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Abstract 

The tourism product is an amalgam of products that requires quest contact at each stage of purchase. 
The Hospitality and Tourism organization must satisfy our quest in order to encourage recipe business 
and promotion of a destination. Building a strong relationship with guest is a prerequisite for success 
and marketing competitive advantage. Therefore relationship marketing is necessary and enhancing 
Hotel & Tourism profitability. Tourism organization like and Nigerian tourism development uses 
various marketing tools to project Nigeria as a desirable tourist destination, but Hotel & Tourism 
organization supplier like the Hotel, Airline, Restaurant, Amusement Park, big shopping malls must 
delivered. This paper seem to go through secondary exposition in collection of data for the Study. 
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Introduction 

      At the nitty-gritty of relationship marketing is exchange that is profitable to parties involved in the exchange. The 
concept of exchanges as it applies to relationship marketing can be viewed at from either a transaction cost analysis approach 
or a social exchange theory approach. Transactions are distinguished into discrete transactions and relational transactions. 
Relational contract law governs relational transactions. In classical contract law that governs discrete transactions identity 
of parties is not relevant; however this is not true in relationship marketing. In relational contracting the reference point 
shifts from the agreement (as in classical contract law), to the relation itself as it has developed over time. There might be 
or might not be an original agreement and if there is, there may not be any great deference to it. In a relational transaction, 
the contractual gaps between parties are reduced, as the relation become stronger and stronger, the frequency with which 
transactions recur influence the terms of the transaction (discounts as in frequent flyer). The degrees to which durable 
transaction specific investments are incurred determine the rapidity of commitment given and received, the time period of 
commitment and the intensity of the relation between two parties. 

       A transaction specific investment (asset specificity in physical capital and human capital) leads to relational exchanges 
where trust is a prime moderator. As such non-specific exchanges leads to transaction marketing and for exchanges that are 
not non-specific the concept of relationship marketing will hold (Williamson, 1979). The Williams on in approach to 
understand relational contracting has been augmented (Anderson and Weitz, 1992), by postulating that whenever 
idiosyncratic investments are made by the exchanging parties in one another then there is a stronger commitment to the 
relationship. In a relationship the set of understandings that has grown up over time (the implicit contract) is more influential. 
Exclusivity to the other party is also seen as a signal of commitment.  

      Further the relationship dyad has been examined from perspective of a strong buyer facing a larger number of small 
suppliers (Heide and John, 1992). It has been shown that relational norms to play a role in serving as a governance 
mechanism to safeguard against opportunistic behavior in the presence of transaction specific assets. It has also been shown 
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that in case of a relationship dyad between a strong supplier and a large number of small buyers relational norms do not 
play a significant role (Berthon, Pierre et, Al, 2003). 

      George Homans (George Homans, 1961) first proposed social exchange theory. He said that exchange of goods and 
services take place between two parties who are rational entities acting in their own self interest and who will perform social 
action based on rewards and costs. The exchange of goods and services take place not only for money but also for non-
monetary benefits such as love, esteem, affection and approval. Such exchanges are social exchanges. Social exchanges 
almost always involve an element of power, allowing one party to do activities the way it want to do. Social exchanges 
involve interaction; interaction occurs when an activity emitted by one man is rewarded (or punished) by an activity emitted 
by another man. Social exchanges respect sentiment; sentiments are signs of the attitudes and feelings a party takes towards 
another party. This social exchange theory (George Homans 1961) draws on the disciplines of behavioral psychological 
decides on current actions based on future stream of profits. It is difficult to balance these two directions. Further elementary 
economies assume perfect markets. Relationship marketing situations are far from perfect. Also relationships are built on 
future promises as much as on past behavior.  

Conceptual Framework 

      In studying relationship marketing, both the transaction cost analysis and social exchange theory concepts can be used 
to explain and conceptualize relationship-marketing paradigms. RM found ready acceptance in a marketing world where it 
had become obvious that strategic competitive advantage could no longer be delivered on the basis of product characteristics 
alone and where corporate profit ability was beginning to become associated with satisfying existing customers (John Egan, 
2001). Relationship marketing as contrasted to transaction marketing involves relational exchanges that trace to previous 
agreements. For firm relational exchanges could occur with goods, suppliers, services suppliers, business units, employees, 
functional departments, intermediate customers, ultimate customers, competitors, non-profit organizations, government 
(Hunt and Morgan 1994). “Relationship marketing” as stated by (Berry 1983, is attracting, maintaining and in multi-service 
organizations-enhancing customer relationships”. 

