, Wh .
users, who need benefits and attributes; the managersao?fﬁ: ::E EfsleC;S; ett:d
, WNO

seed those end users to be productive; and so on.
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In the competition for a customer, the successful enterprise is the one with the
nost knowledge about an individual customer’s needs. In a successful Learning
relationship, the enterprise acts in the customer’s own individual interest as a result
of taking the customer’s point of view. What if the customer were to maintain her
own list of specifications and purchases? If the record of a customer's consumption
of groceries were maintained on her own computer rather than on a supermarket’s
ould undercut the competitive advantage that customization gives

computer, this W
' an enterprise. Each week a whole cadre of supermarkets could simply “bid” on

the customer’s list of grocery needs, reducing the level of competition once again to
the lowest price. The customer-strategy enterprise can avoid this vulnerability, as it
has devised a way to treat an individual customer base
customer’s transactions as well as on

have similarities to her. This is known as community kgowledge. |
Community knowledge comes from the accumulation of information about a

whole community of customer tastes and preferences. It is the boc?y faf kmwle:%z
that an enterprise acquires with respect to Customers w.ho .h'ave similar taeitiseeds
needs, enabling the firm actually to anticipate what an md}wdual custor?tw - tha::
even before the customer knows he needs it. The collabordﬂv_eﬁ et ;Oallowing a
sorts through customers for similarities 15 essentially 2 matChfojg'g;I;s;d on what
company to serve up products oOf <ervices to a particular c1;s ome e partcular
other customers with similar tastes Of preferences P S

product or service.

And the financial dimension is not limite
linancial dimension might include maximiz
fiscal stability, See Michael Martello,
4 Balanced Scorecard in a Not-for-P
Research 6, no. 9 (September 2008): 68
T volunteer value may include pI‘C'J‘(Jie : d volunteerism,
“Ompliance rates, voting record, donations O -
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Technology has accelerated the rate at which enterprises can g
knowledge to better understand individual customers. This tool ¢
the individual consumers of a company like an online bookstore, b
tomers. The idea of community knowledge has a direct lineage from one of
most important values any B2B business can bring its own business custome:;. e
ucation about what other customers with similar needs are doing—in the aggre. oo
of course, never individually. Firms know that they must teach their Customefate'
well as be taught by them. An enterprise brings insight to a ¢ R
tts dealings with a large number of that customer’s own com

ustomer hggeq o5
knowledge can yield immense benefits to many businesses, b
businesses that have:

PPIY COI]]_[-HU
an help p,
Ut also B>

nfty
L jusy
B Cus.

ut especially tq those

" Cost-efficient, inleractive connections with customers as a matter of routine
such as online businesses, banks and financial institutions, retail stores, an(i
B2B marketers, all of which communicate and interact with their Customers
directly and on a regular basis.

® Customers who are highly differentiated by their needs, including businesses
that sell news and information, movies and other entertainment, books, fashion,

automobiles, computers, groceries, hotel stays, and healthcare, among other
things.

Marketing expert Fred Wiersema?* has said that there are three characteristics of
market leadership: bringing out the product’s full benefits, improving the customer’s
usage process, and breaking completely new ground with the customer. Any one
of these types of customer education can come from the knowledge an enterprise
acquires by serving other customers. An enterprise with a large number of customers
can use community knowledge to lead a customer to a product or service that the
enterprise knows the customer is likely to need, even though the customer may be

totally unaware of this need. It might be as simple as choosing a hotel in a city the
customer has never visited, but it could also apply to pursuing an appropriate invest-
ment and savings strategy, even though the customer may not have thought of it yet.

Pharmaceutical Industry Example

Consider, for example, a pharmaceutical company. Traditionally, this firm has not
engaged in much relationship building with its end-user consumers (i.e., the p&-
tients for whom its drugs are prescribed). Rather, the firm has always considered
its primary customers to be the prescribing physicians and other related he.althcﬂf;
professionals, along with pharmacies, employers, some government entitxes,_ an

healthcare organizations. But now, faced with the cost-efficient, powerfully 1nl€r
active technology of the World Wide Web, this pharmaceutical company wants 1

