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Abstract. 
 is paper is concerned with choosing a best way  for customers’ engagement, 
speci� cally we compare pros and cons of transactional and relationship marketing 
and provide relevant insights by analysis of data provided by 100 senior-level market-
ers working on the global market. Firstly, we outline the essence of transactional and 
relationship marketing by putting them in contrast. Afterwards, we present analysis 
of the study, results of which clearly indicate the growing role of the relationship 
marketing. Further on, historic overview of the evolution of marketing is provided so 
that the reader learns the context. 
 is is followed by the description of the expanded 
marketing mix, which consists of seven elements – product, price, place, promotion, 
customer service, processes and people. 
 e process of the proper implementation of 
relationship marketing strategy is then provided as a guideline for successful relation-
ship marketing results. Finally, concrete examples of relationship marketing activities 
are given to support the theoretical description of relationship marketing.

Keywords: relationship marketing, customer service, quality assurance, extended market-
ing mix, six markets model, internal marketing

JEL Classi� cation: M31, M39

INTRODUCTION

In today’s world, almost every company, and de� nitely each and every successful company, uses some 
form of marketing to reach their customers. For instance, on the Czech marketplace, businessmen began to 
realize, how important marketing actually is for their company’s better results in sales and for the creation 
of a brand. 
 erefore, customers are nowadays witnesses of several marketing strategies. Transactional and 
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relationship marketing strategies are one of those strategies and currently they are becoming more widely 
used. In order to understand which one of them is better, we shall put them in comparison. 

In the 20th century, transactional marketing was the predominant trend. For this type of marketing, it 
is typical to focus on sales promotion and to endeavor attracting more and more new customers. It is char-
acteristically short-term oriented with only little emphasis on customer service. Overall, the transactional 
marketing strategy implies rather slight relationship between a customer and the company. It is so due to 
the fact, that customer contact is held at minimum. 
 erefore, customer commitment to the brand is also 
not of satisfactory height. 

Over the past few decades, more and more companies have started to realize, that their orientation on 
transactional marketing may not be enough for competing on the marketplace. Marketing is no longer just 
about developing, selling and delivering products. It is increasingly more concerned with the development 
and maintenance of mutually satisfying long-term relationships with customers (Buttle, 1996).


 is paper is organized as follows: Firstly general information on the topic of the paper will be given, as 
well as analysis of data related to the customer lifecycle management covering pros and cons of transactional 
and relationship marketing, which indicates the growing role of the relationship marketing. Secondly, the 
relationship marketing will be described in the historical context.  
 irdly, the expanded marketing mix will 
be introduced. Fourthly, the implementation of a relationship marketing strategy will be described. Finally, 
speci� c types of Relationship Marketing will be introduced, supported by existing examples from current 
marketing environment. 

TRANSACTIONAL VS. RELATIONSHIP MARKETING  STATEOFTHEART

Marketing specialists have slightly di	 erent views on what relationship marketing actually repre-
sents. 
 e main disagreement lies in the answer to the basic question: which relationships does relationship 
marketing focus on? While some believe it orients strictly on external organizational relationships, others 
include the internal ones as well. 

However, most of the de� nitions agree on three aspects of relationship marketing: 
1) provision of engagement activities across stages of the relationship lifecycle, 2) naming individual custom-
ers, groups of customers, other companies and/or employees as targets of relationship marketing activities, 
3) generating bene� ts for both parties involved. 
 rough a combination of these aspects, Palmatier (2008) 
proposes the following de� nition of relationship marketing: “relationship marketing is the process of identify-
ing, developing, maintaining, and terminating relational exchanges with the purpose of enhancing performance”.


