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Creating and Capturing Customer Value
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What Is Marketing?

Understand the Marketplace and Customer Needs
Designing a Customer-Driven Marketing Strategy
Preparing an Integrated Marketing Plan and Program
Building Customer Relationships

Capturing Value from Customers

The Changing Marketing Landscape

So, What is Marketing? Pulling It All Together
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What Is Marketing?
Marketing Defined &=

SEsadl) 52 La

Marketing is a process by which companies create value
for customers and build strong customer relationships to
capture value from customers in return.
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What Is Marketing?
The Marketing Process &%«
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Create value for customers and : Capture value from
agile 55 el Claliial 5 (3 suall agd build customer relationships Dlaall A b 318 Ay ye e Sl customers in return
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Understand the Design a integrated Build profitable : Capture value

marketplace and ’ customer-driven | * marketing program * relationships and * from customers to
customer needs marketing ' that delivers - create customer

and wants strategy superior value

create profits and
delight customer equity
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Understanding the Marketplace and Customer Needs

* Customer Needs, Wants, and Demands <t s ekl clalil

o el ¥
. QLA;\J\ cecaal) ¢ puSlall cglaall -Lélm.;l\
o Aiblally elany) elaiiy)
e States of deprivation o N e il 5 Apa i) Ad yadl)
¢ Physical—food, clothing, warmth, safety
e Social—belonging and affection

Glabiay) e Individual—knowledge and self-expression

e Form that needs take as they are shaped by
culture and individual personality

3 0 o Bl Raddl) s BEN PR e JEE LS Claliay) 2287 3 JSA

Demands e Wants backed by buying power
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Understanding the Marketplace and Customer Needs

* Market Offerings: Products, Services and
EXperiences :-scbesd;cbaid 5ol a; e

Market offerings are some combination of products,
services, information, or experiences offered to a market to

satisfy its needs or wants.

Marketing myopia is focusing only on existing wants and
losing sight of underlying consumer needs.

Al sl aslaliing At (sl dasiall <l Al o il sleall sl ciladdd) ccilaiiall (e g e (oA sl s e

Al gl cilaliia) Jalaiy g dllall cilie 5l e Jaié 3y iy el el jad




1Q Maad) cilaliialg 3 gudl agd
IaACADEMY 1- pharl) Glalbiials Gl o2

Understanding the Marketplace and Customer Needs

* Customer Value and Satisfaction ~t=; i

Customers

e Valueand - =%
satisfaction

Marketers

e Set the right level of
expectations
e Not too high or low
O3 suadll
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Understanding the Marketplace and Customer Needs

* Exchanges and relationships ==+<¥

Exchange is the act of obtaining a desired object from
someone by offering something in return.

a8 e 5 anl gk e e padid (e st e sl e J gandl ga Jalall
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Marketers aim at building strong relationships by consistently
delivering superior customer value.
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Understanding the Marketplace and Customer Needs

A market is the set of actual and potential buyers of a product.
iall Cplainall 5 Gladll (g jidall de gane s (3 sudll

Marketing System - .

yanll Gy sl ol T |
s -’ Company * i, |
— - . | Marketing | *
Each parly in the system adds uppliers = intermediaries
value. A retailer ke Géant cannat Cpmat
Wl s promiss of lowprices. * Competitors *
unless its suppliers provide low =
ccsts. A carmaker liks Mercedes -

cannot deliver high quality to car
buyers unlass its dealers provide
outstanding service. L Major environmental forces J
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What Is Marketing?

