
Module : Competitive and Strategic Analysis 
Module Contents: 
1. Competitive and Strategic analysis Introduction. 
2. Situational analysis. 
3. External analysis: opportunities and threats. 
4. Internal analysis: differentiation factors, value creation and competitive advantage. 
5. Strategic options at the organization level. 
6. Strategic options at the business level. 
7. Operational strategies 
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"Minvielle et Voquin" 

 يجًىعت يعاسف ثابخت

 

Montmollin"" 
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(1)-Pearson , K , Adding Value To Gain Competitive Advantage . Department of Economics , Swedish University of 

Agricultural Sciences; (2015). 
-(2)



88 
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customer-surplus

The concept of value in the Management 

thought 

woodruff&Cardial

Peter Drocker

Create Customer،

Marketing Offer

Highest Customer Deliver ValueCustomer Value

Zeithaml

                                                 
1) -) 

2) -) 

(3)-Desarbo& SNHA,2001,p1 
(4)-Falldin&Petersson,2002,60 

(5)-Kotler&Amstron 1999,p545 

(6)-Cravens 2000 :p14 
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Zeithaml

Dodds&Monros

Wondrof

Anderson

Andersson&Narus

GravenBenifis

CostsPride

KoterCustomer Deliver Value

Total Customer ValueTotal Customer Cost.

Parasuraman&Zeihand& Berry

Iitended ValueDelivred ValueProvider

Expect Value

                                                 
(1 )-Duman,2002 :p4 
(2)- Broggen&Langerak,2003 :p1 ;5 
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(4)-Wang&Lo,2003,p6 
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(8)-Graven,2000 :p14-15 
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Zeuthaml

Woodroff

Narus& Anderson

Pride

ValueGravensCustomer Value.

CutomerDeliver Value،

Total Cutomer Value

Customer Cost

KotlerCutomerDeliver Value

Customer Surplus

Customer Value Hierarchy Model 

                                                 
(1)-Faber&Ballon&Bouwam,2003 :p5-6 
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Woodruff

DesiredValueReceived Value

value in Use

Possesing Value

Components of value

                                                 
(1)-Tzokas& Saren,1998 ;p7 
(2)-Breman,2003 :p9 

 وأغشاض أهذاف

انُخائجانًشغىبتفٍحال

 ةالاسخعًال

خصائصالمنتجىخصائصالأداء

 المرغىب

 يسخهًت يعمًٍت انضبىٌ إسظاء

 لأهذاف أساسا عهى انشظا

 انُخائج أساط عهى انشظا

 

 انخصائص أساط عهى انشظا

 

Source :Tzokas ;N&Saren ;M, ‘Value Transformation in Relationship 

Marketing’ European, Journal of Marketing,1998 ;p7 
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NaumannLapierreKoter

Koter

Model of Value:

Naumam

Naumam

                                                 
(1)-Naumam,2002 :p3 
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Source : Naumaa ‘Creating Customer,Value, 2002 :p3 

 

Naumam

Lapierre: 

Lapierre

BenifisZeithamlLapierre

 

 أداوحانضبىٌ

ش
سع

 ان

  

 انًكاَتانزهٍُت

  

 جىدةانًُخج جىدةانخذيت

 انًُفعت انخعحٍت

انُمذي

 ة
 راحصهتبانًُخج

 راحصهتبانخذيت

 راحصهتبانعلالت
نٍسخزاحصهتبانعلاق
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Source : Customer Percived value over the time, « Falldin&Petersson, 

2001 ;p80 addopted from Lapierre (2000) the Journal of Busines& Industrial 

Marketing. (vol15),2000 ;p122-145

Lapierre

Kotler

KotlerCustomer Deliver Value

Total 

CutomerValue
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Koter

LapierreKoter

LapierreKoter

                                                 
(1)-Kotler, 1997 :p38 -40 

 لًٍتانزهٍُت لًٍتانشخصٍت لًٍتانخذيت لًٍتانًُخج

 لًٍتانضبىَالإجًانٍت

 كهفانضبىَالإجًانٍت

 لًٍتانضبىَانًسخهًت

 كهفانًادٌت كهفانًجهىد كهفانىلج كهفانُفسٍت

Source : Kotler&Amstrong, Principle sotmarkiting ‘Prentice Hall, 

Print in united State, of Algeria, 1999 :p35-45 
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LapierreLapierre

Element Of Value

NaummamnLapierreKoter

Koter 

Total Cutomer Value:

Product Value

PhysicalCharacteristics

Besanko&Dranive&Shanley

 Performance

 

 Conformance

 DurabilityWorking life

Service Value

 Finance &CreditـGrants

LoansTeams

 

                                                 
(1)-Kotler, 1997 :p38 
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 Delivery

 Instaillaition

 

 After Sales ServiceBackup

upport

 

Personnel Value

 

 

 

 

Image Value

Constellation

Advertising ImagePackaging

Total customercost

                                                 
(1)-Bessanko&Dranove&Shanley,2001,p437 
(2)-Bessanko&Dranove&Shanley, p47 
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Koter

Monetary Price

Monetarycost

Kotercharged

Koter

 Stanton

Utility Needed

Stanton

Prid

Pride

StantonPride.

                                                 
(1)-Duman,2002 :p57 
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Non MontaryCost:

 Time Cost:

 EnergyCost:

PhysicalMental

 PsychicCost:

C

Creat Value

B = CV – C 

 

                                                 
(1)- Aust,2002 ;p1 



104 
 

CUSTOMER SurplusB-P

P-C

Value Created

=((P-C) + (B-P))

3-

UV

EV

                                                 
(

1
)-Besmark&Dranove&Shanley,2000 ;p395-396 

 B-Pفائعانًسخههك

 P-Cسبحانًُخج

 

 Cانكهف

 

 حكىٌُانمًٍت

 وحذاحًُخجىاحذ

B 

P B 

Source :Besanko, David,&Dranov,Shanley, Mark ‘Economics of Strategy’ 2ed 

Printed by Jhon Wiley & Sons, INC, in the USA, 2001 :p396. 
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(UV$)

EV$US$Ev$-Uv$

Value AddedAdded Value

Value Added

Added Value

Value EngineeringValue 

Analysis

Larry D.millesGeneral 

Electric

 

 

 

                                                 
(1)-Bowman&sambrossini,2003,p8-9 
(2)-waller,1999,p476 
(3)-Evans,1993 ;p181 

(4)-Evans,1993 :p180 
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 انمًٍتانًذسكتفٍالاسخخذاو

 يشحفع     +               

 يُخفط

 يُخفط

 -     

 

 

 يشحفع

 انسعش
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Mesuring (PUV)
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Bowman & Asch,1996 :p48

Rservation Price Method 

Attribute Rating Methode 

HedonicPricingAnalysis

Conjoint Analysis
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Source : Bowman, clif&Devinney, Timothe, ‘The Customer Matrix’ 

July/August 1997 

Hedonic

Multi RegressionAnalysis

PredictorsPresence

Extent
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Besanko&Dranove&Shanley .)

 

 انًُخجب

 جىدةححسٍُهُذستالإبذاعانًخاَتالأداءانخصًًٍالأكثشأهًٍت

 الأللأهًٍت

 انًُخجج

3 

2 

1 

 

 

0 

 

1 

2 

3 

 

 انًُخجب

Source : Bowam, Clif& Ash, David ‘Management Strategy » 1996, p50 
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(1)-Bradley,1997 ;p4,5  
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3/21*4

Market-Precieced Quality 

(MOQ)1.2222%

0.973-

Customer Value Ratio (CVR)

CVR1.08،

%8أ 
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