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Abstract—Today's one of the important trends is the globalization and the advances in information and communication 
technologies are affecting all the functions of businesses. Marketing is one of the business functions most affected by these 
changes in information technologies. Information technology is developing low cost relationships to inform customers in the 
interaction process between customer and business. In this competitive environment, the relationship marketing strategy come 
into prominence as a marketing strategy that makes best use of information technologies. 
In this study, it is aimed to present conceptual framework of use of information technology in marketing and developing 
marketing strategies as a result of the use of information technologies in relational marketing strategy in the light of relevant 
literature. 
 
Index Terms—Information Technology, Internet, Relational Marketing Strategy 
JEL Codes: M31, M15 
 
I. INTRODUCTION 
 
As one of today's major trends, globalization and the 
advances in information and communication 
technologies that it brings together, the internet, which 
is the information technology tools, is the most widely 
used of these, deeply affecting all the functions of 
enterprises (Ventura, 2003:79). 
Information technology, starting from the information 
gathering phase, is the process of processing 
information, transmitting it wherever it is needed or as 
technologies that are automatically provided by 
electronic, optical, etc. methods of accessing this 
information from any place at any time 
(CeyhunveÇağlayan, 1997: 16-17). 
Technology is constantly changing. It is assumed that 
our current information about products and services 
will no longer be requested by our customers. The 
combination of telecommunications and computer 
technology has revolutionized every aspect of 
business life (BlattbergveDeighton, 1991:5). 
One of the business functions that is most influential in 
the results of change in the Internet and information 
technologies is marketing (GülmezveKitapçı, 2003: 
84). 
We can say that the advancement in software 
(development of data mining tools) and hardware (IC 
tag technology) technologies have the opportunity to 
access the personal information and purchasing 
history of the customers. It is now possible to collect 
individual customers' purchasing histories. In the same 
way, information is available on the general 
purchasing tendencies of the customers. As a result, 
companies have the opportunity to realize 
cross-selling at the time of purchase, that is, at the 
right time. However, the use of personal information, 
of course, creates distress for the confidentiality of  
 

 
personal information and disturbs the customers. At 
this point, this context we are talking about can be 
likened to a double-sided structure, because of the 
possibility that the harm can touch it (Koga, 
2013:141). 
Marketing thinking is shifting to emphasis on 
customer acquisition, relationships and customer 
retention. Developments in information technology 
make it easier for managers and marketers to do 
business in national or international networks by 
communicating. Today's information technology is 
one of the most important factors in creating and 
developing relationships (Zineldin, 2000: 
11-12).Procedure for Paper Submission 
 
II. USE OF INFORMATION TECHNOLOGIES 
IN MARKETING AND RELATIONSHIP 
MARKETING STRATEGY  
 
Since technology can affect marketing activities in 
many different ways, marketers need to act with 
awareness of new developments in technology and 
their likely effects, so that managers can create 
marketing mixes that satisfy their customers. The 
impact of information technology on marketing is 
summarized in the following proposals (Zineldin, 
2000: 14): 

 As a new environment where there is no 
distribution cost, the Internet has the potential to 
reform the media world, allowing new competitors to 
enter and the established giants to either grow or die. 

 Information technology allows businesses, for 
example logistics, to create new strong relationships 
and alliances between suppliers and suppliers. In 
short, information technology has an impact on every 
aspect of the business and marketing. 

