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Abstract

Abstract

The global economy becomes integrated in the 21 century, modern enterprises
are hard to only use the traditional marketing modes to deal with the intense market
competition and complicated international and domestic market environments, more
and more go to the relationship marketing. As we all know, the cost to develop a hew
customer is about 5 to 9 times higher than to retain an old one, the relationship
marketing focuses on the customer loyalty, it sets up an effective information
feedback system between the customer, supplier, competitor, government and other
related parties, to help the enterprise continuously improves its products and services
to meet the customer’s needs.

As one of the first batch of bath companies set up in Xiamen, Runner Industry
Co, LTD has becomes a leading company in this Industry through 30 years
development; today, its success shows that its marketing is quite effective, even
during the economy crisis in 2008 and 2009, it still kept about 10% growth every year.
Meanwhile, Runner is still trying to set up better and consolidated relationships with
different parties to meet the more and more diversified customer needs and marketing
environment.

This article firstly introduces the basic theory of relationship marketing,
introduces the current status of Runner company and the bath industry, using SWOT
to analyze the Runner’s marketing strategy; and then using the relationship marketing
theory with practice to analyze the relationship between Runner and its customers,
internal departments, competitors, suppliers and other stakeholders, to find out the

areas could be improved.

Keywords: Relationship marketing; Bath industry; Customer loyalty; Customer

relationship.






E—H EREWHHIREIERREEED oo 3
o R BRIIFIENE oot 3
o R AR E T I T B 0 B e 3
T RBREFMIIEATE Moot et 4

EH EREWEIEAEE oo 5
oy RFITEI I oo e 6
o R eeveeeeveeseeeeeees e et 6
T T EE M s 6
DU« A AT TR oot 6

E=H RREWHEMEITIEFER oo 6
T AN I BR i 7
T M E TR I IR e 7
o ARG THITE R e 8
Do AP BE R RT I IR ZR e 8
Fin AT I IR DE TR oo 8

FEMH RREHEERELTEHEIIRE oo 9
B K = <=2 N 1 OO 9
T RGBT I BN TEIN A e 9
= AR BN IR 9
L R TN e o B N1 7 N 1 OO 9
Fiv KB ITATIARTA oo 10
75v PRI R IEAN T e 10

F-T BERAANEMEARAIZAITWEIIRSHT o 11
i e 1 11



JRR A ) R A E B RS IR

T BB AT IR BT s 11
T R A TN ST s 12
T B A F I TP I 13
UL FERRA T BT et 14
i BB TR ETT T i 15
T TUEANEB oo 16
AT NEHEDE AT G oo 16
Ty OEM ATMEHEBEAT L oo 17
o B B DI L s 18
B AT SWOT T oo s 19
o Bt s 19
B 2% N OO 19
i H e e s 20
DU w TP o ettt 20
FNE ERARKBREHEBTAR .o, 22
F—T HHERPEXRBEEHERTR .o, 22
2 OEM ZJODM 257 e 23
Ty OBM ZE S et s 26
FH S ABMEIRREHEMRIR .o, 30
S S5 OO 31
T U R oo 33
BT SN EREREERRETI oo 34
o BRI TR s 35
oy M) B e 36
EMH HHERENEREHEERTR oo 37
ERT FHEMEHEREERRETR oo 38
BRI I 40
B R AT BRI R IR S oo 40

™
B VI M A @] =1 I N |4y 3 = S 40

5%









CONTENTS

CONTENTS

Chapter 1 INtroducCtion e, 1
Chapter 2 Theory of Relationship Marketing: ..o, 3
Section 1  Principle and Concept of Relationship Marketing -« oiveeens 3
Section 2 Character of Relationship Marketing oo, 5
Section 3 Market and relationship of Relationship Marketing ««::.---ccooveee. 6

Section 4 Difference between Relationship Marketing and Traditional
MAFKELING e 9
Chapter 3 Induction of Runner Corporation and Bath Industry - 11
Section 1 Introduction of Runner Corporation: - oo, 11
Section 2 Introduction of Bath INndustry v 16
Section 3 SWOT Analysis of Runner Corporation ... 19

