(Relationship Marketing)! .. 2543

J (Relationship Marketing)

(The American Marketing Association,quoted in
kotler, 1994:11)

(Kotler, 1994:6)
5 (Kotler,1991:12-27)

1 (Production concept)



(Product concept)

(Selling concept)

(Marketing concept)



) ( Societal marketing concept )
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(Marketing Mix ) Philip Kotler (2542:175-225 ) 4Ps
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( Promotion )
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(Customer Value ) (Cost to the Customer )
(Convenience ) (Communication )
4 Ps
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(Price)
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(Promotion)

(Communication)

4Cs
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(Cost to the Customer)



p = publications

E = events

N = news

¢ = community involvement activities

| = identity media

L = lobbying activity

= social responsibility activity
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4Cs

(1982:40)

(Learned,Christensen, Andrews and Bower, 1973:107)

(Scally Kotler, 199777 )

( 2537:18)

(
) (Shape) (Reshape)

(
2542:28 )
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o , 2519:22)
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(self-directing initiative)!
Bruce D.Hendess ’
(Long-range planning )

(Corporate Development )

" (Hendess
2519:23)
(2537,43) 1



(Scope)

(Specification)
(Scope)

(Specifications)

(Deployment)

(2519:23-29)
(Deployment)
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3 (2542:65)
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?
(
)
l 1 ’l
? ( Kotler,1997:68 o 2531:18-23 )
1
? (Strengths) (Weakness) (Opportunities)
(Threats) (SWaT)
(Strengths)
(Weakness®
(Opportunities)
(Threats)
SWOT SWOT
(Mission) ?
(Philosophy)
(Policy)
?

(Strategic Objectives)



Schendel
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4
(Societal Strategy )
(Corporate Strategy )
1) ?2) %)
?
( Business Strategy )
)
( Functional Strategy )
)
Hofer
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(Forward integration)

2519:73)
(Niche Strategy)

(Horizontal Expansion)

(Vertical integration)

(Backward integration)
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(Diversification)

/

(integration)®

(2537:45 )

T

(Diversification)

staff
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(Involvement)

(2539:13)
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( Involvement )

(Involvement ) ( Day,
1970 2542 )
Rothschild ( 1984,p.216-217 2542 )
2 (Enduring Involvement)
(Situational Involvement) ( , 2542)

( Enduring Involvement )

( Situational Involvement )



2 (FCB Grid)

[ThinKINg) =---smsesemrmsemememsemens eee ) (Feeling)

(High Involvement)

( Informative ) ( Affective )
Modet: Leam-Feel-Do Model: Feel-Do-Leam
!
(Low Involvement)
(Habit Formation) ( Self-satisfaction )
Model: Do-Leam-Feel Model: Do-Feel- Learn

- Vaughan, R. How advertising works: A planning model. Journal of
Advertisng Research 20 (5) (Octoher 1980): 27-33.

( Krugman ,1965 2540) 2
(High Involvement) (Low Involvement)
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( High Involvement)

(Assael, 1995 )
( Low Involvement )

( Schiffman and Kanuk,

1997)
(Relationship Marketing)
(Relationship

Marketing)"

Berry ( 1983:25 cited in Evert, 1999:243 ) \ ,

Morgan and Hunt ( 1994:22 ) X

?
Rebel ( 1995:18-19 254021 ) )
Christopher,Payme and Ballantyne ( 1995:11
2540:21 ) “ ! Yi
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Gummesson ( 1999:1 ) “

.. 1980 Berryl® 1
“Relationship Marketing”
(Attracting ) ( Maintaining )
? ( Relationship Marketing )
3
? (Relationship
Marketing )
5

Total Quality Management

? (Total quality management or TQM ) (
, 2538:14-15 )



3 Relationship Marketing @ ?

(S

. Martin Christopher,Adrian Payne&David Ballantyne.Relationship Marketing-.Bring
Quality.customer service.and marketing together.Oxtord:Butterworth-
Heinemann,1994. p4

Relationship
Marketing
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1 (Relationship Marketing)

Production Selling Concept ~ Marketing Relationship
Concept Concept Marketing

: Hutton, J.G.(1996).Integrated relationship-marketing communications : A key
opportunity for IMC.Journal of Marketing-Communications,2,p.192

(The Production Concept)

(The Selling Concept)
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(Marketing Concept)

(Relationship Marketing)

Win-Win Relationship

g
(Marketing Network) Stakeholders
(Relationship Marketing)
6 Customer Market
Customer Service Referral Market
Supplier

Market
Employee Market

Influence Market
Internal Market



2 ? (Relationship Marketing)

? . (Transaction Marketing)
Relationship Marketing Transaction Maketing
| |
| |
B
|
|
| |

: Martin Christopher.Adrian Payne&David Ballantvne.Relationship Marketing:Bring
Qualitv.customer service.and marketing together.Oxford:Butterworth-
Heinemann,1994.,p9

(Relationship Marketing)"

(Relationship Marketing)

(Relationship Marketing"1"'

(2539:23)



(Customer retention)!

