Vol 4 Issue 9 March 2015 ISSN No :2231-5063

International Multidisciplinary
Research Journal

Golden Research
Thougnts

Chief Editor
Dr.Tukaram Narayan Shinde

Associate Editor

Publisher _ Dr.Rajani Dalvi
Mrs.Laxmi Ashok Yakkaldevi

Honorary
Mr.Ashok Yakkaldevi




Welcome to GRT
RNI MAHMUL/2011/38595 ISSN No0.2231-5063
Golden Research Thoughts Journal is a multidisciplinary research journal, published monthly in English,
Hindi & Marathi Language. All research papers submitted to the journal will be double - blind peer reviewed
referred by members of the editorial board.Readers will include investigator in universities, research institutes
governmentand industry with research interest in the general subjects.

International Advisory Board

Flavio de S&o Pedro Filho
Federal University of Rondonia, Brazil

Kamani Perera
Regional Center For Strategic Studies, Sri
Lanka

Janaki Sinnasamy
Librarian, University of Malaya

Romona Mihaila
Spiru Haret University, Romania

Delia Serbescu
Spiru Haret University, Bucharest,
Romania

Anurag Misra
DBS College, Kanpur

Titus PopPhD, Partium Christian
University, Oradea,Romania

Pratap Wamktrao Naikwade

Mohammad Hailat
Dept. of Mathematical Sciences,
University of South Carolina Aiken

Abdullah Sabbagh
Engineering Studies, Sydney

Ecaterina Patrascu
Spiru Haret University, Bucharest

Loredana Bosca
Spiru Haret University, Romania

Fabricio Moraes de Almeida
Federal University of Rondonia, Brazil

George - Calin SERITAN

Faculty of Philosophy and Socio-Political
Sciences Al. 1. Cuza University, lasi

Editorial Board

Iresh Swami

ASP College Devrukh,Ratnagiri,MS India Ex - VC. Solapur University, Solapur

R. R. Patil
Head Geology Department Solapur
University,Solapur

Rama Bhosale
Prin. and Jt. Director Higher Education,
Panvel

Salve R. N.
Department of Sociology, Shivaji
University,Kolhapur

Govind P. Shinde
Bharati Vidyapeeth School of Distance
Education Center, Navi Mumbai

Chakane Sanjay Dnyaneshwar
Aurts, Science & Commerce College,
Indapur, Pune

Awadhesh Kumar Shirotriya
Secretary,Play India Play,Meerut(U.P.)

N.S. Dhaygude
Ex. Prin. Dayanand College, Solapur

Narendra Kadu
Jt. Director Higher Education, Pune

K. M. Bhandarkar
Praful Patel College of Education, Gondia

Sonal Singh
Vikram University, Ujjain

G. P. Patankar

Hasan Baktir
English Language and Literature
Department, Kayseri

Ghayoor Abbas Chotana
Dept of Chemistry, Lahore University of
Management Sciences[PK]

Anna Maria Constantinovici
AL. I. Cuza University, Romania

llie Pintea,
Spiru Haret University, Romania

Xiaohua Yang
PhD, USA

Rajendra Shendge
Director, B.C.U.D. Solapur University,
Solapur

R. R. Yalikar
Director Managment Institute, Solapur

Umesh Rajderkar
Head Humanities & Social Science
YCMOU,Nashik

S. R. Pandya
Head Education Dept. Mumbai University,
Mumbai

Alka Darshan Shrivastava

S. D. M. Degree College, Honavar, Karnataka Shaskiya Snatkottar Mahavidyalaya, Dhar

Maj. S. Bakhtiar Choudhary
Director,Hyderabad AP India.

S.Parvathi Devi
Ph.D.-University of Allahabad

Sonal Singh,
Vikram University, Ujjain

Address:-Ashok Yakkaldevi 258/34, Raviwar Peth, Solapur - 413 005 Maharashtra, India

Cell : 9595 359 435, Ph No: 02172372010 Email: ayisrj@yahoo.in Website: www.aygrt.isrj.org

Rahul Shriram Sudke
Devi Ahilya Vishwavidyalaya, Indore

S.KANNAN
Annamalai University, TN

Satish Kumar Kalhotra
Maulana Azad National Urdu University




Golden Research Thoughts

ISSN 2231-5063

Impact Factor : 3.4052(UIF)

\olume-4 | Issue-9 | March-2015

Available online at www.aygrt.isrj.org B

GRT RELATIONSHIP MARKETING: APARADIGM
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THEORIES

Vineet Jain

Associate Professor in Commerce , S.A.Jain College,Ambala City.

Abstract:- "Every human interaction and transaction is built around relationships. Networks of
relationships are the fundamental design of the human society. No wonder that this fundamental
fact has been recognized and explored by all the businesses where in they have been building
business strategies around the customer and strive to build a relationship with every Customer.

