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Abstract

Since 1979, buyer markets have gradually developed in most products and
services fields in China. Faced with such a situation, companies should keep
abreast of the evolving market environment to find out customer needs and satisfy
them. The importance of marketing function in organizations has increased,
which results in the transformation of product orientation to customer orientation
in some companies.

At the same time, marketing theory has evolved continuously with the rapid
development of technology, diversified customer needs, and fierce global
competition. One of the outstanding trends in marketing is that academic
researchers and practitioners have been fascinated by the concept of relationship
marketing since 1970s. As an academic terminology, relationship marketing was
not formally developed until 1983, when Berry first presented it at a conference.
But up to now, relationship marketing theory has become one important part of
modern marketing theory. It now has been entering its mature stage in terms of
lifecycle theory.

Customer relationship marketing has aroused lots of academic interests in the
past two decades. A great number of research results have indicated that
companies could achieve sustainable competitive advantages through relationship
marketing. As a result, companies have begun to implement a series of customer
relationship marketing strategies, emphasizing on the establishment and retention
of long-term relationship between the sellers and buyers.

Compared with typical consumer market, industrial market has the following
characteristics; big volume deal and long lasting relationship between buyer and
seller, which makes it more concerned about relationship.

One of the fundamental issues of customer relationship marketing is to

understand the relationship between relationship quality and relationship outcomes
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from the perspective of buyers. Relationship quality mainly relies on the level of
buyer’s trust in and commitment to the seller. Relationship outcomes usually can
be expressed by the variables like repurchase, referral and cooperation. The
relationship among these variables constructed the model of buyer-seller
relationship in business market.

This book developed a comprehensive, integrated business market buyer-
seller relationship model in China. The model tried to point out the effect of
buyer and seller aspects on trust and commitment, as well as the effect of trust
and commitment on relationship quality from the perception of buyers. The
integrated model has been tested in the context of machinery industry. Around
100 questionnaires have been collected by mail, e-mail and personal interview.
The primary datas from survey have been analyzed with the SPSS software.
Descriptive analysis, factor analysis, correlation analysis and differentiation
analysis have been implemented. The empirical study has proved the hypotheses
of the model; seller’s customer orientation, seller’s technical competence,
reputation, shared value and buyer’s investment in the relationship has positive
influence on trust and commitment; trust and commitment has positive influence
on relationship outcomes, such as repurchase, referral and cooperation. Some
useful suggestions have developed according to the research results.

The innovation of this study can be summarized into the following aspects:

First, this study has developed a comprehensive buyer-seller relationship
model in industrial market in China, which has added academic value to the field
of industrial marketing and relationship marketing.

Secondly, this study has emphasized that trust and commitment act as
mediated variables in the buyer-seller relationship model in China. In addition,
this model developed comprehensive hypotheses among variables like supplier
factors, shared value and customer investment in the buyer-seller relationship.

Finally, this model is empirically tested in the context of machinery industry
in Chipa, which has contributed sound arguments to the proposed model and

original hypotheses.



H %

F—E XAEWH: THEHEFAX
B WHEHMERNE

BTV XREBEHMEE: NXHEHIIXREN

EE LBEGIID oo et
B L EBBIYE L TRJRIR -orvveerrrnrrrrmerrnrenirns et
BoA LRBBAIERIEER e e
HEH LERUT LB REITFR ccooverrrrrrrrerr it s

F=EE XRAEHHAXTHER -

el R L
B H FFRAMITERTE o veeerrorerer et et e e
B AT BB ITEYS vevvevvrrrerreomeentart et et et e aae et e
B BRI BRI IR oottt e e

FRE TIVRTHES -

W TIVRATHMEEME, I -

B TlRAWHERERNGTKXRER -

%E:ﬁ Il&tﬁqﬁj‘%m@g’:?ﬁ‘-jﬁ

EBAE LERBWUERMXRFRBRNSE - B S
b e e (83)
e (84)

BT KREHER -
BV XRREBHEE -

ce (1)
- (3)
- (5)

(13)
(15)
(19)
(22)

- (25)

(39)
(41)
(45)
(49)

- (55)
- (57)
- (64)

(67)

(81)

(91)
(93)



2/ REILI&ELVERXRZEHERR

T i R T 7 S P
- (103)

