CUSTOMER PERCEIVED VALUE IN MARKETING

CUSTOMER PERCEIVED VALUE IN MARKETING IS A CRITICAL CONCEPT THAT DETERMINES HOW CONSUMERS EVALUATE THE WORTH
OF A PRODUCT OR SERVICE COMPARED TO ITS COST. THIS PERCEPTION SIGNIFICANTLY INFLUENCES PURCHASING DECISIONS,
BRAND LOYALTY, AND OVERALL CUSTOMER SATISFACTION. (UNDERSTANDING CUSTOMER PERCEIVED VALUE IN MARKETING
ALLOWS BUSINESSES TO TAILOR THEIR OFFERINGS TO MEET OR EXCEED EXPECTATIONS, THEREBY GAINING COMPETITIVE
ADVANTAGE. THIS ARTICLE DELVES INTO THE DEFINITION, COMPONENTS, AND IMPORTANCE OF CUSTOMER PERCEIVED VALUE IN
MARKETING. ADDITIONALLY, IT EXPLORES STRATEGIES TO ENHANCE PERCEIVED VALUE, MEASUREMENT TECHNIQUES, AND THE ROLE
IT PLAYS IN CUSTOMER RELATIONSHIP MANAGEMENT. BY COMPREHENSIVELY COVERING THESE ASPECTS, THIS ARTICLE PROVIDES
VALUABLE INSIGHTS FOR MARKETERS AIMING TO OPTIMIZE THEIR VALUE PROPOSITIONS AND FOSTER STRONGER CUSTOMER
CONNECTIONS.
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UNDERSTANDING CUSTOMER PERCEIVED V ALUE

CUSTOMER PERCEIVED VALUE IN MARKETING REFERS TO THE CUSTOMER’S EVALUATION OF THE BENEFITS AND COSTS OF A
PRODUCT OR SERVICE RELATIVE TO ALTERNATIVES. IT IS A SUBJECTIVE JUDGMENT THAT VARIES AMONG INDIVIDUALS BASED ON
THEIR NEEDS, PREFERENCES, AND EXPERIENCES. THIS VALUE PERCEPTION IS INFLUENCED BY FACTORS SUCH AS PRODUCT QUALITY,
BRAND REPUTATION, PRICE, AND EMOTIONAL BENEFITS. MARKETERS STRIVE TO UNDERSTAND THIS PERCEPTION TO ALIGN THEIR
OFFERINGS WITH CUSTOMER EXPECTATIONS EFFECTIVELY. BY FOCUSING ON CUSTOMER PERCEIVED VALUE, COMPANIES CAN
DIFFERENTIATE THEMSELVES IN COMPETITIVE MARKETS AND FOSTER LONG-TERM CUSTOMER ENGAGEMENT.

DeriNiTION AND CONCEPTUAL FRAMEWORK

CUSTOMER PERCEIVED VALUE IS DEFINED AS THE CONSUMER’S OVERALL ASSESSMENT OF THE UTILITY OF A PRODUCT BASED ON
PERCEPTIONS OF WHAT IS RECEIVED AND WHAT IS GIVEN. THIS EVALUATION ENCOMPASSES BOTH TANGIBLE AND INTANGIBLE
ELEMENTS, INCLUDING FUNCTIONAL BENEFITS, EMOTIONAL SATISFACTION, AND SOCIAL VALUE. THE CONCEPTUAL FRAMEW ORK
TYPICALLY INVOLVES WEIGHING THE BENEFITS GAINED AGAINST THE SACRIFICES MADE, SUCH AS PRICE, TIME, AND EFFORT. THis
COST-BENEFIT ANALYSIS FORMS THE BASIS OF CUSTOMER DECISION-MAKING AND LOYALTY FORMATION IN MARKETING CONTEXTS.

DiFrFereNCE BETWEEN PERCEIVED V ALUE AND ACTUAL V ALUE

[T IS IMPORTANT TO DIFFERENTIATE CUSTOMER PERCEIVED VALUE FROM ACTUAL VALUE. ACTUAL VALUE REFERS TO THE
OBJECTIVE WORTH OR MARKET PRICE OF A PRODUCT, WHILE PERCEIVED VALUE IS THE CUSTOMER’S SUBJECTIVE EVALUATION.
THIS DIFFERENCE MEANS A PRODUCT CAN HAVE HIGH ACTUAL VALUE BUT LOW PERCEIVED VALUE IF CUSTOMERS DO NOT
RECOGNIZE OR APPRECIATE ITS BENEFITS. CONVERSELY, EFFECTIVE MARKETING CAN ENHANCE PERCEIVED VALUE BEYOND THE
ACTUAL COST OR QUALITY, INFLUENCING PURCHASING BEHAVIOR POSITIVELY.