 e main goal of the relationship marketing strategy is to create strong long-term relationships. Nowa-
days, it is believed that it cannot be narrowed only to relationships between customers and the company. 
Gummerson (1994) lists 32 di	 erent types of relationships that need to be taken in account. Buttle (1996) 
narrows them by claiming, that three di	 erent strategies must be introduced – the trade marketing strategy, 
the customer marketing strategy and � nally the internal marketing strategy. Another point of view is pro-
vided by Christopher, Payne and Ballantyne (1991) who formulated a theory about the Six markets model  
in 1991. According to them, there are six markets to which companies should adjust their activities. 
 ey 
distinguish between customers markets, referral markets, supplier markets, employee markets, in� uence 
markets and internal markets. 
 is model will be further described in the chapter on types of relationship 
marketing. 
 e di	 erences between transactional and relationship marketing are summarized in Figure 1.
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Figure 1. � e Diff erences between Transactional marketing and Relationship marketing
Source: Payne, Adrian (1994).

In contrast to what was mentioned about transactional marketing, relationship marketing focuses on 
customer retention, which means, that companies make e	 ort to keep their existing customers rather than 
to attract new ones. In order to do so, they provide them with a variety of bene� ts. 
 e companies also em-
phasize the ongoing contact with their customers so that they can e	 ectively adapt their marketing strategy 
and create strong customer commitment. Some companies no longer use the term “customer”, instead they 
prefer to name them “clients”, “partners” or “associates”. Some marketing specialists even compare the rela-
tionships between a customer and the company to marriage.

Christopher, Payne and Ballantyne (1991), Grundey (2009) de� ne relationship marketing as the syn-
thesis of customer service, quality and marketing. 
 ey claim that relationship marketing should focus on 
the approximation of these three � elds, since they are essential for an e�  cient implementation of the rela-
tionship marketing strategy (see Figure 2). According to Buttle (1996), the relationships which are being 
created need to be built on concern for the welfare of the customers, on trust and commitment as well as 
on the service provided.

Since the customers of today are more demanding than they were 20 years ago, customer service has 
become a crucial part of the marketing strategy. Customers desire excellent service, which is empathic, re-
sponsive and of high quality (Buttle, 1996). It also needs to be adapted to the industry in which a company 
operates. Customer service accompanies each and every exchange a company makes, and therefore it has 
a great potential to in� uence the emerging relationships with the customers. Accordingly, it is important to 
improve customer service skills of the sta	 , to make plans in advance and to monitor the results of the im-
plemented customer service strategy. When a customer is satis� ed with the service provided, the relationship 
becomes stronger, which implicates it will also be long-lasting and pro� table.


 e role of quality is essential, because today it is mainly quality which can di	 erentiate one company 
from another and which makes it unique. Companies should no longer orient only on the � nal outcome 
of the company but on the whole process of producing it as well. Employees of the purchasing department 
and of the distribution department need to be trained so that the highest possible quality standard can be 
reached.
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Figure 2. Linkages between Marketing, Customer Service and Quality
Source: Christopher, Payne and Ballantyne (1991).

As it was already mentioned above, the aim of marketing in a relationship marketing strategy is not just 
to attract new customers but also to keep them, which requires continuous improvement and innovation 
(Christopher, Payne, Ballantyne, 1991; Codourey, 2013). One of the greatest advantages of relationship 
marketing is that it is an ideal tool to target di	 erent markets by using personalized marketing content.  
However, relationship marketing is not necessarily the perfect choice for every industry. Moreover, not all 
customers appreciate when companies try to create strong relationships with them, which is why companies 
must be very careful and properly analyze, whether a relationship marketing strategy is a proper choice. But-
tle (1996) claims, that the FMCG manufacturers market is unsuitable for this kind of strategy. 

In order to keep the customers loyal to a company, the relationship needs to be characterized by trust 
and commitment. Customers should be convinced that it is pro� table to reject alternatives that do not 
provide long-term bene� ts and that it is better for them to stay with the existing partners for the advantages 
their relationship brings to them. A company can for example take risks in favor of the customer, simply 
to show them how much they care. Marketers of the company must concentrate on preserving the existing 
relationships and persuade customers about their pro� tability in order to create a desire to maintain the 
relationship (Buttle, 1996).

