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Evolution of Relationship Marketing in the New Reality:
Focused on the Pervasiveness of Digital New Media and the
Enlargement of Customer Participation
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1980\t mIAE H-ofo| A Relationship Marketing®]& M Z- HLWHol 543 o|% v §§
g opajo} FAA thekst A7E uE] o] FoA gty w&eh Sgnstel A< *ﬂﬁ]i}i Z)
Aol YPES Hup AFFo g A #AE AHHA ¥ & A H dSelA Relationship
Marketing= WA QT ofue} HeEpobl| A S5249] et o g Ae|E FoprtHA A2
pAE At HAE FEEE SO 7199 A SFo] Bk 2R3 AAES AlFsal

I#1} Relationship Marketing® QA+5<& o (commercial sector) ol A1 2]
IAFE 2 B 2HE B e AL #A A gFEEeIdT gAH S E Relationship
Marketing®ll $1oJA] ThAlE AH]A} é@% A om F H&= sl A Qi

1990”EH ARFA 7o) w4 FHA AHgo] mEA ALHL YA, olHe MEE V&

= AFdA A NS WMSAIZIAL it 20009 it ojer 4l 7)) UERE AHRES &

/\i g AE YEYAE 23T %”%3}7%] RS SPHA Aol o] Fedstar 9)
(Kelly 1998: Jenkins 2006). ol&dgt 7194=} AH2e] Wsh= 7|93 Av|Ate] AAlE 22408 W
P71 e, el wel HE AnAAelA v FEAQ JTo] AF =oEHA Jth
(Seybold 2000: Sharma and Sheth 2004: 9=9, A= 2006).

A g BEupdggoae] Mula {572l FAES 53 A2 A AulFREZA 9 FEA
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B A3E= ZF71A) 9 Relationship Marketing S+ A#ES (1) Zshz =29, (2) +3237 =4, (3)
54 W, (4) vHAE A SHANA AEF vAlY A7 B vy AESE FA 2141719
AMZL d4, S vAE SAdA writo]e] BHstel 17 Fojo] v ksl wE niA Y 243 v

AY A9 W] 29 Bo] svle] 2Nk SN BE ARE
QgEAel 84 754 ANST BF Relationship Markeling 979l W8e BA LA seie)
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AN Relationship Marketing, w8 37, gX g Eutd3bd, oA Y A 2" 774 Fof &
AE, AAvAY T FA

0 0 O

o uENZ A 43l A BHeHEE,
A zHe YEYD 0 o 253
g delst ZARE FAH S9o] A F
=i

I A& 9] wiA

A FA dEe 7199 rHIE S70A WA =] At

7P SAlHe st o shue AlAIAA € ol¢} -2 wj7 st B wAE A=
29l wE F2d9 AAe] JiEsE & AFAEE oHAE AHAA LEF W3
T Atk 22 7A stllA 2= T4 o= 84S FAASHA e (Webster 1992:
A 7FES EE 5ol A AA #7132 Achrol and Kotler 1999), o]#3st ®3s}le] &

2 2AHA = 24 7d A-E FA £ Relationship Marketing®]2t= A2 HL
HAoH, F7F Al AL flste] o F7t wo s FyE ol ghth(Morgan and Hunt
3 gYS F7 deAS WA He § 1994). Relationship MarketingS 7+ | &-A]
7NQEL e S7HEE AF HEUY 7 73R Aol A Foizl wiAlY] 8 sfe] F
B2 FHAAZE A48 7k tHHunt and 9 vHAE Agrdoldw 4Pse) dAE 2R
Morgan 1994b). ol= A& @97t ME7Y st AA7IRS FAoR 7Y R, Ak
ZF 73R NAM A 2" e HE AT AL TFufzL, A B 3‘4737]444 HEUY F
= AFH A= A9 AANA A2E 734 AR ALE WollA e L AES AFH
o2 ®gletitie A onsitH S 1992: o7 L3 4 9= oA 7]11}73_— A28t
AFE— 1992), AAL] 2ol A2 EE YE ATH A=Y 1987: Morgan and Hunt 1994:
AR o]g3ell we} copetition(cooperation and Hunt, Arnett, and Madhavaram 2006). %332
competition) |8+ -2-0}(Nalebuff and Brandenburger ] Relationship MarketingS $laiA= 42
1997)7F oJm|sh= whel o] WEL A dellA 2530 BA Ao o] A A A 1
o] ¥} U EYA 7He] ﬁxﬂc’ 5 e "Rl g3 WS o9A 7L A7t = Aol
A 0]717] Qg ol dositte S U4 A gAY =A% S Hi ok &2
A =Stk MESZ W] N A AF =R e A¥A 9l Relationship Marketing S
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e HEFAAEA A, wpA el g AFaLe]
7], = Relationship Marketing®] st =4
3 4, oJu 3t #A| F-Z(relationship structure)
g Agfof sk 7he] F2A SHES AA, o
et Mt PFohvt ot e PFA

5
™ A2 Relationship MarketingS %3t

39 UAg 873 usslel e g vl
A AL AILTV, S14%%, DMB 5 77
delel A4 B9 QHY XY, 193
223 vYEs, UCC 5 191 vdel, 4 20
AH|Z: 8 SNS Bo BASE wHe] o]g%
o THz AYAF FEAL e 9t o
Fu A2 048 fEYE BAH0R A8
E

HAA IPTV, tAE AClETV, tAE 994
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+ TE ol&AEY WIS £ It oY
FOAE wjF s AE5AR oFgE mtiofd
Az Fel=o 7 g gofsiy F
3 HH2(VOD) AHlx 22 4324, o
A FEA 7)5e 25 UtH(E3E 2009).
olglgt Msk= wAY Al2"S g FEIA
H3}A| 7] 2t} Relationship Marketing
Wgol AAIE o]F sHgel /dAelar o
Ql Fdo| HEY ol Y EFel A
=8 A7 AR, HHI|s0] F43
A AFH ol A A BAFPA]
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of vy, @S] B4 BA o AAwy E=
Gk oA WS FRE R gtk Hn)
F2 AVHIUN AP Fr|How 7

A O ZM Relationship Marketingoll 1014
A2 A gd 4 dA AsE AT FAo
(Evans and Wurster 1999). 235421 Relationship
Marketings 918+ A2 i 2 A4 54
A A7 Al Hate] JE7]ee] el
g A2 A4 o] Bl thek o
T Al TrFstAl ol FAA AL ArH(Kotler 1989:
Schmitz and Rovner 1992: Bessen 1993: Frazier,
Spekman and O'Neal 1988: Piore 1994, 9=
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Kotler 1999).

