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The article analyzes the concept of relationship
marketing. Essential characteristics that distin-
guish marketing in its traditional sense from rela-
tionship marketing are presented. Specific atten-
tion is paid to the company benefits from the
relationship marketing principles implementa-
tion in the current activities. Key components of
relationship marketing at the tourism enterprises
are highlighted. Authors describe information
system to support introduction of relationship
marketing. CRM system for tourism enterprises
allows to automate the collection, storage and
operation of customer information to increase
sales, optimize marketing and improve customer
service by storing information and a history of
relationships with them, establishing and improv-
ing business processes and subsequent analy-
sis of the results.
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B cmambe aHa/usupyemcsi MoHsimue map-
KemuHea  B83auMOOmHoweHul.  [pedcmas-
JIEHbI OCHOBHbIE Xapakmepucmuku, Komopble

onviudalom MapkemuHa 8 e20 mpaoduyUOHHOM
MOHUMaHUU Om MapKemuHea B83auMoomHowe-
Hull. Ocoboe BHUMaHUEe YOeneHo npeumywje-
cmsam KoMmaHuu om peasusayuu npuHyunos
MapKemuHaa 83auMOoOmHoweHuli 8 mexyujed
dessmesibHOCMU. BbiOesieHbl  K/lo4Yesble  KOM-
MOHEHMbI  MapkemuH2a  B3aUMOOMHOWEHUU
Ha mypucmuyeckux rnpeonpusmusix. Takke
B Cmambe paccMompeHa UHPOPMaYUOHHas!
cucmema nooOepkKU BHEOPEeHUsT MapKemuHeaa
g3aumoomHoweHull. CRM-cucmema 07151 mypu-
cmuyeckux npednpusimull no3so/sisiem  asmo-
Mamu3uposamb co0p, XpaHeHue U 06pabomky
UHghopMayuU 0 K/ueHmax 07151 yBe/iudeHuUs npo-
Oax, onMmuMUu3ayuu MapKkemuHaa u y/ydweHusi
06C/YKUBAHUSI  K/IUEHMOB MyMeM  XpaHeHUsi
UHhopMayuu U ucmopuu B3aUMOOMHOWEHUU
C HUMU, YCMaHOB/IEHUSI U COBEPWEHCMBOBAHUSI
6usHec-nMpoyeccos U nocaedyroujezo aHaau3a
pesy/lbmamos.

KnioueBble cnosa: MapkemuH2 B3aumMoom-
HoweHud, nompebumesibckuli uHmepec, CRM
(MeHedMeHm omHOweHUl € K/ueHmamu),
MapmHepcmBo, /1051/IbHOCMb, BbI200HbIE B3a-
UMOOMHOWEHUS], mypucmuyeckue rpeonpu-
AMUS, MypucmuyecKue azeHmemsa.

