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Abstract: This research aims to assess the profound impact of emerging information and 

communication technologies (NICTs) on the domain of relational marketing, a sector 

experiencing rapid evolution within the digital era. The study commences with a meticulous 

examination of the transformative shifts in consumer behavior and preferences, prominently 

influenced by the ascendancy of digital technologies such as social media, mobile platforms, and 

data analytics. This paradigm shift signifies a nuanced departure from traditional transactional 

marketing towards a more relational marketing paradigm, a distinction that, upon closer 

scrutiny, reveals its substantial relevance. Behind the veneer of seemingly inconspicuous 

changes lies a fundamental restructuring of marketing approaches. Transactional marketing, a 

prominent strategy for numerous businesses and organizations, is characterized by its emphasis 

on immediate transactions. It represents an approach where customers peruse a variety of goods 

on a website and proceed to make purchases, an operational model that the business actively 

encourages. This study seeks to unravel the intricacies of this transformative process and shed 

light on its implications for contemporary marketing strategies. 
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1. Introduction 

The goal of this study is to discuss the implications of the new information and 

communication technologies (NICT) for the relational marketing in opposite the 

transactional marketing and in transactional marketing, the marketing points to we 

“Entice consumer to visit Website” and to do some purchase; wherein relational 

marketing, the marketing philosophy is by building a long-term profitable relationship 

with a party to give us profit through using the inputs called customer satisfaction and 

İD İD 
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customer loyalty (Kaplan and Haenlein, 2010).Relational marketing is said to be 

superior to transactional marketing, in view of its focus on building long-term 

customer relationships and satisfaction, apart from financial benefits, derived from 

strong supplier-customer relationships. NICTs help give the long-term relationship by 

the enjoyment of joining, and then with that, straightforward correspondence and 

more focused marketing can occur. 

 

This study incorporates empirical, interpretative, and deductive methods to conduct 

the research about the extent to which NICTs influence customer attitudes and 

behaviors. The research brings out the importance of personalization in marketing, 

fueled by the adoption and analysis of digitally available customer data. It has been 

identified that in the modern-day marketing environment, technology is increasingly 

being used to fuse data with the marketing nurture process. This is a crucial discovery 

in the rapidly changing marketing world, where marketers are expected to know more 

and more about their customers, leading to deeper relationships and increased 

retention (Vargo & Lusch, 2004).The main purpose of this paper is to explore how the 

marketing has transformed with change in NICT and try to redefine the marketing in 

relational context with the NICT and customer and firm. The understanding of complex 

customer behavior in the digital era is a prerequisite to business success. The study 

emphasized to marketers to change with the changing technology and customers more 

and more digital and to develop further strategies of relationship marketing to make 

customers more and more sticky with the help of NICT. 

 

1.1. Theoretical and Conceptual Background 

1.1.1. Customer Orientation 

New Information and Communication Technologies, known as NICTs, are literally 

changing the face of the business world. These Technologies are making it easier to 

move away from the more traditional transactional marketing to a relationship 

marketing focus and this is increasingly important as a tool to win customer 

loyalty(Kaplan and Haenlein, 2010). Relationship marketing is an approach designed to 

cater for the higher-level needs of customers who value brands. 

 

This research has two main objectives: 

1. Examine the impact of NICTs on changing customer behavior over time, 

including how customers access products and services, their expectations, and 

patterns of engagement. 

2. Analyze the role of NICTs in enhancing the performance of relational 

marketing. Technologies like data analytics, social media, and mobile 
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applications play a crucial role in gathering customer insights, collecting 

feedback, and increasing customer satisfaction. 

 

NICTs have introduced platforms like social media for better customer engagement, 

brand building, and advanced data analytics to understand customer buying behaviors. 

These technologies enable businesses to establish two-way communication with 

customers, allowing for immediate feedback and dynamic interaction. This dynamic 

interaction is integral to relational marketing, as it facilitates communication, 

information sharing, and addressing customer preferences and concerns (Berry, 1983). 

