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Learning Objectives

2-1 Explain company-wide strategic planning and its four steps.
2-2 Discuss how to design business portfolios and develop growth strategies.

2-3 Explain marketing’s role in strategic planning and how marketing works with

Its partners to create and deliver customer value.

2-4 Describe the elements of a customer value-driven marketing strategy and

mix and the forces that influence it.

2-5 Explore the marketing management functions, including the elements of a
marketing plan, and discuss the importance of measuring and managing

marketing return on investment.
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® FIGURE| 1.6

An Expanded Model of the Marketing Process

Reminder: The Marketing Process

OVER ARCHING -

Overall Company Strategic Planning

Create value for customers and
build customer relationships

Understand the
marketplace and
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and wants

Design a
customer value-
driven marketing

strategy

Construct an
integrated
marketing program
that delivers
superior value

Engage customers,
build profitable
relationships, and
create customer
delight

Capture value from
customers in return

Capture value
from customers to

create profits and
customer equity




Learning Objective 1

Explain company-wide
strategic planning and its
four steps.
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Company-Wide Strategic Planning

Strategic planning is the process of developing and maintaining a strategic

fit between the organization’s goals and capabilities, and its changing

marketing opportunities.

)

Companies prepare long-term
vision, 5-year plans and annual
plans.
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Designing The Business Portfolio

The aim of strategic planning is to find
ways In which the company can best use
Its strengths while playing in attractive
opportunities in the environment.

Opportunities

S
Strengths & the market
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The 4 Steps In Strategic Planning

® FIGURE | 2. © Business unit, product,
Steps in Stratedic Corporate level and market level
Flanning
Defining Sstting company Designing Planning marketing
! the company * objectives 4 the busineas and other functional
' mission and goals partfolio strategies
| Lke the marksting |
sy, e troada .
carmpary sy mugt 1 ? 3 Campany-wid Sramg: panning
b customer oA quicies merkeAng sTaiegy and parning
A
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Step 1 — The Company Mission

The mission statement is a statement on how the
organization will achieve its vision and brings
together:

* Its purpose: the reason why the brand or
organization exists in the world, beyond financial
gain.

 Its vision: the long-term measurable state that the
organisation seeks to achieve in pursuit of its

purpose.
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A Good Company Mission Is...

Meaningful and specific
Inspiring for the relevant audience
Not stated as financial

Authentic
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Step 1 - The Company Mission

patagonia

‘W; Google

We’'re in business to Inspire and develop the Bring inspiration & To provide access
save our home planet. builders of tomorrow. Innovation to every fo the world’s
athlete in the Information in one
world. click.
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https://www.youtube.com/watch?v=lomlpJREDzw

Don’t ask if your dreams are crazy. Ask if they are crazy enough.
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https://www.youtube.com/watch?v=lomlpJREDzw

Black Lives Matter
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https://www.youtube.com/watch?v=drcO2V2m7lw

Whassup
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https://www.youtube.com/watch?v=JJmqCKtJnxM

Dylan Mulvaney partnership

1))
LIGHT,
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https://www.youtube.com/watch?v=CVGDPlG42bU

BUD LIGHT
BACKLASH:
WHY THOSE BEER |
DRINKERS MAY -
NOT COME BACK
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https://www.youtube.com/watch?v=z2hC5VIcigg

Game Timel!

s 2
= To make sustainable living commonplace Unilovor:
= Empowering to achieve more =. Microsoft
= Leading the way to the future of mobility >
= ....creating a better tomorrow than today TOYOTA

= Create a better everyday life -

= To inspire and nurture the human spirit

;
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Some better examples! —

= Accelerating the world's transition to sustainable energy.

Tagline: The future is sustainable. T

SLrm

= \We create tools for the mind that advance humankind.
Tagline: Think Different.

= We make beauty a source of confidence, not anxiety.

Tagline: Let’s change beauty.

/ove
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The 4 steps In strategic planning

SR . ey
Steps in Strategic Corporate lave § market leva
Flanning
Defining Sstting company Designing Planning marketing
! the company * objectives 4 the busineas and other functional
' mission and goals partfolio strategies
. markstng |
striagy, te broade .
carmpary sy mugt 1 ? 3 Campany-wid Sramg: panning
b cusiomss focusad puicas merkeing sakegy and planning
4
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Step 2: Setting Company Objectives and Goals

Breaking down the company’s vision into detailed goals
(for each function, at each level, for each manager).

