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In this Chapter we will address the 
following questions:

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. 



THE VALUE CHAIN

Value chain is a tool for identifying ways to create 
more customer value.

Accordingly Almost every firm should go to design, 
produce, market, deliver, and support its product.

Michael Porter

Harvard Business School 



THE VALUE CHAIN



PRIMARY & SUPPORT ACTIVITIES

The value chain identifies nine 

strategically relevant activities:

The primary activities 

ÁBringing materials into the 
business. 

ÁConverting them into final 
products. 

ÁShipping out final products. 

ÁMarketing them (marketing and 
sales) and servicing.

ÁServicing. 

The support activities

Procurement. 

Technology development. 

Human resources management. 

Firm infrastructure.



THE CORE BUSINESS PROCESS

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



CORE 
COMPETENCIES 

ÁTo carry out its core business 
processes, a company needs 
resources-labor, power, 
materials, machines, 
information, and energy. 

ÁCompanies used to own and 
control their businesses 
resources, but this situation is 
changing. 

ÁCompanies do outsource if 
they can be obtain a better 
quality or lower cost.

A Core competency has three 
characteristics: 



HOLISTIC MARKETING ORIENTATION & 
CUSTOMER VALUE



THE CENTRAL ROLE OF STRATEGIC 
PLANING

The marketing plan is the central 

instrument for directing and 

coordinating the marketing effort. 

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.



DEFINING CORPORATE MISSION

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? 



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:

ÅThe range of industries in 
which a company will 
operate.

Industry

ÅThe range of products and 
applications a company will 
supply.

Products & 
Applications

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

Competence


