or stay the same without the parties paying special attention to it or even 
being aware of it. Thus, a relationship could exist even if one or both of the parties are 
not consciously aware of the relationship, as long as they are aware of the other 
actor’s existence. Taking into account the operational and measurement challenges 
                                                 
11 From the marketing manager’s perspective this type of relationship definition is difficult to manage, 
since the effect of marketing campaigns can mostly be measured with purchase responses – not 
attitudinal ones. 
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that such an extreme definition brings along, a more practical approach would be that 
a customer relationship begins when the customer notices a first encounter with the 
provider. Thus, a direct mailing that the customer doesn’t open is not the beginning of 
a relationship, but a relationship can begin way before a first purchase. It is 
recognized that this definition poses a management challenge, since it is based on the 
customer’s perception and thus represents the “relationship as a perception of the 
customer” camp. 
 
Since the purpose of this study is to understand the nature of relational motivation of 
consumers and providers, all of these views to the relationship are of interest. They 
are also all believed to be present in today’s consumer markets. The empirical studies 
will explore the present, definitions of the relationship concept of both actors. The 
operational definition in the empirical studies is that of a membership. 
 

3.3 The nature of customer loyalty 
 
This section of explores the long line of research labeled ”customer loyalty”. Loyalty 
is the central theme of the empirical environment of the study – customer loyalty 
programs. But are the marketers aiming at loyalty in today’s marketing environment? 
What, then, is the loyalty the marketers aim at? An initial literature review revealed 
loyalty to be a much-researched concept, but there appeared to be no “final word” 
regarding its definition, metrics or antecedents and consequences in the chosen 
context. Much of the discussion also assumes a quest for loyalty without really 
looking at the provider’s goals. 
 
The retailing and repeat-buying-behavior research traditions usually consider loyalty 
in terms of the proportion of consumer’s expenditure devoted to a store, attitudes to 
the store, sequences of purchase in the same store or hybrid measures. Most of these 
studies rely on scanner data taken directly from the cash registers, and on panel data 
collected on the household level. Survey data is often collected at the point of 
purchase, which leads to the over-representation of frequent shoppers. Mail surveys, 
in their part, rely on respondent recall (East et al 1995, Kendrick 98, Gengler and 
Popkowski Leszczyc 1997). In hospitality research, loyalty has usually been measured 
as intent to return (Pritchard and Howard 1997). Another approach is to track 
switching intentions (Mittal and Lassar 1998), and even actual switching behavior 
(Roos 1998). 
 
As a managerial term, loyalty is used as the opposite of switching, retention that of 
defection, and often the connected churn rate is measured. A loyal customer, hence, is 
one that the company has not lost. The definitions and use of the concept of loyalty 
vary across the literature and especially in practitioners’ language. Many studies 
discuss loyalty, but do not define it. Already in 1978, Jacoby and Chestnut (1978) 
found more than 50 different operational definitions of brand loyalty in their 
comprehensive study. Sometimes loyalty has been loosely defined as repurchase 
behavior (Gengler and Popkowski Leszczyc 1997). Studies have discussed source 
loyalty, to describe a long purchase history from a single source in industrial markets 
(Wilson and Mummalaneni 1986), or true loyalty in contrast to mere repeat purchase 
behavior (Jarvis and Wilcox 1977, ref. Wilson and Mummalaneni 1986). Dick and 
Basu (1994) discuss the managerial implications of loyalty in four settings, brand 
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loyalty, service loyalty, vendor loyalty and store loyalty. They go on to propose 
different effects on loyalty, namely product-class effects, brand-specific effects and 
transaction-related effects. Liebermann (1999) distinguishes between image-oriented 
loyalty, marketing-oriented loyalty and sales-oriented loyalty, and sees a development 
from image orientation through marketing orientation to sales orientation, i.e., as a 
hierarchy of effects.  
 
Kendrick (1998) formulates the following summary of the situation: the assumption 
seems to be that loyalty translates into an unspecified number of repeat purchases 
from the same vendor over a specified time. In fact, many of the word pairs used 
above define a context for loyalty, so that “brand loyalty” refers to the customer-brand 
relationship. The intention in this study is not to choose among these word pairs, but 
rather to understand customers’ relational behavior.  
 
The aim of this review is twofold. Firstly, through a description of the research 
tradition, to show its relevance to the present research setting as consumer’s 
relationship drivers. Secondly, to acknowledge a discussion that is, through its 
established role, believed to have a strong impact on the provider’s relational 
motivation and on the tools for consumer RM that are in use today. This brief 
overview presents examples of studies on store loyalty, loyal behavior, loyal attitude, 
satisfaction and loyalty, and dynamic loyalty. 
 
Store loyalty 
 
Several British studies report store loyalty of a little over 70%, meaning the 
percentage of expenditure taking place in the favorite store. There has been a wide 
variety of demographic characteristics of store loyals, and each new study 
contradicting previous results. This variation may be due to the different variables that 
affect store loyalty used in each study, namely choosing to shop in a certain way, 
store accessibility, people’s individual temperament as well as attitudes and specific 
beliefs (East et al 1995). 
 
The conventional retailing wisdom that location explains most of the variance in store 
choice has been counter-argued. In a study on the fixed and variable costs of 
shopping, Bell et al. (1998) found that the average number of trips to a certain store 
was not necessarily correlated to distance, since shopping costs were only partly 
offset by distance. They also found four loyalty segments in relation to shopping 
costs. The study expands understanding on store choice by suggesting that familiarity 
reduces perceived shopping costs, and store loyalty reduces price evaluations at that 
store. Another finding was that a very high proportion of households was loyal to a 
store in a very category-specific way, and that half of the households were highly 
store- loyal. The study recommends segmentation based on basket size, which seemed 
to explain much of the perceived costs of shopping, i.e., volume segmentation. The 
limitation of this type of study is that it assumes identical store assortments (Bell et al 
1998).  
 
Reward programs are included in the Bell et al study (1998) in the variable costs of 
shopping as part of pricing strategy. It could be argued, however, that the soft benefits 
of the program (through improved service) could be appraised in the same way as 
location or distance. Also, customer loyalty programs in retailing often cover more 
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than one location. In fact, an attempt to model consumers’ choices through perceived 
costs may be quite challenging per se, since the consumers’ do not by nature assign 
costs to their time or information processing, and such scaling is thus not a 
representation of the genuine consumer view. 
 
Loyal behavior 
 
In their study on repeat buying, Kumar et al. (1992) developed a repeat-buying-
behavior matrix for frequently-purchased non-durables. The study confirms the 
suggestion that brand loyalty is an important dimension of the repetitive buying of 
low-involvement, low-cost, frequently-purchased products. This segmentation is 
based on scanner data from a panel of consumers, with no customer interviews, the 
product groups being saltine crackers and bathroom tissue. The definition of brand 
loyalty in the Kumar et al. (1992) article is behavioral attraction for a brand. Such 
loyalty consists of at least two components: preference and inertia. Preference is 
defined as strong brand attraction for brands revealed in sequential brand choices, and 
inertia as weak attraction for brands revealed in sequential brand choices. The 
segments found were preference, inertia, coupon proneness and impulse buying, all of 
which were modes of repeat-buying behavior. Despite the fact that the definition 
includes attraction, the model only measures repeat buying and not the attitudinal 
aspect. 
 
In the Relationship Marketing tradition, Bhattacharya & Bolton (2000) have described 
relational behavior as something that ”is consistent with maintenance of the 
relationship”, for example a repeat purchase, but also increased usage, positive word-
of-mouth, multi-product purchases, and customer advocacy. (p. 340) Interestingly, the 
signals of loyalty (how to identify loyal customers) and the consequences of loyalty 
(what benefits there are from loyal customers) seem to be identical, i.e., loyal 
customers are those customers that benefit the company’s business. 
 
Loyal attitude 
 
In their classic model Dick and Basu (1994) found different combinations of repeat 
buying and relative attitudes, and suggest managerial implications for each 
combination, i.e., loyalty segment. Spurious loyalty is characterized by non-attitudinal 
influences on behavior (situational or social influences), which would be close to the 
concept of inertia. It demonstrates high repeat patronage but low relative attitude. 
Loyalty may be achieved at both low and high levels of attitude strength, and there is 
a favorable correspondence between relative attitude and repeat patronage. Latent 
loyalty is high relative attitude but, for some reason, no repeat buying. No loyalty is a 
situation where relative attitude is low and there are virtually no repeat purchases. 
Although the typology is in fact very simple, it was a notable improvement of the 
earlier view that only covered the volume axis. 
 
Satisfaction and loyalty 
 
Some of the main determinants of brand loyalty to products and services are past 
satisfaction with the brand, perceived risk associated with a purchase, availability of 
substitutes and the cost of changing brands (Javalgi and Moberg 1997, see also 
Loveman 1998). The belief that satisfaction automatically leads to loyalty has been 
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criticized. Measuring satisfaction often leads to fairly good results but these results do 
not measure loyalty. (Storbacka et al. 1994, Storbacka and Lehtinen 1998 and 2001, 
Stauss and Neuhaus 1997) Indeed, Grönroos (1990b) turned this belief around in 
noting that a stable customer base is a good measure of satisfaction, and not vice 
versa. By the same token, Reichheld (1996) states that since the only way a business 
can retain customer and employee loyalty is by delivering superior value, high loyalty 
is a certain sign of solid value creation (p. 5). Mittal and Lassar (1998) found that a 
high degree of satisfaction did not translate into loyalty in an empirical study on 
health care and car repair services. 
 
Dynamic loyalty 
 
The relationship-oriented view of loyalty (as opposed to the repeat buying paradigm) 
sees loyalty as a dynamic or evolving state, and many refer to “the ladder of loyalty”, 
where customers enter a relationship and go through different phases. The oft-cited 
phases are awareness - exploration - expansion - commitment - dissolution (Dwyer et 
al 1987, Voss and Voss 1997) or prospect - customer - client - supporter - advocate 
(Christopher, Payne and Ballantyne 1993). Typologies that emphasize the use of 
marketing communication include awareness - identity - relationship - community - 
advocacy (Cross and Smith 1995), and prospect - tester - shopper - account - patron - 
advocate (Gordon 1998, Raphel and Raphel 1995, White and Schneider 2000).12  

 
Oliver (1999) has a similar idea in his categorization of loyalty phases, which could 
also be called relationship phases. These phases are cognitive loyalty (loyalty to 
information), affective loyalty (loyalty to a liking), conative loyalty (loyalty to an 
intention) and action loyalty (loyalty to action inertia). There is a close resemblance to 
the bond concept presented in 3.7. Of these, action loyalty is said to be the most 
advanced state for the consumer. Voss and Voss (1997) use the term Relationship 
Marketing program, and suggest moving customers through the four stages of 
relationship development - awareness, exploration, expansion and commitment – as 
its goal. This goal may be reached through three objectives: stimulating awareness 
and exploration by new customers, moving discrete exchange customers into a seller-
maintained relationship, and motivating customers to invest in a bilateral relationship. 
 
To sum up this overview on loyalty, the main variation in the definitions and uses is 
in the attitudinal element. In general terms, some studies only measure scanner data, 
i.e., purchases, and classify customers with the same buying behaviour into the same 
category. Some researchers have also asked the consumers what they think in addition 
to what they buy, which brings more insight into the motivations of consumers. 
Appendix 1 sums up the definitions and applications of loyalty discussed above, and 
illustrates the differences in definitions and operationalizations. Implicitness may, in 
fact, be one reason for the varying uses and descriptions of the concept, since 
explicitness would require focusing on earlier definitions and then choosing one’s 
own stand in the discussion.  
 
 
 

                                                 
12 See Halinen (1994) for a full review of different development models (p.21-24). 
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3.4 Relationship-prone customers and relationship conditions 
 
Conditions that would be favorable for relationships have, naturally, raised interest. 
This discussion comprises buyer-specific conditions and contextual conditions, which 
concern the provider, market, and other situational factors. Both of these areas of 
discussion are presented in the following. 
 
Sheth and Parvatiyar (1995) discuss the motives for consumers to limit their available 
choices and to engage in a relationship with a marketer. They draw their suggestions 
from established consumer behavior literature. They call relational market behavior 
the purposeful choice reduction behavior of consumers. Reducing choices is seen as 
common and natural consumer practice, as is reported in the literature on repeat 
purchase behavior and customer loya lty. Sheth and Parvatiyar (1995) condensed 
discussions from consumer learning theories, information processing and memory 
theories, perceived risk, cognitive consistency theories, sociology and institutional 
influences, and found three types of influences on relational behavior, namely 
personal, social and institutional. On the personal level, consumers aim at greater 
efficiency in their decision making, reduced information processing, cognitive 
consistency and reduced perceived risk. On the social and institutional levels, the 
norms set by family members, the influence of peer groups, the government, religion 
and employer and marketer influences all have their impact on consumer relational 
behavior. Sheth and Parvatiyar (1995) formed 19 propositions on motivations for 
relational market behavior, including routinizing choices, generalizing response to 
other purchase and consumption situations, having positive expectations for the 
future, inertia, the need for information, knowledge and expertise in making cho ices 
as well as high perceived risk, cognitive consistency and post-purchase 
rationalization, social orientation, government- or religion-mandated choices and 
meeting personalized needs. Lack of novelty would, on the other hand, encourage 
exiting the relationship (Sheth and Parvatiyar 1995). 
 
Many authors believe that there are loyalty-prone people in general (eg. White and 
Schneider 2000) and according to widely-held beliefs about the dynamics of loyalty 
marketing, many customers want an involving relationship with the brands they buy, 
and a proportion of these buyers are loyal to the core and buy only one brand. These 
hard-core loyals are profitable because they comprise a large group of people who are 
frequent buyers. It should be possible to reinforce this loyalty even further. 
Personalized dialogues can be established with customers, resulting in more loyalty 
(see eg. Dowling and Uncles 1997, Duffy 1998).  
 
Discussion on the segmentation of loyal customers is based on assumptions and 
generalizations of what they are or could be like. On the basis of a number of studies 
and a new empirical study on store loyalty, East et al (1995) found assumptions of 
these types: 

- There is no association between store loyalty and household income or full-time education 
- High-loyalty is associated with low income and fewer years of education 
- Home owners, middle -aged people and rural populations tend to be loyal 
- The 25-44 age group is store-loyal 
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Also Söderlund (2001) discusses studies on the customer’s socio-economic and 
demographic features, and concludes that even if a correlation is found between 
loyalty and demographics, there is a need to understand why the correlation exists. 
The statistical analysis alone doesn’t explain the behavior and attitudes. 
 
Christy et al. (1996) define marketing relationships as “a managed context within 
which formal transactions between a consumer and a provider to that consumer are 
supplemented by voluntary and reciprocated actions by both parties, the effect of 
which is that the probability of future transactions between the two parties is 
increased”. In this context, the following antecedents are found to naturally encourage 
the growth of relationships (Christy et al. 1996): 
 
Customer or market segment features: 
- High involvement in the product field or brand 
- The customer’s uncertainty about a product field due to ignorance or when the product’s quality is 

inherently difficult to evaluate in advance 
- The ability or preparedness to pay for more than just the commodity 
- If there are qualifying conditions such as required spending levels to reach a service level 
- The need for customization 
- The customer’s perceived need for training 
- General psychological variables may have an effect (e.g. status-seeking customers are attracted by 

tangible signs of membership, and persons who are naturally predisposed to relationships see 
membership itself as a benefit) 

 
Product or service attributes 
- The need for regular maintenance or repair of the product 
- High purchase frequency because of the contact opportunity 
- The ability to differentiate or customize the offering 
- High switching or termination costs  
 
These antecedents are combined in a figure of relationship potential (Figure 9), which 
explains the connections between customer features and product features. The figure 
is not a practical tool, however, since “relationship-welcoming” is not an easily 
identified segment13. It also contradicts some of the antecedents mentioned above, 
since it gives examples of low relationship potential such as retail petrol and basic 
groceries, which are indeed purchased frequently. Bhattacharya & Bolton (2000) add 
to these conditions the heterogeneity of the product category and discuss perceived 
risk and switching costs, which can be distributed into the features proposed by 
Christy et al. (1996). 

                                                 
13 By definition, “segment” must meet 3 criteria: group identity or similarity within the segment, 
systematic behaviors as well as efficiency potential. In other words, the segment has to be reachable 
with differentiated appeal (Wilkie, 1990, p.100). 
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Figure 9 Customer and product influences on relationship potential (Christy et al. 1996) 

 
 
This view is representative of the relationship of the provider and the market – camp. 
The ability to really “manage the context” in the consumer market seems an unlikely 
competence of most consumer goods companies. 
 
Garbarino and Johnson (1999) label customers as low-relational or high-relational 
based on the transactional/relational continuum (see Grönroos 1990, Dwyer et al 
1987), and seek to predict their future intentions. They group customers according to 
their contractual relations, e.g. subscribers or individual purchasers of theatre tickets, 
which is seen to reflect their relational exchange behaviors, i.e., low or high relational 
orientation. Grouping the customers according to contractual relations may, however, 
also be problematic. In fact, as Garbarino and Johnson (1999) state themselves, “the 
fame of visiting performers can be an important factor in the demand for 
subscriptions”, referring not only to the relational orientation. Moreover, buying 
tickets for one show at a time could just as well represent risk avoidance (the risk of 
not being able to see shows already paid for), or a lack of financial means to invest in 
the whole theater season in advance. The sampled respondents were taken from a 
theater mailing list, and opting in on a list alone perhaps implies certain relational 
behavior from the customer. These concerns aside, the study found significant 
differences in the trust and commitment constructs between the hypothesized low- 
and high-relational groups. The low-relational customers were driven by satisfaction, 
whereas the high-relational ones were driven by trust and commitment.  
 
Bendapudi and Berry (1997) claim in their study of service relationships that there is 
higher relationship potential in services than in goods for three reasons: the many 
naturally ongoing services, the need to reduce perceived risk in services that are 
difficult to evaluate, and because customers are more likely to form relationships with 
individuals than with goods. (also Berry 1983, Berry 2002) The first claim would be 
close to the concept of inertia, the second to risk reduction and the third is discussed 
in the context of Fournier’s (1998) results on consumers’ brand relationships. The 
Bendapudi and Berry (1997) study examined the antecedents of service relationships, 
especially dependence and trust (see the commitment discussion in 3.7.) They also 
found that, while it is recognized that not all customers desire long-term relationships, 
it has not yet been possible to segment them on the basis of their receptivity to 
relationships. They thus assume the existence of such receptivity. The notion that 
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some consumers would overall, in all of their consumption, be more likely to sustain 
lasting customer relationships incorporates the thought that they would do this 
intentionally, as a result of consideration. However, it is more likely that individuals 
differ in their behavior situationally and in different industries (for example, see Roos 
1999 for a discussion on the situational effects on high- and low-involvement).  
 
Odekerken-Schröder (1999) also takes this view on relationship proneness in her 
definition of buyer relationship proneness as “a buyer’s relatively stable and 
conscious tendency to engage in relationships with sellers of a particular product 
category” (p.13). She hypothesizes that antecedents for buyer relationship proneness 
are buyer’s sociability, need for social recognition, shopping enjoyment and product 
category involvement. Of these hypotheses for antecedents only the effect of product 
category involvement holds at least in the food and apparel product categories in her 
empirical study.  
 
In conclusion, there are grounds to assume that relationships motivations or drivers 
and shopping or transactional motivations most likely are different and based on 
different antecedents and individual characteristics. Another conclusion is that 
personality traits have relationship-specific effects on loyalty, and do not result in 
overall proneness, a view supported by e.g. Söderlund (2001). 
 
Figure 10 is a summary of the discussion on relationship building potential. The row 
headings and column headings are a categorization by Bhattacharya and Bolton 
(2000) that has been expanded with the views of Berry (2002) and Christy et al. 
(1996). Structuring the reasoning into a table such as Figure 10 reveals that some of 
the “conditions” are, in fact, “tools” (warranties, usage rewards, tailored promotions, 
distribution flexibility, PR, listening posts, forums and partnerships). It could be 
argued that the discussion provides no apparent solution for combining the conditions 
with marketing tools in an effective way. The cells, in which the relationship 
conditions can be influenced by using the four identified marketing tools, are shaded. 
From a management viewpoint, the logic should be used to test the practice of RM in 
terms of customization, interaction and intimacy: how do these become operational in 
product or communications? There might also be category gaps as to what is already 
common marketing practice. The rhetoric of “relationship building” thus seems 
oriented to operative management of relationships only on the surface and remains 
academic.  
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Figure 10 Relationship building marketing tools and relationship conditions (Bhattacharya and Bolton 
(2000), Berry (2002), Christy et al. (1996)  

 
 
 
To sum up, the portrait of the consumer implicit in the discussion is still that of a 
target, and the relationship building potential discussion represents a one-sided view 
of a relationship. The current view of the world seems to give the consumer the 
passive role of a spectator that the marketer tries to engage, every once in a while, into 
a moment of interaction. The portrait of the consumer of the loyalty studies is one of 
“the relationship with the market” and “relationships as an object of management” – 
approaches. The main weaknesses are in looking at the point-of-sale only, and a 
transactional view: as if the encounters were not connected by anything else but the 
time frame of the study. The perception of the consumer is missing. Perceptions are 
present only in those studies that incorporate customer satisfaction. For example, 
Stauss and Neuhaus (1997) take the expectations disconfirmation paradigm and create 
satisfaction types to understand lasting relationships. 
 

3.5 Relational benefits 
 
Studies suggest patterns of behavior for loyal customers. The well-documented 
benefits of a loyal customer base to the provider include the following. Loyal 
customers increase their share of purchases and buy a more comprehensive product 
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line from one provider (Mittal and Lassar 1998, Loveman 1998). Their price 
sensitivity is decreased (Reichheld 1996), and they may lead to decreased costs, 
because loyal satisfied customers are likely to cost less in terms of service, and 
because sales, marketing, and setup costs can be amortized over a longer customer 
lifetime (Grönroos 1994, Gwinner et al 1998). They are more profitable (Reichheld 
1996) and lead to predictable sales and profit streams (Gwinner et al 1998). They are 
less motivated to search for alternatives and are more resistant to counter-persuasion 
from other brands (Dick and Basu 1994). Many heavy users are multi-brand loyal to a 
wide range of products and services, and the level of brand loyalty is strongly 
correlated with market share (Dowling and Uncles 1997). Loyal customers pass on 
personal referrals and are more likely to engage in positive word-of-mouth (Reichheld 
1996, Berry and Parasuraman 1997, Gwinner et al 1998). People who buy because of 
a personal referral tend to be more loyal than those who buy because of an 
advertisement. Those who buy at a standard price are more loyal than those who buy 
on price promotion (Reiccheld 1993, East et al 1995, Dowling and Uncles 1997). 
 
Complaining has also been identified as signature behavior of loyal customers, since 
they complain to change things and thus, to be able to stay loyal (Roos 1998). 
Providing added value in a service increases loyalty, and loyalty towards a context, 
such as technology-based service delivery, may be a feature of the service setting. 
(Rayport and Sviokla 1995).  
 
Dwyer et al. (1987) studied buyer - seller relationships and found benefits from 
relational marketing that are implicitly described to benefit both parties. These include 
reduced uncertainty, managed dependence, exchange efficiency, social satisfaction, 
and the possibility of significant gains in joint payoffs as a result of effective 
communication and collaboration. Christy et al (1996) suggest that, because trust and 
confidence are built on familiarity, it may be inherently easier to build marketing 
relationships with a smaller number of industrial customers than with very large 
numbers of consumers. This may be mitigated with effective segmentation and the 
use of customer data. In their view, the successful establishment of marketing 
relationships depends upon:  
 
- The availability of rewards to the players 
- The extent to which each player is aware of the potential rewards, understands the 

reciprocal duties involved and values the expected benefits 
- The ability of either player to gain an adequate level of trust 
 
Gwinner, Gremler and Bitner (1998) address the customer view and define relational 
benefits as those benefits customers receive from long-term relationships above and 
beyond the core service performance. Their study provides a review of the services 
and relationship marketing literature, and lists the following benefits: 
- Social benefits (including feelings of familiarity, personal recognition, friendship, 

rapport and social support) 
- Confidence which is connected to risk reduction and trust 
- Economic advantages in the form of special pricing and avoiding learning costs 
- The freedom from having to make decisions (saving time and energy) 
- Additional services or prefe rential treatment 
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The study (Gwinner et al 1998) further tested these benefits in reality with consumers 
who use a diverse set of service providers, and found four categories of relational 
benefits: social, psychological, economic and customization (Table 7). Further 
exploration resulted in the combining and renaming of these categories, revealing that 
consumers valued confidence benefits most, followed by social and special-treatment 
benefits. According to the respondents, these perceived benefits correla te with loyalty, 
positive word-of-mouth, continuing the relationship and satisfaction with the service. 
This suggests that relational benefits may be important in delivering these behavioral 
outcomes (Gwinner et al 1998). Also Berry (2002) claims that relationship marketing 
can be practiced without service extras or incentive pricing, but not without building 
trust through excellent service delivery. 
 