Business
objectives
 Build profitable * Increase market
customer share

relationships
» Build brand equity

* |nvest in research and trust
* Improve profits * Increase share of
voice
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The 4 steps In strategic planning

®FOURE |2 — Ry
Steps in Strategic ave markat leve
Flanning :
Defining Satting company Dasigning : Planning marketing
! the company * objectives é the busineas and other functional
' mission and goals partfolio : sirategios
ke e manetng |
sy, e roadr
COTQEMY Satay must 1 9 3 Compeny-id Sratagic paning
b customer foo.sa puicas markging sTakgy and plarming
A
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Learning Objective 2

Discuss how to design
business portfolios and
develop growth strategies.

Current portfolio
Future portfolio
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Designing The Business Portfolio

The business portfolio is the collection
of businesses and products that make
up the company.

Portfolio analysis is a major activity in
strategic planning whereby management
evaluates the products and businesses
that make up the company.

\\9
WELLA
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Designing The Business Portfolio

Strategic business units can be a:

= Company division

= Product line within a division

= Single product or brand ‘g‘”’ z‘%;f

LOREAL Peps
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Designing The Business Portfolio

Company

LOREAL

Business Units: Division {:\\/*';l Professional Products
WELLA Division
g = N KérastasE ~ REDKEN
SYSTEM WELLA NIQXIN. PPPPP .
FROFESSIoNAL PROFESSIONALS 4\?’"’-3?;/\&}” as BJ;Q!TAGE
Brands and / or Products GEAINSEE SEBASTIAN S PULPRIOT
Shulemiie MIZANL




One Level Deeper: Products Within The Brand

=
WELLA

PROFESSIONALS

Styling Color Care

14

s 5

"
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Designing The Business Portfolio

Analyzing The Current Business Portfolio

Ildentify Strategic Business Units
(SBUS)

Assess the attractiveness of its
various SBUSs

Decide how much support each
SBU deserves
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Designing The Business Portfolio
Best known portfolio planning method (to analyse your brand portfolio):

The Boston Consulting Group (BCG Matrix)

® FIGURE | 2.2 _
The BCG Growth-Share Matrix o S/tir Queshogmark
@)
The company must
% = O i ;: decide how much it wil
Under the classic BCG portfolio planning approach, = = o ‘:l mvgst in eacgglrjodgct
the company invests funds from mature, successful 'E or u5|nes§[ ). For
products and businesses (cash cows) to support o Zac'TjSBUH |tthmutst build
promising products and businesses in faster-growing o O ‘ ecide whether fo bulld,
! - = hold, harvest, or divest
markets (stars and question marks), hoping to turn g ' ’ '
them into future cash cows. = >
=
3 Q e

Cash cow Dog

High Low
Relative market share



growth

L’Oréal

Market Growth

High

[Question Marks

LANCOME L'GOREAL
PARIS Mm mERT

High

KERASTASE

PARIS

Market Shari




BCG Matrix of Apple

Apple

High

[ Question Marks

Market Share High
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Designing The Business Portfolio

Difficulty in defining SBUs and measuring

- ' i market share and growth (risk of
Watch-outs with matrix ¥ cannibalisation
approaches

A snapshot in time

Expensive

Focus on current businesses, not future
planning
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So how to
identify
future
opportunities
for growth?
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Designing The Business Portfolio

Looking at future opportunities for growth:

The ANZOFF MATRIX

® FIGURE | 2.3 Existing New
The Product/Market Expansion Grid products products
. | - Markst Product
Companies can grow by developing new markets ~ EXISTINg
for existing products. For example, Under markets penetration development
Armour recently stepped up its marketing to
Women consumers and is expanding rapidy in | [
Intematonal markete New = Market Diversification
markets development
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Through diversification, companies
can grow by starting or buying
buzinesses outside their cument
productmarkets. For example,
Under Armovr has entered the digital

personal health and fitness market by
acquiring thres fiiness app companies.
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Developing Strategies for Growth & Downsizing

Market penetration is a growth strategy Examples:
Advertising

Increasing sales to current market Sromotione
segments without changing the product. Expansion of existing distribution

Market development is a growth strategy Examples:

that identifies and develops new market Geographic expansion
New target audience
segments for current products.
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Developing Strategies for Growth & Downsizing

Product development is a growth strategy that Examples:
offers new or modified products to existing Apple Airpods

New fragrances/tastes...
market segments.

