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Tabela 1. Rodzaje relacji marketingowych i ich charakterystyka 
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Stakeholders marketing  the new dimension of the relational marketing 

 
Summary: The dynamic changes in the business environment in recent years raises questions of to what extent the current relational 

marketing concepts are sufficient for the achievement of corporate goals. We observe at the same time the increasing importance of the 

social orientation of the company, which requires its management to take into account at the stage of construction of the strategy such 

elements, as: the public interest, the protection of the environment and the relations with the wider institutional environment. 

The study characterize a relatively new concept, which is stakeholder marketing. This concept should enjoy the growing interest, since it 

might help firms survive in a dynamic environment. The two forms of stakeholder marketing were characterized and the possible fields  

of application of this concept were presented.  

Keywords: relational marketing, stakeholders marketing, stakeholders of the firm, CSR. 
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