WA ROt

FNE ITUWRTHIZINFXERAERBKIESH
F—F ZHOVMZHERNEASFN

B SCEBIC R R A A T I e

B SKiEAMT

EhE BREIUVRELUVAKEXLEEFAXARETHRBOESHAYE -
. eeeenenee (131)

- RETLMAEHERZESHERK

B RETURMLIEE S %REHEROERAE

F+E BEPFXRAEHONE: HEBENORERER

BF BTLUEPRSEADANHLBIEER e
g WA TLRTS . N
BT BUFEPBRERE

BT LKMemmEEH

BHT KEAEESH

BAY BELLELSRSHE

Bt R

B X sk

-
&

(=]

(96)

- (105)
- (107)

(109)

(129)

(134)

. (143)

(145)

. (147)
- (155)
. (158)
- (160)
. (164)

- (176)
- (198)
- (213)



Contents

Chapter 1 Relationship Marketing: A New Marketing Paradigm
e (1)

1. Evolution ofMarketing S TR (3)

2. Evolution of Relationship Marketing : From Transaction Marketing to

Relationship Marketing T L T R T I (5)
Chapter 2 Introduction to Relationship Marketing — ----ccxeoveeeeeceeee (13)
1. Definition and Level of Relationship Marketing --«reseoeereeneceeees (15)
2. Adoption Model of Relationship Marketing «::-eoeeeeereerrrercerrecne (19)
3. The Development of Buyer-seller Relationship «-««-xceeereeerereereeee (22)

Chapter 3 Six-Market Model of Relationship Marketing ---c-ccoeeeeee (25)

Chapter 4 Relationship Marketing Theories --c-cormrrrrereereerreenees (39)

1. Behavioral Analysis Theory «-et+ssseessersesenesmsnnnmmneesineeeennee (41)
2. Network TROEIy «-«--serererrssarssnssmsnneeneisinnnineeaeeeees (45)
3. New Institutional Economic Theory «----ssseereesreessssseenenecis (49)
Chapter 5 Industrial Marketing —«-----coocormmrrorrrser e (55)
1. Characteristics and Customer Categories of Industrial Market --------- (57)
2. Buer-seller Relationship Types in Industrial Market ««-«+«-eceereereeeess (64)
3. Buying Behavior in Industrial Market «:coooooeeesererssmrcineieenese (67)

Chapter 6 Dimensions of Relationship Marketing Outcome and
Relationship Quality T L LR TR (81)
1. Relationship Marketing OULCOME -+« v rresrunssrssnenereenneneeennnnees (83)



2/ REILRGVEFXRBHEWSR

2. Dimensions of Relationship Quality

Chapter 7 Customer Relationship Marketing Model ----------.-.
ceeeeenee (93)
cereeeeee (96)

1. Research Background and Methodology
2. Construction of Model

3. Sampling Design

Chapter 8 Emprical Study on the Determinants of Buyer-Seller

Relationship et eaatee e eaneestes et e st aseeaeaaeane st aaenes e ann
...... (107)

1. Background Materials of Response Companies and Persons ---

2. Measurement Design and Test ccoeveereteniiiiiiiiisiiniiiiionciiossssesses

3. Empirical Study

Chapter 9 Adaptibility of Relationship Marketing Theory and

Pracices in Chinese Industrial Enterprises -::----cc-orveeeee

1. Evolution of Industrial Marketing in China «----ccccoerreeveeeenceniinen,

2. Adaptibility of Relationship Marketing Theory and Pracices in

Chinese Industrial Enterprises -

Chapter 10 Implementation of Relationship Marketing

1. Establish Customer-orinted Organizational Structure

2. Segmenting Industrial Market
3. Develop Customer Database
4. Implement Total Quality Management
5. Implement Internal Marketing -« ---srveseseeeseemmuemtant i,
6. Improve Industrial Product Service Quality
Appendix
REFEIEINCES «++ v rvcerrreronsnenonsnnennssietaisnossasnesstesssnssssssnsnscnnonsons

Acknowledgements

e (84)

NI

(103)

(105)

(109)
(112)

(129)
(131)

(134)

- (143)

(145)
. (147)
(155)
(158)
(160)
(164)

(176)
(198)
(213)



