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Relationships and Relationship Marketing: An

Interdisciplinary Perspective
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Conclusion

Relationship marketing has reached a critical juncture, with some authors questioning the extent to
which robust theories have emerged, since “the perception of relationship marketing varies between
authors” (Gummesson 1994). It reflects continuing concerns relating to the delineation of an
appropriate domain (O’'Malley and Tynan 2000) since till now the concept is only something
“ambiguous and not-specific” (Palmer 2000). Moller and Halinen (2000) also state that “what we have
is a variety of partial descriptions and theories focusing on the broad content of the phenomena

researchers have labeled relationship marketing”. The underlying bases of the different RM theories
are so discrepant that one those not expect to see any unification into a “general theory of relationship
marketing”. Because relationship marketing, as a concept, represents only a part of a broader issue:
relationships. Most writers simply talk about relationships or a move for a transactional to a relational
approach, with an implicit assumption that the reader understands what is meant by relationships and,
of course, that such an assumption is undoubtedly correct. But is this true, do we all share the same
understanding of what constitutes a relationship? (Zolkiewski 2004).
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