
International Relationship 

Marketing

Implementation phase of 

International Relationship 

Marketing



Traditional American 

marketing management

and marketing mix

Customer centric 

Centered on one party

Customer

Relationship marketing

CRM 

One-to-one marketing

SupplierCustomer

Relationship centric

Centered on two parties 

Many-to-many marketing

Network centric

Centered on many parties

There is a network involved beyond just supplier and customer





Advantages of a network approach.

It can accomodate:

Complexity

Context

Change

Non-linearity

Both parts & the whole

Both structure & process

Both tech & human aspects
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Conceptual framework of international buyer-

seller partnership performance

Source: Lewicki, McAllester, Bies, 1998, p. 440



Source: Lewicki, McAllester, Bies, 1998, p. 445



The relationship ladder

Prospect

Customer

Client

Supporter

Advocate

Partner

Source: Christopher, M., Payane, A., Peck, H. and Clark, M. 1998, p 67



The “ladder” of customer relationships

Source: Bruhn 2003, p.7



CRM Implementation Strategies

• Operational CRM

• Analytical CRM



Operational CRM

• Enables and streamlines communications 

to and from the customer

• “Front-Office” CRM

– Involves areas where direct customer contact 

occurs known as touch points



Operational CRM

Touchpoints

– Media

– Physical

– Mail

– Phone

– Fax

– eMail

– Web Personal



Analytical CRM

• Involves understanding the customer 

activities that occurred in the front office.

• “Back-Office” CRM

– Requires technology to compile and process 

customer data and 

– New business processes to refine customer-

facing practices to increase loyalty and 

profitability.



CRM and Business Intelligence 

(Analytical CRM)
• Data Warehouse

– Repository of corporate data

• Data Mining

• Business Intelligence

• NONE OF THESE ARE AN EXAMPLE OF 

CRM



air Baltic

Air China

air greenland

Air One

Atlantic Airways

Cimber Air

City Airline

Estonian Air

Qantas

Skyways

Wideroe

Adria

3 REGIONAL 

PARTNERS

11 SPECIAL

SAS PARTNERS

Blue 1

Croatia Airlines

Star Alliance

TAP Portugal

Thai
United

SWISS

US Airways

Spanair

South African Airways

Austrian

Asiana Airlines

Lufthansa

LOT Polish Airlines

bmi british midland

SAS Scandianvian Airlines

Singapore Airlines

Shanghai Airlines

Air New Zealand

Air China

ANA All Nippon Airways

Air Canada

19 FULL 

PARTNERS

THE STAR ALLIANCE,

FEBRUARY 2008



Business Intelligence vs. CRM

• Find an article of one company that has 

implemented a CRM project or is in the 

process of implementing one.

• Write a one page summary to discuss in 

the next class meeting.