 It is important for an enterprise to maintain its 
long-term presence in how it uses technology to create 
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close customer relationships. 
Rapid developments in information technologies, the 
expansion of business boundaries, globalization, the 
last point of internet trading, increasing customer 
value, businesses face new concepts within customer 
relations. Relational marketing approach is also of 
great importance in terms of creating a lifelong 
customer value at this point.The development of 
technology also facilitates the imitation of products, 
but it is imperative that good relationships established 
by services and trust are provided by businesses. 
Considering that most marketing activities are 
performed over the internet and more trust is needed 
between businesses compared to traditional 
commercial relationships, relational marketing 
approach is the most important factor in establishing 
and developing long-term good relations with 
customers.  
The concept of relationship marketing, first proposed 
by Berry in 1983, is defined as the creation, 
maintenance and development of customer 
relationships in multi-service enterprises. Today, it 
seems to be getting more popular with increasing 
competition and especially with the rapid development 
of information technologies. (Berry, 1995: 236) 
Relationship marketing is relationships, networks, and 
interaction-based marketing that define a market that 
involves the total management of vendor businesses, 
markets and community networks. It is aimed at 
long-term win-win relationship with individual 
customers and value is created together between 
participating parties (Gummesson, 
2002:39).Relational marketing identifies individual 
customers and demonstrates how to reach them, 
differentiates customers in terms of values and needs, 
interacts with customers efficiently and effectively, 
privatizes presentations, and finally establishes 
learning relationships with customers through 
dialogue (Gummesson, 2004:137). The relational 
marketing approach is built around the following 
seven components (Pheng, 1999:156):(1) Focus on 
keeping customers rather than a single sale (2)
 Emphasis on customer value rather than product 
features(3) Extremely long time scale from short 
cyclical perspective(4) High customer service 
emphasis (5) High customer loyalty (6) High 
customer communication(7) Quality is not just about 
transactions, but about all activities.As it is understood 
from the components, it is seen that relational 
marketing focuses on how value is created and 
sustained especially through the improvement of 
relations (Pheng, 1999:156).In the relational 
marketing strategy, information technology plays a 
major role in informing the customers in the 
interaction process between the customer and the 
business and in the promotion and campaign processes 
of the business products. At this point, relationship 
marketing is the marketing strategy that best uses 
information technology in theory and in practice. In 
addition, information technology offers opportunities 

to develop relationships with customers at low cost to 
businesses with other technology tools 
(GülmezveKitapçı, 2003: 84).The technological 
change rate in the marketing field is one of the most 
important factors affecting the success of the relational 
marketing approach. The existence of a positive 
relationship between effective use of information 
technologies and relationship productivity is pointed 
out (Zineldin, 2000:12).Units 

Use either SI (MKS) or CGS as primary units. (SI 
units are strongly encouraged.) English units may be 
used as secondary units (in parentheses). This applies 
to papers in data storage. For example, write “15 
Gb/cm2 (100 Gb/in2).” An exception is when English 
units are used as identifiers in trade, such as “3½ in 
disk drive.” Avoid combining SI and CGS units, such 
as current in amperes and magnetic field in oversteps. 
This often leads to confusion because equations do not 
balance dimensionally. If you must use mixed units, 
clearly state the units for each quantity in an equation. 

The SI unit for magnetic field strength H is A/m. 
However, if you wish to use units of T, either refer to 
magnetic flux density B or magnetic field strength 
symbolized as µ0H. Use the center dot to separate 
compound units, e.g., “A·m2.” 
 
III. DEVELOPING MARKETING STRATEGIES 
USING INFORMATION TECHNOLOGIES IN 
RELATIONSHIP MARKETING 
 
Relational marketing is a relationship that is regarded 
as relationships, networks and interactions. 
Gummesson's definition also underlines the 
interaction with information technology used between 
business to customers and business to business in the 
relational marketing (Gummesson, 2002b:39). 
Brodie et al. Have developed a classification project 
based on the synthesis of both European and North 
American schools, including services, interactions, 
channels and network research trends, with an effort to 
clarify and reconcile the diverse perspectives and 
trends of marketing research and practice. According 
to this, the marketing strategies developed by using 
information technologies in relational marketing 
approach are database marketing, interaction 
marketing and network marketing (Brodievd., 
1997:386). 
A. Database Marketing Strategy 
Businesses can improve their target-setting sharpness 
by collecting individual information about their 
customers. By forming a database in which past 
transactions include psychographic demographics and 
useful information, businesses have a better position 
on the basis of products and services offered by 
individuals (Kotler, 2005:95). 
Database marketing aims to develop marketing 
strategies by developing long-term relationships with 
customers. Database marketing is defined as a 
systematic accumulation process involving the 
constant updating of information about current and 
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potential customer pasts, such as purchasing 
frequency, habits, status changes, etc. (Varinli, 
2012:51). 
Businesses with a large number of customers see their 
customers as "continuous customers" with the 
advantage created by database marketing, and they are 
displaying behavior to customers in this direction. 
L.L., a clothing company that sells catalogs. When a 
customer calls by beans today, Bean can see the 
customer information that the company is looking for 
on the screen with the identity code of the customer 
who is looking for the telemarketers, and is able to ask 
to the customer the level of satisfaction about the 
purchases in the past period specifically by addressing 
the name directly. The business may have much more 
interest in selling a single product than the customer 
has (constant customer) perspective (Kotler, 
2003:191). 
Businesses with database marketing (BaşarveAslay, 
2011:3333-3334 ): 

