Learning Objectives
1. Define a marketing strategy
1. Describe the elements of a marketing plan
1. Analyze a marketing situation using a SWOT analysis
1. Explain how a firm chooses what consumer group(s) to pursue with its marketing efforts
1. Outline the implementation of the marketing mix as a means to increase customer value
1. Describe how firms grow their businesses
 
What is a marketing strategy?
· Marketing strategy identifies:
· A firm's target market(s)
· A related marketing mix - the four P's and the bases upon which the firm plans to build a sustainable competitive advantage
 
Developing customer value & sustainable competitive advantage
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Customer excellence
· Retain loyal customers
· Provide excellent customer service
 
Operational excellence
[image: C:\Users\Kaitlyn\AppData\Local\Temp\msohtmlclip1\02\clip_image002.png]
Product excellence
· High perceived value + effective branding and positioning
 
Location Excellence
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Developing a Marketing Plan
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Step 1: Define the Business Mission & Objectives
· Defining the mission:
· The mission statement is a broad description of a firm's objectives and the scope of activities
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Step 2:Conduct a situation analysis (using SWOT)
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Step 3: Identify and Evaluate Opportunities by using STP
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· Example:  Hertz
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Step 4: Implement Marketing Mix and allocate resources
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Step 5: evaluate performance by using marketing metrics
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Growth Strategies
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· Diversification
· Related diversification
· Companies have a strategic fit with the new venture
· They capitalize on the strengths or competitive advantage they've already established
· Unrelated diversification
· Nothing to do with leveraging current business strengths or weaknesses
 
Test Your Knowledge
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GOOGLE’S MISSION STATEMENT

Google

* We help you organized the world’s information and make it
universally accessible and useful.
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Product-Oriented Definition | Market-Oriented Definition

Amazon.com We sell books, videos, CDs,  We make the Internet buying
toys, consumer electronics and  experience fast, easy, and
other products online enjoyable— we're the place where

you can find and discover anything
you want to buy online

Disney We run theme parks We create fantasies—a place where
dreams come true and America still
works the way it's supposed to

Nike We sell athletic shoes and We bring inspiration and innovation to
apparel every athlete* in the world
(* if you have a body, you are an
athlete)
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Internal

External

SWOT analysis

Strengths
Internal capabilities that
may help a company
reach its objectives

Weaknesses
Internal limitations that may
interfere with a company's
ability to achieve its
objectives

Opportunities
External factors that the
company may be able to
exploit to its advantage

Threats
Current and emerging
external factors that may
challenge the company’s
performance

Positive

Negative
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Environment

Internal

External

Evaluation
Positive Negative
strengths Weaknesses

@ Superior resources and capabilties
Superior management, marketing, technical talent
Strong brand Lack o other resources and capabilties

Superior product offerings Lack of marketing, management, and technical talent

@ Littleor no brand recogition
Extensive marketing reach  Limited market reach or distribution network

Lackof financal resources

Wide distribution networks (national/global) No propriety technology
Strong financial esources Poor location

Excellent geographic location

Proprietary technologies/Intellectual property
Strong base of loyal customers

Uimited customer base or loyalty
Lackof credibilty

Opportunities

‘@ COSTEP changes that offe opportunities or the firm
t0serve new markets with existing products and/or
pursue completely new market opportunities

‘@ When exising irms exit the market because of
financialor other difficultes (e, reduced competiton)

@ Whena firm acquires another firm, the acquiring
firm gets market access, new custormers, new
technology and expertise,and financial resources
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Cars Offered

Singlo people and
couplos who want
to have a bit of fun

Fun Collection

Corvette ZHZ

Chevrolet Camaro.

Businoss customers
and fomilics who
prefer ahuxurious ride

Prestige Collection

Infiniti QX56

Cadillac Escalade

Environmentally
conscious
customers

Green Collection

Toyota Prius

Ford Fusion

Familios Commorcial
customers.

SUV/minivan & Commercial Van/

crossover Truck

Toyota Rav 4 Ford Cargo Van

Ford Explorer
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What is sustainable competitive advantage?

A) A broad description of the firms objectives and
scope of its activities.

B) Tool used to evaluate marketing performance.

C) Something the firm can consistently do better
than its competitors.

D) Written document that discusses competitor

strengths and weaknesses, and the firms
advantages over them.
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Customer excellence focuses on?

A)
B)
@]

D)

having products with high perceived value and

effective branding and positioning.

retaining loyal customers and providing excellent customer
service.

having a good physical location and Internet

presence.

efficient operations and excellent supply chain

and human resource management.
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One of the keys in place and value delivery is to provide the
consumer

A) a wide product selectlon

B) merchandise they want at the time they want it
Q) a variety of media communication methods

D) accessible management personnel to handle

complaints
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Which of the following refers to a group of consumers who respond
similarly to a firm’s marketing efforts?

A) Market segment
B) Target market
Q) Targeting

D) Positioning
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Which of the following is NOT considered a marketing growth
strategy?

A) Market penetration
B) Diversification
@] Product development

D) Sequential planning
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A diversification strategy introduces a new product or service to a
market segment that .

A) is currently not served
B) includes many ethnicities
Q) already exists

D) does not traditionally respond to mixed media
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The three most important things
in retailing are
location, location, location.
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Heart & Stroke Foundation mission statement: ®

The Heart and Stroke Foundation, a volunteer-based health charity,
leads in eliminating heart disease and stroke and reducing their
impact through the advancement of research and its application, the
promotion of healthy living and advocacy.