Diversification is a growth strategy through

starting up or acquiring businesses outside the Examples:
company’s current products and markets. P&G aquiring Gillette, Wella..

WELLA A}
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Example - STARBUCKS

Impressive Growth of Starbucks (24B$ powerhouse with
29.000 retail stores in 75 countries) behind 4 strategies:

1. Achieve deeper market penetration, making more
sales to current customers without changing the
offering (ex: 800 new US stores last year, new
features to mobile app to drive loyalty - My Starbucks
Barista feature to order via voice commands....)

2. Market development, developing new markets
with same product offering. Review new markets,
new demographic trends.... Ex: Starbucks expanding
In ASIA (China)
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Example - STARBUCKS

3. New Product development. Offering new products
to existing markets. Ex: ready to drink beverages sold in
grocery stores.

4. Diversification: starting or buying businesses beyond
its current products & markets. Ex: creation of ultra
premium reserve brand with reserve roasteries and | . ,
reserve bars featuring high end immersive experiences. "**_,“‘W: ”'ﬂ’*ﬁf:;“
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But you can also
decide to focus on
your core
businesses and
downsize.
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Developing Strategies for Growth & Downsizing

Downsizing Is when a
company must prune,
harvest, or divest businesses
that are unprofitable or that
no longer fit the strategy.

\\f«
WELLA
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Developing Strategies for Growth & Downsizing

Why would a company choose to downsize? COT7TY
- Focus on core competencies PeGbeauty

- Changing market dynamics

«  Streamlining operations to improve efficiency or profitability

* Products or businesses which age and die
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Example: Sebastian Professional

2008 brand re-launch : from 109 to 51 products
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Other examples of
companies having
implemented
downsizing
strategies?
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The 4 steps In strategic planning

SR . sk
Steps in Strategic Corporate leve market leve
Flanning
Defining Sstting company Designing Planning marketing
! the company * objectives 4 the busineas and other functional
' mission and goals partfolio strategies
. markstng |
striagy, te broade .
carmpary sy mugt 1 ? 3 Campany-wid Sramg: panning
b cusiomss focusad puicas merkeing sakegy and planning

A
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Learning Objective 3

Explain marketing’s role in
strategic planning and how
marketing works with its
partners to create and
deliver customer value.
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Partnering to Build Customer Relationships
Partnering with Other Company Departments

Marketing in isolation cannot create
superior customer value.

Each department has a key role to play
to design, produce, market, deliver
and support the product or service.

Performance of each department and
coordination between them is key.
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Partnering to Build Customer Relationships

Partnering with Other Company Departments (Internally)

Value chain is a series of Finance

departments that carry out value IT

creating activities to design, sSuppl

produce, market, deliver, and Q&%J Y

support a firm’s products. burchasing
_egal

Which functions do you know in a HR ...

company?
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Example: Walmart

How do other departments enable Walmart to live their “Save money. Live Better.” brand promise?

Walmart ;<

Save money. Live better.

3 j,.,_J >

Haute école de gestion de Genéve — International Business Management

Purchasing: to find the right suppliers
and buying from them at low cost.

IT: to provide fast and accurate info about
which products are selling in store.
Digital: to apply latest technologies to
web and mobile sites.

Logistics: to develop effective delivery
options.

Copyright © 2018 Pearson Education Ltd. All Rights Reserved.



Partnering to Build Customer Relationships

Partnering with Others in the Marketing System (Externally)

A Value Delivery Network is made up of the company, suppliers,
distributors, and ultimately customers who partner with each other to improve
performance of the entire system.

