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Abstract: The gap between actual relationship development and required
relationship development are considered, as an antecedent variable, of satisfaction
with relationships and value of the customer-service personnel relationships at
various periods in high-encounter services. The evidence reveals that at different
periods of their relationship, customers have distinct relationship needs. The
current gaps between expected relationship needs and the customers’ perceptions
of relationship development actions are explored to increase the customers’
satisfaction with and evaluation of these relationships.
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1. INTRODUCTION

Appropriate relationship development action and investment clearly improve
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customer satisfaction. The literature in this area focuses on the levels of
satisfaction with, and the importance of, types of relationship development
activity which are essentially based on existing service practices (Crosby, Evans
and Cowles, 1990; Morgan and Hunt, 1994; Doney and Cannon, 1997; Gruen,
Summers and Acito, 2000; Wulf, Schroder and lacobucci, 2001). A customer’s
relationship needs are rarely highlighted. Berry (1995) noted that the features
of successful/ unsuccessful relationship marketing programs have not been
effectively identified. Methods of exploring, deepening, and maintaining
marketing relationships can be elucidated by identifying the variables that affect
the success of a relationship (Wulf et al., 2001). This study presents the concept
of relationship periods, associated with relationship needs and relationship
development actions, and suggests ways to change the gap between relationship
development actions and relationship needs. This paper argues that this gap is
governed by satisfaction with relationship and relationship values. This article
further considers the extent to which the period of the relationship moderates the
link between ‘the gap between relationship needs and relationship development
actions’ and relationship satisfaction. The authors recommend that service
personnel should perform various relationship development actions for various
customers in order to meet their various relationship needs to increase the
satisfaction with his or her relationship. Additionally, a fitting matrix that relates
various relationship needs (understanding, familiarity, and friendship) to
various relationship development actions on three relationship periods - the
beginning period, the enhancing period, and the maintaining period. Notably,
the concept of a customer-orientated relationship development action herein
differs greatly from the typical corporate-orientated relationship development
actions or activities upon which businesses have traditionally been based (Wulf et
al., 2001). Relationship development action based on relationship needs would
better satisfy the expectations of customers, enabling service personnel to meet
customer relationship needs and respond to relationship issues, increasing their
own understanding of the provision of service.
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2. THEORETICAL BACKGROUND AND
HYPOTHESES

2.1 RELATIONSHIP LEVEL

The framework of relationship period used here is based on that of Kalakota
and Robinson (1999), includes three relationship periods - beginning period,
enhancing period, and maintaining period - since relationships are viewed as
cyclical to guide services marketers in designing various strategies for marketing
service to consumers on different relationship periods. Notably, the fourth
relationship period - the dissolution period — is not considered because such
termination of a person relationship is irrelevant. Such termination typically
occurs when a friendship relationship between a customer and a member of the
service personnel moves to a loving or intimate relationship. Such a relationship
is very unstable and is beyond the scope of this article.

Beginning period includes the contacting of new customers. Service
personnel meet new customers by promoting a product/service as offering
increased convenience and innovation. On the beginning period of a relationship,
a service provider must attract the attention of the consumers so that they form
positive first impressions of the service provider (Perlman and Fehr, 1987). This
stage includes the initial consideration of the product or service, which determines
whether or not any future interaction will take place. The value proposition to the
customer is the offer of a superior product backed by excellent service (Bettman,
1979; Dwyer et al., 1987; Celsi and Olson, 1988). Next, enhancing level is
characterized by a shift from a simple acquaintance to a mode of deeper
interaction, in which they begin to consider responses to each other. During the
enhancing period, the customer will invariably begin to engage in adventurous
behavior, and during the early stage will frequently engage in some
self-disclosure to see whether a sympathetic or supportive response is received
(Duck, 1994). If the subsequent interactive responses are perceived as satisfactory,
then a repeat of similarly positive interactions in the future will be anticipated,
supporting the development of an increasingly close customer/service personnel
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relationship. The value proposition to the customer is an offer of greater
convenience at low cost.

Finally, profitable customers are sought to maintain for life in the
maintaining period. Maintenance involves the adaptability of a service. Customers
have come this far in a relationship with a company tend to maintain their
relationships even though many alternatives may be available to them; they are
often increasingly reluctant to consider alternatives because they have already
invested in the current relationship (Scanzoni, 1979).

