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Abstract: - The long-term relationship between customers and companies is essential for desired business
growth. Most cellular industries rely on different forms of communication and marketing to achieve desired
levels of relationships with their customers. This study focused on establishing the general effect of
communication on customer relationship marketing in different businesses or organizations. The mobile
telecom industry of Greece was used as the case study. A cross-sectional survey design based on a quantitative
methodology was used in the study. A well-designed questionnaire was utilized to collect quantitative data
from 204 customers of different mobile telecom companies based in Kozani, Greece. Results showed that
communication techniques improve the strength of relationships between customers and the business,
improving business profitability. The results also showed that the approach of communication in a company
plays a very important role in influencing the satisfaction levels of customers which in the long run enhances
relationship marketing. The findings confirmed that customer relationships through communication and
marketing are essential for the growth of the business through improved performance and profitability.
Therefore, companies or companies need to employ the best communication techniques to achieve the desired
relationship marketing and sustainable long-term relationships.
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1 Introduction higher profitability. Regular engagements or
Relationship marketing is associated with building Interactions Wlt_h the various stakeholders' arc an
and maintaining desirable long-term relationships important practice that helps enhance relatlgnshlps
between the customer and the organization or among stalfeholders and  customer relatlonshlp
business. Clients or customers are essential in the markqtmg m .the lopg run, [3], [4]. Effective
growth of a business; hence maintaining cordial organizational interactions are only possible through
relationships with them is beneficial to the robust communication systems; hence the latter is a
company, [1], [2]. In the current modern world with cru01.al prerequisite for effective customer
stiff competition in different industries, customer relationships.

relationship marketing is essential for achieving
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According to, [2], [4], successfully engaging
with customers has many advantages, including
improved client relationships, enough time and
financial resources, effective decision-making, and
good problem-solving. Effective communication
means that the information is received as expected
by the sender in terms of content and context. The
study, [5], indicates that effective marketing
communication approaches help develop and sustain
desirable consumer relationships that drive the
company’s brand value.

Communication is thought to significantly
impact the development of long-term partnerships
with an organization's stakeholders. As a result, it's
critical to recognize the importance of
communication in forging connections between the
organization's different operations and between the
organization and its stakeholders, [6], [7]. The
empathy, conversation, friendship, and contact that
the marketer creates with prospective customers
influences an organization's profitability and
improved relationship marketing, [8].

Since the inception of the different cellular
networks in Greece, the cellular industry has
developed into a multi-billion-pound industry. Few
could have expected the industry's rise to such
heights or the enormous potential that remains.
Greece's inspiration for adopting cellular technology
is unique, [9]. Most people in Greece purchase
phones to stay connected with their service
providers, run personal businesses, or merge with
prospective clients.

A company's main objective in utilizing better
communication is to maintain superior performance
to maintain consistent development. It's no different
in the cellular industry. The consistency of a
company's customer relationships is often one way
to ensure superior results and distinguish it from its
rivals, [10]. Studies reveal that a strategy that
focuses on improving the quality and value of
services through effective communication with
customers is an essential strategy for improved
relationship marketing.

1.1 Corporate Social Responsibility (CSR)

The brand aids in creating a positive perception of
the business, allowing for the efficient management
of customer interactions, which is essential to the
growth and survival of the enterprise. A company's
reputation reflects the activities it engages in. As a
result of the firm's activities, brand development
occurs as people form an opinion of the company.
The concerns of contemporary customers go well
beyond those of price and product quality. For
instance, they desire to use their activities to help
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the preservation and strengthening of the
environment and the society in which they live.
Companies now understand the critical role that
Corporate Social Responsibility (CSR) plays in their
ability to operate and provide goods and services
that are both affordable and of high quality, [11],
[12], [13].

Corporate social responsibility (CSR) is
increasingly seen as a major remedy to societal
issues by businesses and governments, [14]. The
importance of corporate social responsibility and
company contributions to society cannot be
overstated. CSR, on the other hand, is critical not
just for addressing global challenges but also for
increasing company success. Companies have long
acknowledged CSR as the most important standard
business practice that must be implemented if a
company is to prosper in a turbulent and competitive
economic climate. According to, [15], corporate
social responsibility (CSR) might be an effective
advertising approach for increasing business image
and consumer behavior. Furthermore, the
advantages of CSR go beyond sales. Consumer and
stakeholder expectations are greatly influenced by
CSR activities, which leads to improved corporate
performance, [13], [16], [17].

Companies interact with customers online to get
input for new product development and to create
and sustain trusting relationships, [18], [19].
Business-supported and consumer-assisted new
product development co-creation activities enable a
firm to get creative and relevant new product
knowledge and ideas while improving its overall
firm image, [20], [21].

1.2 Theories in  Consumer  Behavior

Research
The theory of planned behavior (TPB) is a consumer
behavior theory that has been employed in research
since 1991, [22], [23], [24]. However, the theory has
been challenged for failing to account for critical
factors like the effect of emotions and unconscious
influences on customer behavior, [25], [26], [27],
[28].

Continuing, the study, [27], argues that stress
factors and consumer confidence impact attitude to
increase model predictive power (TPB) in a
pandemic crisis. The study, [29], links social contact
to social anxiety, which is a negative emotional
response to the presence of stressful social settings,
[30], [31]. When people are anxious, their attention
is drawn to insignificant information, their
processing speed slows, and their reaction to
recognized signs and symbols slows, [32], [33].
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The recent global COVID-19 pandemic, which
theoretically began in the Spring of 2020, [34], but
began at the end of 2019, disrupted citizens' daily
lives, negatively impacting the global economy and
creating conditions for an increase in grief, anxiety,
or even depression, [35], [36], [37], [38].

When clients experience social anxiety, their
attention 1s drawn to irrelevant information, and
their cognitive speed slows, [3], [29], [33], [39]. The
social media revolution has significantly altered
corporate marketing strategy and procedures, [40].

Anxiety over online social interactions

Online social anxiety, in turn, has a negative impact
on virtual social circumstances and is an excellent
predictor of a customer's readiness to respond to a
certain stimulus, [41]. It is clear that perceived
information has a large impact on customer trust,
[42], [43], [44], and that trust has a considerable
impact on purchase intention, [27], [45].

A business's performance is measured.

A company's success should be measured in terms
of financial and business performance, as well as
organizational  efficiency, [46], [47]. The
introduction of new goods, an improvement in the
quality of products and services given, the efficacy
of marketing, and attempts to raise the added value
of both products and services are all examples of
organizational effectiveness, [48]. As a result, the
criteria for accurate performance evaluation include
both financial and non-financial. Sales, return on
investment, and net profit percentage are examples
of financial criteria. Non-financial relates to
consumer happiness for the goods and services
offered, as well as staff satisfaction, marketing
efficacy, corporate responsibility, and culture,[49],
[50], [51], [52], [53]-

1.3 Theories in Consumer Behavior
Research
Although studies on the different aspects of

relationship marketing have been performed, there
is still limited research on how communication
mechanisms or efforts can facilitate relationship
marketing in the cellular or mobile telecom industry,
[8]. This study aims to see whether cellular
providers' contact efforts result in a rewarding long-
term partnership with their customers. The
secondary issues concern whether cellular
companies' contact efforts result in long-term
customer satisfaction. There are also questions
about whether the companies' communication tools
successfully facilitate relationship marketing,
whether current consumers can become brand
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supporters, and how treat

customer complaints.

service providers

1.4 Purpose of the Study

The study's major aim was to assess the general
effect of communication on relationship marketing
using mobile telecom companies in Kozani, Greece.

