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ABSTRACT

Relationship marketing and the value proposition are essential compo-
nents of customer relationship management and key to building long-term
loyalty. In an increasingly competitive market, companies are looking for
ways to differentiate themselves and gain competitive advantage. In this
sense, the purpose of this paper was to find out, based on an analysis and
theoretical reflection, whether relationship marketing and an appropriate
value proposition contribute to having profitable relationships with cus- Guido Jesiis Choque Lozano
tomers in the long term. The study was based on the selection of 26 refer-
ences using the PRISMA systematic review methodology. After searching
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databases such as Scopus, WOS and Scielo, inclusion and exclusion criteria ORCID: https://orcid.org/0009-
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value proposition in building lasting relationships. It is concluded that ef-
fective relationship marketing and value proposition management have a
positive impact on customer retention and purchase decisions.
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Relationship marketing and customer value proposition. Analysis and theoretical reflection

INTRODUCTION

Companies are facing new challenges due to
rapidly changing markets, organizational prac-
tices, and information technology, which is why
many companies find it difficult to retain cus-
tomers due to a weak commercial relationship
and an inadequate value proposition; thus, com-
panies need to have long-term relationships
with their customers in order to maintain prof-
itability and market share. In addition, compa-
niesare strugglingin a market where customers
have a wide and varied choice, allowing them to
choose the best value proposition. This study
was conducted based on a systematic review
methodology PRISMA; inclusion and exclusion
criteria were used through a systematic review
and it was possible to find 13 papers thatare the
most relevant made between the years 2016 to
2021 from a total of 26 studies selected. These
papers were selected according to the proposed
topic and were searched on July 30, 2023. The
results indicate that customer-centric market-
ing strategies should be implemented. In this
sense, itis appropriate to cite authors who men-
tion how relationship marketing contributes
to lasting relationships. Burbano-Pérez et al.
(2018) state that relationship marketing focus-
es on maintaining a long-lasting bond between
the company and the customer; to achieve
this, personalized attention and knowledge of
the customer are essential to achieve custom-
er loyalty and satisfaction. Abeza et al. (2018)
state that social networks become an effec-
tive strategic ally to build lasting relationships
with customers. Kotler and Armstrong (2017)
point out that success in the market depends on
maintaining sustainable relationships and pro-
viding an effective value proposition. Pow et al.
(2019) suggest that relationship marketing is a
fundamental tool to increase sales and loyalty.
In the same vein, regarding value proposition,
Payne et al. (2017) argue that if a value propo-
sition effectively communicates the advantag-
es and benefits of the product and/or service,
it can be relevant and contribute significantly
to customer loyalty. Habib et al. (2021) suggest
that an effective and compelling value propo-
sition motivates word-of-mouth recommenda-
tions among customers.

Consequently, the purpose of the study is to
determine whether customer-centric marketing

strategies and an appropriate value proposition
generate profitable customer relationships. It is
important to note that for the present study;, eli-
gibility criteria were used to collect information
from databases such as Scopus, Web of Science
and Scielo, and themes related to the main find-
ings were analyzed. Analysis, synthesis, inter-
pretation of results, identification of strengths
and weaknesses, and discussion of results were
successfully carried out.

PURPOSE OF THIS PAPER

The objective of this paper is to determine,
through analysis and theoretical reflection,
whether relationship marketing and an appro-
priate value proposition contribute to having
profitable relationships with customers in the
long term.

ARGUMENTATIVE REVIEW

Relationship marketing was first proposed by
Berry (1995), who conceptualized it as a tactic
to attract, maintain, and make relevant cus-
tomer relationships. Guadarrama and Rosales
(2015) argue that relationship marketing is a
strategy that allows continuous learning from
the customer, with the aim of knowing the val-
ue proposition. Réklaitis and Pilelienen (2019)
argue that relationship marketing strategies
differ depending on whether the customers are
business-to-business (B2B) or business-to-con-
sumer (B2C). With B2B customers, the compa-
ny focuses on rational and objective aspects,
while with B2C customers it focuses more on
emotional and subjective aspects. Regarding
the use of the Customer Relationship Manage-
ment (CRM) tool, Herman et al. (2020) point out
that customer relationship management can be
optimized by using a tool that allows managing
the company-customer interaction in the long
term. For this reason, Cao and Tiao (2020) ar-
gue that the use of CRM helps to improve cus-
tomer service management, reduce costs, and
increase customer loyalty. Similarly, Suarez et
al. (2019) argue that relationship marketing is
essential for the daily management of a busi-
ness, as a relationship based on trust with cus-
tomers and suppliers is essential to achieve mu-
tual benefits. On the other hand, Yulisitiearini
(2015) states that customers feel more willing
to be part of a long-term relationship with the
company that provides better customer service.
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Goémez (2011) states that maintaining highly
loyal customers means a low cost for compa-
nies. On the other hand, Alguacil et al. (2020)
state thatitis essential to individualize the ficti-
tious customer and apply effective relationship
marketing strategies aimed at specific profiles.
Finally, Retana and Lépez (2021) argue that the
vast majority of micro and small enterprises
(MSEs) do not have a database of their custom-
ers, which makes it impossible for them to car-
ry out good relationship management.