Competition is no longer only between individual competitors. But between
the entire delivery network created by competitors.
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Example: Tony’s Chocolonely

Harvard Business Review:

https://hbr.org/2023/09/how-
tonys-chocolonely-created-a-
purpose-driven-and-profitable-
supply-chain
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How Tony’s Chocolonely
Created a Purpose-Driven
(and Profitable) Supply
Chain

by Frans Pannekoek, Thomas Breugem, and Luk N. Van Wassenhove

September 11, 2023
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https://hbr.org/2023/09/how-tonys-chocolonely-created-a-purpose-driven-and-profitable-supply-chain
https://hbr.org/2023/09/how-tonys-chocolonely-created-a-purpose-driven-and-profitable-supply-chain
https://hbr.org/2023/09/how-tonys-chocolonely-created-a-purpose-driven-and-profitable-supply-chain
https://hbr.org/2023/09/how-tonys-chocolonely-created-a-purpose-driven-and-profitable-supply-chain

Learning Objective 4

Describe the elements of a
customer value-driven
marketing strategy and
mix, and the forces that
Influence It.
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Marketing Strategy

Marketing Strategy is the strategy by which the company hopes to create
customer value and achieve profitable customer relationships.

_ _ ® FIGURE | 2.4 — T
The marketing strategy includes: Managing Marketing Strategies Marketing — — Competitors

intermediari
and the Marketing Mix nermediaries ~

« Segmentation

. %
e Targeting 1
\ At it come, marketing
. . . iz all ahout creating
- Differentiation N\ e
| profitable customer
Customer \ '| relatiorships.

d Positioning value and Price | }_
relationships

Marketing strategy involves two key questions:
‘Which customers will we s2nve (s2gmentation
and targeting)? and How will we create valus
for them {differentiation and positioning)?
Then the compary desigrs a marketing
program—the four Ps—that delvers the
interded value o targeted corsumers.

Suppliers Publics
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Marketing Strategy: Reminder Week 1

2. Select Your Customers to Serve : WHO
Who does your brand serve?

Lululemon serves women interested in yoga & wellness

§2) lululeman

& Ty Eal
B PR S | R r
2l
v A Vit
|
24 WA -
Ea . Suld |
vy Yorws LR ‘
) LA 5 |
£ = il = &
A RIEe g = .
i Ldy g ' L 2
u -
f 4 §
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Marketing Strategy

Market segmentation is the division of a
market into distinct groups of buyers who
have different needs, characteristics, or
behaviors and who might require separate
products or marketing mixes.

, Market Segment
Market segment is a group of consumers e
who respond In a similar way to a given set of People who are
marketing efforts. Zon eI iy

marketing purposes.

Market targeting is the process of evaluating
each market segment’s

attractiveness and selecting one or more
segments to enter.
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The importance of
understanding
your WHO

Dove


https://www.youtube.com/watch?v=2ngESNoacxM
https://www.youtube.com/watch?v=JJmqCKtJnxM

7
I Perfection )

“l have a busy lifestyle
and want everything to
be perfect. In my life
nothing is left to
chance.”

( Trendsetter

“I want to be the
trendsetter! | like to be
in the center of
attention and shine with
my style®

-

“I love to enjoy beauty
with all my senses.”

Example: Hair Care Customer Segmentation

“Less is more”

“I look to be in
harmony with
myself and the

i
world




Marketing Strategy

Differentiation is how a brand
differentiates itself from the competition to
be distinctive.

Market positioning is the arranging for a
brand to occupy a clear, distinctive, and
desirable place relative to competing
products in the minds of target
consumers.

Value proposition is how the set of
benefits or values that brings this
positioning to life.

Brand Positioning

Winning Zone

What ] Lol

consumers your brand
want does best

What your
competitor

Losing Zone does best Dumb Zone



Marketing Strategy: Reminder Week 1

3. Choose a Value Proposition : WHAT

A brand’s value proposition is the set of

benefits or values it promises to deliver to
customers to satisfy their needs, wants or
desires.
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Marketing Strategy

Differentiation

Unique benefit(s) that
sets your brand apart by
making a tangible
difference in your target
audience’s life.