The study was also based on the different
specific objectives that include;

e To establish the effect of communication efforts
on relationship marketing;

e To explore the impact of communication tools
on relationship marketing.

e To establish factors that influence customers’
choice of mobile telecom service provider.

The findings of this study will greatly contribute
to the available literature concerning the role played
by communication in enhancing relationship
marketing. The final findings can also act as a
reference for future researchers conducting studies
in the same field of communication and relationship
marketing. Practically, the findings will be utilized
by different mobile or cellular companies on the
importance of enhancing communication efforts or
techniques to achieve sustainable customer
relationships.

1.5 Research Questions

e  What are the effects of communication efforts
on relationship marketing?

e  What are the effects of communication tools on
relationship marketing?

e What factors influence customers’ choice of the
mobile telecom service provider?

1.6 Research Hypothesis

HO:: There is no significant relationship between
communication efforts and relationship marketing.
HO:: There is no significant relationship between
the effectiveness of communication tools and
relationship marketing.

2 Literature Review

2.1 Overview of Relationship Marketing

The study, [1], indicates that different forms of
relationships have been at the center of marketing in
various forms since the inception of commerce or
business. However, relationship marketing as a
systematic approach to marketing is a relatively new
phenomenon in most businesses, [10]. The move
away from sales and toward relationships has had a
significant impact on marketing today, as
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relationship marketing offers a highly desirable and
holistic approach to wunderstanding marketing
dynamics and how to utilize marketing strategies
deeply. It also emphasizes promoting cooperative
and strategic alliances to create more value for
consumers and organizations, [1], [54].

According to, [55], relationship marketing
originated in the late 1970s and early 1980s as a
different or unique approach to brand understanding
than the mix management model that had dominated
for the previous 30 years. Relationship marketing
grew in lockstep with utilities and industrial
marketing in the early years, [56]. Relationship
marketing nowadays aims to establish a chain of
relationships within a company to provide the
service consumers want and between the
organization and its key stakeholders, [57].

Because of the peculiar characteristics of
services, such as their inseparability, intangibility,
heterogeneity, and perishability, the different
service marketers needed to develop a new strategy.
The prevalent mix management model has been
chastised for providing no guidelines, terminology,
or operating rules for services, [56]. Initially, service
marketers tried to improve the existing model by
incorporating new individuals, procedures, and
physical  proof. Relationship marketing is
increasingly being extended to any marketing
situation in which relationships are considered
significant, [58].

2.2 Factors

Marketing
According to, [55], [59], relationship marketing is
primarily concerned with acquiring, maintaining,
and ultimately strengthening client connections in
an organization. Most academics define relationship
marketing as a strategic process in which consumers
and service providers develop a highly effective,
productive, and ethical connection that is required
for both sides to be successful.

According to, [60], relationship marketing
strives to establish long-term and gratifying ties
with key business stakeholders such as customers,
suppliers, and distributors to win and retain their
long-term preferences and business. According to,
[9], the most advanced definition of relationship
marketing is to define, build, maintain, strengthen,
and cease connections with consumers and other
stakeholders while paying a price to fulfill the goals
of all parties. Reciprocal commerce and keeping
promises assist in accomplishing this.

Relationship marketing is influenced by
contributions from many relational schools.
Relationship marketing, according to, [8], includes

Influencing Relationship
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the aim, approach, focus, and important features of
relationship marketing. Relationship marketing is
focused on meeting the objectives and improving
the experience of the people involved, and it
involves the identification, definition,
commencement, maintenance, and dissolution of
relationships, [10].

Furthermore, one of the most significant aspects
of relationship marketing is classifying the most
successful consumers to focus on customers who are
a good fit for the company's plan. According to, [1],
the goal is to build connections with clients to keep
them rather than focus on acquiring new ones.

2.3 Benefits of Relationship Marketing
According to, [9], the advantages accrue to the
company due to engaging in a variety of
relationships. According to, [5], relationship
marketing helps to strengthen supplier relationships,
minimize costs by more effective ordering
processes, and accommodate new  product
introductions through relationships with distributors.

According to, [61], partnership marketing is
associated with different benefits for service
providers. Marketing costs are reduced because
direct mail could be involved as a means of
communication between the customer and service
provider, follow-up, and other consumer recruitment
efforts are normally reduced; and marketing may
target unique customer needs; hence there is a
higher return on investment (ROI), [61].
Furthermore, relationship marketing improves
customer loyalty by providing pricing and product
service services that suit existing customer needs
and increasing profitability through improved
revenue, customer referrals, and customer retention
over time, [5], [59].

Relationship marketing strengthens the parties'
economic, technological, and social ties while
reducing transaction costs and time. Relationship
marketing aims to create a one-of-a-kind company
asset known as a marketing network, [62]. A
marketing network comprises a company's
supporting stakeholders with whom it has developed
mutually beneficial business relationships. The
study, [8], identifies several service provider
organizational characteristics that may aid in the
development of long-term customer relationships:

e A customer-service-oriented organizational
culture.
e Employees with strong interpersonal

communication abilities have a significant
impact on how service providers communicate
with consumers.
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e Learning to measure relationship efficiency and
evaluate the effect of marketing campaigns on
customer satisfaction, confidence, engagement,
and loyalty.

As implied by the concepts mentioned above,
relationship marketing entails practices aimed at
building long-term, cost-effective connections
between an entity and its customers for mutual
benefit, [63], [64].

Customers should be treated fairly, and quality
improvements may assist organizations in
maintaining and improving connections. In the long
term, a useful collaboration for the service provider
is financially successful. Customers, according to,
[62], define a valued partner as one whose benefits
from service delivery greatly surpass the expenses
of supplying them.

Customer loyalty refers to a consumer's
commitment to purchasing products and services
from a certain service provider as well as their
readiness to stand up to competitors vying for their
business. The study, [57], defines loyalty as a biased
behavioral response displayed over time by
customers toward one provider out of a group of
suppliers, resulting in brand or store commitment,
[65], [66].

The study, [61], took a two-pronged approach to
consumer loyalty: attitudinal and behavioral.
Loyalty is a state of mind, according to the
attitudinal concept. Customers who have an
optimistic, preferential attitude toward a brand or
business are loyal to it and do not purchase from its
rivals because they are attracted to the company's
brands. In the behavioral definition, brand
preference influences loyalty. If a company wants to
improve customer loyalty, it will concentrate on
strategies that increase repurchase behavior, [1].

Loyalty must be described as a biased pattern of
repeat purchases or patronage followed by a positive
attitude, [57]. After receiving a customer's order,
several businesses focus on finding new customers.
They don't realize how important it is to retain and
improve relationships with current customers,
putting very little focus on creating repeat sales. The
goal of relationship marketing is to convert new
customers into repeat customers and, over time, to
transform them into strong supporters of the
organization. According to the statistics, the three
service providers in Greece have done an excellent
job of establishing, improving, and sustaining
relationships with their customers, [65].

Increasing customer loyalty requires providing
current consumers with additional justifications for
continuing their allegiance to the brand. According
to, [55], the majority of loyalty experts feel that
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customer loyalty is related to a client's state of mind,
which can be thought of as a collection of behaviors,
beliefs, and wants. They assert that client loyalty
may be broken down into a number of distinct tiers,
each of which is unique to the individual consumer.
As a consequence of this, interventions that target
the attitudes of consumers are used to cultivate
loyalty. It is not the purpose of this strategy to make
all consumers loyal; rather, the objective is to
improve the loyalty of those customers who are
most inclined to respond.