Y cmammi aHasizyembCs MOHIMMS MapKemuHay 83aEMOBIOHOCUH, SIKUU € akmyasibHUM acrieKmomM meopemuyHo20 ma npakmuyHo20 PO3BUMKY Cy4ac-
HO20 MapkemuHay. MapkemuHa BIOHOCUH BUSHaYaEMBCS 51K KOHUENUis ynpas/iHHA MapKemuH20M, Wjo 3acHosaHa Ha nobydosi 00B20CMPOKOBUX B3a-
EMOBURIOHUX BIOHOCUH 3 K/IOHOBUMU NapmHepamu opaaHizauil: crioxusadamu, nocmadasibHukamu, oucmpué’tomopamu, nepcoHaaom. lNpedcmagieHo
OCHOBHI XapakmepucmuKu, siKi 8iOpIi3HsOMb MapkemuHe 8 lioeo mpaduyitiHoMy po3yMiHHI BI0 MapKemuHay B3aEMOBIOHOCUH. Bu3Ha4eHo akmusHy ma
MePCOHiIhiKoBaHy PO/Ib Cy4acHO20 croxusaqa, sIKul 3Ha4HOK MIPOIO BI/IUBAE Ha PUHKOBY Oisi/IbHICMb MypuUCMUYHOR20 nisidrpuemcmsa. Ocobusy ysazy
rpuoinieHo nepesazam KoMaHii 8io peanizayii npUHYUI8 MapkemuHay 83aeMOBIOHOCUH 8 MOMOYHIU Oisi/lbHOCMI. BUOINEHO K/140Bi KOMITOHEHMU MapKe-
MUHay B3aEMOBIOHOCUH Ha MypuCMUY4HUX MidnpueMcmsax, 8iorosioHO 00 PO3WUPEHHO20 MapPKeMUH208020 KOMI/IEKCY «7P», «12P», skull Bionosioae
BUMO2aM cy4yaHuX rMiornpueMcma cghepu mypucmu4HuUX rocsiye. [iokpec1IeHo Bax/usIiCMb GhopMyBaHHS /105/IbHO20 CeaMeHMy K/ieHmIs 07151 OMpUMaHHs1
KOHKYPEHMHUX riepesaz ma srposadXeHHs1 00820CMPOKOBOI cmpameaii po3sumky nionpuemmcsa. Y cmammi 3a3HaqeHo, W0 3p0CcmaHHs1 pisHs1 0osipu
K/liEHMIB MO3UMUBHO BI/IUBAE HA: MPUBA/IICMb XXUMIMEBO20 YUKJTY CMIOXKUBAHHS, epedbadyBaHicmb CrIOXUBHOI M0BEOIHKU; PIBEHb BUMPam, WO ro8’a3aHi
3 [IOWYKOM HOBUX KJ/IIEHMIB; /I051/IbHICMb NEPCOHasY; iHghopmayitiHy Mpo3opicmb ma eghekmusHiCmb pexsiamHoi disiibHocmi. Takox y cmammi posens-
Hymo iHghopmauitiHy cucmemy nidmpuMKU BrPOBACXKEHHS MapKkemuHay 83aeMosiOHocuH. CRM-cucmema ye asmomamu3sosanuli ma cmaHdapmu30o8a-
Hul npoyec yrpas/iHHs B3aEMOBIOHOCUHaMU 3 K/ieHmamu. HasedeHo repesiik cucmenm, ski Halibi/ibw eghekmusHO BUKOPUCMOBYHMLCS MypuCmuUYHUMU
aseHyisiMu YkpaiHu. Taki cumemu 87151 mypucmuy4HUX riornpuemcms 00380/151H0Mb asmomMamu3sysamu 36ip, 36epizaHHs i 06p06KY iHgbopmayji Mpo K/TieH-
mig 07151 36i/bUIEHHS MPOOaXi8, BM/IUBAIOM Ha ONMUMI3aUi0 MapKemuHay i oslinweHHs1 06C/y208y8aHHs K/IEHMIB W/ISIXOM 36epexeHHs1 iHghopmayii ma
icmopii B3aEMOBIOHOCUH 3 HUMU, BCMAaHOR/IEHHS1 | BOOCKOHa/IeHHS1 BI3HEC-NPOYECIB | M00a/Ibuio20 aHasizy pesy/ibmamis.

KntouoBi cnosa: mapkemuHa 83aeMOBIOHOCUH, criox)usyull iHmepec, CRM (MeHedXMeHm BIOHOCUH 3 K/lIEHMaMU), NapmHePCMBO0, JI0S/IbHICMb, BUIOHI
B3aEMUHU, MypuCMUYHI MiorpueMcmsa, mypucmuyHi aeeHmemsa.

Problem statement. Marketing, like every sci-
ence, went through many stages of development,
in which different approaches and concepts were
reflected. Currently, the importance of building
mutually beneficial relationships, namely, coopera-
tion, between participants in commercial activities
is growing. A new approach to marketing manage-
ment, focused on creating long-term mutually ben-
eficial relationships with both business partners and
consumers in the market of goods and services, is
relationship marketing. At the same time, not only
sales and marketing specialists, but also the entire
staff of the company should focus on managing cus-
tomer interactions.
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Analysis of recent research and publications.
Problems of services, theoretical and methodologi-
cal foundations development of relationship market-
ing are considered in the works of many scientists,
such as: J. Gordon, Ph. Kotler, V. Bagiyev, M. Baker,
S. Garkavenko, H. Hackansson, A. Afanasyey,
V. Doroshev, Ch. Gronroos, K. Keller, O. Yuldasheva,
A. Martyshev and others. However, prospective niches
to enhance the loyalty of the clients by the individual
approach remain actual and not fully researched.

