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1 INTRODUCTION

1.1 Motivation

Customer Relationship Management these days isriargdecause the
restaurant business is spreading and very comygetikhere are restaurants,
nightclubs and pubs on every corner, which make®ite difficult in finding new
customers. Managers have to know how to attractawstomers, keep their old
customers and be the first in business. CustomiatiBeship Management is the
core in relationships between customers and masagathout it is very hard to
stay in business, almost impossible.

Relationship is a state involving mutual dealingsAieen managers and
customers. Relationships can be based on commiamcaust, satisfaction and
mutual benefits. Relationships need at least twbgsa in this case it is the

manager and customewww.dictionary .reference.com

Building relationships with customers has becommessary for companies in the
past few years because business success depednts All marketing is
based and developed on customers. Customers aeyheo growth, profit and
success. But how to attract customers, maintaim tiget to know them and win
their loyalty? Managers are trying to find answerthese questions day by day.
The author hopes that her study will be usefuhfi@nagers to find right answers.

It is important for businesses to keep its existingtomers, because they bring
steady income, but it is not possible to know ineacte if a new customer will
become a loyal one. For instance, bar workers kieiv customer’s habits,
favourite drinks and some personal information,ibist not easy to know how to

treat a new customer so that he/she will stayfgatis

Every customer wants that the company or a paaticubrker will treat them in a
nice, polite and special way. There exists manysAay companies to manage
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customers, and one of them is Customer Relatioridhipagement (CRM). The
purpose of CRM is to recognise and treat each metas an individual. CRM
consists of sophisticated software and analytmalktthat integrate customer
information from all sources, analyse it in deghg apply the results to build
strong customer relationships (P.Kotler, et al.300rhe overall goals are to find,
attract, win new clients and retain those custorttegsompany already has.

Today the world is faced with a financial crisiglahe first sector that suffered
from it was customer service, most of all the taxil restaurant services. That is
understandable, because with money problems pagpie save money, reduce
entertainments (e.g. going to disco) and luxurgeg. (taxi rides). But the author is
not agreeing with the fact that external environtregmestaurant industry was
faced with big problems. Well, of course globabiiis influencing the customer
buying behaviour, sales and consumer attendanceeVéo, people did not stop
going to bars and spend money. There are stillgmoustomers and profits for
restaurants. But the reasons why people come tohaae changed. If people
before went to have fun, meet friends and relasrafork/studies, now they go to
bars to “clean” their minds from problems, haveialdand “escape” from the

world.

1.2 The Purpose of the Study

Nowadays the restaurant industry has very highrgihand night club managers
have to find ways how to differ from others and hovibring more customers and
how to keep current customers. These are manageats, and for achieving their
goals, managers apply different strategies whidhwark better in certain
situations with a certain customer. The purposthefstudy is to explore how
night club managers can attract new customers aep their old customers. The
answers to the study questions have to be usefaidmagers because in this
study customers will participate. When managerd@khow and understand
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customers” wishes and needs, then it will be e&sighem to manage their

customers.

1.3 Study Question s

The aim of this study is to explore how night clnenagers can attract new

customers and keep their old customers. Questargetting results in this case

are:
- How to attract new customers?
. How to manage customers?

. How to win their loyalty?

1.4 Description of Material

To meet the aim of the study the author will gaihérmation from books,
internet and business journals. Material aboutigeiahip marketing, customers,
service, and customer management will be presemteiterature Review; and

the names of the books, internet links will be preed in references.

The author will write about relationship marketifglationships between

managers and customers belong to marketing section.

1.5 Description of Methods

In order to achieve the goals presented in theqa&rgection the author will use
two research methods; primary and secondary. Sacpmesearch will be
collected from books and scientific materials, andary research from night

club managers and customers.



Primary research will be done by survey which isststed of two questionnaires.
Two different groups will participate in this sugyeananagers and customers.
Questions for managers and customers will havidle it different context but

the same meaning.

Three managers will answer the questionnaire;fiame the center of Helsinki
and two from East Helsinki. Clubs in several argfddelsinki are included
because they have different target groups and essistrategies in managing
customer relationships. Some customers that andweithe questionnaire are
from the same places as managers. All togetherusitomers will take part in this
study; three male and three female genders. Totsaeehe author will send

guestionnaires electronically, through email.

1.6 Limitations of the Study

There were certain limitations in this study. Topit of the study is managing
customer relationships in night clubs. Accordinghe topic the author limits her
study with theory material about customers, refegiop marketing, customer
relationship management and service which are aatsanly to business- to-

consumer/customer (B2C).

1.7 Definitions

During the study a reader will face a lot of neweating concepts. To understand
the meanings of those concepts the author wouddt@ipresent their explanations
in this section. All definitions were taken frometencyclopedia.

(www.wikipedia.orq

Customeialso called client, buyer, or purchaser, is usuadigd to refer to a

current or potential buyer or user of the prodeétan individual or organization.
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Business- to- consumdescribes activities of businesses serving endwuoar

with products and services.

Relationship Marketings a form of marketing developed from direct resg®

marketing campaigns conducted in the 1970s andsl®8&h emphasizes
customer retention and satisfaction, rather thdarminant focus on point-of-sale

transactions.

Customer Relationship Managemena broadly recognized, widely-implemented

strategy for managing and nurturing a companysratdtions with customers and
sales prospects. It involves using technology gaoize, automate, and
synchronize business processes.

Serviceis the intangible equivalent of a good.

Customer Services the provision of assistance to customers.

2 LITERATURE REVIEW

2.1 Customers

“The genius of free market competition is that ¢thstomer gets to decide who
wins and who loses. And ultimately, the customehésbiggest winner.”
Donald J. Carty, CEO AMR/American
Airlines (1999)

Who is a customer?

