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Abstract: This paper describes the emerging concepts in marketing i.e. 

Relationship Marketing, its concepts and definitions, birth of relationship 

marketing. Today’s marketing manager are required to place an increased 

emphasis on relationship marketing to create new customers as well as retain 

existing customers through effective relationship. The cost of creating new 

customers is comparatively lesser than to retain with the product and services 

with happiness. 
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Introduction:  Relationship marketing is the summery trend in today 

marketing. Relationship marketing is the combination of two words 

Relationship and Marketing. The meaning of relationship is connection or 

correlation and the meaning of marketing is purchasing and selling of goods. 

 The intrinsic nature of relationship marketing is to be conscious about 

your customers better so as to meet their desires and requirements well. The aim 

of relationship marketing is to build well established commonly relations with 

essential parties-customers, supplier, distributors to gain and continue their long 

term prediction and business. The endmost conclusion of relationship marketing 

is the constructing of a idiosyncratic assets known as “marketing network”. 

 The demands of modern marketing are not mere to develop a product, 

pricing it, encouraging it or planting it before the target customers. It demands 

in a masterful degree constructing of thrust, an irrevocable force and value 

adding relationship with customers to achieve the thrust of their heart, attract 

them without doing any loss to their interests and pinching their pockets. The 

need of the customers is to keep them satisfied and they will feel delighted with 

satisfaction. 

 In relationship marketing a long lasting relationship is attempted to build 

by the seller with essential customers. We can classify relationship marketing in 

two concepts:- 
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1. Narrow Concept. 

2. Broad Concept. 

In the concept of narrow, Mr. Bickert is of the view that relationship 

marketing is data base marketing that prominence the promotional aspects of 

marketing linked to data base efforts. Relationship marketing only as a customer 

confinement in which various methods is used to gain the bonding with 

customer or staying in touch after bale is made Mr. Yavra. 

And if we talk about the broad concept, relationship marketing is an 

integrated efforts to recognize, maintain and construct a network with individual 

consumer and to continuously strengthen the network for the commonly benefit 

of both the sides, through interactive, individual and value added actively over a 

long period of time. 

Furthermore, relationship marketing in group of all those efforts which 

are focused at creating and developing mighty, Long-lasting, fruitful 

relationship by developing long term bonds through its various tools of personal 

connections as a result of which customers start recognizing themselves with the 

product. 

The following are the step which are involve in relationship marketing: 

 

 Pinpoint the essential customers who will significantly hold the firms future 

expectations. 

 Appointing a dexterous relationship manager to every customers. 

 Establishing long term relationship plans and schedules. 

 Keep in existence continuous contacts with customers.  

 Listening with careful attention to their problems and respond them in 

positive way. 

 To synchronized and review programs of relationship managers, assign an 

overall manager over them. 
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 With the help of an example, relationship marketing can be described:- 

 Maruti udyog once found that there was a manufacturing fault in their car 

“Zen” model delivered at a particular period. The authority of the Maruti 

immediately asked the customers to get their cars for free checkup at the nearest 

authorized dealer. I this way, they build up good relationship with their 

customers because at that time all their “Zen” car customers linked that free 

checkup offer and this delighted them.  

 

Reasons for the birth of Relationship Marketing:- 

 

There has been an era of competition all over the world and small 

organizations are replaced by large scale forces. Therefore a car buyers wants to 

have a high standard car that never breaks down, safe from all sides, stylish and 

yet cheaper both in first investment and day to day running. The car designers 

cannot combine all things in one car. He must make hard choice not on what 

attract them but rather on what customers prefer to expect. The aim is to fulfill 

the needs of the customers. This enhances competition both price and quality.  

 The life cycle of products has been reduced considerably like 

contemporary actors and actresses of silver screen. The products which have a 

long life and very few now just as few actors and actresses do have a long cycle 

of their carrier. 

 Customers also become wise and well behave when the marketers get 

closer to customers. This is the prominent thing in the marketing sector. On the 

one hand, Marketers see costumers as coins and rupees and on the other hand 

customers think that marketers are behind him because they want some sacrifice 

in the shape of money from their part. As a result, they become more aware and 

alert while talking with the marketers who are trying to in cash on the 

opportunity provided by the customers. 
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  The firm works as a sub system or sub-plot in the marketing 

environment. The firm is like a puppet and it has to dance on the tunes given by 

the marketing environment. There are so many uncontrolled forces in this 

environment which contains social, economic, cultural, technological and 

physical. A company has to mark its strong points and weak points and make 

use of them in a best way in meeting the in cashing on opportunities. For this, a 

close relationship with customers is definitely needed.    

 

Essential Principles of Relationship Marketing  

 Know The potential of your customers  

The first principle of relationship marketing is to know the potential of 

your customers to develop and grow a successfully business, you have to 

the desires, needs and wants of your customers. 

 Show your Proficiency and capability 

Show to your targeted market that you are fully capable and have 

proficiency in your work and leader in your industry and they will listen 

to you and follow you. 

 Start a conversation to gain trust 

The conversation should start as soon as your visitors exchange 

information and email with you. This shows that they have the interest in 

your business. To create a long term relationships with customers as the 

chief goal of business. 

 Track up 

When you have conversation with the subscriber, track up the subscriber 

time to time. The chief purpose of track up is to remain in contact to your 

subscriber. 
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Conclusion:   We conclude that relationship marketing is widely acknowledged 

as useful tool in gaining customer loyalty in various sectors.  In world of 

business, the concept of relationship Marketing is widely understood, both 

academically and professionally. Its goal is to maintain strong relationship and 

convert in different customers into loyal ones. In other words, relationship 

marketing  provides   a closer and longer- terms relationship that fields three 

type of benefit, social (Friendship and information sharing ) and economic 

(Discount, or other money –saving benefits ) and customerization (Tailor  made 

services /Products). In end we can say relationship marketing is process of 

attracting, maintaining and enhancing relationship with customers and 

stakeholder at a profit so that objectives of parties are achieved through mutual 

exchange and fulfilled of promises.   
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