CoMPONENTS oF CUSTOMER PErRCEIVED V ALUE

CUSTOMER PERCEIVED VALUE IN MARKETING IS MULTIFACETED, COMPRISING VARIOUS COMPONENTS THAT TOGETHER SHAPE THE
CONSUMER’S OVERALL PERCEPTION. THESE COMPONENTS INCLUDE FUNCTIONAL VALUE, EMOTIONAL VALUE, SOCIAL VALUE, AND
MONETARY VALUE. EACH ASPECT PLAYS A DISTINCT ROLE IN HOW CUSTOMERS ASSESS PRODUCTS AND SERVICES, IMPACTING
THEIR WILLINGNESS TO PAY AND BRAND LOYALTY.

FUNCTIONAL VALUE

FUNCTIONAL VALUE REFERS TO THE PRACTICAL AND UTILITARIAN BENEFITS DERIVED FROM A PRODUCT OR SERVICE. THIS
INCLUDES PERFORMANCE, RELIABILITY, DURABILITY, AND FEATURES THAT SATISFY SPECIFIC CUSTOMER NEEDS. PRODUCTS WITH
HIGH FUNCTIONAL VALUE EFFECTIVELY SOLVE PROBLEMS OR FULFILL TASKS, MAKING THEM ATTRACTIVE TO CONSUMERS
FOCUSED ON EFFICIENCY AND UTILITY.

EMoTIONAL VALUE

EMOTIONAL VALUE RELATES TO THE FEELINGS OR AFFECTIVE STATES THAT A PRODUCT OR BRAND GENERATES. THIS CAN
INCLUDE PLEASURE, EXCITEMENT, SECURITY, OR NOSTALGIA. EMOTIONAL VALUE IS CRITICAL IN MARKETING AS IT BUILDS STRONG
CONNECTIONS BETWEEN THE BRAND AND CUSTOMER, OFTEN LEADING TO ENHANCED LOYALTY AND ADVOCACY.

SoclAL VALUE

SOCIAL VALUE IS THE EXTENT TO WHICH OWNING OR USING A PRODUCT IMPROVES A CUSTOMER’S SOCIAL SELF-CONCEPT. IT IS
LINKED TO STATUS, PRESTIGE, AND ACCEPTANCE WITHIN A SOCIAL GROUP. BRANDS THAT SUCCESSFULLY CULTIVATE SOCIAL
VALUE CAN INFLUENCE CONSUMER BEHAVIOR BY APPEALING TO DESIRES FOR RECOGNITION AND BELONGING.

MONETARY VALUE

MONETARY VALUE CONCERNS THE FINANCIAL ASPECTS OF THE PURCHASE, INCLUDING PRICE, DISCOUNTS, AND PERCEIVED
SAVINGS. CUSTOMERS ASSESS WHETHER THE BENEFITS THEY RECEIVE JUSTIFY THE COST INCURRED. COMPETITIVE PRICING
STRATEGIES AND PERCEIVED AFFORDABILITY CONTRIBUTE TO HIGHER MONETARY VALUE IN THE EYES OF CONSUMERS.

IMPORTANCE OF CUSTOMER PERCEIVED V ALUE IN MARKETING

CUSTOMER PERCEIVED VALUE IN MARKETING SERVES AS A CORNERSTONE FOR EFFECTIVE MARKETING STRATEGIES. |T IMPACTS
PRODUCT POSITIONING, PRICING, CUSTOMER SATISFACTION, AND OVERALL BUSINESS PROFITABILITY. COMPANIES THAT
UNDERSTAND AND ENHANCE PERCEIVED VALUE CAN BETTER MEET CUSTOMER EXPECTATIONS AND OUTPERFORM COMPETITORS.

INFLUENCE ON PURCHASE DECISIONS

CUSTOMER PERCEIVED VALUE DIRECTLY AFFECTS BUYING BEHAVIOR. W/ HEN CONSUMERS PERCEIVE HIGH VALUE, THEY ARE MORE
LIKELY TO CHOOSE A PARTICULAR PRODUCT OVER ALTERNATIVES. THIS PERCEPTION REDUCES PRICE SENSITIVITY AND INCREASES
THE LIKELIHOOD OF REPEAT PURCHASES.

RoLe IN COMPETITIVE ADVANTAGE

BUSINESSES THAT SUCCESSFULLY DELIVER SUPERIOR PERCEIVED VALUE GAIN A COMPETITIVE EDGE. BY DIFFERENTIATING THEIR
OFFERINGS THROUGH QUALITY, BRANDING, AND CUSTOMER EXPERIENCE, FIRMS CAN ATTRACT AND RETAIN CUSTOMERS EVEN IN



SATURATED MARKETS.

IMPACT ON CUSTOMER LOYALTY AND RETENTION

HIGH CUSTOMER PERCEIVED VALUE FOSTERS LOYALTY AND LONG-TERM RELATIONSHIPS. SATISFIED CUSTOMERS ARE MORE
INCLINED TO REMAIN LOYAL, PROVIDE POSITIVE WORD-OF~-MOUTH, AND ENGAGE IN REPEAT TRANSACTIONS, ALL OF WHICH
CONTRIBUTE TO SUSTAINED BUSINESS GROWTH.

