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ABSTRACT

This paper presents a literature review and classification of Relationship Marketing (RM) research. A range
of online databases were searched to gain comprehensive knowledge on RM. Several articles were identified
and reviewed for their direct relevance to RM, relevant were subsequently selected. Each of these articles
has been further reviewed and classified. Papers and research on RM categorized into five broad categories
(Relationship Marketing — Understanding, Industry Applications, Market Development, Technological con-
cern and Firm Performance) and further sub-categories. The most popular areas covered by the papers in
the sub-category understanding of RM, Market Development; and RM general, concept, and study followed
by papers in different areas of management like-retail, banking, construction etc. The bibliography provides
an academic database of the literature from various journals. The classification approach provides a means
to conceptualize the coverage of relationship marketing and the relative popularity of CRM topic areas. This
paper provides a roster of field projects accompanied by a comprehensive bibliography that will be useful to
both academics and practitioners for studying existing research as well as for contemplating future research.
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1. INTRODUCTION

Relationship marketing (RM) is widely ac-
knowledged as auseful tool in gaining customer
loyalty in various sectors. In the world of busi-
ness, the concept of relationship marketing
(RM) is widely understood, both academically
and professionally. Its goal is to maintain strong
relationships and convert indifferent customers
into loyal ones (Berry & Parasurarnan, 1991).
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It involves a process of attracting, maintaining
and enhancing relationships with customers
and stakeholders (and, when necessary, termi-
nating them) at a profit, so that the objectives
of the parties involved are achieved through
mutual exchange and the fulfillment of prom-
ises (Zineldin & Philipson, 2007; Das, 2009;
Adamson et al., 2003; Gronroos, 1994, 2004;
Kotler & Armstrong, 1999; Berry, 1995). In
business, RM brings stability and decreased
uncertainty to a company by acting as a barrier
to competitor entry and maintaining a stable and
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solid base of customers (Alexander & Colgate,
2000). For customers, RM provides closer and
longer-term relationships that yield three types
ofbenefits: 1) social (familiarity, friendship and
information-sharing), 2) economic (discounts or
other money-saving benefits) and 3) customiza-
tion (tailor made services/products), as noted
by Sheth and Parvatiyar (1995), Berry (1995),
Gwinmer et al. (1998), and Peterson (1995).
RM is relatively more emotional and behav-
ioural, focusing on concepts such as bonding,
empathy, reciprocity and trust (Sin et al., 2005;
Yau et al., 2000).

2. RESEARCH METHODOLOGY

In this paper, relationship marketing literature
hasbeen classified into five categories based on
literature review study available on relationship
marketing from various journals and research
papers and variable are derived which are most
appropriate for understanding RM and its ap-
plications. Literature is studied to understand
the basics of relationship marketing through
the research has been already conducted in this
field and to find out gaps, issues which are still
uncovered. First partis focusing on understand-
ing of Relationship Marketing which include
concepts of RM, Objectives, Definitions &
Models related with Relationship Marketing.
In second part review in context of industry
initiatives to implement relationship marketing
programmes, practices adopted by industries
and competitive market strategy development
through relationship marketing. In third part
relationship between relationship marketing and
market development reviewed which include
customer retention, customer loyalty & increase
customer satisfaction, how to increase customer
base & marketshare. Fourth partcontains review
related to firm performance in terms of B2B
exchange, customer-firm affection, corporate
brand development is discussed. In last part
review related to technology is discussed with
development of real time system development,
online feedback system and E-CRM concept
of relationship marketing. Finally issues in the
literature review are identified and discussed.

3. CLASSIFICATION

The classification framework, shown in Figure
1, is based on the literature review and the na-
ture of relationship marketing research, which
mean to give an understanding how the subject
has evolved and progressing. The articles were
classified into five broad categories and each is
divided into subcategories (Figure 1).

3.1. Understanding of Relationship
Marketing

Inthis part, we will discuss the emerging concept
in marketing i.e., relationship marketing, its
evolution, concepts & definitions, model de-
velopment for relationship marketing. Today’s
marketing managers are required to place an
increased emphasis on relationship marketing
to create new customer as well asretain existing
customer through effective relationship. The
cost of creating new customer is comparatively
lesser than to retain a customer with the product
& services with happiness.

3.1.1. Evolution of
Relationship Marketing

In 1983 Leonard L. Berry, distinguished pro-
fessor of Marketing at Texas A&M University,
coined the word Relationship Marketing when
he presented a paper entitled Relationship Mar-
keting atthe American Marketing Association’s
Services Marketing Conference. The paper
was published in the conference proceedings
and for the first time the phrase Relationship
Marketing appeared in the Marketing literature.
The phenomenon Relationship Marketing was
first identified by some of the insightful writ-
ers like Berry et al. (1983), Gronroos (1990),
and McKenna (1991). Although McKenna has
often been credited with the term “relationship
marketing”, but it was Berry who first defined
and analyzed in scientific literature. However
there was also a parallel development in in-
dustrial marketing which contributed to the
development of RM (Gronroos, 1990). Accord-
ing to Berry et al. (1983) customer relationship
can be best established around a core service,

Copyright © 2012, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.



24 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/article/literature-review-classification-relationship-
marketing/63040

Related Content

Handling Customer Complaints in the Hospitality Industry

Rosalynn Dinnenand Ahmed Hassanien (2011). International Journal of Customer
Relationship Marketing and Management (pp. 69-91).
www.irma-international.org/article/handling-customer-complaints-hospitality-industry/52046

Knowledge Management at Banking Industry: A Review of the Literature and
Further Guidelines

Nasser Fathi Easa (2019). International Journal of Customer Relationship Marketing
and Management (pp. 21-34).
www.irma-international.org/article/knowledge-management-at-banking-industry/221910

Combining Local and Global Expertise in Technical Services: Case Fujitsu
Invia

Juha Parnistoand Hannu Salmela (2003). Information Technology Enabled Global
Customer Service (pp. 175-192).
www.irma-international.org/chapter/combining-local-global-expertise-technical/23760

Segmenting Fan Communities: Toward a Taxonomy for Researchers and
Industry

Nathalie Collinsand Jamie Murphy (2018). Exploring the Rise of Fandom in
Contemporary Consumer Culture (pp. 1-17).
www.irma-international.org/chapter/segmenting-fan-communities/190230

Mood of the Consumer: Collective Choice, Culture, and Social Class
Chetan Sinha (2019). Optimizing Millennial Consumer Engagement With Mood
Analysis (pp. 267-279).
www.irma-international.org/chapter/mood-of-the-consumer/208439



http://www.igi-global.com/article/literature-review-classification-relationship-marketing/63040
http://www.igi-global.com/article/literature-review-classification-relationship-marketing/63040
http://www.igi-global.com/article/literature-review-classification-relationship-marketing/63040
http://www.irma-international.org/article/handling-customer-complaints-hospitality-industry/52046
http://www.irma-international.org/article/knowledge-management-at-banking-industry/221910
http://www.irma-international.org/chapter/combining-local-global-expertise-technical/23760
http://www.irma-international.org/chapter/segmenting-fan-communities/190230
http://www.irma-international.org/chapter/mood-of-the-consumer/208439