Formulation of purposes of the article. The pur-
pose of the article is to study the concept of relation-
ship marketing in current activities of tourism enter-
prises.
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Research results. Relationship marketing began
its source in the field of industrial marketing, where
it was seen as an alternative to the old approaches
to marketing, since there was a need for a new para-
digm different from the one on the consumer market.
Relationship marketing in various sources is also
called customer relationship management, partner-
ship marketing, customer relationship marketing, and
interaction marketing. As the scientific term “relation-
ship marketing”, this concept was first mentioned by
Dr. Leonard Berry, a former president of the American
Marketing Association, in 1983, as a description of a
new approach to service marketing that focuses on lon-
ger-term relationships between sellers and consumers
[1]. In literature, the concept of relationship marketing
by the authors is interpreted differently. In Table 1 the
most commonly used definitions of relationship mar-
keting proposed by authors are presented.

Summarizing the above, the following definition
can be established: relationship marketing is a con-
cept of marketing management based on building
long-term, mutually beneficial relationships with key
partners of the organization: customers, suppliers,
distributors, staff, etc.

The technique, which is often used to concretize
the distinctive features of the new direction, is a com-
parison with traditional marketing. As noted, the most
important difference between relationship marketing
and traditional marketing is that relationship marketing
shifts the emphasis and sphere of influence of mar-
keting from separate dual buyer-seller relations to the
whole complex of company relations. At the same time,

“consumer-supplier” relations remain a key area of
interest in relationship marketing, as well as marketing
in general. Also, recognizing the advantages of expand-
ing the main area of interest for marketing, it is noted
that consumers and relations with them will always be
the focus of marketing. Another perceived difference
between traditional marketing and partnership market-
ing is the way customers are perceived and evaluated.
The priority goals of traditional marketers are to “cap-
ture” impersonal consumers ahead of the competition,
often lure customers from competitors and use these
resources to realize the company’s short-term goals.
Relationship marketing, by contrast, focuses not on
what you do with your client, but on what you do for
your client and what you do to increase customer satis-
faction. The company'’s goal in this case acquires long-
term benchmarks. These guidelines set up the entire
management of the company to interact with custom-
ers as valuable partners, carefully identify their needs
and develop loyalty through quality service. According
to a new outlook on marketing, customers are seen as
full-fledged stakeholders in the value chain [10].

The transition from a traditional marketing model
focused on an active sales policy to a marketing activ-
ity that forms long-term relationships with customers
and other stakeholders has been based on a busi-
ness understanding of the value of retaining regular
customers and partners.

Thus, there can be defined a number of essential
characteristics that distinguish marketing in its tradi-
tional sense from relationship marketing that are pre-
sented in Table 2.

Table 1

Basic definitions of relationship marketing

Author Definition
L. Berry [1] Relationship marketing is to attract consumers, maintain and develop relationships with them
Ph. Kotler [2] Relationship marketing is the practice of building long-term mutually beneficial relationships

with key partners interacting in the market: consumers, suppliers, distributors in order to
establish long-term privileged relationships

This is an integrated effort to build, maintain and develop a network of relationships with
individual consumers for mutual benefit through interaction, individualization of relationships
over a long time

Relationship marketing is an increase in the role of the consumer and the transition from
consumer manipulation to the formation of genuine consumer interest (communication and
knowledge sharing)

Relationship marketing is the creation of a strong brand, and this is achieved through the
right combination of organization, systems and processes

Relationship marketing is the result of the ongoing development of marketing, reflecting its
current state, as the next step after the concept of socially oriented marketing

Relationship marketing is a business philosophy, strategic orientation, which is more focused
on the retention and “improvement” of current consumers than on attracting new ones

