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ABSTRACT  

The link between a company's customer orientations, customer thankfulness, customer intimacy, and 

customer commitment is investigated in this research study. The development of the conceptual 

model makes use of the interpersonal relationship marketing model in addition to the idea of 

interpersonal attraction. Data is acquired from dyads consisting of the company and the client. The 

information comes from the food and banking industries, as well as the telecommunications and 

clothing industries. The test dyadic data set is given the Smart_PLS treatment. The findings provide 

credence to the suggested model, which in turn lends credence to the hypotheses. According to the 

findings, a company's focus on the customer has a beneficial influence on the appreciation of 

customers and their sense of closeness with businesses. A grateful and intimate relationship with the 

consumer also has a favourable influence on the customer's loyalty. In addition, customer 

thankfulness and customer intimacy act as a mediator between a focus on the consumer and a 

dedication to serving that customer. The findings provide credence to the interpersonal connection 

marketing theory, which maintains that businesses should make an effort to produce customers' 

emotions, and that these efforts should be reimbursed in the form of customers' commitments to the 

businesses. 

Keywords: Interpersonal Relationship, Marketing, Customer Gratitude 

INTRODUCTION  

According to Gronroos (2017), maintaining strong ties with one's clientele is critical to achieving a 

competitive edge. According to Storbacka and businesses are putting a significant amount of effort 

into developing and sustaining fruitful connections with their clientele. Relationship marketing is 

seen as an essential component of a successful company strategy for the development of 

relationships with clients. According to Buttle and Maklan (2015) and Debnath, Datta and 

organisations that have successful customer relationship initiatives are better able to meet their 

objectives, such as increasing company growth, sales, and the size of their customer base. In 

addition, the connections that consumers have with businesses make it easier for customers to make 
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decisions and lower the transaction costs associated with those decisions (Palmatier, Dant, Grewal, in 

a B2C relationship, both the firm and the client search for different sets of advantages. According to 

Ogilvied, Agnihotri, Rapp, and Arli, Bauerb, and customers are looking for products that provide 

value, are simple to make decisions about, can be customised, and save them time.  

According to the findings of this study, client loyalty is conceived of as the outcome of a company's 

orientation towards the customer, appreciation for the customer, and closeness with the customer. 

According to Deshpandé, customer orientation is defined as the mindset and approach a company 

employs in order to serve its consumers. Belief ensures that the needs of the consumer come first and 

helps to protect their interests. This approach of doing business enables companies to build 

prosperous connections with their clientele. The cultivation of customer appreciation and closeness is 

accomplished via client orientation. According to Tunney and gratitude is the state of being 

appreciative. On the other hand, customer appreciation is the emotional realisation by consumers that 

the firm's make efforts to serve Gratitude and customer gratitude are not the same thing. When a 

consumer expresses appreciation towards a company, it helps to build the emotional links that are 

necessary for a successful business-to-customer relationship.  

Because of this, emphasised the importance of the customer's thankfulness as a critical mediating 

variable in the creation of B2C relationships. In addition, appreciation on the part of customers 

generates customer debt, which is paid back by the consumer in the form of commitment to a 

particular company and sustains a long-term B2C connection (Palmatier, 2008). According to 

intimacy is characterised by feelings of closeness and connectivity between two people. Intimacy is 

the starting point for customer intimacy, which refers to a better degree of understanding between the 

company and the consumer as well as attitudinal congruence between the parties involved in the 

transaction (buyer and seller). Intimacy with the consumer plays a crucial part in overcoming the 

early stage uncertainty that comes with the creation of a connection between a company and a 

customer. It is also essential for a successful business-to-customer interaction, has a positive impact 

on customer commitment, and plays an important function as a mediator (between the efforts of the 

company and the dedication of the customer). Finally, customer intimacy research is becoming more 

popular in the field of interpersonal marketing. 