Table 7 Empirically tested relational benefits for the consumer (Gwinner et al. 1998) 

 
 
Christy et al. (1996) distinguished between tangible and intangible incentives. 
Tangible incentives include money or near-money benefits, access to extra features, 
access to customized products, and the provision of special customer service 
arrangements and extra information. Intangible incentives are said to appeal to social-
status seekers or those seeking to enhance their self-esteem. 
 
Expected and experienced relational benefits are, at this point, assumed to be 
relationship drivers for providers and consumers. 
 

3.6 Relationship intensity 
 
Earlier we identified the dynamic view to loyalty. According to this, the relationship 
is an evolving state. There are also studies that look at the intensity of relationships: 
positive intensity and negative intensity (or compulsions). These views are discussed 
next. 
 
Fournier (1998) discusses consumers’ relationships with brands. She devised a 
typology from data gathered in empirical interviews presented in Table 8. Fournier 
suggests that the portfolio of brand relationships for an individual, or across 
individuals for one brand, could be described using the types noted in the table. The 
relationship types differ in terms of the benefits they offer as well as in their 
maintenance requirements. The typology is interesting in that it demonstrates a wide 
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variety of relationship intensity and draws the types from person-to-person 
relationship types, which makes it easy to relate to. It is a novel view on the 
phenomenon and is also in contrast with the typology of Christy et al. (1996) in 
showing the variety in relationships as well as the variety one consumer may have in a 
seemingly homogenous category of brands. (The brands in the study were FMCG 
such as shampoo). The same intensity was also found in Brown’s study of emotional 
shopping experiences (1998). Oliver (1999) took the same person-to-person 
relationship approach in saying that some brands “love you back”. Examples of these 
are pets, collectibles, artwork and some fashion items, and the opposite would be 
commodities. Oliver and Fournier thus differ in their view of love-type attachment to 
brands in that Oliver expects intensive emotions only in certain product categories. 
 
Table 8 Typology of consumer-brand relationship forms (Fournier 1998) 

RELATIONSHIP FORM DEFINITION 

Arranged marriage 
Non-voluntary union imposed by preferences of third 
party. Intended for long-term, exclusive commitment, 
although at low levels of affective attachment 

Casual friends/buddies 
Friendship low in affect and intimacy, characterized by 
infrequent or sporadic engagement, and few 
expectations for reciprocity or reward 

Marriages of 
convenience 

Long-term, committed relationship precipitated by 
environmental influence vs. deliberate choice, and 
governed by satisficing rules 

Committed partnerships 

Long-term, voluntarily imposed, socially supported union 
high in love, intimacy, trust and a commitment to stay 
together despite adverse circumstances. Adherence to 
exclusivity rules expected 

Best friendships 

Voluntary union based on the reciprocity principle, the 
endurance of which is ensured through continued 
provision of positive rewards. Characterized by 
revelation of true self, honesty and intimacy. Congruity 
in partner images and personal interests common. 

Compartmentalized 
friendships 

Highly-specialized, situationally-confined, enduring 
friendships characterized by lower intimacy than other 
friendship forms but higher socio-emotional rewards and 
interdependence. Easy entry and exit attained 

Kinships Non-voluntary union with lineage ties 

Rebounds / avoidance-
driven relationships 

Union precipitated by desire to move away from prior or 
available partner, as opposed to attraction to chosen 
partner per se 

Childhood friendships 
Infrequently engaged, affectively laden relation 
reminiscent of earlier times. Yields comfort and security 
of past self. 

Courtships Interim relationship state on the road to committed 
partnership contract 

Dependencies 

Obsessive, highly emotional, selfish attractions 
cemented by the feeling that the other is irreplaceable. 
Separation from the other yields anxiety. High tolerance 
of the other’s transgressions results. 

Flings 
Short-term, time-bound engagements of high emotional 
reward, but devoid of commitment and reciprocity 
demands 

Enmities 
Intensely involving relationship characterized by 
negative affect and the desire to avoid or inflict pain on 
the other 

Secret affairs Highly emotive, privately held relationship considered 
risky if exposed to others 

Enslavements  
Non-voluntary union governed entirely by the desires of 
the relationship partner. Involves negative feelings but 
persists because of circumstances. 
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Intense forms of loyalty such as Oliver’s (1999) “ultimate loyalty” as well as 
Fournier’s relationship metaphors are applied in the sense of the concepts of attraction 
and even love. In fact, love and passion are sometimes used as an opposite of rational 
behavior when describing consumer behavior. Jantzen and Østergaard (1998) go as 
far as to state that  

… it becomes clear that marketing theory and consumer research desperately 
need a “theory of love” i.e., a theory of the implications of “falling” in (and 
out of) love, of the thrills of “making” (and the unmaking of) love, of people’s 
loving of love (their lust), of caring (the ways in which people try to be 
“everything” to somebody), and of sacrifice… (p. 127) 

Indeed, the study of compulsive consumption is an area of research that concentrates 
on intense emotional states of the consumer. Compulsive consumption is ”a response 
to an uncontrollable drive or desire to obtain, use or experience a feeling, substance or 
activity that leads an individual to repetitively engage in a behavior that will 
ultimately cause harm to the individual and/or to others.” (O’Guinn and Faber 1989, 
p. 148, also Hirschman 1992) The alleviation of negative feelings has been identified 
as the motivation for compulsive behavior. This motivation has, in fact, been 
identified as a major differentiator of compulsive and normal behavior. (ibid.) In the 
case of shopping the behavior is de facto the relationship – a series of transactions in 
which the experience of shopping is more important than the item or service acquired, 
whereas the consumer doesn’t have a relationship with the item that is purchased. In 
the frame of concepts of this study, the alleviation of negative feelings can be 
categorized as a relational benefit.  
 
Söderlund (1999, 2001), in his studies of fanatic consumers, has explored why 
customers develop intensely strong relationships with providers by looking at needs, 
effort, visibility, volition and participation and discusses the determinants of strong 
bonds. While these factors are not discussed here separately it can be claimed that all 
or some of them might serve as building blocks of motivation. 
 
The views to attraction differ in whether attraction is seen as a state of the individual 
that can occur in relationships or without a relationship, or as a process, evolving in 
relationships. For example, Dwyer et al (1987) see it as the initiating process of the 
exploration phase of a relationship, when exchange is considered and trial purchases 
may take place. Halinen (1994) defines attraction purposefully in a different way as a 
company’s interest in exchange with another, based on the economic and social 
reward-cost outcomes expected from a relationship over time. In her model of bonds 
in an advertising agency - client relationship, attraction is one of the relational bonds 
(see Appendix 2). Her empirical finding was that attraction in these relationships 
acted as a bond keeping the parties together, for example with a client having an 
agency on a short list of choices, or an agency abandoning a client because of 
considering a competing firm to be more interesting. This seems to be close to the 
image concept and the evoked set14 of brands, since according to this definition, 
attraction can and does exist before the relationship is initiated, i.e., before experience 
of the service provider.  
 

                                                 
14 The evoked set is the mental list of alternatives the consumer immediately identifies when faced with 
a purchase decision (see eg. Martin and Goodell 1991). 
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Therefore, attraction could be seen as an antecedent of a relationship. Its nature may 
evolve during the relationship, and it may exist in some form after the relationship has 
ended. Expectations of economic and social rewards that were found to be the basis 
for attraction could perhaps be seen as economic and social bonds. This view is 
supported by Gwinner et al (1998), who suggest that the psychological benefits of a 
relationship develop over time (see section 3.5). 
 
In this study, there are two types of relational intensity present, namely “emotional 
intensity” and “action intensity”. Both are seen to be embedded in the conceptual set 
up, as emotions are present in emotional bonding and attraction, and action and 
activity are present in the behavior of the customer. Intensity is, therefore, not used 
here as an independent concept. 
 

3.7 Bonding and Commitment 
 

Customer bonding is always about actual behavior...Customer bonding is not about what 
customers say about the provider; it is about what they do, how they behave in their 
relationships with the provider. Highly bonded customers will buy repeatedly from a provider 
to which they are bonded, recommend that provider to others, and strongly defend these 
choices to others—insisting that they have chosen the “best” product or service...It is the 
underlying emotional bond that leads to such a stance and is at the core of customer bonding. 

 Butz and Goodstein 1996 
 
We’re trying to build a bond with the customer - a bond that’ll last many years and give us a 
real competitive advantage” 

Manager of General Electric’s Answer Center in  
Berry and Parasuraman 1991, p.145 

 
Knowledge bonds and social bonds depend on the service provider being proactive and 
creating these bonds to the customer 

Liljander and Strandvik 1995 
 

 
These quotes represent perspectives on building lasting relationships with customers, 
and all of them mention bonding. The first describes the strong emotional state of the 
customer, the second sees bonds as a source of sustained competitive advantage, and 
the third considers them as something a company can manage. These quotes were 
chosen to open up the discussion that follows on the different uses of the concept of 
bonds.  
 
Bonds and bonding have become central concepts in the study of customer 
relationships and they have even been claimed to be one core objective of relationship  
marketing (see e.g. Easton and Araujo 1986, Liljander and Strandvik 1995, Smith 
1998). There are many views of the role of bonds in relationships. Sheth and 
Parvatiyar (1995) maintain that “any relationship that attempts to develop customer 
value through partnering activities is likely to create a greater bonding between 
consumers and marketers. The greater...such bonding, the more committed the 
consumer becomes in the relationship...” (p. 256). Bonds arise over time from the 
interaction of individuals and they always include a mutual orientation (Håkansson 
and Snehota 1995). If a customer has one or more bonds with a service company, he 
or she will accept lower levels of service quality from the provider regardless of 
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whether the bond is seen as negative (exit barrier) or positive (Liljander and Strandvik 
1995). This division into negative and positive bonds equals the dedication-based 
versus constraint-based relationship maintenance division devised by Bendapudi and 
Berry (1997). 
 
Studies discuss or model the antecedents and consequences of bonds in different 
buyer-seller contexts (e.g. Halinen 1994, Smith 1998, Liljander and Strandvik 1995) 
and conclude that there are differing relationships between the connected concepts as 
well as differing definitions and classifications – some discuss these connections 
without including bonds (e.g. Morgan and Hunt 1994, Dwyer et al 1987). Table 9 
presents only some of the linkages found by these researchers, since many of these are 
parts of another model, which has linkages to concepts outside the focus of this study. 
As can be seen, the connections and the relationships between the presented concepts 
vary in causal order. Therefore, commitment could be seen as an antecedent as well as 
an outcome. The purpose here is not to present all relevant studies, but to illustrate the 
fact that there are well- founded arguments, some of them backed by empirical results, 
that contradict each other. One conclusion of this could be that the connections 
between these concepts are context-specific, and therefore only their general features 
can be modeled. These studies also emphasize causality: antecedents and outcomes. 
Another conclusion is that there is room for exploring and conceptualizing bonds.15 

                                                 
15 Differences in views may also be partly due to differences in wording: parts of the relationship being 
called “bonds” in the plural, while “bond” in the singular is closer to “commitment”, or a collection of 
bonds.  
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Table 9 Relationship commitment: different views on antecedents and outcomes 

 
Arantola (2000, 2002) has studied the roots and development of the bond concept, as 
well as the existing typologies and uses of the concept. A table of various types of 
bonds reviewed in the literature is presented in Appendix 2. Her study resulted in a 
new construct of bonding that may be applicable in consumer relationships. The next 
section of this chapter will first present the new bond construct, to be followed by a 
discussion on commitment.  
 
Despite the variety of stances taken in relationship discussions, they all hover around 
the same concept - the ties that bind. Two findings of Brennan and Turnbull (1999) on 
adaptations especially relate to the present study. The first is that the re are differences 
in perception regarding adaptations between the buyer and the seller. Common ground 
is found in that bonds are something that exists between two parties - this is one thing 
researchers agree upon. Some feel that a relationship is in fact characterized by the 
existence of bonds (Liljander and Strandvik 1995).  
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The second notion in the Brennan and Turnbull study (1999) is that extensive 
relationship-specific adaptation may take place without any explicit decision being 
taken. This notion supports the idea that bonds may develop unintentionally and 
independently whether the parties want them to or not. One party may seek to build 
bonds, or bonds may develop without active measures. Both parties may try to affect 
bonding, the marketer usually to build bonds and the consumer either to build bonds 
or to reduce them, depending on the future-orientation of the parties regarding the 
relationship. The active building of many of the bond types is difficult for the 
competition to imitate, since the mechanisms are not easy to identify even from inside 
the relationship.  
 
Bonds that are intentionally built to act as exit barriers may still have a time limit. 
Examples of these are legal and financial bonds. Social bonds that are based on 
values, by the same token, last longer. They perhaps take longer to develop but at 
least could be maintained for a longer period of time, since values do not change 
rapidly. In addition to this discussion on bonds, relationship satisfaction can be 
defined as a bond.16 Table 10 represents an attempt to model the possibilities of 
positive, neutral and negative bonds in a relationship in a new way. The bond types 
were chosen from the literature (Appendix 2) to represent those that are prevalent, and 
which represent a wide array of situations, to convey the idea of the bond construct. 

                                                 
16 For example Liljander (1995) provides a comprehensive view of the prominent perceived quality 
models and satisfaction discussion. 
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Table 10 Nature of bonds revisited 

 

 
Negative perception, varying 
strength 
 

Neutral perception, weak  Positive perception, varying 
strength 

Economic bond 
Monetary relational 
investments or special pricing 
prevent desired exit. 

There are relational 
investments or special pricing 
but they do not affect the 
customer’s perception of 
motivation to stay in the 
relationship. 

The customer perceives being 
tied to the provider due to 
relational investments or 
special pricing, but perceives 
the relationship as beneficial 
and the situation positive. 

Legal bond 
The customer is bound by an 
agreement that prevents 
desired exit. 

The customer is formally tied 
by an agreement. This does 
not affect the customer’s 
perception of motivation to 
stay in the relationship. The 
eventual sanctions for breach 
of contract, or waiting for the 
contract to end are not 
perceived as important. 

Customer perceives benefits 
from the legal agreement and 
perceives that the marketer is 
bound by it, thus benefiting the 
customer. 

Knowledge bond 

The customer is in a learning 
relationship and it is perceived 
too costly and time consuming 
to teach another provider to 
deliver the same level of 
service, even though exit is 
desired. 

Neutral or no perception of 
knowledge creation or 
learning. 

Customer has taught the 
provider to provide service to 
the customer’s liking. 
Familiarity reduces risk and 
increases comfort levels, and 
the customer is motivated to 
stay in the relationship. 

Social bond 

If there is a negative 
perception of the provider’s 
contact person/s, the 
perception cannot act as a tie, 
therefore negative social 
bonds cannot exist. 

Neutral or no perception of 
social relations between the 
customer and the provider. 

Personal relations are 
perceived as positive and 
important, and the customer is 
motivated to stay in the 
relationship. 

Technical bond 

The customer has invested in 
relationship specific 
technology (or knowledge of 
it), which prevents desired 
exit. 

Neutral or no perception of 
relationship specific 
technology (or knowledge of it) 
between the customer and the 
provider or the investment is 
not perceived as important. 

Familiar technology reduces 
risk and increases comfort 
levels, thus making the 
customer motivated to stay in 
the relationship. 

Psychological, 
emotional, value, 
cultural, 
language bond 

If there is a negative 
perception of the provider’s 
values, culture, language 
compatibility or if there are 
negative emotions, these 
cannot act as ties, therefore 
negative psychological, 
emotional, value, cultural or 
language bonds cannot exist. 

Neutral or no perception of the 
provider’s values, culture or 
language compatibility, neutral 
or no emotions attached to the 
relationship. 

The customer feels 
emotionally attached to the 
provider or perceives value, 
culture or language 
compatibility with the provider, 
and is thus motivated to stay 
in the relationship. 

Time bond 
 

The service hours or speed of 
service delivery of the provider 
prevent the customer from 
desired exit. 

Neutral or no perception of the 
provider’s service hours or 
speed of service delivery. 

Customer perceives 
convenience and time saving 
benefits, and is thus motivated 
to stay in the relationship. 

Structural bond 

The provider provides value 
added service that is not 
available elsewhere or the 
customer has reached a 
preferred service level based 
on the relationship history. It 
would be expensive to build a 
relationship history and reach 
the service level elsewhere, 
which prevents desired exit. 
Structural bonding can 
incorporate time, knowledge 
and economic bonds. 

Neutral or no perception of the 
service level or the 
relationship history (i.e., 
relational investments) 
required for reaching the level. 

The special service level and 
structure are perceived as 
valuable and important, and 
the customer is motivated to 
stay in the relationship. 

Geographical 
bond 

Service location is (by far) the 
most convenient or there is a 
geographical monopoly, which 
prevents desired exit. 

Neutral or no perception of the 
location vis-à-vis the 
alternatives. 

The customer prefers a local 
provider instead of others, and 
is thus motivated to stay in the 
relationship. (NB This is closer 
to value or cultural bonds than 
geographical bonds.) 
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The table shows the multitude of perceived bonds in a relationship and the need for 
comprehensive analysis to promote understanding of bonding. The strength or 
weakness of individual bonds is not enough to convey the state of the relationship in 
full. Instead, their combination and their relative strength, as well as their relative 
importance and the consumer’s relative interest in them, gives a fuller picture. The 
model incorporates bond strength or bond importance, which are seen as facets of the 
same phenomenon, namely the effect of bonds in continuing or exiting the 
relationship if exiting becomes an issue. All of these dimensions are seen to be 
simultaneously present in the consumer’s perception. The model also indicates that 
some bond types cannot be negative, in other words, in the case of a negative 
perception they simply do not exist. Some types work as ties, however, even if 
perceptions or attitudes are negative. Negative bonds arise only when the customer 
wants out of the relationship and cannot leave because of the disincentive. One 
example would be a dissatisfied gold- level airline customer who has invested in the 
relationship and is bound by a structural bond. The same customer could, however, 
experience a positive structural bond if he or she is happy with the relationship and 
happy to remain the airline’s customer while perceiving that switching would be 
difficult. A positive bond, then, is a positive, conscious orientation to the future. If the 
customer does not perceive being tied to the provider, there is no bond regardless of 
whether the situation is positive or negative.   
 
It may be argued that psychological or emotional bonds are not conscious perceptions 
that the customer (rationally) examines. However, the “unexplained feeling” that 
keeps the customer in the relationship is categorized here as a perception. This study 
thus has a wider view of “perception” than some perceived-quality studies in which 
perceived quality is seen as cognitive evaluation (see Holmlund 1997). 
 
In semantic terms the idea of a “negative bond” may seem odd – how could a tie be 
measured on the negative scale? However, the construct helps in assessing the 
negative situations when bonds act as exit barriers for a customer who wants to exit. 
The customer perceives the ties and the perception of the relationship is negative.  
 
The neutral column incorporates the importance of a bond. In fact, all the columns 
implicitly assume at least mild importance of the respective bond types, since a 
perception is required. There is, however, a difference between clearly negative or 
clearly positive bonds, and the neutral zone in between. It could be claimed that, with 
otherwise negative bonding, the neutral bonds are not enough to prevent exit. Many of 
those described in the model could also be called weak bonds. 
 
The impossible combinations are situations for which no meaningful description 
could be found. These are the cells in italics. If there are no bonds, or only neutral 
bonds, customer exit is not hindered. However, the weakly- or neutrally-bonded 
customer may not exit because of other reasons, such as inertia. 
 
Some of the combinations exist in a limited number of contexts. For example, a 
positive technical bond may exist between Macintosh users and the Apple 
Corporation. Positive cultural bonds may only appear in the context of offerings that 
have strong cultural meaning, such as a local soccer team.  
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“Exit” in this model means leaving the relationship or not using the service anymore. 
In the context of customer loyalty programs, the member may exit by ending 
membership explicitly, or by leaving the card home and no longer using the service 
provider. Marketers who wish to be aware of the latter type of exit need to register 
and monitor passive members who have clearly stopped using the service. Other 
reactions from negative bonds may occur, such as complaining.17 
 
 
3.7.1 Commitment 
 
The discovery of a definition of consumer bonding also requires a discussion on 
commitment. The dominant models of commitment study buyer-seller relationships. 
Among the most cited ones are the Dwyer, Shurr and Oh model (1987) and the 
Morgan and Hunt (1994) model. These will be discussed first to describe the basis of 
commitment research, and then the focus will shift to research dealing more closely 
with consumer commitment.  
 
Dwyer et al (1987) describe commitment as phase 4 in developing relationships, the 
process being: awareness, exploration, expansion, commitment and dissolution. These 
phases were identified in a buyer-seller relationship context. Commitment is defined 
as an implicit or explicit pledge of relational continuity between exchange partners 
(p.19) and all other exchange partners are mentally excluded. The measurable criteria 
for commitment include: inputs, durability and consistency. Inputs may be economic, 
communicative or emotional, and they should be “significant”. Durability is basically 
the same as future-orientation. Consistency means the predictability of the parties’ 
actions. “Input”, as defined here, is similar to the idea of a bond. 
 
Morgan and Hunt (1994) model the relationship between trust and relationship 
commitment as well as their antecedents and consequences. Some of the antecedents 
are actions by the company (communication), some are perceived by the customer 
(termination costs, benefits), and some are traits of the customer (values, opportunistic 
behavior (i.e., propensity to engage)). The model gained empirical support in a 
business-to-business, manufacturer-retailer setting. For the purposes of this study, 
however, it does not seem an appropriate starting point for the following reasons. 
Firstly, relationship termination costs may be difficult for the consumer to appraise. 
Secondly, shared values are more complex than thinking of corporate values, for 
example, which can be communicated to the employees or partners as a short list, 
while consumers’ personal values differ widely and are numerous. Some corporate 
values are, naturally, communicable to consumers, and may be shared values, such as 
environmentalism. Thirdly, the propensity to engage in opportunistic behavior and 
risk-avoidance are characteristics of the consumer. In fact, Gengler and Popkowski 
Leszczyc (1997) see the value of trust in a relationship for the buyer in terms of 
reduced risk, reduced stress and reduced search cost. As far as the other parts of the 
model are concerned, relationship benefits may be assessed as the perceived benefits 
of the program, and these could be studied in further research. Communication 
                                                 
17 The positive-neutral-negative construct is thought to be a continuum. Interestingly, the construct can 
be parallelled to the trust construct, which is also seen as a continuum of trust-distrust. Singh and 
Sirdeshmukh in their study of consumer trust and loyalty, state that trust and distrust are maintained by 
different mechanisms (Sitkin and Roth 1993, ref. Singh and Sirdeshmukh 2000). The asymmetric 
nature of the construct would be an interesting avenue for future research. 
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between companies and consumers may be divided into one-way marketing 
communications and into two-way interaction, personal or non-personal. 
 
The consequences of commitment in the Morgan and Hunt model, interestingly, do 
not include loyalty or repeat-buying behavior, which would be logical in the context 
of the goals of building relationships. The concept of loyalty is passed in the article 
with the comment that it is becoming “increasingly similar to our conceptualization of 
commitment” (Morgan and Hunt 1994, 23).  
 
The Morgan and Hunt (1994) and Moorman et al (1992) definitions of relationship 
commitment include attributes of the relationship such as “worth working on” or 
“valued”, i.e., the relationship must be perceived as important. Some studies apply 
and define the concept of commitment as requiring intentions to behave in a certain 
way. Garbarino and Johnson (1999) define commitment in a theater-company setting 
as “customer psychological attachment, loyalty, concern for future welfare, 
identification and pride in being associated with the organization”(p.73).18 
 
Liljander and Strandvik (1995) define commitment in their relationship-quality model 
as the parties’ intentions to act and their attitude towards interacting with each other. 
High relationship value will affect commitment positively (p. 144). They also maintain 
that, in a relationship, there may be positive, negative or no commitment. Positive 
commitment could be seen as intentions leading to adaptation processes and other 
behavior, e.g. positive word-of-mouth, whereas negative commitment could possibly 
lead to negative word-of-mouth. No commitment would, by the same token, be the 
same as indifference. Negative commitment indicates that the customer would like to 
exit the relationship but is not able to do so, and is ready to exit when the bonds are 
removed or alternatives appear (Roos and Strandvik 1996). Fournier (1998) defines 
commitment in consumer relationships with brands as the intention to behave in a 
manner supportive of relationship longevity, which is a simpler way of expressing the 
same thing. 
 
Alajoutsijärvi et al (1999) found four generic relationship modes in business dyads, 
namely competitive, cooperative, buyer-dominant and seller-dominant. Their 
typology is also based on the motivation to invest in the relationship and to find a 
positive connection between the degree of motivation to invest and commitment.  
 
Voss and Voss (1997) introduce a commitment typology that maintains that 
commitment may be bilateral or unilateral. If successful, the seller-maintained actions 

                                                 
18 Again, there are examples of other meanings for the concept. For example, Martin and Goodell 
(1991) discuss the roots of product commitment. They note that the concept is often used 
interchangeably with brand loyalty and continue by describing two views: behavioral commitment and 
attitudinal commitment, as the two components of brand loyalty. They go on to discuss “low product 
commitment” and use it interchangeably with low involvement – i.e., a situation with low product 
commitment - high task involvement. The article thus fails to distinguish between or describe the 
relationship between the three concepts of commitment, loyalty and involvement. The same is true of 
the Kassarjian & Kassarjian (1977) article on attitudes under low-commitment conditions, where the 
word “commitment” is present almost solely in the title and “involvement” is used in the text . For 
example, an uninvolving topic is said to be one to which the consumer has little or no commitment (p. 
9), whereas later (p. 10) a concept is said to suffer from lack of involvement AND low commitment 
(emphasis added), which would imply that they are separate concepts. 
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result in buyers’ increased relational motivation and commitment. This view is in 
accordance with those of Liljander and Strandvik (1995) who find different types of 
relationships in terms of the customer’s commitment, not the sellers. The types are 
valued relation, indifferent relation and forced relation. These typologies probably suit 
the consumer market better than assumptions of mutual commitment. 
 
