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Unit 2 - The Role of Marketing
In a Modern Organisation

Planning and the Marketing Process
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Previewing the Concepts

O Explain companywide strategic planning and
its four steps.

O Discuss how to design business portfolios
and growth strategies.

O Explain functional planning strategies and
asses marketing’s role in strategic planning.

O Describe the marketing process and the
forces that influence It.

O List the marketing management functions,
Including the elements of a marketing plan.
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Planning

OMany companies operate without formal
plans, yet these plans can provide many
benefits such as:

®encouraging management to think ahead
systematically,

®forcing managers to clarify objectives and
policies, and

®helping the company to anticipate and respond
quickly to environmental changes and sudden

developments. ‘ /
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Strategic Planning

ﬁ' | Strategic Planning is the Process of
Developing and Maintaining a
Strategic Fit Between the
Organizations' Goals and

Capabilities and Its Changing
Marketing Opportunities.
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Defining
the company
mission

Corporate level

Setting company
objectives
and goals

Designing
the business
portfolio

Business unit, product,
and market levels

Planning marketing
and other functional
strategies
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O The business portfolio is the collection of
businesses and products that make up the
company.

O The company must:

®analyse its current business portfolio or Strategic

Business Units (SBU’Ss),

®decide which SBU’s should receive more, less, or no
Investment,

®develop growth strategies for adding new products or
businesses to the portfolio. /
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The Five Cs

O Company
®Internal Resources, Capabilities

O Customers

®Needs, wants and characteristics of current &
potential Customers

O Competitors
® Strengths and Weaknesses of competitors

O Collaborations
® Opportunities and Threats

O Context

® Environment /
11
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O PESTLE

® Political Issues

® Economic Forces

® Socio-cultural Changes
® Technological Changes

® Legal and Regulatory
Changes

® Environmental Forces
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Macroenvironment

O PEST

® Political/Legal Factors
® Economic Factors

® Socio-cultural Factors
® Technological Changes

https://fb.com/tailieudientucntt

i


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

g Analyzing Current SBU’s: %
el BCG Growth-Share Matrix ==

Relative Market Share
High Low

Market Growth Rate
High

Low
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» Planning Cross-Functional «
Strategies

i

i

Marketing’s Role in Strategic Planning

Inputs to
Strategic
Planners

Guiding
Philosophy

Design
Strategies
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Porter's 5 Forces Model

Entry barriers Rivalry determinants
Economies of scale Industry growth

Proprietary product differences Fixed (or storage) costs/value added
Brand identity Intermittent overcapacity

Switching costs Product differences

Capital requirements Brand identity

Access to distribution Switching costs

Concentration and balance
Informational complexity
Diversity of competitors

Absolute cost advantages
Proprietary learning curve
Access to necessary inputs

New entrants

Proprietary low-cost product design ' Threat of Corporate stakes
GOd retaliation new entrants Exit barriers
Bargaining power Bargaining
of suppliers INDUSTRY power of buyers
COMPETITORS
=) <=
INTENSITY OF
RIVALRY

Determinants of supplier power Determinants of buyer power
Differentiation of inputs ;ﬂfsar:rg:es Bargaining leverage

Switching costs of suppliers and companies in the industry Buyer concentration

Presence of substitute inputs Versus company concentration
Supplier concentration Buyer volume

=

Importance of volume to supplier Buyer switching costs
Cost relative to total purchases in the industry relative to company switching costs
Impact of inputs on cost or differentiation Determinants of Buyer information
Threat of forward integration relative to threat substitution threat Ability to backward integrate
of backward integration by companies Relative price performance Substitute products
in the industry of substitutes Pull-through
Switching costs Price sensitivity
Buyer propensity to substitute Price/total purchases
Product differences
Brand identity
Impact on quality/performance
Buyer profits

Decision-makers' incentives
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SWOT Analysis

Draws Together strategic conclusions and their
Implications based on the facts

Positive Negative

Implications Implications
Internal Strengths Weaknesses
External Opportunities | Threats
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O Market Segmentation: determining distinct groups

of buyers (segments) with different needs,
characteristics, or behavior.

O Market Targeting: evaluating each segment’s
attractiveness and selecting one or more segments
to enter.

O Market Positioning: arranging for a product to
occupy a clear, distinctive, and desirable place
relative to competing products in the minds of
target consumers. i.e. Chevy Blazer is “like a rock.” |,

/4
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OWhat is the difference between a
market segment and a market target?

&
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Product
Variety
Quality
Design
Features
Brand name
Packaging
Services

Promotion
Advertising
Personal selling
Sales promotion
Public relations
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Target
customers

Intended
positioning

Price
List price
Discounts
Allowances
Payment period
Credit terms

Place
Channels
Coverage
Assortments
Locations
Inventory
Transportation
Logistics
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gThe4Ps&4Csofthe§

Marketing Mix

4 P’s 4 C’s
Product Customer Solution
Price Customer Cost
Place Convenience
Promotion Communication
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Managing the Marketing Effort

Planning

Develop strategic
plans

|

Develop marketing
plans

Analysis

—> Implementation

Carry out the
plans

> Control

Measure results

Evaluate resulis

Y

Take corrective
action
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Based on Starbucks

O Market Penetration: making more sales to
current customers without changing its products.

®How? Add new stores in current market areas,
Improvements in advertising, prices, etc.
O Market Development: identify and develop new
markets for its current products.

®How? Review new demographic (senior consumers)
or geographic (Asian, European & Australian)
28 /
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Based on Starbucks

OProduct Development: offering modified or
new products to current markets.

®How? Increasing food offerings, sell coffee In
supermarkets, extend to Frappuccino drinks.

ODiversification: start up or buy businesses
outside current products and markets.
®How? Currently testing two new restaurant

concepts — Cafe Starbucks and Circadia, or
branded casual clothing. % /
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Objectives
Marketing Strategy

Action Programs

Budgets

Controls
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Marketing Department
Organisation

Functional
Organisation
Combination Geographic
Plan Organisation

Market or Customer Product Management

Organisation Organisation
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Set goals

What do we want
to achieve?

Measure
performance

What is
happening?

Marketing Control Process **

Evaluate
performance

Why is it
happening?

Take corrective
action

What should we
do about it?
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Review of Concept
Connections

O Explain companywide strategic planning and its
four steps.

O Discuss how to design business portfolios and
growth strategies.

O Explain functional planning strategies and assess
marketing’s role in strategic planning.

O Describe the marketing process and the forces

that influence It.
33 /

O List the marketing management functions,
Including the elements of a marketing plan.
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