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Abstract 
The aim of the paper is to show readers the importance of building customer relationships in tourism. The 

economic and financial crisis started in the years 2007, 2008 has had a serious impact on the economies of all 
countries and this impact has been noticed also in the tourism area. The economic measures taken have managed to 
bring a growth in the economy so the passion for travel of many people has continued to arise. The competitive 
advantage of any company should be the building of customers relationships with customer. It is easier to have loyal 
customers than to try to attract new ones. A loyal customer will tell other people about his experience if he is satisfied 
with the services offered. Unfortunately, many managers do not research about the importance of quality models and 
the influence of quality on the satisfaction of the customer. The satisfaction of the customer will lead to the creation of 
strong relationships between companies and the customer. 
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1. Introduction  
 
 The concept of service has been seriously researched and debated in the last decades. For many years the 

worldwide economies have included goods and their sale while services have been taken into consideration only for a 

small percentage. The concept of service is a complex one because it takes into consideration an encounter between a 

customer and a company, an encounter which does not provide in that moment the service to the customers. What is 

interesting about the sale of services is that you first buy the service and after that the service is created and delivered to 

the customer. " Service marketing refers to the marketing of activities and processes (health care, entertainment, travel) 

rather than objects (soap powder, cars) [3]"." The service experience which distinguishes one service organization from 

the another is a result of the unique interaction between the experiencer and the contact person (Booms and Nyquist 

1981). Since the success of a particular service vendor rests on the quality of the subjective experience, the nature of 

this experience is the critical determinant of long run market success"[3]. As it is mentioned " the subjective 

experience" refers to the fact that each customer lives its service experience depending on its life experience and since 

we are all different, each service experience is different. 

 Services are characterized not only by intangibility but also by : 

1. inseparability, which means that the service is created and delivered in the same time;  

2. perishability, refers to the fact that they cannot be kept for a certain period of time. For example: if a 

traveler pays for a holiday in May he can go in June only if he pays other services. 

3. heterogeneity, refers to the fact that a service experience can not be the same each time you buy it. For 

example: in case we travel with a certain airplane company it may happen that a noisy person stays next to 

us and ruins the service experience or in case a flight attendant is not polite than our attitude regarding the 

service and the service provider changes. 

 In the process of sale of sale and creation of services employees play an important role because the way they 

behave with the customers is important in creating long term relationships. The purpose of the paper is to highlight the 

importance of creating long term relationships in tourism. 

 
 
2. General presentation of the concept of service 
 

 The last decades have shown the importance services have in the economies worldwide, an importance that 

has overcome goods.. According to the statistics recorded by the World Bank the importance of services in the Gross 

Domestic Product of many countries has increased a lot in the last years. In order to justify that there will be presented 

the data recorded by the World Bank starting with the year 1995 and ending with 2014. 
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Figure number 1. The service sector in 1995 

 

Source: http://www.worldbank.org/depweb/beyond/beyondco/beg_09.pdf 

 

 As we can notice from figure number 1 the years 90's have brought into our attention the rise of services in the 

economy. The next table will show us that in 2011,2012,2013 and 2014 the growth of services has continued which 

makes it necessary to have satisfied customers. Table number 1 highlights the fact that the percentage in which services 

are found in the Gross Domestic Product of each country presented is higher than 50%. The table contains data not only 

from low-income countries but also from the emergent economies, like India and Brazil, and from the high income 

countries like the United States of America and United Kingdom. 

 

Table no. 1 

 
Country 2011 2012 2013 2014 

Australia 69.1 69.3 70.7 70.4 

Austria 69.8 70.0 70.3 70.3 

Brazil 67.7 69.4 70.0 71.0 

Belarus 47.8 47.2 49.9 48.7 

Belgium 75.9 76.2 76.7 76.8 

Brunei Darussalam 27.1 28.2 31.0  

Bulgaria 64.6 64.5 66.6 66.4 

Cyprus 82.6 84.0 86.0 87.1 

Chile 57.7 60.1 61.7 61.5 

China 44.3 45.5 46.9 48.2 

Czech Republic 60.6 60.4 60.7 59.5 

Denmark 75.1 75.1 75.8 76.2 

Finland 68.4 70.2 70.4 71.2 

France 78.3 78.5 78.7 78.9 

Germany 68.7 68.4 68.4 68.6 

India 48.5 50.0 51.3 53.0 

Italy 73.7 74.0 74.2 74.4 

Korea, Rep. 59.1 59.5 59.3 59.4 

Netherlands 75.9 75.9 75.9 76.6 

Norway 57.1 57.6 58.7 59.9 

Portugal 75.8 76.0 76.4 76.5 

Romania 49.7 51.6 50.4 67.4 

Serbia 59.8 60.7 59.0 60.5 

South Africa 67.5 67.9 67.8 68.0 

United Kingdom 78.4 78.9 79.2 79.6 

United States 78.1 78.1 78.1  

Source: http://data.worldbank.org/indicator/NV.SRV.TETC.ZS 
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2.1 "Customer relationships" in tourism 

 

 The major difference between goods and services refers to the fact that services are intangible while goods are 

tangible. The customer who buys the service does not know what he buys until the service is delivered to him. 