AL mlsellx] I8 A = (uncensored)
Aol i Abth o] AL AHRE
ohE &HAF oA P & 9 Tt

Aol Zerst Ao g 1259 LA} A &
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S AlSabAl st 2k Yl i eE
AR FAAES] A S TV FIE
TS o]F FHo|lAES T daw "HES
A F 2945 ARHEILAA 2011, 8. 18).
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o]¢] IAKL T W oJnle] AL, 14,
A2 A4 (electronic connection) =, AHAlQ|
&3 v JEnt opuel ®Hoh wW A YA}
3|29 ofn] SillE A4 599 gujel A
-2 Zo|th(Siissmuth 1998: Covey 1998). &
H A5 frritie] 49 Ao niAY
G5 teldd F5H LHA A mAY
AlZES WA F Qe §FA ARRE
Hakal Qith & FEPFA ] Fobdldl wet
AstE 2, 7199 3 FehET
ATHGlazer 1991: Berthon et al. 1996). 1€
Y3t dAg 7)&e] BHoR Ak Fike]
TFANE T2 A el wet viAY AlZ2Ee
T 2EAQ WHsF 8E A =l (Sheth and

e RERE

Sisodia 1997), A&v|AFEe] 222 A4 FA
7} He vt FEA7E A, o)E <lg

AR WY o)Fel &g AulA E (reverse
marketing) @4 5ol WehtaL itk rriHef
Sl QIEUl B tAE 7] el &
2g}el ARYE 2 dupAE (reverse marketing)
= AfEE 5 Rukd ARUA ol tiupe]
oF 7+ =9} Fo| A5 F AHVESYA
AMujzgl e AXE O] ofZg|A 010 A
H|2 ZYE(Platform) ¢ FEHE "i7/l=E diF
stE 3 ol FElA ks A Xﬂ‘”ko] =
ojFo wet S7HAQl MRk FHo 3, |
HS 75§24 Relationship Marketing
AT Eobell JAM MEL AF FAR I F
8720] oA AL Tk
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II. Relationship Marketing
AmAA L] AN
2.1 vHAIE sl el w3}

211 B84 ohRolA Aok oy oz

woke). S 1950dtelE wAE A <o)
Fold Ao® WA 9

e

=
02 HEAA FIENG A0l
S

—~

&) (strategic marketing)©] 5

g WA "ok ASARA mHAIE A “}ﬂ]g &
Ape] ApE L A el TEHCRE AL
sk Ao, 2k wHA el SlojA= nt
25 AYgHo T BFEI 4Ps o]
A A A FHoE &8ss
HS2Ql AR S] Fgho] o] Fo] A TH(Zeithaml
and Zeithaml 1984).

Kotler (1988, p. 385: Kotler and Keller 2009,
p. 146)= 54 Al IYstAY &5 317
Qe oy olsAANEZ] FHS Tt A
A AeA, XA B FTIAE AFHeE
248t #okE vl 7HA § (megamarketing) ©]
2 Aost Utk FH o2 FAFAEE
AS RO 2 Zeithaml ¥ Zeithaml(1984) =
A1 d2S S22 (independent strategy),
A2 A (cooperative strategy), A=HFHH 7|F

(strategic maneuvering) 22 74351532, McDaniel

o
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3} Kolari(1987) 9A] Miles®} Snow(1978) <] A
S uEe R ALY IS AAY
(prospector), #4138 (analyzer), o138 (defender)
28 Feste 7

ol & Xﬂ’\]o}‘ﬁjq oy gt A+

ﬂﬁ"ﬂ el oF '3‘}3}1—‘:— %!

= A5 E Aeste wAY 713E JHdst
+ 33 E4 All(environmental management)
29 Xd%a ojrgrh(dEd 1992)

w2} Relationship MarketingS 334K, &
A B AN BATHE, T, 11°J7Hﬂr, e

4 oA g Ee s Z1900] APsE FA
2 @ Y Fue AN UAE B

o= o
o] 7%= (customer satisfaction) 2 F73H=
Aol BREUTE AATS] #AgE AFoAE L
Tkl AR thy 1 At
Folar) Aol AdEt © 2 W 22wl
WA she, AR Z7k3e] wheh vlg) ol
o7} obd wEpn JbsAe] Fobw, 1
AFA 7t Z7hekal B SleH(Oliver 1980:
Churchill and Surprenant 1982: Westbrook and
Oliver 1991 Yi 1990).

Relationship Marketing ©.29] sjztte] =3k

O-
i
N fUIO

21MI7] MZ22 34AI0flM Relationship Marketing2| Z1s}: CIX|E

wOlClo] 2ol EHatel 1

2 oY 2ol AZ3AY AU ¥ W=
W4 48 % 89 § 2= g
W1 oIE 290 g

E Asdde As 94U]3JE}(Achrol 1991:
Webster 1992: Bucklin and Sengupta 1993).
Relationship Marketing®ll $loir+ wSEUE
3 AES B9 WS A5 S, S e
Hog Holt wr|AQl gk /)& whEY
ETJr 2‘7]” 74741/] o] (long-term benefits) &

(Morgan and Hunt 1994).

=Y (commitment) # 212 (trust) = 227F &
ASA WTE 7 7P dAFQd o, A
34 ¢] Relationship Marketing©.& o]ojz= &
2 Y= AHP o7 FE3H Morgan and
Hunt 1994: Gundlach, Achrol, and Mentzer
1995). Morgan®} Hunt(1994) &= 1 59t o}k
3 A7 =" Relationship Marketing A75<
Hego s 43 AEE MmN HTER st
A% A1) 8 (relationship termination costs), &
A 39 (relationship benefits), 37| (shared
values), 71HYA 14 (communication) 3 7135
©]% 3% (opportunistic behavior) 5 Tl 7}
A AYUFEH F 9 (acquiescence), ©1E A
SF(propensity to leave), ¥ ¥ (cooperation), 71
54 Z%5(functional conflict), 123 SJAFA
A B34 (decision-making uncertainty) S
oA 7HA ARG5S AAISHe Relationship
Marketing®] ©]27 2&g A5 vl 9}

