Course title: Creating Innovative
Business Models

Lecture 3. Market Strategy



Objectives

* Understand companywide strategic
olanning and its four steps.

e Learn how to design business portfolios

and develop strategies for growth and
downsizing.

* Understand marketing’s role in strategic

planning and how marketers partner with
others.



Objectives

* Be able to describe the marketing
process and the forces that influence
it.

* Understand the marketing
management functions, including the
elements of the marketing plan.



* Known for films, * Satisfying the
animation, theme parks customer is
and customer orientation

e Parks offer a variety of
attractions as well as
cleanliness, order, and
warmth e Sales and netincome

have fallen

everyone’s job

* Disney has grown via
diversification

Discussion: How Can Disney Recover?



http://disney.go.com/home/today/index.html

Disney companies

ABC

16 cable networks

— ESPN, Disney Channel, Toon Disney, SoapNET,
A&E, the History Channel, Lifetime Television, E!
Entertainment

4 TV production companies

8 movie production companies

— Walt Disney, Touchstone Pictures, Hollywood
Pictures, Miramax Films



http://espn.go.com/
http://www.lifetimetv.com/
http://www.eonline.com/
http://disney.go.com/DisneyPictures/main.html
http://touchstone.movies.go.com/main.html
http://www.miramax.com/

More Disney companies

* 5 magazine publishing groups
* 5 music labels

* 19 Internet groups

* Disney Interactive

 The Disney Store

* Disney Cruise Lines

* Two sports Franchises



http://disney.store.go.com/DSSectionPage.process?Section_Id=11787
http://disney.store.go.com/
http://disney.go.com/destinations/flash/index.html

Strategic Planning

e Strategic planning is defined as:

— “The process of developing and
maintaining a strategic fit between the
organization’s goals and capabilities and

Its
changing marketing opporti. € g e
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http://www.geocities.com/Yosemite/2483/virthood.htm

BusinessNow

Nervewire Video Clip

Click the picture above to play video

Consultants may
offer valuable
services and
expertise during
the strategic
planning process.
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€ 2002 by Randy Glasbergen. www.glasbergen.com

JUST LET ME MAKE IT TO
RETIREMENT WITHOUT
STRANGLING ANYONE

"That's our mission statement.”



Strategic Planning

* Mission statements should . ..

— serve as a guide for what the organization
wants to accomplish.

— be “market-oriented” rather than “product-
oriented”.

— be neither too narrow, nor too broad.
— fit with the market environment.
— be motivating.


http://www.starbucks.com/aboutus/default.asp

Strategic Planning

* Mission statements guide the
development of objectives and goals.

— Objectives are developed at each level
in the organization hierarchy.

— Strategies are developed to accomplish
these objectives.



Discussion Question

Google.com is one of
the leading Internet
search engines.

Construct a market-
oriented mission
statement that fits
this business.




Strategic Planning

* Business portfolio:
“the collection of businesses
and products that make
up the company.”

— Designing the business
portfolio is a key step in
the strategic planning
process.




Strategic Planning

. . * |dentify strategic business
Portfolio Design units (SVBUS) ;

e Assess each SBU:

e Step 1: — The BCG growth-share
Analyze the current matrix classifies SBUs
. : into one of four
business portfolio categories using:
* Step 2: * Market growth rate
Shape the future * The SBU’s relative

busi I market share within the
usiness portfolio market.
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Strategic Planning

Portfolio Desian * Determine the future role
9 of each SBU and choose

the appropriate resource
allocation strategy:

— Build

— Hold

— Harvest

— Divest

* SBUs change positions
over time

* Step 2:
Shape the future
business portfolio




Strategic Planning

* Matrix approaches to formal planning
share many problems:

— Difficult, time-consuming,

and costly to implement. 70
— Focus only on current A ;
businesses. &y | é 3
D

— Too strongly emphasize

market share growth or ‘
growth via diversification. e



Strategic Planning

* Designing the business portfolio also
involves:
— Developing strategies for growth by

identifying, evaluating, and selecting
promising new market opportunities.

— Developing strategies for downsizing the
business portfolio.



