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ABSTRACT

Relationship marketing is a relatively new marketing concept, which is in line with
today's social environment where society is changing day by day, competition is becoming
more intense, and profits are gradually becoming meager. Through reading relevant
domestic and foreign literature, this article believes that the focus of relationship marketing
theory is to straighten out the relationship between enterprises and the above-mentioned
individuals or groups, and put consumers as the top priority in the main position, and try to
satisfy consumers Therefore, this paper combines relationship marketing theory and
customer loyalty theory to realize the research of theoretical strategy combination.

This paper conducts in-depth research from two perspectives of theoretical research
and case analysis. Based on relevant research results at home and abroad, with relationship
marketing as the framework, the improvement of customer loyalty is the goal and core, and
countermeasures to improve the marketing capabilities of enterprises . On this basis, with
the help of the research data of Y Food Company, a more systematic and detailed customer
loyalty improvement strategy under corporate relationship marketing is formulated, which

provides the possibility for the improvement of Y company’s marketing capabilities.
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