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New Economy)
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(Marketing

Management)

(digitalization and connectivity)

(disintermediation
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(customization and customeri-
zation) (industry
convergence)
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Objective and Collect the Data
Profile)

(Execute)

(Internet)
(response-based)

(context-sensitive offer)

(consumer insight)

(Segment Data
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(Measure Effectiveness)

(brand awareness)

? (consistency)”

(Attract: Secure the Relationship)

(Marketing ROI) (Retain: Cement the Relationship)

(Leverage: Extend the Relatio-

nship )

(customer life

cycle) (customer
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(Baker)

(New
Consumer Marketing: Managing a

Living Demand System)

(value
definition) (value
creation) (value

(leverage) delivery)

(insight)

(recursive process)

(influencer)
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(agility)

(people) (processes)

(innovation) (responsiveness)

(media)

(channel)

(supply-chai
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(demand system)

(people)
(intuition)
(culture and structure)
(leadership vision

and value) (employees)

(process)
(knowledge management)

(planning) (measurement)

(accountability)
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(value-centric orientation)
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(price premium)
(customer lifetime
value)
4Cs
(consumer needs and wants)
(cost) (convenience) (customer equity
(communication) 4Ps management)
(price) (product) (customer relationship
(place) (promotion) " management)
21
21
(loyalty) (branding)
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(Keller)
(brand equity)

(strategic brand 21
management)
(Schultz)
(Integrated Marketing Communi- (measurement)
cations) “

(accountability)
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(marketing ROI)
(ROI=(Margin-MI)/MI) ROI
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ROI1

RO1
ROI

(transaction marketing)
(sales orientation)

(acquire)

(relationship
marketing)

(retention orientation)

(retain)
(value-centric
orientation)
(insight) (innovation)
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(deregulation)
(globalization)
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