Competitive ‘
Advantage
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What examples of
competitive
advantages can you
think of?
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Marketing Strategy

Positioning

=" Microsoft

The productivity and platform
company for the mobile-first and
cloud-first world

Haute école de gestion de Genéve — International Business Management

Creative tools that
advance
humankind



Marketing Mix

Marketing Mix is the mix of tactical marketing tools - product, price, place,
and promotion - that the firm uses to produce the response it wants in the
target market. It is what the consumer experiences of the brand.

i e Marketing — Competitors
. T Managing Marketing Strategies o —
The marketmg mIX'Is and the Marketing Mix intermediaries / ™~

comprised of the 4Ps:

g
At its core, marksting
* PdeUCt iz all about creating
\ \ custormer valug and
. | \l". | profitable custamer
¢ P ”Ce { Customer I'I II relatioreships.
value and Price | )_
relationships
« Place

Marketing strateqy involves two key questions:
. ‘Which customers will we s2ve (s2gmentation
 Promotion and targeting}? and How will we creste value
for themn (differentiation and positaning)?
Then the compary desigre a marketing
pragram—the four Ps—that defvers the @ w®
interded vaue o targeted consumers.

Suppliers Publics

Haute école de gestion de Genéve — International Business Management Copyright © 2018 Pearson Education Ltd. All Rights Reserved.



Marketing Strategy: Reminder Week 1

4. Design an Integrated Marketing Mix:
HOW

The marketing mix is comprised of a set of tools
known as the 4Ps:

* Product
* Price

* Promotion
* Place

Integrated marketing program: a comprehensive
plan that communicates and delivers intended value
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Marketing Mix

® FIGURE | 2.5
The Four Ps of the Marketing Mix

Promotion
Advertising
Personal selling
Sales promotion
Public relations
Direct and digital

Haute école de gestion de Genéve — International Business Management

Target
customers

Intended
positioning

Price
List price
Discounts
Allowances
Payment period
Credit terms

Place
Channels

Locations
Inventory
Transportation

Logistics

Copyright © 2018 Pearson Education Ltd. All Rights Reserved.

The marketing miz—or the

four Ps—oonsists of tactical
marketing teols bendad into
an integrated program that
actually engages target
customers and delivers the

intended customer value.




Example: Apple’s Marketing Mix

THE

) ) MARKETING
PRODUCT MIX

A

TARGET
MARKET

10 minutes to work in groups

PROMOTION
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Product Price

Innovation: Continuous
advancements and new features.

Premium Pricing:
Design Excellence: Higher price points N .
Aesthetic appeal and for perceived value. Sk_lrpmlpg Strategy:
user-friendly interfaces. Initial high prices for
Product Range: new products.
iPhone, iPad,
\l\/\/‘/af' hAF))L‘Ej'lli q Discounts:
atch, AirPods. ) ) e
Branding: Iconic Apple logo, SQucatlonal
strong brand identity. 1scounts,
seasonal
promotions.
Promotion Place
Apple Stores: )
Advertising: Sleek . ) Flagship retail Authorized Resellers:
and emotionally Public Relations: stores for Selective partnerships
charged campaigns Product launches, controlled for brand
in various media. events, cultivating T representation.
positive brand image. experience
Digital Marketing: .
Social media Onllne. Store: Global
engagement, accessibility, direct-
: to-customer sales.
content marketing.  product Placement:
Strategic placement Global Presence:
in movies and TV Worldwide

shows. distribution.



Learning Objective 5

List the marketing
management functions,
iIncluding the elements of a
marketing plan, and discuss
the importance of measuring
and managing marketing
return on investment.
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Managing the Marketing Effort

Figure 2.6 Analysis, Planning, Implementation, and Control

Analysis
Planning Implementation Control
Develop strategic and Measure results .
pﬁnans d Organization weklnln?cjme tl'fﬂihapter
t

The firat part of the Carry out the E ng a .
chapter dealt with lans i
migida-elqzin; P Evaluate results those sirategies
company-wide and ) . and plans—how they
marmg sirategies implement marketing
and plans Develop marketing strategies and

' plans Take corrective programs and evaluate

action the results,
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Managing the Marketing Effort

Figure 2.7 Marketing Analysis: SWOT Analysis

SWOT Analysis: Strengths (S),
Weaknesses (W), Opportunities (O),
and Threats (T)

Internal

The goal of SWOT anaysks is to
match the company's strengths to
atractive opportunities in the
emvironment while eliminating

or overcoming the weaknesses
and mirimizing the threats.