Interpersonal Relationship 

It is common knowledge that the performance of a business and its ability to compete successfully in 

the long run is directly correlated to the level of happiness its customers have with the goods or 

services it provides. The desire for status (control, power, and agency) and the need for love 

(affection, communion, and affiliation) are discussed in "Kiesler, 1996." It seems that as humans, we 

strive to be in control of our life, not overly exposed to uncontrolled external imperatives, but we 

also seek attachments and solidarity with others: the need for love (affection, communion, and 
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affiliation). The term "interpersonal relationship" refers to a close connection that exists between 

coworkers who are part of the same team or who are employed by the same company. According to 

Hsu and Saxenian (2000), social networks, also known as interpersonal relationships, assist in the 

coordination of transactional cooperation in high technology regional development that take place 

across various sections of a country. Relationships between individuals are very important in the 

economic world of Nigeria and serve as a necessary prerequisite for successful commercial activity.  

It has been shown that the idea of consumer-firm connections is one that is heavily influenced by 

culture (Ambler and Styles, 2000; Palmer, 1997, 2000; Simmons and Munch, 1996). To be more 

specific, Palmer said that relationship marketers had to be weary of prescribing universal solutions 

for exchange-based marketing, seeing as how they are designing universal product and promotion 

strategies for all markets. Ambler and Styles (2000) agree with this view and argue that in order to 

completely comprehend the process of the establishment of long term relationships, it is necessary to 

take into account the cultural milieu in which business connections are rooted. Given that 

interactions involving services are, in large part, social exchanges between customers and service 

providers, cultural values, which are known to have an effect on social connections, should also play 

a part in interactions involving services. More specifically, we will argue that the link between 

relational advantages and consumer loyalty will be moderated by the influence of national culture. 

However, throughout the course of the last several decades, it has been suggested that firms in all 

fields should shift their focus towards supply chain management and, more recently, interactions, 

connections, and networks (Day 2000, Gronroos 2000; Gummesson 1999; Hunt 2000; Peck et al, 

1999 and Webster 2000). These suggestions have been made by a number of authors. 

Interpersonal Communication  

Today, it is not only a question of the consumer, but also of all those who contribute to or enable the 

delivery to the ultimate client. A relationship cannot be purchased or attained in an easy manner. It 

takes time, dedication, and a well-thought-out plan to successfully cultivate and record individual 

preferences and routines. Communication has been described as "the glue that holds together a 

channel of distribution" by Mohr and Nevin (1990). Back when I entered the workforce thirty years 

ago, one of the primary criteria for hiring a business professional was their level of technical 

expertise. Since that time, the global economy has shifted towards enterprises that are more 

organised in teams and are focused on providing services and information rather than producing 

goods. In addition, it is not simple to keep interpersonal connections alive in the average corporate 

organisation since it is not an environment that fosters them.  

The variety of communication styles and cultural expectations, the lack of time to cultivate 

connections, and the strong dependence on written or electronic means of communication are all 

exactly the same as the traditional manner in which human people create and sustain relationships 
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with one another. According to Beebe, Beebe, and Redmond (2002), interpersonal communication 

takes place not merely when a person interacts with another person but also when that person is 

treated as an individual human being. According to this point of view, interpersonal communication 

may take place in a face-to-face environment, but it can also take place in writing or over email. In 

addition, communication may be considered impersonal even when it occurs between absolute 

strangers who treat each other with respect, even if the subject matter of the discussion is mundane or 

pertains to a specific activity. When it comes to interpersonal communication, the nature and 

substance of the interaction are much more important than the logistics of how it takes place or the 

participants involved. When a member of a business organisation successfully utilises 

communication to maintain relationships, communicate tacit knowledge, or transmit information 

about emotions, values, and motives, he or she will demonstrate a variety of abilities. 

OBJECTIVES 

1. The Study Interpersonal Relationship In Marketing. 

2. The Study Emotions Which Are Repaid In Form Of Customer Commitment. 

RESEARCH METHODOLOGY  

This study makes use of a technique that is based on quantitative explanatory research design and 

tests hypotheses using that approach. The testing of hypotheses is based on data obtained from four 

different industries in Pakistan, including the food and garment industries, the finance industry, and 

the telecommunications industry. A survey questionnaire that respondents are responsible for 

administering themselves is used to acquire the data. Data from buyers and sellers are collected using 

two different sets, denoted by the letters A and B respectively. 

