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Grzegorz LEW?

CUSTOMER RELATIONS IN BUILDING VALUE FOR
THE CUSTOMER IN COMMERCIAL ENTERPRISES

The customer plays a key role in every company.iHthe main revenue provider. The
profitability of the business activity of a partiatcompany depends on appropriate customer
relations. The task of management accounting ionapany is to work out such a method of
estimating the profitability of customers that itpports management decisions in shaping
profitable, long-term relations with customers. ©ustér perceived value is a tool to help
determine customer requirements. The aim of thepapto present a concept of customer
perceived value in commercial companies. A critiealiew of literature and a method of
deduction and induction were used to develop tkielar The article contains proposals of
using various variables to determine the custoraergived value.

Keywords: client, customer perceived value, relationships.

1. INTRODUCTION

Customers are the main source of revenue for es@npany. According to thieolish
Language Dictionarya client is "a person who buys something in gshees the services
of a bank, a lawyer, etc. or arranges a case insitution'?. Other customer definitions
can be found in marketing related items. Accordmthem, the customer is “an individual
or an institution acting as a seller's partnehimsale and purchase of goods or services”
Everyone can be a custorhdlowever, customers are different. There are ntaisjomer
classifications. The variables differentiating beém the customers will have the impact on
the costs of acquiring and servicing these custemer

Customers are elements of the company environmigmbut which the creation of the
company's value is not possible. For this reasompanies must provide them with goods
and services that meet their expectations. Traclimgpanies, in order to attract and retain
customers, are 'doomed' to the need to colleatgsoand make a proper use of information
on all forms of relations between them and thestamers.
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An ability to maintain long-term, profitable custer relationships is crucial for trading
companies. Staying in long-term contact with owstomers means continuously satisfying
their changing needs over time. The need is defisegh objective property of an organism
or a subjective feeling of absefc@he need is defined differently by J. O'Shaughyes
who defines it as a propensity to use or po§sess

Customer relations are the relationships betweteamding company and its customers
Authors of accounting studies view customer retedim a transactional context, i.e. as the
sum of all sales transactions whose financial éfferevenu& However, this perception of
customer relations is too narrow and significadiltorts the ability to manage them.

In today's business management, more and morgiattés paid to the importance of
long-term, effective customer relationships. H. tdirerg believes that establishing and
maintaining external contacts and creating suppooLps outside the company are
activities to which managers must devote a lotimgt In theory and practice, the trend
described as customer relationship management (ORig)developéfl Customer rela-
tionship management is “the basis of a businedeswphy focused on analyzing, planning
and controlling customer relationships using thiedfinformation and communication
technologies™. Sales departments do not focus on maximizing phefitability of
individual transactions. The key problem is consdeto be customer profitability, i.e.
profitability in the long run, and creating valu® the customer.

2. VALUE FOR THE CUSTOMER

In creating value for the client, an enterprisedseto take appropriate actions which
will contribute to increasing value for the cliemt satisfying the needs of the enterprise
The concept of creating value for the customer stérom the theory of demand in
economy; goods (products) are perceived by customera set of features, i.e. quality,
functionality, physicochemical form, price and atewvhich can be freely shaped to meet
their expectations. Customers may to different eegiprefer these characteristics, which
allows companies differentiating their sales peficfor different customers or groups of
customer¥. As a result, companies can take various meagareseate a value for the
customers of a product so that it is recognizedhleyn. These activities, although carried
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out in order to optimize revenues from sales, willcourse, generate specific costs. These
costs will largely depend on the type of activitiesed to achieve the objectives.

In order to identify the activities that contributmost to gaining and maintaining
a competitive advantage, it is necessary to analgeen. In analyzing the activities,
a distinction should be made between those whiehteradded value for customers and
those which do not. The company's operations anegpity carried out for three reasdfis

» are necessary to meet the needs and expectationstofners,

« are needed to maintain the company as a whole,

» they confer an advantage on a company.

By offering good¥® to the customer, the company creates a commesmigice through
its activities in the internal value chain. Sinog®ry activity in the company should be
subordinated to the creation of the value of thmmany, the companies must be able
to identify those activities which create this valAs customers are the main source of
value creation for the company, these activitiesukhbe seen in the context of activities
that create or do not create customer perceivate@PV). These links are illustrated in
Figure 1.

COMPANY CUSTOMER value for CUSTOMER
ACTIONS Value EXPECTATIONS customer SATISFACTION
I NEXT PURCHASE

Figure 1. Links between business activities andocoer value
Source: authors’ own research.