To-
‘Fred Wiersema, Customer Intimacy: Pick Your Partners, Shape Your Culture, ;::”ze -
gether (Middleboro, MA: Country Press, 1996). Also see Wiersema's The New Mar
ers: Who's Winning and How in the Battle for Customers (New York: Touchston¢,

pp. 63-64.
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heck through constant vigilance, but, as is the case with many such
mpliance is problem. Patients often simply fail to keep up the medical
1t or fail to monitor their own condition properly. The company knows that
t‘e‘ftme want help in understanding and dealing with the disease. so it sets up a
?uenl_ie 1o serve as a resource for information and support. The benefits for the
webnzlaceutical company and for the patient are straightforward: A better-informed
pha ported patient 1S likely to exhibit better compliance, which will both keep
i Suti')ent healthier and sell more of the pharmaceutical company's drugs.
e [:;anomng that difterent consumers will need different types of support and
Jssistance. the pharmaceutical enterprise undertakes to design a patient-centric Web
<te. To do so, it conducts a re.search- survey of Patients, and discovers that a patient’s
;,mmde roward keeping the disease in check will drive her individual needs for using
‘he Web site. Newly diagnosed patients for the most part simply want any and all
information related to their disease, They need to be able to select content relevant
o their own problems. However, as patients come to grips with their sickness, their
atitudes toward the disease tend to fall into one of three primary categories. For

this pharmaceutical company, working with a set of diabetic patients, the needs
groupings tend to look like this:

can he kept in €

discases: €7

s ndividualists. This type of patient relies on herself to make educated decisions
on how to manage her disease. Individualists could be directed to online clinical
support, and they could opt for customized electronic newsletters or for online
health-tracking tools.

* Abdicators. This patient’s attitude toward the disease is one of resignation and
detachment. She basically decides that she will “just have to live with the con-
ditions of her disease,” so she ends up depending on the help given by a
significant other. The site directs abdicators to various caregiver resources and
provides planning information related to nutrition and meals.

* Connectors. This type of patient welcomes as much information and support
as she can get from others to help her make educated decisions about how
to manage her disease. The site directs connectors to online chat rooms and
clectronic bulletin boards where they can meet and converse with other patients.
[t has an “e-buddy” feature that pairs her up with a patient similar to herself.

For the pharmaceutical company to design a Web site that is truly customer-
focused, it should try to figure out, for each returning visitor, what the particular
mind-set of that visitor is, and then serve up the best features and benefits for that
particular type of patient. The easier the enterprise can make it for different patients
‘0 find the support and assistance they need, individually, the more valuable those
pauents will become for the enterprise.

At this juncture, however, it is important once again to separate our thinking
about the features and benefits of the Web site (i.e., the product, in this case)
from the actual psychological needs and predispositions of the Web site visitors
[hﬁ'mselves, Any one of the visitors might in fact use any of the Web site’s many
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each of the Web site’s benefits wy
customers, with different types of neeqs

themselves do nol overlap—they ?re unique individuals, ey,
hology and motivation. It 1S only our categorization of
rs into needs-based groups that might give us the
be similar in their needs, but at a deeper

level, they are still uniquely individual, and this willl be true no matter how many
additional categories, Of portfolios, we create. We simply categorize customers in
order to better comprehend their differences by making generalizations about them.’

illusion that they arc

1d benefit from applying principles that
values. In addition, relationships with

d suppliers would benefit from one-to-

As much as any industry, healthcare cou

address individual patients’ needs and

donors and volunteers, medical staff, an
one Learning Relationships. But there are special challenges in this field.

Similar to any manufacturing enterprise, a health maintenance organization
(HMO) can rank its patients by their value to the HMO. Interestingly, for an HMO,
its most valuable patients are those it never hears from—those in good health.”

However, the HMO does not want this group of customers to switch to another
healthcare provider; it wants this set of valuable customers to use preventive
healthcare procedures and to engage in a dialogue with its representatives SO
that they can understand each of its customers’ personal medical-related needs.
The goal of a healthcare provider, therefore, could be to create an ongoing, inter-
active relationship with the customer-patient, a relationship that does not revolve
around what happens between admission to the institution and discharge but
rather between discharge and admission. That's why many HMOs are engaged
in bt..lildjng. re{a}ionships by establishing contact with patients before an illness
rsser o smoking cessatin, nutrtion, and 50 o, These progtatms afo win-
| win: They can contribute to 1’1‘1 h lr_h’ 3 2l ot These programs are 1
e health and well-being of th ' HMO
| member, and they help the HMO reduce costs th e B of i
—— rough improved health of its
Gary Adamson, who served as past j - : :
ing in Denver, Colorado, said the pgwerlgf ifaelﬁi;g;tmewuf’“‘?” Marlfet-
gration lies in creating

the ability to do things differentl
y for each customer. n
same for all customers.? One of Medimetrix’s clients ,Coi)rtmtlin?gf 1:1{01'3 t(:; thl'z
’ osp1 5