STRATEGIES TO ENHANCE CUSTOMER PERCEIVED V ALUE

ENHANCING CUSTOMER PERCEIVED VALUE IN MARKETING REQUIRES TARGETED STRATEGIES THAT ADDRESS THE VARIOUS VALUE
CoMPONENTS. COMPANIES MUST INNOVATE, COMMUNICATE EFFECTIVELY, AND DELIVER CONSISTENT QUALITY TO ELEVATE THEIR
PERCEIVED VALUE PROPOSITION.

ProbucT QUALITY IMPROVEMENT

IMPROVING PRODUCT QUALITY ENSURES THAT FUNCTIONAL VALUE MEETS OR EXCEEDS CUSTOMER EXPECTATIONS. THIS
INCLUDES ENHANCING DURABILITY, USABILITY, AND PERFORMANCE, WHICH DIRECTLY INFLUENCE PERCEIVED VALUE.

EFFECTIVE PRICING STRATEGIES

PRICING STRATEGIES SUCH AS VALUE-BASED PRICING, DISCOUNTS, AND BUNDLING CAN INCREASE MONETARY VALUE PERCEPTION.
TRANSPARENT PRICING AND CLEAR DEMONSTRATION OF BENEFITS JUSTIFY THE COST, MAKING CUSTOMERS FEEL THEY ARE
RECEIVING GOOD VALUE.

BRAND BUILDING AND EMOTIONAL ENGAGEMENT

STRONG BRANDING AND EMOTIONAL MARKETING CAMPAIGNS NURTURE EMOTIONAL AND SOCIAL VALUE. STORYTELLING,
CUSTOMER TESTIMONIALS, AND COMMUNITY ENGAGEMENT HELP BUILD EMOTIONAL CONNECTIONS AND SOCIAL RECOGNITION.

SuperIoR CUSTOMER SERVICE

PROVIDING EXCELLENT CUSTOMER SERVICE ENHANCES OVERALL CUSTOMER EXPERIENCE, BOOSTING PERCEIVED VALUE.
RESPONSIVE SUPPORT, EASY RETURNS, AND PERSONALIZED INTERACTIONS CONTRIBUTE TO CUSTOMER SATISFACTION AND
LOYALTY.

INNOVATIVE FEATURES AND CUSTOMIZATION

OFFERING INNOVATIVE FEATURES AND CUSTOMIZATION OPTIONS INCREASES THE FUNCTIONAL AND EMOTIONAL VALUE BY
CATERING TO INDIVIDUAL NEEDS AND PREFERENCES, THEREBY IMPROVING CUSTOMER PERCEIVED VALUE.

MEeASURING CUSTOMER PERCEIVED V ALUE

ACCURATELY MEASURING CUSTOMER PERCEIVED VALUE IN MARKETING IS ESSENTIAL FOR IDENTIFYING AREAS OF IMPROVEMENT AND
VALIDATING MARKETING EFFECTIVENESS. V ARIOUS QUALITATIVE AND QUANTITATIVE METHODS ARE USED TO CAPTURE
CUSTOMER PERCEPTIONS.



SURVEYS AND QUESTIONNAIRES

CUSTOMER SURVEYS AND QUESTIONNAIRES COLLECT DIRECT FEEDBACK ON PERCEIVED VALUE ASPECTS SUCH AS SATISFACTION,
QUALITY, AND PRICE PERCEPTIONS. THESE TOOLS PROVIDE MEASURABLE DATA TO ANALYZE CUSTOMER ATTITUDES.

Focus GRoUPS AND INTERVIEWS

Focus GROUPS AND IN-DEPTH INTERVIEWS OFFER DETAILED INSIGHTS INTO CUSTOMER PERCEPTIONS, MOTIVATIONS, AND
EMOTIONAL RESPONSES. THIS QUALITATIVE APPROACH HELPS UNCOVER DEEPER UNDERSTANDING BEYOND NUMERICAL DATA.

CusToMeR ReVIEWS AND FEEDBACK ANALYSIS

ANALYZING CUSTOMER REVIEWS AND FEEDBACK ACROSS PLATFORMS CAN REVEAL COMMON THEMES RELATED TO PERCEIVED
VALUE, HIGHLIGHTING STRENGTHS AND WEAKNESSES FROM THE CUSTOMER VIEWPOINT.

NeT ProMoTER Score (NPS)

NPS MEASURES CUSTOMER LOYALTY AND LIKELIHOOD TO RECOMMEND, INDIRECTLY REFLECTING PERCEIVED VALUE BY ASSESSING
OVERALL SATISFACTION AND ADVOCACY.

CusToMER PerRCEIVED V ALUE AND CUSTOMER RELATIONSHIP MANAGEMENT

CUSTOMER PERCEIVED VALUE IN MARKETING PLAYS A PIVOTAL ROLE IN CUSTOMER RELATIONSHIP MANAGEMENT (CRM) IT
INFLUENCES HOW BUSINESSES ENGAGE WITH CUSTOMERS AND TAILOR INTERACTIONS TO MAXIMIZE SATISFACTION AND RETENTION.

