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Abstract

R elationship’ médrketing gnd comimunicationyhas been
widely fdis€ussed among practitioners_‘werldwide., Many
studies have [begn conducted (o inCrease the understanding ‘of this
strategy concept. In_ dhatland,"academics, and practitioners| alike
have taken|a | very [Keen interest in this topicsWhile npmerous
articles and\ bogks, academic and busin€ss related ‘eontinue to
explain the principleterms and successful case studies? However,
there are rarcly “any studi€s’ on the_relationship magketing and

communication, or marketing~database.

Thanks (o |napid technologicdl | innoyation, at | piesent,
marketers and| communicatoss i can easily \utilize sinformation
technology (IT) to get closer to customer insight for further
brinkmanship. The intelligent use of a marketing database helps
marketers and communicators to identify targeted customer s

behaviour and their purchasing style in order to implement
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effective marketing research, and create a marketing
communication plan as well as customer relationship
management (CRM). There is an urgent need to

revisit and reconsider the value of marketing
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database. This article tries to illustrate and stimulate
the awareness of how important a marketing
database is, including the requirment of practitioners

of database management.
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1. nagnsni1sIzaaIn (Market Penetration
Strategy)
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2. nagnsmsWannaaia (Market Develop

ment Strategy)
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Development Strategy)
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