Relationship Marketing therefore has evolved not only as a marketing strategy but has
been the foundation on which the Companies build their core values and ethics. Relationship
Marketing defines the framework for the Company to reach out as well as and orient themselves
to the outside markets, to the end customer as well as to the business partners, the suppliers and
vendors too.

In the high tech age where the marketing concepts and tools have undergone major
changes with the introduction of e- commerce, online selling, network marketing, direct
marketing, B2B and B2C business models, relationship marketing has become the base on which
the Business strategies as well as Marketing strategies are built. Relationship Marketing has
evolved as a discipline that helps the Businesses to look beyond transactions to long term
business associations. Successful Relationship Marketing strategy helps the Organization
deepen and strengthen its revenue streams on long term basis.

Keywords: Marketing, E-commerce, Core values, Strategies,

INTRODUCTION

Relationship Management holds the centre stage to designing marketing as well as communication
strategies of the organization. It is essential to understand the dynamics of Relationship Marketing in the present
context.

Relationship Marketing is being spoken of as one key business philosophies of the progressive
organizations who are customer oriented or customer centric. Companies have realized that to be successful on the
long term they need to be closer to the market, get under the skin of the customer, anticipate his needs and engineer
products and services to satisfy the customer and engage his loyalty. As competition is increasing, product
innovation is definitely one of the key important elements that the organizations need to depend upon to steer
themselves ahead in the market. Along with the technical leadership the companies necessarily need to know how to
reach out to the customer.Engaging the Customer, understanding the customer and building relationship has become
the need of the day.

Relationship Marketing is considered to be a core corporate philosophy these days on which the business
strategy is built upon. It is reflected in all of the marketing disciplines including branding, advertisements,
promotions, public relations as well as through all sales channels and networks through which the company reaches
out to the markets and customers.

Experts have raised the following issues that signified the deficiency in traditional marketing theories
which resulted in the paradigm shift from these traditional marketing theories to Relationship Marketing theories:

1. The need to thoroughly understand the relational webs that consist of people in various operating units from both
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buyer and seller organizations.

2. The manipulation of regulations and policies by various professional and government authorities has crippled the
marketing mix from being able to identify the real decision maker in an exchange process.

3. While customer feedback is used to loop back the marketing process for refining the marketing mix, interaction
between buyer and seller provides on the spot refinement opportunity in serving the customer. In essence, the
customer has become a co producer in the exchange process.

4. The market is a complex network of relationships between inter-linking industries that depend on each other. The
network has to be analyzed to better identify and assess market opportunities.

5. With increasing business partnerships such as strategic alliances, joint ventures and cross shareholding between
organizations, market mechanisms are brought into organizations. Without clear boundaries as to who is the
competitor, buyer, or seller, the phenomenon has created an internal market where marketing strategies have to be
developed to address the need.

6. Interactions between customers and staff in various operating units of different organizations in the exchange
process have made them part-time marketers in addition to the full-time marketing professionals in the marketing
unit.

7. Product development, production, purchasing, marketing, and other functions within an organization work
together toward achieving the common goal of serving the customer. People in an organization should treat one
another as internal customers.

8. People in an organization should be well attuned to achieving the common purpose of the organization. Human
resources are crucial to the success of an organization. Therefore, internal marketing within the organization is a
prerequisite for successful external marketing.

9. Relational quality, the quality of a relationship, has a major impact on the long-term business relationship with the
customer.

Relationship Management forms part of the vision and business ethics that the Company envisages to
imbibe as its core value system. When an Organization chooses to build its business blocks around Relationship
Management, the Organization is marrying its profit making goal with Customer Relationship to build a synergy by
which all the divisions as well as the functions of the organization look at their function and business through the RM
lens. This helps build a strong customer orientation and culture of customer sensitivity across the organization at all
levels, branches and functions. In any organization several of its departments are involved with the external
customers, starting with marketing, sales, distribution to after sales service, quality as well as finance departments are
involved with customers and their orientation towards the customer interaction is fashioned by the RM outlook of the
organization.

One of the outcomes of the evolution of Relationship Marketing has been the birth of CRM solutions.
Besides CRM we have also seen the birth of new departments and disciplines in Organizations namely Customer
Service Department as well as Key Account Management. It is very easy for students to equate RM with CRM and
that both are one and the same.

OBJECTIVESAND GOALSOFRELATIONSHIPMARKETING

When a relationship management programme is properly implemented, the organizations begin to focus on
their customers as much as they focus on the products.

As relationships are not effective in all the situations and with all the segments of the total market, the
companies must be selective on this account and decide by judgement as to which market segments and which
specific customers will respond profitably to relationship marketing.

According to Kotler and Keller (2006), "Akey goal of marketing is to develop enduring relationships, with
all people or organisations that could directly or indirectly affect the success of the firm's marketing activities.
Relationship marketing has the aim of building mutually satisfying long-term relationship with key parties -
customers, suppliers, distributors and other marketing partners in order to earn and retain their business. Relationship
marketing builds strong economic, technical and social ties among the parties.