ENHANCING CUSTOMER RETENTION

BY CONTINUOUSLY DELIVERING HIGH PERCEIVED VALUE, COMPANIES IMPROVE CUSTOMER RETENTION RATES. CRM svysTEMS
TRACK CUSTOMER PREFERENCES AND BEHAVIORS TO PERSONALIZE OFFERS AND COMMUNICATIONS, REINFORCING VALUE
PERCEPTION.

PERSONALIZATION AND V ALUE DELIVERY

CRM ENABLES PERSONALIZED MARKETING EFFORTS THAT ALIGN WITH INDIVIDUAL CUSTOMER NEEDS, INCREASING FUNCTIONAL AND
EMOTIONAL VALUE. CUSTOMIZING EXPERIENCES ENHANCES THE PERCEIVED RELEVANCE AND APPEAL OF PRODUCTS AND SERVICES.

FeepBACK INTEGRATION FOR CONTINUOUS IMPROVEMENT

INTEGRATING CUSTOMER FEEDBACK INTO CRM PROCESSES ALLOWS BUSINESSES TO ADAPT OFFERINGS AND STRATEGIES,
ENSURING SUSTAINED CUSTOMER PERCEIVED VALUE AND LONG-TERM RELATIONSHIP SUCCESS.

BUILDING TRUST AND LOYALTY

CONSISTENT VALUE DELIVERY THROUGH CRM FOSTERS TRUST AND LOYALTY. CUSTOMERS WHO FEEL VALUED AND
UNDERSTOOD ARE MORE LIKELY TO REMAIN COMMITTED AND ADVOCATE FOR THE BRAND.
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FREQUENTLY AsSkeD QUESTIONS

\WHAT IS CUSTOMER PERCEIVED VALUE IN MARKETING?

CUSTOMER PERCEIVED VALUE IN MARKETING REFERS TO THE CUSTOMER'S EVALUATION OF THE BENEFITS AND COSTS OF A
PRODUCT OR SERVICE COMPARED TO ALTERNATIVES, INFLUENCING THEIR PURCHASE DECISIONS.

\WHY IS CUSTOMER PERCEIVED VALUE IMPORTANT FOR BUSINESSES?

CUSTOMER PERCEIVED VALUE IS IMPORTANT BECAUSE IT DIRECTLY AFFECTS CUSTOMER SATISFACTION, LOYALTY, AND
COMPETITIVE ADVANTAGE, HELPING BUSINESSES TAILOR OFFERINGS TO MEET CUSTOMER EXPECTATIONS EFFECTIVELY.

How CAN COMPANIES ENHANCE CUSTOMER PERCEIVED VALUE?

COMPANIES CAN ENHANCE CUSTOMER PERCEIVED VALUE BY IMPROVING PRODUCT QUALITY, OFFERING COMPETITIVE PRICING,
PROVIDING EXCELLENT CUSTOMER SERVICE, AND DELIVERING UNIQUE BENEFITS THAT MEET OR EXCEED CUSTOMER NEEDS.

W/HAT FACTORS INFLUENCE CUSTOMER PERCEIVED VALUE?

FACTORS INFLUENCING CUSTOMER PERCEIVED VALUE INCLUDE PRODUCT QUALITY, PRICE, BRAND REPUTATION, CUSTOMER
SERVICE, CONVENIENCE, AND EMOTIONAL BENEFITS ASSOCIATED WITH THE PRODUCT OR SERVICE.

How DOES CUSTOMER PERCEIVED VALUE IMPACT MARKETING STRATEGIES?

CUSTOMER PERCEIVED VALUE IMPACTS MARKETING STRATEGIES BY GUIDING PRODUCT DEVELOPMENT, PRICING, PROMOTION, AND
DISTRIBUTION DECISIONS TO ALIGN WITH WHAT CUSTOMERS VALUE MOST, THEREBY INCREASING MARKET EFFECTIVENESS AND
CUSTOMER RETENTION.

ADDITIONAL RESOURCES

1. CusToMer PerceivVED VVALUE: THE KEY TO MARKETING SUCCESS

THIS BOOK EXPLORES THE FUNDAMENTAL CONCEPT OF CUSTOMER PERCEIVED VALUE AND ITS CRITICAL ROLE IN SHAPING
MARKETING STRATEGIES. |T OFFERS PRACTICAL FRAMEWORKS FOR UNDERSTANDING HOW CONSUMERS EVALUATE PRODUCTS AND
SERVICES, EMPHASIZING VALUE CREATION FROM THE CUSTOMER'S PERSPECTIVE. MARKETERS WILL FIND ACTIONABLE INSIGHTS FOR
ENHANCING CUSTOMER SATISFACTION AND LOYALTY BY DELIVERING SUPERIOR PERCEIVED VALUE.