The first question to address when thinking abela#tionships with customers
might be “who is a customer?” At first sight, thesaver to that question is fairly

straightforward. The customer is an actual or tdépurchaser of products and
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services. The author preferred to use the dedimitnade by Swift Ronalds: “The
customer is the focal point of marketing, salesiti@rts, products, services, time,
resource allocations, profitability and long-ternowgth and strength of

enterprising organizations.” (R. Swift, 2001, p.1)

The term customer was first mentioned in the bagmof twentieth century, and
still it took nearly hundred years for companiesdally understand what the term

means.

In the 1990s, roles of buyers and suppliers wererseng: customers changed
from being “the hunted” to being treated as speé&ledviously, suppliers played
the part of the “hunter”. Global brand leaders dediwho the customer was and

into what category that customer best fit. (R. §v001, p.2)

Today, customers require flexibility, availabilitgreativity, and price advantage
from the supplier or service provider. Thereforewrtechniques to discover these
attributes are required for organizations to sudeee forever-changing world of
customer wishes, customer preferences, customewizeins, and customer
loyalties (R. Swift, 2001, p 2).

If before, long time ago, suppliers were leadeid deciders then customers now
lead business and market, and they decide whatytodhen and where.
Customers vote with their purchases and denigsiadhases. Today we have a
saying:"Customer is always right!” Suppliers andveee providers really try to
follow this saying because in every industry thera huge rivalry and it is easy to
lose a customer. Sometimes it is better to close gges if a customer behaves
badly or has bad manners, and to do what makesairappy and satisfied.

“That said if one individual is dissatisfied, odale he’ll tell a collection of
other individuals- one widely accepted marketinig+of- thumb claims the
average unhappy customers tells eights other patensstomers about his
negative experiences. Such spreading of consuisegogroval turns the world of
viral marketing, which depends on word- of-moutbnfrtrue believers, upside
down” (J. Dyche’, 2001, p.12).
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2.1.1 Know your Customers

Many companies have realized that they know oritgl@ bit or nothing about
their customers. All customers have something mrmoon. They can be divided
into groups- each group has different charactesstequirements, and
behaviours. Each customer is a complicated mieasgnality, motivations,
attitudes and needs.

Naturally, it is not possible to have a deep undeding of every customer.
However, it is necessary to understand the needaatf customer.

Unfortunately, not every supplier has the oppotiuta choose its customers;
most probably business would be much easier ifvilais possible. Despite that,
companies, firms and organizations have to know tromanage different types

of customers, even those who are always complaemagnever fully satisfied.

2.2 Relationship Marketing

Relationship marketing is an important strategy @mdne of the important
aspects of marketing. The first researcher whoneddfirelationship marketing as
“all marketing activities directed toward estabirgh developing, and maintaining

successful relationships” was Morgan and Hunt (1.994

Relationship Marketing (RM) is:

= find customer

= getto know him

= Kkeep in touch with him

» try to ensure that he gets what he wants from compaevery aspect of
company’s dealings with him

= check that he is getting what company promised him

(M. Stone, et al, 2000)
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The primary goal of relationship marketing is toléhand maintain a base of
customers who are profitable for the company. déhieving this goal, the firm
will focus on the attraction, retention and enhaneet of customer relationships.
First, the firm will seek to attract customers ware likely to become long-term
relationship customers. Once they are attracté@g¢mn a relationship with the
firm, customers will be more likely to stay in tredationship when they are
constantly supplied with quality products and ssggiand good value over time.
Long-term relationship customers become loyal austs, which will frequently
help to attract (through word of mouth) new custsweith similar relationship
potentials.

2.3 Attraction, Retention and Loyalty

“Marketing managers should develop creative wayatti@act new customers and
keep them in the long run.”
Kumar and Petersen (2005)

“Since relationship marketing includes all actiestidirected towards the
establishment, development and maintenance of egehalationship the
activities of a relational strategy comprise thgtrabjectives (V. Kumar and A.
Petersen, 2005):

. Attraction (creating relationships);
. Loyalty (developing relationships);
. Interaction (maintaining relationships);

According to the objectives above, the researcaerdistinguish three types of
relationship marketing activities: those orientedttract consumers; those
oriented taretain customers and tcreateloyalty.

2.3.1 Customer Attraction
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Attraction is the use of marketing techniques dpedly designed to teach the
customer what the companies are doing and howaseasr product will benefit
them before they purchaseutvw.wikipedia.org.

Attraction as a driver of customer commitment mesoraething that makes the
service provider interested to a given customéhemwther way round, thus
attraction can be based on financial, technologgooral constructs (C. Grénroos,
2001).

How to attract customers?

Of course the first way is cutting prices. Thispean be one of the quickest,
most powerful ways of attracting customers. Butiogtprices may cause
problems; the negative profit can be quick and pavweas well.

Entertainment programs such as shows, bands anelsgzan attract new
customers to the night club. Also advertisemelkts‘1Buy one drink, you will get
shot/ another drink FREE!” are very effective. WOFdee” is very powerful,

offering something free will undoubtedly attradieation.

Big advertisements with bright colors (e.g. reckey, yellow) are also very good
tools for attracting new customers. Never forget ffreople see what they want to
see and hear what they want to hear. Only notieeatbrertisement can attract

their attention.

2.3.2 Customer Retention

Customer Retention is the activity that a sellingamization undertakes in order

to reduce customer leavingvw.wikipedia.org.

All company sales consist of two groups of cust@meew- and repeat customers.
It is definitely more cost- effective to retain sting customers than attract new

ones. Existing customers have known identified sebdt have been satisfied by
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company’s product or services in the past. Custoetention is the process of
keeping customers.

Customer retention is more than giving the custonteat they expect; it is about

exceeding their expectations so that they becogs.lo

2.3.3 Customer Loyalty

The attempt to satisfy customers is a necessatysfiep in building customer
loyalty, but it is only a start. However satisfactialone does not necessarily lead
to loyalty (E. Little and E. Marandi, 2003, p 48).

What is Customer Loyalty?

