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Table 1 
People purchasing goods 
or services online (aged 
16–74) %

Country Residents, %

Latvia 33.5 

Estonia 48.6

Lithuania 26.0

Source: Latvian Internet Association E– Commerce 
Statistics, 2014

Analysing the same data from 2014 year for 
the EU counties it is possible to see that a 
big number of people now prefer use online 
platform as a place for ordering goods or ser
vices. In addition, it can be pointed out that 
electronic sales takes in average 25% from 
total turnover. The map shows the compari
son of different EU countries. 

Figure 1
Individuals ordering 
goods or services 
online, All individuals 
(aged 16–74) (Latvian 
Internet Association 
E– Commerce Statistics, 
2014)

After evaluation different sources and data it is possible to underline that online trading is be
coming popular and convenient way for consumers. However, the problem is in the huge number 
of online sellers and shops. It is necessary not only to promote products or services but also to 
build a long – term relationship with consumer and to strengthen level of the customer loyalty. 

The purpose of research is to analyse and evaluate opportunities of using relationship marketing 
in online trading.

The objectives of research are to analyse scientific literature on the topic in order to find out the 
main ideas and understandings of research definitions and problems, to conduct a relationship 
marketing research, to make the internet trade industry analysis, to evaluate opportunities of 
using relationship marketing in online trading.

The following hypothesis were set:

 _ H1: Mostly companies in the EU use CRM systems but do not make an analysis from the data.

 _ H2: Reaction time for different feedback is too long and sometimes feedbacks are not taking 
into account at all.

The methods of research are: theoretical analysis of scientific literature, experts’ survey and its 
analysis.

After analysing and evaluating both theoretical and statistical results the authors came to key 
results that to have a long – term relationship with a customer online companies should not only 
have CRM (customer relationship management) systems, but also work with it appropriately in 
order to satisfy their customer needs in the best way to increase loyalty level in the future. Online 
vendors react very slow or sometimes do not have a reaction at all at different (positive, nega
tive) feedbacks from customer. Reaction time is one of the components of loyalty model and it is 
important to provide the best solution in the quickest time for consumer.
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Figure 2
Total electronic sales 

by enterprises, as a % 
of their total turnover. 
(Digital Single Market, 

2016)

It is possible to defined relationship marketing as a multi–dimensional construct consisting of 
six behavioral components such as trust, bonding, communication, shared values, empathy and 
reciprocity (Yoganathana, Jebarajakirthyb, Thaichon, 2015). It can be pointed out that there is 
connection such as communication between customers and sellers increases the understanding 
of each other and enhances closeness and trust (Huang, 2015).Talking about relationship mar
keting, the authors of the paper think first about long – term relationship with customers. It is 
necessary focus not only to customers but also on the creation of long–term relationships with 
other stakeholders (such as suppliers, institutions, intermediate customers) to implement the 
company’s value proposition and therefore its competitiveness in the market (Bressan, Signori, 
2014). 

Long – term relationship with customers is not only one relationship marketing dimension it 
is also one of the preconditions for the loyalty. The aim of relationship marketing is to create 
customer loyalty based on customer satisfaction. Relationship marketing can improve the level 
of customer satisfaction and loyalty, and simplifies purchasing procedures (Miquel–Romeroa, 
Caplliure–Ginera, Adame–Sánchez, 2014). Customer loyalty is one of the most important ele
ments of relationship marketing. Strictly related to customer loyalty is customer satisfaction 
(Dumitrescua, Ţichindeleanb, Vinerean, 2013). 

Marketing channel in the Internet is different from the traditional one. Customers have to choose 
and evaluate product only from the provided information even pictures on the website (Bilgihana, 
Bujisic, 2015). It is impossible to touch the product or to try it before buying process. That is why 
for the online seller it is necessary to provide full and trustful information about the all products, 
prices, delivery and payment terms. 