An action which creates value is one which inaeeabe value of a commercial service
to the customer or which is necessary for the diperaf the commercial company. The
value for the customers is perceived by them & afglesirable characteristics that should
characterize a commercial service. The basic coemtasf this service is the product which
these customers are interested in. The basic &satir a commercial service that can
potentially create the value for a customer include

 quality of the offer and/or good,

« availability,

« reliability,

e price.

These features can be amplified or muted in varamnfigurations to meet the needs of
individual customers. The goods and accompanyingices offered by commercial
companies should constitute an offer which maxisitiee value for money for the
customer, while maintaining an acceptable levelast for those services.

14 E.J. Blocher, D.E. Stout, G. CokirSpst Management. A Strategic EmphaSis Edition, New
York 2010, p. 139.

15 Goods are purchased, by a trading unit, from lengpwith a view to resale — M. Klimas,
Podreczna encyklopedia rachunkoyeq Warszawa 2000, p. 639.
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When identifying the activities that create vafoe the customer, it is a problem to
estimate the value that customers assign to thenewaial servict. Value for the customer
can be defined as the willingness of the buyer ag the amount for the goods and
accompanying services offered by the company. Elselr of this valuation is that the
relationship between the company and the custosneiidteral and that the value for the
customer is the difference between the benefitsived and the price paid by the customer.

Activities that create value for the customer atieerefore, the activities that
significantly influence the way the customer peresi a commercial service, and in
particular concern its quality and usefulness. Bleévities that can be considered as
increasing value for the customer include thosétha

e are necessary or desirable to satisfy a sensestdroer satisfaction,

< improve the quality of the commercial service,

« if they are performed, the customer is willing &ydor them,

e are an essential part of the commercial servicega® and cannot therefore be

eliminated,

 are carried out in order to solve or remove proBleetated to the quality assurance

of commercial services,

» are made on special order of the customer,

« could be done to a greater extent if time allowed.

Activities that do not create value for the custorare activities that consume time
ineffectively, unnecessarily increase resource womdion, do not increase customer
satisfaction, and do not add value to goods or ceroia services from a customer's
perspective. Therefore, activities that do not erealue include those tHét

< can be eliminated without affecting the qualitytloé commercial service,

e cause damage and loss,

« are performed as a result of inefficiencies in pHwivities,

« are duplicated at different locations of the compan

« are performed due to the unsatisfactory qualitgtbér activities,

 are performed as a result of requests from digeatisustomers,

« they would be implemented to a lesser extent, lif possible.

Each manager should treat the creation of valu¢ht® client as a tool to achieve the
main goal of conducting business activity, whiclioisnaximize the financial result in the
short term and to maximize the value of the compartiie long term.

Activities that create value for customers shdagdconsidered not only in terms of the
costs they generate but also, and above all, mstef the revenues they generate. Thanks
to this reasoning, it should be assumed that thi@qeance of activities that create value
for the customer contributes to the growth of tharicial result generated from sales. Value
creation activities should be assumed to increastomer satisfaction. In such a case,
activities that do not contribute to the increas¢he financial result, for example in the
case of generating costs without increasing revemsleould be considered as not creating
value.

16 In this case, defined as: the specific good hecatcompanying pre- and after-sales activities.
17 E.J. Blocher, D.E. Stout, G. Cokif®pst Management.p, 139-141.
18 |hidem p. 139-141.
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Customer relations in accounting are presentedapily as transactional relationships.
Currently, the view of customer relations goesfyond transactional treatment. Customer
relations are seen as the whole of the relationsbtpveen a company and its customers.
L. Berry described this in the 1980s as “creatimgintaining and enriching customer
relationships®. According to T. Sztucki, the concept of customeations is a concept of
management and market activities, according to lwhlee market effectiveness of
companies depends on establishing partnershipiamdatvith market participants. This
concept assumes building loyalty relations withteoeers and strategic alliances with
business partnets

From an accounting perspective, it is importardt tthe modern view of customer
relations presupposes its versatility. Relationskifih individual customers are not limited
to individual transactions, but are limited to aolkhseries of transactions over the entire
life cycle of the customer within the company. @usér relations develop not only as
a result of activities undertaken in various fuotl areas of the business, but also as
a result of activities undertaken by the custontieesnselves. Apart from customers, these
activities are also influenced by the rest of tbenpany's environment, e.g. competitors,
potential customers, local communities, media, lleggulations, environment protection
aspects.