The word loyalty conjures up the image of unquestig commitment. It is, in
that sense, a thoughtless condition. The dog &l kwyhis owner, the patriots to

their cause, and the customers to their suppliers.

The feelings that provoke loyalty in other situasaare hard to reproduce in
marketing. According to Paul Gamble and et al. @00yalty can be defined in

two ways:

. A state of mind, a set of attitudes, beliefs ansirgs. This can be
called “emotional” loyalty.

. Loyalty is also a behavioural inclination. A custmean be loyal to
more than one competing supplier. This could bked&rational” loyalty since it
makes sense for dome types of situation.

Good marketers use both approaches in combindtemause they suit different

customer situations.

Here the reader can look through the differencevben state of mind and

behaviour. These examples were written by Merlon8i et al. (2000).
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Lovyal state of mind

. “I trust you more than | trust your competitors.”
. “| feel at home with you more than with your comifmes.”
. “I want to know what you can do for me, but | dd m@nt to know

what your competitors can do.”
. “| believe you treat me as special because | gomoal customer of

yours.”

Lovyal behaviours

. Buying from you.

. Buying more from you.

. Paying attention to your information- in the medege-to-face contact
and so on.

. Recommending or even publicly advocating you teogiotential
customers.

Loyalty is a physical and emotional commitment givy customers in exchange
for their needs being met (M. Stone, et al., 2@0D02).

According to Rauyruen (2005), satisfaction appéakse an important factor in
maintaining purchase intentions through serviceal@uwill strongly enhance

both purchase intentions and attitudinal loyalty.

However, satisfaction does not guarantee loydiigre should be trust and

commitment as well.

Satisfaction | + Trust + | Commitment | — Loyalty

Table 1 The loyalty formuldE. Little and E. Marandi, 2003, p.49)

Loyal Customer
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Customers are not equally valuable. Thus, it iy waportant to consider which
customers to attract and which customers desere ltoyal.

Loyal customers often believe that they get besttevice because they are loyal.
They feel they are rewarded for their loyalty. Tisarue; for companies it is very
important to keep loyal customers satisfied, beedoygal customers not only
repurchase but they also advocate products angteenw their friends. They also
pay less attention to competitive brands. To kaegtomers happy, satisfied and
loyal the companies provide them inducements saahszounts, free products or
fidelity (e.g. VIP cards).

2.4 Customer Service

The author decided to write about custosmwvice because night clubs are places
where people get service (drinks, music and claaki)o

Relationships in industrial marketing literaturevédeen described as the
exchange of all mutually committed parties. In $leevice marketing the subject
has not been clearly discussed. The simplest férarelationship is when the

customer has purchased from the same provideastt twice.

To maintain customer loyalty in the field of custmservice, a supplier must
enhance all four aspects of relationship qualityiclv are: trust, commitment,
satisfaction and service quality (P. Rauyruen, 2005

2.4.1 Service Quality

One visible way by which a company can stand auhfits competitors is to
offer a service with high quality. This helps inilding close relationships with

customers.

Gronroos (2000) described service quality in teofnrseven perceived scales:
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= Professionalism and skills;

= Attitudes and behaviour;

= Accessibility and flexibility;

» Reliability and trustworthiness;
= Service recovery;

= Serviscape

= Reputation and credibility.

2.5 Conclusion

Literature review contains huge amount of informatiof course all information is
important and useful. But the author would likestommarize and emphasize the
main and the most important material. There aue fioain topicscustomers,
management, relationship marketiagdcustomer service.

Customersa marketing base which brings profit and successlinsiness.
Everything in marketing depends on customers

Managementis a very important tool in customer relationshiganagers have to
make customers happy and satisfied. When custaanemmanaged in the right way
they become loyal.

Relationship marketingt is an important strategy what requires long-term
relationship.The primary goal of relationship marketing is taltd@nd maintain a
base of customers who are profitable for the compan

Customer servicahe simplest form of a relationship in customewr®eris when the
customer has purchased from the same provideastt i@ice Service quality is very

important in building a relationship

3 STUDY METHOD
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The study method is done by a survey which coneisttiwo questionnaires, the
first for managers and second for customers. Quesfor managers and

customers will have a little bit different contdott the same meaning.

The author made a special model for survey questibime questions are made
according to the model below because then it vélebsier to analyze the answers.
The model was based on four main topics which werphasized in the literature

review.

Customers
/ ™
Management | « f » | Relationship
l Marketing
\
Service /

Figure 1.Special model for survey questions

The arrows explain how each component is connegittdeach other (e.g.
management, relationship marketing and servicalinast connection, with
customers indirect. Customers have only with serdirect connection and with
the rest indirect. In own turn service has dirextrection with all components.
Relationship marketing has indirect connection anljn customers and direct
with rest.)

These components in turn are topics for surveytgres This means that survey
questions divided into four topics (relationshiprketing, customers,

management and service).

3.1 Survey Questions

The aim of the survey is to get information and pare managers” strategy (how

they attract new clients, how they manage thent) witstomers wants (how they
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want to be attracted and managed). To achievaimdgollowing questions were

made.

Questions for customers

Topic 1: Relationship Marketing

As a night club customer, do you prefer to haveng{ term relationship with one
night club or switch to different clubs? Why?

What do you like and do not like in being in retatship with a company?

Topic 2: Customers
What attracts you into becoming a new customeafoight club?

Do you want to be a loyal customer? Why?

Topic 3: Management
Do you want to be managed in customer relationsipy yes/not?
How do you want to be managed? Are you being mahagne way you want to

be managed?

Topic 4: Service
Which issues are important in the night clubs se®¥i
If you are not satisfied with the service, will yoame to that place again? Why

yes/no?

Questions for night club managers

Topic 1: Relationship Marketing
Do you have relationship with your customers? Wawy kiave /do not have?

Do you have a long-term relationship with all cusers? Why?

Topic 2: Customers
Which customers you want to be loyal?