According to, [5], confidence is the
foundation of relationships and the glue that binds
them together. It is unlikely that a relationship can
be started unless there is a minimum degree of
confidence between the parties. When faith is
broken, the association is likely to end. Customers
ought to have enough confidence in their service
providers and be optimistic that the latter will offer
the most desirable services or products. The study,
[56], indicated that the ability of a service provider
to meet the demands of the customer helps build
trust between the two parties. Trust is especially
crucial in the case of services, which are by their
very nature intangible. A customer's loyalty towards
service is largely influenced by previous interactions
with a service provider, [10], [67].

The concept of commitment is linked to that of
trust. This means that all parties in the relationship
will be trustworthy, dependable, and stable.
According to, [56], loyalty is the conviction that a
partnership with another is so important that it
warrants putting in the most effort possible to
sustain it. Commitment, like trust, is regarded as

critical in the development of customer
relationships. 'The existence of relationship
engagement and relationship confidence is

fundamental to effective relationship marketing,
[58]. Commitment and confidence contribute to
cooperative conduct, which is essential for
relationship marketing success, [68].

3 Methodology

3.1 Research Design, Data Collection
The study employed a cross-sectional survey design
based on a quantitative research methodology,
which helped collect data in a very short time. A
cross-sectional survey design based on quantitative
research helps to make statistical inferences using
the collected data and consequently establish
statistical relationships between study variables.

A sample of 204 persons was surveyed to gather
data. The study was carried out between August 25
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and September 10, 2022. The survey questionnaire
was useful in determining what mobile phone users
thought of the significance of relationship marketing
communication initiatives and technologies. Simple
random sampling is a kind of probability sampling
in which a sample is randomly selected from a
specific demographic using a Google form, with a
maximum participation limit of 204. The probability
of getting selected is the same for everyone in the
population. The research participants' responses to a
self-administered survey questionnaire were utilized
to gather data.

The primary sample for the research was
composed of 204 citizens of the Greek city of
Kozani. As of the latest Genius in 2021, [69],
67,161 people were living in the Kozani
municipality unit. The sample size was determined
after assessing the survey's accuracy (€ = 16.79) and
reliability (P = 99.7%). Using a preliminary sample
(or pilot sample) of 50 people, the monthly pay
variation for mobile communication—for work and
business but also home and entertainment—was
computed. The outcomes were s = 40.00 and s2 =
1599.93. When using the sample size calculation, a
value of z = 3 is often used, which translates to a
level of dependability of P = 99.7%. The value of z
is determined by the needed degree of dependability
(P). Equation (1) calculates that the minimal sample
size should be 203.75, or 204 people, using our
values of N = 67,161 (population of respondents), s
= 40.00 (standard deviation of the sample), z = 3
(value which equates to a level of dependability P =
99.7%), and d = 8.39 (the needed precision d was
arbitrarily selected and represents half the
confidence interval), [7], [70], [71].

N(zs)? (D)

whereby:
1 is the minimum sample of respondents;

d is the needed precision;
N is the total population;
g is the population proportion;
Z is the critical value.
Calculation of the minimum sample of

respondents is given below:

B 67,161(3 +40.00)2
T 67,161 + 8392 + (3 » 40.00)

n 5 & n=20375
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A purposive sampling technique was used to
select the representative sample for the study.

3.2 Data Analysis

Data was sorted and imported into SPSS version 23
for analysis after being obtained from the various
research participants using questionnaires. Bivariate
and univariate analyses of the data were conducted
at two separate levels. Single wvariables were
analyzed using univariate analysis, and
interpretation was based on the calculated
frequencies and percentages. The correlation
between the wvariables in the research was
established using bivariate analysis. Using the
following formula, Chi-square was employed to
evaluate assumptions about the distribution of data
in various categories using Equation (2).

. _ N (0 —E)°
X2 = ZT )

Where X? = chisquared

0, = observed value

E; = expected value

%2 = Y[Sum of (Observed — Expected)]”
- Expected

The results of the chi-square analysis were
interpreted using the obtained chi-square values and
P-values, which served as the basis for rejecting or
accepting the null hypothesis at the 0.05 critical
value. Based on the decision criteria that the null
hypothesis is accepted if p 0.05 and rejected if P >
0.05, the null hypotheses were accepted or rejected.
The 5% (0.05) level of significance was used to
examine the different study hypotheses.

Moreover, regression analysis was carried out to
investigate the degree to which relationship
marketing may be predicted by communication
efforts and technologies. To determine the many
different projected values, this scenario makes use
of multiple regression.

Y=0g+ BX, + BXot £ vl

Where: Y = Relationship marketing
Bo = constant (coefficient of intercept);

__ N(zs)?
X,= "= Na® + (z5)2 Communication
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efforts
X, = Communication tools

€ = Represents the error term in the multiple
regression model

The hypothesis of the study was tested at a 5%
(0.05) level of significance.

4 Results

This section explains the various findings from the
analysis of data gathered from customers of several
cellular networks in Greece.

4.1 Demographic Characteristics

Table 1. Showing participants’ demographic

information.
Characteristic | Frequency | Percentage (%)
Gender
Male 126 61.8
Female 78 382
Age
18-25 years 28 13.7
26-35 years 94 46.1
36 -45 years 46 22.5
46-55 years 19 9.3
Above 55 years 17 8.4
Nationality
Greek 171 83.8
Albanian 17 8.3
Russian 8 3.9
Serbian 5 2.5
Other 3 1.5
Years of using the cellular network
0-4 54 26.5
5-8 90 44.1
9-12 49 24.0
More than 12 11 5.4
Service provider
Cosmote 92 45.1
Wind Hellas 39 19.1
Vodafone Greece 73 35.8
Total 204 100

From Table 1, the majority of the participants
(61.8%) were male, and 38.2% were female.
Concerning the age of respondents, the majority
(46.1%) were in the age bracket of 26-35 years,
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followed by 26% in the age bracket of 36-45 years,
and only 8.4% of respondents were above 55 years.
Furthermore, the largest percentage of respondents
(83.8%) were Greek followed by 8.3% who were
Albanian, then 3.9% were Russian, then 2.5% were
Serbian, and 1.5% were of other races. It is
important to note that the Greeks occupy nearly the
whole of Greece; hence different nationalities
contribute a very small portion of the total
population of Greece. Concerning years of using the
cellular network, most of the participants (44.1%)
had used the network for 5 - 8 years, 26.5% had
used the network for 0-4 years, and only 5.4% had
used the network for 12 years and above. Finally,
most of the participants (45.1%) were using
Cosmote as the service provider, 35.8 were
subscribers of Vodafone Greece, and 19.1% were
subscribers of Wind Hellas.

4.2 Descriptive Analysis

Factors causing dissatisfaction among customers.
Respondents were requested to indicate the

factors that cause dissatisfaction with mobile

telecom services, and their responses are presented

in Figure 1.

Fig. 1: Factors causing dissatisfaction.

From Figure 1, the majority of the participants
(36.0%) identified inefficient services as the major
cause of dissatisfaction with different mobile
telecom service providers, 25.3% identified poor
communication of staff, 16.5% selected high costs,
and 12.0% were for poor network coverage. In
comparison, a few respondents (10.2%) identified
other factors causing customers' dissatisfaction, such
as unreliable internet coverage across a wide range
of areas. These results clearly show that limited
mobile services and poor communication are the
root causes of dissatisfaction among mobile service
customers. Such factors may also affect the loyalty
of a customer towards a particular mobile service

provider.
Respondents were also required to indicate their
level of agreement concerning  whether

communication efforts have an influence on the
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long-term satisfaction of customers, and findings are
presented in Figure 2.

Fig. 2: Showing whether communication efforts
influence the long-term satisfaction of customers.

