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Summary  

The PhD thesis intended to elaborate and investigate a novel conceptual model regarding 

business-to-business (B2B) relationship marketing in international contexts, having the 

metallurgical industry as a point of reference. The advanced theoretical model was meant to 

integrate multiple facets of the B2B relationship marketing in the framework of small and 

medium-sized enterprises (SMEs), the scope of each dimension relying on previous one-

dimension exploratory endeavors, which did not consider the internationalization variable as part 

of their analysis.  

To this end, the paper was organized in five chapters which stressed on the main research 

and empirical directions integrating SMEs internationalization and B2B relationship marketing 

in the international arena. Firstly, emphasis was laid on the facts and challenges within the global 

environment: international partnerships through the lens of small and medium-sized enterprises 

(SMEs). Secondly, the particularities of relationship marketing in the context of business 

internationalization were thoroughly depicted. Thirdly, the 5 Cs Model of Relationship 

Marketing in the international context was advanced and accounted for. Fourthly, the 

methodological section described the statistical methods, techniques and operations employed in 

the empirical section. The final chapter focused on the investigation of the CMRM model in the 

framework of European SMEs from the metallurgical industry, a field which is indicative of the 

B2B relationship marketing. 

The 5 Cs Model of Relationship Marketing at the Managerial Level (CMRM) - as it was 

named – comprises five major factors, that is, Convergence, Communality, Compatibility, 

Credibility and Connectivity, reflecting the conditions, contexts, catalysts, consequences and 



connections which account for the efficiency of international partnerships. Additionally, the 

influences of parties’ culture and the country-of-origin on the efficiency of international 

partnerships were thoroughly assessed.  

In this vein, the empirical section focused on the examination of the subjects’ approaches 

on each dimension (factor) and on the overall model itself, by employing the interview and 

questionnaire-based survey – conducted with a sample of 112 European wholesalers in the 

metallurgical field – and the structural equation modeling technique. The findings indicated that 

the 5Cs Model explained over 60% of the variance of the efficiency of international partnerships 

(R
2
=0.633), a fact which supports the importance and influences of all five dimensions and of the 

country-of-origin on the efficiency of international partnerships and, thus, opens the discussion 

on other prospective factors depicting the unexplained variance of the endogenous construct. 

 