In the online market consumer has two ways of purpose to use Internet – hedonic and utilitarian 
shopping (Bilgihana, Bujisic, 2015). Hedonic shopping consumer uses when he wants to enter
tain himself like surfing the Internet, watching different pictures or reading funny quotes and 
after that just do shopping with no specific reason. Utilitarian shopping has a particular goal to 
buy something such as buying products with the lower price. Customers’ behaviour and attitude 
about the product offered by the company is differs how website fulfils the utilitarian or hedonic 

Relationship 
marketing 

in the online 
dimension
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dor. It is important to understand that relationship marketing and e–loyalty are close and relate 
with each other. Loyalty is the unity of interaction and behavioural and attitudinal components, 
as shown in Figure 3, the model designed and moderated by the author from research made in 
early 2015 which was conducted within the master’s thesis (Radionova, 2015). In turn, loyalty 
influences directly customer satisfaction (Audrain–Pontevia, N’Goala, Poncin, 2013), which may 
be affected by different values such as functional, social and emotional values and the value of 
money. The developed model points out that there are also factors that can influence consumer 
loyalty from outside, such as socio–demographic, usage duration, a variety of marketing activi
ties. The analysis of loyalty models showed that satisfaction is the general impact factor to loyalty 
(Christodoulides, Michaelidou, 2011). The model can be used in general but each sector has its 
own characteristics and, of course, the Internet trade market has its own specific features that 
allow modifying the specific model and applying it to online stores.

The model developed by authors point out that the e–loyalty building process on the internet and 
in particular online stores is more complicated process than it is considered to be, because it is 
affected by several factors. In this case, it is necessary to mention repeated purchases (re–pur
chases), which will appear in case of the high level of trust, which affects satisfaction. Authors 
would like to single out that the chosen opportunities are what make the difference in loyalty to 
the traditional market and to the online market. While on the internet it is much faster to find 
required products, also to find a product that is not available in a traditional store, so foreign 
stores are more popular than local ones in Latvia. Because of these factors, online sellers need 
to react fast on different changes and interact with the consumer in order to prevent wrong and 
negative cases that could be in the online trading. In the traditional market, it is possible to talk 
face – to – face to the customer to explain some things or to show the product and provide all 
necessary information. Talking about online trading it should be pointed out that the online com
munication should be in a high level in order to build a long – term relationship with consumers. 

As it was mentioned before, it is essential to satisfy consumers directly in the online dimen
sion. Having studied several theories in the article (Udo, Bagchi, Kirs, 2010), it can be stated that 
quality variability can be found in three main dimensions – information quality, system quality 

Figure 3
Loyalty model to the 

internet store (Based on 
Radionova, 2015)
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and product quality. They have determined 
that these dimensions affect directly custom
er satisfaction in online trading. Each dimen
sion can create their own factors, for example, 
service quality can consist of five dimensions: 
intangible value, trust, responsibility, guaranty 
and empathy. 

The authors agree with such division but con
siders that such dimension as work speed 
could be added to service quality, because it 
is important for a consumer not only to use a 
good–looking website that has been used for 
a long time where there are certain guaran
tees and a good attitude towards him but also 
where all the issues are dealt promptly and ef
ficiently. Moreover, discussing the quality, the 
authors point out the idea of adding delivery 
quality as nowadays there is a wide choice of 
different shipping methods which may differ 
by speed, price and locations, that is why de
livery quality is an essential quality dimension. 

Figure 4
Use of CRM 

Figure 5
Information about  
re–purchase 

In 2014 there was a significant increase in complaints to the Latvian Post due to the rapid 
growth of Internet trading and the main reasons for complaints were cross–border correspon
dence delivery (mainly in small packages)– delivery with lack or damaged contents, delivery 
delays and indication of incorrect (incomplete) address (Haka, 2015). These factors indicate 
that the quality of delivery to the consumer is important and it is necessary to be improved.