D. Shani, S. Chalasani [3]

R. McKenna [4]

P. Temporal, M. Trott [5]

Ch. Gronroos [6]

Zeithaml, Bitner [7]

M. Bruhn [8] Relationship marketing refers to all actions aimed at analyzing, planning, implementing and
monitoring measures that cause, stabilize, strengthen and renew business relations with
interested parties of a corporation, mainly with consumers, as well as at creating mutual
value in the process of these relations

K. Keller [9] Relationship marketing is the direction for building a sustainable business concept and

business strategy, the core of which is a “customer-oriented” approach

Source: compiled by the author
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Table 2
Differences between traditional (transactional) marketing and relationship marketing
Category for comparison Relationship marketing

Direction of marketing managing a company’s
relationship portfolio

on consumer values

on retention of existing customers,
repeat purchases

long-term interaction
constant contacts with customers
involved in relationships

close personal contacts based on
commitment and trust

Transactional marketing

management of the company’s
product portfolio

on the distinguishing features of the product

on single acts of sales, on attracting new
customers

short-term interaction
separate occasional contacts with
customers
distant and depersonalized relationships,
interaction is inhibited by distrust and non-

Focus of marketing
Marketing orientation

Time perspective
Participants in a relationship

Characteristics of relations

coincidence of goals

Participants goals

each interaction participant has its own
goals and objectives and strives for its
own benefit

goals and objectives are shared by all
participants, the common benefit is the
benefit of each participant

Interaction with the consumer

low degree of interaction, consumers are
poorly informed, there is no feedback

high degree of interaction, consumers
are fully informed, there is a steady
feedback

Quality

quality assurance is a task exclusively for
production personnel

quality assurance is the task of the entire
staff of the organization

Production orientation

mass production

customization

Role of marketing in company

marketing is the job only of marketing
department

marketing is a philosophy of
management of whole company

Source: developed by the author

The main trends in the development of markets
that contribute to the understanding by business rep-
resentatives of the values of regular partners and
customers are:

1) intensification of market competition;

2) reduced opportunities for extensive market
development;

3) reduction in product differentiation;

4) strengthening the power of buyers;

5) increasing individualization of consumer tastes
and preferences;

6) gradually reducing the effectiveness of tradi-
tional marketing tools;

7) development of strategic orientation of business;

8) development of information technology, etc [11].

The idea of relationship marketing is based on the
fact that it is impossible to solve the problems facing
an enterprise in the field of satisfying tastes, requests
and preferences of consumers with the help of only
classical marketing tools. Without using the poten-
tial of the communicative and social elements of the
enterprise (improving the corporate culture, personal
qualities of personnel, creating an atmosphere of
trust and commitment, conflict-free solution to prob-
lem situations, personal contacts), the effectiveness
of marketing activities is limited and does not allow it
to develop as required by the market situation.

Relationship marketing provides the following
principles:

the company seeks to create new value for the
buyer, and then distribute it between him/herself and
the consumer;
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recognition of the key role of individual clients not
only as buyers, but also in identifying the desired value;

the company, following a business strategy and
focusing on customers, must create and coordinate
a business plan, communication system, employee
training to ensure value for customers;

long-term collaboration of the seller and the buyer
in real time;

recognition of the value of loyal customers com-
pared to one-time customers or those who often
change partners;

creating a value chain of relationships within the
organization to form the desired value of the consumer.

Observation of these principles can provide the fol-
lowing benefits to the company. Firstly, costs related
with customer acquisition are declining. Secondly, the
company receives regular customers who increase
the number of purchases and the total profit exceeds
the discounts of this category of consumers. Thirdly,
relationship marketing ensures the presence of a key
group of consumers, which provides the company
with a market for testing and introducing new prod-
ucts or offers with less risk, which reduces uncertainty
for the company as a whole. Finally, the company
acquires a barrier to entry of competitors by maintain-
ing a stable customer base, and, in addition, a stable
base of satisfied consumers is the key to retaining
company personnel.

