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In The relationship marketer, Søren Hougaard and Mogens Bjerre explain 
how the concept of the dyad (i.e., mutuality, or “you and me”) is quickly 
becoming a fundamental principle in marketing. The authors suggest that 
understanding customer relationships and value co-creation leads to out-
standing business performance. Furthermore, their argument reframes dy-
adic marketing as a core dimension at the heart of the strategic relationship 
marketing process.  

Beyond the traditional approach to strategic marketing, which typically fo-
cuses on market position, the authors anchor a complete framework for anal-
ysis and strategy development in customer relationships. Based on the value 
of co-development, which is core in a dyadic, mutual setting, the authors 
present concrete and practically manageable structures to be implemented. 
Readers will find surprising, useful, and applicable dyadic marketing models, 
typologies, and tools, as well as paths to strategic opportunity generation 
founded in the idea of mutuality as a driver of success. 
 
Dyadic thinking leads to customised business models, where effectiveness 
is evaluated on an individualised basis. As a result, this book can further be 
used as a guide to understanding the differences between various business 
models. Because the dyadic perspective offers an opportunity for evaluat-
ing several approaches to working in a particular industry or market, it is in 
line with the idea of the ambidextrous organisation, where several business 
models will be simultaneously relevant. 

The relationship marketer will be valuable reading for advanced students 
of sales, marketing, and strategic and business models, as well as anyone 
seeking insight into dyadic market forces, which are moving industry beyond 
the outdated perspective of treating all customers equally.
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[Dyad: the principle of twoness or “you and me”. Dyadic 
thinking seeks to understand the relationship and dynam-
ics between two parties acting in complex network contexts. 
Dyad marketing is the basic principle according to which the 
strategic marketer focuses on the customer relationship and 
the benefits of mutuality.]
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