 
3.7.2 A definition of bonding 
 
To sum up, a definition of bonding should include the following elements:  

o A bond is a perception 
o There can be latent bonds that materialize into perceptions when exit 

becomes a possibility 
o There are different types of bonds 
o Bonds develop in customer relationships over time but bonding can appear 

already in the very beginning based on relationship expectations 
o The perception of a bond can range from negative to positive 
o Neutral bonds are weak or unimportant 
o The combination of bonds is the state of commitment, and thus also 

commitment can be negative or positive 
o Different relationship encounters and expectations of them induce different 

types of bonds 
o There is no pre-determined temporal order of how bonds emerge. The 

same encounter or feature may induce negative or positive perceptions of 
an actor, as customers react to different features or encounters of the 
relationship in different ways.  

 
It seems natural to discuss the perception of a consumer, since a consumer is an 
individual, a person. However, the company’s “perception” of a bond is more 
complicated, and here it can be seen according to the IMP tradition that bonds exist on 
the personal leve l and on the company level. In the consumer market, the other actor 
in the dyad is often a segment or a group of customers, as discussed in Chapter 3.2, 
but it can also be an individual customer relationship, and the company perceived 
bond for example a service agreement (legal bond). The strength of bonds is 
dependent on the perceptions of the actors as well as on the influence of all other 
bonds in the focal relationship. A fundamental difference to the earlier definitions of 
bonding is that bonds develop as perceptions of the actors in the relationship – not as 
something that exists “between the parties”. Thus, to connect the definition into the 
previous discussion, commitment is a mental state of the customer that is based on 
experience and includes future-orientation.  
 
The following definition is an attempt to capture the essence of the discussion above. 
 

Bond is a perception of an actor in a customer relationship of a driver for 
continuing the relationship. The context of bonds is a relationship, and there 
can be several bonds in a relationship. Bonds can be negative, neutral or 
positive. 

 
The combination of bonds constitutes the state of commitment for an actor. In 
the case of negative commitment, a bond/bonds can act as barriers to exit 
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when an actor has an incentive to leave the relationship. When commitment is 
positive, there is a will to continue the relationship in the future.  

 
A challenge in measuring bonds and the state of commitment is the neutral area, 
where bonds are weak, and if all bonds are weak, commitment is near zero. Therefore, 
“high” commitment are the high ends of both the plus and the minus scale. Also, 
different bond perceptions are of different importance, which means that the 
measurement should be weighed. However, this is seen as an avenue of further 
research. 19 
 

3.8 Conceptualizing relationship drivers and relational motivation 
 
Having explored the themes of why relationships begin and why they last from the 
consumers’ and provider’s points of view, a conceptualization of relationship drivers 
and relational motivation as well as a working definition is proposed. 
  
Based on the theoretical exploration, it is apparent that the concepts used to describe 
the relationship drivers of an actor differ when discussing drivers of actors in 
business-to-business relationships and the drivers of consumers. Figure 11 accentuates 
this point. In the figure, the relationship drivers of providers are identified as: 
attraction, trust, satisfaction, bonds and commitment. If the customer also is a 
company, the drivers are believed to be the same. However, if the customer is a 
consumer, there is a need to use different concepts to describe the drivers. For the 
providers in consumer relationships “attraction” cannot be an interest of the company 
toward an individual consumer, and instead translates into segmentation and business 
goals. The concept of relational benefit is used as a heading for the expected yield 
from the consumer relationships. Bonds and commitment can also not be directed 
towards an individual consumer, and are incorporated in the expected value of the 
relationship per segment or market. Thus, the relationship view and through it, 
segmentation are important drivers. A transactional view of the customer is not a 
driver of relational behavior. It could also be argued that company goals impact the 
relationship view, but the model puts the relationship view as having impact on 
segmentation and company goals.  
 
For the consumer, relationship drivers are attraction, relational behavior, relational 
benefits, and bonds. Attraction incorporates trust. Relational behavior incorporates 
satisfaction in individual encounters and over time. Based on the literature review it is 
apparent that the current view on consumer commitment is close to the proposed idea 
of relational motivation. In this study, however, the terms driver and motivation are 
used throughout the study because of their neutral nature and usability for both actors.  
 
The idea of relational benefits is used here to cover the various aspects of value from 
a customer relationship or perceptions of benefits that are only available in the 
relationship. Relational benefits are, at this point, believed to be relationship drivers. 
It is also important to make a distinction between a relational benefit and a 
“transactional benefit”. Therefore, relational benefits to the consumer are defined as 

                                                 
19 See Appendix 3 for a discussion on suggested ways of measuring commitment 
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those benefits customers receive from long-term relationships above and beyond the 
core service performance (Gwinner et al 1998). 
 
 

Figure 11 Tentative model of relationship drivers 

 
 
3.8.1 Provider-specific relational drivers 
 
Tables 11 and 12 summarize provider’s relational benefits as described in earlier 
studies. The term “relational benefit” hasn’t been used in this way before, as it is 
brought over from the consumer relationship benefit discussion. The sources to the 
identified benefits are indicated with numbers. The number of articles that highlight a 
particular benefit varies, and the ones that the academic community seems to agree on 
are customers’ decreased price sensitivity, increased spending levels, likelihood of 
referrals and the connection between perceived risk and loyalty. These, still fairly 
new, thinking conventions have already been tested and challenged. Reinartz and 
Kumar (2002) find that there is no automatic causal effect of loyalty (defined as 
repeat buying) and profitability, or loyalty and  price-sensitivity, word-of-mouth 
behavior or reduced cost to serve. Their article makes a point of choosing the target 
clients carefully, to increase the probability of these positive effects. 
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Table 11  Relational benefits to the provider: customer effects 

 

Table 12 Relational benefits to the provider: internal effects 

 
 

1) Dwyer et al 1987
2) Kumar 1992
3) Reichheld 1993
4) Dick and Basu 1994 
5) Grönroos 1994
6) Halinen 1994
7) East et al 1995
8) Liljander and Strandvik 1995
9) Christy et al 1996
10) Reichheld 1996
11) Roos and Strandvik 1996
12) Bendapudi and Berry 1997
13) Berry and Parasuraman 1997
14) Dowling and Uncles 1997
15) Javalgi and Moberg 1997
16) Peppers and Rogers 1997
17) Bejou and Palmer 1998
18) Bell et al 1998
19) Loveman 1998
20) Mittal and Lassar 1998
21) Oliver 1999
22) Roos 1999
23) Reinartz and Kumar 2002

• Likely to engage in positive WoM and to make referrals (3, 4, 7, 10, 13, 14, 16, 19, 21) 
• Loyals complain more than disloyals (8, 11, 22)
• Buying because of WoM makes a customer more loyal (3, 7, 14)
• Committed customers have high expectations of service recovery (17)

Word-of-Mouth and 
Complaining

• Price sensitivity is decreased (2, 3, 7, 10, 14, 18) or may not be (23)
• Cash incentives create loyalty (15)
• Buyers on standard price are more loyal than buyers on promotion (3, 7, 14)

Reaction to price

• Increased share of purchases (7, 20)
• More than one product group from the same company (22, 20) 
• Low attrition (switching) (1, 19)
• Memberships automatically bring high repeat patronage (15)
• Spend more (2, 3, 7, 14, 18)
• Stable demand and sales flows over time (25) 
• Level of loyalty correlates strongly with market share (16)

Volume and share of 
customer

• Less motivated to search for alternatives (1, 4, 6, 13, 22)
• Perceived risk increases likelihood of loyalty (5, 9, 12, 15)
• Many consumers want involving relationships with brands they buy (14)
• Resistance to counter-persuasion from competitors (4, 21)
• Personalized dialogues result in more loyalty (14)
• Effortful search for the favored brand (21)
• Reads news and ads about the provider (8)

Search behavior and 
response to 
marketing 
communications

Customer effects

1) Dwyer et al 1987
2) Kumar 1992
3) Reichheld 1993
4) Dick and Basu 1994 
5) Grönroos 1994
6) Halinen 1994
7) East et al 1995
8) Liljander and Strandvik 1995
9) Christy et al 1996
10) Reichheld 1996
11) Roos and Strandvik 1996
12) Bendapudi and Berry 1997
13) Berry and Parasuraman 1997
14) Dowling and Uncles 1997
15) Javalgi and Moberg 1997
16) Peppers and Rogers 1997
17) Bejou and Palmer 1998
18) Bell et al 1998
19) Loveman 1998
20) Mittal and Lassar 1998
21) Oliver 1999
22) Roos 1999
23) Reinartz and Kumar 2002

• Likely to engage in positive WoM and to make referrals (3, 4, 7, 10, 13, 14, 16, 19, 21) 
• Loyals complain more than disloyals (8, 11, 22)
• Buying because of WoM makes a customer more loyal (3, 7, 14)
• Committed customers have high expectations of service recovery (17)

Word-of-Mouth and 
Complaining

• Price sensitivity is decreased (2, 3, 7, 10, 14, 18) or may not be (23)
• Cash incentives create loyalty (15)
• Buyers on standard price are more loyal than buyers on promotion (3, 7, 14)

Reaction to price

• Increased share of purchases (7, 20)
• More than one product group from the same company (22, 20) 
• Low attrition (switching) (1, 19)
• Memberships automatically bring high repeat patronage (15)
• Spend more (2, 3, 7, 14, 18)
• Stable demand and sales flows over time (25) 
• Level of loyalty correlates strongly with market share (16)

Volume and share of 
customer

• Less motivated to search for alternatives (1, 4, 6, 13, 22)
• Perceived risk increases likelihood of loyalty (5, 9, 12, 15)
• Many consumers want involving relationships with brands they buy (14)
• Resistance to counter-persuasion from competitors (4, 21)
• Personalized dialogues result in more loyalty (14)
• Effortful search for the favored brand (21)
• Reads news and ads about the provider (8)

Search behavior and 
response to 
marketing 
communications

Customer effects

1) Macchiette and Roy 1992
2) Reichheld 1993
3) Grönroos 1994
4) East et al 1995
5) Sheth and Parvatiyar 1995
6) Christy et al 1996
7) Dowling and Uncles 1997
8) Peppers and Rogers 1997
9) Gwinner et al 1998
10) Liebermann 1999
11) Reinartz and Kumar 2002

• Loyal customers cost less to service (2, 3, 9) or may cost more to serve (11)
• Help in designing new products and services (8)

Internal processes

• Reduced communication budget without giving up effectiveness (3, 5, 10)Marketing 
communication

• Demographics measure propensity to become loyal (2, 4, 7)
• Previous purchase history measure propensity to become loyal (2, 4, 7)
• Loyalty is a segmentation criterium (1, 6)
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The concept of a relational benefit is here proven feasible for the analysis both actors 
in provider - consumer relationships. If we think of “the provider” in the dyad as a 
corporate entity, the relational benefits compiled into Tables 11 and 12 can also be 
thought of as relationship drivers. Therefore, the relational motivation of providers 
can be seen to consist of 1) relationship view 2) relational benefits from the customer 
effects of lasting relationships, and 3) relational benefits from the internal effects of 
lasting relationships. The identified benefits from consumer relationship marketing 
are in practice not necessarily the complete list presented in Figure 12, but instead a 
provider-specific set of identified benefits. The relationship view is defined as 
perception of the other actor in the relationship. 
 
Figure 12 Provider’s theoretical relationship drivers 

 
 
 
3.8.2 Consumer-specific relational drivers 
 
A model of consumers’ relational benefits is introduced in Figure 13. The developed 
categorization is based on the thoughts of Gwinner, Gremler and Bitner (1998), 
O’Brien and Jones (1995), Christy et al. (1996), and Sheth and Parvatiyar (1995). The 
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Figure 13 Theoretical framework of consumer’s relational benefits 
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business-to-business relationships and from consumer (marketing communication) 
relationships into one model.  The aim of the empirical consumer study is not to study 
the causality, but instead to identify the pieces of the puzzle . 
 
Attraction is here understood as an interest in exchange with the other actor. It can be 
a relationship antecedent and its nature and role may change during the relationship, 
and it may exist in some form after the relationship (exchange) has ended. Therefore, 
attraction contains expectations and trust. Relational behavior incorporates 
experiences over time and in individual encounters, of which some are critical. This 
driver also incorporates satisfaction. 
 
 

Figure 14 Consumer’s theoretical relationship drivers 
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the managerial implications of relational motivation, it is seen useful to analyze these 
differences further as attempted in the previous sections of this chapter. 
 
The purpose of the study is to create structured understanding of the nature of 
customer relationships from both the provider’s and the consumer’s viewpoints. It 
was proposed that new understanding would be provided by analyzing relationship 
drivers and by introducing the concept of relational motivation, which could provide a 
common conceptual heading for the analysis of these views. Having charted the area 
of relevant existing theories the idea of a holistic concept such as relational 
motivation seems necessary in understanding the dyad of provider and consumer in 
customer relationships. It was not feasible to create a framework that would cover all 
the elements of the nature of these relationships and also explain the nature for both 
the actors with the same concepts. The framework should naturally also have been 
such that relevant metrics could have been developed. Based on the review, it is not 
deemed feasible to create a common way of measuring relational motivation for a 
provider and a consumer alike. 
 
The frameworks and initial models introduced here provide a background for the 
empirical studies. The analysis of the provider study and the consumer study of 
chapters 4 and 5 is presented in line with the idea of relational motivation.  
 
The working definition of relational motivation is, at this point, as follows: 

Relationship drivers affect relational motivation to begin and to continue a 
relationship. The state of relational motivation changes over time and is 
relationship-specific. 
 

The definition incorporates the idea of the drivers being actor-specific, i.e., that the 
parties may have different drivers. They are also believed to be, at least in part, 
relationship specific. When the actor is a company, the definition of the other actor is 
often not an individual but instead a group of individuals, which dismisses the idea of 
symmetric motivation. This brings along a need for understanding the motivation of 
consumers as relationship actors and companies as relationship actors separately and 
for contrasting these. 
 
The next two chapters present the empirical studies. 
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4 PROVIDER’S RELATIONSHIP DRIVERS 
 
This chapter reports the results of an empirical study on customer loyalty programs. 
As described in Chapter 2, the provider study is a case study on 14 customer loyalty 
programs.20 The chapter is outlined to follow the theoretical relationship drivers 
identified in the previous chapter, i.e., company goals; segmentation and portrait of 
the customer; and relational benefits. 
 

4.1 Company goals 
 
The provider’s goals were analyzed according to the framework suggested in 1.2.2 
and in more detail in Chapter 3, to determine providers’ strategic and operational 
goals as well as their view of the customer. The customer loyalty program was usually 
one piece in the overall corporate-business-goals puzzle: in grocery retailing, for 
example, the chains have their own goals and management systems. Therefore 
“market share” as a goal does not mean that the program is the company’s only tool 
for its market-share goals, but that the program has been assigned a role in achieving 
those goals.  
 
Volume goals were usually sub-goals in the areas of turnover or new market segment 
growth, or retaining current market- leader position. Many goals, such as “customer 
satisfaction” and “offering better service”, could also be interpreted as different views 
on the same issue, but they were stated as separate issues.  
 
Consumer identification has many implications, and depending on the business area 
as well as the development stage, the goals and benefits to the marketer are different. 
At the simplest level, the customers are identified and the basic segmentation of 
current buyers can replace “hunch-marketing”. Then, direct mail can be differentiated 
by segments. Registering purchase data gives behavioral information to add to the 
demographics and to the information collected from identified customers, all of which 
may be used for product-development purposes. 
 
Some of the goals and results were common to most of the programs, such as the 
number of members. Some had roles of varying importance. For example, 
identification for some was the number one goal, while for at least one it was a by-
product of reaching other goals. One of the case companies knows most of the 
program members by name when they come into the store, and uses the customer 
database for mailings.  If there is no information on who the customers are and what 
they buy, the program will provide the first tool for starting to find out. In fact, 
identifying customers better than before the program was a positive result for most, 
even though it had not been a central goal. 
 
Some of the companies were currently developing new metrics, most importantly 
value of customer and profitability. These were seen to be difficult measures, because 
the requirements for comprehensive information on the costs a customer induces. The 
revenues may be known per customer, but the costs are more difficult to ascertain. 

                                                 
20 For a complete case study of the programs including program content see Arantola 2000. 



76  

 

Loyalty (as an independent concept) was not a stated goal in all of the programs, but 
repeat purchases and positive attitudes were present in a combination of goals.  
 
It is notable that there are many internal objectives for the programs, such as 
streamlining the service process with the help of the card-based identification at the 
service encounter. Another clear goal was making product development more 
efficient and the information about customer preferences more accurate. The logic is 
that this will result in services that the customer perceives as better, and which will 
further make the customer loyal or committed. However, the goal statement 
represents a production view, rather than a customer view. Other business reasons 
included poor financial performance and restructuring, where the role of the program 
was to decrease sales fluctuations and stabilize the customer base. This discussion on 
goals is compiled into Table 13, where the left column describes the area of 
management; the center column the goals or metrics suggested by literature, and the 
right column the statements of the interviewees that indicate the same goal as the 
theoretical goals. The gray cells in the table were items identified in theory but not in 
practice. Overall, nearly all of the theoretical goals were also present in the empirical 
world.  
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Table 13 Goals of the case programs 

• Reaction to competitive situation
• Overall competitive capability

Competitive capability

• Identification of customers and registration of purchases
• Creating a complete picture of the household by 

distributing cards to all members of the household
• Reduced mass media budget
• Target is  1000 members
• Maximum is seen at 1,5 million households

Building a strong 
database

• Increasing the size of the marketOther

• Streamlining the internal service process
• New credit card billing system
• Changing the marketing culture from campaigns to 

relationships

Internal processesOther

• More convenient and comprehensive services
• Partnering
• Tapping into the customer’s needs through the 

memberbase

Develop solutions to 
customers’ problems

Add customer support 
capacity

Service 
development

• Being able to educate the consumers
• Move from advertising to the store
• Dialogue between manufacturer and end-customer –

bypassing the retailer
• Recommending to others

Creating communications 
opportunities

Marketing 
effectiveness

• Gaining new customersNew customersCustomer base

• Targeting through purchase data
• Identifying when customer reaches purchase phase

Increasing the potential 
value of existing 
customers

• Increasing the average purchase size
• All purchases in the store

Share of all purchases in 
preferred store

• Brand loyalty = purchases out of all purchases
• In a stagnating market growth in sales must be taken 

from the competition

Share of customer’s 
wallet (total purchases in 
the category)

• Shorter re-purchase cyclesIncrease in recency and 
frequency of purchases

• Comprehensive customer relationship in many product 
groups

• Taking advantage of a high market share in one business 
area in building a diversified offering 

Cross-selling

• Most important aspect of competitive capability, but 
difficult to define

• Maintaining current customer loyalty

Increasing the loyalty of 
existing customers

• Combining various discount system into one
• Less focus on the price message
• Loyal customers are more profitable

Maintaining margins and 
profit

Profit

Branding

Sales

• Securing future customer satisfaction
• Improving the brand image
• Move from price related content
• Lowering the threshold of stopping by (more accessible)
• Being a strong program in the region
• Being proud of membership

Improve brand or 
company image

Sharing value with the 
customer in proportion to 
the customer’s value

Pre-empting the launch of 
a competing brand or 
loyalty program

• Differentiating the chain from the competition
• Creating strong experiences and a feeling of caring

Differentiating a brand

• Pull%Campaign returns

• Customer value metrics are under developmentCustomer value 
(purchases and profit)

• Increasing the size of individual purchases
• Maintaining current market share
• Stabilizing sales fluctuations, steady flow of turnover
• Keeping the market share

Maintaining sales levels

• A metric in X of the programs
• Objective is set at 50%

Member’s share of total 
sales

Empirical indicators (as stated by the interviewees)Theoretical goals and 
metrics
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Although customer loyalty programs have been criticized because of their emphasis 
on discounts, the providers did not see the monetary rewards as the main message. In 
fact, the goals included placing less emphasis on discounts and reducing price-related 
advertising in the mass media. One program even aimed at changing the internal 
marketing culture towards relationships, which was nevertheless seen as a difficult 
task that would take many years to accomplish. 
 
In some services, the reason for launching the program was to differentiate the 
offering from others, and this may have made the program itself the most important 
factor in consumer decision making. Brand objectives involving differentiation of 
positioning succeeded best when the program was a unique tool among competitors 
and not something that all of them had. Companies with many brands or chains in 
their offering saw the program as an opportunity to take advantage of high market 
share or loyalty in one area to expand into another business area. Buying many brands 
or from many chains was also seen as an indicator of loyalty, even commitment 
(committed here being an empirical definition of something “more than loyalty”). 
 
The metrics presented in Table 14 are compiled from the case interviews. The  
classification of goals is the same as in Table 13 above, i.e., the left column describes 
the area of management.  
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Table 14 Metrics of the case programs 

Customer activity at web site

Number of business areas / chains 
used

Frequency, product groups, brands, 
chains

Length of relationship

• Total €57 million per yearBonuses paid out to customers (total, 
% of turnover, compared with 
competing programs)

Number of members on each tier

• Member sales +12%, total sales 
+1,5%

Development of sales to members vs. 
development of total sales

Examples of resultsMeasure

• 37%Members / all customers

Questionnaire (sample) has used our 
services vs. the competition

Doubling the number of people in the 
database, growth of member base

Number of members and member 
households

Wishes of future benefits (program-
specific)

Customer feedback (service in 
general)

Brand studies: attitudes

Feedback from the happenings

Reduction in mass media advertising

“Would recommend”

Feedback from the magazine: 
reading, interest

Identification of customers

% of active members from the 
member base

Operating margin

Customer Life Time Value

Purchase price-level development

Re-purchase cycle

Purchase volume / mean consumption

Increased consumption (increased 
size of the market)

Loyalty=buys the brand 4 times out 
of 6

Sales / market total

Members share of sales

Volume (monetary or # of purchases)

Internal 
processes

Service 
development

• Over 50% read from cover to 
cover, 95% think it’s useful

Marketing 
effectiveness

• 80%Customer 
base

• Share of cash sales down

• 1985->1998 market grew by 
204%

• 30% of customers are loyal

Profit

Branding

Sales

• Program brand more positive 
than store brand

• 100%
• Joining through 

recommendations up

• 42%

• 50%-90%

• 1% spends over €555/month, 
over 10% of total sales

• 1/3 of customers bring in 2/3 of 
sales
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Number of member goals were always measured, met, and often exceeded. Perhaps 
the most successful in this variable was the program with a first-year result of 230% 
of the goal and a member base today worth 150% of the original goal. 
 
Interestingly, in discussing the metrics, it became apparent that there were additional 
goals to the ones identified in the goal analysis. Some metrics measured items not 
stated as goals, and it seemed that the program had a bigger role in reaching overall 
business goals than anticipated. As to the results of the programs, the case companies 
did for the most not reveal all of the actual results of the program, and the results 
column in Table 14 therefore presents examples of results.  
 
With regard to sales and numbers of members, the goals and metrics were well 
synchronized, and the results met the goals. With consumer perceptions, however, 
differences between the goals and the metrics, as well as between the goals and the 
results, started appearing. Surprisingly, no definitions of the central theoretical 
concepts emerged, such as a definition of loyalty or commitment. Without a 
definition, it is difficult to make the concept operational and to design metrics. The 
analysis revealed no goals, metrics or results that include the future intentions of the 
members. Also, not all of the goals were measured. For example, there were no 
metrics to understand the success of internal process development. Also, on the softer 
side; experiences or brand attitudes were either not measured at all or measured on a 
market level only, which does not link the individual member or even groups of 
members to the attitude or perception measures. Some of the programs with public 
tier-system or internal (hidden) program levels did study the customer satisfaction of 
the most valuable groups of customers separately. Some operationalizations of the 
consumer view came up, such as only using the company vs. also using competing 
service companies (measured using questionnaires and share of the customer 
estimates); the degree to which the customer felt that the service company was 
better/worse than competing companies; satisfaction with the core service 
(satisfaction and attitude studies); and the length of the relationship.  
 
The program could also be seen as a tool for gaining new customers or new types of 
customer, which is the opposite of the assumed goal of taking care of existing 
customers, and close to brand-differentiation goals. Another contradiction to the 
assumptions of critics was that in only one of the programs was competition stated as 
the reason for launching it, and though it must have been one of the main reasons in 
two or three more, it clearly wasn’t for all.  
 
Interestingly, the notion that existing customers are more profitable than new ones 
only came up once. One respondent commented that heavily price-related advertising 
and profitability is not a problem, while shrinking markets and transfer of 
consumption to other industries is. Thus, profitability was not a main goal of the 
studied programs. There was also surprisingly little emphasis on the behavioral data 
collected from the members’ transactions, but this may have been because many of 
the programs were in their early stages. 
 
