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Abstract. This article explores the concept of value in marketing and the distinc-
tion between customer value and customer lifetime value. The report introduces
the historical debates on value between philosophers and economists and raises the
question of how value should be defined and delineated. Subsequently, it points
out that the importance of marketing has been overlooked in past market envi-
ronments, leading to an insufficient understanding of the value of marketing. The
article also examines the difference between customer value and customer life-
time value, highlighting that it entails a comprehensive assessment of the profits
and costs generated by customers throughout their relationship with a company.
Lastly, the article mentions the perspectives of economists Mariana Mazzucato
and Mark Carney, who hold differing views on market value. Still, both empha-
size the impact of the market on society and the importance of active engagement
in public affairs. In conclusion, the article summarizes that the current core of
marketing is to create value for customers.
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1 Introduction

Value has been a matter of discussion among philosophers and economists since
immemorial. The word value seems like everyday life’s nouns, verbs and adjectives
as if it is already well understood [1]. Hence no one will wonder what the value truly is,
which raises the question of how the term value should be defined.

Throughout the 1990s, only 12 out of 100 chief executives had previous experience
in a marketing position. Only 57% of the companies surveyed had a marketing director
on the board (Peter Doyle, 2000); this demonstrates the need for more emphasis on
marketing, which led to a lack of perception of value in marketing. Moreover, what
is the value of marketing in the current marketplace? The importance of marketing
value is well explained by J. Brock Smith and Mark Colgate (2007) in their article;
customer value creation has long been recognized as a central concept in marketing
(Woodruff,1997) and the fundamental basis for all marketing activity (Holbrook,1994).
It has been suggested as the purpose of organizations (Slater,1997), the primary key
to success via differential positioning (Cooper,2001). Consequently, another question
enters the people’s view, what is the difference between customer value and customer
lifetime value? This paper will examine this issue in light of the doubts and conjunction
with the views of economists Mariana Mazzucato and Mark Carney.
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2 Value in Marketing

There is more to the value of a thing than simply the price. Marx proposed that value is
subordinate to the commodity and that only when the product of labour is transformed
into a commodity is human labour expressed as value (Marx,1867). According to Adam
Smith, all goods circulating in the marketplace have a value, a use value and an exchange
value, and labour creates wealth and is the measure of the exchange of goods (Adam
Smith,1776). Regarding the composition of value, for Adam Smith, the value of com-
modities in the capital accumulation by the capitalist no longer depends on the labour
consumed but rather on the labour purchased [2].

However, although philosophers have explained the concept of value, this only
applies to some of the present-day marketing contexts. In recent years, with the rapid
rise of the economy leading to increasingly fierce competition in the new situation, how
to take place in the increasingly fierce market competition is current business leaders
need to pay great attention to the issue [3]. Customers are an indispensable and essential
element in the long-term development of a company, and customer value is the pri-
mary driver of economic benefits. In planning marketing programs, companies need to
explore the potential value of their customers comprehensively and implement corre-
sponding marketing programs for them according to their customer types on the premise
of customer value theory.

Marketing has currently been in development for almost a hundred years. From the
beginning of the industrial age, when consumers could buy what they wanted anywhere,
it was a time when demand exceeded supply, and there was a vague notion of quality and
liking [4]. Later on, consumers became increasingly sophisticated and began to know
the value of production-oriented; consumers needed better quality products and focused
on product quality and the product-oriented demand derived from it, forging the rise of
several new brands. Until now, development is slowly marketing-oriented demand, and
it is no longer the era of corporate domination but the era of the consumer that has come
(Zhou, 2002). Constant changes are faced in the development of marketing. However,
the essential core remains unchanged: to satisfy users more abundantly and provide them
withmore comfortable service and value. Through the continuous evolution ofmarketing
into today’s customer-oriented marketing, customer orientation requires understanding
the situation of the target market and the competitors’ situation; as long as the user needs
are met more effectively than the competitors, you can do better.

3 Customer Value and Customer Lifetime Value

With quality, price, service and brand competition becoming increasingly fierce, it is
difficult for companies to rely exclusively on one tool to gain a long-term competitive
advantage [5]. As a result, the importance of customer value is being viewed by many
companies, and its attention has increased significantly. Following nearly a century of
development, the critical value of marketing today is to create value for customers, meet
their needs and create profit for the business while creating value for the customer. In
other words, marketing is about managing the value of user needs; it is about creating
value for customers, managing valuable customer relationships and getting rewards
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from customers; this is why customer value is now an essential and indispensable topic
in marketing. A glance at the definitions given by some economists shows the diversity
of definitions of customer value [6].

Value is the consumer’s overall assessment of the utility of a product based on
perceptions of what is received and what is given. (Zeithaml,1988).

Buyers’ perceptions of value represent a trade-off between the quality or benefits
they perceive in the product relative to the sacrifice they perceive by paying the price.
(Monroe, I990).

Customer value is market-perceived quality adjusted for the relative price of your
product. (Gale,1997).

