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Exploration of Custamers ValueDriven Demand Evolution

HU Xu-chu, WANG Qi-juan, ZHANG Da-liang
(College of managenent, Zhejiang U niversity, Hangzhou 310027, China)

Abstract: Cusiomer demand is dynamic, context-degpendent and highly dependent on time and pace
Howv o grap cusomer demand dynamically is a meaningful and valuable task both in theory and
practice Presently, there is little theoretical study on the ewolution of customer demand Customers do
not passively adgpt o the changing envirorment, but actively seek the variation of demand W ith the
increasing maturity of customers, the content and structure of their demand is constantly variable Thus
the ewolution process of cusomer demand can be divided intb three stages product demand, <ervice
demand and relation demand

The three stages are interactive and their processof evolution follows certain rules But how does the
evolution of customer damand occur? W e propose amodel o explain the issue In each gecific stage,
the damand state is described as a hierarchical combination of three needs basic need, satifaction need
and attraction need If an evolutionary pergective is adopted here, the rule in danand ewolution is that
attraction need anerges and trandoms itself into satidaction need and hence satidaction need into basic
need The daminant need in the latter stage constitutes the attraction need in the former stage It isdue o
the stimulating force of the attraction need that three levels of demand ewlve and develop in their
repective stages

Finally, we would like b express our viav on the driven force behind the ewolution of cusiomer
deamand The ewlution of cusomer demand is driven both by the intemal motive and the external
stimulus Through the interactions of all driving factors of supplier, customer and enviorment, the
interactive mechanisn betveen the desired value and the perceived value can influence and change the
customer behavior Conversely, the changed customer behavior has an impact on the behavior of the
enterprises, giving rise © the change of external stimulus and finally leading to the actual evolution
Cusiomers purchasing process is virtually the process of meeting needs In the light of the standard of
satidaction, customers retain sime damands of the fomer state and generate other nev demands This
will result in the continuous evolution of the content and structure of cusomers demand The research on
the ewolution process of cusoomer demand is helpful and beneficial o the entemprises in graping
cusomers demand and provides a theoretical basis for their sustainable development
Key words cusioomer valug, customer demand; demand evolution