2. VALUE-DRIVEN MARKETING: CREATING CUSTOMER V/ALUE THAT LASTS
FOCUSING ON LONG-TERM CUSTOMER RELATIONSHIPS, THIS BOOK DELVES INTO STRATEGIES FOR CREATING AND SUSTAINING
VALUE THAT CUSTOMERS TRULY APPRECIATE. |T DISCUSSES HOW BUSINESSES CAN ALIGN THEIR OFFERINGS WITH CUSTOMER



EXPECTATIONS, LEADING TO INCREASED RETENTION AND COMPETITIVE ADVANTAGE. THE AUTHOR COMBINES THEORY WITH REAL-
\WORLD EXAMPLES TO ILLUSTRATE EFFECTIVE VALUE-DRIVEN MARKETING PRACTICES.

3. MANAGING CUSTOMER VVALUE: A STRATEGIC APPROACH

THIS BOOK PROVIDES A COMPREHENSIVE GUIDE ON MANAGING CUSTOMER PERCEIVED VALUE AS A STRATEGIC ASSET. |T COVERS
TECHNIQUES FOR MEASURING VALUE PERCEPTION AND INTEGRATING THESE INSIGHTS INTO PRODUCT DEVELOPMENT, PRICING, AND
COMMUNICATION STRATEGIES. READERS WILL LEARN HOW TO BUILD VALUE PROPOSITIONS THAT RESONATE DEEPLY WITH
TARGET AUDIENCES.

4. THE PsycHoLoGYy oF CUSTOMER PERCEIVED VVALUE

EXPLORING THE PSYCHOLOGICAL UNDERPINNINGS OF HOW CUSTOMERS PERCEIVE VALUE, THIS BOOK UNCOVERS THE COGNITIVE
AND EMOTIONAL FACTORS INFLUENCING PURCHASING DECISIONS. |T HIGHLIGHTS THE IMPORTANCE OF UNDERSTANDING CUSTOMER
MINDSETS TO CRAFT MARKETING MESSAGES THAT EFFECTIVELY COMMUNICATE VALUE. THE TEXT IS ENRICHED WITH CASE STUDIES
DEMONSTRATING PSYCHOLOGICAL PRINCIPLES IN ACTION.

5. DELIVERING VVALUE: INNOVATIVE MARKETING STRATEGIES FOR CUSTOMER SATISFACTION

THIS BOOK EMPHASIZES INNOVATION IN CREATING AND DELIVERING CUSTOMER VALUE THROUGH MARKETING. |T OUTLINES
VARIOUS METHODS TO ENHANCE PRODUCT FEATURES, SERVICE QUALITY, AND CUSTOMER EXPERIENCE, ALL AIMED AT ELEVATING
PERCEIVED VALUE. MARKETERS WILL GAIN INSIGHTS INTO LEVERAGING TECHNOLOGY AND CREATIVITY TO MEET EVOLVING
CUSTOMER NEEDS.

6. CusTomMer-CENTRIC MARKETING: BUILDING VVALUE THROUGH ENGAGEMENT

CENTERED ON CUSTOMER ENGAGEMENT, THIS BOOK SHOWS HOW INTERACTIVE MARKETING AND PERSONALIZED EXPERIENCES DRIVE
PERCEIVED VALUE. |T DISCUSSES TOOLS AND TECHNIQUES FOR FOSTERING MEANINGFUL CONNECTIONS WITH CUSTOMERS TO
ENHANCE LOYALTY AND ADVOCACY. THE AUTHOR PROVIDES GUIDANCE ON INTEGRATING DIGITAL CHANNELS TO CREATE
SEAMLESS AND VALUABLE INTERACTIONS.

7. MeasurING CUSTOMER PerCEIVED VALUE: METRICS AND METHODS

THIS BOOK FOCUSES ON THE QUANTITATIVE ASSESSMENT OF CUSTOMER PERCEIVED VALUE, OFFERING VARIOUS METRICS AND
RESEARCH METHODOLOGIES. |T EXPLAINS HOW TO COLLECT AND ANALYZE DATA TO GAIN ACTIONABLE INSIGHTS INTO CUSTOMER
PREFERENCES AND VALUE JUDGMENTS. THE CONTENT IS USEFUL FOR MARKETERS AIMING TO BASE DECISIONS ON ROBUST VALUE
MEASUREMENT.

8. CReATING COMPETITIVE ADVANTAGE THROUGH CUSTOMER \V/ALUE

HIGHLIGHTING THE LINK BETWEEN CUSTOMER PERCEIVED VALUE AND COMPETITIVE POSITIONING, THIS BOOK DISCUSSES
STRATEGIES TO DIFFERENTIATE OFFERINGS IN CROWDED MARKETS. |T PROVIDES FRAMEWORKS FOR IDENTIFYING UNIQUE VALUE
DRIVERS THAT RESONATE WITH TARGET CUSTOMERS. THE BOOK ALSO COVERS HOW TO COMMUNICATE THESE ADVANTAGES
EFFECTIVELY TO SUSTAIN MARKET LEADERSHIP.

