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Company-Wide Strategic Planning Marketing Strategy and the Marketing Mix

Stimeegiz Fanning: The process of develaping ard mainimining
i s Ehareio masbt s e Marketing Strategy: The marketing logic by which the company
hopes to create customer value and achieve profitable customer

1. Define the Company Mission 2, Set Company Objectives and Goals 3. Design the Business Portfolio
relationships

Customer Value-Driven Marketing Value Strateqy Developing an Integrated Marketing Mix
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Companies must be customer© centensd, engage cuslomers, war

and undersiang customer needs angd wanls \

iffereniation and Fosiloning

o, e T b, o o o b o 4 203

Prarket T W

Ifarker Segrre

Planning Through Partnering Managing the Marketing Effort

Partnering with Other Company Deparments Partnering with Others in the Marketing System Marketing Analysis Through SWOT Analysis
‘ialue Chain- thy o imemal e is that - i
vall.‘::-:\:nnq:cc;:ll':;m dasgn, ;f\-fuuu. e, deber Walse Delvery Metwork- a network composed of the do rrei .
e suppert a fiems prohucts company, suppliers, disiributors, and custamers b : e Marketing Implementation- Turning marketing
frctmsents mus coond miemize who partner with each other 1o imprave the - : strategies and plan_s inwo ma_rlfe1 ing actions to
sroductivity perfarmance of the entire system in delivering s ."..‘ accomplish strategic marketing objectives
customer value -
— Pl Marketing Control- Measuring and evaluating the

resulls or markeling strategies and plans and taking
corrective action to ensure that the chjectives are
achieved

Competition depends on entire network
ex, even if Ford makes a better car, Toyota may stil
do more sales if the dealers provide a better sales

and service experience .
Marketing Return on Investment- The net return

from a marketing lnvestment divided by the costs of
the marketing investment