The travel business has always been very popular
and in demand, because regardless of the economic
and political situation, people are constantly in need of
rest. However, at the present stage, in the conditions of
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fierce competition between tourist enterprises, it is not
enough to produce quality goods and services only, it
is also necessary to be able to gain consumer favor.
Tourism is a highly contact area where the quality of
the offer is inseparable from the quality of service. In
contact with the client in the role of sellers almost all
employees of the tourist enterprise come, which are a
kind of part of the product. Their attitude, appearance
and willingness to fulfill the wishes of consumers form
an overall impression of service.

An important point in organizing marketing at
a tourism enterprise is an awareness of its role
and importance on the part of management and all
employees (and not just marketing professionals). It
should be borne in mind that marketing requires con-
sumer orientation of all the activities of the enterprise.
It commits itself to participating in meeting the market
needs of all employees. Therefore, they must repre-
sent the marketing philosophy clearly and strive to
achieve the overall goal of that philosophy.

The concept of relationship marketing is based on
the fact that using only classic marketing tools cannot
solve the problems facing the company in the field
of satisfaction of tastes, requests and preferences of
consumers. Without utilizing the potential of commu-
nicative and social elements of the enterprise activity
(improvement of corporate culture, personal qualities
of staff, creating an atmosphere of trust and obliga-
tion, conflict-free solution of problem situations, per-
sonal contacts) the effectiveness of marketing activity
is limited and does not allow it to develop as required
by the market situation.

Due to the fact that in concept of relationship
marketing at the tourism enterprises, only elements
from the traditional marketing-mix “4P” concept

(product, price, place, promotion) are not enough. lan
H. Gordon identifies eight key components of rela-
tionship marketing which also can be correlated with
widened models of marketing mix “7P”, “12P" in tour-
ism [12]. Key components of relationship marketing
are shown in Figure 1.

Modern tourism enterprises, which use the con-
cept of relationship marketing, implement a CRM sys-
tem in their activity. The CRM (customer relationship
management) system is a software for an enterprise
that allows it to automate the collection, storage and
operation of customer information to increase sales,
optimize marketing and improve customer service
by storing information and a history of relationships
with them, establishing and improving business pro-
cesses and subsequent analysis of the results. Each
CRM system is the embodiment of a developers
vision of how to work with a client. It contains many
ready-made tools that allow you to transfer work to
a whole new level. For example, the integration of
the CRM system with telephony allows you to record
all calls, remember all new contacts and analyze the
quality of work of the sales department with leads.
Implementation of the CRM system allows you to get
not only a tool, but also help, a developers’ view of
how the sales team should work. In their turn, when
developing the CRM system, they usually rely on best
practices, experts in matters of working with clients.
Therefore, if you actively use the tools provided by
the CRM system, then the work of your sales depart-
ment will also be optimized. Various tools of the sys-
tem themselves suggest what steps should be taken
in the process of optimizing work with clients.

For travel agencies, there is a wide selection
of the CRM systems that provide effective and

Culture

and value

Knowledge and
understanding

Technology

Relationship

Leadership

Strategy

Marketing

People

Figure 1. Elements of relationship marketing

Source: [12]
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comfortable work [13], the most popular in use are
presented in the Table 3.

CRM system for travel agencies increase the num-
ber of applications and the effectiveness of managers,
as well as simplify and optimize work processes. This
system will also allow to optimize marketing mailings
(SMS or email), phone calls, accrual of bonuses to
employees in proportion to the contribution.

The implementation of the CRM system will not
immediately begin to solve the main tasks of the
travel agency on its own, new customers will not start
running in droves, existing customers will not become
instantly loyal and will not stay with the agency for-
ever. This innovation is the first step towards creating
a loyalty program.

Relationship marketing implies that every inter-
action of a tourist enterprise with a client must be
considered as individual. Consumer relations are
becoming the most important (along with financial,
information, material, etc.) resource owned by enter-
prises. As relationships are created and developed by
people, the most important factor for success in the
market is not so much the tourism product offered,
but the intelligence, abilities, and personal character-
istics of the staff that communicates with consumers
of tourist services. Thus, according to expert esti-
mates, contact with consumers is interrupted in 68%
of cases due to the fact that they feel inattentive to
themselves, and in only 14% of cases — because of
dissatisfaction with the product offered. This implies
the extreme importance of spreading a relationship
marketing philosophy among employees that drives
them to think about the customer and to do their best
to create and maintain an image of him or her as of
the highest value [14].