How do you attract new customers?
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Topic 3: Management
How do you manage your customers?

How is cheaper to manage customers?

Topic 4: Service
What are the most important aspects in a night sarbice?
Service quality is extremely important in relatibipsmarketing in a service

industry. What do you do to achieve the highestiserquality?

3.2 Survey Process

As it was mentioned before the survey is done thénhelp of several night club’s
managers and customers. Both target groups wekedrandomly, but all samples
were taken from Helsinki. Three managers, oné@intowns a night club in the

centre and two others in east side of the citywansd to the questionnaire.

The author did not have a big problem to ask mansageparticipate in the survey
because she knows them personally. One of theerisrhployer, another is a friend
and third is just familiar who is working in a costjive night club. The author has
their phone numbers; she simply called them anddagk answer the questionnaire.

The author took emails from managers and sent igunesiires to them.

Customers were picked randomly. Some of them vadent from the same place
where the author is working and some respondents stadents from Arcada. The
target group for customer- questionnaire was ydemgjish speaking people, age
limit 23 — 32. The author received answers froma&es and 3 females. The same
mailing process was done with customer-questioendine author sent

guestionnaires to the participants through email.

All respondents were asked to answer the questi@mauring 2 weeks.

Unfortunately, not all answers came on time. Thh@uhad to send emails to
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remind participants about filling in the questiomasa. Mostly managers were not

able to send answers on time. Finally, all resofithe survey were collected

(questionnaires and all answers the reader will imappendix A and B). Due to the

fact that questionnaires were sent by email, sonestgpns were left unanswered

and some answers were difficult to interpret.

4 RESULTS

No corrections and adding were done by the authoustomers”™ and managers’

answers. As it was mentioned before the questioesmaiere sent by emails, some

guestions were not answered or answers were diffcunderstand.

Customers” Answers

where | can sit
down and talk
with people |
know.

2) RM is a good
way to measure
people who
support certain
firm/company,
but it can make
that
firm/company
make it feel that
everything is
better than they

think. Companies

usually forget to
renew themselve
in that situation.

first impression
when | get in
and of course
staff
friendliness and
service
orientation.

2) lwant to
support more
such places
where | feel
comfortable.

S

Customers | Topicl Topic2 Topic 3 Topic4
Relationship Customers Management| Service
Marketing
1 1) | prefer to 1) Outer 1) Yes, | 1) Being present,
have one place | appearance, suppose to | personal service,

receive more
personalized
service.

2) No answer

friendliness, fluency

2) I'm sure not quite
soon, probably
someone would
have to assure me
that
problems/errors
have been
corrected.

23



1) | prefer to
have long-term
relationship,
because when
you already
know for
example one
night club and if
| know and like
everything in this
place (people,
music, services,
environment), |
would not switch
to another place
if | feel myself
comfortable
there.

2) In RM | like
that if person
already have
relationship with
firm or company
he or she can
always be in
focus of this
company and his
or her opinion
can be taken intg
consideration in
the future. What
| do not like is
when in some
cases
relationship can
be transformed
into different
form of
persuasion to
achieve needed
goals.

1) Quality of
the service

2) Yes, in
defined areas.
It's nice to get
some benefits
when you are a
loyal customer.

1) Yes,
usually its
pleasure
when
somebody is
thinking
about you.

2) Depending
on sort of
activity, but
in most cases
| prefer to be
managed in
the way |
want.

1) Speed of services
and quality of the
drinks, for me is
very important to
not spend very muc
time in front of bar
rack.

2) In most cases no
I will only come
back to the same
place if somebody
will wait for me
there.

\*2J

1) | like both.
Like to have a
comfort zone ang
be known. Also
like surprises!

1) Service,
professionalism
I and originality.

2) Yes, to
deserve a good

2) | like the

1) Not really,
because that
makes an
attitude les
personal in
many cases.

1) Quality!

2) Definitely not.
There is too much
competition

24



special service. 2) That is

treatment, only really

in many cases depending on

the company or the place in

its employees, question.

loses their

professionalism.

1) It all depends | 1) Good music, | 1) Not 1) Smiling

on the place. At | dj's, interesting | necessarily. It bartenders, good
the moment | theme nights. | might be atmosphere
normally go to a | Friends. irritating . o

few clubs/bars | Special offers 2)Yes, if I like the
because they | for example on | 2) | would place, no, if it's far
play my kind of | a sparkling like to have | away from home.
music. | don't | wine bottle and| more for

have a "long- such. Good example drink

term atmosphere | tickets. They

relationship" altogether, might have an

because | am | decoration and | Influence on

lazy to go most important | MY night out,

anywhere else; | location! on deciding

there simply where to go

aren't that many | 2/ 1 don't to.

p|aces I enjoy necessarlly

going to. | WOUld Want to be. | an

like to have morg if the place is

clubs where | | what I like

would enjoy

being in.

Helsinki just isn't

a very big place.

2) Difficult to

say. | like the

communication

to an extent, |

don't like if  am

getting e-mails

all the time, like

advertisements.

1) | prefer to 1)  used to 1) No, I don't.| 1) Flexibility of the
switch to have a favorite | Being treated | bartender (if some
different clubs, | night club, but | well is ingredients of my
as i haven't now it is closed| important, favorite drink are
found one that | | so I'm but when | go| missing, | expect th
would want to gg constantly to a night bartender to offer
to more than looking for the | club | meet | other options

11°}
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once.

2) It gets
annoying
sometimes.
However, it may
feel good when |
am offered some
VIP services
because | am in
a relationship
with a company.

exchange. It
matters a great
deal that the DJ
plays the right
kind of music
and other
customers look
good.
Atmosphere is
important too.

2)  want to be
a loyal
customer since
I'm tired of
switching clubs,
none of which
are good
enough for me.
When | find a
good place |
could go there
every time as

my friends or
find new ones
instead of
establishing
relationship
with the
company.

2) | don't
want to be
managed.

instead of just
saying that | can't
have the drink |
want).

