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ABSTRACT 

 

“The purpose of business is to create and keep a customer”. This is famous quote was 

given by famous American Educator and Writer (1909)  on Entrepreneurship. This quote 

also can be associated with relationship marketing ,as we know Relationship marketing is 

about establishing long term relationship with the customers rather than short or one time 

affair.Hence this paper discusses on the growing need for Relationship marketing among 

Entrepreneurs in the Indian scenario. As the post-liberalization and globalization era has 

brought with it a growing middle class - roughly estimated to be 250 million - and rising 

disposable incomes and India has a very wide scope for young entrepreneurs to develop 

thus has a huge potential, which if tapped can be a veritable gold mine for them. 

Entrepreneurs can make the best of this by catering to various demands of customers with 

their creativity and also by practicing relationship marketing. The author has discussed 

the importance of all three strategies of relationship marketing as Acquisition, Retention 

and Win-Back for maximization of profits to young growing entrepreneurs. 

 

INTRODUCTION 

 

According to A Schumpeter “The entrepreneurship is essentially a creative activity or it 

is an innovative function . The economic activity with a profit motive can only be 

generated by promoting an attitude towards entrepreneurship. The renewed interest in the 

development of entrepreneurship to take up new venture should emphasize on the 

integrated approach. The developments of entrepreneurship will optimize the use of the 

unexploited resources; generate self-employment and a self sufficient economy.  

 

Pre- Requisites of Entrepreneurship 

• Creative mind, 

• Risk taking capacity  

• Need to achieve  

• Support of infrastructural facilities and  

• Cultural acceptance  

• Recognition 
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GROWTH OF ENTREPRENEURSHIP IN INDIA 

India is the fifth largest economy in the world (ranking above France, Italy, the United 

Kingdom, and Russia) and has the third largest GDP in the entire continent of Asia. It is 

also the second largest among emerging nations. The liberalization of the economy in the 

1990s has paved the way for a huge number of people to become entrepreneurs. 

Moreover, in India, the post-liberalization and globalization era has brought with it a 

growing middle class - roughly estimated to be 250 million - and rising disposable 

incomes. This presents a huge potential, which if tapped can be a veritable gold mine. 

Entrepreneurs can make the best of this by catering to various demands of this segment. 

India, with its abundant supply of talent in IT, management, and R&D, has become the 

hot bed of outsourcing of services from all parts of the globe where companies can 

reduce their costs, but not their quality [If the foreign company chooses the right Indian 

partner. India is ninth in the Global Entrepreneurship Monitor (GEM) survey of 

entrepreneurial countries.  It is highest among 28 countries in Necessity based 

entrepreneurship, while 5th from the lowest in opportunity based entrepreneurship. 

Indians have entrepreneurial capacity.  However the society and government are not very 

encouraging towards entrepreneurship.  To a large extent, the Indian society is risk 

averse.  People usually seek secure and long-term employment, such as government jobs. 

The physical infrastructure needs to be improved.  Social Attitudes, lack of capital, 

inadequate physical infrastructure and lack of government support are major factors of 

hindrance. Its corporate and legal systems operate with greater efficiency and 

transparency than do China’s. The Government has encouraged entrepreneurship by 

providing training and also the facilities to succeed, particularly in the rural areas. One 

style of innovation that really works in a country as large and diverse as India, is 

grassroots innovation: this includes inventions for a milieu that is quintessentially Indian. 

In terms of improvement, there needs to be an increase in the quality and quantity of VC / 

Angel Investors in India. Also, the Governments need to still continue reducing the 

administrative burden on entrepreneurs, and coordinate among their agencies to ensure 

that the necessary resources are directed where they are needed. The physical 

infrastructure needs to be improved. Socially, the Indian society is adapting to a more risk 

friendly environment and also looking for jobs in the private sector 

RELATIONSHIP MARKETING 

The quality of your life is the quality of your relationships.”- quotes a famous author “ 
Anthony Robbins”. This quote is also applicable to be successful as young entrepreneurs. 