Overall, the programs had reached their sales related goals. However, most of the 
metrics do not measure the role of the program specifically in driving sales, but 
instead look at the members’ share of sales – incremental sales can perhaps be 
estimated in the long run. The goals of the total number of members and number of 
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active members were also met. It is perhaps due to the development stage of the 
programs in the fall of 1999 that the goals were set at the quantity and not the quality 
of the members. Today, as the companies have increased knowledge and 
understanding of the members, the goals may be different. Most goals were also on an 
operational or tactical level, and on this basis, the programs did not appear to have a 
strategic role in all of the companies. The case companies gave different roles to their 
programs. At the extremes, they were either a frequency-marketing system that 
facilitated discounts, an internal business process re-engineering tool with customer 
potential, or a strategic choice guiding the whole company. 
 
To sum up, the goals covered a broad range of management issues as suggested by 
theory. The case companies lacked metrics for some of their stated goals, and 
provided measures of items not stated as goals. The goal-metric analysis thus revealed 
a mismatch of the goals and metrics, which gave an impression of the role of the 
program being somewhat unclear. 
 

4.2 Segmentation and portrait of the consumer 
 
Based on the literature review, it was assumed that understanding the goals of the 
programs as well as the target customer would bring us closer to understanding the 
drivers of the providers. Figure 15 illustrates the growth of the memberships of 
customer loyalty programs. Growth has been staggering, and the resulting member 
base is more than the number of households in Finland. The number of individual 
members in these programs alone exceeds the population and the three major retail 
chains account for two memberships in each household.  
 
 
Figure 15 Member volumes of the case programs (Arantola 2000, public sources for 2002) 

 
 
The competitive situation within each industry varied from one program run by the 
market leader to all the major players running one. Interestingly, the market leaders 
with strong channels and high market shares had also found it necessary to engage in 
consumer relationship marketing even without competitors’ actions. Figure 16 
presents the programs in relation to one another with regard to the size of the target 
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group and a combined estimate of the degree of personalization and number of soft 
benefits. The division is on a very rough level, but perhaps it describes the positions. 
Most of the companies do not have an outstandingly differentiated program. The 
degree of customization and the number of soft benefits are here seen as sources of 
differentiation from competitors and are therefore presented on the same axis based 
on the framework of relational benefits. The target group is a differentiating factor 
between the companies. The scope is also interesting from the customer’s point of 
view, in that the companies from different industries target the same customers. Some 
of the companies target both business and consumer markets. 
 
Figure 16 Target group and offering of the programs 

 
 
Table 15 is also a representation of the case programs. Targeting refers to who the 
program is aimed at. The threshold describes the requirements for becoming a 
member, either paying a fee or spending the required amount. As illustrated by Figure 
16 and Table 15, the programs in general are aimed at a very broad audience. It could 
be said that all that are seen as potential customers, are also seen as potential 
members. If the goal of the program is to increase customer loyalty, this definition of 
the target implies a desire to keep all customers. An understanding of the variations in 
value of customer relationships seems to be missing. The case studies, therefore, also 
addressed the goals and metrics of the programs to understand the relationship drivers 
of the providers.  
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Table 15 Target group and average members of the programs 

 
Implicitly, the view of a relationship and of a consumer seems to be synchronized 
with the loyalty paradigm presented in Chapter 3: the relationship is about sales.  
 
The providers’ perceptions or assumptions about what consumers perceive as benefits 
and how they appraise the programs were seldom based on member studies. Many 
interviewees pointed out that, when asked, consumers usually express needs for lower 
prices and higher discounts. There were indications that they would prefer personal 
benefits instead of benefits to their employer in paying for travel, or benefits to a 
common cause.  
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The content of the program and the marketing and customer-service communication 
with the members are also indicators of provider’s assumptions about consumer 
needs. Providers build program areas based on their portrait of the consumer and on 
assumptions of what would be most effective. These implicit assumptions that are 
present in the program structures contradict the providers’ stated goals in some areas, 
since the benefits of the programs are mostly monetary, and the emphasis of 
communication is also on the monetary benefits. All but one of the case programs 
included rewards that have direct monetary value or that could be seen as monetary 
since the reward is in the form of free products. Many of the soft benefits can, of 
course, be translated into money, but that amount depends on the perception of the 
customer.  
 
The assumed relational benefits to the consumer from the program content are 
described in Table 16. The framework of the benefits was introduced in Chapter 3. 
The main findings of this analysis are that the theoretical benefits were also provided 
in the programs, even though the bulk of the program communications concentrates 
on the economic benefits. Customization benefits were mainly delivered through 
dedicated customer service and through special information that was assumed 
valuable. However, social benefits were not clear. Some programs offer tangible signs 
of relationships, such as a special card. The benefits realized by the personnel require 
identification in the encounter but usually this is done after delivering most of the 
service experience, at check-out in stores and hotels. The existence of social benefits 
and relevance benefits especially seem to be measurable only from the customer’s 
perspective. The table therefore compiles the provider’s perception of the benefits 
they offer. In fact, it is a representation of the provider’s assumptions about the 
consumer’s perceptions. Chapter 5 later contrasts this assumption to the consumers’ 
actual perceptions. 
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Table 16 Relational benefits to the member from the provider’s perspective 

 

 
 
The relational behavior of the provider in this context is thus a combination of core 
service/product delivery, program communication, and benefit delivery, with 
interfaces to the internal segmentation and analysis processes. 
 
To further understand the power of these benefits in changing the nature of the 
relationship, an illustration of the assumed effect on customers and the bond types that 
are implicit in the assumptions of providers is offered in Table 17. The benefits and 
assumptions are compiled from the case study: from observing the program content 
and from the provider interviews. The interviewees, for example, stated that 
customers appreciate the information they get in the newsletter – based on customer 
studies or the interviewees personal assumptions. The second column lists the 
possible bond types that fit the description of the benefits given by the providers. 
Since the term bonds was not in their active vocabulary, it was necessary to 
systematically go through the interview transcripts and to find implicit assumptions 
on member bonding. This part of the analysis was done with the help of the bond 
construct (Chapter 3) and the benefit framework. (For a discussion on the content of 
each bond type, see Appendix 2.) It should be noted that, since bonds are by definition 
perceptions of the customer, these are assumptions about possible bonding and not 
signs of actual bonding. The analysis also leaves out the strength of bonds. The 
program benefits would seem to indicate that providers assume that economic bonds 
are strongest. However, many of the interviewees stated that the special-treatment 
benefits were most important to their customers, even though they are not as visible in 
the brochures or advertising. In many of the industries in question the monetary 
benefits had in fact become part of the offering, and a basic service feature that did 
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not differentiate the service from its competitors, at least not by judging the program 
content. The role of the economic bond is therefore often not significant, and it may 
be that in many cases it does not exist. Economic bonding is particularly unlikely in 
the programs in which the monetary benefits are available right away and do not 
require monetary investment in the relationship. By definition, if all relationships 
offer the same benefit, it may (over time) become perceived as part of the core service 
and not a relational benefit. 
 
Table 17 Bonding potential of the relational benefits 

 
 
The table reveals a potential of the customer perceiving different types of bonds 
having experienced, or from expecting relational benefits. Delivering relational 
benefits can thus be seen as a managerial tool for trying to affect consumer bonding 
and commitment. 
 
In contrast to the perhaps most-cited loyalty classification by Dick and Basu (1994) 
presented in Chapter 3, none of the programs were able to make distinction between 
loyalty and spurious loyalty (the high-relative attitude and low-relative attitude 
customers in the high-volume group). While many of the programs aim at loyalty, 
only one of them had a clear, measurable definition, namely “buy 100% of their 
category purchases from us”. This measurement was based on the identification of 
these customers on a personal level at the store. Others had difficulties defining 
loyalty and operationalizing it in one clear figure. However, most of the programs had 
a combination of indicators that, at least on a trend level, showed the development of 
retention. These measures seemed to have restricted predictive power for future 
actions of members because they did not include intentions. The interviewees 
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recognized that they should have a definition of loyalty, and many had tried to find 
one that could also be measured, but without success. When asked specifically for a 
definition of commitment, none of them had one, but some operationalizations were 
found. These operationalizations were of the type “uses our services whenever 
feasible, prefers us if the choice is available”, which includes an attitudinal element, 
or “at certain volume levels the frequency of use is so high that they must be 
committed”, and “spends 60 nights/year in our hotels”, which are repurchase 
measures. One attitudinal measure of “commitment” was “loyalty to the brand and not 
the program” which means that the concepts are used interchangeably.  
 
One of the interviewees stated that a combination of profitability per customer and 
share of customer would be a good estimate of loyalty, but that it was not measured at 
the time. A missing piece of the puzzle for many companies is the size of the member 
household, as it is difficult to connect individual members with a household in the 
database. The size of the household combined with its sales volume would give a 
better picture of the share of a particular customer’s purchases. Household size is, 
naturally, essential in estimating share of customer in grocery retailing, but the issue 
came up with the travel industry, too. In nearly all of the programs the costs of 
member mailings would be reduced if they were restricted to one per household.  
 
The concept of “member” is, in fact, also problematic. The companies with programs 
that have household members would like to be able to identify the individual 
members in the household, and those that have individual members would like to 
connect them to households. There is the problem of identifying individual members 
of the household and targeting them with mailings, which is not resolved in the 
present solution of only one member representing it. Many did study focus groups of 
members at different spending levels, and thus, had a general view of customers’ 
perceptions. All of the segmentation systems described were pyramids of spending.  
 
Overall, the providers had clear ideas of developing customer understanding, but had 
few practical tools for increasing this understanding other than at the customer-base 
level, or at the level of spending or demographic segments. The individual level is still 
volume- or frequency-based. Thus, the other actor in the relationship is either an 
individual or a household or a segment, depending on the management task at hand. 
 
Figure 17 presents the elements of the nature of customer relationships divided into 
three categories. Firstly, the providers measure buying, secondly, the actions of 
customers over time, and thirdly, the psychological or emotional effects. There is an 
implicit definition of a relationship present that can be discovered by analyzing the 
metrics in this way. The providers seem to define a customer relationship as a 
continuum that starts from brand awareness, first purchase or joining a program, 
which then hopefully evolves in the direction that these measures indicate: higher 
volume, increased recency and frequency of purchases, and a liking of the brand. 
Interestingly, the most sophisticated measurement systems and statistics had to do 
with sales that could be run down to the individual level. Adding time into the scope 
made measurement more difficult, and even more so in understanding the emotions of 
individual customers or groups of customers. The provider’s portrait of the customer 
can, hence, be summarized into a shopping cart. The shopping cart is measured by 
taking a snap shot view of the cart at a point of time, and the dynamics over time are 
understood only on a segment level. The nature of a relationship can be understood as 
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having three dimensions, and its development can be measured by measuring these 
dimensions. 
 
Figure 17 Elements of the nature of consumer relationship, provider view 

 
 
The study paints a picture of separate theoretical and empirical contexts and a certain 
distance between the providers and the consumers. The theoretical provider view and 
the empirical provider view do match, but the theoretical view of consumer’s 
relationship perceptions (relational benefits and drivers) is not yet a part of the 
provider’s world. This gap in customer understanding was visible only by analyzing 
the meanings that the respondents assign to the words, since they use the same 
elements and concepts, but the content is different. For example, loyalty in the 
empirical context was seen in terms of repeat buying, and attitudinal loyalty or 
commitment was not present. Even though the providers focused on the consumer, it 
was a case of studying the customer and not one of looking at the company through 
the customer’s eyes.  
 

4.3 Framework of provider’s relationship drivers 
 
The theoretical exploration suggested frames of thought that could be used in 
understanding the nature of consumer relationships. The aim was not directly to test 
the models, but to have a base understanding to work from in the empirical world. 
The goal analysis developed in 1.2 (Table 1, p. 13) was useful in understanding the 
relationship drivers of the provider as well as analyzing the portrait of the customer. 
The drivers of relational motivation introduced in Chapter 3 functioned as an analys is 
tool also in the empirical context. The framework is on such a general level that it fits 
well on the overall situation in the case companies, as was expected. The framework 
did match the reality quite well, but required altering the language of discussing the 
drivers. Attraction, trust, satisfaction, bond and commitment changed shape from their 
theoretical form and connotations of mutuality and person-to-person relationships into 
the language of goals, segmentation, relationship view, and relational benefits with 
customer effects and internal effects. An addition to the framework emerged from the 
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empirical world, namely the personal goals and metrics of the marketing responsibles. 
This idea is, in fact, present in the industrial marketing tradition, where relationships 
take place on the company level, on the buying center level and on the individual 
level. The framework thus functions as a basis for modeling and could be further 
developed by making visible the differences in focus. Now all the elements are 
equally important drivers of motivation. 
 
Summarizing the discussion on providers’ relationship drivers and relational 
motivation, the drivers are defined as 1) company goals, 2) relational benefits from 
the customer effects, 3) relational benefits from the internal effects, and 4) the goals 
of the individual decision makers in charge of consumer RM, i.e., the focal 
relationships. The drivers are presented in Figure 18. In addition to the goals and 
metrics of the programs, the approach revealed no other drivers for the marketer. The 
interview guideline lacked any personal level drivers, such as career goals of the 
respondents, and the analysis leaves room for the existence of such drivers. 
 
Figure 11 proposed a framework for understanding relationship drivers. The 
consumer view of the framework is analyzed in the next chapter. The end result of the 
theoretical and empirical exploration is presented in chapter 6. 
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Figure 18 Provider’s empirically grounded relationship drivers 

 
 

 

 

Relationship view

Company goals

Segmentation

Relational benefits:
Customer effects

Reduced 
interest in the 
competition

Higher volume 
and customer 

share

Decreased 
price-sensitivity

Positive WoM

Complaining

Relational benefits:
Internal effects

Identifying 
customers

Effective 
Marketing 

Communication

Service process 
improvement

Goals and metrics of 
the program 
responsibles

Sales

Profit

Increased value 
of customer 

base

Marketing 
effectiveness

Branding

Service 
development

Relationship view

Company goals

Segmentation

Relational benefits:
Customer effects

Reduced 
interest in the 
competition

Higher volume 
and customer 

share

Decreased 
price-sensitivity

Positive WoM

Complaining

Relational benefits:
Internal effects

Identifying 
customers

Effective 
Marketing 

Communication

Service process 
improvement

Goals and metrics of 
the program 
responsibles

Sales

Profit

Increased value 
of customer 

base

Marketing 
effectiveness

Branding

Service 
development



91  

 

 
5 CONSUMER’S RELATIONSHIP DRIVERS 
 
The aim of this chapter is to explore the nature of customer relationships from the 
consumer view. This is done by presenting the consumer’s portrait of his or her 
constellation of customer relationships and of the individual programs as well as by 
promoting understanding of perceived relational benefits, bonding and relational 
motivation in these relationships. 
 
The chapter presents the analysis of the consumer study, and is outlined in the 
following way. First, relational behavior in the chosen context is discussed. Second, 
perceived relational benefits are presented. Third, the consumer’s perception of a 
customer relationship is analyzed. Finally, the identified relationship drivers are 
compiled into an empirical model of relationship drivers and relational motivation. 
 

5.1 Relational behavior 
 
The definition of the focal relationship under study at first seemed a simple task. The 
study would address memberships in customer loyalty programs. In reality, however, 
the consumers had several types of memberships: at least the following four types 
could be identified in the pilot interviews 
 

1) Memberships in explicit programs that use a plastic card for identification and 
that have a clear joining process, i.e., the customer is aware of being a member 
(e.g. retail, travel, opticians) 

2) Memberships in explicit programs that use some other type of identification 
and therefore, there is no card involved. The customer is aware of being a 
member but relational behavior takes place in different channels (usually the 
web) or with different identification methods than with the physical card (e.g. 
opticians, cleaners, manufacturers) 

3) Customer relationships, in which the marketer has classified the customer as 
“key”, but the customer is not necessarily aware of the membership or its 
content (e.g. bank) 

4) Customer relationships that the consumer perceives as “good” but that the 
marketers do not classify as memberships. (e.g. hair salon, mobile operator) 

 
The issue of different membership types was tackled in the interviews by asking the 
respondents to present the loyalty cards that they have in their wallet; to mention other 
similar cards that they have but do not carry with them; and to mention other 
customer relationships that they have but that do not have an explicit program. 
 
Table 18 below presents the programs for which the interviewees had membership. 
Due to the sampling method, the programs are not represented in the right proportion 
to their membership in Finland, but the table represents the membership context that 
the interviewees discussed and appraised. The so-called “active” memberships are 
included in the table, i.e., the cards that the interviewees carried in their wallets every 
day. The number of inactive memberships is listed under “other” on the bottom row 
of the table. Appendix 9 presents also these inactive memberships. The interviewees 
had 2 to 10 cards in their wallet. 
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Altogether, the 14 respondents in 7 households added up to 96 individual 
memberships. It is possible that they have still some more inactive memberships that 
were already forgotten at the time of the interview. The marketers had mechanisms 
for identifying active customers; usually the measure was transactions with the card in 
the past year. Some stopped sending direct mail to inactive clients after a certain time. 
Some of the children in the families had special junior cards from Finnair or a bank, 
also some had an ice cream truck membership.21 
 
The respondents discussed their relational behavior in terms of using the core service: 
grocery shopping, getting gasoline for the car as well as department store use and 
preferences. They also described the use of the program: using the different cards, 
taking advantage of the relational benefits, reading the member communications, 
contacting the customer service centers of the program and visiting the web sites. 
Member communication is discussed in more detail in another section of this chapter. 
Only few of the respondents had experience of contacting the customer contact 
centers or visiting the web sites of the programs, and the discussion was dominated by 
shopping experiences over customer service experiences. The need for additional 
information and customer service came up in connection with travel services. 

                                                 
21 In fact, one of the children insisted on being interviewed and it turned out that, at age 7, she had 3 
customer loyalty program memberships: the Donald Duck magazine, the ice cream truck and Finnair 
Plus Junior. It would indeed be an interesting avenue for further research to understand if and how 
customer relationships are developed already as a child. Her response is not included in the analysis. 
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Table 18 Active memberships of the respondents 

 
 
5.1.1 The beginning of a membership 
 

As the consumers were not assumed to have explicit relationship goals, the discovery 
of relational motives included the perceptions of the anticipated and experienced 
relational benefits as well as an understanding of why customers had joined programs 
and why not. 
 

I don’t remember precisely, but I have an impression that I took a brochure, and, 
with the intention that as there is a card and it’s free, why wouldn’t I use it. I shop at 
the same store mostly – there are others to choose from but mostly there. 

Mr. B on acquiring the K-Plussa card 
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My husband made me get it. 

Mrs. E on acquiring the Finnair Plus card 
 
In some cases, joining the program was a result of discussions with friends or at the 
workplace. Also, observing the behavior of other customers had an effect, for instance 
in the grocery store when the people in the line use a card.  
 

I don’t know precisely what the benefits are, but my friends say that you get good 
deals and then some discounts on the tickets. 

    Mr. E 
 
In the case of the Plussa card all of the respondents had a reaction to the massive 
effort of having all the cashiers and service personnel in the hundreds of outlets of the 
different chains ask: “Do you have the Plussa card”. Some thought it was so annoying 
that you really had to get the card to be able to answer “yes” and some that it seemed 
sensible to do so. Out of the 7 families all but one had this card, and the family 
without the card had previously been members, too. 
 
The Plussa card has had visible member acquisition campaigns in which the customer 
could get a sizable discount from the purchase of an appliance or sports equipment. In 
fact, out of the seven acquisition stories of the card only two families had acquired the 
card at the grocery store and the rest had utilized one of these specials. It would be 
interesting to see whether the acquisition mode predicts the future use of the card on a 
larger sample of members. The other retailers didn’t have an equally strong focus on 
these types of specials, but making a sizable purchase did have an impact on using the 
card to get the points. 
 
The effort involved seemed to be an important part of joining. The effort consisted of 
taking the time to join, paying for the card, and overall going to the trouble of reading 
the material, understanding it and making a decision of joining. For example in the 
case of gas stations, the respondents perceived an array of identical choices and 
considered it less of an effort to make a limited price comparison or to choose by 
location each time the car was running out of gas, than to look into the options of each 
chain and to decide to join one. In these types of situations it was not considered 
worth the effort to join, which was indicated by statements like “the spending is so 
small” and “I’m not that interested”.   
 

Well, because I spend so little there, and I spend so much in this other store and still I 
only get some thousand points – what was it, 27 marks and some. 5 Euro. Yes, that’s 
why I haven’t gotten it, because I buy so little from there. 

Mrs. E 
 

In addition to the above-described inertia, some had made a deliberate decision not to 
accept many cards. They had thought about the subject and acknowledged some level 
of missed benefits, but had an emotional stand against memberships. This attitude 
could also be directed at some industries only, while in others it was seen all right to 
be a member. 
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I’m offered a card often: at the florists, cleaners, but I won’t take them, I hate them. I 
always say straight out that I don’t need those Marks, I hate these cards. I hate them. 
For real. I think it’s shocking that I have to carry a pile of cards.” 

Mrs. B 
 

My husband is all excited about some Finnair – pathetic! 
     Mrs. E 
 

There is an additional challenge for the marketers in the members that have accepted 
the card but choose not to use it consistently. Some said that showing the card 
depends on the size of the purchase. This produces an incomplete picture of 
household spending and use of the company’s services for the marketer. Sometimes 
the customers simply forget to show the card. The companies have tried to encourage 
customers to show the card at the point of sale by using signs with pictures of the card 
and by training the personnel to ask for the card. In many situations the respondents 
said they look for signs with pictures of cards to register the purchase after choosing 
the store based on other criteria. 
 

I won’t show this (loyalty card) when I pay cash, I feel stupid showing it because 
there is no visible benefit if you show it and they just say that “it would be good to 
show it”. And then you’re in an awful rush and you can’t find all the necessary cards 
anyway and then you should even go “oh yes where is my Stockmann card”. 
     Mrs. E 

 
There were no clear roles of the spouses in acquiring cards for the household. It was 
more a situational matter of who happened to get the impulse of getting the card. The 
spouse could have an influence also in acquiring personal cards, such as an airline 
card, and some cards were personal in the same way as the services or stores that the 
relationship was with. 
 
In acquiring the card, some respondents discussed the eventual fee of the card, and 
some felt that if the card is free, there is little reason not to get a card; that it’s low 
risk. Some had appraised the fee against the discount from the first purchase or 
against a period of purchases. One instance where the fee was seen a negative was a 
cruise line that required spending (a couple of cruises) before the customer could 
become a member, and a respondent felt it was unfair. The fee or absence of a fee was 
mentioned in passing by many. However, based on the interviews, it is difficult to 
draw any conclusions or recommendations on the fee. 
 
Many memberships were the result of realizing that the industry or area of 
consumption in question offered benefits. Then the consumer enrolled in the first 
program that was readily available after this realization. This makes the memberships 
sticky in some sense, because the consumer does not use a lot of time for processing 
and appraising this decision afterwards and use the card out of habit and out of a 
feeling of “getting something back”. In a way, it is a form of rationality with minimal 
cognitive processing. The memberships that belonged in this group were not for 
different industries, and it can’t thus be said that e.g. all grocery cards are thought of 
like this. 
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5.1.2 The end of a membership 
 
One of the interviewees described an ended relationship with an airline and one with 
one of the retail cards. In the story of the airline relationship the customer described a 
critical incident and determination to never use the airline again in the following way. 
 

I never fly SAS. They’re grounded. SAS has left me behind twice, I’m so bitter, I only 
use them if I have to. And I’ve succeeded. Let’s say, in the past 7 years I’ve really 
traveled a lot, and its less than 5 flights that I’ve taken with SAS. It’s their own 
choice. 
       Mr. C  

 
This story came up spontaneously in the discussion, although negative critical 
incidents or terminated relationships were not probed in general. There were also 
other stories of critical incidents that lead to switching. The beginning of the “loyal 
customer relationship” was implicitly defined in the interview guide by asking about 
the situation where the card was acquired. As discussed in the beginning of this 
chapter, for many “the end” was simply removing the card from ones wallet. 
 
 

5.2 Relational benefits 
 
5.2.1 Judging relative importance 
 
Already in the three pilot interviews it became apparent that the consumers used the 
word “benefit” or “utility” often when they discussed their customer relationships. 
However, it seemed that these benefit perceptions were more or less listings of the 
content of the programs and only the surface of the customer relationship. To 
understand the deeper perceptions and the whole of the relationship (over time) the 
respondents were asked to discuss the importance of the cards, what they see as useful 
features or content, and which of the features they appreciate.  
 
Interestingly, there was variation already in the meaning of the word “important”. 
Indeed, importance in this context seemed to describe the perceived benefit quite well. 
Importance was relative, and there were two distinct types of importance: the relative 
importance of one relationship in the constellation of relationships and the relative 
importance of the benefits. The dimensions of importance were  

1) Monetary – large proportion of disposable income goes into the category or 
sizable amounts in benefits 

2) Interest – an area of life that is interesting, such as vacationing or a hobby 
3) Frequency – the card, which is used most often 

These dimensions are explained in the following. 
 
