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ABSTRACT

When the cost of attact a new customer is getting
higher, relationship marketing has become one of the
most important topics in contemporary marketing. How
to enhance customers’ trust and satisfactionisa
challenge for managers.

The Internet is a more efficient and effective way a
company can keep in touch with customers. For the
managers of a service firm, acritical problemisto
explore the relevant services that can be provided
through Internet to enhance customers’ relationship. The
purpose of this study isto explore the appropriate
relational bonds applied on the Net, depending on the
different degree of service complexity.
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