The Marketing Process sl
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Create value for customers and . Capture value from
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2 oLy

SR vxc gy yvenig e o o BRELELE oy PR :
: : Construct an : :
Understand the Design a integrated Build profitable f Capture value

marketplace and ’ customer-driven | * marketing program * relationships and * from customers to
customer needs marketing ' that delivers - create customer

and wants strategy superior value

create profits and
delight customer equity
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Designhing a Customer-Driven Marketing Strategy

* Marketing Management &%

Marketing management is the art and science of choosing

target markets and building profitable relationships with them.
Lme Ay 3o e iy Abagiosall 31 susl) LA e 5 0 A 5o puil) 51
B

| & |

<D

* And to achieve this, the organization must know:

What customers will we serve? % et of Rl e s oS gl
o Cagadii Cagu () ¢ dleall e

How can we best serve these customers? o odmil IS8 o Maall oY 58 Tard Wiy S
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Designhing a Customer-Driven Marketing Strategy

* Selecting Customers to Serve xiow

Market segmentation refers to dividing the markets into
segments of cuStoMErs., <Xl ceaios o il s o s Sl L

Target marketing refers to which segments to go after.
Lgindia Cangy A e Uadll ) iy Chagiasal) (39 sasll
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Designhing a Customer-Driven Marketing Strategy

* Selecting Customers to Serve sl

Demarketing is marketing to reduce demand temporarily or
permanently; the aim is not to destroy demand but to reduce or

Shiﬂ: It Al gad ol allss Jy el jaads G Caagdl s a0l ol e (< callall il 5 50ll 58 Demarketing
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Desighing a Customer-Driven Marketing Strategy

* Choosing a Value Proposition wia ..

The value proposition is the set of benefits or values a
company promises to deliver to customers to satisfy their

needs.
s il 5 L) e de sane g dadll e o ok
mehaliinl il ¢ Sanll Lgansity 48 ) aga "F STRATEGY SERVICE

TEAM y

CUSTOMER BUSINESS

EXCELLENCE QUALITY
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Designhing a Customer-Driven Marketing Strategy

* Marketing Management Orientations &sdilddes

Societal
concept

Production

Selling
concept

concept
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Designhing a Customer-Driven Marketing Strategy

Marketing Management Orientations sy

1- Al Al e lanly s 58 siall Claiall sl (Slganal) o 588 8 ) o sede
Production concept is the idea that consumers will favor
products that are available and highly affordable.

~
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Designhing a Customer-Driven Marketing Strategy
*Marketing Management Orientations s asiclkas

p

Product concept is the idea that consumers will favor
products that offer the most quality, performance, and
features. An organization should therefore devote its energy to

making continuous product improvements.
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Designhing a Customer-Driven Marketing Strategy

*Marketing Management Orientations s cias

3=

Selling concept is the idea that consumers will not buy
enough of the firm’s products unless it undertakes a large
scale selling and promotion effort.

Ul R 5 7055 gt 25 o5 g Lo B, litia g (S5 Lo 13 iy o pSleionall o 5,58 50 gl 5
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Designhing a Customer-Driven Marketing Strategy
*Marketing Management Orientations s cias

4-
Marketing concept is the idea that achieving
organizational goals depends on knowing the needs and

wants of the target markets and delivering the desired
satisfactions better than competitors do.

O smliall aledy Laa ST (S5 (o glaall ¢ LuiY) aai g ddagional) (31 sul) il 5 claliind 48 jea o ading Lpapdaiil) Calaal) 583 0 5 S8 58 (3 susil) 2 5¢a

o od

- Wants + Needs
g 4/



IQ I .
IQ ACADEMY 2- #3kand) Aasdd (B gaul) i) fis) pranal

Designhing a Customer-Driven Marketing Strategy

The Selling and Marketing Concepts Contrasted

@ FIGURE | 1.3 The Selling N = e -
. Starting Focus Means Ends
and Marketing Concepts , int
@,\l\ PPYIN poin
Contrasted Seling
Gt omill 5 gl (g sy a8 The selling Factor Existing e Profits through
concept oty products - oting  Sales volume
thAA
The szlling conospt lakes an / R sy e T
inside-cut view that focuses on
axisting products and heavy ol
selling. The aim is to sell what G o -
the company makes rather than The marketing Market Customer Integra?ed Prog:l{:tg:’r](;lrjgh
- making whiat te customer wants. concept 2 needs marketing e oo |
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Designhing a Customer-Driven Marketing Strategy

*Marketing Management Orientations o a0 ces

5- ¢ OSlgiaal) cile  lae W) 8 Al ) cang A8l A8 gl ) A 0 3,88 s oainall (3 gl o sgda
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The societal marketing concept is the idea that a
company’s marketing decisions should consider consumers’
wants, the company’s requirements, consumers’ long-term
interests, and society’s long-term interests.