Indianapolis, Indiana, for example, implemented “Patient-Focused Medicine.” a
cine,

5The fact is, the pharmaceutical industry faces a challen

_ . e sh -
$:§r ;::::igles the need to stay ahead of the proliferatg)n 0? 2:5;’1&1 ; _ .

at already offer some level of personalization. F % FMaina R

Symptom Checker that helps patients understand what thei;' - F‘fxample, TR S
(http://symptoms.webmd.com/) as well as a Diet and Weigh
personalized diet assessment and access to a calorie calcu]itt £oss
“Fit-o-Meter” (www,webmd.com/diet/ healthy-eating-ﬁtnes&serv?;si
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CRM initiative aimed at four constjyen

and payers. The hospital has found that most med; l

the “care for you™ component of healthcare by indivi; )

ing medical disorders. But Commupnj o

component—the part that makes most patients at most

1 herd of cattle.
The hospital encourages thoughtful, L

nursing statt because it wants

the hospital also

not the same as customizing healthcare, w if the patient’ *

needs are remembered and continued at d be patlenF§ e
The opportunity—and een visits

an individual patient's nee

a cost-ethcient and well-

hospital, pharmacy,

tion but is higl}ly private to the customer-patient. Healthcare personalization, of
course, has existed for a long time, and certainly since the time when doctors
madt? 1101:156‘ calls and local druggists remembered each of their customers’ medi-
cal histories. The vast majority of healthcare services could benefit from a shift in
focus from event treatment to patient relationships, for the good of the health-
care organization as well as the patient—perhaps starting with an integrated
billing system that makes sense to patients and their caregivers.

Some companies in the healthcare industry already see personalization as a
strategic advantage in a crowded marketplace. By adding Web-based services for
its customers, Oxford Health Care, which offers health insurance in New York,
New Jersey, and Connecticut, has provided the same level of personalized ser-
vice a customer would get from a telephone call. Not only does the My Oxford
program, a subsection of its Web site, allow customers to access their coverage
plans and process claims, but Oxford Health Care has also fully invested in ef-
ficient, remote patient access services. Its Lifeline medical alert system connects
patients with their Personal Response Associate at the push of a button; these
associates can access personal information, contact the individual, and send ap-
propriate help. Similarly, telemonitoring devices can gather vital signs and other
health information daily from patients at home and transmit this information
via phone line to Oxford HealthCare, where a nurse reviews it and responds

according to parameters set by the patient’s physician.®
While reducing its cost to service “customers,” Oxford serves each customer

better. But personalized online services go far beyond customized conFent or
a listing of available healthcare products or services. The real op[?ortumty lies
in building a Learning Relationship between the healthcare provider and the
customer. A drugstore, for example, might know a customer buys theh sa?hle
over-the-counter remedy every month. But if the same dr'ugstore detects tl'at iti
customer is suddenly buying the product every week, it could gﬁr:;?iat 1§§u1d
service by asking her whether she is having a health problzm an 1A1read -
assist her with personal information or other types of medication. y

(continued )
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(Continued )
pharmacy is the last resort for many patients to help spot possible drug intery,
drugs prescribed and recommendey

tions for prescription and over-the-counter
by a variety of different physicians. Using information to serve the custome,

better helps the drugstore creat€ a long-lasting bond with this customer.
For instance, Medco, formerly part of Merck and a pharmacy benefits mgp.

agement company of Merck & Co. has created a sophisticated information

system that links patients, pharmacists, and physicians, helping to ensure the
. ¢ each individual based on his health profije

| appropriate use of medication f
ssued a pharmacy card that enables the company

fll and refill a prescription. But the company
y cares for its customers but cares

most valuable customers. For example, Florida Hospital, which serves 1 million
patients a year, provides a concierge service for patients that can track and
automatically schedule routine appointments such as well-check visits and flu
shots as well as referrals to specialists to help a patient avoid the usual three or

in the hospital, patients

four phone calls it takes to g€t the right person. Even
can have an interactive experience with bedside kiosks, where they can access

medical records and the Intemelt, purchase vitamins Of medical supplies with a
card swipe, or leave messages for physicians. “We're really looking to bring value
through coordination of care that is for the whole person,” says Des Cummings,
executive vice president of Florida Hospital. “We're looking at a whole person

system for health and healing; caring for a person throughout their life.”

