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ABSTRACT 
 

With the growth of the internet and mobile platforms, relationship marketing has continued to 

evolve and move forward as technology opens more collaborative and social communication channels. 

This includes tools for managing relationships with customers that go beyond simple demographic and 

customer service data. Relationship marketing extends to include inbound marketing efforts, a 

combination of search optimization and strategic content, public relations, social media and application 

development. Relationship marketing is a broadly recognized, widely-implemented strategy for 

managing and nurturing a company’s interactions with clients and sales prospects. It also involves using 

technology to organize, synchronize business processes, principally sales and marketing activities, and 

most importantly, automate those marketing and communication activities on concrete marketing 

sequences that could run in autopilot, also known as marketing sequences. The overall goals are to find, 

attract and win new clients, nurture and retain those the company already has, entice former clients back 

into the fold, and reduce the costs of marketing and client service.  Once simply a label for a category of 

software tools, today, it generally denotes a company-wide business strategy embracing all client-facing 

departments and even beyond. When an implementation is effective, people, processes, and technology 

work in synergy to increase profitability, and reduce operational costs. 
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Marketing 

INTRODUCTION 
 

Relationship marketing is a strategy designed to foster customer loyalty, interaction and long-

term engagement. This customer relationship management (CRM) approach focuses more on customer 

retention than customer acquisition. Relationship marketing is often represented as a developmental 

process, the aim of which is to increase customer loyalty and improve the relationship customers have 

with an organization. Relationship marketing is designed to develop strong connections with customers 

by providing them with information directly suited to their needs and interests and by promoting open 
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communication. This approach often results in increased word-of-mouth activity, repeat business and a 

willingness on the customer’s part to provide information to the organization. Relationship marketing 

was first defined as a form of marketing developed from direct response marketing campaigns which 

emphasizes customer retention and satisfaction, rather than a dominant focus on sales transactions. As a 

practice, relationship marketing differs from other forms of marketing in that it recognizes the long term 

value of customer relationships and extends communication beyond intrusive advertising and sales 

promotional messages. Relationship marketing is also defined as the building of long-term, loyal, 

committed and profitable relationships with potential and existing customers through communication and 

the provision of quality goods and services.  

PROCESS OF RELATIONSHIP MARKETING 

The process evolves through a series of stages or steps which reflect the customers' increased 

importance or value to an organization. The six stages are: 

1. Prospect - A potential customer.  

2. Customer - Sale is made.  

3. Client - Repeat sale is made. 

4. Supporter - Regular customer.  

5. Loyal customer - Regular customer who actively supports the organization. 

6. Partner - Customer working in partnership with the organisation. An organisation's  ultimate 

aim   

        should be to gain as many partner customers as possible. 

ADVANTAGES OF RELATIONSHIP MARKETING  

1. Increased customer loyalty.  

2. Higher levels of customer satisfaction.  

3. Possible reduction in transaction costs.  

4. Increased long-term profits.  

5. Improved awareness of and interaction within the organisation.  

6. Improved customer experience 

7. Customer Retention  

DISADVANTAGES OF RELATIONSHIP MARKETING  

1. It may involve substantial capital investment with no guarantee of return.  

2. It may require expenditure on new technologies, such as electronic point of sale 

equipment or customer databases.  

3. Significant changes in the company culture may be necessary before relationship 

marketing can be implemented.  
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Comparison between Traditional Marketing and Relationship Marketing 

Traditional Marketing Relationship Marketing 

* Focused on sales transactions *Focus on customer relations 

*Aim is to seek new customers.    *Continuous customer contact 

  Discontinuous customer contact   

*Importance of product benefit *Importance of customer benefit 

*Short time sale *Longer time sale 

*Less emphasis on service *More emphasis on customer service 

*Persuasive communication *Regular communication 
 

How to Introduce Relationship Marketing to your Organization 

1. Identify your key customers 

2. Study the needs and/or expectations of both parties (company and customer) 

3. Identify what is required so that the company will work closely with the customer. 

4. Build the relationship marketing process as an integral part of the company's marketing 

strategy. 

