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Abstract

Marketing management is in the stage of value marketing after
produt marketing. It is the common sense that firms could gain
competetive advantage through improving their customer value.
The practice and research about it extends and goes to deep.

From the practical perspective, global economic environment
has been changing greatly. Market orientation as the enterprises’
management philosophy has been already widely accepted and im-
plemented.

Nowadays Customer becomes the central of marketing man-
agement. Meeting customer needs is enterprises’ tenet. However,
customer orientation is not supposed to consider equal to market
orientation. Only customer orientation, competitor orientation and
interfunctional orientation coordinate completely and fluently, can
it be the essence of market orientation. It tells us that only in con-
sideration of three aspects of customer, competitor and organaza-
tion itself, founding and applying enterprise own special competa-
tive advantage, can it meet customer needs and improving enter-
prise performance. Therefore, only with market orientation and
high marketing quality can today’s enterprises achieve succssful
performance in creating customer value activities,

Manufacturing is the mainstay industry of our national econo-
my. Facing the value chain of world manufacturing industry trans-
fering, it’s the crucial problem in our manufactering industry de-
velopment that how to offer products with high value and improve
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customer value with advanced idea.

From the theoretical perspective, Marketing research is essen-
tially exploring the strategies and stactics of creating, delivering
and diffusing customer value. Among them customer value and its
driving factors are important topics attrated attention from schol-
ars.

At first, talking about the mechanic of customer value, there-
are many conceptions and models about it. Researchers made some
discussion about it from the perspectives of customer, supplier and
joint buyer-seller, Of which the research of customer value from
buyer’ s perspective have been presented frequently and conse-
quently formed diverse customer-orientated value theory model,
and Woodruff’ s Customer Value Hierarchy Model is one of the
most important contents, thinking customer value in a dynamic
way has good help for understanding its meaning. At last, there
are many factors to drive customer value, market orientation and
marketing quality are two important ones. In the research of mar-
ket-oriented customer value, many researchers have expolered the
problem about customer perceived value and presented their re-
search model. Some researchers start to pay attention to the inful-
ence from core competence of the corporation in twenty-first centu-
ry. The breadth and deepth of infulences of market-orientation to
customer value has being enriched and completed. Marketing Qual-
ity is a new concept emerging with Total Quality Marketing
(TQMK) theory. In the late of 1990s, TQMK has been proposed
since of combination of Total Quality Management and Marketing,
and it makes great intrestes to researchers. Don Bathie and Josh
Sarkar(2002)said it was the symbosis of total quality management
and marketing. How to realize customer value through TQMK ac-
tivities? It has becomed a hot topic. Marketing quality, as a new
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concept, has stimulated some researchers’ interests, and it be-
comes a good point in marketing management research.

According to the above-mentioned two aspects of theoritiacl
and practical, customer value marketing management brings some
question and reflection.

The goal of this book is discussing relationship of enterprise’
market orientation, quality and customer value. The author hopes
to study customer value’s operation in TQMK’s external market-
ing system, riching the study content of customer value theory,
market orientation theory and TQMK theory, providing supporting
in theory and practice, and making contribution to our enterprises’
international competitive ability.

The research choices manufacture industries as objectives. Re-
search methods of data studies, qualitative methods, quantitative
methods, case studies are used in this process. There are five vari-
ables in this research, they are Market Oriented, Marketing Quali-
ty, Attributive Value, Experience Value and Goal Value. Research
model has been put up and proved. The author choiced 113 samples
from costal and inland provinces in China to do empirical study,
and discussed customer value activities of MAYINGLONG
PHARM GROUP as a study case.

The main contents of the book can be divided as belows:

Chapter one: Introduction. This part explains the background
and motivation, purpose and scope, object and way of this re-
search.

Chapter two: Theory review based on the need of research,
This part gives customer value theory review, it involves customer
value basic theories and driving factors theories. and also provides
reflection of customer value of this dissertation.

Chapter three: Related factors analysis. Relationships among
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market orientation, marketing quality and customer value are ana-
lyzed in this part. It helps to build up the theoretical foundation of
this dissertation.

Chapter four: Research design. The model and factors of the
dissertation has been set up. There are five factors together in this
model: Market Orientation, Marketing Quality, Attribution Val-
ue, Experience Value, Goal Value. Through indepth view, the
study model and hypothesises are made. The final indexes of each
factor have been dicided by pre-investigations”’ data reliability and
validity analysis. The sampling method and samples are intro-
duced. The data analysis methods are given.

Chapter five: Data analysis and explain. According to formal
investigate data, reliability and validity of each factor and total
model have been analyzed. The final results show as below:r, =
0.78,7,=0.76,73=0.79,r,=0. 75,7 =0.69,r,=0. 71, It shows
that hypothesises are concluded.

Chapter six;: Case study. In this part, Customer value activi-
ties in MAYINGLONG PHARM GROUP has been introduced for
the related variation of the model. It proves our research conclusion
in practice.

Chapter seven: Rresearch conclusion and forward. Research
conclusion and marketing management suggestion are given in this
final chapter. At the same time, innovation, limitation and re-
search forward of this dissertation are also dicussed.

The conclusion of this book are summarized below:

Customer value are composed of attribution value, experience
value and goal value. Market orientation guides company’s cus-
tomer value activity. Marketing quality are driving factors of cus-
tomer value hierarchy process.

The innovation of this book maybe show in these aspects:



(1) Building up dynamic Customer Value Hierarchy Model.
The author presents a Customer Value Hierarchy Model for this re-
search basing on means-endchain theory and Woodruff’ s model,
and using three related variables (Attributive Value, Experience
Value and Goal Value) to show dynamic customer value.

(2) Choicing a new perspective in customer value research.
(D Exploring customer value in a whole aspect. @ It’s the first
time to use marketing quality concept in customer value model re-
search.

(3) Exploring customer value hierarchy factor scale.

(4) Indentifying marketing quality factor scale.

(5) Applying the unique way of thinking and scientific re-
search methods.

The author has paid great efforts in this research in order to
make this book scientificly and correctly. However, there are still
some infects in it due to author’s experience, knowledge and re-
search conditions. All these will be improved in some ways in fu-

ture study.
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