From this, customer value is providing customers with satisfactory products and
services from the customer’s point of view while safeguarding the company’s interests
to create value that exceeds customer expectations [7]. At the same time, the concept of
customer value can be seen as a strategic dimension, a strategic direction of execution
that must focus on the customer’s needs because changing customer needs is the pattern
of the market. At this stage, competition based on customer value represents the next
major shift in management practice and surpasses the focus on quality management of
the last two decades.

Which customer relationships are worth maintaining and allocating marketing
resources to and which are not is a challenge for most companies [8]. In response,
many companies not only consider the profits customers have generated for the business
in the past and present but also seek to predict the value they will bring and allocate
marketing resources based on customer life-cycle profits and lifetime value [9]. In such
an environment, marketing maximizes customer lifetime value and equity, which is the
sum of the life-cycle value of a company’s customers (Gupta et al., 2006).

The founder of Amazon, Bezos, is a capitalist who places extreme importance on the
long-term value of his customers. Amazon is losing $500million a year on Kindle, but in
eBooks, music, movies, Etc., Amazon makes $2 billion a year and captures 83% of the
nation’s eBook market. Bezos’ subsidy for e-books has two benefits: Firstly, Amazon
has had a monopoly in the e-book market for a long time. Secondly, although the Kindle
is at a loss, Amazon can earn money from subsequent user spending [10]. In this way,
Amazon not only safeguards the interests of its customers but also assures the long-term
mission of the business.

We can conclude by comparing the definitions of customer value and lifetime value.
Firstly, the definition of the two concepts is different. In a broad sense, customer value
includes the sum of the profit contribution made by the customer to the business and
the profit made by the business for the customer [11]. In contrast, in a narrow sense, it
only includes the value brought by the customer to the business. Customer lifetime value
emphasizes the profit a customer brings to the company and the cost to the company
throughout maintaining the relationship [12]. It is the sum of the potential future benefits
to the business for each purchaser on average. To better maintain the lifetime value of
customers, companies should divide their customers into the most valuable customers,
potentially valuable customers and non-valuable customers according to their contribu-
tion to the company’s profits and then develop corresponding customer strategies for the
value of different customers.
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4 A Meeting of Minds Among Economists

In 2018, economistMarianaMazzucato published a new book, The Value of Everything:
Making and Taking in the Global Economy (Mariana,2019). One of the points of this
book, which is the same as the earlier point in this paper, is that the early economists were
focused on the production of value from land, labour and capital but that this view is no
longer appropriate for today’s markets [13]. What fits in the current market in Mariana
M.’s theory? Price. Price determines value because price determines the interaction of
supply and demand in the market, and only goods that can be sold for a reasonable
price have value [14]. This view is correct from a capitalist’s point of view, for whom
a commodity’s value is undoubtedly the price. However, prices are not only influenced
by value; the influence of supply and demand also regulates them.

Theoretically, the exchange of goods is to be done based on the value in an exchange
of equivalents, but since human nature is selfish, equivalence is only ideal. Value is only
an ideal yardstick. Combined with the paradox of ‘diamonds and water’, water is far
more critical to humanity than diamonds, but diamonds are more expensive than water.
We can then say that diamonds are worth more than water. Not. However, two types
of markets fit this value: the secondary market and the art market [15]. The secondary
market is full of vanity and hype, making people who unthinkingly follow the trend lose
their most accurate judgment of the value of commodities, and price supremacy is the
core concept of the secondary market. Art is priceless, but art needs to be circulated,
and the only value criterion for treating art is price. So, in both markets, price is the
determining factor of value.

Mark Carney also has an extensive book of vision, Value(s): Building a Better World
for All. The book’s core subject—the tension between market-determined values and
human-led social values—provides a foundation forwhatCarney calls “mission-oriented
capitalism.” (Jakob,2020). In the book, he explores the relationship between market
values and values, highlights the conditions necessary for social conventions to underpin
markets, and explains howmarkets can be used to achieve social goals (YouTube, 2021).
His ideas align with the prevailing market trends, and his vision is excellent; this is out
to improve people’s lives and solve society’s problems, big and small. At the same time,
Mark Carney is not a market absolutist; he is convinced of the limitations of the market
as an organizing principle for a prosperous society and advocates action to close the gap
between social values and market-priced values (Dennis, 2022).

The ideas of these two economists are opposite. While Mariana Mazzucato’s central
claim to value is that price determines value,MarkCarney opposes this view and believes
that supply and demand determine value [16]. If there is any similarity between the two
men’s views, they affirm that the labour-oriented market drives society and that both are
actively involved in public affairs.

5 Conclusion

On this basis, the core value of marketing today is to create value for customers and to
meet their needs, customer-orientedmarketing.Customer value inmarketing and lifetime
value are not the same in either concept or content. The value of the first sale and the
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customer’s lifetime value is much different because trust is built gradually. The finding
of this study can be understood as if customer value is from zero to one, then customer
lifetime value is from one to positive infinity [17]. Future research should consider the
potential effects of Mariana M.’s assertion that price determines value. This theory may
not be readily accepted nowadays, but the argument’s validity is undeniable. However,
for now, Mark Carney’s theory of market-determined value may be more appropriate
for the current marketing market.
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