From Figure 2, the majority of the respondents
(44.6%) agreed that communication efforts
influence the long-term satisfaction of customers,
followed by 42.3% who strongly agreed and only
2.4% strongly disagreed. This is a clear indication
that the different efforts invested by communication
and telecom companies have a great positive impact

on the general satisfaction of customers or
subscribers.
Effectiveness of communication tools in

influencing relationship marketing.

Respondents were also requested to indicate the
effectiveness of communication tools in enhancing
or promoting relationship marketing, and the results
are presented in Figure 3.

Fig. 3: Showing the effectiveness of communication
tools in influencing relationship marketing.

From Figure 3, more than half of the
respondents (60.8%) indicated that communication
tools are highly effective in influencing relationship
marketing, 15.2% indicated that the communication
tool is somewhat effective, 4.4% showed that the
tools are a little effective, and only 19.6% of told
that the communication tools are not effective.
These results confirm the rationale of
communication tools in improving relationship
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marketing in companies. This, therefore, indicates
that the effectiveness of devices such as social
media-based communication, communication via
websites, and other communication tools helps to
enhance relationship marketing.

4.3 Chi-squares Analyse

Chi-square analysis helped in finding out the
relationship between the dependent and independent
variables, and the results are presented in the
subsequent Table 2 and Table 3.

Table 2. Cross-tabulation between communication
efforts and relationship marketing

Relationshi | Communication efforts Tota

P

smarketing Stroagly Agre | Not Dusagre \:lmngljv

| | agree e lsure  |e | disagree
Altractive 73 53 3 15 4

' | | 148
Not 13 38 3 | | 56

| Attractive ) | | )

| Total | 86 19t |6 116 1S 204
= 11,1632 df= 3 p= 0023

Since the computed }(E = 11.1632 is greater than

the tabulated x*=3.841 and p=0.023<0.05, we reject

the null hypothesis and conclude a significant
relationship between communication efforts and
relationship marketing.

Table 3. Cross-tabulation between the effectiveness
of communication tools and relationship marketing

| Effectiveness of communlcation ols
Hazhly oimeiiat
| effextive

Retatharhip
markreting latal

A linle effecuve | Notelfscuve

Allractive R
Not Aftrctive ) ! | 1
Fatad ed H Ly .

= 0408 =) =00 a0

4 ‘ 7 132

04

Since the computed }(: = 9.468 is greater than the

tabulated x*=3.841 and p=0.013<0.05, we reject the

null hypothesis and conclude that there is a
significant relationship between the effectiveness of
communication tools and relationship marketing.

4.4 Diagnostic Tests

Test for Heteroscedasticity

The heteroscedasticity test is useful for determining
if the error components in cross-sectional data were
correlated across observations. Provided that the p-
value is greater than 5%, the null hypothesis states
that heteroscedasticity does not exist in the data.
Owing to the reported result of 0.6503>0.05, the
null hypothesis was not excluded at the threshold p-
value of 0.05. As a consequence, the data did not
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exhibit heteroscedasticity. Table 4 shows that the
null hypothesis of constant variance is not rejected,
as shown by a p-value of 0.6503.

Table 4. Breusch-Pagan test for heteroscedasticity
Ho: Constant variance
Variable: fitted values of relationship marketing

chi’(1)= 0.5326
Prob > chi’= 0.6503
Predictors:  (Constant), = Communication  efforts,

Communication tools.

Test for Autocorrelation

The dependent variable must be independent, and
this was tested using the Durbin-Watson (d) test
which states that d=2 indicates that there is no
autocorrelation. The value of (d) always lies
between 0 and 4 where O shows that there is
autocorrelation while above 1 indicates the residuals
are interdependent, the results from the study
presented 3.051 which indicates that the residuals
are not autocorrelated as presented in Table 5.

Table 5. Durbin Watson test

, o .  Adusted  Std. Emor of Durbin-
Model R R Square R Square  the Estimate  Watson
‘:“‘l’ 0.708 0.692 0.196 3.031
Predictors:  (Constant), = Communication  efforts,

Communication tools

4.5 Regression Test

Fitness of Model

All of the independent variables as well as the
dependent variable were subjected to a basic
regression analysis (relationship marketing). The
findings reported in Table 6 show the fitness of the
regression model employed to describe the study
phenomena. The independent factors
(communications efforts as well as communication
tools) explained relationship marketing well. As
shown in Table 6, the coefficient of determination,
often known as the R-square, is 0.708. This suggests
that communications and technologies account for
70.8% of the variance in the dependent variable,
relationship marketing.

Table 6. Model Fitness

R R Adjusted R- Std. FErrvor of the
Square  Square Estimate

0.893 0.708 0.692 ()_ 196

Predictors:  (Constant), = Communication  efforts,

Communication tools
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Regression Coefficients
The results in Table 7 represent the coefficients of
regression for the independent variables.

Table 7. Coefficients of regression

Standardize
d
Coefflicients
B Std, Eryor  Beta

0420 0256

Unstandardized

Model CoefMicients Sig.

{Constant) 12,073 D044
Communicatioa
ellons

Communication

0.16] 0062 0.108 0026

0259 D19 0372 T412 D018

tools

Dependent Variable: Relationship marketing

The regression coefficients in Table 7 show the
level to which communication efforts and
communication  tools,  predict relationship
marketing. Regression coefficients revealed that
there was a positive and significant relationship
between communication and relationship marketing.

The hypotheses were tested and assessed as
below:

HOI1: There is no significant relationship between
communication efforts and relationship marketing.

The p-value for communication efforts was
0.026 and therefore hypothesis H1 was accepted
since the value <0.05. The study therefore found
that communication efforts have a positive effect on
relationship marketing.

HO2: There is no significant relationship between
the effectiveness of communication tools and
relationship marketing.

The p-value of communication tools was 0.018
and therefore hypothesis H2 was accepted since the
p-value < 0.05. The study therefore confirmed that
there is a significant relationship between the
effectiveness of communication tools and
relationship marketing.

5 Discussion

Most mobile phone users were pleased with their
service provider's communication efforts. The
findings confirmed that communication efforts and a
significant relationship with relationship marketing
also applied to communication tools. The literature
review findings were similar, emphasizing, [55], the
concept of satisfaction as a person's feelings of
pleasure or dissatisfaction due to comparing a
product's perceived output to their expectations. As
a result, customer dissatisfaction emerges where
performance falls short of expectations. Many
businesses strive for high customer satisfaction
because it fosters an emotional connection with the
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brand and increases customer loyalty, [72].
Delivering high customer satisfaction is the secret to
achieving high customer loyalty. The study’s
findings indicate that the service providers’
communication methods were successful in
supporting relationship marketing. SMS was the
most common mode of communication, followed by
mail, e-mail, and face-to-face conversation, [8],
[55]. This is apparent because the vast majority of
respondents were pleased with their service provider
of choice.

This study supports and adds to the findings of
other studies showing relationship strategies affect
consumers' loyalty to mobile phone service
providers. This research also confirms that
relationship marketing strategies for the service
sector that focus on service quality, pricing
perception, value offerings, and brand image have a
favorable effect on customer loyalty, as explored
and concluded by, [73]. One of a company's most
valuable assets is its capacity to attract and keep a
large base of devoted consumers. This is crucial
because it helps commercial organizations make
long-term profits from their loyal clients. So,
telecom marketers need to control the four strategies
included in this research to encourage both new and
current consumers to boost their purchases to
support a company's financial development, [56].

More than just creating a quality product,
setting an appealing price, and making it easily
accessible to the target market is all part of
marketing. Organizations must interact with their
clients, both existing and future. They must perform
the duties of a promoter and a communicator.
Communication is thus essential to the marketing
process, [5], [10]. An essential component of
marketing and developing relationships is the
communication between consumers and salespeople
as well as the information sharing between buyers
and sellers. Complex marketing communications
systems must be established, maintained, and
managed by organizations with their consumers,
distributors, suppliers, and many other publics, [56].
Each group interacts with the organization and gives
input to the others as well. So, the question of
communication for the majority of businesses is not
whether to communicate but rather what to say, to
whom, how, when, and where, [74].

