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Summary 

The main objective of the dissertation was to explore, understand and explain the role 

of the relational capability of companies in the creation of competitive advantage, taking into 

account the impact of relational investments and the dynamics of the environment. Thus, the 

result of the main objective formulated in this way will be to identify the role of relational 

capability in building and maintaining competitive advantage in the supplier-customer system 

in the distribution channel of new passenger cars. At the same time, learning, understanding 

and explaining the impact of relational trust on relational capabilities and these capabilities on 

relationship satisfaction was adopted as a detailed objective of the study. As the main research 

focus, relational capability includes the ability to choose the right partners and to establish and 

maintain relationships with other companies in order to access external knowledge and 

resources through customer and supplier relationships. The considerations carried out in this 

area are based on cognitive concepts recognised in the management sciences to explain the 

sources of competitive advantage. 

The quantitative empirical study designed by the author was carried out using the CAWI 

method with the assistance of a survey questionnaire, which was distributed to companies that 

are participants in the distribution channel of new passenger cars. The tools (measurement 

scales) used to measure the variables were adapted from the literature. 

The survey covered the entire network of companies constituting authorised dealerships 

in Poland. Responses from 187 respondents were analysed. 

A linear regression between the two variables was used to assess the relationship 

between relational capability and competitive advantage as measured by an increase in 

company performance. 

In the context of the analyses conducted, no grounds were found to reject the claim that 

relational capability significantly contributes to the growth of firm performance reflecting its 

competitive advantage. This reinforced the view expressed in the literature about the role of 

embedding the relationship with the main partner as a boundary condition for the growth of 

enterprise performance. Thus, a particular role in generating business performance in the 

business sector studied should be sought in the ability to create and maintain relationships, the 

ability to build trust and cooperation with the main partner, which is usually the general 

importer, communicate effectively, engage in problem solving, negotiate effectively or 

emphasise the ability to achieve mutual benefits. 

The results of the study also confirmed that relational capability is significantly related 

to satisfaction derived from collaboration, expressed in a positive assessment of the main 

strategic partner, the propensity to maintain collaboration with that partner, satisfaction with 

products and services received from that partner and overall satisfaction as a result of  the 

collaboration.  

The results of the study also provided insights of significance to practitioners, 

particularly those managing companies that act as authorised dealers in the distribution channel 

for new passenger cars, on how to achieve competitive advantage. 