When it comes to keeping the customers, Harris and McDonald (2004) speak of the importance of 
mutuality of relationships. Both sides should bene� t from the interaction which has two positive out-
comes. Firstly, a satis� ed customer is likely to be loyal to the company. Secondly, the bonds created by a mu-
tually bene� cial relationship may be strong enough to prevent the customer from changing their preferences 
and choosing a competitor’s product.

Considering the abovementioned, we see that relationship marketing strategy is more e�  cient com-
pared to the transactional marketing strategy, but is this con� rmed by any empirical data? In order to 
provide an answer to this question we suggest to analyze the data provided by the Gleanster and Yesmail. 
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 is choice was made since in 2013 they conducted a survey capturing customer engagement practices from 
100 senior level marketers across key industries including retail, � nancial services, insurance and healthcare. 
Moreover, targeted industries had a propensity for high volumes of customer interactions, multi-channel 
communication strategies, as well as online and brick-and-mortar sales models. Additionally, YoY revenue 
growth, click-through rates, customer satisfaction, and customer pro� tability were used as key performance 
indicators in mentioned survey. Key information on transactional and relationship marketing of obtained 
during the survey is aggregated in the � gure 3 below.

Figure 3. Aggregated data on transactional and relationship marketing indicators (% of usage)
Source: Survey of Gleanster and Yesmail (2013).

As it is seen, companies mostly use information on basic consumer needs and their purchase history 
in order to form their marketing strategies, i.e. they still use transactional marketing strategies. However, 
there is almost no room for increasing their e�  ciency due to high percent of such strategies implementation. 

 us, there is a great potential in the development and use of relationship marketing strategies. Moreover, 
such potential is con� rmed by the fact that only 21% of marketers have an excellent understanding of 
customers’ channel preference and there is a lack of data-driven insights that would allow them to develop 
more personalized and client oriented marketing strategies for more e�  cient engagement of their custom-
ers. 
 erefore, in the text below we shall provide additional insights regarding relationship marketing for its 
better understanding and easy going implementation by the companies. 



Tereza Šonková, Monika Grabowska
Customer engagement: transactional 

vs. relationship marketing

201

THE EVOLUTION OF RELATIONSHIP MARKETING


 ough it may seem that relationship marketing has not been around for too long, the concept of it 
has already been used for hundreds of years. In fact, relational-based exchange was the norm for most of 
recorded history (Palmatier, 2008). 

Before the Industrial revolution took place, trades appeared almost exclusively on local markets, where 
the farmers and craftsmen personally sold their products to customers. Moreover, some trade would only oc-
cur among groups with ongoing relationships, e.g. trade on the silk route (Sheth and Parvatiyar, 1995). 
 e 
exchange was built upon mutual trust. 
 e sellers knew what their buyers prefer and how to satisfy their needs. 


 e accomplishments of the Industrial revolution in the 19th century lead to both mass production 
and consumption of products. Producers were suddenly able to generate enormous amounts of goods at 
relatively low costs. Since the goods of di	 erent producers were highly interchangeable, promotion along 
with price adjustments became one of the most important elements of their marketing strategy. In this era, 
so called middlemen became an important part of the entire business. 
 eir task was for example to store 
the large amounts of products or to transport them to the desired destination. 


 e 20th century has been very varied concerning the marketing development. 
 e 1950s was the era 
of mass-marketing, focusing on consumer goods. In the 1960s, marketing focused mainly on industrial 
market. 
 e 1970s represent the era of market segmentation (Buttle, 1996), non-pro� t or societal market-
ing (Christopher, Payne and Ballantyne, 1991). In the late 20th century, marketers and economists started 
to return to the relational-based concept of marketing. In the 1980s, � rst books on relationship marketing 
were published, making it a separate domain of marketing. In his paper on Relationship marketing, Robert 
Palmatier (2008) states two main reasons for the shift back to relationship oriented marketing strategy.