THEIR NEEDS + SOCIETY FIRST M
= —
BETTER BUSINESS ey

-
Societal
Marketing
Concept
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Designhing a Customer-Driven Marketing Strategy

@ FIGURE | 1.4

The Considerations Underlying

the Societal Marketing Concept
erainall s gul o sea lgile o sy I <l e )
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What Is Marketing?
The Marketing Process &%~
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Create value for customers and . Capture value from
gl 55 e Daall claliia g (3 gudl agd build customer relationships s anll da 8 (3lA 5 day je DBle oLy} customers in return
S EREER RN Wy (Sl s :
Undersiand the Design a integrated Build profitable : Capture value

marketplace and ’ customer-driven | * marketing program * relationships and * from customers to
customer needs marketing ' that delivers - create customer

and wants strategy superior value

create profits and
delight customer equity
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Preparing an Integrated Marketing Plan and
Program

The marketing mix is the set of tools (four Ps) the firm uses
to implement its marketing strategy. It includes product, price,

promotion, and place.

OS5 g il s pmaal) g pmiial) Jadiy g Ay suatl Llini) yind 2kl S 50 Lgaadid ) (Aagf) il 0] de pama 58 () gusil) g 3l
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Promotion

CUE o Dl ) Lgagai 5 53 guaitall dail) Jpua 50 Alals ddad (he 5 ke JulSiall 3y susil el 5o
Integrated marketing program is a comprehensive plan
that communicates and delivers the intended value to chosen

customers.
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Building Customer Relationships

Customer relationship management (CRM): The overall
process of building and maintaining profitable customer
relationships by delivering superior customer value and

: : oalia g e Sleall Aolle dad andi JMA (e leade Jalaadl g e Maall ae da yo cl8e o L) Alelil) dileall Ml ClEMe 3 )]
satisfaction. paliz)s sdaall Glle dof oy e Jalinll 5 ¢ Sanll B o HlDle ¢lid ( CRM) ¢ J
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Building Customer Relationships

Relationship Building Blocks: Customer Value and
Satisfaction Losdwd i sl ity il

Jaanll 1S 5y Al Aol o Slaall Lia g
Customer- Customer
_
e The difference e The extent to () . .
between total which a ) -J -
customer value product’s Q)
and total perceived : 4
customer cost performance
o Usenll A5 Nan) 5 Jsonl) A e (i G5l matches a
buyer’s

expectations
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Building Customer Relationships

Customer Relationship Levels and Tools ! e il i o s

Basic Full

Relationships @ Partnerships

Ay il AL @ls) il
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Building Customer Relationships
¢Sl ga CEdlall 5 jiall daglall

The Changing Nature of Customer Relationships

« Relating with more carefully selected customers uses
selective relationship management to target fewer, more
profitable customers.

o A Y eSlaall e ol aae Calagin ASERY) Bl 5 la) ankiu ST Aliay o liaall o leall e Jalal)
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« Relating more deeply and interactively by incorporating more
interactive, two way relationships through blogs, websites,
online communities and social networks.
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Building Customer Relationships

*Partner Relationship Management <«

Partner relationship management involves working
closely with partners in other company departments and
outside the company to jointly bring greater value to
customers.

& yidia (S e Dlaall HST Aaf (58at) AS ) & Ay 5 AV AS Al aLudl A oIS i) ae 385 IS Jandl Gaali 618 58l e 5 )



IQ%ADEMY 4— s Mand) aa CilBdal) £y
Building Customer Relationships

Partner Relationship Management < «@e:u

Partners inside the company refer to every function area

interacting with customers:
« electronically
« cross-functional teams

Partners outside the company refer to how marketers
connect with their suppliers, channel partners, and competitors
by developing partnerships.

sy Jlae S ) 4S80 Jal oIS,

(5 Saal) o Jalail
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Building Customer Relationships