The data themselves have a dyadic character. The distinguishability and non-independence of dyadic 

data are two of its defining qualities. Standard dyadic design, Social Relations Model (SRM) design, 

and one-with-many design are the three varieties of dyadic data designs that have been outlined by 

Kenny, Kashi, and Cook (2006) as existing in the world of dyadic research. This study uses a 

standardised dyadic data collection, which means that both the buyers and the sellers are given equal 

representation. 

The collection of data from both the customers and the sellers is carried out with the utmost care and 

following a methodical approach. The sample is representative of four different industries in 

Pakistan, including the food and garment industries, the banking industry, and the 

telecommunications sector. Each industry receives the same amount of coverage (25%) in the report. 

On the selling side of things, representatives of the vendors are the ones who are targeted to gather 

data. When it comes to collecting data from the seller side, positions such as chief executive officers 
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(CEOs), managers, shift in-charges, customer support representatives, relationship managers, and 

others of a similar kind are targeted. In a similar manner, clients filled out the part-B (Buyers side) 

questionnaire, which targets customers from four different industries.  

In line with the purpose of this research, the authors have an interest in investigating the established 

ties that exist between purchasers and vendors. In order to gather data from purchasers and vendors, 

the following rules will be followed. The sellers' representatives who have worked for the same 

company for more than two years are the focus of the data collection effort. Customers must be the 

actual buyer of the product or service being sold by the company in order for data to be gathered 

from them. The sampling approach that is used for both the vendors' side and the customers' side is 

quota-based convenient sampling. This means that each of the four sectors is given an equal 

representation (quota), and respondents are targeted depending on their desire and availability to 

participate. Data is gathered from well-known eateries and clothing brands, as well as financial 

institutions, insurance agencies, and telecommunications businesses, all of which are located in the 

Gujranwala area of Pakistan. The final sample data set consists of one hundred (100) standardised 

dyads, with a representation of 25% from each of the four targeted industries. 

DATA ANALYSIS  

In order to evaluate the discriminant validity and convergent validity of a measurement model, many 

statistical measures are put through their paces. According to Hair et al. (2014), one of the 

measurements that can be used to evaluate the convergent validity of a measurement model is a 

factor loading. When evaluating the measurement model, outside measurement model loads are 

taken into consideration. The strength of the association between the items and the latent variable 

may be determined with the assistance of these outer loads When determining whether to keep or 

delete an item of a latent variable, one might use one of many thresholds. In order to assess the 

convergent validity of a latent variable, the threshold value of 0.6 or above on the factor load scale is 

the most appropriate choice. 

Table-1 Validity And Reliability 

CONSTRUCT Composite Reliability  Cronbach’s 

Alpha    

Extracted 

(AVE) 

Customer 

Orientation 

.912 .891 0.535 

Gratitude .908 .847 0.767 
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Intimacy .939 .903 0.838 

Commitment .900 .834 0.749 

 

According to Hair et al. (2014), this method evaluates both the validity and the dependability of the 

data. It is decided whether or not to use composite reliability (CR), cronbach alpha, and average 

variance extracted (AVE). According to Hair et al. (2014), structural equation modelling (SEM) 

combined with principal component analysis (PLS) produces a more acceptable internal consistency 

metric called CR. In addition to that, the Cronbach's alpha statistic (Cronbach & Meehl, 1955) is 

calculated and analysed. The outcomes of the alpha value calculations and CR are detailed in table 2. 

It is advised by Nunnally (1978) that alpha values should be greater than 0.7. AVE values should be 

higher than 0.5 in order to obtain convergent validity, according to Hair et al., 2014. The findings 

that are shown in table3 illustrate the fact that all of the values of alpha, CR, and AVE are higher 

than the threshold values. The range of alpha values is from 0.900 to 0.939, the range of CR values is 

from 0.839 to 0.903, and the range of AVE values is from 0.535 to 0.838. 