9. STrATEGIC CUSTOMER V/ALUE MANAGEMENT

THIS TEXT INTEGRATES CUSTOMER PERCEIVED VALUE INTO BROADER BUSINESS STRATEGY AND MANAGEMENT PRACTICES. T
ADDRESSES HOW ORGANIZATIONS CAN DESIGN VALUE-CENTRIC PROCESSES, ALIGN RESOURCES, AND CULTIVATE A CULTURE
FOCUSED ON VALUE DELIVERY. READERS WILL FIND GUIDANCE ON BALANCING SHORT-TERM GAINS WITH LONG-TERM VALUE
CREATION FOR SUSTAINABLE GROWTH.
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Flexibility in China Y. Wang, R. Li-Hua, 2006-12-01 Today's China presents a unique setting for
organizations. Through an examination of current Chinese business, this book addresses its business
culture and environment. In particular, it considers how firms build distinctive capabilities of
organizational learning and strategic flexibility to achieve superior customer-focused performance.

customer perceived value in marketing: Services Marketing: Text and Cases, 2/e Harsh V.
Verma, 2012

customer perceived value in marketing: Pricing Strategies in Marketing Cybellium,
2024-10-26 Designed for professionals, students, and enthusiasts alike, our comprehensive books
empower you to stay ahead in a rapidly evolving digital world. * Expert Insights: Our books provide
deep, actionable insights that bridge the gap between theory and practical application. * Up-to-Date
Content: Stay current with the latest advancements, trends, and best practices in IT, Al,
Cybersecurity, Business, Economics and Science. Each guide is regularly updated to reflect the
newest developments and challenges. * Comprehensive Coverage: Whether you're a beginner or an
advanced learner, Cybellium books cover a wide range of topics, from foundational principles to
specialized knowledge, tailored to your level of expertise. Become part of a global network of
learners and professionals who trust Cybellium to guide their educational journey.
www.cybellium.com

customer perceived value in marketing: Marketing Management Philip Kotler, Kevin Keller,
Mairead Brady, Malcolm Goodman, Torben Hansen, 2019-07-12 The classic Marketing Management
is an undisputed global best-seller - an encyclopedia of marketing considered by many as the
authoritative book on the subject.

customer perceived value in marketing: Proceedings of the 1995 Academy of Marketing
Science (AMS) Annual Conference Roger Gomes, 2015-01-23 This volume includes the full
proceedings from the 1995 Academy of Marketing Science (AMS) Annual Conference held in
Orlando, Florida. The research and presentations offered in this volume cover many aspects of
marketing science including marketing strategy, consumer behavior, advertising, branding,
international marketing, marketing education, among others. Founded in 1971, the Academy of
Marketing Science is an international organization dedicated to promoting timely explorations of
phenomena related to the science of marketing in theory, research, and practice. Among its services
to members and the community at large, the Academy offers conferences, congresses and symposia
that attract delegates from around the world. Presentations from these events are published in this
Proceedings series, which offers a comprehensive archive of volumes reflecting the evolution of the
field. Volumes deliver cutting-edge research and insights, complimenting the Academy’s flagship
journals, Journal of the Academy of Marketing Science (JAMS) and AMS Review. Volumes are edited
by leading scholars and practitioners across a wide range of subject areas in marketing science.

customer perceived value in marketing: Marketing Dynamism & Sustainability: Things
Change, Things Stay the Same... Leroy Robinson, Jr., 2014-11-05 Founded in 1971, the Academy of
Marketing Science is an international organization dedicated to promoting timely explorations of
phenomena related to the science of marketing in theory, research, and practice. Among its services
to members and the community at large, the Academy offers conferences, congresses and symposia
that attract delegates from around the world. Presentations from these events are published in this
Proceedings series, which offers a comprehensive archive of volumes reflecting the evolution of the
field. Volumes deliver cutting-edge research and insights, complimenting the Academy’s flagship
journals, the Journal of the Academy of Marketing Science (JAMS) and AMS Review. Volumes are
edited by leading scholars and practitioners across a wide range of subject areas in marketing
science. This volume includes the full proceedings from the 2012 Academy of Marketing Science
(AMS) Annual Conference held in New Orleans, Louisiana, entitled Marketing Dynamism &
Sustainability: Things Change, Things Stay the Same.

customer perceived value in marketing: Customer Engagement in Theory and Practice
Katarzyna Zyminkowska, 2019-02-27 Offering a pragmatic understanding of customer engagement
as an object of effective marketing management, this book takes an integrative approach and brings



together different streams of marketing research, such as customer activism and value formation.
The author explores the notion of customer engagement by analysing empirical data compiled from
firms operating in the consumer goods and services sectors, as well as from the consumers
themselves. An insightful read for scholars of consumer behaviour and customer relationship
management, this book advances understanding of the drivers, components and effects (both
positive and negative) of customer engagement and proposes a comprehensive framework for its
management.