According to the study, sustaining the customer
ties that support brand value is a crucial part of
relationship marketing communication. To put it
more precisely, it is a cross-functional process for
creating and sustaining profitable relationships with
customers and other stakeholders by strategically
influencing all communications sent to these groups
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and encouraging data-driven, meaningful
interactions with them. According to, [75],
employing just mass approaches like advertising,
sponsorship, and publicity makes it hard for a
marketer to develop successful contact with the
target clients. The traits that set the marketer apart
from the competition are the rapport, empathy,
discourse, connection, and communication that they
develop with the prospect. The development of
customer satisfaction based on marketing
communication might occur directly via personal
experience or less directly through other people's
opinions and experiences. The perceived quality of
the service and the length of the connection are both
factors in satisfaction. As a result, excellent service
must be offered throughout the delivery process.
Over  time,  satisfaction  strengthens  the
organization's  perceived  dependability  and
influences customers’ choice for different telecom
services, [75].

The majority of mobile phone consumers
expressed satisfaction with their service provider's
communication efforts. Most respondents said that
their service provider's marketing materials were
eye-catching and that they interacted with them
often. The results of the literature review were
consistent with those of the study, emphasizing,
[76], the definition of satisfaction as a person's
emotions of pleasure or disappointment as a result
of evaluating a product's perceived performance in
relation to customer’s expectations. Customer
discontent results from perceived performance
falling short of expectations, while customer
satisfaction results from performance exceeding
expectations, according to the relationship between
satisfaction and perceived performance and
expectations. As this fosters an emotional
connection with the brand and fosters strong
consumer loyalty, many businesses strive for great
customer satisfaction. Providing great customer
value is the key to fostering strong customer loyalty.
The overall role that customer satisfaction plays in
the development of relationships is straightforward,
as a disgruntled client would often look for another
service provider.

Moving from market share to customer share is
relationship marketing. The transaction should be
seen as the start of a long-term partnership. Despite
the fact that this study's findings show that service
providers' communication efforts lead to pleased
clients, they should still work to fortify ties by
turning disinterested clients into ardent supporters of
the business via effective communication, [1]. The
individual demands of clients must be better
understood by service providers. They may do this
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by doing in-depth marketing research. As a result,
they will be able to customize their solutions to
meet the diverse demands of their clients, [74].
Service providers must keep their word about
delivery dates and give fast assistance to clients.
Starting from the beginning of the relationship is
necessary for this. They must have a proactive
relationship marketing strategy. This will assist
them in better understanding their clients and
develop and boost their brand image, [73]. To
establish sustainable long-term partnerships, service
providers must modify their systems and operational
processes to assure improvements in both the
amount of client privacy and the degree of consumer
trust.

6 Conclusion

The study confirms the impact of Communication
on Customer Relationship Marketing in telecom
companies. The purchase of a telecom service is
considered the start of a long-term relationship with
a telecom service provider. Whereas the study

findings confirm that service  providers'
communication  efforts  influence  customer
satisfaction, companies should also aim to

strengthen relationships by converting indifferent
customers into loyal advocates of the business
through  appropriate = communication.  Service
providers must better understand customers' basic
requirements. They will do so by conducting
extensive market research, enabling them to tailor
their services to the specific needs of their
customers.

Customers need to consider where their service
provider is going in the future. Customers must be
kept informed or aware of the different long and
medium-term plans, new technologies, and any
major changes. Service providers must always be
prepared to assess their results with key customers
and consequently discuss strategies for enhancing
performance, in addition to evaluating customer
satisfaction. Service providers can show high
standards of customer care by adopting this
constructive approach to performance assessment.

Service providers must stick to their
commitments in terms of timeliness and be prompt
in assisting their customers, and this should begin at
the start of the relationship. They must build a
strategic partnership marketing strategy, and this
will aid in developing a deeper understanding of
their customers and the improvement and
enhancement of their image. To ensure sustained
long-term relationships, service providers must
amend their processes and operating procedures to
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ensure changes in both the level of customer privacy
and the degree of customer confidence.

6.1  Benefits of Relationship Marketing
Telecommunications companies are among the
businesses that led in Customer Relationship
Marketing, because of the services they offer, but
also the communication medium they serve.
Nevertheless, they are also among the first
companies to use artificial intelligence in customer
relationship marketing, both at the voice level and at
the written level (e-mail, SMS, etc.). In the future,
our research team intends to investigate through
extensive surveys the customer satisfaction of
telecommunications companies from the use of
artificial intelligence in the context of customer
relationship marketing they implement. Based on
empirical observations and the need to improve
customer relationship marketing by
telecommunications companies, it is estimated that
they should wuse artificial intelligence in the
Customer Relationship Marketing context sparingly
and solely based on data that reflects their customer
opinions.

Customer relationship marketing presupposes,
according to the results of this study, if not
'personalized’ communication and  business-
customer relationship, at least communication based
on specific services that will meet the wishes, solve
problems, and inform the customers.

On this basis, telecommunications companies it
is necessary:

e They are staffing with personnel who will be
employed exclusively in customer relationship
marketing, without outsourcing these services to

external subcontractors (outsourcing, call
centers, etc.).
e They are training the staff in customer

relationship ~ marketing  techniques  and
conjunction with relevant artificial intelligence
services, create 'relationships' of trust between
customers and the provider they represent.

e To be adopting, loyal customer reward practices
to reward customer consistency and build
further relationships of loyalty and trust.

e C(lassic selected approaches with customers,
such as greeting cards in hard-copy not in
electronic form, etc., although they create
additional costs, should be studied whether they
should be adopted as they create additional
emotional relationships of the customer with the
business.

e Information and communication should not be
associated with long waits for the customer

Volume 20, 2023



WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2023.20.231

Stavros Kalogiannidis, Fotios Chatzitheodoridis,
Dimitrios Kalfas, Maria Paschalidou

Fac. Mater. Sci. Technol. Slovak Univ.
Technol., vol. 28, no. 46, pp. 29-35, 2020,
doi: 10.2478/rput-2020-0004.

either on telephone lines and call centers or
answering e-mails, but with immediate
response.
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[8] M. Ngoma and P. D. Ntale, “Word of mouth

Acknowledgement: communication: A mediator of relationship

This research did not receive any specific grant from marketing and customer loyalty,” Cogent

funding agencies in the public, commercial, or not- Bus. Manag., vol. 6, no. 1, 2019, doi:

for-profit sectors. The authors thank the editor and 10.1080/23311975.2019.1580123.

the anonymous reviewers for the feedback and their [9] L Samanta and P. Kyriazopoulos, “The effect

insightful comments on the original submission. All of e-marketing in hotel sector in Greece,”

errors and omissions remain the responsibility of the Int. J. Knowl. Learn., vol. 5, no. 5-6, pp.

authors. 490-504, 20009, doi:
10.1504/1JKL.2009.031511.

[10] M. Rodriguez and S. Boyer, “The impact of

References: mobile customer relationship management

[1] A. F. Wali, “Customer Relationship (mCRM) on sales collaboration and sales
Management and Marketing Effectiveness,” performance,” J. Mark. Anal., vol. 8, no. 3,
Paradig. A Manag. Res. J., vol. 22, no. 2, pp. pp. 137-148, 2020, doi: 10.1057/s41270-
101-124, Sep. 2018, doi: 020-00087-3.

