View metadata, citation and similar papers at core.ac.uk brought to you by fCORE

provided by Xiamen University Institutional Repository

RS R
uDC

FR % 10384
275 17920081151198

FZN ARy
W2 i

SR AMHIXREHS N

The Study of the Relationship Marketing

SN F I

IS

b on Best Cheer Stone Group
ARG
é -
f REHFLL: B F alHK
|
" + b 2 #: ILHSEMBA)
‘L\
i WX IR AH: 2014 F 2 A
fil
i XA E]: 2014 A
o
ERE RS XN
woom A
g
]
PN
e

2014 %2 H


https://core.ac.uk/display/41389309?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1




BIIXFFMIEXIREIEE A

AN RAM AL SGEA NAE TG T 1, 0758 BT 5T %
Ko ANAERLEEH S HAAN NS T IR TR,
WA DUE =07 AR ], AT AN AT CETTRSEE T
A ARTESIE GRAT)D.

TAN, ZEEALRICR O B (4D IR, SR O
(4 AWEELREMHED), £ O LREEH. GEELL RSN
HE RS RS 1 ot NS =408, RAMEIAP N AR, w]
CAAAERE 1] o)

PN (42D

¥ H H






BXRFFMAREFRERFR

AN IR TR AR (b Ao N BHORT [] 2 (7 25 511 2 47 5 it 7/
) S RUE R B A T e 2 A1 30, O 1) 28 AT T el AR e L IE
AT S CHARARFRAN L T RO, SRVFA e Sl N TR K
T N A PR A A o A NIRRT TR 24 22 018 SO
£ of £ L N 1 = VA9 2 B < LR VA A T LSRR i PO e o AT i
PR S RS, R SEEN S A B el 2Ly A B o A
WL

AR E T

CUE7E L EAHRAR S5 4T “ v 7 BUE EAHN N ZE . R 2=
SN DA T TR AR R S WO A AR 3, RE TR
TR 2 D12 W B 2A ANV SCI N A T2 e 3C e SRR AN S |,
RN AT AL 3, $YaE ] IR






SR

IEHE

BRI =R, R E SR TS L), AR R AEAEARAT
MV AR AR AT AR AT, VF 22 Al A R I B et 55 563 o

ANV BN S Z B, BEBCRE, PEOTRE A RE R TR A IV SR IR B
BT b B 75 SR AHTRRAE, Al 5 22 58 5335 BB (0 5% 28 A B iR
AT T AN SO IR 3 R AR o A Al 7 2% LR AN i
RS MRS REAZOR, T EH AR R, S R THCR, 4
b5 Y 7 1R 5C R AT Al B B GUE M B R ISR

RAEHHIE N T I1ENILA MV AEARARDE T HE KR R S
A R S B R S BAT AT VE I E R . RN AR S AR
iAok, I 3 8 (PR RE EAN S i, e e B b S R T 2, i
SN, WA BRI OO N T Hh S A R AR, RN
B LSRR R IZHIR R T2, (RN thpE i — 2R ol
FEIX B A B B A S ML AT — [l 70 = B A

ARSI AN TN, HERG NSRRI SAT,
T RAEWIINE S 55 MR CREHHIRAT 7. 25 =50
TENA T m A AN O S PR R 25 5 50 RN G R E i B
SRS N AT R G RE B P AN IO R IEAT TR . R LR SIAE T i A
MRZREW PN S, e e NE PR I T AR E W & N A 1R ma Al
XERA N L%

KA RAREW; FEWE BERCR






Abstract

Abstract

Apparently China has led the role as the “World Factory”. Since China adopting
the “Open Policy”, the Chinese enterprises have been through thorough technology
revolution and the fluctuation of the market, which upgraded the Chinese enterprises
to a higher level.

At the marketing early age, the enterprises focus mainly on the competition
among the products, output and prices and now it comes to the later age of the
further competition on the relation establishment and management of every aspect.
According to this new trend and appearing features, a more flexible and interactive
relation is requested for the marketing and customer royalty foundation. Beyond the
traditional concern on the products quality and price issues, enterprises has to spare
time to review the company interior relations, their relations with employees,
relations with their suppliers and other relative parts whom would have effect on the
enterprises’ development.

Relationship marketing is designed according to the current circumstance the
enterprises live and it is a brand new marketing concept, which has proved a very
promising marketing concept thorough some practice of enterprises. Best Cheer
Stone Group as the company of traditional heavy industry, confronted with the harsh
competition, how to make a search on the development under the trend of Chinese
industry upgrade and the worldwide potential market withdraw. Through several
practices, Best Cheer accumulated certain good experience accompanied with some
lesson from the failure also. Hope the thesis could be of some good reference for all

the traditional fabrication enterprises.
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