Chapter 2:  Developing marketing strategies and a marketing plan: 

Marketing strategy identifies: 
· A firm target markets
· A related marketing mix – the 4 Ps 
· The bases upon which the firm plans to build a sustainable competitive advantage 

Sustainable competitive advantage: Something the firm can Persistently do better then its competitors that is not easily copied and thus can be maintained over a long period of time 

Customer values: 
· Customer excellence 
· Retain loyal customers 
· Provide excellent customer service 
· Operational excellence 
· Strong supplier relationships 
· Efficient operations 
· Excellent supply chain management 
· Locational excellence 
· The three most important things in retailing are location, location, location 
· The Eaton centre would be more expensive then an outlet mall 
· Product excellence
· Higher perceived value + effective branding and positioning 
Developing a marketing plan: refer to fig 2-10 
Planning phase: 
· Step 1: business mission and objectives 
· The mission statement is a broad description of a firm’s objectives and the scope of activities 
· Ex: googles mission statement: we help you organized the worlds information and make it universally accessible and useful 
· Mission statements should be market- oriented rather than product oriented
· Ex: Disney- we run theme parks vs we create fantasies a place where dreams come true and America still works the way it supposed to 
· Refer to Marketing myopia theory: when companies diminish due to be more product oriented rather then market oriented 
· Ex: railroad company being focused on being a railroad company rather than a transportation company 

· Step 2: situation analysis 
· SWOT analysis: 
	Internal 
	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 

	External 
	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 


· Refer to fig 2-15 
Implementing phase: (step 3 and 4 is the marketing strategy) 
· Step 3: segmentation, Targeting, Positioning 
· Segmentation- determine who our clients are 
· Segments should not overlap; segments 4 and 2 overlap
· Refer to slide 2-18 
· Targeting 
· Positioning 
· Refer to little prince; the rose made him believe that the rose was the only one; moral of the story is to establish a relationship with the customer
· Ex: positioning yourself in the customers mind 
· Step 4:  Product, price, Place, Promotion (4Ps); (target marketing and positioning) 
· Product and service strategy 
· Price strategy 
· Place strategy 
· Promotion strategy
Control phase: 
· Step 5: Evaluate performance by using marketing metrics 
· Assess performance outcome using metrics 
· Determine whether performance exceeded, met or fell below the firm’s goals (planned levels) 
· Compare results across regions, business units, and time 
· Pinpoint problems area 
· Use metrics to 
· Assess financial performance (revenue, sales, profits) 
· Compare a firm’s performance over time 
· Compare a firm’s performance to competing firms (another benchmark) 
· Assess social responsibility performance (impact to environment etc.) 
Portfolio Analysis: refer to slide 2-21 (how to allocate recourses having more then 1 product in the market) 
· Question marks 
· Stars- products which still need investment 
· Cash cow- Milk the market; have advantage over the market place 
· Dogs- products which are not profiting but may be able to sustain themselves; Not the most innovative products, mature products 
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Growth strategies: 
					Products and services Markets

	
	Current 
	New

	Current 
	Market penetration 
	Product development 

	New
	Market development 
	Diversification (most risk) 




Diversification: 
· Related diversification: 
· Companies have a strategic fit with the new venture 
· They capitalize on the strengths they’ve already established
· Unrelated diversification: 
· [bookmark: _GoBack]Nothing to do with leveraging current business strengths or weaknesses 
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