2.2 RELATIONSHIP NEEDS

Each relationship period has its own distinctive developmental goal. As
a relationship mature, various relationship needs emerge and evolve. Notably,
various customers’ needs changes with each level of interpersonal interaction.
Celsi and Olson (1988) stated that customers on any given relationship period
have unique focus, and distinct psychological needs. Thus, if relationship
development actions meet the expectations of customers, their satisfaction
will be increased. This section categorizes relationship needs into
understanding, familiarity and friendship needs that correspond to various
interaction relationship periods.

At the beginning period, the interest of consumers must be attracted to give
them an initial impression of the service provider, which will determine whether
any future interaction will take place (Celsi and Olson, 1988). Customers who visit
a gourmet restaurant, for example, would not wish to have to find a table for
themselves, nor would they want to be given only a menu itself. When served
personally, customers feel that they are respected and understood, and the interpersonal
distance between the parties in such a relationship is greatly reduced when the service
personnel satisfy the consumers’ needs to be understood (Dwyer et al., 1987).

Based on the primary understanding gained on the beginning period, both
customers and service personnel have an opportunity to extend conversation to
other topics during the enhancing period -, for example, sharing details of their
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work, family and hobbies (Stern, 1997). Customers share their opinions and life
experiences with service personnel and enjoy adventurous (discourse about
themselves) when they feel that the service personnel are willing to listen to,
receive and praise them (Parr, 2000). Customers’ enjoyment of their
conversation with service personnel meet their needs for familiarity, promoting an
eagerness to enter an even more familiar and comfortable interpersonal
environment.

During the maintaining period, customers and service personnel extend
their friendship with references to a wider range of life experiences. When the
relationship has developed in such a way, customers can enjoy their consumption
experience in a truly friendly environment. They will feel comfortable in taking
about broader and deeper topics and trust that such issues will remain ‘secrets’
between them (Perlman and Fehr, 1987). Friendship is characterized by shared
trust and cooperation between parties, and friendship is the most important
relationship need to a service organizations. Then, the first hypothesis is
proposed:

H1 The profiles of the relationship needs at different relationship periods are
different.

2.3 RELATIONSHIP DEVELOPMENT ACTIONS

At the beginning period, a service provider should focus on understanding
-orientated relationship development actions, which are oriented towards
understanding (including personal communication and the introduction to the
service) to satisfy the customers’ needs to be understood. Personal communication
is defined as a consumer’s activity of the extent to which a service provider
interacts with his or her customers in a personal, warm and pleasant manner
(Metcalf, Frear and Krishnan, 1992). Service orientation is also described as a
consumer’s perception of the extent to which a service company keeps its
customers informed of the products or services available to them by presentation
and guidance (Anderson and Narus, 1990; Dwyer et al., 1987; Morgan and Hunt,
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1994). Communication between customers and service providers is well known to
increase the curiosity of the customer to the service company and the likelihood
of orientated behavior which will ultimately lead to the generation of an
understanding between the parties, thereby increasing the mutual predictability of
the behavior of the two parties (Doney and Cannon, 1997; Smith and Barclay,
1997). The former is characterized as face-to-face communication within a
context and the latter is characterized by a personal encounter with the
introduction to the product and service itself. Service companies must therefore
emphasize their style of service and the service positioning of the business to help
customers to discriminate between service providers. Service personnel must
actively respond to customers’ enquiries and engage in genuine and meaningful
personal communication, greatly facilitating the customers’ searches by leading
them to discover their similarities with a particular service provider. An effective
service provider can enjoy fast progress by clarifying the roles of the provider and
the customer in an ongoing process; encouraging feelings of trust, special status
and closeness, and by disclosing their own experiences of products and services
(Anderson and Narus, 1990). The perception of a higher degree of personal
communication (and service introduction) will lead to a greater perceived
willingness to increase a customer’s satisfaction with his relationship (Wulf et al.,
2001).