 It provides the ability to identify customer groups 
that are the most profitable. 

 It is the most important value acquired at this site 
that the customer database allows the companies to 
monitor their relationships with the customer. Thus, 
the enterprises determine the customers who will 
make a long-term relationship and use their resources 
in the direction of the right target. 

 Businesses understand which groups of customers 
respond better to which promotion efforts. 

 It is also difficult for customers to be influenced by 
the marketing efforts of the competitors thanks to the 
interrelationships established with the customer. 
B. Network Marketing Strategy 
The Internet and the World Wide Web (WWW), one 
of the most important information technology tools, 
significantly affect the way companies do business, 
business and customer relationships by changing 
market opportunities and networking (Zineldin, 2000: 
13).The World Wide Web, awarded by British 
physicist Tim Berner-Lee, identifies everything with 
an integrated world model, where everything is 
connected to everything, more connections are gained, 
and information is gathered through the unification of 
global knowledge (Fisk, 2006:357).The use of the 
internet, which began with the US Department of 
Defense in 1969, aimed to connect universities with 
government research facilities, making it possible to 
transmit and exchange documents and other 
information of researchers from different locations 
with computer channels. The Internet has become a 
super network from many networks, spreading rapidly 
throughout the world. During the 1970s and 1980s, 
internet and business are inappropriate ideas, while 
communicating with businesses and individuals is 
increasingly aimed at, and is recognized by some 
professionals as a potential for commercial revolution 
(Zineldin, 2000: 13). 
There is generally an agreement amongst the 
relationship marketers that the activities that are in the 

business affect all relations of the business. Indeed, it 
is stated that the relationship marketing in the foreign 
market requires the success of the internal relationship 
marketing strategy. At this point, internal relations are 
seen as "a very important part of the relationship 
marketing strategy" (Herington, 2006:373). As a 
result, the exact success of the network depends on the 
success of each relationship within that network 
(Morgan ve Hunt, 1994:20).  
The "chain of relationships" is used to explain the 
effect on the customer. This chain can include 
suppliers within the network, different functions and 
intermediaries within the enterprise. The employees 
are seen as the basic part of this chain. Just as in the 
service business, employees constitute a chain of 
relationships between the business and the customer. 
The interaction between relationship-chain 
participants affects the final value received by the 
customer. The boundaries between the inner and outer 
perimeter of the business are lost and the business 
becomes an interrelated series of relationships. All of 
these interacting relationships need to be maintained 
by the business. This is called "virtual organization". 
Practitioners argue that business and employee 
relationships have the greatest impact on customer 
relationships. This is in agreement with the viewpoint 
of intellectual relational marketing that internal 
relations with business are important because the 
business affects other relations (Herington, 2006:373). 
In recent years, one of the most important changes in 
information technology has been the emergence of 
mutual electronic data interchange (EDI). EDI is a 
technology that facilitates mutual exchange of 
information between channel members. EDI provides 
a paperless transfer of information exchange between 
manufacturers, suppliers and retailers. These paperless 
transfers include sales data, purchase orders, invoices, 
shipment tracking data, and product return 
information (Zineldin, 2000: 13). 
C. Permission Marketing Strategy 
Permission marketing, introduced by Seth Godin for 
the first time in the US, entered the marketing 
literature in 1999. While conventional marketing 
communication is the "message bomber" attitude 
towards the target audience, permitting marketing is a 
new point of view. Mobile marketing, which has 
become an indispensable part of the advertising world, 
continues to grow in Turkey in coordination with its 
development in the world. However, unauthorized 
commercial SMS coming in to consumers' mobile 
phones constitutes the only negative direction when 
this development is evaluated from a consumer 
standpoint (Godin, 2015).  
Godin "harassment marketing" refers to the marketing 
communications that businesses employ today with 
the usual methods. On the basis of the philosophy of 
permissible marketing, it is necessary to give special 
messages to consumers. It is one of the factors that 
constitute the substructure of permitting marketing to 
reach the information about the customers in line with 
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the permission received from the individuals by 
starting the interrelationships with the consumers by 
the marketing specialists (Akkılıç, 2010).Permission 
marketing is a marketing strategy that is based on 
obtaining a target audience permission to offer a 
product or service. The permissible marketing strategy 
aims to convert "foreigners to friends, friends to 
customers and customers to loyal customers". While 
the tools used in permission marketing come with the 
e-mail channel at the beginning, it is a convenient 
strategy to use marketing tools such as letters, catalogs 
and telephones (Varinli, 2012: 64). Permission 
marketing (Varinli, 2012: 66):  

