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Chapter 2: developing marketing strategies and a marketing plan

Marketing strategy identifies
· A firm’s target market
· Related marketing mix- the four P’s 
· Bases upon which the firm plans to build a sustainable competitive advantage

Sustainable competitive advantage
· Strong bond
· Technology
· Strong customer base
· Loyal customers

Developing customer value
· Customer excellence
· Operational excellence
· Locational excellence
· Product excellence 

Customer excellence
· Retain loyal customers
· Provide excellent customer service

Operational excellence
· Efficient operations
· Excellent supply chain management
· Strong supplier relationships

Product excellence
· High perceived value
· Effective branding and positioning

Locational excellence
· One of the most important things in retail is location
· Allows customers easy accessibility 

Multiple sources of advantage
· Multiple approaches:
· Customer value
· Customer service
· Customer relations
· Great prices
· Good service = good value 

What is a marketing plan?
· Marketing plan is a written document to give marketers a “road map” for the company to market its product

Developing a marketing plan
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Planning phase- step 1: business mission & objective
· Defining the mission 
· Mission statement
· Company answer what type of business and purpose of the existence 

Business mission and mission statement
· Business mission
· Provides reason for existence of the organization
· Foundation of marketing plan- marketing plan focuses on accomplishing the mission
· Business mission statement 
· Statement of the organization’s scope that often identifies its customers, markets, products, technology and values 

Marketing objectives
· Statement of what is to be accomplished through marketing activities
· Basis of measuring success
· Marketing objective must be
· Specific
· Measurable
· Actionable
· Relevant
· Time specific

Planning phase- step 2: situation analysis
· Where are we now?
· SWOT analysis & environmental scanning
· Company: own company 
· Consumers: present and future customers 
· Competitors: industry trends, competition 
· Where do we want to go? (both situation and evaluation phases)
· Business portfolio analysis (BCG)
· Product- market growth analysis 

SWOT analysis
· Strength: internal capabilities that help a company reach goal (capitalize)
· Weaknesses: internal limitations that may hinder a company to reach goals (correct)
· Opportunities: conditions in the external environment that favor strengths (exploit)
· Threats: conditions in the external environment that do not related to existing strengths or favor areas of current weakness (avoid) 

Business portfolio analysis: BCG analysis
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· Stars
· Large profits but need a lot of cash
· Question marks
· Need a lot of cash
· Have potential to become stars
· Cash cows
· Generate strong cash flow
· Dogs
· Low growth potential and small market share
· Four basic strategic options for the company’s future 
· Build 
· Hold
· Harvest
· Divest 

BCG matrix (three paths to success)
· Continuously generate cash cows and use the cash throw-up by the cash cows to invest in the question marks that are not self-sustaining 
· Stars need a lot of reinvestments and as the market matures, stars will degenerate into cash cows and the process will be repeated
· [bookmark: _GoBack]As for dogs, segment the markets and nurse the dogs to health or manage for cash 

Implementation phase- step 3: identify opportunities
· Which products will be directed toward which customers?
· The what and who of the strategic marketing process 
· Segment the market: who
· Target market(s): who
· Position product: what 

Implementation phase- step 4: implement marketing mix
· Development of the marketing mix
· The how of the strategic marketing
· Product strategy
· Price strategy
· Promotion strategy
· Place (distribution) strategy 

Price
· Exchange: product= money
· Customer perception of value
· Price is only part of value

Place
· Online shopping 

Promotion 
· Television
· Radio
· Magazines
· Sales force
· New media 

Control phase- step 5: evaluation
· Control phase
· Compare results with marketing plan
· Exploit positive deviations
· Act on negative deviations 

Growth strategies (market product analysis)
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Market penetration
· existing marketing mix
· existing customers

Market development strategy
· existing marketing offering
· new market segments (domestic, international) not currently being served 

Product development 
· new product/service
· current target market

Diversification
· new product/service
· new market segment not currently being served 
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