On the enhancing period, service providers must concentrate on relationship
development actions, which are familiarity-oriented (creative customization and
preemptive treatment) to cater to their customers needs for familiarity. First, the
degree of creative customization relates to a consumer’s perception of the extent to
which a service company will go to offer specially designed services, styles,
personal coupons, and other inducements (Peterson, 1995), or a combination of
services tailored to meet the needs of its loyal customers. A customer who receives
such treatment will already be familiar with the service personnel, and vice versa,
such that the service provider is aware of that customer’s particular preferences,
habits, interests, characteristics and sensitivities, revealed through an ongoing
service relationship. Second, given that the amount of time and effort that service
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personnel can invest in building service relationships is at a premium, preferential
treatment is used here as a consumer’s perception of the extent to which service
providers are prepared to go to treat them well, in particular, the extent to which they
serve their regular customers better than other customers. Such service relationships
can continue to develop if, as stated above, service providers show that they are
willing to make an effort to adhere to their customers’ time schedules; however, ways
always exist in which service providers can attempt to promote the development of
the relationship. Hairdressers or beauticians, for example, sometimes offer additional
opportunities to purchase particular products or they offer preferential access to
services that are not available to other customers (Gwinner, Gremler and Bitner,
1998). The perception of a higher level of preferential treatment provided by the
service personnel ultimately leads to a greater investment in the relationship (Wulf et
al., 2001).

On the maintaining period of the relationship, actions that will strengthen a
friendship-oriented relationship (value-sharing and problem-solving) must be
emphasized to satisfy a customer’s need for friendship. Value-sharing refers to the
extent to which partners in a relationship share common beliefs about types of
behavior, goals, and policies that are important (or less so), appropriate or
inappropriate, right or wrong. Dwyer et al. (1987) claimed that shared values
contribute to commitment and trust, and that customers and service personnel who
share an extended period of high-contact service express their opinions directly
because they have identified areas in which they share common values, thoughts,
or opinions. This is a characteristic of communication that depends heavily on the
willingness and capacity of service personnel to share beliefs and ideas that reveal
the innermost aspects of them, particularly those that are typically hidden.
Additionally, successful friendly relationships are those that leave space for the
honest expression of feelings, which expression occurs when customers feel that
doing so is safe and comfortable. Solving problem in the context of such
relationships, depends on skills such as listening, and really understanding the
problems in the customer’s daily life, taking initiative, identifying solutions and
improvising (Sirdeshmukh, Singh and Sabol, 2002). Problem solving is
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characterized cooperative, integrative, needs-focused behavior that is concerned
with exchanging information. Levesque and McDouglas (2000) asserted that the
problem-solving context involves unique exchanges within the context of
relationships between consumers and service personnel. Naturally, problem
solving can increase friendship by generating good feelings that flow from the
capacity to solve problems. Consequently, the following hypotheses are
proposed:

H2a The profiles of the three types of relationship development actions
differ.

H2b  On the beginning relationship period, service providers should
concentrate on the understanding-oriented relationship development
actions (interpersonal communication and introduction to service) to
meet customers’ need to be understood.

H2c On the enhancing relationship period, service providers should focus on
inclusion-oriented relationship  development actions (creative
customization and preemptive treatment) to meet customers’ need for
familiarity.

H2d On the maintaining relationship period, service providers should focus
on friendship-oriented relationship development actions (value
sharing and problem solving) to meet customers’ need for friendship.

24 Gap (BETWEEN RELATIONSHIP NEED AND
RELATIONSHIP ACTION) AND RELATIONSHIP SATISFACTION

Customers’ satisfaction with a relationship is considered to be the most
important outcome of buyer-seller relationships (Smith and Barclay, 1997).
Relationship satisfaction can promote commitment to an organization and
increase customers’ loyalty to the service company (Kelley and Davis, 1994;
Birgelen, Wetzeis and Ruyter, 1997). Relationship satisfaction is defined herein as
a consumer’s state due to an overall appraisal of his relationship with service
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personnel. Additionally, relationship satisfaction is deemed to be a cumulative
effect of a service relationship, unlike customer satisfaction with a specific
transaction (Anderson, Fornell and Lehmann, 1994). A greater gap between
relationship development actions and relationship needs corresponds to lower
relationship satisfaction. Customers have their own individual relationship
needs, and can be attracted by service providers who meet them. This fact
implies that a personal relationship can impact a customer’s overall attitude
toward a service company (Doney and Cannon, 1997), and this fact can be
extrapolated to imply that a service company that makes an effort to satisfy
the personal relationship needs of customers, will increase the commitment of
its customers. Hence, the hypotheses on the relationship between the gap and
satisfaction are proposed:

H3a The three types of the relationship gaps are negatively causal influenced
with relationship satisfaction.