10.1177/0971890718787663. [11]  A. A. Alakkas, Vivek, M. Paul, M. K. Nabi,

[2] S. Kalogiannidis et al., “A small City and M. A. Khan, “Corporate Social
Rebranding: Another View of the Territorial Responsibility and Firm-Based Brand
Marketing,” WSEAS Trans. Environ. Dev., Equity: The Moderating Effect of Marketing
vol. 18, pp. 686-701, 2022, doi: Communication and Brand Identity,”
10.37394/232015.2022.18.65. Sustain., vol. 14, no. 10, 2022, doi:

[3] S. Kalogiannidis, “Business Trust and 10.3390/5u14106033.

Communication as Predictors of Business [12] E. Battistoni, A. Fronzetti Colladon, and G.
Growth,” WSEAS Trans. Bus. Econ., vol. 18, Mercorelli, “Prominent determinants of
no. December, pp. 1512-1522, 2021, doi: consumer-based brand equity,” Int. J. Eng.
10.37394/23207.2021.18.138. Bus. Manag., vol. 5, no. SPL.ISSUE, 2013,

[4] D. Kalfas, S. Kalogiannidis, F. doi: 10.5772/56835.

Chatzitheodoridis, and E. Toska, [13] S. Wang, Y.-K. Liao, W.-Y. Wy, and K. B.
“Urbanization and Land Use Planning for Le, “The Role of Corporate Social
Achieving the Sustainable Development Responsibility Perceptions in Brand Equity,
Goals (SDGs): A Case Study of Greece,” Brand Credibility, Brand Reputation, and
Urban Sci.,, vol. 7, no. 2, 2023, doi: Purchase Intentions,” Sustainability , vol. 13,
10.3390/urbansci7020043. no. 21. 2021. doi: 10.3390/su132111975.

[5] M. S. Alawni, R. Z. Yusoff, A. K. Al-Swidi, [14] P. Foroudi, “Influence of brand signature,
and E. M. Al-Matari, “The relationship brand awareness, brand attitude, brand
between communication, customer reputation on hotel industry’s brand
knowledge and customer loyalty in Saudi performance,” Int. J. Hosp. Manag., vol. 76,
Arabia insurance industry companies,” no. October 2017, pp. 271-285, 2019, doi:
Mediterr. J. Soc. Sci., vol. 6, no. 1, pp. 318— 10.1016/5.1jhm.2018.05.016.

324, 2015, doi: [15] S. Kim and H. Lee, “The Effect of CSR fit
10.5901/m;jss.2015.v6n1p318. and CSR authenticity on the brand attitude,”

[6] V. Johanesova and J. Vanova, “What is Sustain., vol. 12, no. 1, pp. 1-10, 2020, doi:
Relationship Marketing and How to Use it to 10.3390/su12010275.

Connect with Your Customers,” Res. Pap. [16] N. F. Piercy and N. Lane, “Corporate social

E-ISSN: 2224-2899

2724

Volume 20, 2023



[18]

[19]

[21]

[22]

(23]

[25]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2023.20.231

responsibility: ~ impacts  on  strategic
marketing and customer value,” Mark. Rev.,
vol. 9, no. 4, pp. 335-360, Dec. 2009, doi:
10.1362/146934709X479917.

R. Steurer, M. E. Langer, A. Konrad, and A.
Martinuzzi, “Corporations, stakeholders and
sustainable development [: A theoretical
exploration of business-society relations,” J.
Bus. Ethics, vol. 61, no. 3, pp. 263-281,
2005, doi: 10.1007/s10551-005-7054-0.

G. Fisher, “Online communities and firm
advantages,” Acad. Manag. Rev., vol. 44, no.
2, pp- 279-298, 2019, doi:
10.5465/amr.2015.0290.

F. Schweitzer, E. A. Van den Hende, and E.-
J. Hultink, “There’s More Than One
Perspective to Take Into Account for
Successful Customer Integration Into Radical
New Product Innovation: A Framework and
Research Agenda,” IEEE Trans. Eng.
Manag., vol. 67, no. 3, pp. 813-829, 2020,
doi: 10.1109/TEM.2019.2893060.

H. Alves, C. Fernandes, and M. Raposo,
“Value co-creation: Concept and contexts of
application and study,” J. Bus. Res., vol. 69,
no. 5, pp. 1626-1633, 2016, doi:
10.1016/j.jbusres.2015.10.029.

F. Schweitzer and R. Mai, “Does one rotten
apple always spoil the barrel? The role of
perceptions  of  empowerment  when
consumers observe destructive others in
online co-creation activities,” J. Bus. Res.,
vol. 152, no. May 2021, pp. 436-446, 2022,
doi: 10.1016/j.jbusres.2022.07.049.

I. Ajzen, “The theory of planned behavior,”
Organ. Behav. Hum. Decis. Process., vol.
50, no. 2, pp. 179211, 1991, doi:
10.1016/0749-5978(91)90020-T.

K. Nuttavuthisit and J. Thegersen, “The
Importance of Consumer Trust for the
Emergence of a Market for Green Products:
The Case of Organic Food,” J. Bus. Ethics,
vol. 140, no. 2, pp. 323-337, 2017, doi:
10.1007/s10551-015-2690-5.

F. F. Sniehotta, J. Presseau, and V. Aratjo-
Soares, “Time to retire the theory of planned
behaviour,” Health Psychol. Rev., vol. 8, no.
1, pp. 1-7, Jan. 2014, doi:
10.1080/17437199.2013.869710.

M.-F. Chen, “Selecting environmental
psychology theories to predict people’s
consumption intention of locally produced
organic foods,” Int. J. Consum. Stud., vol.
44, no. 5, pp. 455468, Sep. 2020, doi:
https://doi.org/10.1111/ijcs.12578.

E-ISSN: 2224-2899

2725

[26]

[27]

[28]

[29]

[31]

[32]

[33]

[34]

Stavros Kalogiannidis, Fotios Chatzitheodoridis,
Dimitrios Kalfas, Maria Paschalidou

M. Conner, G. Godin, P. Sheeran, and M.
Germain, “Some feelings are more
important: Cognitive attitudes, Affective
attitudes, Anticipated affect, And blood
donation,” Heal. Psychol., vol. 32, no. 3, pp.
264-272, 2013, doi: 10.1037/A0028500.

M. Najib, F. Fahma, D. Suhartanto, R. S.
Sumardi, and M. F. Sabri, “The role of
information quality, trust and anxiety on
intention to buy food supplements at the time
of COVID-19 outbreak,” Int. J. Pharm.
Healthc. Mark., vol. 16, no. 3, pp. 429-447,
2022, doi: 10.1108/1IJPHM-01-2021-0007.

P. Sheeran, P. M. Gollwitzer, and J. A.
Bargh, “Nonconscious processes and health,”
Heal. Psychol., vol. 32, no. 5, pp. 460473,
2013, doi: 10.1037/a0029203.

M.-Y. Hwang, J.-C. Hong, K.-H. Tai, J.-T.
Chen, and T. Gouldthorp, “The relationship
between the online social anxiety, perceived
information overload and fatigue, and job
engagement of civil servant LINE users,”
Gov. Inf. Q., vol. 37, no. 1, p. 101423, 2020,
doi:
https://doi.org/10.1016/j.giq.2019.101423.

S. Akehurst and J. Thatcher, “Narcissism,
social anxiety and self-presentation in
exercise,” Pers. Individ. Dif., vol. 49, no. 2,
pp- 130-135, 2010, doi:
10.1016/j.paid.2010.03.021.