5. Build the relationship with the identified customers, by first focusing on small winning 

situations. 

6. Recognize the different types of customers have different expectations. This must be 

reflected in the relationship building process. Therefore in order to successfully introduce 

and successfully and sustain a relationship marketing program an organization must have a 

different outlook towards its customers and reflect the same in marketing strategies 

formulated and implemented. 

Examples of Relationship Marketing Programs 

1. Airlines - frequent flyer schemes, through which passengers build entitlements for upgrades, 

preferential rates and services. 

2. Loyalty cards - offered by supermarkets and departmental stores, to reward customers 

commitment and loyalty. 

3. Corporate credit cards - offered by car rental companies and international chains of hotels. 
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4. Customer loyalty clubs - set up and managed by a wide array of organizations, in consumer and 

other marketing areas. 

5. Partnership agreements with suppliers. 

IMPLEMENTATION OF RELATIONSHIP MARKETING 

Review Feasibility of Adoption of Relationship Marketing 

Relationship marketing is not a viable option for all companies. Consideration should be given 

to the company's size and standing within the industry sector--is relationship marketing vital to its 

competitive edge? Analysis of the product and customer base is vital--a low profit product which 

customers buy as a one-off transaction rather than repeatedly cannot justify large expenditure on 

marketing. The long-term commitment required to implement a relationship marketing strategy, the cost 

in terms of capital investment, staff resources and information technology should all be taken into 

account.  

Determine the Scope of Relationship Marketing Efforts 

Relationship marketing can be implemented on different levels, through a limited initiative, in a 

specific functional area or on an enterprise-wide level. It may involve targeting a specific range of 

customers such as those who between them generate 50% of profits; a single customer with very specific 

needs; or many customers with similar needs to each other.  

Agree Strategic Objectives  

Relationship marketing techniques need to be part of a larger organisation-wide strategy 

emphasising quality, marketing and customer service. It requires the commitment of senior management 

and affects the whole organisation, not just the marketing department. Consider who within the 

organisation will be directly involved or affected, who will be the first point of contact, and how 

departments will interact with each other in the overall strategy. The views, advice and feedback of these 

departments are central to the effectiveness and success of the initiative.  

Identify your Customer Base  

Recognition of customers at every level of contact is the key to implementing a successful 

strategy. Customer information should be stored on a database. The demographics of customers, their 

purchasing habits, their needs, their interaction with different departments or divisions of the company 

must be analysed and understood and potential customers identified. Existing records should be updated 

and out-of-date information deleted.  

Categorise Customers  

It is advisable to rank customers in relation to their value to the company, identifying the top 

customers who buy regularly or generate a large proportion of the profits; isolating those that cost money 

or whose custom has slackened off; investigating customers who order occasionally and are important to 
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competitors; and selecting possible new customers. The main focus of relationship marketing efforts can 

then be directed at the top tier of customers.  

6. Interact with customers  

The success of a relationship marketing strategy is dependent on the two-way flow of 

information between supplier and customer. The roots should be grounded in effective after sales service 

and complaints or feedback procedures. In addition, a variety of techniques, such as direct mail, customer 

magazines, discounts or loyalty schemes, call centres, web sites, and user clubs will ensure regular 

customer contact and increased customer retention.  

Customise Products/Behaviour/Services  

The successful relationship marketing lies in customising products or behaviour to meet 

customers' needs. The continuous cycle of collecting customer information, disseminating it, tailoring 

products/services, marketing to customers and receiving feedback on the success of the product offers an 

opportunity to constantly update and improve products, service and delivery. Continuous assessment of 

the success of the overall relationship marketing strategy is vital and its progress should be regularly 

reviewed and measured. 

