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The Study of the Relationship Marketing on Internet
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- PR Internet is an emerging issue in relationship
marketing. Little research has been done to
LFRFRRRES EOVE T investiga?e the enabler role of Internet in
BEFM RS E R s LI eationship marketing theory and practice.
Fo fEBERY LM GaE 2 2 8E The purpose of this study is to explore the
© Fa ki o V3 AL B A B customer relationship on the Internet. The
WM aEMhed o Ay P enE e study also examines the factors influencing

ek bR E M o0 334 B s g e online customer relationship.
B T o A model for online customer
e R RN e relationship is proposed. This stud
- ,32} Fﬁi f mfj L g‘%m*f“ suggests tFr)lat fo_u? l:?road_ driver_s—societ%
A R EE M GDER AL customer, web site, and interaction—affect
B~ b~ 23w B k- B online customers’ receptivity to relationship
Hw oo BEE M GRKR %afﬁf& B Th = 2 maintenance. Trust and relationship
BRI IR A B R RED yw‘ % commitment are used to measure the desire
B AR L B g b0 s Fﬂ-_za i g . of _ relationship esta}bli_shment and
TSR TN L XX %@ﬁ—p };ﬁ}; maintenance.  Results indicate that the
TR T R SIS SO .z . customer relationship on the Internet exists.
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Abstract

Internet is transforming the customers
and sellers relationships.  Understanding
why customers are receptive to a company on

All four broad drivers, which included
society, customer, web site and interaction,
are significant predictors in terms of
improving customer relationship on Internet.
The study suggests that companies should
establish their own online community,
introduce customer relationship management,
focus on their area of expertise and aware of
the unique interactive feature on Internet.
Results also find that young and low-income
customers respond to indirect social bonding
and tend to trust companies.  Though
low-educated customers are low in customer
expertise, they are more likely to devote their
energy for relationship establishment and tie
to indirect social bonding. Also, portal and
shopping web sites are less trustful and less
likely to be committed. The results enable a
firm to understand the roles of Internet on
relationship marketing and to develop
Internet strategy effectively. It serves as a
basis for the future growth of Internet



marketing and can guide those wishing to
champion Internet marketing in their
organization.

Keywords: Relationship Marketing, Internet
Marketing, Customer
Relationship
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