H3b Relationship levels may moderate the negative effect of the gap
between relationship needs and relationship development actions on
relationship satisfaction.

2.5 RELATIONSHIP SATISFACTION, TRUST, AND COMMITMENT TO
RELATIONSHIP

According to earlier research, relationship satisfaction is a positive affective
state that result from appraising all aspects of a service relationship in relation to
experienced or observed alternatives (Anderson and Narus, 1984; 1990).
Consumer trust is indicated by an intention to exhibit a diverse range of behaviors
that signal a motivation to maintain a relationship with a service provider
(Zeithaml, Berry and Parasuraman, 1996). Morgan and Hunt (1994) defined
relationship commitment as a consumer’s enduring desire to continue a
relationship with a seller and to make an effort to maintain it. Commitment is
usually accepted as an outcome of good relationships (Dwyer et al., 1987).
Additionally, Morgan and Hunt (1994) verified the relationship among
relationship satisfaction, trust and the cooperation intentions of retailers.
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Garbarino and Johnson (1999) also showed the close association among
relationship satisfaction, commitment to relationship, and loyalty, and the
clear effect of relationship satisfaction on the loyalty of customers.
Relationship satisfaction encourages trust and commitment to the relationship,
and increases customers’ intentions to repurchase from the service company
(Kelley and Davis, 1994; Birgelen et al., 1997). If such customers enjoy greater
satisfaction, then they can be reasonably assumed subsequently to
demonstrate stronger commitment and loyalty. Hence, the following hypothesis
is proposed:

H4a Increasing relationship satisfaction increases commitment to
relationship.

H4b Increasing relationship satisfaction increases trust.

2.6 RELATIONSHIP VALUE AND INTENTION TO REPURCHASE

Relationship value is defined as the benefits perceived by the customers
minus the perceived cost of maintaining a current relationship with service
personnel (Zeithaml, 1988). Relational benefits include intrinsic and extrinsic
utility provided by the current relationship (Gwinner et al. 1998), and the
associated costs include monetary and no monetary sacrifices that are required to
maintain the relationship (Houston and Gassenheimer, 1987). Intention to
repurchase is defined as a composite measure of a consumer’s disposition to
repurchase (including frequency and amount spent) from a service company
rather than other service companies. Practically, satisfaction generates value by
providing the benefits of familiarity, comfort, and friendship, developed by
suitable relationship development actions performed to meet the relationship
needs. Satisfaction also reduces the uncertainty of the exchange (relationship
costs) and helps the customer to establish reliable and consistent expectations
(trust) of the service providers as part of ongoing relationship (Sirdeshmukh et al.,
2002). In an empirical study, Sirdeshmukh et al. (2002) elucidated the mediating
role of value in a trust-loyalty relationship. For example, Bolton and Drew (1991)
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found that perceived service quality positively affected the service value in the
telephone service industry. Kerin, Jain and Howard (1992) considered this similar
service quality-value relationship for retail stores. Little research has addressed
whether customers’ trust and relationship commitment affects value. Hence, the
following hypothesis is proposed:

H5a Trust positively influences relationship value.

H5b Commitment to relationship positively influences relationship value.
H5c Relationship value positively influences intention to repurchase.

3. MEASUREMENTS AND SURVEY

Figure 1 shows the framework of this study. A focus group was firstly
organized, whose participants were asked open-ended questions about their own
behavior with respect to a service. Then, direct questions were asked to obtain
information on relationship needs and relationship development actions. Based on
the study of Stern (1997), addressed individual relationship needs on three
relationship periods, constructing twelve items to measure these relationship
needs, and twelve-item questions were developed to quantify these relationship
needs. Then, we propose three kinds of action in the form of relationship
development actions, based on customers’ relationship needs; these are:
understanding-oriented development actions, familiarity-oriented
development actions, and friendship-oriented development actions. Wulf et al.
(2001) and Sirdeshmukh et al. (2002), adjusted and revised the itemized
issues and some detailed assessment indices, with the aim of associating
these with relationship needs while taking into account the state of
relationship development in high-contact services in Taipei. 18 items were
developed to measure perceived relationship development actions.