Customer relationships are important for the both sides, it is a win-win situation because customers want to be satisfied 

through receiving quality services while companies increase their profitability by selling quality services to satisfied 

customers."The primary goal of relationship marketing is to build and maintain a base of committed customers who are 

profitable for the organization"[7](Zeithaml and other,2004].This refers to what we have said about companies. For 

travelers it is important to conclude relationships with service providers because they can benefit from different 

discounts if they create a relationship with the provider. Unfortunately, there are case when managers do not realize 

that not only their party must have benefits. 

 "Although individual exchange relationships are primarily economic relationships in our typology, they retain 

social meanings, As relationships evolve from acquaintances, to friends, to partners, the trust and commitment in these 

relationships suggests that the social mechanism for creating economic value changes"[2](Johnson and Selnes,2004). 

The authors make a distinction between the concepts of customers as "strangers, acquaintances, friends, partners". The 

following table explains how these relationships appear and evolve. The relationship starts when the customer hears the 

first time about the service and continues until it reaches partnership through commitment from both sides. 

 

Table no 2. Customer relationship 

 

Customers as strangers Strangers are customers and suppliers in a 

preawareness and/or transaction period. At the industry 

level, strangers must be conceptualized as customers 

that have not yet entered the market. 

Customers as acquaintances As soon as there has been a transaction in which 

awareness and trial are achieved (Ehrenberg 1972), a 

minimum of familiarity is established, the supplier and 

customer become acquaintance, and an exchange 

relationship is established. 

Customers as friends As suppliers move from supplying parity value to 

differential value, the exchange relationship transforms 

from acquaintance to friendship. Customers do not 

only become familiar with a certain suppliers or 

suppliers but also come to trust that the supplier 

provides superior value. 

Customers as partners Over time, the relationships may evolve through 

continuous adaptation and commitment(Dwyer, Schur, 

Ohh 1987, Johanson,Hallen,Mohamed,1991)and the 

parties may become increasingly interdependent. 

 

Source:  Johnson, M. J., & Selnes, F. (2004). Customer portfolio management: Toward a dynamic theory of exchange 

relationships [Electronic version]. Journal of Marketing, 68(2), 1-17. Retrieved [insert date], from Cornell University, 

School of Hospitality Administration site: http://scholarship.sha.cornell.edu/articles/433/ 

 
3.The creation of customer relationship models 
  

 As we have mentioned above, the interaction between the customer and the company is called "service 

encounter". Depending on the quality of the service, on the services provided by the services provider and on the 

satisfaction of the customer . A relationship between a customer and a company reduces to one important thing and that 

is "profitability". In the case of the customer profitability refers to obtain qualitative services and in the case of the 

company it refers to maximizing its wealth. 
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Figure 2 Relationship profitability model 

Source: Storbacka, K.; Strandvick, S.; Gronroos, C., Managing Customer Relationships for Profit: The Dynamics of 
Relationship Quality, International Journal of Service Industry Management, Vol. 5 No. 5,1994, pp. 21-38, MCB 

University Press, 0956-4233 

  

 Storbacka, Strandvick and Gronroos (1994) came with a research were they presented a relationship profitability 

model. The model takes into consideration "service quality", "customer satisfaction" and " customer relationship 

profitability". 

 

Table no.3 Concepts explained 

 

Concept Definition 

Perceived service quality Customer's cognitive evaluation of the service across 

episodes compared with some explicit or implicit 

comparison standard 

Customer satisfaction Customers' cognitive and effective evaluation based 

on the personal experience across all service 

episodes within the relationship 

Commitment Commitment is defined as the parties' intentions to 

act and their attitude towards interacting with each 

other. High relationships value will affect 

commitment positively. 

Relationship profitability Relationship revenue- relationship costs 

Source: Storbacka, K.; Strandvick, S.; Gronroos, C., Managing Customer Relationships for Profit: The Dynamics of 
Relationship Quality, International Journal of Service Industry Management, Vol. 5 No. 5,1994, pp. 21-38, MCB 

University Press, 0956-4233 

  

 As we can notice from customer satisfaction leads to customer commitment while according to the strength of 

the relationship it results the longevity of the relationship and this one implies the customer relationship profitability. In 

order to understand the model the authors tried to explain each concept so that the model would be applied by those 

interested in it. In the table no. 3 we have these concepts explained. 

 
4.Tourism companies-how to make them profitabily 

 
The tourism activity, part of the global social system, as any activity is, on the one hand, a resource consuming 

activity  and, on the other hand, an activity that produces effects. The useful effects of the tourism activity have a 

complex character, so that the economic facet itself is closely linked to the social one of it. 

