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Marketing and Customer Relationships
The American Marketing Association (AMA) defines marketing as the set of institutional activities and the process of communicating, delivering, creating as well as exchanging offerings that of value to the partners, clients, customers and the society at large (AMA, 2013). Marketing is essential to raising awareness and interests of the products or services thus driving sales and profit generation. The AMA also defines the customer value proposition as the sum of total benefits that the customer is promised in exchange of the payment that they make. A customer value proposition in essential highlight all the benefits and unique experience that the customer will get after acquiring the services or products from the company.
Adverting and marketing process

Marketing process involves all activities and processes of delivering and communicating the offerings to the consumers. Marketing is comprehensive process that identifies all activities taken to highlight the unique offerings of the products to generated exchanges with the customers. Marketing can be defined by four main elements that are price, place, promotion and product. Advertising is a byproduct of marketing strategies which involves the process of communicating specifically to the target audience. Advertising is described by the AMA (2013) as any activity is any activity taken to broadcasts the offerings of the business to the target customers. While marketing is strategic advertising is more functional and specific (Hollensen, 2015). Marketing involves formulation of strategies used to reach out to the buyers and promote transfers of exchanges of products and money.
Goals of creating a strong customer value proposition and unique company customer relationship

Hollensen (2015) argued that the customer value proposition is the set of benefits that the vendor promises to the customer in exchange for associated payments. A strong customer value is critical to effectively marketing the product as it helps to convince the customer why the products should be purchased over another similar products in the market. Customer value proposition thus plays a key role in product differentiation thus promoting a sustainable competitive edge in the market (Anderson, Narus & Van Rossum, n.d). A strong customer value proposition work to create attention as well as approval among the customers resulting in increased sales and profitability that consequently works to increase market share. A customer value proposition shows that the organization understands its target market and the needs of that specific market thus enabling the business to effectively promote its products. A customer value helps to effectively position the brand of the company within the market attracting customer awareness.
The ability to create a unique relationship between the company and the customers is essential to creating customer loyalty (Zhang, Watson IV, Palmatier & Dant, 2016). Creating a strong customer value proposition and forming personal relationships creates the idea that the company understands the needs of the customer, views them as important stakeholders and works to not only make a profit but serve the needs of the customer (Gummesson, E. (2011). Customers who feel that an organization meets their needs are loyal and will continue to religiously purchase such products or services until the company is no longer able to address their needs.
Customer value proposition and relationship marketing

The company I currently work for is the Southwest Airlines and provides freight and air transportation services to customers. The concept of customer value proposition as well as relationship marketing have been applied to the operations of the company to promote market expansion and growth. The concept of customer value proposition is designed to address the needs of its target market that are the low and middle income earners and more specifically the business travelers (Baron, 2013). Since price is the most important consideration for the target market the company customer value proposition is centered on enhancing convenience of travel, quality of services and most important factor is the price sensitivity (Baron, 2013). As opposed to other airlines in the industry it has focused its competitive strategy and customer value proposition on price sensitivity providing customer with convenient, friendly as well as quality services that is aligned to the lowest market price. 
Relationship marketing is defined as the process through which a company interacts with the customers to create long term engagement as well as loyalty (Zhang et al., 2016). The organization has achieved success in relationship marketing through its practice of treating its customers as friends and part of a family. The customers are able to receive birthday cards while the customer service representatives develop first name relationships with the customers thus promoting customer loyalty (Baron, 2013). Its relationship marketing approach has been supported by its customer-centered culture and approach to operations. Its success in developing effective relationships marketing and customer value proposition identifies that it is model to be replicated and in the industry.
Personal brand and customer value proposition

My personal brand as a hardworking, commitment and dedicated employees is aligned with the customer value proposition of Southwest airlines which aims to provide quality and convenient services at a convenient cost. I am dedicated to serving the needs of the customers and this is the foundation of the customer value proposition of the organization. A customer value proposition can be used to effectively position myself as the best by exuding my skills and talents within the organization and the value that I bring to the organization. For instance provision how innovative, committed, hardworking and ambitious I am and how these abilities align with the overall organizational goals is key to positioning myself within the organization. Relationship marketing concept can be applied by promoting active interaction with the employees and working as team player to show that one is not just committed but has the social skills necessary to foster relationships with coworkers and the customers.
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