The gap between relationship development actions and relationship needs was
then measured as ‘the discrepancy between the relationship needs of customers
and their of awareness of the relationship development actions currently
performed by the service personnel. Such gaps were used to determine whether
the relationship needs of the customer were being met by the service personnel’s
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relationship development actions. Such gaps were obtained by subtracting the
average value of the quantity of the relationship development actions from the
average value of the relationship needs. Welch and Rubin (2002) asserted that a
customer’s relationship period could be self-reported. The self-reported
relationship period can be crosschecked with the duration of service and the
frequency of usage of the service. Burgoon and Hale (1987) regarded a
measurement based upon the service period to be highly accurate, this measure
could be argued to be unquestionably more reliable and objective than other
relationship period/stage measurements. In this work, therefore, relationship
period is also evaluated using four-item questions, covering service period,
service frequency and self-reported relationship period. The sample of this study
was broken into three types of period groups modified from Kalakota and
Robinson’s (1999) relationship peri i

Relationship Level
-- beginning
--enhancing

-- maintaining

Trust
(TRU) | A
Needs Relai- | |
D1: understanding Relationship S/ZTSQ Inten-
D2: familiarity Satisfaction _(VAL) tion
D3: friendship (SAT) (REP)
__intimacy RE|ati0nShiQ
Commitment |-Y|
(CoOM)

Relationship Development
Actions
-1- Understanding-oriented
S11: personal communication
S12: service introduction
-2- Familiarity-oriented
S21: creative customization
S22: preemptive treatment,
-3- Friendship-oriented
S31: value-sharing

FIGURE 1 FRAMEWORK OF STUDY
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Relationship satisfaction was measured using three items taken from
Croshy et al. (1990) to represent both the emotional and physical components
of relationship satisfaction. Trust was also measured using three items taken
from Doney and Cannon (1997), and Garbarino and Johnson (1999) to
represent both the internal and the external components of trust. Moreover,
relationship commitment was measured using four items, which is proposed
by Garbarino and Johnson (1999) to quantify both the computational and the
emotional components of relationship commitment. Relationship value was
again measured using four items developed by Sirdeshmukh et al. (2002) to
measure both the monetary and the no monetary components of relationship
value. Intention to repurchase measured using the four-item questions
proposed by Morgan and Hunt (1994), and Doney and Cannon (1997) to
elucidate various aspects of loyalty. Participants also complete a five-point
Likert-type response scale in it.

The sample in this study was taken from customers of the
high-encounter service industry in Taipei city. They included customers of
beauty salons, insurance companies, commercial banks, hospitals and clinics,
restaurants, hotels, computer repairing companies, and other institutions.
Thirty-two subjects were pretested based on the industries. Intercepting
customers at eight malls collected empirical data. Students from an urban
university, Ming-chuan University, intercepted every third shopper in eight
malls in Taipei. Samples were performed at shopping malls and subjects with
various ages and, level of education, and of both genders, were involved. The
students asked screener questions to select potential respondents by enquiring
whether the subject had used service in a specific service category in the
preceding week. Accordingly, the data collection yielded 982 completed
questionnaires from those who agreed to participate and finished the
interviews. Of these, 957 were usable and constituted the samples considered
herein. In all, 957 usable questionnaires were obtained across the five
categories. These included 307 for beauty salons, 238 for financial services,
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156 for retailers, 138 for restaurants and hotels, and 118 for professional
services.

4. EMPIRICAL RESULTS
4.1 DESCRIPTIVE STATISTICS AND ANOVA ANALYSIS

As to the sample characteristics. Most respondents had a college degree
or higher. In the entire sample, 43% of respondents were men and 57% were
women. In all, no significant difference existed between the gap (relationship
needs minus relationship development activities) of men and that of women
(P = 0.215). Results also did not differ significantly with age, level of
education, or annual household income. Also, samples for the five service
industry categories did not significantly differ in terms of the sex, age, level
of education, and annual household income.