Table-2 Correlations And Fornell-Larcker Criterion 

       construct 

 

Orientati

on 

Gratitu

de 

Intimacy

 Commitme

nt 

Customer 

Orientation 

(.732)   

 

Customer 

Gratitude 

 

.610** 

 

(.876) 

 

 

Customer 

Intimacy 

 

.462** 

 

.570** 

 

(.916) 
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Customer  

.410** 

 

.582** 

 

.458** 

 

(.8

66) 

Commitment     

 

Table 3 displays both the correlation as well as the results for the Fornell-Lacker criteria. The 

correlation values range from a minus one to a plus one. The nature of the link, which may be either 

positive or negative, is determined by the positive and negative signs. Because the correlation values 

are lower than.70, it may be deduced that there is only a somewhat favourable association between 

the variables. The p values are lower than 0.001, indicating that the association between the variables 

is statistically significant. In addition, the criteria developed by Fornell and Larcker (1981) is used to 

assess the discriminant validity of the test. The findings of the Fornel-Lacker analysis are shown in 

bold and italicised text next to the correlation values of each construct. This criteria says that which 

indicates that, square AVE. The values are much closer to maximum values than threshold values. 

Table-3 Direct Effect 

Path Beta 

Value 

T 

Statistics 

P values 

Customer Orientation Gratitude 0.582 7.550 0.000 

Customer orientation Intimacy 0.458 4.792 0.000 

Customer Orientation Commitment -0.042 0.323 0.746 

Gratitude Commitment 0.409 4.340 0.000 

Intimacy Commitment 0.467 5.569 0.000 

 

The majority of consumer orientation studies concentrate their attention on the data of big and 

medium-sized businesses. In addition to this, the study is conducted with regard to a certain sector 

(Herrero, Martn, & Martn, 2009). The scope of this investigation is not contingent on the size of the 

company. It is the goal of this research to gather data from businesses of varying sizes throughout 

four different industries, including the food and clothing, finance, and telecommunications sectors. 
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This study, on the other hand, is conceptually grounded on the interpersonal relationship marketing 

paradigm. The extra theoretical backing comes from David Perlman's theory of interpersonal 

attraction. According to the hypothesis behind this study, the theory proposes that seller efforts, also 

known as customer orientation strategy, to service consumers produce customer thankfulness and 

customer intimacy, both of which lead to customer commitment. The findings provide credence to 

the theoretical framework that served as the basis for this study. The suggested model of 

interpersonal connection marketing has been validated by the results. According to the findings, a 

focus on the customer is directly correlated to favourable results for the consumer (Sousa & A 

significant determinant of a client's continued loyalty is the level of appreciation and closeness that 

the consumer experiences. 

CONCLUSION  

If you want to grow an organisation, you need to have healthy relationships with your superiors, your 

subordinates, and your peers. Because the subordinates are also a member of the organisation, each 

and every superior has made the decision to provide precedence to the subordinates. When the 

company is looking to fill open positions, it is imperative that they take democratic elements into 

consideration. The term "interpersonal relationship" refers to a close connection that exists between 

coworkers who are part of the same team or who are employed by the same company. According to 

Hsu and Saxenian (2000), social networks, also known as interpersonal relationships, assist in the 

coordination of transactional cooperation in high technology regional development that take place 

across various sections of a country. Relationships between individuals are very important in the 

economic world of Nigeria and serve as a necessary prerequisite for successful commercial activity. 

It has been shown that the idea of consumer-firm connections is one that is heavily influenced by 

culture (Ambler and Styles, 2000; Palmer, 1997, 2000; Simmons and Munch, 1996). To be more 

specific, Palmer said that relationship marketers should be weary of prescribing universal solutions 

for exchange-based marketing, seeing as how they are designing universal product and promotion 

strategies for all markets. Ambler and Styles (2000) agree with this view and argue that in order to 

completely comprehend the process of the establishment of long term relationships, it is necessary to 

take into account the cultural milieu in which business connections are rooted. 
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