Monetary importance was clear in gasoline and grocery shopping, which were seen to 
be large sums of money but also a “must” – the respondents described these areas of 
consumption as determined by location and habit and as something that swallows 
nearly all disposable income. Some of the respondents felt that the bonuses that are a 
result of the purchases in this area were notable, i.e., they were seen as an appreciated 
gesture from the marketer that seems to recognize the volume and to “give something 
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back”. Interestingly, the question of “how much is much” is relative. For example, of 
two respondents with the same amount of monthly gasoline purchases one said that 
it’s a significant cost, and the other that it’s such a small cost that its not worth 
looking into. 
 

In fact Stockmann, there is really no such joy in it, that you would get money home, 
so that with these, S Bonus and K Plussa it is the only reason I keep them, because 
they don’t have any loyal customer specials that would interest me like Stockmann 
actually has, but it’s fun. Yes. Free money. 
      Mrs. F 

 
So, if I would say from these what drives behavior, so I favor Finnair because I have 
their card, and OK, then all the other European (airlines) go under this (SAS), but 
this is, like, number one. In the grocery store and then Prisma supermarkets and 
hotels and so on I choose in principle this (S) over K, so if you think of prioritization 
this is more or less clear. With gasoline it’s worth it to take this (Esso), so like as a 
category, these are in number one category, and these (the rest of his cards) don’t 
give you that much benefits, these are in number two, and, I use K anyway but I don’t 
choose it. 
      Mr. G 

 
Some families did not use a card in their daily shopping. They felt that it would not be 
worth it in terms of the needed volume vs. payback, or in terms of the expected 
effort.22  

 
In my opinion, in a way, if you go to this grocery store the utility is so minimal, I 
don’t know how much you need to use this to really get the benefit from groceries, the 
only thing I ever have gotten was after a long time of using it a voucher for 50 
marks…. I don’t think it has any meaning in the grocery store. I can get by cheaper 
by choosing the other store (with lower prices) all things considered. 

   Mrs. C 
 
Monetary importance was also present in areas that were not of highest volume in 
terms of daily purchases but that provided large discounts when used.  
 

This is the most important (card) just because of the loyal customer specials.  
Mrs. C 

 
The respondent’s interest in the area of consumption or life was clearly an important 
dimension. Some programs had utilized this by, for example, adding a car dealership 
in the assortment thus adding the interest of the husband in an otherwise uninteresting 
program (department store, grocery shopping). Some industries were almost by 
definition alluring, such as leisure travel. The division between pleasure / leisure and 
everyday routines seems interesting in a broad perspective. It also seemed to represent 
a categorization in the relational motives of the respondents. This will be discussed 
later. 
 

                                                 
22 All of the interviews were conducted in Finnish. The Finnish word “hyöty” is translated in this 
chapter as utility, and the word “etu” as benefit. “Hyöty” in general has a more monetary connotation 
than “etu”. 
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The frequency of use was also seen as a measure of importance. In fact, many thought 
that frequency is the key to remembering to use the card, and through usage, to 
becoming more important than others. Retail cards and gasoline were good examples 
of this, as none of the respondents had used their cards to register gasoline purchases, 
too. As Mr. B stated: 
 

Actually, this gas station thing, I haven’t begun to, it doesn’t guide my behavior yet, it 
is such a strange thing that you would get points at the gas station, but now that I 
have been a couple of times I could start using it. 
 

Mr. B’s statement contains an interesting point. He seems to see “guiding one’s 
behavior” as a positive. It is positive because of the benefits available with the wise 
use of the program. Other respondents had the same perception of it being rational to 
use the card even if the value or specifics of the benefits were not clear, as 
exemplified with the following quote. 
 

I only had Finnair Plus, and I felt like a careless citizen because I don’t have any 
loyalty cards and I quickly filled in (applications for) the most common ones, and 
there they are. 
    - Mr. E. 

 
 
5.2.2 Relational benefits and disadvantages 
 
The providers had assumptions on the benefits that the program provides and the 
reactions to those benefits. Table 19 presents the consumer view to the same 
categories of benefits. Some of the issues identified here were found by studying 
perceptions of what keeps the customer in the relationship. It was probed by asking 
what would happen if the program was discontinued. 
 
The definition of a relational benefit is those benefits customers receive from long-
term relationships above and beyond the core service performance. It was discovered 
in the empirical study that the definition does not take into account the possibility for 
perceived relational disadvantages. The operationalization should also take into 
account that the perceptions of relational benefits are affected by the customer’s 
perception of the core performance. For the purposes of this study the customer’s 
perception is the key in judging whether the benefit in reality is available for all, or 
indeed, if it is relational. The table incorporates the idea of relational disadvantages in 
listing the annoyances or disadvantages that the customers identified.  
 
One respondent thought that the program is “counter-productive”, because the points’ 
statement is the only medium where you can see the total consumption of the 
household, which was seen to reduce spending. 
 

The first months that I used that my grocery bill was like 4500 marks and I 
consciously began to buy less, and, well, I don’t look at my bank account statement 
and count from there, and you can see it from there. 

Mrs E. 
 
The customers have higher expectations on the core service and what they see as a 
relational benefit than the providers believe they do. The expectations on what is 
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relational have to do with getting more than other (regular) customers and with 
getting more than from the competing program. Therefore, some of the features of the 
programs that the providers see as benefits are seen as core service by the consumer, 
and something more is needed to create a perception of relational benefit. 
 
Table 19 describes this issue. The customer perceptions are divided into the ones that 
were discussed as basic features and the ones that the customers were enthusiastic 
about. Only the benefits seen as relational are listed. The division from the customer’s 
point of view is different from the theoretical and the provider’s view, because the 
customer puts a “weighing factor” into the equation. There seemed to be a general 
trust in the providers and the promise of benefits. In many stories of joining the 
respondents did not know precisely what they had joined or towards which benefits 
they were registering their purchases. 
 

I read somewhere that they will start to categorize their customers, meaning that 
those that have a certain amount of purchases will get some additional benefits. 

Mr. G 
 

However, one of the exit stories illustrates the need for communicating to the 
customer what he or she is signing up for. 
 

There was a certain benefit when I bought stereo equipment, and the sales person 
said that if I put 50 marks into this, I’ll get the Plussa card and a 700 mark discount, 
I took it. Not knowing what the consequences are, and after that I started getting 
these account statements once a month, and I noticed that I never use these cards, I 
never used it, or even carried it in my wallet, I get so much mail anyway. 

Mr. D on acquiring and giving up the K-
Plussa card 

 
But those retail cards, you can’t really compare them. You probably get the same 
imbursement if you buy everything from one place, the difference isn’t so significant 
that I would go from here to some Prisma to get groceries. 
     Mr. A 

 
Even though the monetary rewards in general were not perceived as relational or 
especially appreciated there was an exception, the Finnair program. There may be 
several reasons for this, but the main stated reason was the high monetary value or the 
expected and experienced benefits when points were used to redeem airline tickets. In 
addition to the monetary value the rewards had emotional value as they were 
connected with vacations, leisure time and being with the family. As one of the 
respondents who only had two cards, and a general disliking of the most common 
programs, stated: 
 

Now I have American Express, which can be linked to Finnair… as a matter of fact I 
would link whatever purchases to Finnair to get the points, because it’s like an extra 
benefit. 
     Mrs. D 

 
In fact, even the mailings of travel service companies were found interesting and were 
read, the members of e.g. Finnair Plus could accurately describe the content of the 
mailings.  
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You have to go to the grocery store and buy, of course you can buy nice things, good 
food, delicacies, yes, but this is that normal, everyday logistics (S card) and this (Finnair) 
is a bit like vacation, leisure, entertainment. 

 Mr. G 
 
Like I said, I don’t use it much, and I don’t feel that, I don’t know, maybe it’s a little too 
mundane, you know, grocery store and with regard to groceries, to be in a very intimate 
or good customer relationships, but if it’s something to do with leisure, like flying or 
cruises or something like that, well, it’s somehow more interesting. 

      Mr. E 
 
It may be that there are limited possibilities for the more mundane to involve or even 
interest people. Instead, there seems to be a need to limit cognitive and emotional 
processing of these routines. 
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Table 19 Consumer perceived relational benefits 

 
 
 
5.2.3 Relationship communication 

 
The mailings that the members receive on a monthly basis from the retailers were 
described intensively. The mailings from retailers were judged as being written for 
someone else: the content and visual impression were not appealing and the member 
specials introduced products and services that were seen to be targeted to someone 
else. The general perception was that these messages were designed “for the masses” 
and not “for me”. Some also wondered what the customers would be like that find the 
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mailings interesting. An exception to this was the monthly specials booklet from 
Stockmann department store, which the respondents described as concise, clear, 
appealing, showing all the benefits from the different chains in one booklet, and 
including products that the family really needs. In addition, the quality and the 
labels/brands presented were seen to be of suitably high level. Many of the 
respondents also said that they utilize the specials in the booklet and go to the store 
specifically to buy them. Interestingly, the magazine that reaches over 2 million 
Finns, K Group’s “Pirkka”, and Stockmann’s Exclusive mailing, which is meant for 
the high spenders of the department store, induce same types of comments. The 
interviewees did not know whom these mailings were aimed at, but they certainly 
weren’t aimed at the respondent. 
 
In fact, the mailings were discussed either with resignation or with hostility. The 
resigned approach was to not read them or to cancel all paper mail, with the logic that 
it’s not possible for the marketer to send more fitting messages, and that the situation 
most likely will stay the same. The hostile ones were almost hurt by how the 
marketers so openly treat them like everybody else, which seemed to totally cancel 
the feeling of being a good customer. They perceived an effort of reading and seemed 
to judge the content against the effort. “Effort” was mentioned often in this context 
and in discussing the point statement. 
 

It’s awful. If possible, worse than the Plussa mailing. There is the separate Sokos-leaflet, 
which I always look at, but there are other things too, the one with some restaurants in 
Tampere, that one I don’t look at, and the loose pieces of paper, those go directly to the 
recycling bin. It’s awful. The only good one I think is Stockmann’s, because they send 
you a clear brochure, no frills. 

Mrs. F on the mailings that come with 
different cards. 

 
An important part of the member communications is to educate the members on the 
benefits they are entitled to. For the customers that are interested in the benefits this 
was very important. 
 

Why didn’t anybody tell me? I mean, they probably did. But really, how active must one 
be, why doesn’t it say clearly here (on the back of the card), or it probably does say 
here. Yes, here it is. (the name of the gas station chain) And this is my favorite card. I 
can’t even look at this list, at how much there is that I haven’t used. 

Mrs. A, on not knowing that gasoline is 
included in the bonus accrual system 
 
 
 

5.3 Consumer’s relationship view 
 
All of the interviewees were asked to describe a “good customer”. For some, this was 
too difficult to describe, and they were further asked to explain “how they behave or 
what they are like as customers when the company should identify them as being 
good customers”. Interestingly, the interviewees did not distinguish between their 
own view of a good customer and the company’s view. Instead, they described the 
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business criteria of a company for a good customer as illustrated with the following 
quotes: 
 

I don’t know, if you just think coldly, a good customer to the firm is one that brings in 
lots of money. And preferably many of these, and regularly, that’s it…. 
What I read from the papers about K and S cards if I understand right, I don’t really 
know how they should develop the programs in addition to ending the whole systems. 
People will still bring their money into the stores, so I don’t really see the use. 

Mr. F 
 

Also, and I think that for loyalty programs a customer that gives feedback is good, 
who says that this is good, this is not good, why doesn’t this work, screams, 
complains, and maybe sometimes compliments, they can hopefully develop it based 
on this. I haven’t had the energy to comment really, but I know that people are, some 
are really active if something doesn’t work they will send a message right away and I 
think this is valuable information. 
    Mr. E 

 
The descriptions of “being a customer” are in line with the discussion on the 
definition of relationships in 3.2. A customer relationship seems to be a multi- faceted 
phenomenon that can be appraised by discussing one customer relationship at a time, 
and generalizations are difficult to make.  
 

Now, we are talking about two different things here, where I am a loyal customer and 
what I have a card for. These are fully, totally different things, because for instance 
Stockmann (department store) is in no way connected to location, because it is just 
something, card or no card, it’s just such a place (where you go to). And  if this 
Pohjantähti (grocery store) would move someplace, I really wouldn’t go there, I 
would just go to whatever store would be in  the same place. So that’s really because 
of location. Even though it’s an OK store, there’s nothing wrong with it. 
 

Mrs. A in response to “is there someplace where you 
are a loyal customer but there just isn’t a card 
involved” 

 
The nature of a customer relationship for the consumer was discussed implicitly in 
other areas of the interview. There were some indications of the customer 
purposefully developing a relationship. This happened in the case of tiered 
membership. With the grocery / retail chains, it was seen possible to switch to another 
program without missing out on the benefits, even though the respondents perceived 
learning costs. An airline membership, however, was seen as something that is 
planned and purposeful. Business travel is special in the sense that it does not require 
own spending (the company pays for the services) and the monetary value of the 
rewards is significant. However, the benefits that are provided only to the upper tiers 
are soft benefits or recognition, and these seem to genuinely create structural bonds. 
The airline relationship was also “common possession” for the household, when 
points were used towards holiday trips with the family and special treatment in the 
service process for the whole family. In contrast to the nonchalant way of discussing 
future benefits that was described earlier, the airline relationships were planned. The 
determination was explicit in phrases like “has flown himself to the upper tier”. This 
applied, however, only to the respondents already on the upper tiers of the program or 
respondents who travel quite a lot and can anticipate benefits in the foreseeable future. 
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In contrast to the provider view, there were four elements on the nature of a customer 
relationship for the consumer compared to three for the provider. The fourth element 
was activity other than purchases. Quite understandably, the consumer perceives 
effort and interest in all of his or her doings, while activities outside point-of-sale 
were difficult to register for the provider. This is an important issue, since it is 
possible for the provider to classify customers as inactive, while the customer himself 
perceives being very active and, a good customer. The “buying” and “over time” 
elements were mentioned by all respondents, while the emotional perspective was 
nearly missing. It was difficult for the respondents to distinguish between 1) being a 
good customer, 2) being treated like a good customer, and 3) feelings from being 
treated like a good customer. Apparently, they didn’t see “value” to the company 
from positive emotions, and therefore didn’t automatically include that aspect as an 
element of the nature of a customer relationship. However, as they moved to discuss 
how good customers are treated, emotions and positive attitudes came up right away.  
 

Figure 19 Elements of the nature of relationships, consumer view  

 
 
Based on the elements presented in Figure 19 above the following typology of 
customer relationships was attempted (Figure 20). The dimensions are derived from 
the four elements: buying, activity, over time and emotions. The content of the cells 
of the matrix is a theoretical description of what these types of dimensions could 
yield. Some of the cell descriptions match the interview content, but not all of the 
respondents could be placed in the cells. While attempting this type of division of the 
respondents it became clear that not only the respondents should be placed in different 
cells but also the different relationships of one respondent would be of different 
nature. As an avenue for further research, it might be possible to categorize the 
different relationships of consumers in these typologies to better understand the 
approach that one customer can take with regard to different companies. At this point, 
however, it is not possible to combine these views or approaches into a 
comprehensive model of consumers’ relationship approaches. 
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Figure 20 Consumers’ relationship approaches 

 
 
5.3.1 How are good customers treated? 
 
Being remembered was something that impressed the customers, and felt good in the 
situation. Adding to the appreciation was the notion that the customers felt it was very 
unlikely for the person in the encounter to remember the consumer after a long time, 
or from such a large clientele. 
 
In contrast to the feeling of being treated like everyone else, some respondents 
described good treatment as getting right or fitting service and being offered the right 
products. Making the customer relationship fitting or right requires understanding the 
customer on a deeper level, and the customers felt either that even with the extensive 
customer data it will never happen, or were in awe of the rare occasions when it did 
happen. The sample seemed to be quite educated on the challenges of databases and 
direct mail, which is believed to have an impact on these expectations. 
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but, well sometimes even that can be a challenge… Sometimes you get much better 
treatment in small private shops and they are much friendlier and service-oriented…. 
I don’t think that you should be required to be bound to some loyalty program to get 
service in the store. Of course at present you don’t get it even if you are bound. 

Mrs. G 
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If monetary rewards are important, they may improve the service perception, and the 
customers describe being treated well. 
 
 
5.3.2 The effect of freedom of choice and available options 
 
Consumer’s perception of being a good customer is linked with the perceived freedom 
of choice or available options. In the case of a bank, for example, it was generally 
regarded as very difficult and time-consuming to switch to another bank. The mere 
existence of a relationship was not seen to indicate anything but the lack of energy for 
a search and comparison process. To the consumer, “loyalty” means choosing a 
provider when there are equal options available in terms of search effort, location or 
general price level. If a customer perceives negative bonds, he or she does not 
perceive “loyalty”, even if the behavior includes indicators like frequency of use, non-
use of other providers, using over time, and even though an overall satisfaction with 
the provider exists. It seems that the availability of choices is the critical dimension in 
the customer’s mind: when the customer perceives a relationship, staying in it is a 
conscious decision. This is in contrast with the providers’ definition of loyalty, since 
there are few tools for the provider to identify deliberation. 
 
None of the respondents mentioned their bank when they were asked to take out all 
the loyalty cards from their wallet. It would have been possible to include the debit 
card or credit card, but most of them stated that “this is for paying”. Later in the 
interview the respondents were asked to describe customer relationships that do not 
include a special card, but none of the respondents thought of their bank at this stage 
either. They were finally asked whether they had a special customer status at their 
bank, at which point nearly all said that they had a “loyal customer” or “key 
customer” status at their bank. Their bank stories were interesting in that the only 
benefit from the status was a personal bank contact person (though some stated that 
this person is not someone they would like to deal with), and the benefit from the 
contact was avoiding lines and saving time. Also, the respondents that discussed this 
thought it was odd that someone with large bank loans qualifies as a key customer – 
they could rationalize that the bank gets profit from the interests but on an emotional 
level it felt unfair. These bank relationships are not listed among the relationships 
since the “membership” didn’t meet the operationalization of “active”. 
 

Yes yes, we are key customers… It doesn’t feel like anything, our contact person was 
really bad, and we had to say straight out that we don’t want you to be our contact 
person, our personal contact, you know, many times that “no thank you I don’t want 
you to be.” 

     Mrs. E 
 
Well, I think they assume they treat us well because we have this dreadful personal 
bank person that… we’ll, she is just awful 

     Mrs. F 
 
It’s nothing significant. They have categorized “people deeply in debt” and “other 
penniless families” in a different way. 

     Mr. F 
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The main airline relationship was with the national carrier Finnair. When asked if 
their use of Finnair would change if the Finnair Plus program were discontinued, the 
respondents’ first reaction was that it would not have an effect. This was followed by 
descriptions of how flight safety is important, how they feel about the Finnish wings, 
and how the service onboard is actually quite good. Also, they consistently stated that 
there really are not any other sensible choices available from Helsinki to many 
destinations. There was an interesting contrast between this stated disinterest in the 
program and the enthusiasm that the reward stories moments before had induced. 
When probed on the subject, most said that they would probably look at possibilities 
to earn points on other airlines or that it would not make a difference which airline 
they would then use. 
 

5.4 Modeling consumers’ relationship drivers 
 
The analysis presented above was, for the most, a description of the answers and 
discussion of the themes and direct questions of the interview guide. In the following, 
a categorization of relationship perceptions is presented based on open coding of 
themes that emerged from the interviews. The indicators are summaries of the verbal 
statements of the respondents and the category is an interpretation of the indicators. 
The categorization covers many areas of the relationship, the behavior of the 
customer, the attitudes as well as consumers’ assumptions on the providers’ aims.  
 
In studying the themes it is important to notice that the themes arise from different 
customer relationships. One consumer can be resigned towards one membership and 
interested in another. Naturally, the needed level of customer understanding by the 
provider is thus heightened. 
 
The final framework of consumer’s relational benefits (Figure 21) introduces new 
items that emerged from the empirical reality, namely reciprocity and personal 
identification.  
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Figure 21 Final framework of consumer’s relational benefits 
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Relational disadvantages are those disadvantages an actor perceives from 
long-term relationships as opposed to engaging in other relationships or 
transactional behaviour.23 

 
There is also a need to introduce a fourth category of motivation: relationship inertia. 
It could be argued that relationship inertia is one bond type: a neutral bond. However, 
relationship inertia is here considered different from bonds and relational 
disadvantages in that there is not necessarily even a perception of a relationship: the 
customer does not pay much attention to the provider. The role of inertia in the state 
of relational motivation may, however, be strong, and it is therefore important to 
highlight it. It may even be the main reason for a long customer relationship. If, 
however, the circumstances change and the customer becomes more interested in the 
relationship, some of these elements of inertia may become negative bonds (i.e., 
present on a more conscious level) or some other elements may cancel their effect and 
switching may occur. Relationship inertia is thus seen as a major factor in explaining 
long consumer relationships. 
 
The coding structure for consumers’ relationship drivers is presented in Table 20 
below. The two columns on the right are categories that rose from the interview data. 
These categories were then arranged according to the framework of relational benefits 
to the consumer and according to the model of the dynamic of consumer’s relational 
motivation. The novel elements are thus the relational disadvantages and relationship 
inertia. Attraction and positive bonds are present in this categorization as relational 
benefits. 
 
A new type of benefit rose in the relational benefit of recognition in addition to 
confidence, relevance and social benefits, as reciprocity was seen valuable. The 
consumers have a perception of what they are “entitled to”, or how much they are 
“worth”, and perceive a benefit when the company recognizes their value as a 
customer. Reciprocity is thus added into the framework as a benefit type. The case of 
negative attraction is also something that emerged from the data, as the brand 
meaning can, in fact, be repulsive. 

                                                 
23 The difference between relational disadvantages and negative bonds is that even negative bonds can 
keep an actor in a relationship, as they are disincentives to ending the relationship, whereas relational 
disadvantages are incentives to end the relationship. 
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Table 20 Coding structure of consumers’ relationship drivers 

 
Relationship drivers Elements of drivers Category Subcategory 

My consumption can’t be 
interesting 
 Privacy 

(trust, distrust) 
Attitude towards 
personal data 

My consumption is 
private  

Resignation Importance to the 
provider 

I’ll never make the 
upper tiers, but it’s OK 

Unfair 
I’ll never make the 
upper tiers, and it 
bothers me 

Unclear Benefits and system 

Will not drive behavior I use it, but I don’t 
choose it 

Unclear messages are 
irritating 

Relational 
disadvantages 

Resentment 

Fear of missing out 
I check the statement 
and claim missing points 

I’m learning to use the 
card 

I check the statement 
and claim missing points 

Main areas of 
consumption are covered 

Monetary benefits  
 
(economic bond) 

Interest and effort:  
Drives behavior / active 

Program communicates 
broadly about benefits 

Entertaining 
communication Fun to read 

Helpful in making 
purchase decisions 

Soft benefits 
 
(knowledge bond, 
structural bond) Personal data  

Enables tailoring 

Importance raises 
expectation of service  

No need for support in 
routines 

Expect to get suitable 
service for being active 

 

Recognition:  
Reciprocity 
 
(structural bond, trust) Good service in return 

for spending 
 

Me too Others flash the card 

Over others My right to benefits 
Recognition 
 
(emotional bond) 

Personal We get VIP treatment 

Not for me Brand incompatibility 
(negative attraction) 

Bulk feeling 

Sufficiently broad 
selection  

Relevance 
 
(attraction,  
emotional bond) 

More suitable than the 
others  

Program and service 
integration is good 

 

Relational benefits 

Confidence 
 
(attraction) Reason to visit the store  
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Would not bother to 
check the statement 

Probably are right 

You always get 
something 

Getting the deserved 
benefits  
 

I get enough 

Active disinterest 

Doesn’t care Too much to think about 
as is 

Show the card when 
asked 

 

Areas of consumption 
are covered 

 

Relationship inertia 

Neutral / Passive 

Effort only if really 
important 

 

Difficult to switch 
(structural bond) 

Too much trouble to find 
out the alternatives 

 

Location 
(geographic bond) 

Only option available  Negative bonds 

Economic bond   

 
 
The proposed working definition for relational motivation was: Relational motivation 
gives an actor reason to begin and to continue a relationship. The state of relational 
motivation changes over time and it is relationship-specific. 

 
For the consumer, this definition is valid, and there are four relationship drivers that 
together, through their internal dynamic, form the state of relational motivation. The 
coding structure of Table 20 led to the discovery of these four drivers. 
 

1) Relational disadvantages, i.e., incentives to end the relationship 
2) Relational benefits, i.e., incentives to continue the relationship 
3) Relationship inertia, i.e., factors that prevent switching without an active 
relationship perception 
4) Negative bonds, i.e., negative incentives to continue the relationship 

 
The items in italics in Table 20 indicate a theoretical driver interpreted to be present 
in the empirically emerged drivers. In the initial framework of consumers’ relational 
motivation, the following drivers were anticipated: attraction and expectations of the 
focal relationship; attraction and expectations of other relationships; experienced and 
expected relational benefits; and bonds and commitment. These drivers emerged also 
from the empirical data and were assembled into the framework presented above.  
 