 

1.1.2. General Information about Customer Behavior 

In this day and age of technology, the demand for near constant and detailed customer 

feedback is more pivotal to shaping a marketing strategy than ever because it is 

perpetually shown among numerous platforms. The effects of NICT’S are beyond 

reaching to customers who engage with and talk or people who own the customers for 

their expected ways of examples. In our modern-day society's worship, mass-

production not only demands all of the products and services it purchases to operate 

at excellence but also demands that every product and service purchased is tailored to 

every person has a sensual, mesmerizing, engagement. Challenge in consistently 

meeting these high expectations is of course to be able to devise, and utilize, 

information and communications technologies to create a customer experience that is 

satisfying and memorable(Berry, 1983). The following research will provide more 

analysis on these themes as well. In the first section of this report, the theoretical and 

conceptual framework, and also the foundation of this study, were covered through a 

closer look at customer orientation and Transactional Marketing and Relationship 

Marketing. Utilizing complex and rare language and the usage of abstruse and 

unorthodox ideas, the latter half of this course delves into the practical applications of 

NICT’s and delves deep into the aspect of NICT’s in the context of relational marketing 

and provides an in- depth analysis of consumer data and provide effective insights of 

using NICT’s to influence or change the consumer behavior. Full comprehension of 

customer orientation necessitates examination of patterns of customer behavior and 

messaging frequently employed by businesses in their marketing.  

 

1.1.3. Differences between Transaction Marketing and Relational Marketing 

The chapter presents the fundamentals of customer behavior and how technological 

advancements have helped in its evolution. It is during this chapter that the differences 

between transactional marketing and relational marketing are stressed as transaction 

marketing companies are only focused on fulfilling their contractual obligation to the 
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customer while relational companies go way beyond contractual obligations to please the 

customer. In order to appreciate customer orientation in today’s marketing, one must first 

examine how customer behavior has changed in light of evolving technological 

advancement, as well as explore how marketers themselves have adapted their strategies 

in response to these changes. This exploration serves to expose the shift from 

transnational marketing and a more cupcake and relay-oriented approach. It is often 

driven by technological advances, and consumer expectations in today's technology filled 

era. Over the past few decades, the Internet, social media, and mobile technology; has a 

great impact on our lives that affect the way we shop and make decisions. This change has 

created a new kind of consumer, the “multiple-screen consumer” In the market today, the 

consumer is fairly well-educated on the product(s) they intend to buy. So easy to the point 

that they have a multitude of options available to them with the click of a button on their 

computer to purchase something they have not even seen and they cannot touch; 

technology is progressing at incredible speeds! According to Pine and Gilmore (1999), 

customers want an experience which is individual to their wants and from which they get 

to interact as opposed to the traditional mass market society where customers want things 

fast and at the lowest price. Social media is a great tool for companies to be able to 

connect with their customers and bring attention to that company.  

 

2. Relationship Marketing 

2.1. Evolution and Techniques of Relationship Marketing 

In the age of advanced technology, people rely on the internet to research companies 

and products before investing their money. Social media plays a significant role in 

reaching potential customers and their networks, impacting customer behavior, brand 

perception, and engagement (Kaplan and Haenlein, 2010). 

 

2.1.1. Marketing Strategies: Transactional vs. Relational 

1. Transactional Marketing: Traditionally, it prioritizes individual sales transactions, 

focusing on profit and sales volume rather than customer needs. It relies on 

mass distribution and advertising with a one-size-fits-all approach. 

2. Relational marketing values long-term customer relationships, emphasizing 

retention, loyalty, personalization, continuous communication, and engagement 

(Berry, 1983). This shift moves from product-centered to customer-centered 

marketing, using NICTs for personalized engagement (Vargo & Lusch, 2004).The 

digital transformation empowers businesses with data analysis tools and insights 

from various platforms, allowing for more efficient marketing based on 

consumer preferences and increasing satisfaction. 
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2.1.2. Relationship Marketing Goals and Strategy 

The Omnichannel Strategy includes a plan to improve the ways that customers are 

shopping now. With increases in digital use at all levels, the way people are shopping is 

changing. With the change in behavior, customers are looking for the same experience 

at all points of contact with the company. Marketing must be consistent in all efforts 

between online and offline shopping. This is known as the customer's journey (Verhoef 

et al., 2015). 