2) No, if | was the
one to decide.
However, | never ga
to a night club
alone. If everybody
else wants to go to
certain place |
would probably go
too whether I like
the place or not.

D

then | would
know what to
expect.
1) It depends on | 1) AImost 1) Iwouldsay | 1) Short
some factors, but everything: life | YES but lines/queues on
mostly | like to | acts, music, within limits. | entry, fast service,
spend my time in atmosphere, club’s
one good (for | decorations, | 2) Good cleanness/neatness.
me) place as a | friendly staff, | informing
well-known good reputation| (it’s like 2) Usually no.
customer. and of course | “Hello! We | There is a high
other always rivalry in this
2) | like to get for| cystomers. remember | industry, | am sure
example some you! will find a place
useful info about| 2) Yes, because Welcome! where | can go and
events and other| as a loyal etc.”), text- | where | like to be.
evening customer you | messages,
programs, and in get better web-
some places to | service from sites...and
have benefits as| bartenders. good service,
a regular of course.

customer. But |
do not like spam
and pressure.
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Table 2. Customers” answers

Managers” Answers

Managers | Topicl Topic2 Topic3 Topic4
Relationship Customers Management Service
Marketing

1 1) Yes, | have long 1) Good 1) By mail, phone,| 1) Price and
relationship with customers, whaq facebook and quality
customers to keep themwant to have | personally )

long —term . 2) I give good
2) Yes, I have along- | rg|ationship 2) By mailand | quality and good
term relationship with personally price, | fulfill
all customers, because 2) By promises, |
better to keep than to | advertisements satisfy
attract customers. through word customers.

of mouth

2 1) Yes, | have. Inmy | 1) With whom || 1) For 1) Product,
opinion, it is better to | can make a keeping/managing price, quality,
create relationships long-term customers | prefer personnel
with customers and relationship, to use email and

keep them rather than
always attract new
once.

2) Yes, because | want
to keep long contact
with customers. | try to
be a friend to my
customers, | want get
know them and that
takes time.

who is paying
and willing to
pay.

2) | attract new
customers by
advertisements
different shows
and programs

phone

2) The cheapest
way to manage
customers is
emailing.

2) Give the best
service what |
can. Fulfill
promises.
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1) Yes, all the people
working in customer
service do create
relationship with their
customers, it's part of
the business.

2) That is possible. If

you are in business longgy ).

enough, customers get
to know you better and
become kind a friends
with you, there are
many reasons why.
Firstly, it is service and
how you make feel the
welcome.

mcustomers.

1) Many
customers can
be loyal, but |
am not
choosing whom
to make loyal.
Everyone is
welcome to be

2) With new
ideas,
programs,
word of mouth
from existing

1) With good
service and
through different
online channels.

2) Through
internet and
personal contact.

1) Being polite,
listen to the
customers,
understand their
needs.

2) To make
customers feel
that | am there
for them.

Table 3. Managers” answers

4.1. Analysis

Firstly, the author will compare and analyze custshanswers between each

other, then, managers” answers, and finally, custenanswers with managers’

answers.

4.1.1 Comparing Customers” Answers

Amount Gender Age
3 people male 23 - 32
3 people female 24 -25
Table 4. Sample of customers

Topic 1:

Relationship Marketing
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1) As a night club customer, do you prefer to haveng- term relationship or
switch to different clubs? Why?

All participants did not answer straight to thaegtion, because they all have

different depending factors.

2) What do you like and do not like in relationshipriketing?

Respondents Like Don not like
Cl good way to measure people who no answer
support a firm
C2 his opinion can be taken into relationship can be
consideration transformed into
different form of
persuasion to achieve
needed goals.
C3 the special treatment no answer
c4 communication to an extent emails as
advertisements
C5 get VIP service annoying
advertisements
C6 get useful info about some events spam andyreess

Table 5. Customer” answers to question 2, toflietter C with number means

customer)

Respondents like to have relationship with compdaetause they get benefits

(VIP service, attention, useful information), blaéy do not like annoying

(pressure, emails, ads).

Topic 2: Customers

1) What attracts you into becoming a new customeafight club?

About 50% of respondents can be attracted by se(gervice quality and

professionalism, staff skills), and other 50% bysimwand atmosphere.
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2) Do you want to be a loyal customer? Why?
Only one customer does not want to be a loyal.rékefive want to be a loyal,

they have different reasons for that (better sepienefits, more attention).

Topic 3: Customer Relationship Management

1) Do you want to be managed in a customer relatip?stWhy yes/no?
50% of respondents want to be managed to get pEreontacts, attention. And

50% do not want to be managed, it can be irritating

2) How do you want to be managed? Are you beingaged in the way you want
to be managed?

It is quite hard to analyze answers to this quast@ustomers want to be managed
but with limits. They prefer to have ticket drinkget information-attention (e.g.
“We always remember you! Welcome, etc”) as a mameage. They do not want

to be managed by email, phone, and advertisements.

Topic 4: Service

1) Which issues are important in the night clules/ge?
Here an author fond the common answer: “quick, isgnikind staff and good

quality of the products”.

2) If you are not satisfied with service, will yoame to that place again? Why

yes/no?
Cl C2 C3 Cc4 C5 C6
Yes X
No X X X X X

Table 6. Customers” answers to question 2, topic 4

30



Only one person will come back to the place whetegood service was. The rest
five customers will go to other place, becausdis industry quite big
competitions. In this case managers should be cagful with management,

working personnel with service.

4.1.2 Comparing Managers” Answers

Three managers were interviewed. One of them isagiag night club in the

centre and two others manage clubs in East Helsinki

Topic 1: Relationship Marketing

1) Do you have relationship with your customers? Wes/go?

They all have a customer relationship with thestomers, because in customer
service should be relationships to keep custoneestaty in business.