o
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2.1.3 7 E&5ZEF wAUFL = H#3}t AR T Ak A JIAES 59
A Fxse RS THOE A EE X
AUl W A ABAES AFT A dg o7ty Jth(Prahalad & Ramaswamy
HAE THEojdle e H540l1: 9 2004).
sHAl Foste Aol Sk ok Y& Prahalad®t Ramaswamy(2000)= A]&o] A
I RSS9 o 71l o8 BAIEA A a7 FAE 9g Ho] Hol Jrpal o
geth A AMAES qAF AR & o 83 7R Fx AAA T dsshe
< 08 I4E9 JAHH AAE FaA vz a9 oo tigt =o)E A&ty A
Yo A4S WAY wlg 4 dth ZAELS A FEAMAZA ARHo R YPFie A
TEAOZ nplZ o)A S WEAT|L dol7lel AAAA 7k 9} B2 AlEel 23
2AtH Prahalad & Ramaswamy 2000). g £ Yoty FEs
2L st F= o4 Ay 3
QAN AIQEE o)Al AHASERES A4S 29 nplg AlzEle] Tz W
AT flole o o SAHE AF]
gARRl, A Z2A 20 i mAIE HAIA 2.2.1 AN w3zl A HAH
o A, Il Fujaide] xHo] Erhgs) WITRE
T} AHAES Bj2YA A2 7h B
JE9 TS A & e 4S 23 8l AU E wiA g ] o] Wglsle] gk, o]
o} ARRES A FeAEE B8 VX E of w} A" tist FHo ML 24
A Az stk 7199 9 &Rk e Eo] SAEATE Webster(1992) = mA A
Aol ME FAAA 7HXFxe] HAEL Fal A& Z3} 2t (microeconomic maximization
(H 1) MEX wfM SSEHTES 4229 0l
AEH A% %"% =z A¥
: - A AR 523 del 25429l 49
HEA8e BE | AN A 73 e e
HEAEE AL | FAIAZES] ohs aAA dd | A28 oA ol d e
A7 A7 B4 | A 7] TRz AP 2HS F FsAEH A
Aol o AFE, Muls, BAS 715A, AF | ok Ald, §4, A 293 HE A @
B9 | e 29899 gy ANAS R e 252 29
siAsE A7 o n oot A594, 19 Fe 349 FE d0Y T
sage g | 1o 1HTES 909 o) o
WH ZeAse 79 AT | 2As /199 4EAes 354 Aee 4
o] =A
2HHA 24| ) e a9y 2]

A5 Prahalad & Ramaswamy(2004) & 473
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paradigm) oA ¢] A4 52 (hierarchical 5 9 a9 A, (5) FEAEES #E, (6)
bureaucratic structure) ] A<} A ol |- 31737132 ] % Relationship Marketing®] &
Tzt #A o] ESA} H=HH AFEe| nf ZIA F F2 AAE AABHATE Relationship
A" 229 Hsls 48t th Achrol3} Kotler Marketings F¥38h= 3745 1# 35k vHAH
(1999) Al 2081719 $IAI4 A EL thekst Alz"e] BE #9374 9 AXSAH 24 ET
WEYA 24 gelo z2lE WFA F2=2ZH o Aol E9S uiEgoR 3 AAAYE =
vAI" ] getog pFx7F FEHoR wae st IAFANAS TAHOE FHIHEE &
Fatol]l gtk stk =, vEAlEe] oM A T =89 AAEt E 4 Atk Relationship
&4 eV YEYT 7 2 24 3§ Marketing®] F& AAE =AeHE (I D3}
7} 98k A7 1A (market-based transaction) Fdguy
o AEAQ #AFH A 2ALS dAlstL Atk
Morgan® Hunt(1994) & ¥5#kL oAk 2% 2.2.2 A 22 A AYZ(Governance
2R StEUAA 107E] FEl¢] Relationship Mechanism) 2.4 9] #AHF1 ¥
Marketing®] #A4 W8T AT v 9l
o} mgk J=9(1987) & AEF-A1H EYAS gxg 7ol Hyside] mel gl 2
TAHOZ (1) AYFY 537 o, (2) AR ZERIoA o]YPF, olFEN] Aol WA,
Aol A FE, (3) A=A 43 (4) FFE 54 5 A7 9% FuEiA L
32 1) AADAHEAAHI(ASS 1987)
FEH 7|2 (6) 25 X @72
i -------------- S i
@ Ty E
i @3 5
i REAL i
Hl (s e (@ E
i I‘“% Ml M2 ..... i
E SaA P1 f8Y E
x| k2 a1
. @ auwy i
: Al 7t 5
— —
CTTTTTTEm =R T, 2 gAa
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qem, 71gde] 7Y 7&@% gk xgo g
o] 9] (relationship
merits) & FE3H7] g AH AF 5 3
g7t dkstE . Qlek(dEd 2002). 1 F%t
Relationship Marketing®] A+ &2 73A|
Aol MELA ZAl, Al3|Stelxe] YELA
A & o SRRk A7 s
ugo 2 o Fufjxl-dmj Ak #AA, 7197

A7 AT FAleoldh o]y g 7heH HH7
=9 gy txY 79 HHstel mE 7MY
nAE 7o gxo 7 Lol FEA (online
community) 7ide] nHAIRelA EAXoE AE
%3 9Jth(Hanson 2001: Bressler and Grantham
2000).

AEUl B AR FA7=o Wl &% X
g oAM= Aulgo] TAHHEA 7]EE]
7NQE2A T 7] Eol AL 3 F
E Aol AFAEM, VEHA A7 F
A Agdel7t HoEN JEE. E
7% 5 NMEL WARESE FEde "HIE
Aol 85 Q) (Achrol and
Tapscott, Lowy, and Ticoll 2000).

Ay vHAI" S v 2uA" L] AgolA 2pE s
7HE Algdte Ui (one-to-one) PHI
2 olgstal AUtk HAE S A AH|R}
o] =L ¥ste aHAET 7K e
AHIZE AFUE FEE Jehta
O] oe] AFHEe| &%EE vt
T2 YeERG ok wEbA A
AFHEES 7] o= v
Eo] HAT A5 o]yet /YES
7t AFHEEER FAStEA " ols 7L
2 stodw N AMAE Yo E g rHAY

ﬂd
0%
ek

, 7

]_

(

—_— =
1 o

O o 3o o N ol rin
AN

ox Mt »x [o o B o
H

lo
- &
Ay
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W ot ARYEE YR st vt
g 855 878k Aotk &, ANA dF
A ol g ol yEFet T
SHEA S AFYE FElA 7 | A
< 9nlsk= Aeolth(Cova 1997: Muniz and
O'guinn 2001).