 

Digital technologies are vital, as one can use online & digital marketing technologies 

and tactics in order to create an overall plan for digital marketing. This plan is also 

known as a digital marketing strategy and it is an overall game plan of how the 

business will reach its target, as Gill Sherry (2016) says. 

 

2.2. Consumer Behavior 

In the digital age, consumers are empowered with access to information, influencing 

their purchase decisions. The traditional linear purchasing journey has transformed 

into a complex, non-linear process with multiple touchpoints (Vargo & Lusch, 2004).  

Businesses must be transparent and agile to adapt to this change. Businesses now use 

digital tools, data analytics, and customer preferences to personalize marketing and 

enhance customer satisfaction. Transactional and relational marketing strategies differ 

in their focus, with relational marketing prioritizing long-term customer relationships. 

With the digital era of technology, the relationship in marketing has been evolving 

more into an interactive aspect of marketing through the use of social media, email 

marketing, or CRM systems such as salesforce or even oracle. The relationship in 

marketing is to build trust, loyalty, or brand advocacy with the company. The strategy 

in marketing is to personalize your customers, develop a personal relationship with 

your customer, impeccable customer service. Closing the relationships in marketing as 

a marketer will be your customer after the transaction. 

 

3. The NICT Approach and Survey Analysis 

3.1. General Information and Communication Technologies 

The emergence of New Information and Communication Technologies (NICTs) are 

changing the way businesses interact with their customers and the way businesses 

market and market to their customers.(Verhoef et al., 2015) NICTs include digital 

platforms, data analytics, AI, social media, and mobile technology to better understand 

the customer and build relationships with and market to the customer. Social media 

allows communication between customer and seller. Data analysis is used to create 

creative marketing and predict customer thinking, what customer will purchase the 
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product after. Different of ICT system like to one customer relationship management 

power by NICT way to the company to understand more about customer and feel good. 

One of the most significant changes in relational marketing is the introduction of 

NICTs, which enable better knowledge about consumer preferences and efficient 

product development. The shift from passive to active customer relationship 

management is a notable transformation. 

 

Digital platforms offer two-way communication and real-time engagement, making 

customer feedback and interaction more accessible. AI and machine learning improve 

customer targeting and campaign efficiency by processing large datasets. The following 

investigation was performed by collecting online survey to determine that impact of NICT 

to the customer perception, engagement and brand loyalty. Purchase behavior is 

significantly influenced by personalization via AI and data analytics. Social media and 

current mobile technologies are very powerful tools for customer interaction (Kaplan and 

Haenlein, 2010).  To conclude, NICT has changed marketing in every way. When it comes 

to individual tactics and their own personal preferences of customers, NICTT allows you 

to intrigue and include your customer. Customer Engagement, Brand Loyalty are the 

main factors of the survey and collected empirical data. 

 

4.Research Methodology 

In this research, we aim to understand the effects of cutting-edge information and 

communications technology (ICT) on relational marketing strategies. This study, in 

particular sets out to isolate how transforming data driven ICT innovations including 

for example artificial intelligence and advanced analytics alternate the production of 

relational marketing strategies. It examines them in the context of how these 

advancements are turning customer relationship management into personalized 

engagement. Moreover, the study will investigate how these technologies influence 

consumer loyalty and satisfaction but also map out weaknesses as well as 

opportunities emerging through a digital use of advanced ICT tools within relationship 

marketing practices. 

 

Below are two succinct research hypotheses concerned with the effect of cutting-edge 

information and communications technology on relational marketing strategies. 

 

H1 - The use of advanced ICT tools, including artificial intelligence and data analytics 

greatly enhances relational marketing strategy effectiveness through the improved 

ability to personalize interactions with customers. 