First of all, he argues with the shift of orientation of world’s economies to service1. Under those circum-
stances, middlemen, who were so important during the industrial revolution, are no longer needed. Sales-
people, on the other hand, come into personal contact with the company’s customers on a daily basis. Parties 
to the transactions are bound on each other again and there is a direct relationship between the customer 
and the company.

Consequently, Palmatier (2008) states that relationship marketing is the best strategy option for service-
providing companies. It is mainly because, unlike products, services are intangible and it is therefore all the 
more important to create strong relationships in order gain trust and be able to convince customers about 
the quality of the service. 


 irdly, the advances in technology support the return to relationship marketing. 
 anks to the mod-
ern communication channels, companies are able to interact with their customers no matter the distance 
between them. Simultaneously, it is easier for customers to learn about the company and their services from 
di	 erent sources. Customers are well-informed and search for value. 
 e progress in technology enables 
marketers to easily target at their customers, as well as to implement the strategy. Once the program is im-
plemented, modern technology also helps with its evaluation. 

Finally, the increase of global competition is stated as an in� uential factor on the return of relationship 
marketing. Its tools, such as loyalty programs, help di	 erentiate the company from its competitors. Creating 
long lasting relationships is also economically reasonable, since there lower costs for retaining of customers, 
than for attracting new ones. In their research from 1984, Rosenberg and Czepiel claim, that it is between 
� ve to ten times more expensive to win a new customer than it is to retain an existing one (Buttle, 1996).

1  
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RELATIONSHIP MARKETING AND THE MARKETING MIX


 e American Marketing Association states, that: “Marketing is the activity, set of institutions, and pro-
cesses for creating, communicating, delivering, and exchanging o� erings that have value for customers, clients, 
partners, and society at large.” 2

In order to reach marketing goals, Kotler (2014) writes about the necessity of having a sophisticated 
marketing mix. 
 e marketing mix is a term used on a daily basis on the marketing � eld. Originally, the 
marketing mix consisted of four Ps, which stood for the product, price, place and promotion. Later, some 
scientists included a � fth P in their de� nition of marketing mix, representing the people. We can understand 
the need of including people in the marketing mix as the indicator of the transition from transactional to 
relationship marketing. 

In relationship marketing, the four Ps are perceived a little more widely than in the original conception 
of the marketing mix, as it was described by Philip Kotler.

First of all, companies applying relationship marketing e	 ectively use mined data about their customers 
in order to customize the products according to their wishes. It is also quite common that those companies 
even cooperate with their customers on the development of their products. 
 ey can use focus groups or 
questionnaires in order to do so. 
 ereby, customers can for example in� uence the design of the products. 

As for the price of the products, it is usually “made-to-measure” for each customer. 
 e price is derived 
from the relationship between the company and the concrete customer. Secondly, it can be in� uenced by the 
bundle of products and services the customer buys. When talking about the business-to-business market, the 
price usually di	 ers according to the specialized unique product for a company.

Regarding the third P, which stands for “place”, relationship marketing also aims to satisfy the customer 
on a large scale. Relationship marketing o	 ers a wide range of possibilities of how customers get the product 
they want. For instance, companies provide alternative ways of ordering the product (via the internet, phone 
call, personal order, etc.). 
 ey can also o	 er di	 erent paying and delivery options. What is more, some 
companies even provide alternative ways for the installation or a repair of a product.

Finally, while transactional marketing aims to communicate with the target group as a whole, relation-
ship marketing prefers individual communication with the customers. Even though it uses di	 erent commu-
nication channels, they all support the same image and send out similar information to build the perception 
of the company by the customers. Companies applying relationship marketing create extranets for their 
most valuable customers in order to ease the exchange of information, as well as the ordering process and the 
payment (see Relationship Marketing: Kotler on Marketing).

While some relationship marketing specialist approve of the above described conception of marketing 
mix, others tend to customize it a little di	 erently. Christopher, Payne and Ballantyne, for instance, have ex-
panded the marketing mix by adding three other elements, which are customer service, processes and people 
(Christopher, Payne and Ballantyne 1991).

