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How a tower crane manufacturer face / 

answer the complexity  of customer 

needs and expectations 
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• different regions 

• climate conditions 

• level of skills 

• applications 

• size, capacity 

• job site enviroment 

• regulations 

• operator comfort 

• spare parts 

• training …… 
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Regulations 
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Applications 
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Comfort 
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Climates 
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Skills 
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 Self erecting CBR & Eazy Range 

 Luffing jib CTL and CDK  Range  Hammerhead SK Range 

 Flat top CTT & FC Range 
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Non-Product Value 

Product Value 

Team Member Value 

Service Value 

Image Value 

Distribution Value 

Total Perceived Value 
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Psychological Cost 

Energy Cost 

Time Cost 

Money Cost 

Finance Cost 

Total Perceived Cost 
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COST 

(What I give) 

VALUE 

(What I get) 

Total Perceived Cost Total Perceived Value 

DELIVERED VALUE 
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Reputation 

I don’t know who you are 

I don’t know your company 

I don’t know your company’s product 

I don’t know what your company stand for 

I don’t know your company’s customers 

I don’t know your company’s record 

I don’t know your company’s reputation 

 

Source : McGraw-Hill’s “Man in the chair” advertisement 

• Sales start before your salesman calls 
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Unaware 

 

 

 

 

 

Aware 
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Perceiver 
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Convinced 

 

 

 

 

 

Ambassador 

 

 

 

 

 

I do not know 

what you are 

talking about 

I know this 

Brand / name 

I know what 

they do 

I perceived 

satisfactory 

their 

“qualities” 

trigger 

incentive 

Availability 

Delivered 

perceived 

Promise 

Over 

delivered 

perceived 

Promise 

Brand 
The Customer Choice Chain 
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