Theoretical Framework 

Relationship Marketing Approach 

      As appropriately put by John Naisbitt-A” product for everyone is a product for no one in America today (Vavra 1995) 
Other successful authors have noted multiple uses of the term RM (Brodie et, A, 1997) they suggested Rm be applied at 
four levels. At the first level, RM is a technology-based tool of database marketing. At a second level, RM focuses on 
relationships between businesses and its customers with an emphasis of customer retention. At a third level, RM is a form 
of customer partnering with buyers co-operatively involved in the design of the product or service offering. At as a fourth 
and broadest everything from databases to personalized services, loyalty programs, brand loyalty, internal marketing, 
personal/social relationship and strategic alliances. 

      A number of terms have been used as substitutes for relationship marketing or to describe similar concepts (Buttle, 
1996). These include direct marketing, data base marketing, customer relationship management, data driven marketing, 
micro marketing, one-to-one marketing, loyalty based marketing, segment of one marketing, customer partnering, dialogue 
marketing, and interactive marketing. All this suggests that RM is also an umbrella philosophy for relational approaches in 
marketing. To succeed in RM, a company must have both a flow of new customers and there must be a restriction on 
customers’ existing (Leaky Bucket Theory) though RM has a dual focus on both acquisition and retention strategies, it is 
retention strategies that are given more prominence. It has been proffered that dual benefits of customer retention (Buttle, 
1996) are: Existing customers are less expensive to retain than a recruit tand Securing a customer’s loyalty over time 
produces superior profits. There must be two characteristics present for an exchange situation to be described as a 
relationship (Barnes and Howlett, 1998).  

These are: 

1. The relationship is mutually perceived to exist and is acknowledged as such by both parties. 
2. The relationship goes beyond occasional contact and is recognized as having some special status. 
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      Inclusion of status recognition in a relationship puts a doubt whether a relationship could be developed with for example 
a local super market. The existence of special status is less obvious in consumer markets.  Three characteristics are important 
for customers to desire continuity with the same provider. These are variability, complexity, involvement (Berry, 1995). 
The author says that relationship marketing occurs at three levels. Level one relationship marketing relies primarily in 
pricing incentives to secure customers’ loyalty. 

      However the sustainability of competitive advantage is minimal on this level one, as pricing moves can be matched 
quickly. Level two relationship marketing relies primarily on social bonds though pricing is still a vital element. This 
involves personalization and customization of the relationship relies on structural solutions to customer problems, such as 
federal Express providing computer terminals in offices of offices of high volume customers. From the dilatory, relationship 
marketing is defined as the identification; establishment, maintenance, enhancement, modification and profit for 
organization by a series of ongoing exchanges that have both a history and a future. 

Characteristics of Successful Relationship Marketing  

      There are various features which marketers should have and implement in order to succeed in relationship marketing 
program.These are trust, commitment, empathy, and responsiveness. Customer’s needs, focus at keeping consumers, 
product benefits orientation, long terms, focus at consumers involvement, high level of contacts with consumers and total 
quality management. Trust is one key element for successful relationship marketing. Trust deals with the ability of the firm 
to implement a privacy policy that informs customers about what the firm plans to do with the personal data it is requesting 
from them (Kania 1999) 

      In this era of identity theft, customers are very apprehensive of the ability of companies to protect their data. Thus a 
Hospitality Agent must devise a way of assuring the customer that her data is secure and that any information that the 
customer provides will actually be kept confidential. Trust gives customer confidence in a firm’s reliability and integrity 
(Buttle 1996). Confidence is connected with consistency, honesty, fairness, helpfulness, benevolence, and responsibility. 
(in addition to trust and confidence, commitment, concern, and respect are key elements. Commitment and trust encourage 
marketers to work at preserving relationships so customers will resist attractive and view potentially high risk actions as 
prudent. In conclusion, customers must understand that this behavior will also promote efficiency, productivity and 
effectiveness. (Buttle, 1996) 

      Commitment deals with a industry’s desire to maintain a long-term relationship with its customer base concern on the 
other hand, deals with marketer’s appreciation and understanding of the need to continually strain for the welfare of their 
customers. Respect includes affording customers the choice on how much personal information they wish to disclose and 
at the same time giving them something of value (Kania 1997). Empathy connotes the understanding of customers’ 
expectations and is essential to success. If we don’t understand our customers, we cannot serve them successfully. 
Customers must be understood, nurtured, and listened to. Relationship marketer must keep an open ear to their customer 
base and communicate openly and honestly with them. 