 Direct communication with existing, potential 
customers 

 Mutual interaction 
 There are also benefits such as low cost. 

In the permissible marketing strategy, the limits of the 
campaigns to reach consumers are again determined 
by the consumer. The permitting marketing strategy 
used by many brands in the world is also exemplified 
in the brand of hepsiburada.com using this strategy in 
Turkey (Godin, 2012) 
 
CONCLUSION 
 
The market area in which they operate is never static 
and waiting for change, responding to change, and 
maintaining business presence is now a prerequisite. 
The impact of technology on marketing relationships 
is among the most serious challenges. Information 
technology has a profound impact on businesses' 
products and services, marketing methods. 
Technological developments and putting them into 
practice can either revolutionize the industry or 
destroy it. How an operator uses or does not use 
technology is important in terms of maintaining its 
long-term relationships and long-term presence. 
Information technology and information systems are 
very important in terms of providing information for 
successful relationships and partnerships (Zineldin, 
2000:12).  
In the marketing definition revised by the American 
Marketing Association in 2004, customer value, 
customer relations and relational marketing concepts 
are underlined (Palmatier, 2008:1). 
The mass production and consumption philosophy, 
which is thought to be a superiority before the second 
half of the 20th century, is changing nowadays. While 
there is an increase in customer-specific requirements, 
the concepts of consumption patterns, utility and value 
also change. Today, the emergence of individual 
demands reveals the necessity of continually 
monitoring the markets and the dynamics of the 
markets in which they operate. Information 
technology-based marketing research is increasingly 
important. In this period, "individual perception" 
rather than "collective perception" is at the forefront, 
the process of change between the customer and the 
business, predominantly the interaction is dominant, 

and the existing customers are mostly kept from new 
customers (Ventura, 2003:78). 
Marketing practices and strategies are undergoing 
radical changes with the effects of these changes. 
Rapid developments in information technology, 
globalization, the ultimate point of the internet in 
trade, increasing customer value, enterprises are 
confronted with new concepts within the context of 
customer relations, thus leading to holistic approaches 
from traditional approach. The relational marketing 
approach is also of great importance in terms of 
creating a lifelong customer value at this point. 
In the relational marketing approach, the presentation 
of the products and services of the business and the 
information provided to the customers regarding the 
campaigns of the business are realized by information 
technologies. At this point, information technology 
has a great role to play in interaction between 
customer and business. Today's developing 
information technologies and other technologies allow 
the development of low-cost relationships between 
businesses and customers. 
The impact of information technology on marketing 
relationships is much more than advertising, data 
collection, input pages, product-service sales, direct 
mail, database or public relations. Airlines, 
automobiles and television have a profound influence 
on the way information technology markets products 
and services of businesses as well as in other aspects 
of our lives. Marketing scientists, managers and 
marketers should take more serious information 
technology. How an enterprise uses or does not use 
technology is crucial to maintaining its long-term 
relationships and presence. Information technology 
and information systems are of great importance for 
providing information for successful relationships and 
partnerships (Zineldin, 2000: 11-12). 
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