A "ol A 34 (relationships) = “AHE 3
= Y e At ARE L gAEE, 7

Al
¥y AEH 2uve £ Al (governance)
9] ou]E AUtk Williamson and Ouchi 1981).
Sawhney 9} Prandelli(2000) = Azju]&o]2, &
/3 (complexity) °©l&, A7FYE 43 #&,
A Ay A Ao R WEA AA
A FAE AYste WAUELEAS ARY
HE AAstHA AFE A 71siE A
A QF FEYS 1A FVMATNA %Re
Xerox2] #4172 A= (the closed hierarchy
model), W8 AolA A 1A EY
% XM7Y+ IBMF Linuxe 7194 A%
29 (the open market model), ¥ Rdg =%
3l= Sun Microsystems®] AH712& 2 ARFY
E] 24 (the self-organizing model) & R 3}2
AT,

A Y Eofell A A2 Al v AYZTOZA
o] FFA #3 AtE FE ER et
Al o] FAAAL ot o] thie] FEA
gk o] 24 wiFol glo] w<es] IEul A
FUAlAS] G THOE 7e=Ha k. ot
A GAl APelA Aoy e AR A
AE dold 7197k oFst a4, &H A
JA 8 AR FeAg 5o dde A
Hak7] SsliAeE 7199 A2 A HAYS
o 2Xe] FEA #g o]4 w7 (Biggart



and Delbridge 2004: Adler and Heckscher 2006) E3

S Hgow 2oel emdele offEE $F A

A FA 8 o8 mHel ik A|A A< A2l A4S vHE9] relationship productel A
ALES Relationship Marketing oA & 2 A49 FEe JgZgA oS £49A of
3k Zlo] Fasith g e EYE 2o AL &
(Lock-in) |32 A%H]E 59 olf= A o
2.2.3 wultle] Al EFAEFT} -2zl T MHIEE o]Fslr] oHt oA, 1A=
TZ27A ] k3t 2 ZYE oA dZE HIAAES o835t
EgjZo] sojudHA IAZTI}E B o] &
HZU 2o A FalZolgt ofnfE Gl 2 0] A3t AUAE WHA sEe 5
< 2R &FE, ofF ¢ 2Eo] ERolE T3 (power effect) 7} WA A= 15°] Ee
vl 22 ) Al (app market) 55 IE = Ae 5H-se SAS2] (winner take it all) =
T Uxe] E ol ME tE FJog T 7¥s sttt
T A7t ol FOIAER St Fh) e H dutd o w wjztet FufjatE: T s 71
gt} A 9w ZHEF AA SN < WARRE EEFS AR iRt A A
71 &S st AAFAEY THFTES A ol&g ol #rt AT FHFAAME o
2 Aosrp(£4d 9] 2008a). < thekst & = FraAY = B A Eooj" 5
ofll A FHFo| TSt e WA E A Hek elAlE FEs FEE FAY 2387
of Hs| oz FHeke] RogA AHE = & Hok sh= A= A7 RAAe} F
28 FHE H[&o] rHoE ZAE}T] wWE T2 F de A AL 71 71gelEE F
olt}y, JH7|&e] WHlel| W Frtie] FAHLS T FAE ARAE E e AAgEs 2
FhFolgte AMEE A AAME TEANY kol Aok ok, EAE0 5018 e obF
SRES oA BE 7|48 Ml 24E7H U 501 F7F e Aol oilgt ZHEA
3 Q471 ATk AR AALSE HREHE o fE TRl #E e
FRES AFH R 558 545 7KHAX o} oS W ZAE] AlFAFe] &b o
Ak AA, FolEoly oYUM H AHEA F wolth, FHES T3 At F8EE =Y
7h WoHd S UES A AR AH| 28] A3 T As B ol bgE FYES FEE o
7 goldth EA, A4S FAsEE 517] 9 =8 = gl
M cfZEAlA & HA7F Wolop o ukd tiupo] 29 HR= 5 H|[kE F Sl
oh AR, HeklEo] A2 dZEoe] w1 eyt ZHEFS] 84S =95 AUk
AL A B o] &ojeds gelshA ERF] AF Eotd AnfEE dZo] AujA
Ao wet BeAE Zotg o Stk ofelE £ S sk JdEgE EFHoE wEd
A d2EolE T3l g AA ., 2t MNE AWAL =HEA gs AEe IS 23]



. gxefol=
&e] =A st go =1

gS AP oF & Aotk MEE A
E NEE ZAE A v =9 w3
I o}AA] Z ekt glo] 3 2010).

2.3 mHAlY Al &Elol| A Y50 H3}
2.3.1 HIES= A3} Relationship Marketing

Relationship Marketing$1-7+= o z}o} uj
A A ANE FASE S 7197 Al
gk 7] AFE0lA AR AIL" Aol
oate FAALAEY] WAFEFT ol g
gk AFEE A7 ®SI7E AEEHAT ol
w2} Relationship Marketing A7+ 1 thAe
oo et 797 AT FeAEE s
ZdxsHA HAuTk a7 A7 AAE s
sl=d 238 ¥ Relationship Marketing<= ®
AT AE" S AAF oA FX2AQ ¥stE
At e =8E Holx ok VA
Ao g uiA YA AR M) WeutE 9}
EUgd 722 2549 A= Relationship
Marketing®] 814 A9 et & + ok
(Morgan and Hunt 1994). =, Relationship
Marketing d-+= 43A A9 7197 &
A AFElA mHAIRAILE Wl EA)8h= o
7 TAHLAET UESA T4l dyE 1
3ol HAAIL Sl

Hunt9} Morgan(1994b)2 7ZA 2] Ao A
A N 7Id7 AACA SAE AR

—.~i°#

ooy Hj
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(hierarchical competition), 12|32 g4 Y E
Y3 73 (strategic network competition) &=
Hstatitts Ae AsAt A3 e AlEE =
At

73392] 0] YIEY A 733 (network competition)
o= W3lgtel wep A9 JdE UES
3ol 7133k $-$1(network-based advantage), 1
Foll 71%3%F 9%l (group-based advantage) 2] 7l
Hoz AEA = AL(Gomes-Casseres 1994),
HEAIAE F53ke 797199 5958 F
dHo7 HE= 58 AlE(capability chain) 2
ol¢] #7} HQdtth= AL A4S =HAh
(Stalk, Evans, and Schulman 1992).