Relationship marketing involves cultivating the right kind of relationships with the right customer
groups. Marketing must not only do customer relationship management but also partner relationship management as
well.

The ultimate outcome of relationship marketing is the building of a unique company asset called a
marketing network. A marketing network consists of the company and its supporting stakeholders (customers,
employees, suppliers, distributors, retailers, ad agencies, university scientists and others) with whom it has to build
mutually profitable business relationships. The operating principle is simple: Build an effective network of
relationships with key stakeholders, and profit will follow.
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PROCESS OF BUILDING RELATIONSHIPMARKETING

The basic purpose of marketing is customer's delight with permanent customers for the business. In other
words, the old customers should repeat orders with the firm. This requires building strong relationship between the
seller and the buyer. The marketers who know how to build and manage strong relationship with the key customers
are able to secure plenty of future sales from such customers. Relationship marketing is most appropriate with those
customers who can influence the company's future to a great extent. Sales persons working with such customers
should build strong relationships by offering personalized attention and service and through increased social
contacts. Relationship marketing shall play an important role in future. A firm that has adopted this concept, everyone
in the organization focuses on the satisfaction of its customers. They offer superior customer value. This helps attract
the customer in the first place and keeps them satisfied after they buy.

Because the customers are satisfied with their purchases, they make repeat purchases from the firm again
the relationship with the customers is profitable, so the firm is encouraged to find better ways to offer superior
customer value. In other words, the firms adopting this concept, they as well as their customers, both win.

Relationship marketing involves the following steps:

1.1dentification of key customers who will influence the firm's future prospects.
2.Assignment of a relationship manager to each key customer.

3.Preparation of detailed job descriptions for all relationship managers.
4.Development of annual customer relationship plan.

5.Co-ordination and review of the performance of relationship managers.

According to Perrault and McCarthy (2005), "Marketing exchange may be part of an ongoing relationship
and not just a single transaction. When marketing helps really meet the needs of a customer before and after a
purchase, the firm does not just get a single sale; rather it has a sale and an ongoing relationship with the customer that
benefits both the firm and the customer."

To achieve relationship marketing, a marketer has to keep in touch with regular customers, identify most
loyal customers to provide additional services to these select customers, design special recognition and reward
schemes, and use them for building long term relationships. The repeat order is often an easy marketing strategy. Itis
based on value edge products or services.

BUILDING RELATIONSHIPWITH CUSTOMER VALUE

All types of marketing promotions are aimed towards retaining the existing customers and also to create
new ones for the products and services offered by such promoters.

It is a proven fact that it is difficult to create new customers than retaining the existing ones. So, therefore
more and more marketers these days find it useful and fulfill to adopt some such strategies, which would help them to
retain their existing customers. The marketers, who understand this reality, seek and adopt ways to build long-term
relations with each customer as even the most innovative firms face competition sooner or later.

According to Perrault and McCarthy (2005 marketing relationships with customers require that, everyone
in a firm works together to provide customer value before and after each purchase. The long term relationship with
the customer and the life time value of the customer's future purchases is threatened unless everyone works together
to make things right for the customer.”

Anytime, when the customer value is reduced - because the benefits to the customer decrease or the costs
increase - the relationship is weakened.

Thus, the marketers have to be very careful to keep these relations with the customers attractive and
ongoing. This all requires the firms to adopt an effective customer relationship building process. Thus the marketing
firms adopting this concept have to be very careful to keep these relations with the customers attractive and ongoing.
Figure below depicts the process of building relationship with customer value.
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Thus, for building relationship with customers value requires the business firms to undertake the process of
generating, maintaining and enhancing strong value laden relationships with customers

CONCLUSION

It is therefore not unrealistic to allege that traditional marketing ignores the quality of interaction with the
customer and the attention to customer need, satisfaction and expectation.Developing close, co-operative
relationship with customers is becoming more important in the current era of intense competition with demanding
customers than they have ever been. The relationship marketing is an emerging concept in the field of marketing
management.

Relationship marketing is an attempt to build long-term relationship with the customers, which also helps in
brand building as it goes beyond traditional marketing and seeks to establish an enduring relationship with the
customers. A great deal of personal database has to be maintained by the business firms adopting this concept.
Relationship marketing requires first understanding the level of their customer's needs and its intensity and then
selling or providing them the matching products as its proper solution.

When a relationship management programme is properly implemented, the organisations begin to focus on
their customers as much as they focus on the products.

Relationship marketing builds strong economic, technical and social ties among the parties. Relationship
marketing involves cultivating the right kind of relationships with the right customer groups.

The ultimate outcome of relationship marketing is the building of a unique company asset called a
marketing network - which consists of the company and its supporting stakeholders (customers, employees,
suppliers, distributions, retailers, ad agencies, scientists and others).
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