customer perceived value in marketing: User-Driven Cross-Border E-Commerce
Platform Competition and Policy Analysis Li Xiong, Houcai Wang, 2024-10-03 This book
constructs a four-dimensional driving model for customer perception of cross-border e-commerce
retail imports from a consumer perspective, and constructs a secondary indicator of the
four-dimensional driving model for customer perception of cross-border e-commerce retail imports
based on product and service theme attributes. It studies the competitive advantages of importing
cross-border e-commerce from the perspectives of platform enterprises and users. At the same time,
by constructing a research model for evaluating cross-border e-commerce policies, the book
analyzes the internal logic and evolution laws of China's cross-border e-commerce policy texts,
evaluates the effectiveness of the implementation of policies in the comprehensive experimental
zone for cross-border e-commerce, and studies the impact mechanism of environmental factors on
policy implementation. This will help readers further understand the implementation of cross-border
e-commerce policies and comparethe differences in policy implementation among different
comprehensive experimental zones. Improving the accuracy of policy formulation and optimizing and
improving the cross-border e-commerce policy system have important theoretical significance and
practical value in promoting China's foreign economic development. The translation was done with
the help of artificial intelligence. A subsequent human revision was done primarily in terms of
content.

customer perceived value in marketing: Applied Marketing Daniel Padgett, Andrew Loos,
2023-10-03 Applied Marketing, 3rd Edition is a comprehensive yet concise modern marketing course
that blends solid academic theory with practitioner experience to help students master the core
concepts, develop a practical understanding of how to apply marketing principles, and gain
perspective on how top marketers operate in today’s business world. Co-authors Dan Padgett, an
academic, and Andrew Loos, a practitioner,blend solid academic theory and agency-owner
experience to offer students an insider’s view of marketing by bridging the gap between marketing
principles taught in the classroom and those same principles as applied by business professionals.
Taking a student-centric approachby using digital assets to teach students, as well as having
students use digital resources for learning, encourages students to develop their critical-thinking
skills by applying core concepts to real-world scenarios.

customer perceived value in marketing: Principles of Marketing Gary Armstrong, Stewart
Adam, Sara Denize, Philip Kotler, 2014-10-01 The 6th edition of Principles of Marketing makes the
road to learning and teaching marketing more effective, easier and more enjoyable than ever.
Today’s marketing is about creating customer value and building profitable customer relationships.
With even more new Australian and international case studies, engaging real-world examples and
up-to-date information, Principles of Marketing shows students how customer value-creating and
capturing it-drives every effective marketing strategy. The 6th edition is a thorough revision,
reflecting the latest trends in marketing, including new coverage of social media, mobile and other
digital technologies. In addition, it covers the rapidly changing nature of customer relationships with
both companies and brands, and the tools marketers use to create deeper consumer involvement.

customer perceived value in marketing: Marketing Plans Malcolm McDonald, Hugh
Wilson, 2016-09-26 A fully revised and updated 8th edition of the highly renowned international
bestseller The 8th edition of this highly acclaimed bestseller is thoroughly revised with every
chapter having been updated with special attention to the latest developments in marketing.
Marketing Plans is designed as a tool and a user-friendly learning resource. Every point illustrated



by powerful practical examples and made actionable through simple, step-by-step templates and
exercises. The book is established as essential reading for all serious professional marketers and
students of marketing, from undergraduate and postgraduate to professional courses for bodies such
as CIM. Above all it provides a practical, hands-on guide to implementing every single concept
included in the text. New chapters and content include: A ‘Does it Work’ feature throughout
demonstrating examples of real successes using the processes in the book More substantial
coverage of consumer behaviour to balance the book’s focus with B2B planning Digital techniques
and practices brought fully up to date Also includes a comprehensive online Tutors’ Guide and
Market2Win Simulator for those who teach marketing strategy

customer perceived value in marketing: Satisfaction: A Behavioral Perspective on the
Consumer Richard L. Oliver, 2014-12-18 Designed for advanced MBA and doctoral courses in
Consumer Behavior and Customer Satisfaction, this is the definitive text on the meaning, causes,
and consequences of customer satisfaction. It covers every psychological aspect of satisfaction
formation, and the contents are applicable to all consumables - product or service.Author Richard L.
Oliver traces the history of consumer satisfaction from its earliest roots, and brings together the
very latest thinking on the consequences of satisfying (or not satisfying) a firm's customers. He
describes today's best practices in business, and broadens the determinants of satisfaction to
include needs, quality, fairness, and regret (‘what might have been').The book culminates in Oliver's
detailed model of consumption processing and his satisfaction measurement scale. The text
concludes with a section on the long-term effects of satisfaction, and why an understanding of
satisfaction psychology is vitally important to top management.

customer perceived value in marketing: LISS2019 Juliang Zhang, Martin Dresner, Runtong
Zhang, Guowei Hua, Xiaopu Shang, 2020-07-10 This book focuses on Al and data-driven technical
and management innovations in logistics, informatics and services. The respective papers analyze in
detail the latest fundamental advances in the state of the art and practice of logistics, informatics,
service operations and service science. The book gathers the outcomes of the “9th International
Conference on Logistics, Informatics and Service Sciences,” which was held at the University of
Maryland, USA.