 



Exploring The Impact of Cutting-Edge Information and Communications Technology …  67 

 

H2: Firms incorporating advanced ICT in their relational marketing strategies would 

obtain greater levels of customer loyalty and satisfaction as compared to those which 

avoided reliance on traditional modes of service delivery (Control I firms). 

 

4.1. Sample 

The present study employed a focus group methodology to gather primary data with 

the aim of examining the effects of influencer marketing on the purchase behavior of 

Gen Z and Millennial customers living in Türkiye. In order to obtain a deeper 

understanding of how influencer marketing influences the purchasing decisions and 

behaviors of the target audience, a series of sixteen questions was used in the focus 

group method. These questions were intended to facilitate qualitative discussions and 

exchanges among participants. The conversations were captured on video and written 

down for in-depth examination and understanding. 

 

A wide range of volunteers representing different cultural backgrounds and life 

experiences were specifically chosen for the sample. two women and four men made 

up the balanced gender representation of six participants in each focus group. In order 

to guarantee rich and different perspectives, the selection criteria placed a strong 

emphasis on active social media usage, awareness to societal trends, and a diversity of 

employment experiences. 

 

The classifications of the groups were as follows: 

First Group (Ages 18–25): This group represented younger Millennials and Gen Z from 

various cultural contexts and consisted of two women and four three men from Bosnia, 

Morocco, Türkiye, and the Uyghur people. 

 

Second Group (Ages 26-34): This group represented somewhat older Millennials with a 

variety of cultural influences. It was made up of three women and three men from Iran, 

Lithuania, and Türkiye. 

 

Third Group (Ages 35–41): This group, which consisted of three men and three women 

from Greece, China, Pakistan, and Türkiye, offered perspectives from both younger and 

older Gen Xers and Millennials with a range of cultural experiences. 

 

4.2. Data Collection 

The primary data collection method is through semi-structured interviews. Each 

participant provides qualitative responses, sharing their observations and experiences 
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related to how new ICT has influenced relational marketing practices in their respective 

countries 

 

4.3. Research Instrument 

It's possible that the interview questions are intended to extract specific details about 

the participants' thoughts and observations about how ICT is affecting relationship 

marketing. A thorough examination of the subject is made possible by the responses' 

open-ended format. 

 

4.4 Data Analysis 

To find recurrent themes and patterns in the responses, qualitative data analysis 

techniques like thematic analysis may be used. Finding significant insights and 

comprehending similarities or contrasts among the various viewpoints are the 

objectives. 

 

Table 1. Participant Demographics 

Group Age range Gender Cultural Backgrounds 

1 18-25 2 Women, 4 Men Bosnia, Morocco, Türkiye, Uyghur 
 

2 26-34 3 Women, 3Men Iran, Lithuania, Türkiye 

3 35-41 3 Women, 3 Men Greece, China, Pakistan, Türkiye 

 

Table 2. Key Themes from Focus Group Discussions 

Theme Group 1 (18-25) 
 

Group 2 (26-34) Group 3 (35-41) 

Influencer Trust  

 

High trust in influencers; 

seen as authentic 

Trust varies; some 

skepticism present 

Lower trust; more critical 

of influencer motives 

PurchasingBehavior 

 

Influencers significantly 

impact purchases 

Moderate impact; more 

influenced by product 

quality 

Minimal direct impact; 

influencers seen as 

promotional tools 

Social Media Usage 

 

Heavy usage; strong 

influence from social 

media platforms 

Moderate usage; 

balance between social 

media and traditional 

media 

Less frequent usage; 

preference for traditional 

media 

Cultural Impact 

 

Influencers often reflect 

cultural trends and values 
Cultural context affects 

perception of 

influencers 
 

Diverse cultural 

perspectives; more 

critical of cultural 

appropriateness 
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4.5. Cross-Cultural Comparison 

Using a comparative methodology, the research conducts interviews with people in 

various cultural and market contexts. This makes it possible to comprehend how ICT 

functions differently or similarly in different places when it comes to relationship 

marketing. 