Chapter 4 Relationship Marketing Analysis of Runner Corporation

............................................................................................... 29
Section 1  Analysis of Customer Relationship Marketing: oo, 22
Section 2 Analysis of Internal Relationship Marketing Analysis ... 30
Section 3 Analysis of Supplier Relationship Marketing Analysis of ... 34
Section 4  Analysis of Competitor Relationship Marketing:«««---ooovveneen. 37
Section 5  Analysis of Other relative Relationship Marketing ««-oooveeeenn 38

Chapter 5  ConcClUSION - e 40

REFEIENCES v 43

Postscript .................................................................................................... 45



A A KA AR

& 1.
& 2:
M 3:
& 4:
& 5:

B B x
2009 FRRAREEFREEHITE 13
2009 FRFEAAEERFHEHITE v 15
TRSERHER oo 18
RIFEARZE A ERF REERIRELZTR oo 23
BERAT OBM FERTIHMIBE oo, 26



F—F &t

ARG E B AR 4 MBSk B bR TiT I (R oL 2ORs o, B IR R R, 7
P T K H i 2 FEA AT A SEBEAT T 1 40 20 BORBR N HE , (7] I8 40 93 117 3% 52 5L
A E R T, BEHE N T, B SR R 2 R WS PE B
W, BARGH SR mORFIAT W HORORIL, AR A ToiETE M. Ve ges ek
T AR A R SR RIS, 5 4 B8 B AT A AR IX il FH R AR 3 i) O 208 S vz
A, JF BRI T 8 B R = MER . ©

REE AR TALGUE B — A EEREAY, g M B I B et — kA
Sy G HL, R BRI S LA RO 2 P IR e ki, A% AR RS S 7
A, RREHAOGE TSR Z R, nHY KT EHERIE, &
HH SR RRMIFR, B E S SE N — TR RS, FR G A
HWHE R, LA SR SR R, ©

AR TS B4 OEM (Original Equipment Manufacture I s A 7=,
AN AR OEM) iRy, F2% ). R DA, SEEbREEE s, BEET
A AL (Delta) B, Wizekl, @R A RGO, Rl e n H
PR, A TATNRIAE Ko PR B T ) 5 SOk B A, Rk A ml AMY
S SES A S Se P e T IRARR S ST TEA . ) MRS A, G X T
J7IR AR I RRE S T R IR AN, SR NN AT I RS SRR
B, XA B AT A B S I Y . AR BT, W S EEA
HPDRFFRSE RAFIIOCER, e 0 IV BRI ot 451 1T 11 1 2 i) L

IR, AW BT R, HEUBRBRPE R, | DX ORI 2 Bk 7)1
P b AIMELAR 7 ) B AR B R, I 4 G T T DG R YR, S AL ) £ R,
DA THAH ARG 0 i T A2 i LA A 6 T AU R B gm0 s A PR 1)

AR SR RO RR A ) (R R B S AT, R A H AROR IR R R H — £
A ASOR B ZE N BLT PUAS T AT IRE

ORI Tk Fgm. (IEMAHY HH K2 RA.2002 4E 2 58—k
@ BRkIE: BT E M) (MR EE RS o ETRE AT AR AE.2002 45 1 A,
© YRR TSRS M) GERERD (LSBT H AL 1998 4F 11 H.