2.3.2 A" (Reverse Marketing): 174
o] 49| Relationship Marketing

=
B
il
rlo
©
A
o
4
offl

2

?nto
Ku}
0
QL

H 37 (infomediary 3
o} ol¢} S AHIAEL F5A (community)
g A5t AFel die Hrtet 75 AEE
w3sh= Qe A5 (words of mouth by
internet) = &&aHA stal it &H|RFE] <l
Bl F7elA FEH ARLe wEEEe =

£ Z7te) PBES 245 TETNE &

ol



QL

-
eie

K oo HT o
o
N

=)y 2 7o)
Frdte A4S ¥EAe B2 PHE Y
ATH MacStravic 1993). g, tAE Ao
st 1A Fofe] o]FE ARG &

Aol wE B ESTHE AT F A H
o, 35| FEAE FA T 25
A7 "ol wa ve 5gAel H-e 2

u}

o] 29E IHY F A HAUTE ol
S A

M ko 2 32 ol fu

A& (reverse market: Hagel
I and Armstrong 1997)°] Hat AHLE e}
WL ek Seybold(2002) = 7190l obd AL
o] FEHOo® vHAY g AW 17
o] @l diste] =38ta 912, Sharma$t
Sheth (2004)& o] FEAHo=Z wHAEES
A 7ol " vHAY AES s MR-
7197+2] JulA B (reverse marketing) E4to]
HHst d S A e 5 71dS
DA QoA Fo] FEHE

MEL Frrt]o] gl AHstA =H3At B2C
7b 71& nHAI"AA Y F23 793 &Rkt
o] IAAT, YAE A=elol ot AAdH
AFUES S0 mE 34 AAe F
Qlate] C2C, C2BEh= M= FEe] 719-24
A7 et Joh(Kotler and Armstrong
2004).

)

2.4 vHAIY Aol I A3

2.4.1 A 714 32 9%l (Relationship-
Based Competitive Advantage)

ek wA E 0 24 ¢] Relationship Marketing
el AL mAY AIZE UlollA] therst
ol HAA B IAEHRE] Fr]HelA PYH
1 #AAE JNE, FAsHE Zlolth Relationship
Marketingell <A Agke] 27> 2847 =
A SHAIE BAEZEZE L (relationship
portfolio) & &2, ML B FA shk= Aolth
Hunt$¢} Morgan(1995, 1996)l w2, A&
Aol el AA-AE ZAAB] s 7IH9E
9] BYfle FALE o]FofF EFHFo|x
A&A ok, Ad--9lol2olA A
of| AlEAIZel 7 7F e APAlTES &

$A ERHOE ANT 5 S S, /19

A
AE 29 18]3 Relationship Marketingl Al
7P S48 WA AdeR Rt JtHHunt
1997: Morgan and Hunt 1999).

Hunt, Lambe, 7123 Wittman(2002) < A&
A Al F(alliance success) & 9138+ thadh 22
4717 #RE AdsiaA, FFEIY o4
AR T o] FAEA Atk AA, o
A4 3 294 olF A (heterogeneous and
imperfectly mobile resources)ol 23S D=
AL 719 A S (resource-based view) =, Al
e TY9 dFo) 2AS DF= g/

&l (competence-based view) A, Y, A,

bal
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=, AFrvAeld 5 A 544 23e
F= BA 22073 (relational factors view)
A, Ao Al 7EA B AREAM A A
Aol 2H4E 2F= A A8 (competitive
advantage view)7} Z17Zlo|t} Relationship
Marketing®] o237 7|92 A AlE ©]2(Hunt
1997: Hunt and Morgan 1995, 1996, 1997)¢l
mEH 2L NdS wAY ALY &
A, A% T3 22 FHA AAA 23
A AS 24 A (organizational capital) 2
7199¢] 592 APEA|9lel 7|8k =, Relationship
MarketingollA1e] H&d AY FAHL> 7159
x4 AFE Hsle WAE Mdste AgS

¥ 3slojok st} whebA] Relationship Marketing

PRI

=

=
o) & Wik ozt AR Ao 2PHEE
Be 23 Tb 245 A9 TH N
9 288 4+ Yes pekEolol Frh(Hunt,
M

Arnett, and Madhavaram 2006).

2.4.2 A7 0]y} A #A}AH Relationship
Merits and Market Assets)

7192 IR AlElol A o] @7 7)oy 3
AeF2as30 77140 BAE A3Fo=ZAH

mAE et 7199 AAHE 958

Atk oW 7Y e] A= WEHD Wl A

E 29 oE 249 A AA gEse
= A u

o

HiE o

2 3
EErS
9%7193te) WED WAL 7199 o]l
7lofal B T Reje) A H market assets)

o
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olg}al & 4 ltH(Johanson and Mattson 1988).

“Relationship Marketing®] =4 Al#l= v}
AY MEL IR 7199 s ALk 34
st Atk PHA" MESIE 7193 7IdE
A olFlIAAE, & 14, THY FH4
AL At FAWEAL A SoE FAH
ot A FEle o £ "HY WES
5 FEske Akl Zob Ao (Kotler and
Keller 2009, p.34). APgAMEE A= viAIE Al
2ol wSREYEI {714 dAHEE
ot FEEM, ols 7Y WRel EAlse
Apiro]l ofdzt 71 9)F-9] miAIE AlAE
A APl & & Qi

Dyer and Singh(1998)& =27 #AA 7
A9 A o) F&she AT A
AlSHHA 7159 A 7] 98] (resource-based
view) &= 22l #7212 Zal (relational view) ol
el = 7)o R
A9 9HE 19 W T A,
AFAoZ 7|19 A Y d AAE
Aol Al 7

H

o

N

X,

N

N
e orle

jg
fu
Lo,
o
do
o
rg
iin)
i,
=
=
AL
=
_>|~l_‘
0,
N
=
N,
:O’lé

&3k Aol
Dyer and Singh(1998)¢l wt2H A2 o]<]
(relational merits)< 71 719 A= THs

ofd 4 glow =4 AF FEUel 5UH
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(H 2) T=2o| 0|9, Helel o) J2|x1 AZS| o[zt HIW
7¥ F29 o9 "EERE EFERE
a4 ¥ | v 7157 WA 7154 AN ZH7EA
Azsl, A43oE 2 59 A3
Ba v | A2 89 usl EESET L e e
929 44 | NS0 44 92 | A9E0 A 9d | et 4eHe 4eas
AEREE!
_ - Avge] 47
L | Ties o we ¢ | pames gana 4 :
A LR el & wslo] w2k T 22 8RdRs da