The complexity of customer relations, despiterthiersatility, can be captured in three
perspectives of management analyses. These include:

 the customer perceived value (CPV) concept,

« the customer lifetime value (CLV) concept,

« the concept of co-creation by the company and thetoener acting in a specific

environment.

The first concept focuses on the identificatiod aaluation of the value that a trading
company can offer a customer, so that from hisgeative, the purchase in the company
will bring the greatest possible benefits to thetemer. The second perspective emphasizes
an ability to determine the value of the customar the company in the long term,
throughout the entire life cycle of the customéreThird concept, in turn, uses the so-called
stakeholder theory defined by R. E. Freefhan1984, which served to explain the changes
taking place in the systems of enterprise manageriiéis theory also contributed to the
development of the concept of customer relatiot® place of customer relations in the
stakeholder theory is shown in Figure 2.

According to this theory, although customer relasi are of key importance for
a company's business, it must also take into at¢amher stakeholders in its operations.

Companies should change their perception of tieéationship with their environment.
The burden of customer contact must be placed dfdibg sustainable customer
relationship®. Of course, the basic measure of these relatidiisbes the economic
measure. The basic differences between the transat@pproach and building lasting
relations with customers are presented in Table 1.

19 J. Otto Marketing relacji. Koncepcja i stosowanM/arszawa 2004, p. 41.

20 T, Sztucki,Encyklopedia marketingWarszawa 1998, p. 171.

2! R.E. Freemarftrategic Management. A Stakeholder Appro&dston 1984.

22 E.K. Geffroy,Clienting. Jedyne, co przeszkadza to kligvdirszawa 1996, p. 115.
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Table 1. Comparison of transactional and permangtbmer relationships

Transactional relationships

Permanent relationships

Focus on a single sale

Focus on customer retention

Most important — characteristics of the prod
(good)

Wbst important — customer benefits from
purchase

the

Short-term perspective for action

Long-term persipedor action

Customer service not very important

Customer seiligigery important

Incidental contact with a customer

Continuous cdnkaith the customer

Limited customer loyalty

High customer loyalty

Source: own based on: A. PayiMarketing ustugWarszawa 1996, p. 53.

It should be noted that building lasting relatioips with customers has an impact on:
< implementation of the customer-oriented strategthefcompany,
« optimization of the internal as well as the extéxzdue chain,

» creating new value for customers,

e giving a central role to individual customers natlyin buying and selling
transactions but also in determining the type oflfiethat the customer expects from
the relationship with the trading company, so tfeue is created together with the

customer and not for the customer,

« the need to design and adapt activities, communoitabols, employee training,
implementation of innovative technologies so tlnytcreate benefits expected by

the customer,

« the need for continuous communication with custaneften online,
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« achange in the procedure for assessing customfitiapility on the basis of the total
value of contacts made throughout the customée'syicle, rather than on the basis
of individual transactions.

All the activities of the trading company, incladiits customer relations, are the result

of compromise decisions that address the basi@additional objectives of the company.

The economic benefits received from customers @orinuing relationship are not
limited to transactional benefits but also relaténtangible asset$ because the sum of the
customer relationships includes both the benefiitsthe costs to the trading enterprise and
the customers.

J.L. Heskett, W.E. Sasser Jr., L.A. Schlesingethéir research and experience, found
that maintaining long-term customer relationshipsntdbutes to the continuous
improvement of the profitability of these custoniérs

The increase in the profitability of customers ngowith the duration of these
relationships is primarily related to the econoniéscale that arise when the customer
determines, after an initial period of cooperatitwat the choice of supplier is accurate. In
such a situation, he usually obtains all his puselsaof a given product or assortment from
them. In order to increase the profitability obgular customer, it will be possible to reduce
the costs of its service by personalizing actionk @n the actual expectations of the
customer. This makes it possible to resign frorviets that this customer does not need.
A satisfied customer in whispered marketing pasisissinformation on to other potential
customers of the company, which also contributitspagh difficult to quantify fully, to
improving its profitability. The company may alsseuits image to attract new customers,
particularly if it can offer its customers a prigeemium based on a comparison of its brand
with the best on the market.

Of course, one must be aware that the implementati profitable customer relations
does not depend only on the duration of custonlatioas, but first of all on the type of
customers with whom they are created. P. Kotldestthat it is an art to gain, maintain and
develop relationships with profitable custont&r§herefore, it is important that companies
focus their activities on profitable customers, endke efforts to transform unprofitable
customers into profitable ones and try to get fidrgorofitable customers, with whom it is
no longer profitable to invest.