The purpose of this study is to determine,
through analysis and theoretical reflection,
whether relationship marketing and an appro-
priate value proposition contribute to long-term

Figure 1
Four-level PRISMA flow chart.

profitable customer relationships. The search
plan was established according to the PRISMA
systematic review methodology, including the
13 most relevant studies.

Methodology

Figure 1 below shows the flow of the PRISMA
method on four levels:

The following search formula was estab-
lished: Relationship AND Marketing AND Cus-
tomer OR Value OR Proposition. Consequently,
the search strategy in Scopus, Web of Science
and Scielo databases used the following terms:
“Relationship marketing”, “customer value
proposition”, “customer loyalty”, “customer
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Note: Prepared by the author, 2023.
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relationship management”, “customer experi-
ence”, “relationship marketing and customer
value proposition”, “customer purchase de-
cision”, “relationship marketing strategies”,
“perceived value”, and “benefits of relationship
marketing”.

Inclusion and Exclusion Criteria

Table 1 shows the criteria relevant to the re-
search objectives. According to these criteria,
studies relevant to the present study were ac-
cepted and studies that did not meet the inclu-
sion criteria were rejected.

Results

Table 2 shows the systematic review of the 13
most relevant studies extracted based on the
inclusion and exclusion criteria (Table 1). The
following results were found for the present
study:

Table 3 shows the distribution of the
search results. Out of a total of 13 systematic
review studies, 76.92% of the studies fall into
the “relationship marketing” category, while
53.84% correspond to the “value proposition”
category, and 30.76% of the studies are relat-
ed to both categories. In terms of study type,
46.15% of the studies are quantitative, 7.7% are
qualitative, 30.76% are descriptive and 15.40%
are review studies. Likewise, it can be argued
that organizations focus more on efforts to
build long-term lasting relationships using dif-
ferent strategies that are within the framework
of relationship marketing. Consequently, it has
been observed that not all companies pay at-
tention to improving their value proposition,

Table 1
Matrix of study selection criteria for synthesis

despite the fact that there is intense competi-
tion in the markets to attract and retain cus-
tomers. In terms of methodology, 6 studies are
quantitative, 4 are descriptive, 2 are reviews
and 1 is qualitative.

The comprehensive systematic review
in this study leads and provides sufficient ev-
idence to demonstrate that good relationship
marketing management, accompanied by an
appropriate value proposition, allows organiza-
tions to enjoy profitable relationships with cus-
tomers. According to the results, the following
strengths were established: i) the studies con-
tribute to the literature and are relevant to the
co-creation of value; ii) there are still novel con-
tributions regarding retention strategies and
allocation of benefits to customers; iii) there
are studies that provide value proposition and
relationship marketing strategies that are prof-
itable for companies; and iv) relationship mar-
keting strategies have a significant impact on
commercial ties with customers.

Regarding the weaknesses of the review,
it is found that i) there are few studies on how
to implement an appropriate value proposi-
tion using digital tools; ii) there are not enough
studies that refer to the motives of customers
in their purchase choices; iii) there are few
studies that propose an improvement in rela-
tionship marketing management based on the
use of artificial intelligence; and iv) not many
studies were found in which the customer plays
the leading role in the value proposition of the
company.

Inclusion criteria

Exclusion criteria

C1. Studies come from journals indexed in Scopus, Web of Science,
Esmerald and Scielo.

C2. There is a relevant contribution to the stated objective.

C3. The context of the research papers must be in the context of
the business world.

C4. The studies found should have been conducted between 2016
and 2021.

C5. Be directly related to the topic of the study..

C1. Studies are in other fields of knowledge.

C2. Not making a relevant contribution to the stated objective.
C3. The studies are not dated between 2016 and 2021.

C4. The studies are not directly related to the topic of this study.

Note. Prepared by the author, 2023.
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Matrix of papers included in the systematic review
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No. Author/year/title Contribution Relatlon.shlp Valu_e_ Methodology
Marketing proposition Method Technique
01  Abezaetal (2018). The role of Social networks contribute to X X Qualitative Exploratory
social media in the co-creation the development of long-term use of multi-
of value in relationship marke- customer relationships. ple data
ting: a multi-domain study

02 Arosay Chica (2020). Lain- Collaborative work and product X X Review Systematic

novacion en el paradigma del development are achieved to review
marketing relacional. reach high levels of value and
customer relationships.

