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Abstract 

Relationship marketing is a facet of customer relationship management (CRM) that focuses on 

customer loyalty and long-term customer engagement rather than shorter-term goals like 

customer acquisition and individual sales. The goal of relationship marketing is to create strong, 

emotional, customer connections to a brand. Such connections can lead to ongoing business, free 

word-of-mouth promotion and information from customers that can generate leads. 

Relationship marketing is based on the tenets of customer experience management. CXM focuses 

on improving customer satisfaction to foster brand loyalty. While these interactions can occur in 

person or over the phone, much of relationship marketing and CXM is now done on the web. 
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Introduction 

• Relationship marketing is a strategic approach that prioritizes developing long-lasting 

relationships with clients to support recurring business. 

• It goes beyond transactional exchanges and focuses on developing deep emotional connections 

with clients through channels such as providing exceptional client service, actively seeking and 

incorporating client feedback, establishing loyalty programs, sponsoring events, and interacting 

with clients on social media. 

• Relationship marketing concentrates on creating long-term connections with customers, unlike 

transactional marketing, which is more concerned with increasing individual sales. 

• The benefits include having a higher client lifetime value, spending less money on marketing 

and promotion efforts, and developing strong customer loyalty. 

As cited in Forbes, Relationship Marketing stands in contrast to the more traditional transactional 

marketing approach, which focuses on increasing the number of individual sales. The transactional 

model can fall short when it comes to the return on customer acquisition cost. A customer engages with a 

brand one time, but without a strong relationship marketing strategy, they don't come back to the brand 

in the future. 

Organizations often combine elements of both relationship and transactional marketing. However, 

relationship marketing is starting to play a more important role for many companies. 

 

https://www.ijfmr.com/
https://www.techtarget.com/searchcustomerexperience/definition/customer-experience-management-CEM-or-CXM
https://www.geeksforgeeks.org/marketing/
https://www.geeksforgeeks.org/promotion-types-importance-and-characteristics/
https://www.techtarget.com/searchcustomerexperience/definition/transactional-marketing
https://www.techtarget.com/searchcustomerexperience/definition/transactional-marketing
https://www.techtarget.com/searchcustomerexperience/definition/customer-acquisition-cost
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Reasons to implement a relationship marketing strategy 

Consumers expect to have easy access to details about a brand and even expect the opportunity to 

influence products and services via social media referrals and online reviews. Modern relationship 

marketing involves creating two-way communication between customers and the business, tracking 

customer activities and providing personalized information to existing customers based on those 

activities. 

For example, e-commerce sites let customers set up user profiles where their information is saved for 

future visits. This lets the business track a customer's activity and push tailored information to them. Site 

visitors can sign in through Facebook or other social media platforms, providing a simpler user 

experience and automatically connecting them to the brand's social media presence. 

CRM and marketing automation software make it easy to record, track and act on customer information 

in ways that support a relationship marketing strategy. Social CRM tools help to extend relationship 

marketing into the social media sphere, enabling companies to more easily monitor and respond to 

customer issues on social media channels. 

Challenges of relationship marketing 

Alongside these benefits come challenges as well, including the following: 

• Employee training. Relationship marketing means mastering multiple social media platforms and 

tools to reach customers. An organization attempting to create an omnichannel marketing 

approach must ensure employees are trained to use these platforms and tools, and understand 

their role in the marketing program. 

• Customer interest. Even long-time customers can be hard to hold on to if competitors present 

their own compelling relationship marketing strategies. 

• Personalized customer experiences. Tailoring outreach to individual customers takes effort. 

These marketing campaigns require an organization to obtain and analyze data about their 

customers, such as purchase data, and then use these metrics to craft individual outreach efforts. 

• Infrastructure requirements. An organization could need specific CRM tools, as well as data 

analytics and data storage platforms, to carry out its relationship marketing strategy. The 

associated costs and effort to set up this infrastructure can prove challenging. 

Why is relationship marketing important? 

As cited in Tech Target article, acquiring new customers is challenging and costly. Relationship 

marketing efforts help retain customers over the long term, resulting in customer loyalty rather than 

customers purchasing once or infrequently. 

Relationship marketing keeps an organization or business in close contact with current customers. It gets 

organizations to understand how their customers use the brand's products and services. It also forces the 

business to identify unmet customer needs that the brand can create new features and offerings to meet, 

further strengthening relationships. 

https://www.ijfmr.com/
https://www.techtarget.com/searchcustomerexperience/definition/marketing-automation
https://www.techtarget.com/searchcustomerexperience/definition/social-CRM
https://www.techtarget.com/searchcustomerexperience/tip/How-to-create-an-omnichannel-marketing-strategy
https://www.techtarget.com/searchcustomerexperience/tip/How-to-create-an-omnichannel-marketing-strategy
https://www.techtarget.com/searchdatamanagement/definition/data-analytics
https://www.techtarget.com/searchdatamanagement/definition/data-analytics
https://www.techtarget.com/searchcustomerexperience/feature/Customer-loyalty-vs-brand-loyalty-Whats-the-difference
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1. Basic marketing. A business promotes its product or service to customers and builds a customer 

base. 

2. Reactive marketing. The organization requests feedback from customer on how the product or 

service is working and meeting their needs. 

3. Accountable marketing. Interaction between the organization and the customer intensifies. 

Customers are notified that their feedback is being taken into consideration and any problems 

they identified are being addressed. Organizations also check in to see if the product or service is 

continuing to meet the customer's needs. 

4. Proactive marketing. Interactions with customers occur more frequently. Changes are made to 

products and services based on customer feedback and suggestions. 

5. Partnership marketing. With ongoing, frequent interaction, both the customer and the 

organization focus on ensuring a long-term relationship. These partnerships are often publicly 

promoted to build brand awareness. 

 

Fig 1: Relationship Marketing 

Conclusion 

Core Focus: Transactional Marketing concentrates on the transactional aspect, involving the act of 

buying and selling a product or service whereas Relationship Marketing Centers on establishing and 

nurturing long-term relationships with customers. 

Time Horizon: Transactional Marketing prioritizes short-term benefits, with a primary focus on 

immediate gains such as increased sales and profits whereas Relationship Marketing emphasizes long-

term benefits, giving priority to customer retention and loyalty over time. 

Marketing Approach: Transactional Marketing relies on mass marketing strategies and promotions to 

drive sales, often targeting a broad audience whereas Relationship Marketing utilizes personalized 

marketing techniques and CRM to cater to individual customer needs. 

https://www.ijfmr.com/
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Post-purchase Interaction: Transactional Marketing involves minimal customer interaction after the 

initial purchase, with less emphasis on ongoing engagement whereas Relationship Marketing encourages 

frequent customer interaction, fostering continuous engagement and communication. 

Customer Emphasis: Transactional Marketing places a strong emphasis on gaining new customers as a 

primary objective whereas Relationship Marketing shifts focus towards customer retention and 

satisfaction, aiming to strengthen existing relationships. 
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