7197 AA &3

sgstol tig kg3t ast

93 278 A5 M2 | 9SS B5/185e 4
A 27 AREE o)) SAs) B
247 99 | 24 A A A 'EEED
o] A|7FZ
A a1 wa AR | 194, @4 A A7/ 2B
7509 e | Fold Bl 4T | AWAE AL FEY | AAR/FES
) ~sls] WA
c ol 5 - A A " , - ZAZ AARE
AL | Gm waa ST e - AEeln A
EERE
AR5 AN TE 4 AE AT 252 U | SEAUTEI 90 Ee AN
w4} s RN AAE FLY o) ME99E A4S
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£
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>
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Qoo aggozH
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1o e my 2

= ArEIe] §718 A9
A2, A Al AA A A 2
(brand asset)< ©]&jeh #Aol|A AHE 4= 3]

= ZA°ItHYEd 1994).
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Chandler(1990) = 7F5.2] ©]¢](scale merits)
I M99 o] (scope merits) S TH3F 7o
Ave vb Aok RO o] el AT
oA sl AlFS Ak Fol S
wat AT gasts dAtolw, Wl
o]o] > dhto] ATl A o
S Aoz At E3
ARt A& 2 ol9s
(relationship merits) ©]g} b o] <
o A9} 7ol FEO o]} W eje]
TiEE Aolth(YEd 1992).
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. F=)clo]3k7 oA Relationship
Marketing®] 8 o]+

3.1 Yulelol $49 9%

311 drelelo} 43} frutlo] $79)

-F’r]/]ﬂlol/\:] \:_1 x%i jHL-lE/\-] Z A o) /\H]z]—

"1"1"1L

o] Fos|A FstE AEsAL o2 20
A A5G AL oA 20FoEH A

T2 A7E) AAE T3 A AT glo] &

T ‘ilE‘r(Henmg Thrau et al. 2010)

B33} Hd 2 d7 o7t HA e HoAE,
§RE E9H 5o ol Adse 77
FrlHolE SIAE 22 o] tAE 7 o] AR FALo A =r HIHo o3
(E 3) w0olC|ofe] 43t Mo
4 A9 we
- Adl=e] BAES w3 | FdEe] 58 f8 BulE 2l HEYM Y e
bAg Aulgo] 0, AR T2 FHY | ACE J|H'E AXor & BQ §lo] Al HE
(Digital) ofo] A3st 2 HM3rts | & F Aok IS0l AR THE AREES Wlﬁl
AWNA HA A 7Hs
AY=sd | 2HAES FHIUAE B3 | &£F ARIE S YFE the 344 -4*}3-?5011 A
" (Pro- S BE ool o] | B BUSF TEAUOR TroloE1g S QEAS
active) 7t 7V AEE MAsts T JHolA 3:1]%;'(:1‘ 3‘:’4 7V
(Hoyer et al. 2010: Krishnamurthy 2009)
- FHHolE E3 AHrke] & | Frito]e AME-E AFdle AIEEE B2, ARUE
7HA H FES UE e BHY | 59 @50 LM S VA B b Eakd
(Visible) glst= Aol 7Hs oAlA GPS, 3G, IP 4 E3 AH|A AAAHEZ $%]7]
Hh wAIR], A|QE, A X}X}‘ﬂi} Sl 44 7ts
- FUlgolE AnjREe] Adl= | EQE, E21 58 Fd 28R fFHY 922 Al
FAIA g Aisls A FAO A | e AHRAES FREHY, O Yol FHHod, By
(Real-time) &M APE T 7Fs 2 | Hold 22 XVJEM A&HO T o]Fo F&Hd= &
& A&4 A2 GE b A7 %’i Hz150] & Zo] 7ke vl AeFes s st
(memory) o] 71950 R& 71 =4 Z44(eg., the 2001 Houston Doubletree incident:
Snopes 2006).

- Frtols AHREOIY 7]?3 ot o] o] &5 FEHANA £%E SHEAME AE
oA o2 slodg ®Huid 7E of st ZHE 9 4 AL, FY ANES A A4S
(Ubiquitous) gl A oA o] 7]“‘ He Gt oA J3tE HHA dY FHe] o £

Uz Aol gslol tigk B/{E 228 7hs
- ARle] wrEod RS I | HolaEo mlo]Aw o] A9t 72 SNS AMH|ATF 7HE
YEYA Eﬂﬁ}om"i IAE TEod Fr‘:?ﬂx]x]“} AFUEES 7|24z 22 EAL 7t
(NeE\-)V'(r)rks) o=z A HEYIY Fo | A oA diFAeR HEEH )7t 7} } 7ﬂ°]°1
(Gordon 2010: Libai et al | U ZE 71&9 H357 28 5A4 23 22
2010). 258 23
Z+E: Hennig-Thrau et al.(2010) o4 A2
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= T F A P AA AYMY AY 9] 11% o< Akl ek Alexa 2010).
BE AMEAA tPHAY S AREER Fulgols AW Aoy FA] (Edgecliffe-
stodg FoloAF st AS IAT F Utk Johnson 2008), &W%H(Financial Times 2009),
(Hennig-Thrau et al. 2010) TV33 AFY (Maddox 2008) 5 &Aje %
2HAES FHUAE FalA FE Auj29) < H2Y2A Bde 918 7Fsly e i,
AES AFH0=Z Aystes At WEe 4 AMZL B2YU2 Bl tisiA 3Haest 7]3)
A tH(Deighton and Kornfeld 2009, p. 4). T3t £ Axsla ok ESE, fRE, dolAE F
THtolE AHAER Sloda 2229 A S B 2HREC] AAE AFsE BAE
S TR HEd F 9le & I '71“913‘3]. et A4S Il Al dHE FAES
& 59 eBayollMv FERAE, FrRElA Zojurts W0 R T|HS MHlA vEE &
© "o ZEFAY IEoE, f]7]T T o} olx FAE Eolgdl =S FrHMathwick,
e 25 25 AR, ojnlEd A& w5 Al Wiertz, and De Ruyter 2008). frrltloi= 7]
B7HAEA 9EE A E Aolth AREAEC] HO& slolg g thkst WHO R ARl
Adbsls Adlz27 FRE AX|she #HolAg, AalA A4S WSty AHRRe] ARY
nlo] o)X, {RHE, 9179 ]0} 2|3 E9H AolAd, gl 32 oo} AHHE PF& 54
S SUAMOIE 9] 16900 BT BAEe] i, d F JEE st
201043 49 ZApo| w=H Zd/‘ﬂﬁ] AdHYl Ed Frg o7 AgslE 718E 88k ARt
(E 4) OjCjof LEof mE AlME0] Het EE
8 ojjof s ojjof
- HE OC|K CIXIE 0ICIYH
i oz AL H1.0 #2.0 3.0 4.0
E27.0LIE | ¥MH,HAIE
EH0X], O] S 1Q10]C|0f | PC, DHIQ] Z | f2 XI5 Afd|
OJEJ0f/MH[A 2 2iC|2 v TXIRH, ucc S H0E | A7t ARFI OIC| AE EEB
EEW/AHRLIE| TI® 0|C|oq, 0, EQIE| S 0|
"V, IPTV SNS 0|04
HE7 1= HAE 24 Fe, oJO)X| HEteX BZCHic ATHE] 8 > ZI3t
AR 7| (Seller) 1% (Buyer) 23> DHH0{2| Y2t
ARLIAOL Yz Euay .
11T*glg I P E ",%'_7-."-) 719) (7Iﬂ(—§]‘_7-.") YEPROIR €I, IAe>
O£/ 07ACH Utilitarian 22> Hedonic + Experience
7| YA, AP EEEE +AH[KE A= 8, UGV, HLIET|, 2Er91 ASEAL EERINS T TAL 22t
AEE0] REH *HIIME% A;‘!;l EE o1 Z2EJ0H & £Q9] £X, 2201 7|HUEL, 7|9 HHMEFTLIE], AH|X}
= = HIME HELIE[D> >3 M2t
BAl 2 HEHRY i B o | R
AVEAIO] S 13 i B ot se ol - prdoiinty
A NS Hoist e | ot | A
A& ZAAE (201D oA mlUe] whe 28 2 A BeE A 9 53
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7 QEIAE arAEe] o) ol @ Freltiolol
B LA, el 2uAEe) o5
o Aol ofgA FFS FEA U ol
7h Aasolof gtk o] WA el vt
oe] 54, Frritiole] aulAe] e Ehe}
9e Polsh AE e Hekst AL Aol

