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Abstract:

This study examines contemporary methods in marketing planning and strategies, focusing on the
integration of modern techniques and technologies in developing effective marketing plans. As the
business landscape evolves rapidly, companies must adapt their marketing approaches to remain
competitive and relevant. This research highlights key advancements in marketing planning, including
the use of data analytics, digital tools, and customer-centric strategies. The study explores how
modern marketers leverage these tools to create dynamic, responsive plans that address the needs of
today’s consumers and align with fast-changing market conditions. It also evaluates the role of
strategic flexibility and innovation in optimizing marketing efforts and achieving sustained success. By
analyzing current trends and best practices, this study provides insights into effective marketing
strategies and planning processes that are essential for thriving in the modern marketplace.
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1. Introduction

Achieving success with any product or service necessitates comprehensive planning from multiple
angles, including the formulation of a formal marketing plan and its essential components to
effectively direct marketing efforts. Crafting an effective marketing strategy demands both discipline
and adaptability over time. A company must not only adhere to a strategy but also continuously seek
innovative methods to enhance and meet customer needs.

A sample formal marketing plan serves as a valuable resource by illustrating the range of decisions
marketers may face when striving to create customer value. It offers a detailed examination of the
differences between strategy and tactics. Additionally, this chapter includes a case study utilizing
Marketing Plan Pro software, which may pose challenges for students unfamiliar with it. The goal of
incorporating this software is to expose students to the various elements of a marketing plan rather
than making them proficient in this particular tool. Instructors may choose to highlight its application
as they see fit.

2. Strategic Business Planning and Marketing Strategy

The core of a marketing strategy lies in the STP process, which stands for Segmentation, Targeting,
and Positioning. In today’s marketing landscape, STP is a crucial concept for achieving success.
Brands that fail to establish a distinct position in the customer’s mind often become generic products,
struggling to compete effectively in the market.

STP is commonly approached as a sequential process: first, segmentation is carried out, followed by
the selection of one or more target markets, and finally, positioning is implemented. Though the
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acronym STP represents three critical concepts, they function as a unified process that integrates to
create a comprehensive marketing strategy, which is then put into action through the marketing mix.

The aim of the STP process is to assist organizations in developing and executing an effective
marketing mix, as illustrated in the accompanying diagram. The STP marketing process systematically
defines strategic marketing decisions for a company. Initially, the company must identify the market in
which it competes, addressed through market segmentation. This segmentation allows the
identification of attractive and viable market segments, helping the firm refine its marketing decisions
to determine where to compete. The final stage involves determining a suitable positioning for the
product or brand within the chosen target market, answering the question of how to compete.

The in-depth definition and implications of strategy formulation will be discussed in subsequent
modules.

3. Strategic frame of reference

The STP process provides guidance on fundamental marketing questions such as where to compete
and how to compete. For instance, General Motors' Spark is targeted at the compact car segment below
3.5 lakhs, positioning itself as a compact vehicle. This example helps marketers understand their
strategic positioning.

4. Marketing Mix

Following the STP process, the next focus is the marketing mix, commonly known as the 4Ps—
Product, Price, Place, and Promotion, a concept introduced by McCarthy. The 4Ps model helps
enhance the marketing mix components—determining how to market a new product or service. It
enables marketers to define options in terms of price, product, promotion, and place to meet specific
customer needs or demands.

Marketers must develop a product desired by a specific group, make it available where these
consumers shop regularly, price it according to the value perceived by the consumers, and ensure
availability at the right time. Understanding customer needs and shopping habits, setting appropriate
prices, and coordinating all these elements effectively is challenging.

The integration of all strategies is crucial, as even a minor misstep can lead to significant issues. For
example, promoting a fuel-efficient car in a market with low fuel prices or releasing a textbook after
the school year begins can be detrimental. The marketing mix serves as a foundational tool for
planning and avoiding such pitfalls.

5. Value-Oriented Marketing

Businesses must deliver value to customers while maintaining profitability. In a highly competitive
market with informed buyers and numerous choices, success hinges on optimizing the value delivery
process and effectively communicating superior value.