1



JRR A ) R A E B RS IR

B R QIR R E R BRI, B R R E R B, CRE
HAVRFIE, SRAREWPTIN AR, BLAORRE W AIE U8 I 20

B R RN A AR EPIRE . FEE i EER DL A F 1
AR, RN S ST 20T 5

S DY TS R 2w (13 S AR BEAT S RS IR, IX LA st AR
e s A AES. LR SE S E I

FLEN B gie, B



B BRI

ETF EISEM

BT AR AR AR ALk, 1 S B X B LRl AT > A 1Y
THE, R A R BRI AR LRy, IRIMAS F H A I AR O AR A 1 BB A

F—1 XAEHMERRES

AT EEAGRAMEENE . SR E WP L SAEACE 3 i
REX RAE A DHIZ AR,

— REHNEER

RAEWIOEIEN: “RSFEFME N, APRARTIARL EZX0F LA
N “BEI— % R A — AN I RATT 6-10 fiF, RIFHICR
LA, O HLaT DU 27 (6 R A% 11 75 20, JLT 2 AR 5 R % ) s
IR, AMh ARG (1 R O- R n] LA KR ERRARAS S A, X 2equ .
WA MR Gy R SA S B a5 2 I A AR S, SR E NS, R
KA, AR FE AP AR R (I ] A . AE AN NIk Al #8570
VIR G A B2 55 AR IR, X R ORR, FRUE i HAF A R AF R AR A
M AAF AU e Y wEYR,  w] LAV ANE 2 E, sl 2 U5 i, 2 05 Al i
iGN (P

=, RRAEHRHMAEESR

20 120 30 FARTEA T A THatliER, A TS Bl @, AT
MEr A IE s, BICE SIS aE R AR, B SIREE S, KADA
ERNEEE

AN BUZ LU ER T BB

FERXANE B3 T =R E B BRI 7 e SRR A
T BB HLERAT T 19 Tl 20 RAQ, X2 H 2 E M BFE B, X RS
WSS 3 R, B O B S (07 b, e e AR 25, AN 244
PRI T SRIANTR]; AN E AR ORI YL REAT (R 7 B B, 7™ ey AU

O PRl [E1H0E) (A% VB (RTINS RE Y K & AL 2008 4E 7 H.
© ORI S RGEIM]. GRRERD P EYTSUHAREE.2003 6 4 H AT IS AU, Bk,

3



JRR A ) R A E B RS IR

WA A B D B TR s, IR AR 20 SRR 7, IR
WA PITAT B Bt AR B A A Sk i e v, TOREZ (7™ b 20 Tl = U1
FACG BB RN, KRS, AR SR T HER S
HERE L, A R AT SR M E SR PO HER , Wt 2 RENS S A3 9 3 T oK
FEA i

CAE = Ffrg S0 A2 AR LU e 48 IS L, R 1K) g SN J91 1
SERENS 2 AL B 3E —E A, (ERI TR 2] T 20 el 50 440, 28 = IRBHCT b
Pld, Wi MAEARSRE] T TR, WImsE BB R IIALEE, RN 2
B NIV v, X0 T B2 IR, AERXRE Y Dy S 5t R iy e ik
N BB« N H R

FAEBL R NE K

XL R RLAE AR T B B AR . DAV B D D B A, SRR
ATPE A, AR LLVE T s, JRAGE Ml &, M2 25 S5 MK,
BT 20 th2E 70 AR, “REAE AREAEIA ., B EL. ARG, T KA
AR MRS A ) 8 H 73 57, LM R o oD e i S e JE B
KA E MU AEIZFEIR P 2 sth s i 2R

=, XEAEHEMERENX

B C R E IS T I NIUACE B W & L S [ 238 Dl (Berry), ik
N, REEHGEW G| dERFAINR S P8 R Ml T50 ) DR EF R
KRGS IH 7 L S EEE, 2w EER, “20 4 50 451X Magarry 42
A 6 TEh ez “ 217 Thfemt e A mysmtk A i I H AR S 1E R &R
Y1983 1F, EE¥HMAERF (Levit) $RINT “XRR” MME, ik “ LW
TR BIRDAE B G AR 20k, M, ZKHEHR)A,  ERRRG 26,
JEM SR RE T W SR IN (I #E 7, “AURURL— 4 P75 IHERS DL e ANIB I,
JEFF AR R A I o vl S I8 7, Ni% “ WHES RS B DR UE 2 ) R4
A5 G R B ©1985 AEATEHE (Jackson) $EH “RREH R LK

@ plRIE: (35 Leonard.L.Berry, Relationship Marketing ,in Berry, Shostack and G.Upah(eds.)Emerging
Perspectives in Services Marketing[C],Chicago:AMA,1983.

P OBORRE: (]2t « PR MRS CCRER) AU E i RAE.2005 42 7 H.

© WRlSkYH: (35) Theodore Levitt, After the sale is over, WL [J], 198349 H 1 H.

4



Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways:

1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.



http://etd.xmu.edu.cn/
http://etd.calis.edu.cn/
mailto:etd@xmu.edu.cn