The empirical results of this study included the means of the quantity of
the three types of relationship needs - need for understanding, need for
familiarity, and need for friendship - for customers at different periods of
their relationship development. The overall mean of the quantity of
relationship needs was 2.90; the value at the maintaining period (3.18) was
larger than that of at the beginning period (2.90), and the enhancing period
(2.64). Additionally, the results of the one-way ANOVA analysis of the
repeated measurements indicated that a statistically significant relationship
existed between relationship needs and relationship periods (F = 3.55, P =
0.014); that is, at different relationship periods, customers displayed different
relationship needs, supporting hypothesis 1.

The mean values indicated that for customers at the maintaining period,
friendship needs were more important than for those they at the beginning
and enhancing relationship periods (2.82 2.90 3.13). Secondly, at
different relationship periods, customers offered significantly different
evaluations of the importance of their friendship needs (F = 27.79, P = 0.001).
Additionally, for customers at the enhancing relationship period, familiarity
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needs were more important than they for those at the beginning or
maintaining relationship period (2.36 3.03  3.25). The means also
indicated that for those customers at the beginning relationship period,
understanding needs was more important than for those at the enhancing or
maintaining relationship periods (2.48 2.74 3.45). Thirdly, at different
relationship periods, customers offered significantly different perspectives of
the significance of their friendship needs. Therefore, for those members of
this group at the enhancing relationship period, friendship needs were much
more important than they were for those at the beginning period (2.82 3.13),
and were slightly more important than they had for those at the enhancing
period (2.82 2.90).

Following the test to determine the simple effects of relationship need
on relationship period, a further test of the simple main effects on the three
kinds of relationship needs was conducted. The respective F-values between
the value of relationship need and the viewpoint of those customers at the
beginning, enhancing and maintaining relationship periods on the
significance of the three kinds of relationship needs, which were 31.52, 18.74,
27.79, all reached the significance level (P-value = 0.001). This result
indicates that those members of this group at the beginning, enhancing and
maintaining relationship periods had markedly significantly different
perspectives of the significance of at least two kinds of relationship needs.
Thus, hypothesis 2a, 2b, 2c, 2d are supported.

Of the three kinds of relationship needs, the customers evaluated the
significance of their need to be understood most highly (F = 31.52, P = 0.001),
followed by friendship needs (F = 27.79), and familiarity needs (F = 18.74),
probably because the former are associated with a principal demand in the process
of served customers. In making efforts at their present relationship period, to
satisfy their relationship needs, customers necessarily need strong familiarity and
friendship. Once the customers have met their relationship goals during the
present stage, they can assess their chances of developing their future relationship,
achieving a breakthrough - namely, experiencing more familiarity and friendship.
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4.2 OVERALL MODEL EVALUATION

Construct validity is demonstrated by considering evidence that each
construct includes items that loading of at least 0.65 of their respective
hypothesized components (relationship needs, relationship development
actions, etc.) in a confirmatory factor analysis. The loadings of hypothesized
factors were significant and high (nearly all factor loadings exceeded 0.65).
Additionally, the overall goodness of fit supported unidimensionality
(Steenkamp and van Trijp, 1991). The measurement model produced the
following fit statistics: comparative fit index (CFI) = 0.97, normed fit index
(NFI) = 0.97, nonnormed fit index (NNFI) = 0.97, goodness-of-fit index (GFI)
= 0.91, adjusted goodness-of-fit index (AGFI) = 0.89 (exceeding 0.90;
Steenkamp and van Trijp, 1991), root mean square error of approximation
(RMSEA) = 0.06, and, standardized root mean residual (SRMR) = 0.05. The
values for CFI, NNFI, RMSEA, and SRMR were acceptably close to the
thresholds provided by Hu and Bentler (1999) - 0.95 for CFI, NFI and NNFI,
0.06 for RMSEA, and 0.08 for SRMR (Marsh, Balla and Hau, 1996)(see Table
1). Given that these overall goodness-of-fit indices were accurate and given
the high consistency across the sample, the model was in no way re-specified.
The measurement and structural models were then evaluated.