      Responsibility in RM ponder an attitude of giving instead receiving. Firms put customers more at ease when the 
customers realizes that the marketer is as concerned with what benefits the customer is receiving as to the profit the firm is 
making. Additionally, open and free dialogue requires a communication pipeline through which a firm is alerted to issues 
and problems before they fester, and more timely and relevant messages can be delivered efficiently and effectively. 
Consistent active and open two-way dialogue, through which customer-centered, caring and customer-oriented information 
is expressed, serves to build overall trust and confidence in a firm overall. 

Important steps in Relationship marketing program Implementation in the hospitality and tourism industry 

 Cardinal consumers Identification- Successful implementation of relationship marketing assume choice of largest or 
best consumers and design of relationship marketing according to their needs. 

 Assigning experienced relationship manager to every key consumer. If possible he should be replaced by experienced 
seller. The seller should be sensitive to the needs of the consumers. 

 Designing clear job description with responsibilities, competences, goals and evaluation criteria should be assign to 
the relationship manager to be in-charge of managing all contacts with customers. 
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 Active Annual plan of activities should be design by relationship manager like in goals, strategies specific procedures 
and relevant resources should be clearly stated in plan documents. 

 Delegating supervising manager to relationship manager should be the person capabilities to define job description, 
evaluating criteria and necessary logistic support, all in order to improve efficiency of relationship manager. 

Revolving Relationship to Marketing in Hospitality Management 

 Relationship marketing is particularly important in the following sections. 
 Between retailers of hospitality services, such as hotels or airlines, and marketing companies in between, such as 

four operators, incentive companies and conglomerate travel agencies. 
 Between retailers of tourists or hospitality services and key consumers such as big corporations and government 

agencies. 
 Between retailers of food supply such as McDonalds and organizations such as universities , bus terminals within 

one sort of interrelated tourist and hospitality service sectors such as hotel chains motels and restaurants. 
 Between hotel organization and it marketing agencies, banks, legal establishments etc. 
 Between retailers of hospitality services and key suppliers. 
 Between hotel organization and employees. 

      In hospitality and tourism industry relationship marketing is directed to hiding breed loyalty. While in production sector 
often there is no direct contact with consumers or very low level of those contacts, majority of activities in tourism assume 
direct contact with customers. In readiness to create and improve relations with customers usually data basis with guest 
history is created and all these data might be used for customized offers and communication with customers, like in the 
choice of wine, table preference, details of latest visit etc.  

Relation of Relationship Marketing To Competitive Marketing Strategy 

      Relationship marketing is always in the path to guide ‘moments of Truth’. In the hospitality industries, there is always 
some form of direct (social) contact between the customer and the service firm. This direct social link or ‘service encounter’ 
is so important a part of service delivery that it is frequently called ‘the moment of truth’ (John 1999). Strategy marketing 
in hospitality industries is to influenced significantly by ‘Moments of Truth’. By adapting to a RM approach, the 
organization can virtually turn the moment of truth in is favor, as the customers are continually attended to their profitability. 

      Improve profitability to the return the relationship model (Gummerson, 1999) suggests that good relationships leads to 
good quality and good customer satisfaction. Good quality arises as internal relationships/employee relationships are 
fostered. Good customer satisfaction arises as specific customer needs and want are understood better and served better. 
Good quality and customer satisfaction leads to customer retention and consequent improved profitability. 
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      Also the major objective of competitive marketing strategy is to improve the long term financial performance. 
Relationship marketing by working towards improving profitability based on exploiting its relationships services within 
financial performance objective of marketing strategy. RM is profitable when customers are willing to stay with suppliers 
for a long period of time. Transaction marketing on other hand pays when there are low switching costs. 

 Building partnerships fosters external relationship that caters to the mega-marketing needs of a business. RM fosters 
external partnership through networks (Individual relations); collaborations (organizational relations) including 
alliances. These sets of external relations bring together market elements synergistically. The management of the 
set of external decisions to the firm-customer relationship is called as mega-market externalities the deep personal, 
social contacts fostered under the umbrella of relation building help solves the external decisions to a firm-customer 
relationship. 