03 Cepeday Ortega (2020). La Through the co-creation of X Quantitative Survey

co-creacion de valor, y su value based on the innovative
influencia en los resultados paradigm of service-dominant
empresariales en centros logic, the know-how of orga-
deportivos. nizations can be aligned with
customers.
04 Kingetal. (2016). Dynamic The Acquisition and Retention X Quantitative Survey
Customer Acquisition and Resource Allocation Model en-
Retention ables customers to be retained
and new ones to be acquired.
05  Fanand Dong (2021). A Study The cross-selling strategy is X Descriptive State of the
on Improving Customer Value critical to enhancing loyalty art
Based on the Effect of Word and the value proposition.
of Mouth

06 Bermudez y Ashqui (2019). A strong value proposition X Quantitative Survey

El Efecto del valor percibido effectively communicates the
por el cliente en la decisién unique and valuable benefits of
de recompra en las tiendas aproduct or service.
de ropa
07 Burbano-Pérez et al. (2018). Itaims to create a long-term X Review Systematic

El marketing relacional y la relationship that focuses on review

fidelizacion del cliente. loyalty for sustainable business

success and growth.
08 Habib et al. (2021). Influence Personalized attention and X Quantitative Survey
of Electronic Word of Mouth tangible rewards are effective
(eWOM) and Relationship strategies that enhance the
Marketing on Brand Resonan- value proposition.
ce: A Mediation Analysis.

09  Ngomay Natale (2019). Word Maintaining a balance of X Quantitative Survey
of mouth communication: A investment between attracting

mediator of relationship mar- new customers and retaining
keting and customer loyalty. existing customers is essential
for business sustainability and

long-term success.

10 Darmayasay Yasa (2021). Relationship marketing has a X Quantitative Survey
The influence of relationship significant positive impact on

marketing on customer loyal- customer loyalty and satisfac-
ty: Customer satisfaction as a tion.
mediation variable
11 Sudrez-Morales et al. (2019). Arelationship based on trust X Descriptive State of the
The relational marketing and creates loyal and satisfied Art
confidence like strategies of customers by strengthening
the entrepreneurship. long-term relationships.

12 Payneetal. (2017). The The value proposition contri- X X Descriptive State of the
customer value proposition: butes to customer acquisition art
evolution, development, and and retention by clearly and

application in marketing convincingly communicating
the benefits of the product or
service.
13 Lemon y Verhoef (2016). Understanding and managing X X Descriptive State of the
Understanding Customer the customer experience throu- Art

Experience Throughout the
Customer Journey.

ghout the customer journey
is critical to strengthening
customer relationships.

Note. Adapted from Abeza et al, 2018; Arosa y Chica, 2020; Cepeda y Ortega, 2020; King et al, 2016; Fan and Dong, 2021; Bermudez and
Ashqui, 2019; Burbano-Pérez et al, 2018; Habib et al, 2021; Ngoma and Natale, 2019; Darmayasa and Yasa, 2021; Suarez-Morales et al.,
2019; Payne et al.,, 2017; Lemon and Verhoef, 2016.
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Table 3

Distribution of search results

Studies Categories Methods
Authors Relat]on_sh]p Valu.e. Both Quantitative Qualitative Descriptive Review
marketing proposition
13 (100%) 10 7 4 6 1 4 2
% search result 76.92% 53.84% 30.76% 46.15% 7.7% 30.76% 15.40%

Note. Prepared by the author, 2023.

According to the strengths and weakness-
es, it can be argued that there is still a need to
develop more studies on value proposition and
innovative relationship marketing strategies
to maintain competitive advantage and mar-
ket positioning. However, it was also found that
there is a tendency to explore the contributions
of digital tools to relationship marketing and
value proposition.

Discussion

The purpose of this study is to find out wheth-
er relationship marketing and the customer
value proposition contribute to profitable cus-
tomer relationships. In this sense, according
to the results, several relevant contributions
to scientific research could be found: First,
the studies of Arosa and Chica (2020), Cepe-
da and Ortega (2020), and King et al. (2016)
are of high quality because they contribute
new models to the existing literature. These
authors emphasize that the innovative para-
digms of value co-creation and customer loy-
alty are very useful for organizations in their
intentions to have lasting relationships with
customers and improve the value proposition.
In second place is the contribution of Abeza et
al. (2018), which highlights the importance of
using digital tools for customer retention. In
third place are the contributions of Fan and
Dong (2021), who point out that the strate-
gies of diversifying the product offering to
customers and making the intangible tangi-
ble can improve the value proposition. Final-
ly, the contributions of Bermidez and Ashqui
(2019), Burbano-Pérez et al. (2018), Habib et
al. (2021), Ngoma and Natale (2019), Darma-
yasa and Yasa (2021), Suarez-Morales et al.
(2019), Payne et al. (2017), and Lemon and
Verhoef (2016) point out that key aspects such
as customer knowledge, trust, personalized

attention, communication, word-of-mouth, at-
traction, and retention make a value proposi-
tion attractive for building profitable relation-
ships with customers.

