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Abstract

While a vast number of studies have pointed out the keys of relationship marketing
practices in consumer markets, little attention has been paid to the value the organization
can get from such strategies in the B2B market. The literature provides relatively little
support for the effectiveness of relationship marketing programs. The purpose of this
research is to produce some evidence of the association between customer relationship
marketing strategies which are attraction activities and Loyalty programs, Customer
satisfaction and the market performance. The proposed hypotheses are tested in the case
of telecommunication service firms, where long-term relationship is needed. This
research involved collecting data from Libyan Telecommunication Users to understand
the relationship exists between attraction and loyalty programs with market performance
of the companies and the market performance is measured by market position, customer

perception about the firm and customer’s loyalty.

Keywords : Relationship Marketing, Service Marketing, Market Performance, Libyan

Telecommunication.
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CHAPTER 1

INTRODUCTION

1.1 Background

Marketing is one of the core disciplines of successful management today. It impacts on
society everyday in a myriad of ways — creating new products and services; helping
organizations understand what people want and need; helping people find products and
services that meet their needs; communicating information that makes people’ s lives
more efficient; creating exchanges that generate employment and wealth. But
marketing also raises ethical issues about excess consumption, unhealthy obsessions
and addictions, the impact we have on the environment and the communities in which

we live.

Based on the nature of marketing, it involves voluntary “exchange relationship where
both sides must be willing parties. The parties must be able to communicate which
could be through different instrument. Therefore, in today’s highly competitive
environment, business needs to better understand their customers, which who are the
most profitable, and how to best retain those customers. This understanding meets

through different channels which one is CRM.

“CRM is short for Customer Relationship Management, the industry term for the set of
methodologies and tools that help an enterprise manage customer relationships in an

organized way” (Strategic Management website- 2005). CRM helps companies make
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