The economic profitability shows how great the resources are used. The comparison of the effects with the 

efforts that caused them highlights only one side of the economic profitability. A comprehensive analysis must 

consider, however, other factors, such as: the resources and results structure (observing not only the performances 

mathematically quantifiable, but also to society effects), time (which may act differently on the elements of the 

structure), the quality of the commercial and financial effects (results should be reflected in the actual social utility). 

In order to commensurate the return of an economic and social activity, it is mandatory to compare the effort 

with the effect, in the context of the influence on this correlation of time and space, to every effort giving only its 

causal effect and to each effect recognizing the entire effort. 

The significance of the concept of return should be sought everywhere where the resources are consumed 

(material, commercial, economic and financial) and where the living and materialized social work is spent. The 
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competition, the economic rivalry, conducted in an objective framework of free market economy, require that any 

economic activity to meet specific requirements of the company, to meet the real requirements of the material and 

spiritual life of the people. 

In this respect, the tourism activity has multiple tasks regarding the profitability. But the heterogeneity and the 

complexity of the tourism product offers to the profitability of this sector a very broad range of coverage and 

evaluation. Therefore, not incidentally, experts qualify the profitability tourism as very complex because it expresses 

the result as a set of specific activities: tourist transport, catering, provision of other basic and complementary services, 

sales of goods, domestic tourism and international tourism etc. By their nature, the results of tourism have both direct 

and indirect effects. 

The complexity of the tourism activity involves a wide variety of basic material facilities and the correct 

assessment of the profitability of their use includes a very large area and requires a research methodology varied. Only 

in this way the profitability of this sector can be measured in the dynamics of each component, in conjunction with a 

range of factors and following possible consequences in the overall context of the profitability in tourism. 

Regardless of the methodology used, the profitability studies, as a whole, aim to evaluate tourist satisfaction towards 

functional means entrained, the concrete ways to increase its satisfaction with the least cost and in reduced time, the 

organizational cost that can achieve an increase in profitability, both through a judicious correlation of the existing 

functional elements with the structure and the origin of tourists and through  reducing costs along with increasing 

revenues, respectively, profit. 

The main ways, mentioned in the literature, that can be used to assess the profitability of the various structures 

of tourist facilities, concern different approaches: economic, social, political, promotional, technical, commercial and 

financial respectively as many forms as the profitability has. 

The economic profitability expresses the relationship between the proceeds and the amount spent for the 

construction and operation of tourist facilities and goals. This facet of the profitability relationship depends on the 

duration of recovering the advanced capital, the revenue per day- tourist, etc. Therefore, a great importance is given to 

the attenuation of the seasonal use of the material support of the delivery of tourist services through multiplying the 

forms of tourism, especially those less dependent on natural factors. 

The social profitability is revealed by the contribution that the tourism accommodation, through their material 

facilities, provides to the policy of involving a large number of individuals in the domestic and international tourism in 

order to create the best conditions for the recovery of the labor and affirming the role of cultural and peace ambassador 

given to international tourism. 

The promotional profitability consists in the image that the tourist-consumer has on the tourist offer, after 

staying in a particular destination, image that, in addition to all other impressions retained, may contribute to an overall 

positive assessment, opinion who shared at the return to the residence can have a major promo. 

The technique profitability, aiming at constructive solutions and technical features adopted, reflects the actual 

functionality of the installations and facilities. It is directly dependent on the reliability of tourist facilities, the time 

needed to remedy faults, the costs for fixes and repairs, factors that influence both the economic profitability and the 

promotional profitability. 

Since all these facets of the profitability concept are interrelated to each other, one may find the necessity of 

ensuring reasonable facilities and equipment with the best possible results in an integrating technical and economic, 

social, political and promotional sense. Therefore, in the present stage of transition to a market economy, raising 

profitability in all fields, especially in economics, has assigned a cardinal role. It must have as support the judicious 

management of the material, human and financial resources of each economic agent, regardless of ownership. To 

support this goal, the scientific research and the higher education should bring their contribution through a more direct 

involvement than before. 

 Like other areas, tourism - characterized by a wide range of activities – has in this stage multiple tasks 

regarding the economic and social profitability growth, the increasing contribution to GDP for balancing the payment 

and trade balance, while lifting the quality conditions for rest and recreation of the Romanian and foreign tourists. 

The profitability of a company can be expressed in absolute size through the size of income (volume indicator) or in 

relative size through rates of return, which measures the efficiency of the capital used in the analysis period. 

 
5.Conclusions 
 

Taking all of these into consideration it must be stated that continuous research is necessary in this industry. 

Customers have access to information and know exactly what they want when they buy services.  Creating strong 

relationships with customers means creating a strong competitive advantage." The existence of the possibility to choose 

among several tourism destinations leads to a powerful competition and, further, in establishing and developing 

strategies for the proper promotion of tourist destination. In order to attract more visitors, it is necessary the existence 

of a sustainable and competitive advantage, to help making a clear differentiation of the tourist destination"[1]. Only by 

applying proper strategies will managers be able to retain customers. 
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