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ABSTRACT
The purpose of this study is to generate a framework of relationship marketing model, which can further be refered personnel. In the
mean time ,we are trying to explore now social culture factors affect the generation of customer relationship management. In this
study , we try to divide the relationship marketing into four dimensions from a real practice view . These four dimensions are contact
dimensions , trust-built dimension , transaction dimension and relationship dimension . We them group social culture factors into six
groups . By interviewing some experts in marketing , dimensions and social culture dimensions . According to the interviewing
reseclts , we found that , the social culture groups which significantly affect contact dimensions are material culture , language,
aesthetics, and social organization . The groups that significantly trust-built dimension are material culture and social organization
while the only group that affect transaction dimension significantly is social organization . The groups that significantly affect
relationship dimension are material culture and social organization .
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