T. Thompson, M. Kaminska, C. Marshall,
and N. Van Zalk, “Evaluation of the social
phobia scale and social interaction anxiety
scale as assessments of performance and
interaction anxiety,” Psychiatry Res., vol.
273, pp. 725-731, 2019, doi:
10.1016/j.psychres.2019.01.103.

B. R. Cornwell, R. P. Alvarez, S. Lissek, R.
Kaplan, M. Ernst, and C. Grillon, “Anxiety
overrides the blocking effects of high
perceptual load on amygdala reactivity to

threat-related distractors,”
Neuropsychologia, vol. 49, no. 5, pp. 1363—
1368, 2011, doi:

10.1016/j.neuropsychologia.2011.02.049.

R. C. Yeung and M. A. Fernandes, “Social
anxiety enhances recognition of task-
irrelevant threat words,” Acta Psychol.
(Amst)., vol. 194, pp. 69-76, 2019, doi:
10.1016/j.actpsy.2019.01.015.

“WHO Director-General’s opening remarks
at the media briefing on COVID-19 - 11
March 2020.” https://www.who.int/director-
general/speeches/detail/who-director-
general-s-opening-remarks-at-the-media-

Volume 20, 2023



[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2023.20.231

briefing-on-covid-19---11-march-2020
(accessed Oct. 17, 2023).

A. Foddai, A. Lindberg, J. Lubroth, and J.
Ellis-Iversen, “Surveillance to improve
evidence for community control decisions
during the COVID-19 pandemic — Opening
the animal epidemic toolbox for Public
Health,” One Heal., vol. 9, no. March, p.

100130, 2020, doi:
10.1016/j.0onehlt.2020.100130.
K. J. Hanes and S. Berney,

“Physiotherapists during COVID-19: usual
business, in unusual times,” J. Physiother.,
vol. 66, no. 2, pp. 67-69, 2020, doi:
10.1016/j.jphys.2020.03.012.

P. Kumari and B. Bhateja, “How COVID-19
impacts consumer purchase intention
towards health and hygiene products in
India?,” South Asian J. Bus. Stud., 2022, doi:
10.1108/SAJBS-05-2021-0185.

S. Shiloh, S. Peleg, and G. Nudelman,
“Vaccination Against COVID-19: A
Longitudinal Trans-Theoretical Study to
Determine Factors that Predict Intentions and
Behavior,” Ann. Behav. Med., vol. 56, no. 4,
pp- 357-367, 2022, doi:
10.1093/abm/kaab101.

J. R. Carpenter-Thompson, K. Akrofi, S. A.
Schmidt, F. Dolcos, and F. T. Husain,
“Alterations of the emotional processing
system may underlie preserved rapid reaction
time in tinnitus,” Brain Res., vol. 1567, pp.
28-41, 2014, doi:
10.1016/j.brainres.2014.04.024.

B. Ibrahim and A. Aljarah, “The era of
Instagram expansion: matching social media
marketing activities and brand loyalty
through customer relationship quality,” J.
Mark. Commun., vol. 29, no. 1, pp. 1-25,
2023, doi: 10.1080/13527266.2021.1984279.
J.-C. Hong, M.-Y. Hwang, C.-H. Hsu, K.-H.
Tai, and Y.-C. Kuo, “Belief in dangerous
virtual communities as a predictor of
continuance intention mediated by general
and online social anxiety: The Facebook
perspective,” Comput. Human Behav., vol.
48, pp- 663-670, 2015, doi:
https://doi.org/10.1016/j.chb.2015.02.019.

T. Chesney, S. H. Chuah, A. R. Dobele, and
R. Hoffmann, “Information richness and
trust in v-commerce: implications for
services marketing,” J. Serv. Mark., vol. 31,
no. 3, pp. 295-307, 2017, doi: 10.1108/JSM-
02-2015-0099.

N. Kugbey, A. Meyer-Weitz, and K. Oppong

E-ISSN: 2224-2899

2726

[44]

[45]

[46]

[47]

[48]

[49]

[51]

Stavros Kalogiannidis, Fotios Chatzitheodoridis,
Dimitrios Kalfas, Maria Paschalidou

Asante, “Access to health information, health
literacy and health-related quality of life
among women living with breast cancer:
Depression and anxiety as mediators,”
Patient Educ. Couns., vol. 102, no. 7, pp.
1357-1363, 2019, doi:
10.1016/j.pec.2019.02.014.

M. Najib, U. Sumarwan, S. Septiani, H.
Waibel, D. Suhartanto, and F. Fahma,
“Individual and Socio-Cultural Factors as
Driving Forces of the Purchase Intention for
Organic Food by Middle Class Consumers in
Indonesia,” J. Int. Food Agribus. Mark., vol.
34, no. 3, pp. 320-341, 2022, doi:
10.1080/08974438.2021.1900015.

D. Pandey, A. Kakkar, M. Farhan, and T. A.
Khan, “Factors influencing organic foods
purchase intention of Indian customers,”
Org. Agric., vol. 9, no. 4, pp. 357-364, 2019,
doi: 10.1007/s13165-018-0240-z.

P. Doyle, “Setting business objectives and
measuring performance,” Eur. Manag. J.,
vol. 12, no. 2, pp. 123-132, 1994, doi:
10.1016/0263-2373(94)90002-7.

N. Venkatraman and V. Ramanujam,
“Measurement of Business Performance in
Strategy Research: A Comparison of
Approaches,” Acad. Manag. Rev., vol. 11,

no. 4, pp. 801-814, Jan. 1986, doi:
10.2307/258398.

N. A. Omar, H. M. Aris, M. A. Nazri, T.
Jannat, and S. S. Alam, “Does the

relationship marketing orientation of an
entrepreneur  support agency improve
performance? Evidence from small- And
medium-size enterprises in Malaysia,” PL0S
One, vol. 17, no. 6 6, pp. 1-24, 2022, doi:
10.1371/journal.pone.0269319.

H.-H. (. Weng, J.-S. Chen, and P.-C. Chen,
“Effects of Green Innovation on
Environmental and Corporate Performance:
A Stakeholder Perspective,” Sustainability,
vol. 7, no. 5. pp. 4997-5026, 2015. doi:
10.3390/su7054997.

S. Janda, P. J. Trocchia, and K. P. Gwinner,
“Consumer perceptions of Internet retail
service quality,” Int. J. Serv. Ind. Manag.,
vol. 13, no. 5, pp. 412431, Jan. 2002, doi:
10.1108/09564230210447913.

H. H. Al-Dmour, R. S. Algharabat, R.
Khawaja, and R. H.  Al-Dmour,
“Investigating the impact of ECRM success
factors on business performance: Jordanian
commercial banks,” Asia Pacific J. Mark.
Logist., vol. 31, no. 1, pp. 105-127, Feb.

Volume 20, 2023



[53]

[54]

[55]

[58]

[59]

[61]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2023.20.231

2019, doi: 10.1108/APJML-10-2017-0270.
A. Davila and M. Venkatachalam, “The
relevance of non-financial performance
measures for CEO compensation: Evidence
from the airline industry,” Rev. Account.
Stud., vol. 9, no. 4, pp. 443-464, 2004, doi:
10.1007/s11142-004-7792-8.

G. S. Ahinful, J. D. Boakye, and N. D. Osei
Bempah, “Determinants of SMEs’ financial
performance: evidence from an emerging
economy,” J. Small Bus. Entrep., pp. 1-24,
Feb. 2021, doi:
10.1080/08276331.2021.1885247.

P. Polycronidou, V. Zoumpoulidis, and S.
Valsamidis, “Labor digitalization in Europe,”
Intellect. Econ., vol. 15, no. 2, 2022, doi:
10.13165/1E-21-15-2-01.