, ( Relationship marketing) (2542:22)
5

(Relationship Marketing)

Kotler (1999:244)

Brown(1990:99-100)



(Smith, 1994:152-155)






(Jone&Sasser, 1995:93)
L
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4 (Purchase Cycle)

v N\

- LS ga a4 ¥
N1599891 (Repurchase) N9FAAL AT

(Decision to Repurchase)

&4 ¥
NTUBINTIREN

(Repurchase Loop)

(Awareness) (Initial Purchase) (Post-Purchase Evaluation)

< o -~ ' - ' o A’

7

Jill Griffin.Customer Loyalty:How to Eam It How to keep ItNew York:The Free
Press, 1995, pp.18-21

1- (Awareness)

2- (Initial Purchase)



3- (Post-Purchase Evaluation)
4 - (Decision To Repurchase)
5- (Repurchase)
35
(Relationship Marketing )
(Partners)
5 ?
Partners
Advocate |
Supporter .
Client
Customer
Prospect

. Martin Christopher,Adrian Payne&David Ballantvne.Relationship Marketing:Bring
Qualitv.customer service.and marketing together.Oxford:Butterworth-
Heineman,1994. p22
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(Customer Satisfaction)
(Relationship Marketing)
Stern (1997:7-16)
(Relationship Marketing)!  Intimacy Theory

* Intimacy Theory

* Intimacy Theory (Formation)
(Maintenance) (Deterioration)

* Intimacy Theory'
(Personal sales)

' ( dividuaOvi !
(Business to Business) (Mass Communication)

(Relationship Marketing) ( timacy)

5 C's (Waring Tillman,Frelick Russell&Weisz, 1980)

. Communication ), Caring and Giving( ),
Commitment? ), Comfort( ) Conflict Resolution and Trust
( ) 5

5 C's

T1c 63 Cod b
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1.Communication )

2. Caring and Giving (

3. Commitment ( )

)
4. Comfort ( )

5. Conflict Resolution and Trust (
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3

)
Intimacy Theory Model®
(Relationship Marketing) ~ ABCD Model (Reis and Shaver
1988) Relationship cycle ABCD Maodel 4

A . Acquaintance

. Build upt

C . Continuation

(Relationship Marketing)
D : Dissolution



4
6 ?
Constructive Destructive
Active voice Brand Switching
Passive Loyalty Negative Word of Mouth

: Stern.Barbara B.(1997).Advertising Intermacy:Relationship marketing and
service consumer.Journal of Advertising.v26n4.p.12.

Constructive & Active/Passive :
passive
active
(Relationship Marketing)”

Destructive :
Active
Passive



(2536:25)
(Relationship Marketing)
L (Identify
the key marketing relationship)
2. I
(Assign a skilled relationship manager)
3. (Job description)

Stone,Woodcock and Machytynger (1995:218,117-127)
? (Relationship Marketing”



( Relationship Marketing)

( Relationship marketing)

(Integrated marketing)”

(Relationship Marketing)

J (targeting)

(timing)

J (offer)

J (creative)
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Christopher,Payne and Ballantyne (1994:35)
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. Martin Christopher,Adrian Payne&David Ballantyne.Relationship Marketing:Bring
Qualitv.customer service.and marketing toaether.Oxford:Butterworth-
Heinemann,1994.,p35
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(Relationship Marketing)

(Loyalty)
(Relationship Marketing)
(Loyalty) 4 (Baron,1996:7)
(Awareness)

(Credibility)

(demonstrate”
(Trust)

(Chemistry)
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(Loyalty)ri ! b

5 (Jnonson,1998:36-38)
1 (Database)
2. (Enrollment process)
3 (Reward)
4, (Value-added henefit) !

!

5. (Customer Recognition)

10 0 (1998:36-38)
(Loyalty)* 5
L (Reward Program)
(borrowed interest)

2, (Rebate Program) «

(Reward Program?



44

3. (Appreciation Program)
(Reward Program)

(Reward Program”

(Rebate Program) (Reward Program)”
4, (Partnership Program)
(Database)
. (Affinity Program)
(Customer Relationship Marketing) (Direct Marketing)

(Gummesson, 1999:28-31)



(Personal Selling)®

Marketing” ' ' !
(Direct Mail)
(Relationship Marketing)
(Loyalty)w
(Butscher,1996:9)i
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( irect Marketing”
(Telemarketing) 1

(Direct

(membership)

( Relationship Marketing)



Baldasare (1997:6)

strategy” 4
£ (Coach)
(Loyalty)

2. (Facilitator)

3. (Integrator)

4, (Student)

? ( Relationship Marketing)
(2542:23)

46

(Communications



4

(Relationship Marketing)

XssV

H\SL
3 2 1
2
? 4 3 2
? 5 4 3
A
254223
5 1
1 (Basic Marketing)
2 (Reactive Marketing)

3 (Accountable Marketing)



4 (Proactive
Marketing) (on regular basis)
5 (Partnership Marketing)

Stone,Woodcock and Machytynger (1995:16 -28)
(Relationship marketing)

(Database)”
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(Relationship marketing)

(Telemarketing)
(Direct mailA , Y
3
' (Database” A (Database)t
4, - (Relationship marketing)
(

Berry (1983:25-28 cited in Payne,Chirstpher,Clark and Peck, 1995.67-
13) (relationship marketing)

5

L (Core service ) -

( Relationship marketing)*

2. (Customizing the relationship) -



3. (Service augmentation) -

(Service augmentation® ' (Club)l

4, (Relationship pricing) -

(Loyalty)

D, (Internal marketing)
(Relationship marketing”

(Relationship marketing)
(Rosenfield, 1999:30-34)

(Relationship marketing)



(Relationship marketing”

(Necessity)n
(Loyalty)
(Loyalty”
(Necessity”

(Relationship marketing)

(LoyaltyH

(Loyalty) -
(NecessityH

5



( Relationship Marketing )

( Necessity )
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: Storbacka.Strandvik and Gronroos.Managing Customer Relationships for profit:

The Dynamics of Relationship Quality. MCB University of Press,1994,p 23
Gummesson, 1999:p.186)




Gemmesson(1999:199)

(Databases)
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