Customer service was originally incorporated in the product strategy. However, due to the evolution 
and transition from transactional to relationship marketing, it has become a separate element of the market-
ing mix. Christopher, Payne and Ballantyne (1991) state three main reasons for this. First of all, they argue 
that customers’ expectations have become higher than they used to be. 
 ereby, it is increasingly important 
to provide on-time deliveries of the products to customers. Relatedly, customer service can today be used as 
a competitive weapon which di	 erentiates the sales of a company from its competitors. Last, but not least, 
it is crucial to control, if the chosen customer service strategy is suitable to create a value proposition for 
customers when a � rm that wants to build a strong relationship.

2  
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Customer service is di	 erentiated according to the segments which are being aimed at. 
 ere are two 
main terms to be de� ned when talking about customer service in the relationship marketing setting, the 
downstream and the upstream relationship. 
 e downstream relationship represents the relationship a � rm 
has with its customers, while the upstream relationship stands for the relationship with the company’s sup-
pliers. 

Processes as an element of the marketing mix were added for their direct in� uence on the quality 
improvement. Process management involves the procedures, task schedules, mechanisms, activities and rou-
tines by which a product or service is delivered to the customer. It involves policy decisions about customer 
involvement and employee discretion (Christopher, Payne and Ballantyne, 1991). 
 e failure of the process 
could completely ruin the whole aspiration of satisfying the customers and building a relationship with 
them. 

As it was written above, the expanded marketing mix includes also a seventh element – the people. 

 ere is no doubt, that it is people, who are crucial for the proper implementation of a relationship market-
ing strategy. 
 e employees of a company have an enormous impact on the entire marketing process and 
when a company recognizes their contribution they will become more motivated and the results of their 
work will improve increasingly. 

In their book Relationship Marketing, Christopher, Payne and Ballantyne categorize the employees 
into four groups according to the level of their contact with the customers and according to the level of their 
in� uence on the marketing activities. 

As we can read from the chart in � gure 4, Contactors have a high frequency of customer contact and are 
also involved with the marketing mix. 
 erefore, their mission is to serve the customers and to satisfy their 
needs. Modi� ers, on the other hand, are not involved in the marketing mix. Since they are often in contact 
with the customers, it is important that they know the marketing strategy of the company by heart in order 
to put it into practice. 

Figure 4. Employee infl uence on customers
Source: Christopher, Payne and Ballantyne (1991).


 e third category of employees, the In� uencers do not have a frequent contact with the custom-
ers. Nevertheless, they cooperate on the implementation of the marketing mix by doing the research, work-
ing on development of products and services etc. 

Finally, the fourth group of Isolateds is to be described. Although these employees do not have frequent 
customer contact nor are they involved with the marketing mix, they still have an impact on the perfor-
mance of the company. 
 ey have to be familiar with the marketing strategy so that they realize their role 
within the company and help satisfy the needs of company’s customers.
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IMPLEMENTING A RELATIONSHIP MARKETING STRATEGY

While there are quite a lot of companies claiming they are relationship marketing oriented, not all of 
them actually are. 
 e problem evolves from the fact, that a lot of companies that invent a relationship 
marketing strategy are not able to implement it properly. Companies are ready to spend a lot of money on 
CRM software and think this is all they need to do. In order to implement an e�  cient relationship market-
ing strategy, the entire company has to change to become customer oriented. 


 e main goal of a proper relationship marketing strategy is to increase customer’s desire for the unique 
characteristics found in the relationship-based exchange (Palmatier 2008). According to Christopher, Payne 
and Ballantyne (1991), the implementation of a relationship marketing strategy consists of � ve di	 erent 
steps. 

First of all, a mission statement must be provided. It has a strategic focus and contains the goals, beliefs 
and values of the company. 
 e mission statement for a relationship marketing strategy needs to be customer 
oriented, provide speci� cations of how to di	 erentiate the company or product from the competitors. Gen-
erally, it is important to include which products are to be marketed and for which markets. It is also right to 
provide a shorter copy of the mission statement for the employees of the company, so that they know about 
the aims and goals of their employer. According to Palmatier, it is crucial to train and motivate the sta	  in 
order to make them dedicated and competent (2008). Overall, it is often the concrete member of sta	  with 
whom customer feels to be in a relationship with.

