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FACTORS FOR SUCCESSFUL OF RELATIONSHIP MARKETING IN TOURISM INDUSTRY
Ranee Amarinrat!’

Abstract

Retaining a customer is much more cost effective than acquiring a new customer.
Furthermore, maintaining good relations with your existing customers and getting a good life
time value out of any existing customer is the key to a long term successful business.
Relationship marketing is used to forge long term relationships with the customer such that the
customer forms a long term bond with the company and the brand. This in turn benefits the
organization in turnover, profitability, word of mouth publicity and overall performance.
Relationship marketing is not easy because each and every customer is different and when
devising a relationship marketing strategy, the firm has to look at its existing customer base
minutely. The key to success of relationship marketing is to understand your customer
completely. Factors of success include: information technology, direct marketing, customer
benefits, organisation culture and customer relationship management. These factors must be

integrated into customer service
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