6. The Value Delivery Process

Traditionally, marketing involved creating a product and then selling it, assuming the marketing took
place during the sales phase. This approach worked in markets with product shortages but is
inadequate in diverse economies where consumers have specific needs and preferences. Companies
must design offerings for well-defined target markets, integrating marketing into the planning process.

The value delivery process is divided into three phases: choosing the value, providing the value, and
communicating the value. The first phase involves market segmentation, targeting, and positioning.
The second phase focuses on defining product features, pricing, and distribution. The third phase is
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about communicating the value through various channels. Each phase impacts costs and has
implications for strategy.

7. The Value Chain

Michael Porter’s value chain model helps identify ways to enhance customer value. The value chain
consists of nine activities—five primary and four support—that create and manage value and costs in a
business.

Manufacturers create value by transforming raw materials into products. Retailers offer a variety of
products in a convenient manner, often with additional services. Insurance companies package and
distribute policies in customer-friendly formats. The profit margin represents the value created minus
the cost of creation.

A company's profitability increases with the value it delivers, leading to a competitive advantage.
Understanding and enhancing the value chain is crucial for developing a competitive strategy. Porter’s
concept of the value chain, detailed in his 1985 book "Competitive Advantage," provides a framework
for analyzing all activities to maximize value.

8. Primary Activities
Primary activities include:
o Inbound Logistics: Managing the receipt, storage, and distribution of inputs.
e Operations: Converting inputs into outputs for sale.
o Outbound Logistics: Delivering products or services to customers.
e Marketing and Sales: Persuading clients to choose your offerings over competitors.
o Service: Maintaining the product's value post-purchase.

9. Support Activities
Support activities enhance primary functions and include:
e Procurement: Acquiring resources and negotiating prices.
e Human Resource Management: Recruiting, training, and retaining employees.
o Technological Development: Managing technology and information systems.
e Infrastructure: Supporting daily operations with accounting, legal, and administrative
functions.

Organizations use these activities as building blocks to create valuable products or services. Effective
companies reengineer workflows and form cross-functional teams to ensure seamless integration
across processes.

10. Cross-Functional Teams and Strategic Partnerships

Cross-functional teams are also prevalent in non-profit and government sectors. To thrive, a company
must seek competitive edges beyond its internal operations, extending into the value chains of its
suppliers, distributors, and customers. Many contemporary firms have formed alliances with select
suppliers and distributors to establish a superior value delivery network, often referred to as a supply
chain.

11. Core Competencies
The notion of core competencies, introduced by C.K. Prahalad and Gary Hamel, is central to
management theory. Core competencies are defined as a coordinated mix of various resources and
skills that set a company apart in the marketplace, forming the bedrock of its competitive advantage.
Core competencies must meet three criteria:

1. They should provide access to a broad range of markets.
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2. They should significantly enhance the perceived value of the final product.
3. They should be challenging for competitors to replicate.

Core competencies are tied to a firm's product portfolio through core products. Prahalad and Hamel
(1990) described core competencies as the driving force behind the development of core products and
services. These competencies act as the roots from which the company grows, akin to a tree whose
products are its fruits.

Core products embody core competencies and contribute to the competitiveness of various end
products. Recent methods for identifying product portfolios in relation to core competencies include
Danilovic and Leisner’s (2007) use of design structure matrices to map competencies to specific
products, allowing for the aggregation of competencies into core competencies. Bonjour and Micaelli
(2010) proposed a similar approach for evaluating the development of core competencies. More
recently, Hein and his team have connected core competencies to Christensen's concept of capabilities,
which encompasses resources, processes, and priorities, and introduced methods to assess how
different product architectures contribute to core competency development.

12. The Central Role of Strategic Planning

Strategic planning is essential for marketers in three primary areas: (1) managing their operations as an
investment portfolio, (2) evaluating the market's growth rate and the company's positioning within it,
and (3) formulating a strategic plan. Large organizations typically operate at four levels: corporate,
division, business unit, and product. The corporate headquarters develops an overarching strategic plan
to steer the entire organization, deciding on resource allocation across divisions and determining which
businesses to initiate or discontinue. Each division then creates a plan detailing the allocation of
resources to its respective business units within the division. Each business unit develops a strategic
plan to carry that business unit into a profitable future. Finally, each product level (product line, brand)
develops a marketing plan for achieving its objectives.

