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Dos & Don'ts for Organization Pursuing Relationship Marketing
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Abstract

Many companies claim they pursue and implement strategies based on
relationship marketing, however, it is quite obvious that the degree of their success is not
the same. This article plans to review the factors which may help develop relationship
marketing in both theory and practice and also investigate concepts which may help
organizations adopt it. The article explores the key concepts in relationship marketing
and brings together information required for clarifying the dos and don'ts for
organizations pursuing relationship marketing and the extent to which organizations
pursuing it are required to implement changes in their policies.
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