7h k=) ojof gtk (Hennig-Thrau et al. 2010).
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Eo NN A2 7)Yt Lol
AL Q64 2Rz duE A
28 % g & /190 A48T AFS
AAA AZHL AFA he chy-ie] Fut
N9 Fustel dyHoz AFE Aelnh

=)
2
N

e o

e
lo
ry

vl o9 AEHA HEe M el
Foizl dioks T A9 b fle %ol
NI, 2R AEYA] ApAle] FAS FH 48]

]
(customer sacrifice: 4H]|2F #RAlo] GO =
A3t A AR pujsts Ao zbo)) 3}
7] 918 AAE & it lAtH(Pine and
Gilmore 1999). ] A7l &mAp7t 4
A FE2 FEAQA FuiAE FehEh
o R, MEL 71eR 749 o] A
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tiel aBlaks g HESSE ZAE w

233 HARE AFy oE g&HAoR
FAE A AT 4 BAE ARYE
oA UEhRs R el /Y ulAe
A7E 2wzt B2 Aggel wel awlAks
719 2ol i d9dz 1 A9gs vy
AtH(Jenkins 2006). 2xHIA7F 7143e] #AE
a7 gol we 719 Aum
she] BAL WA BANN ALFH
AR WASHA HATh 7193 e Aol
T EA B AR AHAM M2 FF
Aol Aol A wet 7193 A2 A
2 AES AME S HYk

zl | 2wl 719301 Agshe A%

=

p =z
TEHeE F

rL

Al H yopr} =
SstA A2RITH Caru
and Cova 2007: Sherry, Kazinets, and Borghini
2007). &, &H|ARE M ER AREsHE wils)
= FAE H3 de Aol dPAEA Y] &
vz 719eAl od g3k mA A sk
544e 7L Aok, AREsE SEREA
A 7193 HAE A skA ¥l AR
9 B AAE E71HA ARlETe] I
wshE A W dda & 5 ATHER
Z 2010).

Aee GFolA Yepbre |
< AEele, ARATE AR 5 de
=z 7198 BAN TEHR
AL o)1l AxZ AAES b

o R B S B P ol

ry

3}

“

=

7129 top-downZ



FAHOZE ATRAEE 7HG-ABRZE A&
HAES 53 &9 243td 425 7]tk
S 2 7ol AES A, avAE Ao
ARo 72 A= AFES A 9= & IA
g Aot} $3E£0 7 Houty g 24
H2rE 2714 oW, ol 7YY Fash
oJrpAA o] Am|zke] o] AHH O] I, A
T2 JYE 8 o]Fod Aol
3.2 Y £& Relationship Marketing
System: ZHE nHAIE
HEZ ¢l Relationship Marketingol A& v

go] 4d 9498 AR FANY, ¥8d
A, KA, FAAA, A7 # 71Ere] 5t
S YA E YEYI3H
AL gt HEY 7199 A BAE
Aoz YEYIT W JEY 7199 o
wEba AR 7o 7 A&E AA-IE G
stz ek olE s MENA Wi FEY
Z197ke] A =43t AEE vgew & §
g BEUYS 7|25 $32E £ Aot
Z1efut Frele] ellMl= #1%E-41R1 Relationship
Marketingol] A2 H3tE 27383 Stk AL
24Q Mzt FAE ¥

l_,
b
ot
e
2
o
=
X

g
Yome AU} HgEUA, 24T 37
Ngelels FUAAE taoE FAFE /W
o Azg BATFEE Fo| oEHA] ol
o oA SEY /% ohleh uAse F
S BESHE A% 1 A¥e] 228 7
9] Qo] FATk FUUAE Fa e

A HFH0lz %A Bt b5

ARA SHEY /199 @ Fa W ohla

7_]1J0

12

A % B A7 we] Rt Bes
oh 2Ae) o2 8 APS Feekn 149 )
HE 24T & dE 249 i@ 9l

M Z-E Relationship Marketing A28 S Z A
Z9E wpIEo) LrET,

321 7HZE%E AT LEA Y] EAE

OAg 4o 9] o]Fo debdl AHA}
Pl 54 F /M FEAR Fue 34
gl S
Rangasawamy 2000: U=, o)=Y
2, A9 2002). 2 Fod g

& EU A
o BY Y= /Y FEole FelF Ju@
=z

A FE AME]Z Hofol] lojA] A FAl9
WO g A7}t o]Fox gt Iy 17
Zrodo]l o AE Aoz By 9zl
AE w5 AHEQl BEolEd, uxd 34
ol 1 ol W9 AL SHoA Zt
o7 Z7Fslal vk(olF3] 1999).
IA gAE A=t B35 AdAMes oL
7 Fedzt AR o]FoiA] 7] g HAZHE
™
[e)

si2dsty] ol AA, LA Qg

g g o) dge 26 AN of
HTh A, 340 HASHe] Y FEo|
glol 71%le] e o] Be FR Sl
HES QR TEALE AL QS 7|2e
QmAQ) AN wlg ojEe Aol A
A, DAY et 7EE7] Aol nAS
A Fasiol she Aol gE ANE dx

= - B2 vge] 2590t

T AA) YA @Al A7 E A
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Ao ggg vy £ €EE 7 A H
ATH Watson et al. 2000). A&, 122 ko] w}
Holl that #]4]S YrloEg) AFYEE &3}

T

of 4A AS5E 5 WA =HIUk 53] AntEE
S Entd tupe] 29k SNS EHE
|7hat Zanel] ol kx| ey S7HA o

Arh Y, 5ol 7hssiAnh ol F9
2E At A1 & A Bl
ol AxE B 3A & 4 AT
2002: Newman 2003).