Nowadays, organizations aim to maintain
profitable relationships with customers, and
for this purpose, they apply different strategies
and actions to improve their value proposition.
In this context, Abeza et al. (2018) and Arosa
and Chica (2020) support that digital tools con-
tribute to strengthening the value proposition
and interactions with customers. This study
contrasts with the study of Cepeda and Ortega
(2020), who state that value co-creation is es-
sential to align the intellectual capital of the or-
ganization with customer expectations, empha-
sizing that customers should participate more
in the construction of value. Burbano-Pérez et
al. (2018) argue that companies should investin
customer acquisition and retention in order to
maintain relationship marketing. Such a state-
ment contrasts with that proposed by King et
al. (2016), who argue that companies should
allocate resources to implement a loyalty pro-
gram in order to attract and retain customers.
On the contrary, Fan and Dong (2021) disagree
with King et al. (2016) and Burbano-Pérez et al.
(2018), arguing that the product diversification
strategy will enhance loyalty and the benefits
offered. It should be noted that Ngoma and Na-
tale (2019) further elaborate on the objectives
of customer acquisition and retention, pointing
out that it is essential to seek a balance in the
allocation of investments to both new and loyal
customers. On the other hand, Bermudez and
Ashqui (2019) state that customers repurchase
the product and/or service because they fully
understand the company’s value proposition.
This statement is in line with the arguments
of Payne et al. (2017), who claim that effective
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communication of the value proposition con-
tributes to attraction and retention. Ngoma
and Natale (2019) suggest that relationship
marketing should seek to create long-term re-
lationships with customers based on loyalty
strategies that support business management,
an approach that contrasts with Burbano-Pérez
et al. (2018), who state that loyalty is essential
for sustainable business growth. Raka and Ker-
ty (2021) confirm Burbano-Pérez et al. (2018),
pointing out that consumer engagement strat-
egies have a positive effect on loyalty and sat-
isfaction. It is useful to emphasize that mak-
ing the value proposition tangible, based on
purchase rewards, is an effective strategy for
strengthening customer relationships. This as-
sertion is based on Habib et al. (2021), who pro-
pose that excellent customer service through
the tangibility of benefits will lead the custom-
er to recommend the product to others. Howev-
er, Suarez-Morales et al. (2019) emphasize the
relationship of trust with the customer, which
is an intangible and overwhelming factor for
the creation of lasting long-term bonds. Anoth-
er no less important contribution is proposed
by Lemon and Verhoef (2016), who state that it
is imperative to create positive interactions at
each stage of the experience process, even after
the purchase.

CONCLUSIONS

The study concludes that, according to a rig-
orous systematic review, it can be argued that
good relationship marketing and value prop-
osition management contribute to profitable
long-term relationships with customers. On
the other hand, the use of digital tools allows
companies to achieve better results in terms of
customer loyalty and satisfaction. Likewise, by
implementing new paradigms of value co-cre-
ation, acquisition and retention, companies
could have a greater chance of achieving last-
ing relationships with their customers. The
collaboration between the company and the
customer, as well as the leadership role of the
latter, allows for the improvement of the shop-
ping experience, the value proposition and the
profitability.

On the other hand, according to the analy-
sis carried out, it is possible to affirm that a suc-
cessful marketing and customer management

strategy must achieve a balance between at-
tracting new customers and taking care of the
loyal portfolio. However, in certain circum-
stances, it is advantageous to focus on attract-
ing new customers rather than just retaining
the already loyal and empowered ones.

The present study makes a significant con-
tribution to the knowledge of how to improve
relationship marketing management and cus-
tomer-centric value proposition. Although the
objective of this study was achieved, limita-
tions were identified, such as the need to de-
termine which factors influence the customer’s
purchase decision apart from those already
known. In addition, it is essential to conduct a
deeper exploration of the impact of digital tools
in improving relationship marketing manage-
ment and value proposition.

The results of this study will serve as a
basis for future research to confirm the impor-
tance of value co-creation and loyalty models in
different types of businesses to achieve profita-
ble interactions with customers.
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