M. Salah and M. Abou-Shouk, “The effect of
customer relationship management practices
on airline customer loyalty,” J. Tour. Herit.
Serv. Mark., vol. 5, no. 2, pp. 11-19, Nov.
2019, doi: 10.5281/zenodo.3601669.

L. Alrubaiee and N. Al-Nazer, “Investigate
the Impact of Relationship Marketing
Orientation on Customer Loyalty: The
Customer’s Perspective,” Int. J. Mark. Stud.,
vol. 2, no. 1, pp. 155-174, 2010, doi:
10.5539/ijms.v2nlp155.

R. L. Simmons, “The Relationship Between
Customer Relationship Management Usage,
Customer  Satisfaction, and Revenue,”
Walden University, 2015.

N. Hénninen and H. Karjaluoto, “The effect
of marketing communication on business
relationship loyalty,” Mark. Intell. Plan., vol.
35, no. 4, pp. 458-472, 2017, doi:
10.1108/MIP-01-2016-0006.

S. Kalogiannidis, F. Chatzitheodoridis, O.
Papaevangelou, and A. Mavrommati,
“Management Information Technology and
Quality Service Delivery in Government
Institutions,” WSEAS Trans. Bus. Econ., vol.
20, no. May, pp. 1074-1099, 2023, doi:
10.37394/23207.2023.20.97.

I. Samanta, “The Impact of e-Customer
Relationship Marketing in Hotel Industry,”
in Best Practices for the Knowledge Society.
Knowledge, Learning, Development and
Technology for All, 2009, pp. 484-494.

M. Strenitzerova and J. Gana, “Customer
Satisfaction and Loyalty as a Part of
Customer-Based Corporate Sustainability in
the Sector of Mobile Communications
Services,” Sustainability , vol. 10, no. 5.
2018. doi: 10.3390/sul0051657.

E-ISSN: 2224-2899

2727

[62]

[63]

[64]

[66]

[67]

[68]

[69]

[70]

Stavros Kalogiannidis, Fotios Chatzitheodoridis,
Dimitrios Kalfas, Maria Paschalidou

P. D. Ntale, M. Ngoma, and A. Musiime,
“Relationship marketing, word of mouth
communication and consumer loyalty in the

Ugandan mobile telecommunication
industry,” African J. Bus. Manag., vol. 7, no.
5, pp- 354-359, 2013, doi:

10.5897/AJBM12.1109.

O. Papaevangelou, D. Syndoukas, S.
Kalogiannidis, and S. Kontsas, “Information
Technology @ and  Human  Resource
Management in Educational Institutions,” J.
Syst. Manag. Sci., vol. 13, no. 2, pp. 258—
272, 2023, doi: 10.33168/JSMS.2023.0218.
O. Tremma, A. Kontogeorgos, P. Karipidis,
and F. Chatzitheodoridis, ‘“Mapping the
market segments for the consumers of Greek
cooperative food products,” Sustain., vol. 13,
no. 7, Apr. 2021, doi: 10.3390/su13073825.
A. Kontogeorgos, F. Chatzitheodoridis, and
E. Loizou, “Adaptation strategies for the
greek agricultural cooperatives during the
economic crisis,” Agric. Econ. (Czech
Republic), vol. 62, no. 1, pp. 26-34, 2016,
doi: 10.17221/22/2015-AGRICECON.

F. Chatzitheodoridis and A. Kontogeorgos,
“New entrants policy into agriculture:
Researching new farmers’ satisfaction,” Rev.
Econ. e Sociol. Rural, vol. 58, no. 1, Jan.
2020, doi: 10.1590/1806-9479.2020.193664.
S. Kalogiannidis and F. Chatzitheodoridis,
“Effects of Agile Customer Relation
Management System on Business
Performance and Entrepreneurship,” WSEAS
Trans. Environ. Dev., vol. 18, no. May, pp.
496-503, 2022, doi:
10.37394/232015.2022.18.48.

A. Kontogeorgos, K. Pendaraki, and F.
Chatzitheodoridis, “Economic crisis and
firms’ performance: Empirical evidence for
the Greek Cheese industry,” Rev. Galega
Econ., vol. 26, no. 1, pp. 73-82, 2017, doi:
10.15304/rge.26.1.4454.

ELSTAT, “ELSTAT. Hellenic Statistical
Authority. Hellenic Statistical Authority,”
2022. https://www.statistics.gr/en/2011-
census-pop-hous (accessed Oct. 17, 2023).
D. G. Kalfas, X. S. Tyrselis, N. S.
Grigoriadis, and Y. G. Matsinos,
“Sustainable management of local resources
regarding mountainous regions. the case of
Nymfaio in Florina, Greece,” J. Environ.
Prot. Ecol., vol. 14, no. 2, pp. 655-663,
2013.

D. G. Kalfas, D. T. Zagkas, E. 1. Dragozi,
and T. D. Zagkas, “Estimating value of the

Volume 20, 2023



[73]

[74]

[75]

[76]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2023.20.231

ecosystem services in the urban and peri-
urban green of a town Florina-Greece, using
the CVM,” Int. J. Sustain. Dev. World Ecol.,
vol. 27, no. 4, pp. 310-321, 2020, doi:
10.1080/13504509.2020.1714786.

F. Signore, P. Pasca, W. Valente, E.
Ciavolino, and E. Ingusci, “Social Resources
and Emotional Exhaustion: the Role of
Communication in Professional
Relationships,” Intellect. Econ., vol. 15, no.
2, pp. 205-220, 2022, doi: 10.13165/IE-21-
15-2-10.

M. M. Al-Debei, Y. K. Dwivedi, and O.
Hujran, “Why would telecom customers
continue to use mobile value-added
services?,” J. Innov. Knowl., vol. 7, no. 4,
2022, doi: 10.1016/.jik.2022.100242.

V. C. Drosos, S. Angelos G. Liampas, and D.
E. Farmakis, ‘“Zoning Planning for
Sustainable Development and Exploitation
of the Mountainous Areas,” Int. J. Soc. Sci.
Humanit., vol. 6, no. 6, pp. 451-455, 2016,
doi: 10.7763/ijssh.2016.v6.689.

B. 1. Mohammed and V. Andavar,
“Customer Satisfaction towards
Telecommunication mobile services: A case
study in Asiacell Telecommunications in
Sulaymaniyah city,” Sci. J. Cihan Univ.
Sulaimaniya, vol. 6, no. 1 SE-, pp. 173-184,
Jun. 2022, doi: 10.25098/6.1.36.

V. Guerola-Navarro, H. Gil-Gomez, R.
Oltra-Badenes, and P. Soto-Acosta,
Customer relationship management and its
impact on entrepreneurial marketing: a
literature review, no. 0123456789. Springer
US, 2022. doi: 10.1007/s11365-022-00800-
X.

E-ISSN: 2224-2899

2728

Stavros Kalogiannidis, Fotios Chatzitheodoridis,
Dimitrios Kalfas, Maria Paschalidou

Contribution of Individual Authors to the
Creation of a Scientific Article (Ghostwriting
Policy)

The authors equally contributed in the present
research, at all stages from the formulation of the
problem to the final findings and solution.

Sources of Funding for Research Presented in a
Scientific Article or Scientific Article Itself
No funding was received for conducting this study.

Conflict of Interest
The authors have no conflicts of interest to declare.

Creative Commons Attribution License 4.0
(Attribution 4.0 International, CC BY 4.0)

This article is published under the terms of the
Creative Commons Attribution License 4.0

https://creativecommons.org/licenses/by/4.0/deed.en
US

Volume 20, 2023


https://creativecommons.org/licenses/by/4.0/deed.en_US
https://creativecommons.org/licenses/by/4.0/deed.en_US