2) Do you have a long- term relationship withyallr customers? Why?
The answer is yes. Because to get know a customeanger needs time, during

that time a long- term relationship will be created

Topic 2: Customers

1) Which customer do you want to be loyal?
One of the manager said that he does not choosmwdmake loyal, everyone
can be. Two other managers prefer good customéis ane willing to have long

relationship, as a loyal customer.
2) How do you attract new customer?
And again answers to this question are the sanveré@gkments, programs and

word of mouth are the keys for attraction.

Topic 3: Customer Relationship Management

1) How do you manage your customer?
All three managers manage their customers by enpditsne, web pages and
some of them manage personally.

2) How is cheaper to manage customers?
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And in this section answers the same. Emails angbpal contact are the

cheapest way to manage customers.

Topic 4: Service

1) Which main issues are important in a service?

Manager from the centre thinks that the most ingrdgrissue in a service is being

polite, listen and understand customers” needsllmanagers prefer price and

quality as important service issues.

2) Service quality is extremely important in redaship marketing in service

industry. What do you do to achieve the highestiserquality?

Again there is a common answer to this questiomadars try to achieve the

highest service quality by best service and fukiimof promises.

4.1.3 Summary of Results Together

Topicl Topic?2 Topic3 Topic4
Relationship Customers Managemert Service
Marketing
Night club | The majority of Night club Not all For customers
customers | the customers customers can | customers want atmosphere and
prefer to have be attracted by | to be managed| prices are
long- term service quality | because it can | important
relationship with | and atmosphere.be irritating and aspects in night
company because| And they can | pressuring. But| clubs. But if
it is comfortable, | become a loyal | customers, whqg once they will
beneficial and because of like to be not be satisfied
useful. benefits managed, with service
(attention, better prefer to be they do not
service). managed by come back
their ways (VIP| again.
cards, free
drink tickets).
Night club | Managers try to | Managers prefer Night club For managers
managers | have long-term profitable managers try tg important

relationships with
customers becaus
it is profitable,
safe and stable.

customers as a
eloyal. To attract
new customers
managers use
advertisements,
entertainment

manage their
all customers in
the same, the
cheapest way
(online and
personal

programs and

contacts).

aspects are
politeness and
good
price/quality.
The highest
service quality
can be
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word of mouth. achieved by
best service
and fulfilment
of promises.

Table 7. Summary of results

5 DISCUSSION

Customers” and Managers™ Answers

Customers and managers want to have long-termamrséiips because both parties
gain benefits from this. Usually financial benefitastomers like discounts and

managers profit. In this case managers” and cussonmeerest are the same.

To attract new customers night club managers ugerssements and entertainment
programs, but customers can also be attractedriicseuality and atmosphere.
When asked about attraction of customers, the neasamd customers perceived it

in different ways.

Not all customers want to be managed. But thosewadnrd prefer to be managed by
VIP cards and free drink tickets. Managers wolkd to manage their customers in a
way that is the cheapest, in this case online ansiomal contacts. It is obvious that
both parties want to save money and reduce expesgascially now when people
have financial problems. Due to that fact, mandgand customers” views about
management are different. In introduction was noeretd customer relationship
management(CRM) as one way of managing custometrsclsording to the survey
resultsnight club managers do not use this approach in lblusiness, maybe

because it is too expensive or maybe becausenibie suitable for B2B relationship.

In service case managers” and customers” opinieraraost the same. Both sides

agree that a good personnel is very importantghtrélub service.
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During analyzing and summarizing customers” reshésauthor pointed out one
interesting thing. In topic 1(relationship markegjrcustomers mentioned about
discounts; in topic 3 (management) were said tieyt prefer VIP cards (give
financial benefits). But when question was abouraation (topic 2-customers), no
one said that low prices or free drinks can attilaetm into becoming a new customer
for a night club. That is very interesting and ymested Based on her own
experiences at work the author feels that it is.tlrhen customers are already in a
bar they buy what is cheaper, but outside adveneses with cheap drinks do not
always attract people’s attention. Unfortunatelys true that nowadays customers”
wishes, wants and needs depend on money. Peoplat doink what they like, they
drink what is cheap. And they would like to haviatienship with company if they

gained something from that.

6 CONCLUSION

The topic of the study was managing customer walahips in night clubs. The
aim of this study was to explore how night club agers can attract new

customers and keep their old customers.

For getting results the author used a survey asdy snethod. The survey
consisted of two questionnaires, one for night dustomers and second for night
club managers. To save time questionnaires wetdogeamails.

After getting and analyzing the survey resultsabthor answered to the study
questions and achieved the aim of this study. Tindysshowed that nowadays the
best way to attract people into night clubs is gattdosphere and best service.
The best management tool is to give customers aiigspcomfort and attention.
Happy and satisfy customer can become a loyal @nd more profit into

business.
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6.1 Criticism

Now when looking back on how the study was donergllare some things the
author would have done in a different way. Firstitytake only one particular
night club for the survey, because it is difficiatmix several clubs and write
about them. Secondly, to concentrate only on omggetaroup; it was quite hard
to analyze two target groups. Maybe if there werg mmanagers or customers,
the research would be deeper in detail and moeadpiThird, no questionnaires
by emails, only personally, face-to- face. In sarases the answers were written
in such way that the author was not sure whatebpandent actually meant,
therefore some misunderstandings probably occufed.also the author found it
difficult to analyze the answers to the open- engigelstions. Multiple- choice

guestion might in some cases have been a bettarecho
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Appendix A: Customers” Questionnaire

Hello! My name is Anna Hassanova. | am a studeAreada University of
Applied Sciences in Finland. Now | am working on Bgchelor's Degree
Programme Thesis in International Business, wighcttManaging customer

relationships in night clubs”

| kindly ask you, as a night club customer, to fantew minutes and help me with

my research and answer my questions (see below).

I am looking forward to receiving your answers

Thank You!

Best wishes
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Anna Hassanova

Customer 1

Topic 1: Relationship Marketing

1) As a night club customer, do you prefer to haveng- term relationship or
switch to different clubs? Why?