The model thus incorporates the relationship drivers identified in the theoretical 
exploration, namely attraction, relational benefits and bonds as indicated in the model. 
Relational behaviour is here seen as the exchange in which perceptions and 
experiences occur, and not a driver in itself. The concept of commitment seems to be 
very close to the concept of motivation for the consumer, as discussed in Chapter 3.7. 
The motivation concept introduced here is a more detailed account of the drivers that 
lead to a state in which the consumer stays in a customer relationship. It brings more 
depth into the elements of commitment (trust, future-orientation), and has more 
explanatory and possibly predictive power. There is, however, no contradiction to the 
existing commitment concept. An illustration of the framework is presented in Figure 
22. 
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Figure 22 Consumer’s empirically grounded relationship drivers 

 
 
Having discovered these drivers, there arose an interest to discover whether different 
types of “motivation portfolios” exist for an individual consumer. This would be a 
new approach to the discussion of relationship-proneness and relationship conditions 
presented in Chapter 3.4. An attempt was, therefore, made to analyze the respondents 
overall perceptions of, and approaches to their customer relationships to see if 
motivational profiling or archetype building would be possible. There was not enough 
information about each relationship per respondent, and the profiling was done to 
depict a respondent’s approach to the constellation of relationships that were 
discussed. This analysis is presented next. 
 

5.5 Motivational profiles and customer archetypes 
 
To understand the logic of building archetypes, one needs to turn to organizational 
theory. Configurations in organizational theory are descriptions that reveal complex 
and systemic entities in a rich way. Configurations or common gestalts or archetypes 
concentrate on the distinctions between different types, making it possible to isolate 
the distinguishing factors (Miller 1987). In organizational theory, the building of 
configurations begins by charting the imperatives, or drivers of many elements to the 
configuration. These elements are often most resistant to change and can therefore be 
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addressed as constant, which helps define the significant differences between the 
archetypes. The imperatives need to be fundamental driving forces in a widely 
accepted paradigm, they have to be empirically sound and they need the have played a 
role in all configurations. Examples of such imperatives in organizations are strategy 
and organization structure (Miller 1987). 
 
Configurations are explained to ”through their imperatives, have an internal logic, 
integrity and evolutionary momentum of their own, as well as a central, enduring 
theme that unifies and organizes them. This gives them great stability.” (Miller 1987, 
p. 697) and being ”complex systems of interdependency and their core orchestrating 
themes” (Miller 1999). Configurations have predictive power because most 
alignments of dimensions are unlikely while relatively few are common, and the 
common dimensions help make sense of complex phenomena. Understanding that the 
archetypes found are not discrete and may in fact overlap or connect is important in 
making use of this predictive power. (Miller 1999) 
 
Miller (1999) states that good typologies have the following three things in common. 
First, they are secured in theory and thus make distinctions and relationships of 
conceptual importance; second, they invoke contrasts that make empirical progress 
easier; and third, interdependencies of the elements within types are coherent in ways 
that have important conceptual, evolutionary or normative implications.  
 
This study concentrates on understanding the relational motivation of consumers, and 
one possibility is to discover the archetypes of consumers according to differences in 
their relational motivation. Qualitative research can be seen as a method of 
discovering themes that drive configurations whereas quantitative research within 
configurations can reveal the quantitative relationships between the elements. (Miller 
1999) The empirical data for this study would not allow for a quantitative analysis of 
archetypes, but instead a qualitative approach of discovering themes, i.e., motives. 
 
Up to this point, the analysis has focused on finding interesting contrasts in views 
across respondents. By looking at the respondents one at a time it is possible to find if 
there are different types of customers in terms of their relationship orientation or 
motivation. Based on the proposed motivational structure, an attempt is made to 
model the relational motivation of individual consumers. This approach is an 
illustration, and further development of the metrics is needed. It will, however, show 
the differences in the approaches that individual consumers take in their customer 
relationships. Figure 23 illustrates the approach in two simple categories: strong or 
weak impact on relational motivation. In the future, a scale will need to be developed. 
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Figure 23 Developing consumers’ relational motivation profiles 

 
The profile framework assumes that relational motivation is relationship specific, and 
that it is influenced by perception of the focal relationship (transactional view, 
deliberately chosen and developed, no perception of relationship, etc.); the importance 
of the focal relationship (monetary, interest, frequency); the perceived freedom of 
choice and available options; and the personal characteristics of the consumer. The 
profile can be quantified by measuring each set of motives. Depending on the 
industry, some motives are bound to have high importance, such as structural bonds in 
banking and insurance services or geographic bonds in grocery retailing. 
 
Figures 24 and 25 illustrate the possibilities of analyzing the views of the individual 
respondents. The illustrations are taken from the families with least cards (Family D) 
and the family with most cards (Family E). The profiling was done by reading the 
interview transcripts one by one while filling in on each driver an appraisal of “weak 
impact” or “strong impact” for each respondent. This is, obviously, just an illustrative 
technique.  
 
If we look at Mrs. D, for example, her general approach was to not accept any cards. 
She found the emphasis on monetary rewards somewhat offensive, and would have 
preferred a personal approach, in which the sales person would even recognize her on 
the individual level, and offer something suitable. Mrs. E, on the other hand, had an 
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emotional but utility- focused approach of getting the available perks with a certain 
tolerance for the required effort. Mrs. E resented the obvious volume-based 
approaches, in which other customers seemed to benefit more. 
 

Figure 24 Motivational profiles of Mr. and Mrs. D (family with least cards)  

 

Figure 25 Motivational profiles of Mr. and Mrs. E (family with most cards) 

 
A profile of all the respondents is presented in Appendix 12. Theoretically, the 
profiles or archetypes that this type of analysis yields should be a combination of the 
individual motives, a weighted average of one customer relationship so to speak. In 
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looking at the profiles that can be found in Appendix 12, the respondents approach 
can be qualitatively described in the following way: 
 
Mrs. A:  Monetary benefit + relationship inertia 
Mr. A:  Relational benefits + resentment 
Mrs. B: Resentment + relevance 
Mr. B:  Relational benefits + relationship inertia 
Mrs. C: Relational benefits + relationship inertia 
Mr. C:  Soft benefits + relationship inertia 
Mrs.D:  Recognition + relationship inertia 
Mr.D:  Recognition + relationship inertia 
Mrs. E: Monetary benefits 
Mr. E:  Relational benefits + negative bonds 
Mrs. F:  Monetary benefits + relational disadvantages + negative bonds 
Mr. F:  Monetary benefits + relationship inertia + negative bonds 
 
It is notable that these profiles are an analysis of the overall motivation in all these 
customer relationships combined. A consumer is not pre-programmed to a certain 
type in all their relationships, but instead the individual motives are likely to be 
different in different relationships. An analysis of each relationship separately should 
thus yield results of different motivational profiles, in line with the definition of 
relational motivation. However, the most important point of this exercise is that there 
is remarkable variation in consumers’ relationship approaches even in the same socio-
demographic segment. This result of the study is in sharp contrast with the practice of 
consumer RM presented in the provider study.  
 
An important note is that it is possible to create customer relationships with 
consumers with the help of a loyalty program. The content of these relationships is 
perceived differently by consumers even though the program is defined to the detail. 
By the same token, it is possible to create customer relationships without programs. 
 
This simple analytic exercise also shows that it is possible to develop the concept of 
relational motivation into a generic scale of motivation, and that the scale could be 
used to analyze consumers’ perceptions and relationship approaches. This analysis 
would provide two types of managerial information: firstly, a scale to be used perhaps 
in the same way as satisfaction studies today, and secondly, a view of the relationship 
that makes it possible to predict future earnings and to plan corrective measures for 
improving e.g. fading relationships. The weakness of such analysis would be in the 
multi-dimensional nature of the view, but the strength of it would be an in-depth view 
that provides answers to why customers stay in relationships. 
 
Chapter 6 contrasts the provider view and the consumer view both theoretically and 
empirically, and provide conclusions for the study as a whole, as well as suggestions 
for further research.  
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6 THE NATURE OF RELATIONAL MOTIVATION 
 
The purpose of the study was to create structured understanding of the nature of 
customer relationships from both the provider’s and the consumer’s viewpoints by 
studying relationship drivers and proposing the concept of relational motivation as a 
provider of a common framework for the analysis of these views. The research 
questions were 

o Why do consumers end up in or decide to engage and remain in a customer 
relationship? 

o Why do providers aim for consumer relationships? 
o Which relationship drivers form the relational motivation of consumers? 
o Which relationship drivers form the relational motivation of providers? 

 
The resulting contributions are believed to enrich the existing theoretical 
understanding of provider-consumer relationships as well as our understanding of the 
empirical context. These are presented in the following.  
 

6.1 Theoretical contribution 
 
6.1.1 Merging of concepts from industrial relationships and consumer relationships 
 
The theoretical exploration covered the reasons for engaging in customer relationships 
for both the consumer and the provider. The themes of buying behaviour, industrial 
and network marketing and relationship marketing, and the concepts of a customer 
relationship, customer loyalty, relationship conditions and relationship proneness, 
relational benefits, relationship intensity, bonds and commitment were explored and 
combined in a new way. Concepts from the study of business-to-business 
relationships were brought over and their power in explaining the nature of consumer 
relationships examined. It became clear that several concepts are needed in 
understanding the nature of consumer relationships from the consumer’s viewpoint. 
Loyalty can be seen to depict “what” the consumer has done and what his or her 
attitude is, commitment can be seen to depict “how” the consumer perceives the 
relationship, and bonds, “how” the state of commitment was reached. The question of 
“why” the consumer is in the relationship is also, in part, answered by bonds, but also 
with understanding relational benefits.  
 
During the exploration, a conceptual re-structuring of bonds was presented, and along 
with it, a definition of bonds. The new definition makes it possible to use the bond 
concept in the context of consumer relationships, which is a contribution to the 
existing theory on bonds. 
 
Relationship drivers and relational motivation were proposed as providers of a 
common conceptual heading for the analysis from both the provider’s and the 
consumer’s viewpoints with the purpose of creating new understanding of the nature 
of consumer relationships. In the course of the study the logic that was introduced in 
Chapter 3 gained support. It proved difficult to find concepts that would create 
understanding of both actors alike, and which would also provide a basis for later 
developing common metrics. It was thought that a common conceptual and 
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measurement structure would make it possible, in principle, to create a scale that 
measures both actors, and makes comparing the absolute value of that scale possible.  
 
The empirical studies provided new insight into the actor-specific drivers. A 
preliminary model of relationship drivers was introduced in Chapter 3, and through a 
systematic combining of theory and empirical reality amended into a final model. The 
final model (Figure 26) illustrates the levels of the nature of relationship drivers, i.e., 
drivers specific to business-to-business relationships, and drivers specific to provider-
to-consumer relationships. 
 
Figure 26 Final model of relationship drivers 

 
 
A definition of relationship drivers and relational motivation was proposed:  

Relationship drivers affect relational motivation to begin and to continue a 
relationship. The state of relational motivation changes over time and is 
relationship-specific. 

The proposed definition incorporates the idea that the drivers are actor-specific, i.e., 
that the parties may have different motives. For both actors, the relationship view of 
the actor has an effect on motivation. When the actor is a consumer, the state of 
motivation equals commitment. When the actor is a company, the definition of the 
other actor is often not an individual but instead a group of individuals, which makes 
the idea of symmetric motivation not feasible. This brings along a need for 
understanding the motivation of consumers as relationship actors and companies as 
relationship actors separately and for contrasting these. Conclusions of the study of 
the views of the two actors are presented next. 
 
 
6.1.2 Provider-specific relationship drivers 
  
The study provided a view of provider’s relational motivation through an analysis of 
relationship drivers. The tentative framework (Figure 11) was based on the literature 
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review. Notable in the framework is the absence of such industrial relationship 
concepts as trust and bonding, as well as commitment. This is due to the special 
nature of the provider - consumer relationship. The study showed that the other actor 
in this context is seen by the provider as the market, a segment, and only sometimes, 
as an individual. Thus it cannot be expected for the provider to have perceptions of 
trust or commitment towards the segment or an unknown individual. The empirical 
study thus revealed that there is a need for studying Relationship Marketing in the 
consumer market with new types of concepts. 
 
The analysis resulted in an amended framework of provider-specific relationship 
drivers (Figure 18). For the provider, motivation can be seen as being constant in the 
frame of “a planning period” ranging from a campaign to a fiscal year. The 
motivation is changed by information of the focal relationship as well as internal 
factors that have an effect on consumer relationship marketing.  
 
 
6.1.3 Consumer-specific relationship drivers 
 
Combining existing theory with an empirical study of seven families provided new 
insights into the nature of customer relationships. Two frameworks were introduced: 
The framework of consumer’s relational benefits and the framework of consumer’s 
relationship drivers. 
 
The final framework of consumer’s relational benefits (Figure 21) introduces new 
items that emerged from the empirical reality, namely reciprocity and personal 
identification. The analysis also resulted in a definition of relational disadvantages: 

those disadvantages an actor perceives from long-term relationships as 
opposed to engaging in other relationships or transactional behaviour.  

 
Figure 22 presented the framework of consumers’ relationship drivers. The model 
incorporates the relationship drivers identified in the theoretical exploration, namely 
attraction, relational benefits and bonds as indicated in the model. Relational 
behaviour is here seen as the exchange in which perceptions and experiences occur, 
and not a driver in itself. 
 
In addition to relational benefits and disadvantages, two other relationship drivers 
were discovered in the empirical study. These are relationship inertia and negative 
bonds. Positive bonds are incorporated in relational benefits. The framework is thus a 
synthesis of the theoretical analysis presented in Chapter 3 and the empirical analysis 
presented in Chapter 5. The resulting model (a detailed description can be found in 
Table 20) is a novel view of the nature of customer relationships. It is a 
comprehensive but still quite detailed view of the complicated cognitive and emotive 
processes a consumer engages in either consciously, or as subconsciously.  
 
The four main drivers of motivation were defined as: 1) Relational disadvantages, i.e., 
incentives to end the relationship (privacy, resignation, resentment); 2) Relational 
benefits, i.e., incentives to continue the relationship (monetary benefits, soft benefits, 
recognition); 3) Relationship inertia, i.e., factors that prevent switching without an 
active relationship perception (active disinterest, passivity); and 4) Negative bonds, 
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i.e., negative incentives to continue the relationship (e.g. economic, structural and 
geographic bonds). 
 
The temporal or causal structure of many models of consumer loyalty or commitment 
is not present in the final framework of consumers’ relationship drivers. The 
traditional logic is one of relationship antecedents, something that happens in the 
relationship (process) and relationship outcomes. (see Chapter 3) Based on the study, 
this is not the way consumers structure things. Consumers have different drivers in 
different relationship phases. These drivers are also of different importance in 
different situations and different relationships. For the consumer, the state of 
motivation varies in different phases of the relationship from attraction to 
commitment (both have different levels and both can have negative values). To 
understand this dynamic, another type of empirical approach would be needed, such 
as a longitudinal study or a study that concentrates on one focal relationship. 
 
As the framework emerged in the analysis process, the need for new types of metrics 
became apparent. An analytical test of profiling the respondents was made. 
 

6.2 Empirical contribution 
 
Customer loyalty programs were chosen as the empirical context for the study. The 
approach was believed to promote understanding of customer relationships that are 
defined primarily by the existence of the customer’s personal data in the marketer’s 
database or a card in the consumer’s wallet. This is a common type of consumer 
relationship, but there is limited knowledge of its nature. Also, the selected setting 
was a feasible way to operationally define the focal relationship in the study of both 
actors. This section summarizes the main empirical contribution of the study. 
 
 
6.2.1 The nature of a relationship for the two actors 
 
To understand the nature of a customer relationship, one needs first to understand the 
concept of a relationship. The theoretical views to customer relationships were first  
analyzed and described in Chapter 3. Then, both actors’ views were studied in the 
setting of customer loyalty programs. The analysis of the views of the two actors in a 
customer relationship makes it apparent that the actors use different criteria to 
appraise the nature of a relationship. The nature of the criteria is also different, as the 
providers mostly apply measurable criteria, while the consumers have also cognitive 
and emotional perceptions. 
 
The provider’s prevailing portrait of the customer is an important influence on all 
relationship drivers. The portrait is present in the marketing culture of the company, 
in the goal structures as well as the individual decision makers’ perceptions. The 
provider’s definition of the “other actor” can thus be the market, a segment or an 
individual. Indeed, “Relationship view” was identified as one of the main drivers of 
relational motivation for the providers. The theoretical exploration into the established 
conceptual configurations was believed also to depict the basis for present-day 
marketing practitioner’s views. This assumption proved to be correct. The fact that a 
company practices relationship marketing is no proof of a customer-oriented 
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relationship view, or even a genuine perception of relational benefits to the provider. 
A loyalty program can also be a targeting gimmick that translates to a transaction 
driver, not a relationship driver. 
 
On the surface, the nature of a good customer is similar for both the provider and the 
consumer. As discussed earlier, the consumers’ view was quite “clinical” and 
objective. However, when the consumers discuss how they like to be treated or are 
treated in their customer relationships, a more emotional view of a cus tomer emerged. 
In Figure 27, this contrast becomes apparent. In the figure, A represents the 
marketer’s goal-based definition of a good customer. B represents the consumer’s 
objective, rational definition of a good customer. These elements were often discussed 
with statements that began with “It must be”. Picture C presents the consumer’s 
internal, “emotional” view of a good customer. Hence, A and B depict a metric-view 
to a good customer, while C is an emotional view to a good customer. Subjectively, 
customers would like to be treated as good customers, (the exception to e.g. the 
volume-rule), or an exception to how others are treated. Here they were ready to 
forget the rational view and to get emotional over unfairness. In fact, the implicit 
definition has to do with “how I am treated” and the explicit definition with “how I 
behave”. As discussed in the analysis of the consumer study, it was difficult for the 
respondents to distinguish between 1) being a good customer, 2) being treated like a 
good customer, and 3) feelings from being treated like a good customer. 
 
Figure 27 Contrasting relationship views of providers and consumers 

 
 
 
6.2.2 Pilot study: Market level view 
 
The quantitative pilot study gave an insight into the market shares of different 
programs in retailing, but the attempt to look at the involvement of the customers was 
not successful. The study provided a description of the actual market situation of 
grocery store chain loyalty programs in Finland and raised interest in understanding 
the motives of the consumer as a member. For example, if customers state that 
something is “unimportant”, it does not reveal why it is so, or what constitutes 
importance in this context. Also, the results do not reveal the different types of 
attitudes towards the program, and only describe a generic grocery store customer. 
This, once again, raised interest in the real motivation and interests of the customers. 
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To sum up the output of the pilot study, there would have been a possibility to dig into 
the demographics of the respondents and to try to find significant differences and 
features of the consumer that explain these different views. This was not done, as the 
right questions to ask were not there yet, and a qualitative approach was needed. 
Thus, the pilot study, served its role as a description of the market and the attitudes of 
the consumer only superficially.  
 
 
6.2.3 Case study: Provider view 
 
The empirical study addressed a phenomenon that has become common marketing 
practice on all continents, customer loyalty programs. The study provided a 
comprehensive picture of this marketing tool, which is an important contribution to 
the academic as well as the managerial discussions. The analysis of the marketer view 
consisted a case study of 14 customer loyalty programs and provided descriptions of 
the market and the content of the programs.  
 
An interesting empirical contribution of the provider study was delivered by goals-
metrics analysis. The goals covered a broad range of management issues as suggested 
by theory. The organizational position of the program did not suggest such broad 
goals, as it was often a part of marketing (communications) management, and not of a 
business unit. The case companies lacked metrics for some of their stated goals, and 
provided measures of items not stated as goals. The goals-metrics analysis thus 
revealed a mismatch of the goals and metrics, which gave an impression of the role of 
the program being somewhat unclear. A look into the empirical environment also 
stressed the roles of the individual decision makers, which may also have been 
influenced by the selected respondents. The respondents were, namely, responsible 
for the loyalty programs. 
 
The relationship view of the providers was that of a segment; i.e., the other actor is a 
group of individuals. The programs were targeting the same broad group of 
individuals (Figure 16, p. 82, Table 15, p. 83)  
 
The philosophy of loyal customers and the customer’s view were absent from the 
goals and metrics of the programs. There was also surprisingly weak emphasis on 
utilizing even the behavioral data of the consumers. For many of the companies such 
analysis was totally lacking even when such data was collected with the help of the 
loyalty card. 
 
 
6.2.4 Consumer study 
 
There are three main areas of contribution in the consumer study. Firstly, the 
theoretical contribution is in providing a new frame of reference to support the 
existing concepts of loyalty and commitment with the introduction of the relationship 
driver and relational motivation concepts. These new concepts create new 
understanding of the forces leading to loyal behavior and commitment. Secondly, the 
empirical description of the consumer view is valuable as such, as it is a rare view and 
new to the context of consumer relationship marketing and customer loyalty 
programs. Thirdly, the managerial input the study provides. It is clear from the 
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marketer study that the view of the consumer presented in this study is quite 
comprehensive and novel to the management of consumer relationships.  
 
The sample of socio-demographically similar customers proved interesting both 
theoretically and from the management perspective. It is evident that relationship-
proneness is not dictated by socio-demographics, and also that it may not be an 
overall inclination of a personality. This provides an interesting avenue for further 
research. 
 
The consumer study provided deep insights into a sought-after consumer segment and 
the nature of customer relationships. The study presented the consumer’s portrait of 
the constellation of customer relationships and of the individual programs. The aim 
was also to promote empirical understanding of perceived relational benefits, bonding 
and relational motivation in these relationships. 
 
Firstly, a rich description of consumers’ relational behaviour was presented with 
insight into the types of customer relationships consumers perceive; the actual 
memberships of the sample; how member relationships begin and end; along with the 
consumer’s portrait of the constellation of customer relationships and of the 
individual programs. Secondly, relational benefits were analyzed with the framework 
introduced in this study, and new insight was gained with which the framework was 
amended into an empirically grounded model of consumers’ relational benefits. This 
final model was presented in Figure 27. Thirdly, descriptions of relationship 
communication were provided from the consumers’ viewpoint. Fourthly, the 
consumer view to what a customer relationship is, and what good customer 
relationships are like was presented. Fifthly, a new model of consumer’s relationship 
drivers was introduced as a conceptual tool for understanding the perceptions and 
expectations of consumers. Finally, a tentative tool for analyzing motivational profiles 
of consumers was introduced. 
 
Overall, the consumer view was not fully synchronized with the provider view. 

o Customers valued different features than the providers expected.  
o To the consumer, loyalty means choosing a provider when there are equal 

options available, which means the provider should identify the competition to 
be able to determine attitudinal loyalty.  

o Communications that the provider’s valued based on good results from 
satisfaction surveys were disliked by these consumers. 

o Also, the consumers expect some features that the provider assumes to be 
relational benefits as core service elements. (i.e., above and beyond core 
service level) 

 
The sampling method of choosing the respondents from the same socio-demographic 
area showed that there are meaningful issues at hand in understanding relational 
motivation. The possibilities of understanding the identified individuals in the 
database should be utilized in creating meaningful segments.  
 
One issue that even the amended frameworks do not make fully visible, are the 
sensitive, personal ranges of consumer’s relationship perceptions. For example, there 
appears to be a fine line between recognition in a good way: a feeling of VIP 
treatment and especially the tangible signs, and recognition in a bad way: a feeling of 
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being stared at and disliked by other customers. These feelings may be situational and 
relationship-specific, and the management of these feelings requires in-depth 
understanding of the focal relationships. 
 

6.3 Managerial implication 
 
The view to the focal phenomenon that has been taken in the study has been one of an 
outsider, a spectator. At the same time, it has been managerial in nature, and the 
created understanding can be translated into management actions. In that sense, the 
contribution is directed to the efficient management of consumer relationships by only 
one of the actors, the provider. 
 
The general critique of customer loyalty programs as a tool, and relationship 
marketing in the consumer market in general, has been that it is too costly to reach 
individual consumers. Another item of critique is that despite the investment, the tools 
“do not work”. Determining whether the tools work can be done in each company by 
appraising the goals with the end-result. The aim of this study has been to determine 
“how they work”. The personal opinion of the researcher is that understanding “how” 
is of key importance in the management of customer relationships. 
 
As a basis for the discovery of new understanding, the theoretical exploration used an 
knowledge base of repeat buying behavior and direct marketing that has already been 
converted into management tools, such as Point-of-Sales data analysis of shopping 
carts with neurosegmentation. The knowledge of “what” (i.e., loyalty), is available. 
The relationship management view adds the encounter view to this. Not only sales 
encounters are important, but over time, the all the encounters form a perception of 
the relationship. 
 
The managerial implications of this study to the management are three-fold. Firstly, 
making visible the differences in views of the actors. Secondly, understanding 
motivation in addition to product or service features (i.e., program content). Thirdly, 
the possibility to reconfigure the goals and metrics of consumer RM in a way that 
incorporates the consumer view. 
 