Partner Relationship Management <%=

Supply chain is a channel that stretches from raw materials
to components to final products to final buyers:

e Supply management oo Rl S s is o S o
o Clalaayl syl

e Strategic partners ¢ os S

Aoadi) yi) colalladl)

e Strategic alliances

Traditional

supply
chain
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What Is Marketing? ‘csasu
The Marketing Process saiie

Create value for customers and . Capture value from
et )5 o Slaall Claliial 5 (3 gl agd build customer relationships eSlendl da b Bl Ay e clie (i customers in return
¢ Sanfl Tona] gy sl Lol i sy A5 F GRS gl s el :

: : i Construct an , :
Undersiand the Design a integrated Build profitable : Capture value
markeiplace and * customer-driven | * marketing program * relationships and * from customers to
customer needs marketing ' that delivers - create customer create profits and
and wants strategy superior value delight customer equity

Saadl e il e J gacasll
@ FIGURE | 1.1 A Simple Model of the Marketing Process ehanll ASke G i LY i
epml) e L 2350
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Capturing Value from Customers

* Creating Customer Loyalty and Retention sy Sy, gl

Customer lifetime value is the value of the entire stream

of purchases that the customer would make over a lifetime
Aol 5558 )5 ) L 35 ) il S (500 A el )
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Capturing Value from Customers

* Growing Share of Customer wiiays

Share of Customer is the portion of the customer’s
purchasing that a company gets in its product categories.

Letlatio il 3 AS 80 Lede Jan ) Jaeall il jidia (n 63 oA Jaenll duma
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Capturing Value from Customers
* Building Customer Equity ok
Customer equity is the total combined customer lifetime

values of all of the company’s customers.

ASEN eMae gaeal Aranal) Jpanll jac a8 lea) & oDeal) Sk (5 sin
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Capturing Value from Customers

Building Customer Equity =« dss-
o learkand s L la) ) gling JsealS e Olaadl ae Jaladll (nanliall ¢ Dlaall e dagsall S ol ety
o Building the right relationships with the right customers
involves treating customers as assets that need to be managed
and maximized.

~

« Different types of customers require different relationship
management StrategleS. o) 5oy At cilad) jind eMaall e il g1 Y1 L




|a IQ Al L guadl) Agdial
ACADEMY

The Changing Marketing Landscape
Major Developments &t <5k

N el syl 2 ol

Rapid

Digital age globalization

Lo Laia¥) 4 sl 5 33AY) Rt e

Sl Not-for-profit

social

responsibility marketing
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Understand the Design a i Cig?:gtgtcé; % Build profitable :
markeiplace and customer-driven : relationships and -
b X marketing program
customer needs | marketing " create customer :
and wants strate Qe s ; -
ay superior value delight :
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Research | Select customers Product and Customer
customers and to serve: market service design: relationship
the marketiplace segmentation and build strong management: build
. 2 : :
ST | ‘arg‘etmg’ " brands strong ;ela’uonshsps
- - b R = with chosen
Manage marketing Rty — - customers
information and ecide on a vaiue Pricing: TR e
customer data proposition: create real value (o s % e 1 8 S
differentiation and w5 9, T p ‘BArtner refationship
positioning > T management: build
Distribution: strong relationships
manage demand with marketing
and supply chains partners

What Is Marketing? Pulling It All Together

¢M\CAC_|U1G ;LQJ;MM&E

Create value for customers and

build customegs;gi%{g?gm@ &

dagll jaye Jrasi @U)ﬁ
Promotion:
communicate the
value proposition

guai el oy e Dlandl A ) GlA 5 Aay je e oLy

QU 3 oSlaall (e el e Juaa

Harness marketing Manage global Ensure ethical and
technology markets social respensibility
Gl ba o) iS5 i Lallall ) 5ua¥1 314 Lelaay)s LAY Ll sl Glaa

W FIGURE | 1.6 An Expanded Model of the Marketing Process
G smill) Aland s g0 23 540

Copyright © 2011 Pearson Education

Capture value from
customers in return

Capture value
from customers fo
create profits and
customer equity |

Capture customer
lifetime value |

Create satisfied,
loyal customers '

Increase share of

market and share
of customer
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