Pretty much depends on the feelings, but gettidgrand passing that “every-
weekend-party-mood” | prefer to have one place wHaran sit down and talk
with people | know or in some case “getting thattpanood” on. As said before,
simple is the key here. If | have one place | kisogood, why to choose another.

Variation refreshes, but coming “back home” is thest.

2) What do you like and do not like in RM?
RM is a good way to measure people who supporiceiitm/company, but it
can make that firm/company make it feel that ebhangtis better than they think.

Companies usually forget to renew themselves insihaation.

Topic 2: Customers

1) What attracts you into becoming a new customeafight club?
Outer appearance, first impression when | get id ahcourse staff friendliness

and service orientation.

2) Do you want to be a loyal customer? Why?
| want to support more such places where | feelfoawble.
Topic 3: Customer Relationship Management

1) Do you want to be managed in customer relatigrestWhy yes/not?

Yes, | suppose to receive more personalized service

2) How do you want to be managed? Are you beingaged in the way you want

to be managed?

Topic 4: Service

1) Which issues are important in the night club’s isef¥
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Being present, personal service, friendliness nitye

2) If you are not satisfied with service, will you certo that place again? why
yes/no

I’m sure not quite soon, probably someone woulcehavassure me that

problems/errors have been corrected.

Customer 2

Topic 1: Relationship Marketing

1) As a night club customer, do you prefer to haveng- term relationship or
switch to different clubs? Why?

| prefer to have long-term relationship, becausewkou already know for
example one night club and if I know and like etreng in this place (people,
music, services, environment), | would not switchriother place if | feel myself

comfortable there.

2) What do you like and do not like in RM?

In RM I like that if person already have relatiofskith firm or company he or
she can always be in focus of this company andrtier opinion can be taken
into consideration in the future. What | do notlils when in some cases
relationship can be transformed into different fosfrpersuasion to achieve
needed goals.

Topic 2: Customers

1) What attracts you into becoming a new customeafight club?
Quality of the services

2) Do you want to be a loyal customer? Why?

Yes, in defined areas. It’s nice to get some benehen you are a loyal customer.

Topic 3: Customer Relationship Management
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1) Do you want to be managed in customer relatig?stWhy yes/not?

Yes, usually its pleasure when somebody is thirdogit you.

2) How do you want to be managed? Are you beingaged in the way you want
to be managed?
Depending on sort of activity, but in most caspeefer to be managed in the way

| want.

Topic 4: Service

1) Which issues are important in the night cluEivise?
Speed of services and quality of the drinks, foiswwery important to not spend

very much time in front of bar rack.

2) If you are not satisfied with the service, witlu come to that place again?
Why yes/no?
In most cases no, | will only come back to the splaee if somebody will wait

for me there.

Customer 3

Topic 1: Relationship Marketing
1) As a night club customer, do you prefer to haveng- term relationship or
switch to different clubs? Why?

| like both. Like to have a comfort zone and beamAAlso like surprises!
2) What do you like and do not like in RM?
| like the special treatment, only in many casesdabmpany or its employees,

loses their professionalism.

Topic 2: Customers

1) What attracts you into becoming a new customeafight club?
Service, professionalism and originality.
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2) Do you want to be a loyal customer? Why?

Yes, to deserve a good service.

Topic 3: Customer Relationship Management

1) Do you want to be managed in customer relatigrestWhy yes/not?

Not really, because that makes an attitude lesqreailsin many cases.
2) How do you want to be managed? Are you beingaged in the way you want
to be managed?

That is really depending on the place in question.

Topic 4: Service

1) Which issues are important in the night clulEiwvise?

Quality!

2) If you are not satisfied with the service, witlu come to that place again?
Why yes/no?

Definitely not. There is too much competition

Customer 4

Topic 1: Relationship Marketing

1) As a night club customer, do you prefer to haveng- term relationship or
switch to different clubs? Why?

It all depends on the place. At the moment | nolyngd to a few clubs/bars
because they play my kind of music. | don't halteray-term relationship”
because | am lazy to go anywhere else; there siargly't that many places |
enjoy going to. | would like to have more clubs rghenvould enjoy being in.
Helsinki just isn't a very big place.

2) What do you like and do not like in RM?
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Difficult to say. | like the communication to arteax, | don't like if | am getting e-

mails all the time, like advertisements.

Topic 2: Customers

1) What attracts you into becoming a new customeafight club?
Good music, dj's, interesting theme nights. Frie@jgecial offers for example on
a sparkling wine bottle and such. Good atmosphé#ogather, decoration and

most important location!

2) Do you want to be a loyal customer? Why?

| don't necessarily want to be. | am if the plasevhat | like

Topic 3: Customer Relationship Management

1) Do you want to be managed in customer relatig?stWhy yes/not?

Not necessarily. It might be irritating

2) How do you want to be managed? Are you beingaged in the way you want
to be managed?
I would like to have more for example drink tickdisey might have an influence

on my night out, on deciding where to go to

Topic 4: Service

1) Which issues are important in the night clublvige?

Smiling bartenders, good atmosphere
2) If you are not satisfied with the service, witlu come to that place again? why

yes/no

Yes, if | like the place, no, if it's far away frédrome.
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Customer 5

Topic 1: Relationship Marketing

1) As a night club customer, do you prefer to haveng- term relationship or
switch to different clubs? Why?
| prefer to switch to different clubs, as i havdolind one that | would want to go

to more than once.
2) What do you like and do not like in RM?
It gets annoying sometimes. However, it may feetlgehen | am offered some

VIP services because | am in a relationship witompany.

Topic 2: Customers

1) What attracts you into becoming a new customeafight club?
| used to have a favorite night club, but now itlissed so I'm constantly looking
for the exchange. It matters a great deal that@deplays the right kind of music

and other customers look good. Atmosphere is impbtbo.