“HMO Plans, Self-Selection, and Utilization of Health Care

| ?Jaeun Shin and S. Moon,
Services,” Applied Economics 39 (2007): 2769-2784.
Ph.D., and Bob Dorf, The One o One Fieldbook (New

bpon Peppers, Martha Rogers,
vork: Doubleday, 1999).
| cavailable at www.oxfordhealthcare.net, accessed April 27, 2010.
dMarji McClure, “Florida Hospital Prescribes a Personalization
16, 2004, available at: www.ltolme

| »ine’s Weekly Digest, August
DocID=28465, accessed September 1, 2010.

Cure,” 1tol Maga-
dia.com/ view.aspx’

Using Needs Differentiation to Build Customer Value |
utical company show how
act on

The scenarios of the toy manufacturer and the pharmace
ve individual customer’s needs so it could
s better able ¥

each had to be aware of its respecti
needs are known, the company

them. Once a particular customers
r and can offer the treatment that is best 19
r needs pﬁmﬁfﬂy by
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tains information about the individual stores that track purchases of consumers by
category and price. Another database contains consumer demographics and buying-
habit information at food stores nationwide. A third database, purchased from an

outside vendor, has geodemographic data aligned by zip code.
But truly to get to know a consumer

o | | through interactions directly with her, enter-
mmmt?: ;:ﬁ;;;ﬁﬁf g]'; prises must do more than gather and ana-
its organization, analysis, and under- lyze aggregated quantitative information. Ac-
cumulating information is only a first step in

standing. This knowledge then must
be applied and managed in ways that creating the knowledge needed to pursue a
best support investment decisions and customer-centered strategy successfully. In-

FESKRIRER P I, formation is the raw material that is trans-
formed into knowledge through its organi-

zation, analysis, and understanding. This knowledge then must be applied and
managed in ways that best support investment decisions and resource deplgyment.
Customer knowledge management is the effective leverage of information and

experience in the acquisition, development, and retention of a proﬁtablie customer.
Gathering superior customer knowledge without codifying and leveraging it across

S——

+ = i 5 HE: y i - s J 5
- —-—lem'.qh - L

. S -
the enterprise results in missed opportunities.

* - d Business School Press,
6 tions (Cambridge, MA: Harvar .
Paul M. Cole, Customer Connec Acdoption of Customer Relationship Management (CRM)

1997). See also Andrew L. S. Goh, | alig Tiasnse
. anacement (KM) Tool: A Systems Valu gn
Solutions as an Pffective Knowledge Manedet o ) (February 2005), available at

tic,” Journal of Knowledge Management Practice g gty St Ao
http://www.tlainc.com/articl80.htm, accessed September 1, ,

Hwan-Yann Su, and Yulan Hsing, “A Feasibility Study of the Cusgozzzﬁilzi‘;“;:;z E{‘;ﬁ;
ment APPIicatién on Small and Medium Enterprises,” Journal of S¢

Studies 41, no. 1 (2007): 53-63.
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Scenario: Universities Differentiate Students’ Needs

Like more enterprises around the world, universities are building Learn:

. . s n B ; Min
lationships with individual students as well as with the corporate C‘:’l’lcemf Re-
are already providing much of the funding for tuition and research. tha

Higher education has a variety of different customers. S
employers, government, states, and donors are just some examples, Insteqq

: . . . of
measuring the success of a university by the number of students it enrolls, or ey
the cutoff point for admission, a customer-focused university gauges its Succ:n
by the projected increase or decrease in a particular student’s expected furu::
value. The university no longer focuses just on acquiring more students but op
retaining existing learners and growing the business each gives the Institution

Interestingly, the fastest-growing sector of global higher education (and e;.r..
ery university's market is indeed global) is the for-profit university, which enrolls
one-third of students worldwide. According to Sir John Daniel a university .
ministrator who has worked in Canada and the United Kingdom, 2 for-profit
university offers three benefits to its students: efficiency, a focus on teaching
students based on market demand rather than conducting research. and 3
on ensuring that its students succeed.?

Whether for-profit or public, academic universities want to attract and retain
the most valuable customers and most growable customers (i.e., highly qualified,
tuition-paying students) and to reap the most benefit from them, not just over
their four years of study but over their many years as alumni as well. In order
to integrate the typically siloed information on recruitment, retention, and de-
velopment, higher-education spending on CRM will have seen a doubling from
2007 to 2012, reflecting universities’ increasing value of the 360-degree view of
their customers.?