The marketing plan is the central instrument for directing and coordinating the marketing effort,
operating at both the strategic and tactical levels. The strategic marketing plan lays out the target
markets and the firm’s value proposition, based on an analysis of the best market opportunities. The
tactical marketing plan specifies the marketing tactics, including product features, promotion,
merchandising, pricing, sales channels, and service. The complete strategic planning, implementation,
and control cycle is shown in the following Figure.

Controlling
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13. Corporate and Division Strategic Planning
Corporate headquarters establish the overarching framework by creating mission statements, policies,
strategies, and goals within which the divisions and business units craft their plans. Some corporations
grant considerable autonomy to their business units in setting sales and profit targets and developing
strategies. Others set targets but allow the units to devise their own strategies, while some corporations
set both goals and collaborate in formulating the strategies for individual business units.
Corporate headquarters typically engage in four key planning activities:

1. Defining the corporate mission

2. Establishing strategic business units (SBUs)

3. Allocating resources to each SBU

4. Evaluating growth opportunities

14. Defining the Corporate Mission
An organization exists to fulfill a particular purpose—whether manufacturing cars, offering loans, or
providing accommodations. Its mission or purpose is usually well-defined at the inception. However,
the mission may evolve over time to capitalize on new opportunities or adapt to changing market
conditions. For instance, Amazon.com expanded its mission from being the world’s largest online
bookstore to becoming the world’s largest online retailer. Similarly, eBay transitioned its mission from
hosting online auctions for collectibles to running auctions for a diverse range of products.
e Industry
Companies may operate in a variety of industry sectors: some focus on a single industry, others
span a group of related industries, and some specialize in industrial goods, consumer goods, or
services. For instance, DuPont tends to concentrate on the industrial market, while Dow operates
across both industrial and consumer sectors. Conversely, 3M explores nearly any industry where it
can find profitability.
e Products and Applications
A company might offer a diverse array of products and applications. For example, St. Jude
Medical is dedicated to providing physicians globally with top-quality cardiovascular care
products.
e Competence
Competence refers to the breadth of technological and core skills that a company excels in. For
example, NEC from Japan has developed its core competencies in computing, communications,
and components, enabling it to produce laptops, television receivers, and handheld phones
efficiently.
e Market Segment
A market segment refers to the specific group of customers that a company targets. For example,
Porsche caters exclusively to the high-end automotive market, while Gerber focuses primarily on
products for infants.
e Vertical Integration
Vertical integration indicates the extent to which a company controls various stages of its
production and distribution processes. For instance, historically, Ford had extensive vertical
integration, owning rubber plantations, sheep farms, glass factories, and steel mills. Conversely,
some companies operate with minimal vertical integration, outsourcing every function from
design and manufacturing to marketing and distribution, relying solely on basic office tools like a
phone, fax, and computer.
e Geographical Scope
Geographical scope defines the extent of regions or countries a company operates in. Companies
may limit their operations to a particular city or state, while others, such as Unilever and
Caterpillar, have a global presence, operating in nearly every country around the world.
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15. Ansoff Model

The Ansoff Model, also known as the Product/Market Expansion Grid, is a strategic tool utilized by
businesses to evaluate and plan growth strategies. This matrix outlines four distinct strategies for
expansion and assesses the associated risks for each approach.

15.1 Understanding the Ansoff Model
The Ansoff Model, introduced by applied mathematician and business strategist H. Igor Ansoff and
published in the Harvard Business Review in 1957, is a crucial framework for analyzing and planning
business growth strategies. It aids marketers and executives in grasping the risks associated with
expanding their business operations.
The Ansoff Matrix delineates four growth strategies:

1. Market Penetration: This strategy aims to boost sales of existing products within the current

market.

2. Product Development: This involves launching new products in the existing market.

3. Market Development: This strategy focuses on entering new markets with existing products.

4. Diversification: This involves introducing new products into new markets.

Among these strategies, market penetration is considered the least risky, while diversification is
deemed the riskiest.

