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(ABSTRACT)

In the present market place situation, a consumer’s main contact with
manufacturing (i.e., the production process) is through retailers or other middlemen, such
as mail order catalog companies. Consumers rarely complain, but when they do,
consumers complain to or request information from retailers about products (Kincade,
Redwine, & Hancock, 1992). Manufacturers rarely receive information directly from
consumers. Instead, they get second-hand reports from retailers or they get no information
at all.

The purpose of this research was to explore the relationship between
manufacturers and consumers during the relationship process using a mixed design of
preexperimental research and panel analysis with in-depth interview. The major research
question is: What will happen in the Relationship Spiral Model when the consumer
becomes a part of the manufacturer /consumer relationship?

Twenty female participants, out of 35 who answered the screening questionnaire,
were selected from students and acquaintances of the researcher in Blacksburg, VA. For
the experiment, a ssmulated web site was used by a consumer (i.e., participant) to order
two pair of customized shoes based on each consumer’ s needs.

In the preexperimental design for this study, alongitudinal case study with a panel
study technique, as described by Babbie (1999) and Creswell (1994), was utilized to

investigate consumer characteristics (i.e., demographics, shopping orientation,



expectation, and experience), goods and service in encounter, and direct communication
over time. The following procedure was conducted: (@) interviewing the subjects, (b)
transcribing tapes and field notes, (¢) segmenting data, (d) de-contextualizing data, (€)
coding data, and (f) re-contextualizing data. Interpretational qualitative analysis was
utilized for data analysis in this study.

As aresult of recontextualization of the interview scripts, the Relationship Spiral
Model emerged from the data. Four sub-models for four groups were refined according to
the data from the Relationship Spira Model. Further analysis was conducted on sub-
models. Consumers are constantly changing and have multiple selection criteria. These
criteria are constantly changing based on expectations, experiences and other situational

variables.
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