Secondly, a strategic review and internal analysis need to be made. 
 e analysis should concentrate on 
the industry as a whole as well as on particular relationships, which means that not only the competition 
and the power of their substitute products need to be analyzed, but also the relationships with customers, 
suppliers and competitors. Further on, it should include the analysis of the barriers there are to enter the 
business. At this point, primary activities (logistics, marketing and sales, service) and secondary activities 
(infrastructure, human resources management) to the strategy should be stated. 
 e strategic review should 
also include the competitive advantages of the product. 
 is stage also contains dividing the market into 
di	 erent submarkets, which can be done geographically, demographically, socioeconomically etc. 
 anks to 
the segmentation, it is easier to modify the relationship relevantly for each submarket.


 e next step is to formulate the strategy, above all the markets where the product will compete and 
which speci� c strategy is suitable for that market. As far as relationship marketing is concerned, the value 
delivery strategy seems to be the most suitable one (Christopher, Payne, Ballantyne 1991). In order to ful� ll 
this strategy, company has to choose a value it wishes to deliver to the customer, provide the value and � nally 
communicate it. It is not advised to use � nancial oriented strategies in relationship marketing. Not only do 
sales, discounts and other similar bene� ts not support long term loyalty, they can even have negative conse-
quences among the current customers (Palmatier 2008).


 e fourth stage of the implementation uses both the internal and external marketing, because it for-
mulates, what the customer buys, when she or he buys the product. 
 e o	 er should not be core; conversely, 
it should be augmented. An augmented o	 er provides an extra value for the customer and it di	 erentiates 
the product from the others. Moreover, providing di	 erent bounds of products can lead to lower customer 
defection, since it can be considered a barrier for the customer to change a brand.  

Finally, the last step is the service quality management. It is important to focus on how the provided 
quality leads to greater retention of customers. From this point of view, quality represents the match be-
tween what customer expects and what they experience. In order to enhance the quality, Total Quality 
Management (TQM) should be implemented. TQM represents the cooperation of managers from di	 erent 
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departments of the company with the aim of providing the best possible service. 
 ereby, quality becomes 
an interest of everybody and there is high likelihood it will improve.


 e aim of a relationship marketing strategy is to build a ladder of customer loyalty. 
 at means to 
change prospects into customers, further on to clients, supporters and advocates. It is very pro� table for the 
company to have a lot of advocates, who share positive word of mouth among their acquaintance. 
 erefore, 
companies must avoid con� icts and when they occur, they need to be resolved as soon as possible. Other-
wise, it can lead to destruction of the relationship and to negative word of mouth. 


 e implementation of a relationship marketing strategy is not only about inventing a strategy and 
putting it into practice. It is immensely important to measure the assets of the implemented strategy on 
a daily basis. 
 is should be done from both the customer perspective (perceived quality) and the internal 
perspective (quality of the strategy, leadership).

RELATIONSHIP MARKETING IN PRACTICE

Relationship marketing o	 ers a wide scale of what a company can do to gain and keep customers, 
whether it is a customer reward program, involvement of the customers in the development of the product, 
live-in marketing, internal marketing or the application of the six markets model. 
 ey all help to create 
long-lasting mutually bene� cial relationships, which is the main goal of relationship marketing.

Customer reward program is a strategy widely used among supermarkets and in the clothing industry. 
In practice, loyal It builds loyalty with the customers by rewarding them with discounts or by making 
personalized o	 ers according to their previous purchases. When a customer � lls in an application form, 
they become a loyalty card, which can collect data about their purchases. After they have collected enough 
points on their loyalty cards, customers become either some vouchers, coupons or money o	  their future 
purchases. 
 ere are quite a lot of companies applying this strategy. However, since almost every shop o	 ers 
it, it is not as e	 ective (Dowling, Uncles 1997). 