Relationship Marketing is a marketing strategy whose objective is to establish and 

maintain a profitable, long-term relationship with a customer, which goes beyond the 

initial contact. Relationship marketing is a form of marketing that evolved from direct 

response marketing, it places emphasis on building longer-term relationships with 

customers rather than on individual transactions. Relationship marketing involves an 

understanding of customers' needs and wants through their lifecycle and providing a 

range of products or services accordingly.The term relationship marketing was 

popularized in the 1980s when the focus of marketers started to switch from customer 
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acquisition to customer retention. The concept was strongly influenced by reengineering 

theory, which was gaining currency at the same time: organizations undergoing 

reengineering became structured according to complete tasks and processes rather than 

functions, i.e. cross-functional teams should be responsible for a whole process, from 

beginning to end, rather than having the work go from one separate functional department 

to another. Traditional marketing is said to use the functional department approach, 

which is now deemed too limited to provide a usable framework for assessing and 

developing customer relationships. In today’s sophisticated consumer environment, an 

alternative model where the focus is on customers and relationships rather than markets 

and products is now required Relationship marketing is cross-functional and is organized 

around processes that involve all aspects of an organization. Many commentators prefer 

to call it "Relationship Management" in recognition of the fact that it involves much more 

than that which is normally included in marketing and the practice of relationship 

marketing has been greatly facilitated by several generations of Customer Relationship 

Management (CRM) software 

 

ROLE OF RELATIONSHIP MARKETING IN ENTRENEURSHIP 

Relationship marketing is about establishing long term relationship with the customers 

rather than short or one time affair. So, it involves understanding consumer’s needs 

throughout his changing life cycle and providing the goods and services accordingly. It’s 

all about meeting customer’s expectations and converting them into content and loyal 

customers. This not only helps in retaining the customers but also in increasing the 

customer base and in generating repetitive sales and hence in the growth of the business. 

Thus relationship marketing is about establishing, developing and maintaining 

relationship with the consumers.Relationships between a company and their customers, 

distributors, employees, referral sources, are vital to continued, sustained growth, and 

stability. Loyal relationships with these valued individuals make for a strong bottom line. 

With well-planned relationship marketing efforts using spaced repetition education i.e. 

keeping your company name in front of the customer.  In today’s market with people 

being bombarded with all types of media, it takes the customer seeing you and/or your 

marketing material a minimum of at least 7 to 10 times before it will get noticed and even 

then there will need to a perceived need on their part, a perceived valued added on your 

part.  Entrepreneurs should understand the need for Relationship Marketing as customer 

relationships are the lifeblood of every good company. Entrepreneurs should take care of 

three major aspects of Relationship marketing. 

• Acquisition – To acquire potential customers. 

• Retention – To retain existing customers 

• Win-back – To win back lost customers 
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ACQUISITION 

Today in this global world of cut throat competition and the motivation of every 

entrepreneur is maximization of profit by customer satisfaction. It is the customers the 

end users (decider’s) of any product has become all the more important as they have a 

key role in the success and so every organization is in the race to attract and attain their 

customers and relationship marketing acts as a boon in retaining the customers and 

achieving success by building trust. As we know a satisfied customer also become vital 

part of the organization buy advertising about the organization and the product by word 

of mouth. It is seen people generally take opinion from their peer group or friends rather 

than relying on media advertisements in case of services and costly goods. Hence 

relationship management requires low cost to keep an old client satisfied rather than in 

attracting new clients which involves higher costs. Hence ‘relationship marketing’ proves 

to be a win -win situation both to the organization as well as the customer. Limitation of 

new features and offers on products and services, marketing strategy has become a very 

common and short lived marketing tool for all brands present in the market and that is 

why product and service differentiation have become tough. So, in such cases, 

relationship marketing not only helps to creates new customers but also helps in the 

retention of old customers which is a very vital step for profit maximization of any 

business. 

Entrepreneurs can achieve potential client by:- .   

• Meeting face to face 

• Telephone follow up calls 

• Mail campaigns – both email and US Mail 

• Gifts of promotional products – something they will see and use everyday (i.e. 

coffee cup, a candy jar for their desk, or make it industry specific – give a 

contractor a measuring tape, etc.) 