To find out the situation with the relationship marketing in online trading authors analysed experts 
surveys in order to make the evaluation of the results. In the survey took part 27 experts – repre
sentatives from the companies that providing services or goods online. The experts were chosen 
accidentally from 7 different EU countries like Latvia, Lithuania, Estonia, Poland, UK, Germany 
and Greece. The experts are marketing and strategic directors of the online trading companies in 
different fields. They asked to stay incognito. 

The results of the survey showed that mostly companies use CRM systems in their everyday 
work, 33.33% of companies do not use it. It can be explicable with the idea that many online 
companies are small or a start–up company and do not see the reason of having that kind of 
system. The next problem is that companies in online trading do not work with the informa
tion they have. To the question how they work with the CRM if we not taking into account the 
answer do not use CRM the most popular answer was – special deals – 25.93%. That means 
that company use their CRM database to send their customers different specials deals when 
they are sales periods, the authors want to underline that it is not personalized offers. 14.81% 
of experts use their CRM database to send everyday news to the customers, which can be 
valuated as a negative experience because many customers sign out this news and lose 
the connection with the vendor. Only 3.70% of experts use their CRM with a personalized 
approach – they send to the customer’s special offers for special dates like birthday or anni
versary. Here is first hypothesis confirmation – mostly companies use CRM systems but do 
not make an analysis of the data. 
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Figure 6
 Working with CRM 

information)

Figure 7
Feedback reaction 

time

Mostly experts collect information about their customers re–purchase – 77.78%. It means that 
companies are interested in increasing the level of e–loyalty. It should be pointed out that re–pur
chase statistics helps better understand and measure e–loyalty to the online store. Results show 
that online vendor reaction is slow. Mostly it takes 3–7 days for 44.44% of experts to react to the 
feedback, which in some cases is long period for customer to wait and in this time he could find 
another online store and make purchase there. Moreover, there are companies that do not react 
at all – 11.11%. For 14.81% it takes more than a week to respond, for 11.11% – 1–3 days and for 
18.52% it takes about 24 hours to answer. That is the best way to react. As authors found out 
reaction time is one of the factors influencing e–loyalty.

Conclusions  _ Relationship marketing can be expressed as a multi–dimensional construction consisting of six 
behavioral components such as trust, bonding, communication, shared values, empathy and 
reciprocity. The aim of relationship marketing is to create customer loyalty based on customer 
satisfaction. It means that such components as satisfaction and trust cooperating together not 
making only loyalty, but also long–term relationship, which will transform into relationship 
marketing. Companies have to think first about satisfying their customers and increase the 
level of trust to them and their products.

 _ Relationship marketing is closely connected with loyalty, trust and satisfaction. These ele
ments relate with each other. If the company thinks about having strong position in the market 
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and having close relationship with customers, company should improve all that components 
by using and analysing customers actions and behaviour. 

 _ Consumer satisfaction of the Internet trade market affects the quality, which can be divided 
into four dimensions, such as quality of information, service quality, product quality, delivery 
quality. Satisfaction causes customer loyalty and transform to the long – term relationship, 
so the traders in both markets should focus on the quality in all dimensions, for that purpose 
different customer research can be made to evaluate not only the satisfaction and loyalty, but 
also to find reason of results.

 _ By using relationship marketing companies in the EU especially in the Baltic States and Latvia 
will improve the long–term relationship with customers in order to create and increase loyalty 
level and improve situations in local online stores.

 _ H1 – accepted. To have a long – term relationship with a customer online companies should 
not only have CRM systems, but also work with it appropriately in order to satisfy their cus
tomer needs in the best way to increase loyalty level in the future and improve relationship 
marketing.

 _ H2 – accepted. Online vendors react very slow or sometimes do not have a reaction at all at dif
ferent (positive, negative) feedbacks from customer. Reaction time is one of the components of 
loyalty model and it is important to provide the best solution in the quickest time for consumer.
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