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Marketing
Definition of marketing and customer value proposition

The American Marketing Association (AMA) defines marketing as the set of events, institutions and process for generating, communicating, delivering as well as exchanging offerings that provide value to the society, customers, clients and the partners (AMA, n.d.). Additionally, the AMA identifies that customer value proposition is the combined benefits that the consumer is to gain in return for their payment (AMA, n.d.). It is what the company any promises the customer in their marketing and sales effort. It is the total sum of perceived value that purchase of an item or service provides to the customer.

Marketing process and advertising

The marketing process is defined as a systematic set of activities that aim to analyze the marketing opportunity, selecting the target markets, developing marketing mix and managing the marketing effort. The marketing process involves all activities designed to promote the customer value proposition. Advertising is a single element of the marketing process. While marketing is the process by which an organization prepares the product or the service for the market, advertising, on the other hand, is the process that makes the services or the products being offered known to the marketplace (AMA, n.d.).  Advertising is defined as the placement of announcement as well as the use of persuasive messages in public domains increasing target visibility with the sole purpose of persuading the target customers or the audience to purchase products or seek the services being provided by a certain organization (AMA, n.d.).

Goals of creating a customer value proposition

The customer value proposition is of strategic importance to the success of the organization as it works to convince the customer to purchase the product or service. Additionally, customer value proposition as noted by Kerin and Hartley (2016) work to differentiate the products or service from those offered by the competitors. A strong value proposition as argued by Kerin and Hartley (2016) resonates with the customers and employees which enhances clarity within the business as the organization understand the goals and the strategies that need to be implemented. Furthermore, it helps the employees to maintain focus on activities or practices that are aimed at adding value to the customers thus enhancing sales and profits earned.

Relationship between the company and the customers

The development of unique relationships between the company and the customers as noted by Kerin and Hartley (2016) is essential to gaining the loyalty of the customer by providing unique value through successful marketing. Relationship marketing is focused on retaining and satisfying the current customers by focusing on maintaining long-term value to these specific customers (Hollensen, 2015). Relationship marketing is based on gaining a personal and unique relationship with the current customers which enhances reliance of each other thus enhances referrals as well as return customers. By focusing on customer interactions, the company is capable of retaining the customer and maintaining future sales from that customer.

Application of customer value proposition and relationship marketing

The company of focus is an online clothing distributor that seeks to provide customers with quality and fashionable clothes without the inconvenience of physical shopping. Desire is the name of the company and will focus on ensuring that products fit perfectly and are not unique but well priced to ensure value for every purchase made. The application of customer value proposition is achieved by understanding that the online consumers are looking for a bargaining and when it comes to clothes they seek quality and fitting products (Kerin & Hartley. 2016). Thus clothes will be marketed regarding the quality of fabric used, pricing and its ability to fit perfectly each consumer. Thus the marketing approach for Desire will be “Style up for less” this will be used to communicate the customer value proposition that is the quality of products and cost-effectiveness.

Relationship marketing at the company will be implemented by tailoring the customer experience to each customer (Hollensen, 2015). Data mining and predictive analytics will be used to customize the online shopping experience of the consumer while ensuring that each item fits the needs of the customers. By tracking the purchases of the customers and providing similar clothes as well as discounts based on the extent of purchases made is an effective approach to maintaining strong relationships between the customer and the company. Rewards for sustained purchases for a given period is another effective approach to enhancing the development of strong relationships in the company (Zhang, Watson, Palmatier & Dant, 2016). The company will focus on making every interaction count, and this includes providing customers with a wealth of information on their products such as manufacturers as well as sending a thank-you email or apology for any inconveniences experienced.

Improvement of customer value proposition and relationship marketing

To create customer value proposition, it is important for this organization to redesign its pricing strategy to ensure that it offers a win-win price that benefits the company and the consumers. Armstrong, Adam, Denize & Kotler (2014) argued that understanding what drives the purchasing decisions of the consumers is essential in developing an effective customer value position. Therefore, in this case, the online clothing retailer will conduct customer surveys to gain insights into what the customers want. Conducting market research is another method of understanding the needs of different customer segments and thus offering greater value to these customers. Quantifying the value of the online clothing retailer will be essential to enhancing the customer value proposition. 

By promoting casual communicating and unforgettable experience the online clothing store can create emotional connection with the consumer thus enhancing relationship marketing (Kerin & Hartley, 2016). By focusing on maintaining customer satisfaction the center of business operations will ensure that the needs of the customer are prioritized and addressed. Training employees to provide more customer-centred care is another effective approach to enhancing relationship marketing. Rewarding employees who are continuously developing higher customer satisfaction would enhance the morale of the customer service team to ensure customer gain value for their purchases.

Personal Brand and customer value proposition

A personal brand can be linked to the customer value proposition of the company in that I am viewed as a focused leader who works to ensure that the needs of subordinates, customers and all stakeholders are addressed. By developing and implementing a stakeholder management approach has been the defining aspect of my brand and this is linked to the customer value proposition of the online clothing retailers that focuses on providing quality products, at an affordable price and meets quality requirements. By focusing on the needs of the consumers, it is critical to ensure that products developed address quality requirements and sold at a price the consumers need (Hollensen, 2015). The personal brand is essential in constructing the customer value proposition for the company.

Applying customer value proposition and relationship marketing in personal positioning

Customer value proposition involves communicating the value that the customer is to receive for their purchase (Hollensen, 2015). In personal positioning customer value proposition involves highlighting all the credentials and expertise that make me the most qualified for a given position and why I am the best to fill the position. It involves creating an impression of the gains that having someone with my background and employment experience has to the workplace and what unique attributes such as skills that I bring to the company. Relationship marketing can also be used to position myself better. Relationship marketing here involves developing a friendly tone as well as relationships with the people involved thus helping to prove that I have the necessary qualifications to fit with the organization culture and interact with others.
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