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Abstract 

 In order to promote the best offer to the customer, 
we need to integrate best methods for building and 
maintaining a relationship with customers. This 
objective is more developed with the arrival of new 
Information and Communication Technologies. 
Internet revolutionizes Marketing Approaches and 
offers new challenges to the Customer relationships 
Management. Internet participates on the 
emergence of new fields of relational interaction 
“one to one”. 
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1.Introduction  
 
Internet is a global phenomenon [1], which has a 
revolutionary impact on the practice of marketing 
[2, 3]. Internet reproaches the organization to its 
consumers [4]. It must be considered as an 
interactive [5] and as a relationship marketing 
technologies [6]. Internet use will become more 
involved in improving the management of the 
relationship while considering the customer more 
active [7]. Thus, at the level of this article we will 
try to understand how the integration of the Internet 
will favorite the emergence of a new approach of 
marketing based on Customer Relationship 
Management. The objective of this paper is to 
present the emergence of relational marketing 
approach and to understand the challenges of the 
Internet for relationship marketing through the 
evolution of the information system and the 
development of a new form of interactive 
relationship “one to one”. 

2 .Internet use and evolution to the 
relational approach  
 

2.1 The emergence of the relational approach 

 
The relational approach has been developed in 
services [8]. The principal of this approach is to 
move from a marketing oriented product to a 
marketing oriented customer. Relationship 
marketing was initially opposed to transactional 
marketing.  The transactional exchange involves a 
little frequency of interaction between the two sides 
of exchange. Each transaction is independent of all 
other transactions. The identity of the parties in a 
transaction is ignored in the relationship. The 
interdependence between the parties exchange is 
minimal with the presence of conflicts of interest 
and low union between partners. The customer   
aims to maximize gains with a lack of honesty 
during a transaction.  

In The relational approach, the relationship between 
the parties exchange is defined as the result of their 
previous interactions. The company seeks to 
establish the continuity and stability with its 
customers. Each transaction must be viewed in 
historical terms. Motivated by international 
competition, relationship marketing evolved the 
awareness of companies and the collaboration 
between partners.  It could deliver a competitive 
advantage to other companies. In the area of 
services, relationship marketing is defined as the 
marketing that can attract, maintain and strengthen 
the relationship with the customer, with the 
presence of mutual benefit and respect for promises 
[9]. It should refer to all business activities and can 
develop and maintain successful relational 
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exchanges with the customer [10]. The concept of 
relationship marketing is also extended to all forms 
of successful relational exchanges with suppliers, 
buyers and partnerships. Whatever the debate about 
the merits of including other relationships, 
customers is be still at the center of all 
conceptualizations of marketing relationships [7].  

 
2.2 The relational approach and the Internet 
challenges 

The marketing relationship has attracted more 
attention from the disciplines. It captures two 
opportunities: expansion of relations and reduction 
of customer defections. Indeed, in a relational 
exchange each party provides benefits comparable 
to those received [11] .There's a positive equity in 
relation of each party [12].  

This interest in the relational approach can be 
explained by the need of new approach in 
marketing in order to increased competition and 
changing markets. This desire to promote better 
customer service is increasingly developed with the 
arrival of new entrants in the field of service via 
Internet.  New channels (Internet, Call Center, 
MMS ) are opened new fields of interaction with 
the customer. These technologies have facilitated 
the integration of a marketing collaboration and the 
mutual understanding in order to maintain the 
relationship of the company with the customer [13, 
12].The challenge is to create a new relationship 
between brand and customer. This relationship 
should take the form of an interactive process 
between the brand and its customers [14]. Thus, 
under the influence of the Internet, traditional 
marketing is evolving towards a more relational 
marketing. The transition from transactional to 
relational brand facilitated by the use of Internet 
encourages a critical dialogue. Brands have a new 
relational technology across the web to develop 
their speech without the physical constraints of 
traditional mass media [14].  Internet is able to 
allow the company to deal with relationships with a 
variety of groups with each behavior and different 
needs. It is now possible for every company to be in 
contact with its customers. This interaction can 
reconcile research personalization and mass 
distribution.  

 
3. The Challenges of internet use and the 
evolution to Marketing relationships 

Internet has now become an essential requirement 
for establishing effective relations between the 
company and its customers [3]. While allowing 
exceeded temporal or geographical limitations, and 
adapting to multi-media transmission [15].The use 
of Internet has participated in the emergence of 
relationship marketing with maintaining and 
building lasting relationships with customers by 
providing the evolution of the marketing 
information system and the emergence of a new 
form of social interaction and personalization. 

