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' Mass customization

' Customer Relationship Management( CRM )
" Permission marketing

* Interruption marketing

° Prosumer

" Ward Honson

" Philip Kotler
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' Webster

" Mc Kitterick

" Marketing concept

* Customer value chain involvement

° Customer relationship management

' Employee relationship management

' Retailer partners relationship management
" Hyper-dynamic

' Treacy and Wiersema

" Truth
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' Value proposition
Y . .
Value driven operating model
v . . e
Value disciplines
‘ Convenience
o
Value
* Perceived value
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' Shareholder value
' Customer value
" Stakeholder value
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' Value components model
" Dissatisfiers

" Satisfiers

‘ Delighters
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' Means — Ends model
" Woodruff
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' Value dynamics model
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' Key dimension of customer value model
" Sheth

" Consumption value

‘ Functional value

° Social value

' Emotional value

' Epistemic value

* Conditional vaue
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' Brand

" Customer value chain involvement

" Customer relationship management

* Employee relationship management

° Retailer partners relationship management
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" Consumption

" Maintenance
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