 

RETENTION 

According to customer relationship management experts, companies can increase revenue 

by 50% if they retain only 5% more of their customers. If the entrepreneurs stay  in touch 

,develop and nurture the relationship with the existing customers ,it will have major 

impact on the retention of their existing customers. Entrepreneurs should  have the clear 

understanding of the potential profits in keeping existing customers happy versus 

constantly acquiring new ones. As  it  is proven that that two-thirds of customers switch 

from one company to another because of a perceived attitude of indifference from the 

former company, it makes sense for entrepreneurs to focus as much attention on customer 

retention as you do on customer acquisition , to not to be a victim of indifference. 

Developing  a good relationship marketing program having  consideration both for 

customer relationship marketing, and customer acquisition through relationship 

marketing would help us to come out this problem of loosing existing customers and 

retaining them and also would help us in acquiring new customers.  Jill and  Michael  

(Feb 2000) state that Over the last decade, Corporate America has awakened to the 

benefits of customer loyalty and retention, with many companies committing substantial 
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resources for the purposes of retaining customers and keeping them happy. To truly win 

long-term customer loyalty, companies should not exclude win-back from their loyalty 

building strategies While defection is slowing in many companies, customer losses still 

run 20% or more for the average firm. 

Entrepreneurs can retain existing clients by Solidify loyal relationships with your most 

valuable customers. Business owners tend to be driven, both financially and 

philosophically, to make cold calls, pursue new contacts, and acquire new customers. But 

often, little thought is given to nurturing relationships with the customers they already 

have. Given that acquiring a new customer can cost five times more than retaining an 

existing one, this can be a costly approach. Customers who are continuously courted, 

interacted with, and reminded of your company's presence are less likely to go racing off 

when competitors come calling. Making those customers feel recognized, known and 

appreciated can go a long way toward locking up their loyalty. And, it's also a great way 

to get them referring others.  It also is important that entrepreneurs should have database 

which should contain important dates like birthdays, anniversaries.  Joe Girard, the 

world’s greatest salesperson, kept his name in front of his customers by remembering 

their birthdays and anniversaries by sending them a card. Christian Fea  says  that getting 

a clear idea of the relationship between prushase time and consumption time for each of 

your customers will help you to better facilitate a successful long term relationship with 

your clients . Understanding customer life cycle are one step towards building a 

successful relationship marketing strategy and ensuring the longevity of you business. 

Entrepreneurs can retain existing customers by:-.   

• Ideas for using Promotional Products and Automated Greeting Card System  

•  Creating goodwill with existing customers 

• Keep your message always in front of your targeted base   

• Offering  a gift with purchase 

•  Give-a-ways at trade shows and expos 

• Employee incentives to increase production and job satisfaction 

WIN BACK BUSINESS 

Restore broken relationships and win back business. Regardless of how effective your 

customer retention efforts are, some relationships will inevitably break down. For various 

reasons, certain customers will suspend their relationship with you and your business. But 

those relationships aren't lost. You can win back these once-valuable customers. Often 

times, repairing a broken relationship is more efficient than trying to build one from 

scratch. But many companies make the mistake of attempting to re-acquire lost customers 

in the same way that they acquire new ones. But failing to use what you know about 

those past customers -- and what they know about you -- to your advantage can cost you 

time and money.  Promotional products and automated greeting card system lets you 

minimize the potential for losing a client or customer, and also streamlines the process of 

acquiring new ones, all at a cost that cannot be matched in any other customer acquisition 

or retention system. So, if you have not formulated a marketing plan that includes a focus 

on relationship marketing with promotional products and an automated tool like ours, you 
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owe it to yourself and to your business.Mavis and Melissa,2009, state that the moderating 

role of personality traits on the relationship between satisfaction-driven relationship 

quality and behavioral loyalty. As customers’ overall satisfaction with the retailer leads to 

quality customer–firm relationships and ultimately, behavioral loyalty to the retailer. The 

impact of relationship quality on behavioral loyalty depends on the consumer's 

personality traits, i.e., consumer innovativeness, variety seeking, and relationship. Hence 

relationship marketing is not universal, thereby refining our understanding of the 

relationship between customer behavior and relationship marketing.  

Entrepreneurs can win- back customers by:-.   

• Minimize new customer acquisition costs 

• Reduce negative word-of-mouth 

• Better understand the customer process for relationship termination so that 

appropriate intervention and recovery steps can be taken 

• Develop a profile for lost customers that can help detect ‘at risk’ customers 

• Build customer recovery into the customer-focused culture. 
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