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Abstract:
Recently, a lot of concepts and terminology have been emerged that carry
contemporary marketing strategies, which established themselves as essential
elements for the success and survival of organizations in a competitive business
environment, Notably Customer Relationship Management (CRM). The aim of
this study is to explore a trend of contemporary tendencies in marketing that attempts
to reflect the philosophy of "Customer is Mister or King". This fact lead the
organization to recognizes the need to develop a long-term relationship with each
customer to achieve a comprehensive and lasting knowledge about it, in order to reach
the level of partnership (organization - customer), and so that benefit from
advantages of this partnership such as satisfaction, loyalty, value and the formation of
customer capital. Through this study, we concluded that customer relationship
management stems from the customer's current marketing interest and considered one
of the key pillars for the organization in achieving success, growth and survival when
building bridges of communication and establishing genuine partnerships with
customers.
Keywords: Recent Trends in Marketing, Customer Relationship Management,
Satisfaction, Loyalty, Value, Customer Capital.
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