Acknowledging both actual and potential value of students and alumni is
just as important. Higher levels of financial contribution coming from alumni are
associated with higher income, but, most important, the degree of satisfaction
with one’s undergraduate/graduate experience. Moreover, in many universities,
each newly graduating class leaves behind a “Class Gift” that varies in expense
and type. Some classes raise thousands of dollars to donate toward scholarships
and loan funds; others raise money to help renovate university buildings that
otherwise would have been left untouched. Retaining strong relationships with
alumni is seen as beneficial not only for financial purposes; they also play other
critical roles for the academic university—returning to teach, counseling graduate
students, or serving on advisory boards to the university.

As more universities consider their options for achieving those goals, attet
tion often turns to alumni as the answer. Institutions of higher learning have
understood that prolonging relationships with alumni can improve the accuraCz
of the fundraising list, which in turn improves fundraising response rates an
donor lifetime value. The number of schools that are implementing strategi€s fof
those purposes is increasing. o aidual

Because it is now possible to keep track of relationships with indivi e
students, the size of a university is becoming a less potent competitive advantag™

focus




will likely depend on who has and uses th .
ot on who has the most students. € most information about

To compete, the customer-focused university has to integrate its ent
| £ business functions aroued s'atlsfymg the individual needs of eachqure range
“The school’s organizational structure itself will have to be alte;ESIV1d§al
, and it

m
qust embrace significant change, affecting virtually every department, divisi
Jdministrator, and employee. Once it has migrated to a customer-strate’ Vlzz)n,
the university will be able to generate unprecedented levels of panicipagrftrlz lel,
by offering an unprecedented level of customization and relationship build)irz )
grudent-customert valuation will require measures of success based on mcgh
vidual student cesults, not just product or program measures. Rather than seeing
| whether enough students enrolled in a particular course to justify its existence
for instance, the institution will also predict whether a particular student is valui

.ble enough tO justify a certain level of expenditure.
The customer-focused university will be able 10 calculate share of student

| on an individual, participant—by-participant basis. with the goal of capturing a
greater share of dollars, ime, and other investment in learning. The customer-

ty builds a Learning Relationship with each student by interacting

focused universi
" over time and continuing to increase its level of celevance to each student by

| understanding her motivation. Although participation in the university should
he motivation enough, the customer-focused university will understand whether
| a student is, for example, taking a cOUIsc because of interest in the material,
2dmiration for the professor, a need to be respected, a desire 0 make business

| contacts, as part of a degree program, careet participation, Of some other reasorl.

Remembering what each student wants and finding ways &= '
leads to mass-Customizing the offering,

ration effort valuable to the participant
the response, the dialogue Process, the level of recognition,
active participation, and so of.

The implications of more oSt
ucation are immense. Many universit
| strategy to develop Learning Relations
| Governor's University in Salt Lake CIfy: Utah,
ments of “output”—their graduates. Ina
| ing outcomes, such as those reqy e quality
Schools of Business (AACSB)—meast rsity S
| of doctorates on the faculty Of books 1

ers in adopting

ies are ione
_P h of their students. Western

lt ggk?;ies; the 21st Century Award for Beet Iﬁc;liczz 1t:)f Distance
tanding Leadership by an [ndividual 10 (continued)




entation Process:

(Continued)

