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PART  1: What is strategic marketing?
Customer value is the level of satisfaction of your customer towards your business.  The word value can relate to the price for those in business or it could also be the worth of something, not necessarily tangible product.  This means that both product and services have value.
Value is created through the development of processes, like other things in your business. It’s also a subset of the culture and mindset can be difficult to change, it’s possible to shift things to put more emphasis on creating customer value and better customer experiences.  Customer value is then the perception of what a product or service is worth to a customer versus the possible alternatives.  Worth is the customer feelings like if he/she got benefit service over what he/she has paid.  This brought a simplistic equation form where customer value is benefits minus the cost (CV=B-C).
The benefits are the advantages/quality of the product, services, image and brand of the company.  Consumer use the product or service but in all cases do not buy product/services.  The customer is the one who buys or makes decision to buy.
Customer value can be created through:
1.  Giving a price that makes the customer believe he is getting more than he pays for the benefits he gets versus competitive offers
2. Making it convenient for the customer to buy and how he wants to buy and pay.
3. Reducing the price or keeping the same price and giving something extra over competition.
A good strategy that is well executed has the ability to positively impact a market, competitive position or business model.  Developing and implementing marketing plans and strategies designed to increase revenues for the business fall within marketing domain.  Its marketing job to identify, quantify and drive new products, new market opportunities and new process initiatives as well as direct aspects of the organizations marketing policies, objectives, strategies and tactics.
This sector has three phases which include:
1.  Gain customer and marketing insight. This phase requites gathering key information about the needs and value of customers and the marketing.
2. Identify strategic opportunities.  This phase involves analyzing the market, competition, and trends.
3. Develop the plans strategic initiatives.  In this phase it identifies and selects initiatives that will enable your organization to achieve its objectives.
SWOT analysis is a strategic planning technique use to help a person or organization to identify the strengths, weakness, opportunities, and threats related to business competition.
Strengths a weakness are frequently internally related while opportunities and threats are commonly focus on environmental conditions.  The degree to which the internal environment of the firm matches with the external environment is expressed by the concept of strategic fit.
1.  Strengths is the characteristics of the business or project that give it an advantage over others.
2. Weakness is the characteristics of the business that place the business at the disadvantage relative to others.
3. Opportunities is an element in the environment that the business could exploit to its advantage
4. Threats is the elements in the environment that could cause trouble for the business.
Internal factors are the strengths and weaknesses internal to the organization while the external factor are the opportunities and threats presented by the environment external to the organization.
The usefulness of SWOT analysis is not limited to profit seeking organizations.  SWO analysis may be used in any decision making situation when a desired end state is defined.
[bookmark: _GoBack]Competitor analysis in marketing and strategic management is an assessment of the strengths and weakness of current and potential competitors.  This analysis provides both an offensive and defensive strategic context to identify opportunities and threats.  Profiling combines all of the relevant sources of competitor analysis into one framework the support of  efficient  effective  strategy  formulation,  implementation,  monitoring  and  adjustment.    
PART  2:  Customer satisfaction, Loyalty, Management and Empowerment
The consumer expectation is that information and services are on demand at anytime and anywhere.  Consumer control interactions through sharing recommendations and by referencing opinions through rating and reviewing.
Consumer demonstrate power by retrieving information about advertiser activities and accessing the views of other people in relation to the brand.  They are empowered because they can aggregate.  Social networking services in particular have enabled likeminded people to join together to talk about campaigns (positive or negative).
Customer satisfaction is a measure of how products and services supplied by the company meet customer expectation.  It can also be the number of customers whose reported experience with a firm, its product or ratings exceeds specified satisfaction goals.  The main reasons for customer satisfactions are:
1.  A loyal customer is a treasure you should keep and hide from the world.
2. They can stop being your clients in a heartbeat
3. Customer satisfaction is a factor that helps you stand out of the competition
4. Great customer experience can take your brand places
5. It’s also all about the money where customer satisfaction is a reflected in your revenue
6. Customer relationship management is an approach to manage a company interaction with current and potential customers.  It uses data analysis about customer’s history with a company to improve business relationships with customers specifically focusing on customer retention and ultimately driving sales growth.
Customer privacy is a form of information privacy concerned with the legal and political issues arising from the interaction of the publics expectation of privacy with the collection and  dissemination  of  data  by  business.
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