NEL YAE A ArtEZo|Y SNS
59 FHA wrtle] FHES T3 A4S
Tkt WHO R 719 wHAlY ZEA L] 3
ooz o7 74 Y-S el <&l
A 7FAL ek IS 7199 Alo|Ed] A
2 et =R Es ERSHY, 7|9
At Evt AlF B FEAY] oA7A] AHe
Setal Aol 7hd AEE thE ARSI
AFatd Ffske As HAx FAA A7
ATH 73] 1999: Merrilees and Miller 2001:
Sharma and Sheth 2004). o]#st SFE= 24
AlZE ZH)REe] 91|19t Adaglo]l dolubal 1o
™ Relationship Marketing®] 83 wj7]H4

A YA AHE Tl anARZE AnAe 7

>~

4 Lo

122 SH=EOAEXME mM13d Mz 20124 12

A7 WHE olfel e H4

< sk Atk

12 o2
ot L

3.2.2 ¥ A A (Two-Sided Market)2
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FE VEYZANNY A P BHFE
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(E 5) ZHE B[R] 71HHH

FEEES- Es
D | MEAI ESE [ vEQTYY) 2xe Ut Sol A4 FAES 9E U S v 29F
IR 59 | o] HX L W B A TeE ASS AT LEABo] ¥ W
2 AR e | MEAIANA 1He] N Eo] HEAS AskT T2 & 59| A5
AR MAE | ey £87) e Solus Eo Fels Aol delF
3 Zdo] g | Qo] dslA Bo NPT HolE Zo| niz WS Adsol st i
AR WgE | oA LHES AFslopt s Zd e Ro| gelA
e IAE BEIL W Zo Folx= o] XY AEo] ohe} ulgo] £
Dl AP g cs sz wan: 439 4 25 0% Feao @
o | R AN [ HE bt g9 998 5 FE 2l dR) L2 SR Pol vEN
YEQD &5 | 539 /A4 tlaAE WA B}
o | AHEAES BAE [ M 307 845 Helsk MESZYS] BE S99 g AR
743 2 o|Zu TYTo| A= AL TMEsleed B4A
Z+&: Eisenmann et al.(2006) o4 =3
HEFS W 29 Algx 47} 4EE WE st} wek JE0W £ oA gAlME g2
A3 2L Y=y Z2A40 985S 7] o ZYPEH HAEE HY Aolx] ol H H9
Fo ZYE AZAEL HZFE HE &9 ZRPES A 342 AR tiEiA F
dutH o7 ZAAQ U AJFoA] AAE A ARl AAS Ulgok ok A HAl TA o
4w e FFo) 714 A} ouy) A T A7EA ZZe) ALEgH &Y )
EQIANANA AR A LupE ET ANFL =9 ZYPEvoTL §x¥
AARS W27 felie ZRE AlgAte] #e T AS ASFE HeY 1) o 7 ZHEo
AFEo] AAISE (R 5)9] 67FA] Alglel] sl A &3 e Aol Hojr 3 Fo] AlgzloA =
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Evolution of Relationship Marketing in the New Reality:
Focused on the Pervasiveness of Digital New Media and the
Enlargement of Customer Participation

Lim, Jong Won*
Cho, Ho Hyeon™*
Lee, Jeong Hoon™**

Abstract

After relationship marketing emerged as a new approach in the marketing field in the 1980s, it
has been widely studied in the United States, Europe and Asia. Rapid environmental changes and
global competition has made it inevitable for companies to consider their relationships with the environment
more closely. Under these circumstances, relationship marketing has held a position as a pivotal
paradigm in the field of strategy as well as in marketing. In addition, relationship marketing has
overcome the limitations of a traditional marketing research while providing richer implications in
company's marketing activities.

The paradigm shift to relationship marketing has brought fundamental changes in a marketing
point of view. First, in philosophical aspects, unlike past research which focused solely on customer
satisfaction, organizational relationship parameters which focuses on trust and commitment has become
key elements of successful relationship marketing while shifts in thoughts naturally take place from
adaptive marketing to strategic marketing. Second, in structural aspects, the relational mechanism of
governance such as network structure with a variety of relational partners has emerged as a new
marketing organization from the previous simple structure focusing on the micro-economic, market-
based trading between seller and customer. Third, in behavioral aspects, it proposed the strategic
course of the action of gaining an advantage over the competition on the individual firm level by
focusing on building long-term relationships and considering partnership with the components in the
entire marketing system, rather than with one-time transaction-centric action between a seller and a

customer. Fourth, in the aspects of marketing performance, marketing performance was sought through
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the long-term and cooperative relationship with various stakeholders, including customers in the
marketing system, focusing on the overall competitive advantage based on relationship rather than
individual performance of individual companies’ marketing activities, such as market share and
customer satisfaction.

However, studies of relationship marketing were mostly centered in interorganizational relationships
focusing on the relational structure and properties of commercial sector in the marketing system.
Paradoxically, the circumstance of the consumer's side that must be considered is evolving again in
relationship marketing, In structural aspects, a community, as the new relationship governance structure
in the digital environment, and in behavioral aspects, the changing role of consumer participation
demanding big changes in the digital environment engaged in the marketing system.

The possibility of building a relationship marketing community for common value creation is
presented in terms of organization of consumers with the focus on changing marketing environment
and marketing system according to the new realities of the 21st century- the popularity of digital
environments and the diffusion of customer participation. Therefore, future research of relationship
marketing must seek for a truly integrated model including all of the existing structure and properties

of the research oriented relationship from both the commercial and consumer sector.

Key words: Relationship Marketing, Marketing Environment, Digital Environment, Marketing

System, Customer Participation, Platform, Relationship Marketing Community (RMC)
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