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DEVELOPING MARKETING STRATEC
CHAPTER TWO

In this Chapter we will address the o~ ’

following questions:
Business ’

plan = Strategy

= .‘O

How does marketing affect customer
value?

How is strategic planning carried out
at different levels of the organization?

What does a marketing plan include?



MARKETING &
CUSTOMER VALUE

Marketing involves satisfying consumers' needs and wants.

The task of any business is to deliver customer value at a profit.

Two Views of Creating Value

{b) The Value Creation and Delivery Sequence




THE VALUE CHAIN

ON COMPETTTION

Value chain is a tool for identifying wa§l
more customer value.

Accordingly Almost every firm should .
produce, market, deliver, and support |




THE VALUE CHAIN

Strategy is about setting yourself
apart from the competition. It's not
a matter of being better at what you

do - it's a matter of being different

at what you do.

— Mechael Perter, —

AZ QUOTES




PRIMARY & SUPPORT ACTIVITIES

The value chain identifies nine
strategically relevant activities:

The primary activities

ABringing materials into the
business.

AConverting them into final
products.

AShipping out final products.

MMarketing them (marketing and
sales) and servicing.

/Servicing.

The support activities

Procurement.

Technology development.

Human resources management.

Firm infrastructure.

Firm Infrastructure

Support )

Human Resources

Activities

Technélogy Develdpment

Procurement

Inbound
Logistics

Outbound | Marketing

Operations| | ogistics | and Sales

Service
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Primary Activities



THE CORE BUSINESS PROCESS

The firms success depends on how well the various departmental
activities are coordinated to conduct core business processes.

Core Business Processes
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Primary Activities Support Activities

1.0 Inbound Logistics

6.0 Procurement

2.0 Operations

7.0 Technology Development

4.0 Marketing & Sales

9.0 Firm Infrastructure
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5.0 Service




CORE
COMPETENCIES

ATo carry out its core business A Core competency has three
processes, a company needs  characteristics:

resources-labor, power,
materials, machines,
information, and energy.

ACompanies used to own and

control their businesses A Applications
e .. source of ) : S
resources, but this situation is EEEyRTRe in a vtwdef D'ifrfr:fi:t:'tzto
changing. variety o
ging advantage | Tof i

N A\

ACompanies do outsource if
they can be obtain a better
guality or lower cost.




HOLISTIC MARKETING ORIENTATION &

CUSTOMER VALUE

Demand

Resource

Network

Management Management Management
Customer ~ Core Collaorative
Focus - Competencies | Network
\/ \//‘
Value Cognitive Competency Resource |
Exploration space . space | space |
l /_\ /—\‘ = _- 5
f/ Market | Business \‘
\ ‘ Architecture
) v I
Value Customer Business 1 Business |
Creation benefits domain } . partners
Marketing / | Operational |
Actmhs \ Systom ,
Value Customer ' Internal Business
Deli re!atnonshlp rESOUMCE e partner
management ] management _m_ggigggent



THE CENTRAL ROLE OF STRATEGIC

PLANING

The marketing plan is the central
instrument for directing and

coordinating the marketing effort.

Doing Things Right

DieJFast

Slow

VoryBady  1ACHICS  vory wen

Vory Badly Strategy

Doing The Right Things

The marketing plan operates at
two levels: Strategic and Tactical

The strategic marketing plan lays
out the target markets and the
value proposition that will be
offered.

The tactical marketing plan
specifies the marketing tactics,
including product features,
promotion, merchandising,
pricing, sales channels, and
service.



CORPORATE & DIVISION STRATEGIC

PLANNING

All corporate headquarters
undertake four planning
activities:

1. Defining corporate
mission

2. Establishing strategic
business units

3. Assigning resources to
each SBU

4. Assessing growth
opportunities.

Objectives vs. Strategy vs. Tactics

Determine an Objective
(What do | want to achieve?)

Define a Strategy
(What is my plan of action?)

Decide on Tactics
(How do | complete my strategy ?)

Objective

Strategy

Tactics

This is the ultimate goal you're trying to
achieve.

All strategies and tactics you use must
have this objective at their core.

Your strategy is a set of tactics and how
they will be deployed in order to achieve
your objective.

A strategy needs to be measurable in
some way to keep track of your progress.

Tactics are mini-strategies. They are
short-term methods that, performed
according to a strategy. lead to the
completion of that strategy.




DEFINING CORPORA

To define its mission,
company should
address the following:

What is our business?
Who is the customer?

What is of value to the
customer?

What will our business
be?

What should our
business be?

What's wrong with the world and
how you intend fo fix if.

What the world will look like after
you've finished changingit.

VISION & MISSION STATEMENTS COMPARED

DIFFERENCE VISION MISSION

ANSWERS Why are we here? What do we do? For whom do we do it? What is the benefit?

QUESTION

TIME Vision Statement talks about the very long term Mission Statement talks about the organisation’s present
future. In an ideal world our vision would be... leading to the future.

CHANGE Your Vision should remain intact, even if the Mission Statement may change if your organization outlives
market changes dramatically, because it speaks to | the industry it started in, but it should still tie back to your core
what your company represents, not just what it vision and values.
does.

ABOUT Vision statement outlines WHERE an organization Mission Statement talks about HOW the organization will get
wants to be in future. Communicates both long term | where it wants to be. Defines the organization’s purpose and
purpose and values of the organization. primary objectives. Mission Statement puts the Vision into

practice.

FUNCTION Describes where the organization sees itself years | Lists broad goals for which the organization is formed. Prime
from now. Shapes customer’s understanding of | function is internal, to define the key measure of success and
why they should work with the organization. its prime audience is leadership team and stockholders

EMPLOYEES | Identifies why employees need/want to work with Helps the team act and guides them in what they should do.

the organization and gives direction about how they
are expected to behave and inspires them to give
their best.




GOOD MISSION STATEMENTS MAJOR

CHARACTARISTICS

They focus on a limited number of
goals.

Mission statements stress the
company's major policies and
values.

They take long term view.

They are short, memorable, and
meaningful as possible.

They define the major competitive
spheres within which the company
will operate.

Those spheres are:

AThe range of industries in

Industry which a company will
operate.

Products & AThe range of products and

- - 1 1 'II
Applications gﬁggff'ons a company wi

AThe range of technological
and other core competencies
that a company will master.