(SSA), designed to be the “customer m?mgeidfOT ‘Soimgz’;m'o?gj}; Of the
iversity's 25 SSAs 1s evaluated and paid based on ow y Or her
" i duation. Every SSA interaction with a student is cap-
sudents make 1 10 8 th | interacting with the student can view
mred on the computer so that anyone -
his or her complete profile and history. In addition, 1O bet.ter meet the needs
of busy students, the university became par of a Community College _A”ianfe
nd now offers 24 undergraduate majors and 2 graduate programs entirely on-
line. For Franklin, customer-focused strategies—led ongmally by past-university
president Paul Otte and now by current president Dr. David R. Decker—have
ranslated directly into revenue 1ncreases and greater share of student. In the
mid-1990s, 60 percent of students were freshmen and sophomores;- nqw 60 per-
cent are juniors and Seniors, another 10 to 12 percent are contnuing gn to
graduate school, and surveys indicate higher levels of student satisfaction.
Students at the University of Phoenix (UP), Arizona, are often underwhelmed
at its physical facilities, but they enthusiastically participate in the school’s
| accredited programs in business, nursing, and education because they can get
the leaming they want and need on their own tenms, according to their own
schedules. UP draws “working students” who do not want to put their lives on
| hold to earn their degrees, so their courses last only five or six weeks and can be
started virtually anytime.€ Similarly, Boston University, whose online Bachelor of
Liberal Studies degree ranks first among online teaching institutions, is reaching
out to this working student population, aiming to provide a high-quality but
| flexible degree program that can fit in busy adult schedules.f
According to Arthur Levine, the president and professor of Teachers College,
Columbia University, current demographic shifts will push colleges to choose
a target audience to meet the various needs in the market. The fastest-growing
student segment in the United States—women over the age of 25 who are
attending part time and working—want the cost-effective, a la carte educational
experience and don’t want to pay for a giant athletic facility they are not using
e ey i e
options and expect studer?; activitie € wdest possible COuDe offerings and food
. activities 24 hours a day. It is indeed not easy to serve
a t{;Opuhl:non of two opposite poles, those who want the bare minimum and the
, coming up with the ideal solution of reconsidering

their mission and bein
g able to accommodate di .
same roof 8 te different expectations under the

T 3 ,
o0 draw alumni in and keep the relationships going, academic institutions

arc building peer-to-peer -
communities on their Web si : nt
and camaraderie. Free services incl b sites that foster involveme

fiIE‘SS, searchable alumni directori ude a lifelong university-branded e-mail ad-
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alumni will set the school's Web portal as their default
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Wm Fastest Growing Sector of Higher Education,” convocation speech,

M v Canada West, November 22. 2008, available at: www.col.org/RESOURCES.
‘Pages/ 2008-11-22.aspx, accessed September 1, 2010.

usico. “Making CRM Mandatory for University Administration,” Customer

es Western Governors University with Two Major Distance Learn-
celease, April 23, 2008, available at www. wgu.edu/ about. WGU/

Online Schools,

, leges. accessed April 29, 2010.

skaria Hignite, *Insights: arthur Levine's Call for Clarity,” Bustness Officer (May 2006),

gvailable at: www.nncutx).orngmine&q_OFﬁccr_Magnzine/MagazineArchtvcs/ May_2006/
ll_for_Clarity.html, accessed April 29, 2010.

nmary e
We have now discussed the necessity of knowing who the customer 1S (identifying
and knowing how the customer s different individually (valuation and needs).
| 1S 1 jon i that the enterprise Wil need to interact with each
the enterprise has ranked customers

sed on their needs, it

helps the enterprise to learn mo
feedback about her needs. The enterpsise

The *identify” and «differentiate”
Customize (IDIC) taxonomy for

management. However, the third 'Step;n only really take place with the customer’s
| be thought of as managing the
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Food for Thought o

1. Why has more progress been made on customer value differentiation than
On

customer needs differentiation?
2. If it could only do one, is it more likely that a customer-oriented cop, .
would rank all of its customers differentiated by value or differentiate 4] gf ntz
i

customers by need?
3. Is it possible to meet individual needs? Is it feasible? Describe three eXampe;

where doing this has been profitable.
4. For each of the listed product categories, name a branded example, theq hy.
pothesize about how you might categorize customers by their different needs 3;

the same way our sample toy company and pharmaceutical company diq, Un-
less noted for you, you can choose whether the brand is business to consyme,

(B2C) or B2B:

® Automobiles (consumer)

= Automobiles (B2B, i.e., fleet usage)
® Air transportation

& CosmeticCs

s Computer software (B2B)

® Pet food ‘
® Refrigerators |
® Pneumatic valves
# Hotel rooms
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Attributes Physical features of the product.

Benefits Advantages that customers get from using the product. Not to be con-
fused with needs, as different customers will get different advantages from the same 3

product. ’
Customer portfolio A group of similar customers. The customer-focused enter- ;
prise will design different treatments for different portfolios of customers.

Market segment A group of customers who share a common attribute. Product
benefits are targeted to the market segments thought most likely to desire the benefit

Needs What a customer needs from an enterprise is, by our definition, S

with what she wants, prefers, or would like. In this sense, we do not
a customer’s needs from her wants. For that matter, we do not distinguish needs

from preferences, wishes, desires, or whims. Each of these terms might imply som
nuance of need—perhaps the intensity of the need or the permanence of jt—but 1f
each case we are still talking, generically, about the customer’s needs.