 

4.6. Validity and Reliability 

Efforts may be taken to guarantee the reliability and credibility of the data in order to 

improve the validity of the study. The consistency of answers and the thoroughness of 

data analysis determine reliability. 

 

4.7. Ethical Considerations 

To make sure the study complies with ethical guidelines for research, ethical issues 

such informed consent, confidentiality, and respect for participants are probably taken 

into account. 

 

In summary, semi-structured interviews are used in a qualitative, cross-cultural 

manner as part of the research methodology to investigate and comprehend the 

diverse viewpoints of people from other nations on the impact of modern ICT on 

relational marketing. 

 

Evaluation of hypotheses: H1: The use of advanced ICT tools, including artificial 

intelligence and data analytics, greatly enhances relational marketing strategy 

effectiveness through the improved ability to personalize interactions with customers. 

 

Focus Group Data Insights: The focus group data you provided does not directly 

address the use of advanced ICT tools like AI and data analytics in relational marketing 

strategies. The focus is on influencer marketing and its effect on purchasing behavior 

across different demographic groups, not on ICT tools or personalization through 

technology. 

 

Evaluation: Since the data does not cover the impact of advanced ICT tools on 

relational marketing strategy effectiveness or personalization, this hypothesis cannot 

be confirmed or rejected based solely on the focus group findings provided. To 

evaluate this hypothesis, you would need additional data specifically related to the use 

of ICT tools in marketing, customer interactions, and how personalization impacts 

customer loyalty and satisfaction. 
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H2: Firms incorporating advanced ICT in their relational marketing strategies would 

obtain greater levels of customer loyalty and satisfaction as compared to those which 

avoided reliance on traditional modes of service delivery (Control I firms). 

 

Focus Group Data Insights: The focus group data emphasizes the influence of social 

media influencers on purchasing behavior, varying by age group, and the preference 

for traditional media among older participants. While this indicates some level of 

preference for traditional modes of media, it does not provide specific insights into the 

broader context of customer loyalty and satisfaction as influenced by advanced ICT 

tools versus traditional methods. 

 

Evaluation: Like Hypothesis H1, this hypothesis cannot be directly confirmed or 

rejected based on the provided focus group data. The study does not address the 

comparative effectiveness of ICT versus traditional methods in enhancing customer 

loyalty and satisfaction. Evaluating this hypothesis would require data on customer 

experiences and satisfaction levels related to firms using advanced ICT versus those 

using traditional marketing methods. 

 

5. Conclusion 

The results of the survey that was given to the respondents revealed a lot of 

fascinating information about the effects that NICTs have on customers and how 

relational marketers employ them. The data's findings highlight the significance of 

these technologies for advancing personalization, enhancing the consumer experience, 

and fostering connections. In the current digital business landscape, NICTs are 

essential for achieving goals related to relational marketing with customers. As a firm, 

you need to possess this knowledge and expertise to be successful. 

The ultimate fusion and consequences of new information and communication 

technologies in the relational marketing realm could be outlined as: The effect of new 

information and communication technologies (NICTs) on relational marketing is the 

way businesses now meet targeted customers, so the purpose of this paragraph is 

details the new way businesses can interact with customers. The depth of this paper in 

its entirety has looked into different areas of this change which is broken down into a 

few chapters. The first chapter of this investigation depicts the advancement of 

customer conduct in the advanced period with an extensive concentration on customer 

direction. Among the most important components of marketing cited were from the 

20th century where; the emphasis on building long-term customer is known as 
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relationship era of marketing and second recognized component of marketing during 

this period was known as changing era in development of marketing from transactional 

marketing to the retention of business relationships, show that relationship is playing 

key role during this period (Kotler & Armstrong, 2010, p, 10). NICTs can empower 

customers making them far more knowledgeable and will let them desire customized 

experiences (Smith & Wiese, 2007). 