External

Strengths Weaknesses
Internal capabilities that Internal limitations that may
may help a comparny interfera with a company's
reach its objectives ability to achieve its
objectives
Opportunities Threats
External factors that the Current and emerging
company may be able to external factors that may
exploit to its advantage challenge the company’s
performance
Positive Negative

Haute école de gestion de Genéve — International Business Management

Hang on to this figurel SWOT analysis
ipranounced "swat” andysk) k a
widely used tool for conducting a
situation analysis. You'll find yourself
uzing it a lat in the future, especially
when analzing business cases.
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Example: Apple SWOT

Strengths

One of the world's most valuable
brands

With worldwide recognition

The most advanced technology

The brand of choice for collaboration in
the market

Professional market research

Liam dismantling and recycling
technology

Continuously expanding the value of

Opportunities

Growing user base

Access to the industry's most
specialized talent pool

Potential for significant expansion of
distribution channels

Lack of practical applications for green

Development of Industrial Intelligence

.'ll
4]
i

Weaknesses

Relatively high unit price products
Relatively low advertising and
promotion strategies (compared to
P&G, Coca-Cola, Samsung marketing
budgets)

Expansion into areas where we do not
specialize, such as video streaming,

game streaming, credit card payments,
etc.
No compatibility with other hardware

Threats

The COVID 19 outbreak affected the
global manufacturing chain

Pirated products are proliferating,
making it difficult for consumers to
identify them

Increasing competition from the
industry

Competition for market share
U.5.-China tariff war

Consumer lawsuits




Managing the Marketing Effort

Figure 2.6 Analysis, Planning, Implementation, and Control

Analysis

The firet part of

chapter dealt with
this—dareloping
company-wide an
marketing strategigs
and plans.

Planning

Develop strategic
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Measure results
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We'll close the chapter
by looking at how
marketers manage
these srategies

and plans—how they
implerment marketing
sirategies and
program and evaluate
the resuts.
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Managing the Marketing Effort

Market Planning: Parts of a Marketing Plan

Executive Marketing Threats and
summary Situation opportunities

Objectives and Marketing Action

Issues strategy programs

Budgets Controls
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Managing the Marketing Effort
Marketing Plan: the 1-pager

Executive Summary

Recommendation (recommended actions)

Key Findings (incl. market situation, SWOT, marketing strategies, controls, etc.)
1.

2.

3....

Next steps (ususally includes budget)

What Who_ By When
1.

2.

3...
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Managing the Marketing Effort
Implementation

» Turning marketing strategies and plans
iInto marketing actions to accomplish

strategic marketing objectives. STRATEGY"‘
EXECUTION

=SUCCESS

A strategy is useless if not brilliantly
executed!
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Figure 2.6 Analysis, Planning, Implementation, and Control
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Measuring and Managing Return on Marketing Investment

Return on Investment (ROI)

Measure and evaluate the results of
marketing activities and take
corrective action where needed to
ensure that your marketing $$ are
being well spent.

Return on
Investment (ROI)

[ri-tarn on in-'ves(t)-mant]

A popular profitability
metric used to evaluate
how well an investment
has performed.

2 Investopedia
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Measuring and Managing Return on Marketing Investment

® FIGURE | 2.8
Marketing Retum on Investment

Marketing investments

Source: Adapted from Roland T. Rust, Katherine *

M. Lemon, and Valede A. Zelthaml, “Retum on

Marketing: Using Consumer Equity 1o Focus Marketing returns

Marketing Strategy,” Jounal of Marketing,

January 2004, p. 112, Used with paermission. Improved customer value and engagement
Beyond measuring marketing return on imestment | * *

&5 =ales or market share, many companies ars
using customer relatiorship measures, such as
customer satizfaction, engagement, retention, and

equity. Thess are more difficult to messune but
capture both current and future performance. * *

Increased customer lifetime values
and customer equity

in terms of standard performance measwres such
‘ Increased customer ‘ Increased customer ‘ Cost of marketing

attraction retention investment

Marketing retum on investment
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Key Points To Remember

= Strategy comes before action! You need to plan. This is
where corporate strategy and marketing strategy
Intersect.

= But strategy is NOTHING without good execution.

= Business and brand portfolio are key. Know how to
use the Boston Consulting Group Matrix as well as
SWOT.

= Marketing Strategy and the Marketing Mix (4Ps).

Haute école de gestion de Genéve — International Business Management
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