2) Do you want to be a loyal customer? Why?
I want to be a loyal customer since I'm tired oftsknng clubs, none of which are
good enough for me. When | find a good place Ia¢tgol there every time as then

I would know what to expect.

Topic 3: Customer Relationship Management

1) Do you want to be managed in customer relatiqgr?sthy yes/not?
No, | don't. Being treated well is important, butem | go to a night club | meet

my friends or find new ones instead of establishét@tionship with the company.
2) How do you want to be managed? Are you beingaged in the way you want
to be managed?

| don't want to be managed.

Topic 4: Service

1) Which issues are important in the night clugiwise?
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Flexibility of the bartender (if some ingredientsnay favorite drink are missing, |
expect the bartender to offer other options instefist saying that | can't have

the drink | want.) Neither | like waiting for hah hour to buy a drink.

2) If you are not satisfied with the service, witlu come to that place again? Why
yes/no

No, if | was the one to decide. However, | nevetaga night club alone. If
everybody else wants to go to a certain place lldvpobably go too whether |

like the place or not.

Customer 6

Topic 1: Relationship Marketing

1) As a night club customer, do you prefer to haveng- term relationship or
switch to different clubs? Why?
It depends on some factors, but mostly | like andpmy time in one good (for

me) place as a well-known customer.

2) What do you like and do not like in RM?
| like to get for example some useful info aboenéy and other evening
programs, and in some places to have benefitsragw@ar customer. But | do not

like spam and pressure.

Topic 2: Customers

1) What attracts you into becoming a new customeafight club?
Almost everything: life acts, music, atmospherepdations, friendly staff, good

reputation and of course other customers.

2) Do you want to be a loyal customer? Why?

Yes, because as a loyal customer you get betteicedrom bartenders.
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Topic 3: Customer Relationship Management

1) Do you want to be managed in customer relatig?stWhy yes/not?

| wouldsayY ES butwithin limits.

2) How do you want to be managed? Are you beingaged in the way you want
to be managed?
Good informing (it’s like “Hello! We always rememlygau! Welcome! etc.”),

text-messages, web-sites...and good service, ofecours

Topic 4: Service

1) Which issues are important in the night cluEivise?

Short lines/queues on entry, fast service, clulgamess/neatness.

2) If you are not satisfied with the service, witlu come to that place again?
Why yes/no?
Usually no. There is a high rivalry in this indugtt am sure | will find a place

where | can go and where | like to be.
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Appendix B: Managers” Questionnaire

Hello! My name is Anna Hassanova. | am a studeAreada University of
Applied Sciences in Finland. Now | am working on Bgchelor's Degree
Programme Thesis in International Business, wigicttManaging Customer
Relationships in night clubs”

| kindly ask you, as a night club manager, to fieet minutes and help me with

my research and answer my questions (see below).

| am looking forward to receiving your answers

Thank You!

Best wishes

Anna Hassanova
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Manager 1

Topic 1: Relationship Marketing

1) Do you have Relationship with your customergd/\Wou have /do not have?

Yes, | have long relationship with customers tqpkbem.
2) Do you have a long-term relationship with albtmmers? Why
Yes, | have a long- term relationship with all trusers, because better to keep

than to attract customers.

Topic 2: Customers

1) Which customers you want to be loyal?

Good customers, who want to have long —term retatiqa

2) How do you attract new customers?

By advertisements, through word of mouth

Topic 3: Customer Relationship Management

1) How do you keep/manage your customers?

By mail, phone, facebook and personally

2) How is cheaper to manage customers?

By mail and personally

Topic 4: Service

1) What are the most important aspects in a nilgitt service?

Price and quality
2) Service quality is extremely important in redaiship marketing.

What do you do to achieve the highest service tyrali

| give good quality and good price, | fulfill prosas, | satisfy customers.
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Manager 2

Topic 1: Relationship Marketing

1) Do you have Relationship with your customers?/\{pu have /do not have?
Yes, | have. In my opinion, it is better to creai@tionships with customers and

keep them rather than always attract new once.
2) Do you have a long-term relationship with alktmmers? Why
Yes, because | want to keep long contact with mest® | try to be a friend to my

customers, | want get know them and that takes time

Topic 2: Customers

1) Which customers you want to be loyal?

With whom | can make a long-term relationship, wghpaying and willing to pay.

2) How do you attract new customers?
| attract new customers by advertisements, diffeseows and programs

Topic 3: Customer Relationship Management

1) How do you manage your customers?
For keeping/managing customers | prefer to use kamai phone

2) How is cheaper to manage customers?

The cheapest way to manage customers is email.

Topic 4: Service

1) What are the most important aspects in a nilgitt service?

Product, price, quality, personnel
2) Service quality is extremely important in redaiship marketing.

What do you do to achieve the highest service tyrali

Give the best service what | can. Fulfill promises.

49



Manager 3

Topic 1: Relationship Marketing

1) Do you have Relationship with your customers?/\{pu have /do not have?
Yes, all the people working in customer servicergate relationship with their

customers, it's part of the business.

2) Do you have a long-term relationship with alktmmers? Why
That is possible. If you are in business long ehgegstomers get to know you
better and become kind a friends with you, theeeraany reasons why. Firstly, it

is service and how you make feel them welcome.

Topic 2: Customers

1) Which customers you want to be loyal?
Many customers can be loyal, but | am not choogihgm to make loyal.

Everyone is welcome to be loyal.

2) How do you attract new customers?

With new ideas, programs, word of mouth from exgstiustomers.

Topic 3: Customer Relationship Management

1) How do you manage your customers?

With good service and through different online atels.

2) How is cheaper to manage customers?

Through internet and personal contact.

Topic 4: Service

1) What are the most important aspects in a nilgitt service?

Being polite, listen to the customers, understdair theeds.

2) Service quality is extremely important in redaiship marketing.

What do you do to achieve the highest service ty?alio make customers feel
that | am there for them.
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