Companies using relationship marketing can involve the customer in the development of the product. 

 is cooperation is usually in the areas of design or taste of the product. A good example from the Czech 
environment is the Bohemia Chips company. Several times already have they made a competition for their 
customers to think of the best new � avor of their chips. 

Another way of how to cooperate with the customers is o	 ered by live-in marketing. Companies using 
live-in marketing let their customers use their product free of charge for a period of time. 
 ereby, customers 
can get used to the product in a relaxed atmosphere at home. 
 is can have very positive consequences since 
it is both low-cost for the company and is likely to lead to positive word of mouth. 

Internal marketing, unlike the other above mentioned types of relationship marketing, focuses on the 
sta	  of the company and it consists of all the marketing activities within an organization. Internal marketing 
sees every employee as a customer and a supplier at the same time. Simply put, every employee thinks of the 
next person as their customer and they work hard to satisfy them. Companies using internal marketing make 
sta	  climate surveys, they emphasize internal communication and collaboration, employees are rewarded 
for their assessments. 
 e goal of internal marketing is that all sta	  work attuned to the company’s mission, 
strategy and goals. 
 anks to internal marketing, the � nal outputs are of suitably high, external customer-
satisfying quality (Buttle 1996). 

Finally, the six markets model will be described. As it was mentioned above, Christopher, Payne and 
Ballantyne distinguish between customer markets, referral markets, supplier markets, employees markets, 
in� uence markets and internal markets. As far as customer markets are concerned, companies should em-
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phasize on creating strong relationships and try to turn prospects into advocates. 
 e referral markets are 
represented by intermediaries, connectors and other referrals, who also need to be stimulated in order to 
spread positive word of mouth. For the suppliers markets, it is e	 ective to implement a win-win strategy that 
could also be called partnership. Companies should prevent con� icts with their suppliers and rather com-
promise. As for the employees markets, companies should market themselves in order to attract motivated 
and trained employees. 
 is could be done by providing recruitment brochures or by visiting university 
campuses. Sometimes, in� uence markets which include the government, regulatory and � nancial markets 
need to be addressed, simply by presenting the marketing strategy of the company. Finally the internal mar-
kets should be addressed, at best by using internal marketing as described above.

CONCLUSIONS

Relationship and transactional marketing strategies are the one that have been used ever since the � rst 
trades have occurred. 

As it was revealed, despite the fact that recent studies state that there was a shift from the strategy of 
transactional marketing which dominated in the second half of the 20th century to relationship marketing, 
the leading world-wide companies are still using transactional marketing strategies, but there is a strong ne-
cessity to increase the use of operational marketing strategies, since transactional one have already exhausted 
their potential.

Above all, the relationship marketing strategy is long-term oriented and it emphasizes providing quality 
customer service, which leads to customer retention. 
 e main reasons for this shift were the growing global 
competition on the marketplace and development of technology.

Not all marketers agree on whose relationships should be included when describing relationship mar-
keting. For some of them, this term includes strictly the external relationships, while the others include 
internal relationships as well. Nevertheless, they do agree that the mission of relationship marketing is to 
create value for the customer by di	 erentiating their o	 er from the competitor’s. 

Companies using relationship marketing try to reach customer’s expectations, and preferably even to 
exceed them. 
 is can only be done through implementation of a proper relationship marketing strategy, 
which needs to be adopted on every level of the company. 
 e employees should be concerned with the qual-
ity of the product they provide and they should be familiar with the company’s mission, goals and beliefs.

It is also important to collect data about customers in order to personalize the relationship marketing 
strategy. 
 e assets of an implemented relationship marketing strategy should be monitored so that the strat-
egy can be improved if necessary. Customer reward programs, involvement in the development of a product, 
live-in marketing, internal marketing and the implementation of the six markets model can be listed as 
examples of a relationship marketing strategy.
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