customer perceived value in marketing: Marketing Philip Kotler, Suzan Burton, Kenneth
Deans, Linen Brown, Gary Armstrong, 2015-05-20 The ultimate resource for marketing professionals
Today’s marketers are challenged to create vibrant, interactive communities of consumers who
make products and brands a part of their daily lives in a dynamic world. Marketing, in its 9th
Australian edition, continues to be the authoritative principles of marketing resource, delivering
holistic, relevant, cutting edge content in new and exciting ways. Kotler delivers the theory that will
form the cornerstone of your marketing studies, and shows you how to apply the concepts and
practices of modern marketing science. Comprehensive and complete, written by industry-respected
authors, this will serve as a perennial reference throughout your career.

customer perceived value in marketing: Services Marketing K. Rama Moahana Rao, 2011

customer perceived value in marketing: Business-to-Business Marketing Ross Brennan,
Louise Canning, Raymond McDowell, 2010-11-15 This volume examines views that argue business to
business marketing is simply a variant of consumer marketing or is only concerned with
inter-organizational relationship management.

customer perceived value in marketing: Proceedings of the 2010 Academy of Marketing
Science (AMS) Annual Conference Dawn R. Deeter-Schmelz, 2014-10-23 Founded in 1971, the
Academy of Marketing Science is an international organization dedicated to promoting timely
explorations of phenomena related to the science of marketing in theory, research, and practice.
Among its services to members and the community at large, the Academy offers conferences,
congresses and symposia that attract delegates from around the world. Presentations from these
events are published in this Proceedings series, which offers a comprehensive archive of volumes
reflecting the evolution of the field. Volumes deliver cutting-edge research and insights,
complimenting the Academy’s flagship journals, the Journal of the Academy of Marketing Science



(JAMS) and AMS Review. Volumes are edited by leading scholars and practitioners across a wide
range of subject areas in marketing science. This volume includes the full proceedings from the 2010
Academy of Marketing Science (AMS) Annual Conference held in Portland, Oregon.

customer perceived value in marketing: Marketing and Smart Technologies José Luis Reis,
Marc K. Peter, Luis Paulo Reis, Zorica Bogdanovic, 2025-03-12 This book includes selected papers
presented at the International Conference on Marketing and Technologies (ICMarkTech 2023), held
at Faculty of Economics and Management (FEM), Czech University of Life Sciences Prague (CZU), in
partnership with University College Prague (UCP), in Prague, Czech Republic, between 30
November and 2 December 2023. It covers up-to-date cutting-edge research on artificial intelligence
applied in marketing, virtual and augmented reality in marketing, business intelligence databases
and marketing, data mining and big data, marketing data science, web marketing, e-commerce and
v-commerce, social media and networking, geomarketing and IoT, marketing automation and
inbound marketing, machine learning applied to marketing, customer data management and CRM,
and neuromarketing technologies.

customer perceived value in marketing: Managing Market Relationships Adam Lindgreen,
2017-11-28 Sole reliance on traditional marketing practices can cost a lot of money for little gain.
That's why establishing, developing, and maintaining market relationships with customers and other
stakeholders is often hailed as an effective means to achieve a sustained competitive market
advantage. Despite this, the benefits of relationship marketing remain uncertain, and efforts in this
arena often fail. Managing Market Relationships explains what relationship marketing entails, how it
is implemented, how it evolves, and how it is controlled. Building on research with colleagues, Adam
Lindgreen argues that companies must add value - either through their products and services or
through their relationships, networks, and interactions. Readers are introduced to the buyer-seller
market exchange model that recognizes the importance of relationship marketing but argues that it
should co-exist with traditional marketing. The book offers guidance on how to develop, involve, and
evaluate management and employees in relationship-building market activities. To avoid the
one-size-fits-all approach to relationships, that so often leads to the premature death of managers'
efforts, a relationship management assessment tool is provided that helps companies to question,
identify, and prioritize critical aspects of relationship marketing. This timely and comprehensively
researched book is essential reading for researchers, those involved in the professional training and
development of marketers, and higher level students and practitioners who will want to learn more
about relationship marketing, relevant research methodologies and how to use sound managerial
models and tools.

customer perceived value in marketing: Marketing Logistics Martin Christopher, Helen
Peck, 2012-05-04 This interface is being recognized by business organizations as a key priority for
management, and both practitioners and academics alike have placed a greater emphasis on the
need to view the supply chain as a whole as the vehicle by which competitive advantage is achieved.
As well as drawing upon current research and the experience of firms worldwide, Marketing
Logistics uses numerous 'mini-cases' and vignettes to illustrate the key messages in each chapter
and bring the theory to life. This book is an invaluable resource for managers who seek to
understand more about the way in which the supply chain should be managed to improve their
organization's competitive position, as well as students undertaking degree-level courses in
marketing, logistics and supply chain management.
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