4.3 EVALUATING MEASUREMENT MODEL

The quality of the measurements was
assessed using a reliability analysis. The reliability of all items of a construct
was jointly assessed by determining the composite reliability (Fornell and
Larcker, 1981). A construct has good reliability, if its composite reliability
exceeds 0.70 (Bagozzi and Yi, 1998). The internal consistency reliability
(Cronbach’s alpha coefficient) of the measure of the three kinds of relationship
needs was 0.854, 0.836, and 0.899, respectively; the six measured relationship
development activities were 0.825 and 0.767 (understanding-oriented), 0.818 and
0.900 (familiarity-oriented), and 0.923 and 0.828 (friendship-oriented). Moreover,
a summed averaged of the quantity of the four or three items of the survey
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was calculate to determine the relationship satisfaction, trust, commitment to
relationship, relationship value, and intention to repurchase, Cronbach’s
alpha coefficients were estimated as 0.921, 0.839, 0.874, 0.892 and 0.865,
respectively. All values suggested good reliabilities.

TABLE 1

CONVERGENT VALIDITY AND CONSTRUCT VALIDITY:
CONFIRMATORY FACTOR ANALYSES OF RELATIONSHIP NEEDS
AND RELATIONSHIP DEVELOPMENT ACTIONS

Construct item Loading t-value R’
Relationship needs
Understanding 0.64 17.46** 0.59
Familiarity 0.88 11.68** 0.50
Friendship 0.63 14.07** 0.72
Relationship development actions
Personal communication 0.67 20.48** 0.44
Service introduction 0.74 20.06** 0.57
Creative customization 0.85 21.72%* 0.70
Preemptive treatment 0.94 21.34** 0.67
Value-sharing 0.84 20.28** 0.58
Problem solving 0.85 19.71** 0.54
Goodness-of-fit statistics
CFI 0.97 -
NFI and NNFI 0.97 0.97
GFI and AGFI 0.91 0.89
RMSEA and SRMR 0.06 0.05
Chi-square (P-value) 909.71 0.00

Notes: The goodness-of-fit statistics are estimated using the measurement model of
relationship needs and relationship development actions. In one-tailed tests, for t-values of over
1.65 (*), p < 0.05; for t-values of over 2.33, p < 0.01 (**). Bagozzi and Yi (1988) asserted that
various criteria should be applied to judge the goodness-of-fit of the structural model. Applying
only one criterion (say, that GFI and/or AGFI should exceed 0.9) may be too conservative, since
the number of the measurement items clearly affects the magnitude of GFI and AGFI. Similarly,
the value of chi-square is sensitive to the number of sample size. A sample that is too large will
yield a non-significant P-value because chi-square is estimated from the coefficient of variance /
number of degrees of freedom (Bollen and Long, 1993).

The assessment of convergent validity was examined by performing a
confirmatory factor analysis (CFA). All loadings in Table 1 were significant
(p < 0.05) and nearly all R? values exceeded 0.50 (Hildebrandt, 1987). The
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convergent validity was then supported. With reference to the discriminant
validity, whether correlations among latent constructs were significantly less
than one was checked first. A series of nested confirmatory models were
compared, such that the correlation coefficients between similar
attributes/constructs exceeded those between different attributes/constructs.
The coefficient of correlation among the relationship needs and relationship
development actions ranged from 0.44 to 0.72, and constraining this
correlation to unity invariably significantly changed the goodness-of-fit
statistic. Whether all the inter-construct correlations (phi-values) were
significantly below unity (Anderson and Gerbing, 1988) was further tested.
The test yielded positive results in each case and the case for discriminant
validity was concluded to be sufficiently strong.

4.4 EVALUATING STRUCTURAL MODEL

Table 2 shows that for each sample, all significant relationships between
latent constructs were in the hypothesized direction, providing initial evidence of
the proposed conceptual model, and supporting the mono-logical validity of the
constructs. The gap between relationship needs and relationship development
actions was the dominant antecedent of relationship satisfaction (H3a: 31 = 0.48).
Trust and relationship commitment, the commonly accepted consequences, both
significantly affected relationship satisfaction. The former had a larger effect (H4a:
B, = 0.71), that the latter a smaller effect (H4b: B3 = 0.22). Trust was found to
affect relationship commitment (H4c: B4 = 0.78) positively. Thus, trust and
relationship commitment slightly but significantly affected relationship value
(H5a: Bs = 0.21, H5b: Bg = 0.58). Also, as expected, relationship value was
positively related to the customer’s intention to repurchase (H5c: B7 = 0.63).