It is helpful to utilize the idea of the relationship view, i.e., the perception of the other 
actor in the relationship when examining the contrast in the actors’ views of the same 
relationship. It is important to acknowledge that our definition of a customer is not 
necessarily the perception of the consumer. Also, based on the empirical data, it can 
be said that the consumer defines product categories and even industries in an 
unanticipated way. Companies that do not see each other as competitors may, indeed, 
be compared by the consumer because they use same types of marketing practices. 
Hence, the consumer compares the tools, loyalty programs, instead of the companies 
and benchmarking becomes more difficult. 
 
It is clear that a motivation analysis should be used as input to the relational benefits 
designed into the relationships. (Figure 28) At the moment, the process seems to go 
the other way around: the program structure is there and the reactions to the content 
are measured, which leaves little room for innovation. 
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Figure 28 Using understanding of motivation in offering design 

 

 
When defining the role of consumer RM tools in reaching the overall strategic goals 
of the company, a re-definition of the goals and metrics of the marketing responsibles 
may be needed. The “new view” of the consumer, provided here may be a relevant 
starting point for this work. 
 

6.4 Evaluation and limitations of the study 
 
The purpose of the study was to create structured understand ing of the nature of 
customer relationships from both the marketer’s and the consumer’s viewpoints. The 
new understanding was created by combining theoretical discussions of business-to-
business relationships, of consumer behavior and of consumer RM. The combination 
resulted in a proposal of relational motivation as the common framework. This 
proposal was firmly grounded in existing theory.  
 
A limitation is the approach of finding the elements of motivation: relationship 
drivers, and not attempting to find the causal effects between the drivers. This can, 
however, be  approached as an avenue for further research now the drivers have been 
identified. 
 
It may be argued that interesting viewpoints could have been found by exploring also 
e.g. employee or family commitment studies, but the review was limited to studies of 
consumer marketing and customer relationships to keep the scope manageable 
 
Structured understanding of the particular context was created through three empirical 
studies: a pilot study on the consumers’ perceptions and penetration of retail 
programs, a case study that covered the content and management of 14 customer 
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loyalty programs and finally, a study of consumers. The initial frames of thought were 
amended with empirical input from the marketer study and later from the consumer 
study. The study concluded with an empirically grounded model of relational 
motivation in consumer customer relationships with both actors’ views present. The 
purpose of the study was thus fulfilled with the research process.  
 

6.5 Suggestions for further research 
 
Archetypes of customers and the effect of demographics. The idea of motivational 
profiling also presented in the study shows that it is possible to develop the concept of 
relational motivation into a generic scale of motivation, and that such a scale could be 
used to analyze consumers’ perceptions and relationship approaches. This analysis 
would provide two types of managerial information: firstly, a scale to be used perhaps 
in the same way as satisfaction studies are used today, and secondly, a view of the 
relationship that makes it possible to predict future earnings and to plan corrective 
measures for improving e.g. fading relationships. The archetypes could be used in 
offering development and in designing more fitting marketing communications. 
Understanding the perceived relational benefits would enhance the provision of such 
benefits and possible affect the pricing logic. 
 
The weakness of such analysis would be in the multi-dimensional nature of the view, 
which may be difficult to manage. The strength of it would be an in-depth view that 
provides answers to why customers stay in relationships. 
 
A categorization of consumers’ relationship approaches was attempted in presenting 
the elements of a good customer relationship for the consumer. It might be possible to 
categorize the different relationships of consumers to better understand the approach 
that one customer can take with regard to different companies. The simple analytic 
exercise of motivational profiling presented in Chapter 5 shows that it is possible to 
develop the concept of relational motivation into a generic scale of motivation. The 
scale could be used to analyze consumers’ perceptions and relationship approaches. 
 
With the typology idea one must bear in mind that, based on the present study, a 
consumer does not adhere to a certain type in all their relationships, but instead the 
individual motives are likely to be different in different relationships. The sample of 
socio-demographically similar customers made it evident that relationship-proneness 
is not dictated by socio-demographics, and also that it may not be personality trait.  
 
The nature of relationships in specific industries. The frame of reference could be 
tested and possibly amended in a specific industry. Some product categories are 
claimed to have better relationship building potential than others.  
 
Segmentation. As the programs had broad target group definitions, the fusion of 
segmentation theories and the new understanding of the nature of customer 
relationships might be a new way of grouping customers. Making the customer view a 
part of the segmentation might result in groupings that are based on criteria relevant to 
the customer, with high explanatory power on customer behavior.  
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As the empirical consumer study was limited in providing insights into different types 
of consumer groups, it would be interesting to see what results could be gathered in 
e.g. the “opposite” to the chosen socio-demographic group of customers  

 
Fit of motivational profiles: relationship strength and relationship equity. The 
study approached the nature of relationships from the marketer’s and the consumer’s 
viewpoints by exploring the relational motivation of both actors. Having established 
conceptual understanding, the nature could be further analyzed and scales of 
measuring the elements developed to determine the fit of the profiles of the two 
actors. There are some discussions in the area that may provide useful input for this 
task, namely relationship strength and relationship equity. 
 
The concept of equity is also used in the context of judging the relationship. Ruppel 
and Harrington (2000) use norms of equity to mean rational calculations, i.e., that 
equity or balance in a relationship could be appraised by rational calculations. 
Szmigin and Bourne (1998) discuss equity theory and define a relationship to be 
equitable when "the customer perceives his rewards to be proportional to his costs in 
comparison with the other party". Equity would thus be the perceived power balance 
in a relationship as seen by the customer (in fact Szmigin and Bourne (1998) use the 
words value, balance and equity much in the same meaning.) 
 
Blattberg and Deighton (1996) look at customer equity from the company's view in 
financial terms and measure "each customer's expected contribution toward offsetting 
the company's fixed costs over the expected life of the customer". Relationship 
strength is implicitly included in many concepts and constructs of customer 
relationships, including loyalty and commitment as discussed above, but also in 
service quality and customer satisfaction concepts. Examples of scales are given in 
Table 21. 
 

Table 21 Input to scale development  

Author Year Scale 

Laurent and Kapferer 1985 15 item consumer involvement measure 

Parasuraman, Zeithaml and 
Berry 

1988 20-item measure of service quality 

Oliver 1980 6-item customer satisfaction scale 

Christopher & Payne & 
Ballantyne 

1993 Commitment ladder 

White and Schneider 2000 Ladder placement scale (degree of commitment) 

Jap and Ganesan 2000 Scale of relationship phase 

Jap and Ganesan 2000 Scales of provider's and retailer's transaction specific 
investments  

Jap and Ganesan 2000 Scale of provider's commitment to the retailer 

Szmigin and Bourne 1998 Value of a relationship, consumer equity  

Berry and Parasuraman 1997 Behavioral measures  
(scaling the likelihood of a statement) 
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The challenge in measuring bonds and the state of commitment is in the neutral area 
where bonds are weak. If all bonds are weak, commitment is near zero. Therefore, 
“high” commitment are the high ends of both the plus and the minus scale. The 
positive-neutral-negative commitment construct is thought to be a continuum. 
Interestingly, the construct can be parallelled to the trust construct, which is also seen 
as a continuum of trust-distrust. In their study of consumer trust and loyalty, Singh 
and Sirdeshmukh, state that trust and distrust are maintained by different mechanisms 
(Sitkin and Roth 1993, ref. Singh and Sirdeshmukh 2000). The asymmetric nature of 
the construct would be an interesting avenue for future research. Also, different bond 
perceptions are of different importance, which means that the measurement should be 
weighed.  
 
If one looks upon a dyad from above and attempts to measure the nature of this 
relationship, both actors need to be analyzed. If the company has made a strategic 
choice of attempting to build relationships with consumers, there should be a fit 
between the relational motivation of this company and the relational motivation of the 
customer. Figure 29 is an illustration of possibilities to contrast the two views. The 
study did not look into the possibly existing methods of measuring (at least parts of) 
the provider’s side. This is seen as an avenue  for further research. The drivers 
presented in Figure 29 are based on the content of the case programs, the stated goals 
and metrics as well as the defined target segment. It is clear from the two studies that 
an abstract concept, such as loyalty, is operationalized in different ways by the 
consumer and by the company, and therefore they need to be divided into smaller 
units of meaning. 
 
Figure 29 Motivational profile compatibility in consumer relationships 
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The dynamics of relational motivation. Having discovered ways of describing and 
measuring relational motivation, it would be valuable to describe the dynamics of 
relational motivation. Can consumers’ motivation be affected by customer 
relationship management? What is the role of critical incidents? How strong a role do 
the individual characteristics of consumers play? What are the emotional dynamics at 
play, that result in perceived relational benefits, perceived relational disadvantages, 
relationship inertia or negative bonds? 
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APPENDIX 1: DIFFERING USES OF THE LOYALTY CONCEPT 
 
Authors, year Definition/description Application or 

operationalization 

Day, 1969 

Spurious loyalty = lack of any 
attachment to the brand 
attributes 
Genuine loyalty = strong 
affective orientation towards the 
brand. 

 

Dwyer et al, 1987 

Participants have not ceased 
attending to alternatives, but 
maintain their awareness of 
them without constant and 
frenetic testing. Loyalty is 
achieved in the commitment 
phase of relationships 

Buyer-seller relationships 

Kumar et al, 1992 Behavioral attraction to a brand 
Repeat Buying Behavior 
segmentation for low-
involvement products 

Dick and Basu, 1994 

Favorable correspondence 
between relative attitude and 
repeat 
patronage 

The index of the strength of the 
attitude-repeat purchase 
relationship is the 
operationalization of loyalty 

Liljander and Strandvik, 1995 Purchase behavior Relationship quality  
 

East et al, 1995 
Proportion of total spending, a 
consumer’s loyalty percentage 
(e.g. 65% loyal) 

Store loyalty  

Taher, Leigh, French, 1996 

Store loyalty:  
Affection will result in a body of 
loyal patrons. Affection builds on 
delightful experiences and future 
expectations. 

Retail patronage experience 
(pre-visit, visit, post-visit) in 
building store loyalty  

Gengler and Popkowski Leszczyc, 
1997 Repurchase behavior 

The effect of customer 
satisfaction research on 
repurchase 

Harvey, 1997 

Loyal customers: 
a count of leads converted to 
purchasers who are favorably 
predisposed to the offering and 
who have continued purchasing 
the product or service over time. 

Advertising media effectiveness 
study 

Dowling and Uncles, 1997 

Polygamous loyalty: customer 
loyalty is divided among a 
number of brands. Loyalty has to 
be defined with reference to the 
observation period as rates of 
100% loyalty fall with time. 

Customer loyalty program 
effectiveness 

Javalgi and Moberg, 1997 No definition Service loyalty 
 

Mittal and Lassar, 1998 
Loyal customers=continuing 
customers 

Satisfaction vs. loyalty: 
operationalization: “would you 
switch?” 

Kendrick, 1998 Purchase frequency and amount 
spent per order or visit 

Promotional tools and loyalty  

Bell et al, 1998  Impact of loyalty on shopping 
costs  

Liebermann, 1999 

 
Image-oriented loyalty= prefers 
the product of a company over 
competitors’ products  
 
Marketing-oriented loyalty= 
minimizing social risk by 
recommending their own choice 
to others 
 

Operationalizations: 
- membership in one 
membership club only, duration 
of membership period 
 
- use of membership card, way 
of joining, does one recommend 
to others 
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Sales-oriented loyalty= larger 
amounts spent 

- response to promotions, time 
intervals between consecutive 
purchases 
 

Andreassen, 1999 Complaint resolution and loyalty 

Operationalization: on a likert-
type scale customer’s perceived 
likelihood of continuing being a 
customer combined with the 
perceived probability of 
recommending the service to a 
friend 

Sharp and Sharp, 1999 

Excess loyalty  
 
 
 
Differentiation loyalty 
 
 
 
 
 
Repeat-purchase loyalty  

Brands having too much 
purchase loyalty for their 
penetration level 
 
The economic concept of 
individuals’ varying reservation 
prices which underlie sloping 
demand curves (Sharp et al 
1997) 
 
 

Oliver, 1999 

A deeply-held commitment to re-
buy or re-patronize a preferred 
product/service consistently in 
the future, thereby causing 
repetitive same-brand or same 
brand-set purchasing, despite 
situational influences and 
marketing efforts having the 
potential to cause switching 
behavior 
Ultimate loyalty: against all odds 
and at all costs  

Theoretical study of the 
relationship between satisfaction 
and loyalty  
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APPENDIX 2: DESCRIPTIONS AND OPERATIONALIZATIONS OF BONDS 
 
Type/ 
Nature of 
bond 

Description or definition Context/Use/ 
Operationalization 

Source 

 
Bond 

  
Family interaction 

 
Turner, 1970 

 
Economic 
bond 
 
 
 
 
 
 
Financial 
bond 

 
 
 
 
One of the operational bonds: 
results from exchange of services 
for money. Relationship-specific 
investments. 
 
Price reductions based on the 
relationship: exit barrier/negative 
 
 
 
Pricing incentives to the customer 

 
 
 
 
Ad. agency-client relationship, 
e.g. special credit agreements or 
the intensity of money flow 
between the parties.  

 
Hammarkvist 
et al, 1982 
 
Halinen, 1994 
 
 
 
 
Liljander and 
Strandvik, 
1995 
 
 
Möller and 
Wilson, 1989 
Berry and 
Parasuraman, 
1991 

 
Juridical bond 
 
Legal bond 

 
 
 
 
Contracts or more general 
articles of involvement or 
ownership 
 
One of the operational bonds: 
verbal and written contracts  
 
 
Detailed and binding contractual 
agreements that specify the 
obligations and roles of both 
parties 
 
 
A contract: exit barrier/negative 

 
 
 
 
Highly visible but may be less 
binding than they appear 
 
Ad agency-client relationship, 
e.g. copyright on created 
advertising mate rials 
 
 
 
 
 
 
 
e.g. telephone company, 
electricity, bank service 

 
Hammarkvist 
et al, 1982 
 
Easton, 1992 
 
 
Halinen, 1994 
 
 
 
Cannon and 
Perreault, 
1996, ref. 
Morris et al 
1998 
 
Liljander and 
Strandvik, 
1995 

Knowledge 
bond 

 
 
 
One of the operational bonds: 
closely related to reciprocal 
disclosure. Providing strategic 
information especially when this 
information is not easily available 
from other sources. Parties 
learning to know each other 
better. 
 
An established relationship 
makes it easier for the customer 
to use the service. Positive. 

 
 
 
 
 
 
 
 
 
 
 
 
e.g. doctor, familiar bank clerk 

Hammarkvist 
et al, 1982 
 
Halinen, 1994 
 
 
 
 
 
 
 
 
Liljander and 
Strandvik, 
1995 

Technological 
or technical 
bond 

 
 
 
Firms adjust products and 
processes to the partner’s 
requirements and require 
relationship-specific technical 
knowledge 

 
 
 
 

Hammarkvist 
et al, 1982 
 
Easton, 1992 
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A specific brand requires the use 
of a special dealer for 
maintenance or spare parts. Exit 
barrier/negative 

 
Liljander and 
Strandvik, 
1995 

 
Psychological 
bond 

 
Attachment to the provider 
 
 
 
The customer is convinced of the 
superiority of a service provider 
(brand image). 

 
 

 
Wilson and 
Mummalaneni
, 1986 
 
Liljander and 
Strandvik, 
1995 

 
Social bond 

 
Investment, trust, attachment 
and commitment 
 
 
Positive interpersonal 
relationships between buyer and 
seller 
 
Personalized service delivery and 
the transformation of customers 
into clients (level 2 RM) 
 
Social bonding results from group 
members’ mutual admiration of a 
phenomenon; concerned with 
affiliation through sharing special 
interests. 
 
One of the operational bonds: 
strong personal relationships 
between interacting individuals. 
Reciprocity is an essential 
characteristic of these relations. 
 
Social bonds are enhanced by 
offering customers a sense of 
identification with the firm. 
 
Customer and service personnel 
know each other, contact is easy, 
there is mutual trust. Positive. 
 
 
One of the relational bonds 
(relational bonds are social, 
structural and functional) 

 
 
 
 
 
Easier to break than structural 
bonds 
 
 
 
 
 
 
 
 
 
 
 
 
Ad. Agency - Client relationship: 
the people-intensive and 
ambiguous nature of ad. services 
fosters the development of social 
bonds. 
 
 
 
 
 
E.g. bank services can be 
handled over the phone without 
the need for a personal visit. 
 
 
B-to-b buyer-seller relationship: 
On a 5-point Likert-scale “the 
extent to which the relationship 
was characterized by the listed 
attributes: 
1. Closeness 
2. Social relations (outside 

work) 
3. Disclosure of personal 

information 
4. Sharing of work related 

advice/support 
5. Friendship 
6. Empathy/concern for the 

other’s well being 
7. Interest in each other’s family 

or personal life 
8. Sharing of humor or light-

hearted banter 
9. Looking out for each other’s 

best interests 
10. Sharing of personal advice or 

support 
11. Interacting with someone you 

 
Wilson and 
Mummalaneni
, 1986 
 
Turnbull & 
Wilson, 1989 
 
Berry and 
Parasuraman, 
1991 
 
Macchiette 
and Roy, 
1992 
 
 
 
 
Halinen, 1994 
 
 
 
 
 
Voss and 
Voss, 1997 
 
 
Liljander and 
Strandvik, 
1995 
 
 
Smith, 1998 
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like (buyer) 

12. Feelings of belonging or 
acceptance 

13. Interacting with someone you 
like (seller) 

 

 
 
 

 
Planning bond 
 
 
 
 
 
 
 
 
 
Time bond 

 
 
 
 
 
One of the operational bonds: 
methods for coordinating service 
operations 
 
 
 
 
 
 
 
Planning bonds refer to the 
company’s ability to fit new 
relations into its timetable. In the 
consumer market, “time bond” 
refers more directly to the time 
restrictions of the consumer. Exit 
barrier/negative 

 
 
 
 
 
Ad agency-client relationship: 
e.g. annually agreed budgets, 
agreed ways of giving feedback, 
timetables and cost estimates 
included in briefs. 
 
 
 
 
 
Suitable business hours or a 
flexible appointment system that 
fits limitations set by child care or 
employers. 

 
Johanson & 
Mattsson, 
1987 
 
Halinen, 1994  
 
 
 
 
 
 
Hammarkvist 
et al, 1982 
 
Liljander and 
Strandvik, 
1995 

 
Performance 
bond 

 
eg. rental deposits 

  
Dwyer el al, 
1987 

Administ-
rative 

  Håkansson 
and 
Johanson, 
1988 

 
Structural 
bond 

 
Making investments that cannot 
be retrieved, or complexity and 
the cost of ending the 
relationship 
 
 
Providing value-added services 
that are difficult or expensive for 
clients to provide for themselves 
and that are not readily available 
elsewhere 
 
 
One of relational bonds 
(Relational bonds are social, 
structural and functional) 

 
E.g. training technicians on one 
type of equipment so that 
changing sources would require 
total retraining. 
 
Consumer-services illustration: 
American Airlines’ Aadvantage 
Gold program targeted the top 2-
3% of members. Extra level of 
service in booking and during the 
flight. 
 
B-to-b buyer-seller relationship: 
On a 5-point Likert-scale “the 
extent to which the relationship 
was characterized by the listed 
attributes: 
1. Routine or norms in terms of 

when you meet this rep 
2. Electronic ties or linkages 

between your organizations 
such as electronic mail, access 
to computer databases or 
support systems 

3. Exchange or cards, gifts, and 
the like on birthdays, holidays 
or special events  

4. Informal rules, policies or 
procedures for interaction 

5.  Guided by formal contracts 
or agreements  

 

 
Turnbull & 
Wilson, 1989 
 
 
 
Berry and 
Parasuraman, 
1991 
 
 
 
 
Smith, 1998 
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Procedural 
bond 

   
Möller and 
Wilson, 1989 
 

Logistical 
bond 

  Easton, 1992 
 

Informational 
bond 

  Easton 1992 

 
Attraction 

 
One of the relational bonds: A 
company’s interest in exchange 
with another, based on the 
economic and social reward-cost 
outcomes expected from a 
relationship over time 
 

 
Ad agency - client relationship 

 
Halinen, 1994 

Commitment 
 
 

One of the relational bonds: one 
party’s belief that its needs will 
be fulfilled in the future by 
actions undertaken by the other 
party. Built through social bonds 
in intensive two-way 
communication 

Ad agency - client relationship Halinen, 1994 

Trust 
 
 
 
 
 

One of the relational bonds: An 
implicit or explicit pledge of 
relational continuity between the 
exchange parties 
See social bonds 
 

Ad agency - client relationship  
Halinen, 1994 

Functional 
bonds 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 B-to-b buyer-seller relationship: 
On a 5-point Likert-scale “the 
extent to which the relationship 
was characterized by listed 
attributes: 
 
1. Economic benefits 
2. Power, status or recognition 

within your organization 
3. Feelings of importance or 

prestige 
4. Competitive or strategic 

benefits 
5. Access to knowledge or 

technology 
6. Access to needed products/ 

services 
7. Sharing of industry or 

competitive information 
8. Someone you can count on in 

a crisis 

Smith, 1998 

 
Ideological 
bond 

 
Preferences based on personal 
values 

 
e.g. green products, supporting 
home-country products 

 
Liljander and 
Strandvik, 
1995 

 
Geographical 
bond 

 
Distance or lack of transportation 
limits the options. Exit 
barrier/negative 

 
 

 
Liljander and 
Strandvik, 
1995 

 
Cultural bond 

 
Customers identify themselves 
with a subculture and relate more 
strongly to certain companies or 
products. 

 
eg. language, country 

 
Liljander and 
Strandvik, 
1995 
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Emotional 
bond 

 
High level of trust 

 Butz and 
Goodstein, 
1996 
 

Equality bond Context-specific: insurance co. & 
travel agency 
?? Strong, independent firms 

cooperate because of equality 
in size, capacity, power, 
resources and market 
position, ideology as well as a 
mutual offering to mutual 
customers 

 Järvinen, 
1996 

Customer 
bond 

Context-specific: insurance co & 
travel agency 
?? Mutual customers and long 

term relations with them as 
well as customers’ brand 
loyalty towards the common 
brand of channel members 

 Järvinen, 
1996 

Relational 
bonds 

Implicitly described in contractual 
terms, i.e., subscribing to theater 
tickets or buying them 
individually. 

The effect of strong or weak 
relational bonds on evaluation, 
such as perceived service quality 
and satisfaction 

Garbarino 
and Johnson, 
1999 
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APPENDIX 3: COMMITMENT SCALES AND METRICS 
 
Commitment measures are usually intended to measure mutual commitment to a relationship 
in a business-to-business setting. Operationalizations or indicators of commitment are 
suggested by different studies of business and consumer relationships as follows: 
 
1. Talking positively or negatively about the company 
2. Complaining to the personnel 
3. Only using the company vs. also using competing service companies (frequency of 

visiting, part of the customer’s budget) 
4. How passive customers are in assessing alternative providers / giving priority to the 

customer 
5. Involvement in the company eg. reading news and ads 
6. The degree to which the customer feels that the service company is better/worse than 

competing companies 
7. Would the relationship end when alternatives present themselves / promises and 

anticipation of future exchange / estimation of willingness to continue 
8. The degree of tolerating mistakes 
9. Perceived switching costs  

- necessary investments and potential losses of time, money and personal effort 
- risk in starting a new relationship 
- loss of future opportunities 

10. Investment initiative 
11. Scale items: should further strengthen its ties with the other party (cf. 3), should 

consider committing to longer-term involvement, should not switch to a new provider 
yet. 

12. Scale items: I am committed, I consider X to be a part of my department, I really care 
about my working relationship with X 

13. Satisfactory interaction with the personnel (trust) 
14. Satisfaction with the core service 
15. Length of the relationship 
16. Customer-expressed emotions 
 
(Halinen 1994: 4, 7, 9-10, Liljander and Strandvik 1995: 1-3,5-8, Andaleeb 1996: 7, 11, 
Moorman et al 1992: 12, Roos 1999: 2, 3,13,14-16). 
 
Berry and Parasuraman (1997) measure the future according to intentions to “do more 
business with XYZ in the next few years” and “do less business with XYZ in the next few 
years.” Still another way is to measure the customer’s perceived likelihood of continuing 
being a customer combined with the perceived probability of recommending the service to a 
friend (Andreassen 1999). 
In the context of theater customers Garbarino and Johnson (1999) measure commitment on a 
Likert-scale using the items being proud to belong, feeling a sense of belonging, caring about 
long-term success, and being a loyal patron. They measure future orientation separately in 
terms of: future patronage, subscribing in the future and making donations in the future. 
Based on the suggested metrics of commitment presented, it could be said that some studies 
discuss the same constructs as antecedents of or parts of commitment. Many use dimensions 
of loyalty, which are in fact attitudinal or satisfaction measures, as well as behavioral 
measures. It would seem appropriate to use a combination of scales that has elements of all of 
the categories that are included in the definition. The metrics also imply that commitment can 
only be present in a relationship, i.e., by definition, in time and with experience. Only some 
measures include a future orientation, despite the importance of this aspect in the definition. 
In fact, it could be claimed that future orientation is the only aspect of commitment that 
predicts future success for the marketer, all other aspects being descriptions of the past. 
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APPENDIX 4: QUESTIONNAIRE, PILOT STUDY, MAY 1998 GALLUPCHANNEL 
 
Which retail customer loyalty cards does your household have in use? 
Tradeka/Elanto: YkkösBonus 
S-Group: S-Etukortti 
K-Group: 
 
If not: Are you going to acquire a retail customer loyalty card? 
If yes: Are you still going to acquire some other store’s customer loyalty card? 
If yes: Which retail customer loyalty card are you going to acquire? 
If yes: Why are you going to acquire a customer loyalty card? 