15.2 Market Penetration
A market penetration strategy involves intensifying the use of current products within the existing
market to gain a larger market share. Methods to implement market penetration include:

1. Lowering prices to attract additional customers.

2. Enhancing promotional and distribution efforts.

3. Acquiring competitors within the same market.

For instance, telecommunications companies often use market penetration strategies to increase their
share in the saturated market of mobile services.

15.3 Product Development
In a product development strategy, a company creates new products specifically for its current market.
This approach usually involves substantial research and development efforts and an expansion of the
company's product portfolio. Product development is employed when a firm has a deep understanding
of its existing market and can innovate to address its customers' evolving needs.
The product development strategy can be executed in several ways:
1. Investing in Research and Development: Allocate resources to develop new products that cater
to the current market's demands.
2. Acquiring Competitor Products: Purchase products from competitors and combine resources to
create enhanced offerings for the existing market.
3. Forming Strategic Alliances: Partner with other companies to leverage their distribution
networks or brand reputation to introduce new products.
For instance, automotive manufacturers are developing electric vehicles to address the growing
environmental concerns among their current customers. This reflects a response to the increasing
demand for eco-friendly alternatives within the automobile industry.

15.4 Market Development

A market development strategy involves introducing existing products into new markets. This could
mean targeting new geographic areas, customer demographics, or market segments. The success of this
strategy depends on several factors: having proprietary technology that can be adapted to new markets,
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ensuring potential consumers in the new market have sufficient disposable income, and the new
market's consumer behavior being similar to that of the existing market.
Market development strategies can include:
1. Targeting New Customer Segments: Identifying and appealing to different demographic groups
within the existing product range.
2. Expanding Regionally: Introducing products into new domestic areas or regions.
3. Expanding Internationally: Entering foreign markets with the existing product offerings.

For example, companies like Nike and Adidas have recently expanded into the Chinese market,
targeting new consumer demographics while offering their established product lines.

15.5 Diversification

Diversification involves a company venturing into a new market with a new product. While this
strategy is inherently risky due to the dual challenges of exploring a new market and introducing a new
product, it also holds significant potential for growth. Diversification can open up new revenue
streams, allowing the company to tap into consumer spending in areas previously uncharted.

There are two main types of diversification:

1. Related Diversification: This involves expanding into a new product or market that is related
to the company’s existing operations, creating potential synergies between the new and current
business areas. For example, a company that makes leather shoes might diversify into
producing leather wallets or accessories, leveraging its existing expertise and market presence.

2. Unrelated Diversification: This occurs when a company enters a new market or develops a
new product that has no direct connection to its existing business. For instance, if the same
leather shoe manufacturer begins producing mobile phones, it would be engaging in unrelated
diversification, as there is no inherent synergy between the shoe and phone industries.

16. Yahoo Case Study

Founded in 1994 by Stanford University graduates, Yahoo! evolved from a modest startup into a
prominent player in the Internet media landscape. Initially positioned as a search engine, Yahoo!
aimed to become a comprehensive online destination for various services, including email, news,
weather, music, photos, games, shopping, auctions, and travel. The company's revenue was
significantly driven by advertising, but it also generated income from subscription-based services such
as online personal ads, premium email, and small-business solutions.

Yahoo! sought to differentiate itself from competitors like Google by offering a broad range of original
content. Despite these efforts, Google's dominance in search, email, and related services earned it
substantial favor with advertisers. To enhance its market position, Yahoo! acquired several high-
profile companies, including the photo-sharing platform Flickr, the social bookmarking service
Del.icio.us, and the online video editor Jumpcut. Yahoo! also expanded internationally by acquiring
Kelkoo, a European comparison-shopping site, for $579 million, and purchasing a 46 percent stake in
Alibaba, a Chinese e-commerce giant, for $1 billion.

In June 2009, Yahoo! entered into a 10-year partnership with Microsoft, allowing Microsoft to utilize
Yahoo!'s search engine capabilities for its own Bing search engine projects. Despite these strategic
moves, Yahoo! CEO Carol Bartz faced ongoing challenges regarding the company's future direction
and strategy.
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