CHAPTER 2

Strategic Planning : overall strategy for long-run growth and profitability. Develop/maintain strategic fit (identify opportunities (out of control) that are good for you based on you capabilities)

1. Define company’s mission
2. Set company’s objectives and goals
3. Design business portfolio
4. Plan marketing and other functional strategies
Name of the company (ex : Apple)
Different kind of products available (ex : iphones, ipod..)
1 functional strategy for each business unit (product)



    










1. DEFINE MISSION
Like a core purpose, it’s state company’s purpose (what they want to accomplish), it’s an “invisible hand” that guide and motivate the company, it can’t be too narrow or too broad. It should be :
· Market oriented (not product oriented because a product can go out of date)
· Realistic
· Specific
· Motivating

2. SET OBJECTIVES AND GOALS
Mission is turned into precise business objectives (much more specific), company has to develop strategies to achieve goals. Type of goals : 
· profit
· revenue
· market share
· quality
· consumer satisfaction

3. DESIGN BUSINESS PORTFOLIO
Business portfolio is the collection of businesses and products that make up the company. Business portfolio planning involves two steps : 

1. Analyzing current business portfolio (identify/evaluate businesses and make resource allocation decisions)
Identify Strategic business unit (SBU : brand, product or model) : unit with separate mission and objectives, planned independently from other businesses. 

BCG Matrix : use to assess how much support a SBU deserves. Affected by market growth rate (attractiveness of market) and relative market rate (how strong you are in the market)

Strategies in BCG Matrix : 
· to build :  cash invested
· to hold : no change in cash (stay like this)
· to harvest :  cash (rely on other things : reputation..)
· [image: Macintosh HD:Users:manonlopez:Desktop:Capture d’écran 2015-02-07 à 5.37.31 PM.png]to divest :  cash a lot (give up)MARKET GROWTH RATE


RELATIVE MARKET SHARE



2. Shaping future portfolio by developing strategies for growth and down sizing 
[image: Macintosh HD:Users:manonlopez:Desktop:Capture d’écran 2015-02-07 à 5.41.23 PM.png]Marketers must identify, evaluate and select market opportunities and lay down strategies for growing some business portfolio but also for downsizing others (dogs..) Companies must be careful not to make growth itself an objective (must manage profitable growth). 

Product Market Expansion Grid (portfolio-planning tool for identifying company growth opportunities)
· Market penetration : make promotions (to sell more), open new stores..
· Market development : open stores in new area (sell to new customers)
· Product development : new sandwiches at Tim Hortons
· Diversification : ex : Yahoo create a home page with local info for every country.

[image: fig2]4. PLAN MARKETING AND OTHER FUNCTIONAL STRATEGIES
[bookmark: _GoBack]Value chain : departments work together to deliver products with lowest costs and highest value
Value delivery network involves company, suppliers and distributors they have to partner with each other to improve the performance of the whole system. 

Marketing Strategy : marketing logic by which the business unit hopes to achieve its marketing objectives (create customer value and achieve profitable customer relationship)
Marketing mix : company designs a mix made up of factors under its control (4 P’s)
Firm watches and adapts to the actors and forces in the marketing environment. 
Customer-centered Marketing strategy :
1. Market segmentation (dividing)
-Dividing market into groups with distinct needs and who will respond in similar way to marketing efforts (homogeneous groups)
2. Target Marketing (analysing and choosing)
Evaluating the attractiveness of each market segment, select the one with greatest long-term profitability, decide which segment to enter
3. Market Positioning (finding your place)
Find the place that the product occupies in consumer’s mind relative to competing products. Marketers look for clear, distinctive and desirable places in positioning (customers know what to expect from you). Differentiation by offering and delivering greater value. 

[image: fig2]

MARKETING MIX
4 P’s must be consistant
4 P’s are for company, for consumers : 
· product = consumer solution
· price = consumer cost
· place = convenience
· promotion = communication









Managing the marketing effort :
· Market analysis : internal and external analysis (SWOT analysis) 
· Marketing planning : deciding on marketing strategies to attain objectives (why and how)
· Implementation : turning plans into action (execution)
· [image: kotler+f02-06]Control : evaluating the results










Return on marketing (Marketing ROI) : net return from a marketing investment/costs of investment -> hard to measure, some features are not tangible (brand awareness, customer satisfaction..), marketing is not an expense it’s an investment. 
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~High share of high growth market
-May not generate enough cash to support
their own demanding needs (if demand is not
sufficient)
-Attractive market, expect strong competition
~Strategies: build (1 cash and R&D) to keep leadership

~Products with low share of a high growth
market

~Requires lot of cash to maintain market share
-Management must decide if continued
investment is justified (you're either new in the market or
there’s strong competition)

~Strategies: build (T market share by T cash) or divest (sell
business, give up to use cash for other investment)
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-Dominant share of slow-growth, mature
‘market (you're the leader)

< -Generates large amount of cash able to
be used for company overhead and new investment (ex:
stars)
“Strategies: if demand is still high -> hold (watch
competition, continue to build strength)
If demand is = harvest (4 costs for later 1 in cash flow)

~Product with low share of a low growth
market
-Do not hold promise of becoming winners (4
demand)
- Strategies: if cost > revenue -> divest (sell business and
use cash for other investment)
OR MAYBE if competition is low and product still generates
money -> harvest (4 cash, use it for other investment)
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