The introduction of relationship marketing into the
practical activities of a tourism enterprise allows it to
manage consumers to the same extent as the prod-
ucts offered to them. Relationship marketing provides
benefits for a tourism enterprise such as [15]:

1) reducing the cost of finding new clients;

2) the company provides growth in volume and
value of sales as regular (loyal) consumers increase
their expenses for purchasing products in a sepa-
rate company;

3) cross-selling and other marketing solutions
increase the share of the company in the consumer
basket of each individual consumer. It also demon-
strates the feasibility of creating affiliate networks
that can offer partner services to the consumer, and
vice versa,;

4) the presence of a “product panel” that “elimi-
nates” the need to find and use specialized research
companies when offering new services. Because the
company maintains long-term relationships with its
customers, it is easier to ask the customer about his
or her preferences. Relationship marketing ensures
that there is a group of customers that creates a mar-
ket for the company to test when launching new prod-
uct tours or offering other low-risk services;

5) advertising of services to customers. Many
customers take into account the views of their ref-
erence groups when choosing a product or service.
Relationship marketing is known to offer the highest
value to its customers;

6) reduction of information asymmetry and
increase of consumer confidence. During the inter-
action, both parties receive more information and
therefore can make more informed decisions. Trust is
growing on both sides.

Table 3

Characteristics of CRM-systems for travel agencies

Name of the CRM systems
for travel agencies

Characteristics

U-ON.travel This is a SaaS-CRM system that meets all the requirements. This is the most flexible
and adaptive cloud CRM tool for automating the work of a travel agency. It is the fastest
growing — updates come out every week. But this system is quite saturated with various

elements and difficult for “beginners”.

This is a little-known system, but it will suit small travel agencies that do not have
serious requirements for finalizing the system to their needs. A competent breakdown of
applications into “leads”, “selections” and “deals” makes the sales management process
quite convenient, although insufficiently developed analytics and reporting, and a large
number of small details that cannot be customized in any way, spoil the overall impression

of the system and interfere with its effective use.

This is one of the “oldest” systems that have appeared on the market. Its main advantage
is the ease of use. This system is suitable for “beginners” who have not previously used
CRM. Due to its simplicity, the agency can quickly master the system, taking the first step
towards automating the sales process. The main disadvantage of this CRM is that it is
absolutely inflexible, there are no opportunities to adapt to the need of travel agencies.

This is a cloud-based SaaS solution based on 1C 8.3. Since this is 1C development, first
of all, this system is aimed at bookkeeping and document flow, and, secondly, it is sales
management and CRM. That is, it is suitable for those travel agencies that do not want to
optimize the sales process, but want to simplify payments and document circulation.

TourControl

MoiTuristy

ERP. Travel

Source: compiled by the author based on [13]
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7) retention of employees. Internal marketing
(as an integral part of marketing based on relations)
ensures the participation of each individual employee
in the development of the company and the achieve-
ment of the most complete customer satisfaction;

8) the life cycle of the consumer becomes “longer”.
The longer the life cycle of the consumer, the more
predictable will be the financial flows, and accordingly
the profit of the company, on the one hand, and the
lower costs of the company, on the other. The com-
pany is more confident to offer new services to its
customers;

9) increasing the role of long-term planning (its
likelihood will become greater), since it is much eas-
ier to predict the volume of sales and preferences of
regular customers.

Conclusions based on the conducted
researches. Thus, one of the promising directions
for ensuring the successful competitive position
of modern tourism enterprises is recognizing their
partnership interaction in the form of sales caused
by relationships. It is difficult to convince a loyal
customer that it is worth moving to a service in
another company. The company receives a barrier
to entry into its market competitors by maintaining
a stable base of satisfied customers. In addition, a
constant base of satisfied customers ensures the
retention of company staff.
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