3. THE CUSTOMER VALUE CREATION MODEL

The key role in the projection of the approprieaéue for the customer is the customer's
satisfaction with the relationship with the givempplier. Satisfaction is after-purchase
evaluation of the quality of goods or services, chhis shaped on the basis of before-
purchase customer expectati#hsCustomer satisfaction will be a key determinaft o
establishing lasting relationships with the custoar& shaping the value for the customer.
Customer satisfaction is not constant throughautehationship. Customer perceptions will

23 These include, for example, recommendations,iggiexperience, learning from each other, i.e.
benchmarking in a broad sense.

24 J.L. Heskett, W.E. Sasser Jr., L.A. Schlesintiee, Servic®rofit Chain: How Leading Companies
Link Profit and Growth to Loyalty, Satisfaction, and \@liNew York 1997, p. 64.

25 P. Kotler, K.L. KellerMarketing Pozna 2012, p. 166.

26 |hidem p. 140.
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change by comparing expectations based on pregikperience or individual requirements
with the actual situation when purchasing fromshpplier (Figure 3). The individuality of
customer satisfaction perception is an importast daver in the process of creating value
for the customer.
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Figure 3. General model for creating value for stemer in a trading firm

Source: own based on: A.K. R&ustomer Relationship Management. Concepts and Chisss,
Delhi 2013, p. 58.

Different customer perceptions of satisfaction edldifficult to predict which actions
will prove successful in a particular cdseThe level of satisfaction depends on the
objective characteristics of the trading offer andthe customer's past experience and
requirements. These factors influence the perceptigoods and services by the customer,
shape the level of his satisfaction and, consetyyeht value for the customer.

4. CONCLUSION

Profitable customer relationships are key to thilitg of companies to continue and
grow their businesses. Keeping a profitable custasne key factor for the success of these
companies. Caring for long-term, profitable custom&ationships is critical. This is
particularly important where the cost of acquirengiew customer is high, and resigning

21 ], Lisowski, Wskanik satysfakcji klienta,Ekonomika i Organizacja Przegbiorstwa” 1999,
nr5, 25.
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from cooperation with the supplier, for the custontmes not mean incurring additional
costs.

It should be remembered that all activities airaethaintaining or improving customer
relations entail certain costs. However, the famfusompanies on customer value activities
increases the profitability of customer relatiopshiTherefore, an increase in such costs is
desirable, provided that the necessary conditiomes, i.e. a more dynamic increase in
revenues from customer relations.

The next stages of the research should be to comdsearch aimed at improving the
estimation of costs of customer relatihd he revenues that trading companies generate
from their customer relations are relatively easiglentify. The ability to identify and value
customer relationship costs is different.

Of course, various tools may be helpful in buitdprofitable relations with customers,
such as creating shopping grotfpsising modern cost accoufftdn any case, however, it
will be the customer who decides whether or ngiuie@hase from the supplier, and this will
determine the value to the customer that he ondhperceive when using the commercial
service of that supplier.
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RELACJE Z KLIENTAMI W BUDOWANIU WARTO  SCI DLA KLIENTA
W PRZEDSIEBIORSTWACH HANDLOWYCH

W kazdym przedsibiorstwie klient odgrywa kluczogvrole. Jest on gtéwnym ,dostar-
czycielem” przychoddw. Od odpowiednich relacji 2kkami uzalgniona jest rentowriei
prowadzonej dziatalrigi gospodarczej przez konkretne przebigirstwo. Zadaniem rachun-
kowasci zaradczej w przedsbiorstwie jest wypracowanie takiej metody szacowanein-
townaici klientdw, aby wspierata ona decyzje zatzapcych w ksztattowaniu rentownych,
dtugoterminowych relacji z klientami. Naidzie pomagagce okrgli¢ wymagania klientow
to wartdci dla klienta. Celem opracowania jest przedstawi&oncepcji wartéci dla klienta
w przedsgbiorstwach handlowych. Przy opracowaniu artykutukergystano krytyczny
przeghd literatury, metod dedukcji oraz indukcji. Artykut zawiera propozycjeyko-
rzystania rénych zmiennych do okétenia wartdci dla klienta.

Stowa kluczowe:klient, wartg¢ dla klienta, relacje.
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