SCOPE OF RELATIONSHIP MARKETING  

Reengineering 

Relationship marketing has also been strongly influenced by reengineering. According to 

reengineering theory, organizations should be structured according to complete tasks and processes 

rather than functions. That is, cross-functional teams should be responsible for a whole process, from 

beginning to end, rather than having the work go from one functional department to another. Traditional 

marketing is said to use the functional department approach. The legacy of this can still be seen in the 

traditional four P's of the marketing mix. Pricing, product management, promotion, and placement. 

According to Gordon, the marketing mix approach is too limited to provide a usable framework for 

assessing and developing customer relationships in many industries and should be replaced by the 

relationship marketing alternative model where the focus is on customers, relationships and interaction 

over time, rather than markets and products. 

  Cross- Functional Marketing 

Relationship marketing is cross-functional marketing. It is organized around processes that 

involve all aspects of the organization. In fact, some commentators prefer to call relationship marketing 

"relationship management" in recognition of the fact that it involves much more than that which is 

normally included in marketing. 

Customer service 

                Martin Christopher, Adrian Payne, and David Ballantyne at the Cranfield School of 

Management claim that relationship marketing has the potential to forge a new synthesis between quality 
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management, customer service management, and marketing. They see marketing and customer service as 

inseparable. 

Marekting Philosophy 

               Relationship marketing involves the application of the marketing philosophy parts of the 

organization. Every employee is said to be a "part-time marketer". 

APPROACHES OF RELATIONSHIP MARKETING  

Satisfaction 

                  Relationship marketing relies upon the communication and acquisition of consumer 

requirements solely from existing customers in a mutually beneficial exchange usually involving 

permission for contact by the customer through an "opt-in" system. With particular relevance to customer 

satisfaction the relative price and quality of goods and services produced or sold through a company 

alongside customer service generally determine the amount of sales relative to that of competing 

companies. Although groups targeted through relationship marketing may be large, accuracy of 

communication and overall relevancy to the customer remains higher than that of direct marketing, but 

has less potential for generating new leads than direct marketing and is limited to Viral marketing for the 

acquisition of further customers. 

Retention 

                  A key principle of relationship marketing is the retention of customers through varying means 

and practices to ensure repeated trade from preexisting customers by satisfying requirements above those 

of competing companies through a mutually beneficial relationship. Customer Retention is the activity 

that a selling organization undertakes in order to reduce customer defections. This technique is now used 

as a means of counterbalancing new customers and opportunities with current and existing customers as 

a means of maximizing profit. The majority usage of direct marketing used in the past is now gradually 

being used more alongside relationship marketing as its importance becomes more recognizable. 

Relationship Marketing Strategies  

1. Product bundling - This can be done by combining several products or services into one 

"package" and offering them at a single price. 

2. Cross selling - Selling related products to current customers. 

3. Cross promotions - Giving discounts or other promotional incentives to purchasers of 

related products. 

4. Loyalty programs - Giving incentives for frequent purchases. 

5. Increasing switching costs - Adding termination costs, such as mortgage termination 

fees. 

6. Integrating computer systems of multiple organizations - Primarily in industrial 

marketing. Many relationship marketers use a team-based approach. The rationale is 
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that the more points of contact between the organization and customer, the stronger will 

be the bond, and the more secure the relationship. 

CONCLUSIONS 

Now we can conclude that Relationship Marketing is all about holding onto existing customers 

as well as gaining new ones; while existing customers remain loyal if the value of the product/service 

that they receive is sufficiently high; while loyal customers can also act as advocates of this 

product/service. Yet remarkably, many start-up e-commerce companies managed to ignore these simple 

business concepts, and as a result lost the customers that they had fought so hard to gain in the first place. 

It is at times like this that 'success' and 'survival' really do equal the same thing, but if Relationship 

Marketing is instilled into the company culture to begin with, then situations like these can be avoided. 

Hence we can say Relationship Marketing is a necessary to tool for the growth of today’s business.  

 

 

 

  
 