The moderating effects of splitting the samples into sub-samples according to the
corresponding relationship period, to maintain within-group homogeneity and
between-group heterogeneity, were also examined (Stone and Hollenbeck, 1989).
Table 2 also presents three separate structural model estimates of the number of
degrees of freedom, the chi-square value, and the change in chi-square value. The
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chi-square of the equal model (base model) was significantly higher than that of a
model in which one casual linkage was eliminated, implying that the moderator
variable significantly affect that linkage. The differences between the chi-square
values of the models show whether relationship period acted as a moderating
variable between relationship satisfaction and gap, and the hypothesis H3b was
valid.

TABLE 2

EMPIRICAL RESULTS FOR STRUCTURAL MODELS

Hypothesized path Estimate coefficient T value P-value
H3a: Gaps = Relationship satisfaction 1 =0.48 11.24  0.043**
H4a: Relationship satisfaction > B.=0.71 10.73 0.065*
Trust
H4b: Relationship satisfaction > B3=0.22 3.52 0.061*
Relationship commitment
H4c: Trust > B4=0.78 25.02  0.031**
Relationship commitment
Hb5a: Trust - Relationship value Bs=0.21 7.62 0.027**
H5b: Relationship commitment - Bs = 0.58 16.02  0.032**
Relationship value
H5c: Relationship value = Br=0.63 17.15  0.037**
Repurchase intention
H3b: Moderating effects on Degree of freedom %2 Ay2
relationship period
Equal model (base model) 200 984.82
Sub-sample model (beginning level) 199 805.79 179.03**
Sub-sample model (enhancing level) 199 919.87 64.95**
Sub-sample model (maintaining level) 199 964.08 20.74**
Goodness-of-fit statistics
Chi-square (degree of freedom; P-value) 984.82 200 0.000
GFl and AGFI 0.92 0.89
NFI and NNFI 0.98 0.98
CFl 0.99 -
RMSEA and SRMR 0.059 0.038

1. In one-tailed tests, for t-values of over 1.65 (*), p < 0.05; for t-values of over 2.33, p < 0.01
(**)_

2. Bagozzi and Yi (1988) argued that various criteria should be applied to judge the
goodness-of-fit of the structural model.  Applying only one criterion (say, that GFI and/or AGFI
must exceed 0.9) may be too conservative to judge the model, since the number of measurement
items clearly influences the magnitude of GFI and AGFI.  Similarly, chi-square is sensitive to the
number of samples. A sample size that is too large will yield a non-significant P-value because
chi-square is estimated from coefficient of variance / number of degrees of freedom (Bollen and
Long, 1993).
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5. CONCLUSIONS REMARKS

This study proposed a casual relationship framework of the relationship
needs, relationship development actions, relationship satisfaction, trust,
relationship commitment, relationship value and intention to repurchase of
high-encounter services. Various relationship periods of consumer-service
personnel relationships were considered. The gap between relationship
development actions and relationship needs was investigated, and was that
relationship satisfaction. One of the contributions of this research is its
emphasis of the factors affect a customer’s relationship satisfaction levels
from the perspective of the gap between relationship needs and relationship
development actions. With high encounter services towards promoting its
competitiveness and emerging increasingly involved in high encounter. A
study of the current gaps between expected relationship needs and perceived
relationship development actions of customers, increased the relationship
satisfaction of customers.

Estimates suggest that at different levels of their relationship, customers have
distinct relationship needs. An effort should be made to address the current gaps
between expected relationship needs and perceived relationship development
actions of customers, to increase the relationship satisfaction and relationship
value of customers. For customers of high-encounter services, three kinds of
relationship needs are proposed — need to be understood at the beginning period,
need for familiarity at the enhancing period, and need for friendship at the
maintaining period. Additionally, empirical results indicate that the three kinds of
gaps between relationship needs and relationship development actions are
important antecedents of relationship satisfaction. Also, this study stated that a
wider gap between relationship needs and relationship development actions yields
a correspondingly lower relationship satisfaction level amongst customers. The
interaction between relationship periods and the *gap between relationship needs
and relationship development actions’ is found to impact relationship satisfaction.
The effect on relationship satisfaction of the gap between relationship needs and
relationship development actions varies with the relationship period of the
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customers. As the gap widens, those at the enhancing period exhibit the least
relationship satisfaction, whilst those at the maintaining period exhibit greater
relationship satisfaction than those on all other relationship periods.
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