1) For the bonus 
2) For the member specials  
3) For the credit card features 
4) Other reasons, which? 

 
If not: Why are you not going to acquire a customer loyalty card? 

1) Member bonuses are too low 
2) Purchases are too small to get a bonus 
3) Member specials are not good 
4) I don’t want to concentrate my purchases  
5) I’m not familiar with the member benefits 
6) There’s not a suitable store nearby 
7) Other reasons, which? 

 
Why have you acquired a customer loyalty card? 

1) For the bonus 
2) For the member specials  
3) For the credit card features 
4) Other reasons, which? 

 
Which card do you use most often? 
 
The meaning of customer loyalty programs: 
 
Customer loyalty program 
1 not very important 
2 
3 
4 
5 
6 
7  very important 
 
Customer loyalty program 
1 not very interesting 
2 
3 
4 
5 
6 
7 very interesting 
 
Customer loyalty program 
1 doesn’t mean anything to me  
2 
3 
4 
5 
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6 
7  means a lot to me  
 
Customer loyalty program 
1 unnecessary 
2 
3 
4 
5 
6 
7  necessary 
 
Customer loyalty program 
1 boring 
2 
3 
4 
5 
6 
7  interesting 
 
Customer loyalty program 
1 not inviting  
2 
3 
4 
5 
6 
7  inviting 
 
Customer loyalty program 
1 empty 
2 
3 
4 
5 
6 
7  Intriguing  
 
Customer loyalty program 
1 useless  
2 
3 
4 
5 
6 
7  useful 
 
Customer loyalty program 
1 of little value 
2 
3 
4 
5 
6 
7  valuable 
 
What are the best features of the system? 

- Substantial bonuses 
- Good member specials  
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- Plenty of different stores, where one can gather points 
- Enough stores within my reach 
- Also specialty stores, where one can gather points 
- Clear system 
- Good way of informing about the services 
- Other, what? 

 
Which of the following would be inviting additional features to the customer loyalty card? 

- Discounts at check-out 
- Collecting bonus vouchers  
- Collecting prizes 
- Discounts from gasoline 
- Benefits when traveling: hotels, airlines or cruises 
- Sweepstakes 
- Mail order 
- Collecting money for charity through purchases  
- Free tickets for leisure activities 
- Bonus vouchers for use in other stores 
- Cash card feature: withdrawal from an account at check-out 
- Free mobile phone calls or internet connections 
- Can’t say 

 
From which channels do you get/which channels do you search for information on you member 
benefits? 

- I get a monthly newsletter by mail 
- I search the web pages of the program 
- Call the phone service 
- Ask questions in the store 
- Print and TV advertising 
- Other, what? 
- Can’t say 

 
If the customer loyalty program you use would be discontinued, how would it affect your buying 
behavior? 

- In no way 
- I would transfer to another program 
- I would decentralize my purchases more 
- Can’t say 

 
If you would move from where you live now, would you be likely to continue as a member of the same 
retail chain loyalty program as today? 

- Yes 
- No 
- Can’t say 

 
Do you think it’s right that purchases are recorded in the store’s information systems? 

- Yes 
- No 
- Can’t say  

 
Which card gives you benefits at: 
Alepa 
Andiamo  
Anttila 
Automaa 
Cumulus 
Expert 
Kesport 
Intersport 
K-Kenkä 
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Kotipiha 
Maan Auto 
Martina 
Musta Pörssi 
Neste 
Online Superstore 
PokaPörssi 
Prisma 
Rantasipi 
Rautia 
Rosso 
Sampo 
Silja Line 
Siwa 
Sokos 
Sotka 
Tjäreborg 
Valintatalo 
Veho 
Värisilmä 
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APPENDIX 5: INTERVIEW GUIDE: MARKETER STUDY 
 
- Launch date 
- Number of members, development 
- Cards/members, households 
- Members’ share of sales 
- Description of market 
- Overall strategy, position to  

- pricing, location/channels, marketing communications 
- selection, segmentation 

- Consumption of service/product category per household per year (definition of category) 
- Share of customer measures? % of total consumption? 
- Active members: Measures of “active” 
 
Monetary benefits (if applicable) 

1. discounts  
2. bonuses  
3. gifts, free items  

4. credit possibility 
 
Bonuses/returns per year (FIM) 
 
Soft benefits 

1. information 
2. service and customer service 
3. thanking, remembering 
 

- How did the program develop (looking at other companies, abroad, customer research, 
competitors, theories) 

- Goals of the program: at launch, now 
- Definition of loyalty, commitment 
- Benefits believed to be associated with loyalty and commitment 
- How are these measured? 
- Customer feedback about the benefits? 
- Emotional messages, communication 
 
- Recognized loyal customer groups 

o bases of classification (volume, frequency, ...) 
o what groups are found, which are emphasized 
o can active contactors be found? number, type of 

 
- Marketing communication 
- ad agencies, volumes, shares of different media/segments 
- loyal customer direct mail: volumes, frequency, role 
- Role of ad agency/consultant  
- Customer surveys: what is researched, how often 
- How do these affect operations 
- The use of interactive electronic media? 
- Any other things come to mind that haven’t yet been discussed? 
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APPENDIX 6: INTERVIEW GUIDE: CONSUMER STUDY 
 
Background information: 
Address, zip code, year of birth, number of children 
 
The interview begins with the respondent taking all customer loyalty program membership cards from 
his/her wallet to the table 
 
Are there other cards that you have but don’t carry with you? 
 
Which of these cards is most important to you? 
If not possible to say: Which of these cards do you like most? 
Why is it your favorite? 
 
On each of the cards (in order of importance): 

Do you remember the situation in which you acquired this card? 
Why did you acquire the card? 
How do you use it? Where? 
Do you get bonuses with the card? How do you use them? What do you think of the bonus 
check, how does it make you feel? 
Do you get mail that has to do with having the card? 
Do you open the mail they send you? What do you think of it? Do you read the account 
statement (where relevant)? 
Are other members of the fa mily holders of this card?  
Have you visited the web site of this card? Why? What did you think of it? 
Have you checked the points balance by phone or on the web? 
 

If not mentioned already: 
Are you in some loyal customer category at your bank? 
Where do you get gasoline for your car? 
 
What do you think is a good customer? 
Are you a good customer for these companies or some other company that we haven’t yet discussed? 
How do you feel you should be treated by these companies? 
How would you develop these? 
 
What if this card program was discontinued? (on each of the cards) 
 
Does anything else come to mind that we haven’t yet discussed? 
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APPENDIX 7: SUMMARY OF THE CASE PROGRAMS  
 
Marketer Launch 

(pilot) 
No. of 
members, 
households, 
members/ 
household 

Growth 
per 
month  
(fall 99) 

Geo-
graphical 
scope 

Competing 
programs 

Boss Shop 1999 600 N.A. Club: shop + 
partners, VIP’s 
worldwide 

no direct 
 

Club Nokia 1999 
(N.A.) 

N.A., 
N.A. 

N.A. 16 countries no direct 
 

Finnair Plus 1992 300 000, 
not known 

+5000 worldwide other airlines 

First Bonus 1994 1 150 000, 
   700 000, 
1.6 

N.A. Finland, 
2000 outlets  

major retail 
 

Instru 1987 1 200 000, 
   950 000, 
1.3 

N.A. Finland, 
100 outlets 

3 major 
outside the 
company + 2 
own 

Keops 1995 180 000, 
N.A.  

N.A. Finland, 
7 outlets 

-‘’- 
 

K-Plussa 1997 
(1994) 

1 900 000, 
1 100 000, 
1.7 

+10 000 to 
11 000 

Finland, 2900 
outlets  

major retail 
 

Nissen 1993 
 

230 000, 
N.A. 

N.A. Finland, 
38 outlets 

-‘’- 

Piltti Piiri  
1986 

30 000, 
limited to 
1/household  

stable Finland Kesko Napero 

S Group 1988-1989 N.A., 
   710 000, 
over 2.2 

N.A. Finland, 
1200 outlets  

major retail 
 

Scandic Club Sweden 
92, 
Finland 98 

58 000, 
not known 

N.A. 5 countries other travel 

Silja Line 1992 N.A., 
230 000 

N.A. Finland and 
Sweden 

no direct 
 

Teboil May 1999 N.A., 
not known, 
not known, 

N.A. Finland, 
305 stations 

Several 
 

University 
Pharmacy 

 
1997 
(1996) 

200 000, 
125 000 
1.6 

 +5000 Finland, 
18 outlets 

no direct 

Data collected in 1999 
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APPENDIX 8: MAIN FEATURES OF THE STUDIED PROGRAMS  
 
Marketer Monetary benefits Soft benefits 
University 
Pharmacy 

- 2-6% progressive discount 
- specials 
- credit card 

- service level 
- information (printed, seminars) 

Piltti Piiri - trial campaigns only  - information 
- phone service  

Teboil - discount 
- coupons 

- information 

Instru - 3% discount 
- specials 
- credit 

- satisfaction guarantee 
- insurance 

Nissen - 5%-10% 
- specials 
- credit 

- satisfaction guarantee 

Keops - 15% 
- specials 
- member-get-member discount 

- satisfaction guarantee 
/multifocals 

- insurance 
- 24 hr phone service 
- information 

Silja Line - discounts  
- points for awards 

- information 
- customer service 

Finnair Plus - points for awards 
- upgrades 
- baggage discounts 

- customer service 
- information 
- preferred service levels 

Scandic Club - restaurant voucher 
- discounts  
- free nights 

- happenings 
- information 
- extra service levels 

First Bonus - progressive bonus ca. 0.8%-3.5% 
- discounts  
- credit 

- information 
- rewards 
- service 

S Group - progressive bonus 1-5% % 
- discounts  
- credit 

- information  
- service 
- happenings 

K-Plussa - progressive bonus ca. 0.5%-4% 
- discounts  
- credit 

- information  
- service 
- happenings 

Club Nokia - some regional specials - information 
- extra service 

Boss Shop - none - extra service, information 
 

* Data collected in 1999, some changes may apply 
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APPENDIX 9:  ACTIVE AND INACTIVE MEMBERSHIPS OF THE RESPONDENTS 
 

0/1XAurinkomatkat Sun Tours

0/1XNissen

0/2XXSOL dry cleaners

0/1XUniversity Pharmacy

0/1XScandic Club

0/1XSAS Eurobonus

1/2(X)XA-Linssi

½XXSilja Line

1XBody Shop

1/2XXBobo (Childrens’ clothing)

1/2XXPikku Kippari (Childrens’ clothing)

2XXEsso

1XShell

3

5

X

X

X

X

X

Mr. 
G

2XXHertz Club Gold

1XLufthansa Miles and More Silver

1XLufthansa Miles and More

1XKLM Royal Dutch Airlines

1/2XXKotijäätelö (Ice Cream truck)

1XHelios (Photo processing)

3X(X)(X)Video rental Mikon video

2XXSand Store (Clothing

1XVideo rental Makuuni

25 (27)41 (2)302212 (3)13011TOTLA others, not in the wallet

5 /7XXXXXXXFinnair Plus

1XFinnair Plus Silver

2XFinnair Plus Gold

4

X

X

X

X

Mrs. 
G

66 (69)5 (6)45102 (3)2 (3)566344TOTAL Active

1XVideo rental Filmtown

1XPappagallo Ice Cream

1/5XXXXXInstrumentarium

1XKeops

1/3(X)X(X)Club Nokia

3/5XXXYkkösbonus

12/13XXXXXXXXXXXStockmann

6XXXXS Bonus

11/12XXXXXXXXXXK Plussa

1XFinnair Plus Platinum

Active/
Total

Mr. 
F

Mrs.
F

Mr. 
E

Mrs. 
E

Mr.
D

Mrs. 
D

Mr. 
C

Mrs. 
C

Mr. 
B

Mrs. 
B

Mr. 
A

Mrs. 
A

0/1XAurinkomatkat Sun Tours

0/1XNissen

0/2XXSOL dry cleaners

0/1XUniversity Pharmacy

0/1XScandic Club

0/1XSAS Eurobonus

1/2(X)XA-Linssi

½XXSilja Line

1XBody Shop

1/2XXBobo (Childrens’ clothing)

1/2XXPikku Kippari (Childrens’ clothing)

2XXEsso

1XShell

3

5

X

X

X

X

X

Mr. 
G

2XXHertz Club Gold

1XLufthansa Miles and More Silver

1XLufthansa Miles and More

1XKLM Royal Dutch Airlines

1/2XXKotijäätelö (Ice Cream truck)

1XHelios (Photo processing)

3X(X)(X)Video rental Mikon video

2XXSand Store (Clothing

1XVideo rental Makuuni

25 (27)41 (2)302212 (3)13011TOTLA others, not in the wallet

5 /7XXXXXXXFinnair Plus

1XFinnair Plus Silver

2XFinnair Plus Gold

4

X

X

X

X

Mrs. 
G

66 (69)5 (6)45102 (3)2 (3)566344TOTAL Active

1XVideo rental Filmtown

1XPappagallo Ice Cream

1/5XXXXXInstrumentarium

1XKeops

1/3(X)X(X)Club Nokia

3/5XXXYkkösbonus

12/13XXXXXXXXXXXStockmann

6XXXXS Bonus

11/12XXXXXXXXXXK Plussa

1XFinnair Plus Platinum

Active/
Total

Mr. 
F

Mrs.
F

Mr. 
E

Mrs. 
E

Mr.
D

Mrs. 
D

Mr. 
C

Mrs. 
C

Mr. 
B

Mrs. 
B

Mr. 
A

Mrs. 
A
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APPENDIX 10: CATEGORIES OF CUSTOMER LOYALTY PROGRAMS  
 
Type Description Program goals 

 
Typologies based on rewards 

 
Johnson 1998  

 
Rewards program Awards points for purchases. 

Points may be exchanged for 
rewards unrelated to the brand. 
Also called “borrowed interest” 
i.e., borrowing the interest in 
travelling to  increase spending in 
telecommunications. 
e.g. banking, telecom, credit 
cards 

1. Acquisition program to motivate 
first-time customers 

2. Emotional involvement that 
results in increased spending by 
current customers 

3. Differentiation 

Rebate program Awards a gift certificate, 
redeemable against new 
purchases when a customer 
reaches a spending threshold. 
e.g. retailing, restaurants 

1. To support the brand and buying 
habits of the highest-value 
customers 

2. A tool to increase sales without 
reducing perceived brand image 

Appreciation 
program 

Offers a reward selection of the 
company’s products and services 
in exchange for accumulated 
points 
e.g. banking, telecoms, airlines  

1. Lifetime value among current 
customers 

2. Cross-selling services: sampling 
possibility for the customer 

Partnership 
program 

Rewards a customer’s 
accumulated purchases with a 
partner company’s products or 
services. 
e.g. telecoms 

1. Acquisition program to motivate 
new customers 

2. Access to the partner’s database 

Affinity program  Offers special communications, 
value-added benefits and 
recognition to valued customers. 
Difficult to measure the effect. 
e.g. hamburger restaurants, 
motorcycles 

1. Building strong relationships with 
life-style brands 

 

Duffy 1997, 1998 
 
Soft-benefits 
programs 

Delivers exclusive services and 
offers to the best customers 

Cost-effective and easier to 
manage (retailing) 
Benefits are more relevant to the 
consumer’s relationship with the 
retail brand 

Promotional-
currency programs 
 

Reward spending Successful where there are high 
fixed/low variable cost structure 
and large relationships (airlines) 

Christy et al 1996 
 
Tangible incentives Near-money or money benefits 

 
Extra product or service features 
Specially customized products or 
services 
Special customer-service 
arrangements 
Extra information about the 
product 

Price, more for free, access to 
other products 
airline lounges 
monogrammed shirts 
 
fast check-in 
 
magazines, access to upgrades 

Intangible 
incentives 

Enhancement of social status 
Enhancement of self-esteem 
Feeling of doing something 

 
Charities 
Charities 

Pöllänen 1995 
 
Discount- based 
programs 

Source of value: price 
Resources required: low 
Possibilities for differentiation: 
few 
Involvement: short-term 
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Conditions for success: strict 
profitability controls 

Relationship-
marketing-based 
programs 

Source of value: individual 
appreciation 
Resources required: average 
Possibilities for differentiation: 
average 
Involvement: average 
Conditions for success: good 
knowledge of customer base 

 

Programs based on 
service systems 

Source of value: service delivery 
Resources required: high 
Possibilities for differentiation: 
many 
Involvement: long-term 
Conditions for success: separate 
service delivery for loyal 
customers 

 

 
Typologies based on criteria for joining 

 
Christy et al 1996 
 All buyers are automatically 

included 
 - 

 Any buyer may opt to join, 
sometimes in exchange for a fee 

 - 

 Any buyer above a defined 
threshold is automatically 
included 

 - 

 Any buyer above a defined 
threshold may opt or apply to join 

 - 

Gruen and Ferguson 1994 
natural 
memberships 

ongoing purchase relationship telephone, banking 

Full-choice 
membership 

Available for all 
Time or monetary investment 
Preferred service 

Book clubs 

Price-driven 
membership 

Little reason not to join 
No effort required 

Frequent flier, frequent guest 

Earned membership “Club within Club” 
Membership only through a 
certain level of consumption 
Substantial incentive because of 
high switching costs and the 
value of the benefits 

Travel industry 

Access membership Service available only to 
members 

Warehouse clubs 
Associations 
Golf, gym 

 
Typologies based on timing and type of reward 

 
Dowling and Uncles 1997 
 Reward directly supports the 

product’s value proposition and 
the reward is immediate 

Retailer/Brand manufacturer 
promotions (price) 

 Reward directly supports the 
product’s value proposition and is 
delayed 

Airlines, coupons, tokens 

 Indirect types of immediate 
reward 

Competitions and lotteries 

 Indirect types of  
delayed reward 

Multi-product frequent-buyer clubs 

  



 159

APPENDIX 11: MOSAIC SEGMENTATION 
 
The MOSAIC targeting system classifies consumers according to the type of neighborhood in which they 
live. It has been developed for 20 countries, profiling approximately 800 million people. In Finland, the 
households are classified according to 60 consumption variables (e.g. household size, income level) into 
10 groups and 30 classes. All the country segments are described in the same way. The description is 
qualitative in nature. The households are identified with their street address. The classification and 
descriptions are country-specific. Data on other countries can be found at http://www.experian.com/. 
 
The description of Mosaic class A1 (“Gold Collars” for the Finnish market (below in Finnish) describes 
the segment by  
o Education level: university degree  
o Location: near large cities 
o Income level: highest in the country 
o Language: high representation of Swedish-speaking families 
o Standard of living: new, large houses 
o Family size: larger than average 
o Consumption patterns: high levels of consumption, internet users, active mobile phone users, 

interested in boats and cars, grocery buying patterns, newspaper and magazine subscriptions 
 
”Akateemisia ylimpien sosiaaliluokkien perheitä. Johtajatalouksien yliedustus maan keskiarvoon nähden 
on huomattava. Kotitaloudet löytyvät pääsääntöisesti maan suurimpien kaupunkien laitamilta. Tulotaso 
maan korkein, kaksi kolmannesta sijoittuu ylimpään tuloluokkaan. Ruotsinkielisten osuus kaksinkertainen 
koko maahan verrattuna. Maksuhäiriöiden suhteen maan riskittömin kaupunkilaisryhmä. Asuntona 
uudehko ja suurikokoinen rivi- tai omakotitalo, joka on omassa omistuksessa. Vanhemmat kypsässä keski-
iässä ja lapset kouluikäisiä. Perhekoko keskimääräistä suurempi. Ryhmän työllisyystilanne maan paras ja 
työpaikkana usein hallinto-, toimisto- tai tieteellis-tekninen työ. 
Kultakaulukset ovat huippukuluttajia, lähes kaikissa kotitalouden hankinnoissa on yliedustusta. 
Satelliittiantennien tiheys on yli kolminkertainen normaaliin, kotitietokoneet on keskimääräistä useammin 
varustettu modeemilla ja internet-yhteyksillä. Kuuluu eniten internetiä käyttäviin luokkiin, lähes 
kolmannes kotitalouksista on yhteydessä vähintään kerran viikossa. Kultakaulukset ovat myös maan 
aktiivisinta kännykkäkansaa. Kultakaulukset ovat kiinnostuneita antiikista, piha-arkkitehtuurista ja 
tieteistä ja taiteista. Myös veneily ja autoilu kiinnostavat. Oman talouden raha-asioiden hoitaminen 
koetaan tärkeäksi. Kultakaulukset eivät ole erityisen innostuneita kaupparyhmittymien kanta-
asiakaskorteista. Elintarvikkeiden yleisin ostopaikka on K-kauppa. Kauppatyypeistä suosituin on 
supermarket. Eliittiperheillä on kolme sanomalehteä, joita se lukee huomattavasti muita kotitalouksia 
enemmän: Hufvudstadsbladet, Kauppalehti ja Helsingin Sanomat. Näistä Kauppalehden lukeminen on 
ylivoimaisesti maan yleisintä ja Hufvudstadsbladetin aivan kärkiluokkaa. Iltapäivälehtien lukeminen ei 
juurikaan eroa muista kotitalouksista. Eliittiperheet lukevat muita aktiivisemmin aikakauslehtiä ja ennen 
kaikkea muoti- ja talouslehtiä. Viikkolehtien kärjessä ovat Talouselämä, Suomen Kuvalehti ja Tekniikka 
& Talous.” 
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APPENDIX 12: Tentative motivational profiles of the respondents 
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APPENDIX 13: Definitions of central concepts 
 

 

The relationship view is defined as perception of the other actor in the relationship. (p. 71)Relationship view

An antecedent of a relationship. Its nature may evolve during the relationship, and it may 
exist in some form after the relationship has ended. (p. 58)

Attraction

The consumer identifies the other actor of the dyad, whether a brand or a service provider, or
the service personnel. Not all series of encounters result in a relationship perception, instead 
they may be perceived as discrete transactions. These relationships are defined to begin, when 
the consumer notices a first encounter with the supplier (p. 45)

Relationship as a 
perception of the 
customer

Process in which the individual encounters are executed by different departments and 
functions of the supplier. The customer is embedded as an actor in different encounters of the 
process. (p. 43)

Relationship as an 
object of 
managemnet

The relationship of the supplier and the market is defined by its purpose. The purpose is in 
order to increase marketing efficiency, to divide the market into segments – even segments of 
one – that can be reached with direct marketing tools rather than mass marketing. The 
customer is a target, not an actor in the relationship (p. 42)

Relationship of the 
provider and the 
market

Repeated buying or other experience of an offering combined with positive attitude towards 
the offering or provider.

Customer loyalty

Those disadvantages the customers perceive from long-term relationships as opposed to 
engaging in other relationships or purchasing the core service on a transactional basis. These 
disadvantages are relationship drivers with negative impact to relational motivation.

Relational 
disadvantage

Those benefits customers receive from long-term relationships above and beyond the core 
service performance.(Gwinner, Gremler and Bitner 1998)
Relational benefits to the consumer can be divided into 1) monetary rewards, 2) soft rewards 
and 3) recognition.

Relational benefit

The focal empirical context are loyalty programs. The operational definition of this relationship 
for the supplier is “relationship with member” and the operational definition for the consumer, 
“card in the wallet”.

Provider-consumer 
relationship

A planned program for a group of existing and prospective customers who fulfill criteria set by 
the supplier and that make a sacrifice of time, money or other resource to qualify for or join 
the program and receive benefits reserved for this group.

Customer Loyalty 
program

Bond is a perception of an actor in a customer relationship of a driver for continuing the 
relationship. The context of bonds is a relationship, and there can be several bonds in a 
relationship. Bonds can be negative, neutral or positive.
The combination of bonds constitutes the state of commitment for an actor. In the case of 
negative commitment, a bond/bonds can act as barriers to exit when an actor has an incentive 
to leave the relationship. When commitment is positive, there is a will to continue the 
relationship in the future. (p. 67)

Bond

Relationship drivers affect relational motivation to begin and to continue a relationship. The 
state of relational motivation changes over time and is relationship-specific.(p. 74)
Motivation is, in this study, used as a common denominator for the theoretical and the 
practical as well as for the customer and the supplier (p. 5)
Distinction is made between motivation in discrete transactions and motivation in relationships
(p. 39)
Motivation cannot be identified or understood by observing only frequency, recency or volume 
of transactions. (p.39)
Relationships motivations or drivers and shopping or transactional motivations most likely are 
different and based on different antecedents and individual characteristics. Another conclusion 
is that personality traits have relationship-specific effects on loyalty, and do not result in 
overall proneness (p.53)

Relational motivation

Different facets of why customer relationships could and do last are labeled here as drivers. (p. 
4) Relationship drivers affect the state of relational motivation (p. 74)

Relationship driver
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