 

Relationship Marketing and how the concept began and the different Strategies used, 

focusing towards Customer Relationship Management, Social Media Engagement and 

Content Marketing (Peppers & Rogers, 1997; Kaplan & Haenlein, 2010), the chapter 

also mentions that brands are finding ways to get consumers to love their brand even 

more through having them join like communities thereby increasing the customer’s 

Lifetime Value (LTV). With an impact on customer behavior and brand loyalty as 

concluded in Chapter 3- NICT Approach and Survey Analysis. The survey results show 

the impact of relationship marketing. The results from the survey of personal 

marketing, social media, and mobile technology are a few of the highlights from 

Chapter 3 (Davenport 2020, De Vries et al., 2012). The introduction of this research 

paper details many implications of the research for marketers and businesses some of 

which may be higher costs because of personalization. We have learned through our 

research that personalization is important to the consumer and that creates more 

demand for personalization. Using data analytics and AI, marketers and businesses 

need to know that if they want to compete on the experience then they have to deliver 

more personalized experiences (Rust & Huang, 2014). Using social media Strategically: 

social media has now become a necessity when companies deal with their customers. 

In order for businesses to really make a great customer experience through social 

media, they have to know how to use these platforms. They should create an 

environment favorable to opportunity and have to create some loyalty for the people 

who believe in their brands (Kaplan & Haenlein, 2010).  

 

According to Shankar et al. the range of the second market trend is that the 

importance of mobile platforms keeps rising, and businesses need to invest in creating 

mobile-friendly interfaces and apps to enhance their customer experience. Another 

method is to use transaction-based marketing to start establishing relationships with 

their potential customers. This involves the company trying to get people's attention 

through posters or á TV ad, once they have their attention, they can then interact with 

them. Then once they have interacted with them, they try and get their details then this 

is where the interaction with the customer ends. The next way companies can do this 
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is through relationship-based marketing. Relationship based marketing relies on 

developing long term relationships with customers to be able to target sites profile of 

the consumer (Payne & Frow, 2005).  

 

Several emerging trends will influence the use of NICTs in relational marketing in the 

future. One is the continuing improvement in businesses' ability to provide highly 

personalized experiences and predictive marketing strategies through the use of even 

more advanced AI and Machine Learning technologies (Davenport et al., 2020). While 

this is a simple form of technology, it is used very often which makes it prominent in 

people’s everyday life. Because technology is used so often society mostly relies on it, 

other ways that technology helps social interaction is with augmented reality (AR) and 

virtual reality (VR).  

 

As Javornik (2016) argued, these two technologies will have a big impact on building a 

more immersive and interactive customer experience. Voice-activated technology has 

experienced significant growth in popularity in recent years with the development of 

IoT devices and voice-activated assistants (Laudon & Traver, 2018). As voice-activated 

technology has advanced, developers have created new IoT devices and voice-activated 

assistants that have brought forth a plethora of opportunities to companies in their 

customer engagement and data collecting initiatives (Laudon & Traver, 2018). The 

predicaments around ethics and confidentiality of customer information are more and 

more important as organizations unquestionably use more customer facts. It is 

imperative that corporations confront these obstacles in an ethical manner since 

customers place an immense amount of trust in their hands (Martin, 2016).  

 

Overall, Customer transactions and data management could be saved on the Block-

Chain that can help protect data, offer transparency, change the way trust is made, 

more than that it’s very quick reaching a consensus before updating the ledger as at 

when due (Iansiti, M., & Lakhani, K. R. 2017). Thus, the networking between the 

producer and consumer on customer decision journey and opportunities are the role of 

new information and communication technologies (NicTech) which are increasing and 

which are representing quite the challenge for brands. But also have opportunities to 

overcome these challenges if they want to continue to reach high customer levels, the 

companies have to keep up to date with the latest technology and change their 

strategies to accommodate the changes the customers are expecting. The future of 

relational marketing is poised to be more personalized, interactive, and technologically 

driven, emphasizing the importance of ethical practices and customer centric 

approaches. 
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