 
      Personal selling plays a key role in the partnering in buyer-seller relationships (Weitz and Bradford 1999). The focus of 
personal selling shifts from influencing buyer behaviour to a management of conflict inherent in the buyer-seller 
relationships. Conflict management approaches include that of avoidance, accommodation, confrontation, compromise and 
collaboration. 
Relationship technology helps address “customer Better” 
  
      Relationship technology leads to deep customer insights in usefulness to the formulation of effective marketing strategy. 
Information technology helps store and manipulate extensive information about the customer. This information about the 
customer is used in marketing called CRM- Customer Relationship Management. Through the technology of ‘CRM’. 
Relationship marketers have uncovered consumer insights and its technology has helps in understanding and managing 
customers better. CRM help give attention from the mind-space of the marketer to the mind-space of the customer. The key 
analytical CRM applications include (Kelly, 2000) 
 

a) Sales analysis 
b) Customer profile analysis 
c) Campaign analysis 
d) Loyalty analysis 
e) Customer contact analysis 
f) Profitability analysis 

      Database marketing uses database to hold and analyze customer information thereby helping creating strategies for 
marketing. Data mining refers to the unveiling relationships about customers from customer data. Aside from database 
marketing and customer relationship marketing, relationship technology as well includes direct marketing (DM). This 
individual attention to individual customer needs has been described as “one-to-one” marketing. This type of marketing 
implies the development of long term relationships with each customer in order to better understand that customer’s needs 
and better delivery in “service” that’s meet the individual requirements. (Chaffey et al 2000). One-to-one marketing leads 
to better interactivity of the customer and the firm. The interactivity leads to high degree of dialog that leads to better 
understanding on the part of the firm. 

      This leads to superior relationships and consequently a better dialog and understanding. One-one-to-one marketing 
(Peppers et al, 1999), is grounded on idea of establishing a learning relationship with each customer starting with most 
valuable ones. Advantages accrue to the firm over competition due to process of customization; even if competitor were 
offer same level of customization. There are right steps to a one-to-one marketing program  

1. Identifying your customers’ 
2. Differentiating among customers’. 
3. Interacting with customers’ 
4. Customizing your product/service. One-to-one marketing results in reduced customer attrition and higher levels of 

customer satisfaction due to improved customer understanding. This improved customer understanding can be used 
in formulation of effective marketing strategy. 
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      Both database marketing and direct marketing use a database of customer data. In database marketing, data base is 
analyzed to create strategies for marketing while if communication with customers is envisaged to elicit direct response 
then the concept of direct marketing comes into play. 

 Buy in of customer attention in very important note that form a relationship. As such, if a hospitality firm has an 
ongoing relationship strategies with its stakeholders (customers, suppliers, employees, government etc), then 
implementation of competitive marketing strategies (be it a pricing policy or a positioning change etc) becomes 
smoother. This is accomplished by reducing expenses on advertising and increasing expenses on customer care. 
Buy in of customer (attention) is also made possible by developing long term engagements with customers. 

 Protect Emotional Well being of customer. Deep dissatisfactions are avoided, customers are made to feel important, 
private information of customers are handled fairly well, long run supply security is provided, customer care is 
maximized, sudden spikes in demand are managed. Care should be taken to preserve the prestige and well being of 
the customer. 

 Understand consumer psyche and shifts in psyche, owing to long association and close bonding that the company 
enjoys with the buyer. Understanding customers psyche helps in acquiring new customers, launching new products 
and services, testing new concepts, improving products and services. This enables the company to also function as 
a brand specialist. 

Conclusion  

      Relationship as a focus of marketing strategy aids in the understanding of consumer need and wants, which is useful to 
implement profitable exchange. RM also helps customizing solutions to important customer satisfaction, customer retention, 
and customer acquisition. Earnestly RM aids in obtaining increased commitment from the customer; this is important if 
businesses have to be sustained for extended period of time. RM lead to partnering and partnering leads to profitable 
exchanges. RM helps even out volatile demands. It also protects the emotional well being of the customers RM outputs can 
this be usefully used, as outputs in product design and development, want identification improving selling systems, pricing 
strategies. It is one of the supports to systematic action setting in competitive marketing strategy. 

Recommendations  

The researcher therefore gives the following recommendations: 

 That competitive advantage should be demonstrated through creating higher level of values for customer. 
 That enough values should be provided in sales, in order to initiate repeating of sales and create consumers’ loyalty 

towards an organization and 
 That those stakeholders in the hospitality and tourism industry should help in building and keeping mutual benefits 

in relations between organization and consumers. 
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