 
3.1. The evolution of the marketing information 
system  

 
The desire to promote the best service to the 
customer is more developed with the arrival of new 
entrants in the field of service via Internet.. 
Companies are changing and they become virtual. 
This deployment of relationship is increasingly with 
technology networks. Banks did not wait for the 
arrival of the information to develop telematics 
relations. These were built either by Minitel or by 
computer link, especially for corporate clients [16]. 
Acommercial Internet offers several benefits to 
consumers and affects the nature of the business 
relationship. It promotes the transition from a 
conventional and relatively static approach to a 
proactive and dynamic approach, while promoting 
more opportunities for interaction between the 
company and its customers at lower cost. The 
company provides the means to exercise this new 
approach (e -mail, discussion forums).The sharing 
of information will be the result of the willingness 
of partners that derive from the awareness of the 
opportunities offered by the information revolution. 
It must meet the expectations and demands of 
consumers who are more informed and which have 
more choices and are becoming increasingly 
demanding. The customer must constantly expand 
the range and the company must give more choice 
and satisfaction. The company is trying to analyze 
much information about customers. Such a source 
of updated information allows better targeting of 
offers and makes it possible to anticipate the 
behavior and needs of the customer [17]. As a 
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result, the companies are based on a detailed 
knowledge of the client profile and can draw 
information collected to forge more loyalty. This 
customer focus can promote the relationship 
management with the emergence of offensive 
actions and the development of the customer base 
[18]. It is not therefore surprising to observe that the 
new forms of relationship management are all 
designed to build relationships while enjoying the 
use of new information technologies and 
communication. Companies will be forced to put 
the customer in their information systems in order 
to create a value. 

 
3.2 The emergence of a new form of social 
interaction and personalization 

Use of the Internet enhances the links between 
partners. In this context, the Internet 
communication allows to listen and to understand 
the various stakeholders of the company and 
redefine the nature of the relationship. Brands have 
a new relationship and interactive tool with 
customer. A new form of social interaction is 
established between the company and the customer. 
This interaction is based on the principle of: 
Observation, Understanding, Adaptation, Response 
and Attention [19]. 

 
Company establishes new relationships with 
customers by personalizing his speech as well as its 
benefits. It recognizes each customer and 
encourages them to provide as much information 
while promoting an interactive dialogue that 
nourishes databases through a learning process. The 
dialogue becomes more efficient and easier when 
the company recorded exchanges with his client and 
noting the needs of customer. The company 
becomes able to understand the new features and 
the specific needs of the customer. This knowledge 
is tribal. The purpose of this relationship is to 
construct a sustainable exchange and to valuing 
loyalty relationship. The distribution of trade 
incorporates a learning experience and gives 
additional information on the behavior of the 
partner. The purpose of this is to give advanced 
knowledge of exact customer. The adaptation to the 
nature of the new exchange between the company 
and the customer provides more responsiveness and 
flexibility form. It is necessary to start the dialogue 
on an equal footing. The relationship must be based 

on a real exchange involving the customer and must 
include his wishes in a database data [20].In fact, 
the customer expects the company to listen and 
understand their concerns in order to propose the 
best solution. This dialogue is reinforced by the 
approach of management customer relationship 
which is based on the principle of understanding the 
needs and to offer differentiation and 
personalization [7]. 

Marketing "one to one" is indeed a differentiating 
expertise in promoting a permanent and 
personalized relationship with customers. It offers a 
virtually unlimited space for information and 
interactivity, while promoting the opportunity in 
order to adjust to market conditions and to reduce 
costs. In contrast to mass marketing that aims to 
increase economies of scale through 
standardization, the “one to one" marketing helps to 
improve business quality by offering personalized 
services. This expertise and intelligence in 
managing relationships provides interactive 
marketing "one to one" and could lead to customer 
satisfaction by providing qualitative benefits and by 
promoting customer satisfaction and loyalty. 
Indeed, before being an innovative marketing 
strategy, the "one to one" has always been 
presented as a philosophy to satisfy the Customer 
and to make attention at all times to individual 
desires and needs of customer. The objective is to 
build a personalization of the offer [7].  

 
4. Conclusion  

 
Internet is able to establish the relationship. It 
allows a company to communicate with both clients 
individually while allowing the adaptation of the 
offer to a specific profile of customer. The Internet 
information exchange leads to more flexibility. The 
Internet is use to build and maintain a real 
relationship. Internet allows a company to 
communicate with each customer individually.  

The permanent and identified information exchange 
via the Internet leads to a better personalization of 
the offer. This relationship is greatly strengthened if 
it is personalized. This is made possible by the 
emergence of new technologies and new methods 
of marketing [21]. The most advanced companies 
are those that are able to use the Internet in order to 
make more interactive relationship with their 
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customers and implement processes with high 
added value .The relationship becomes increasingly 

a challenge at the time of electronic commerce [22].  
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