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Abstract

To be competitive, long-range planning and customer satisfaction must be integrated into the company's

strategic management objectives. In order to deal with this challenge, an organization must develop an

effective marketing policy. It should take into consideration the needs and demands of customers and

business strategy. Many companies want to develop a strategic planning framework for policy marketing.

And they think that an effective marketing policy must be based on the principles of quality attributes and

customer orientation. This paper proposes an

integrated approach Kano Analysis, quality function

deployment, Potential Customer Satisfaction Index to choose strategic marketing.
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