Figure 3:

Product / Market
Expansion Grid

Existing New
products products
Existing Market Product
markets penetration development
Mo LEILE Diversification

markets development


http://www.mcdonalds.com/
http://www.supersizeme.com/




Figure 4.
The Marketing Process
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The Marketing Process

Key Elements

# Analyzing marketing
opportunities

# Selecting target
markets

# Developing the
marketing mix
Managing the
marketing effort

* The strategic planning
and business portfolio
analysis processes help to
identify and evaluate
marketing opportunities.

* The purpose of the
marketing process is to
help the firm plan how to
capitalize on these
opportunities.



The Marketing Process

Key Elements

# Analyzing marketing
opportunities

# Selecting target
markets

# Developing the
marketing mix
Managing the
marketing effort

* The segmentation

process divides the total
market into market
segments.

Target marketing
chooses which \
segment(s) are pursued.

Market positioning foﬁ’ S
the product is then
determined.

/o
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Our Product
Really

Does Pertorm
Miracles.

Marble Collegiate Church _ ¢ i |
Where good things happen. &

Fifth Ave at 29th St./ 11:15 Service / 12:30 Coffee Hour / Dr. Arthur Caliandro, Minister
www.marblechurch.org

Positioning

Market positioning is not
restricted to physical

goods.

Identify the “competing
products” of relevance
to the Marble Collegiate
Church.

What clear, distinctive,
and desirable place in
the consumer’s mind
does the ad at left
attempt to create?


http://marblechurch.org/

The Marketing Process

Key Elements

# Analyzing marketing
opportunities

# Selecting target
markets

# Developing the
marketing mix
# Managing the
marketing effort

Competitor analysis guides
competitive marketing
strategy development.

Strategy leads to tactics via
the marketing mix:

— The “Four Ps” — product,
price, place, promotion (seller
viewpoint)

— The “Four Cs” — customer
solution, cost, convenience,
and communication
(customer viewpoint)



Figure 5:

The Marketing Mix
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The Marketing Mix

FIND

REGISTER WITH US | SIGN IN

Visit the Hill’s Pet e Il et o o e e e
- . Hello Welcome to Hill's.
Nutrition site. Hill’s Pet Nutrition

The Leaders in Pet Nutrition and Innovation
Welcome to Hill's Pet Nutrition, your pet nutrition and information source. As the

kers of Sci Diet® and F iption Diet®, our mission is to help enrich and
lengthen the special relationships b people and their pets.

i
PRESCRIPTION
DIET.

How are the 4 C’s or
the 4 P’s presented
within the site?

We will do this by providing the best, leading-edge pet nutrition technology,
products, and expertise to pet veterinary p and other key pet
professionals worldwide. And with a simple visit inside, you'll see our commitment
to this mission for yourself.

. Does your pet suffer from bad breath?
g ‘ If your pet suffers from bad breath and tartar buildup, new
Science Diet® Oral Care is just what the doctor ordered. Thanks
b, to Hill's unique and specially formulated kibble, Oral Care cleans
Oral Care  your pet's teeth by removing plaque and tartar with every bite. It
J=—= also helps freshen your pet's breath while p 9 and
e #  palanced nutrition for good health. And the Healthy Defense™
System of antioxidants aids your pet's immune system and helps

protect against the risk of disease.
Breakthrough Nutrition That Fights Behavioral Changes FOR KIDNEY SCREENING
# Related to Brain Agin B CLICIK MRS to pricit the
w c...w wem FOF the Nutritional Management of Pets with Behavioral Changes Nt s o your
b /d Associated with Brain Aging OFFER GOOD IN USA ONLY

Is your older dog starting to act differently? New Prescription Diet®
INSISESS. Canine b/d™ is formulated to help fight age-related behavior
changes in older dogs.

An older dog's brain is more vulnerable to free radicals that are
naturally produced by the body. The damage free radicals inflict on
the brain is often the cause of age-related behavioral changes in
okier dogs Prescription Diet® Canine b/d™ is specifically

lated with an exclusive blend of antioxi and other
nutrients to help fight the signs of brain aging and age-related
behavioral changes and even help improve the leaming ability of
older dogs.

Hill’s Pet
Nutrition



http://www.hillspet.com/
http://www.hillspet.com/

The Marketing Process

 Marketing analysis

— Provides information helpful
in planning, implementation,

Key Elements

and control

Marketing planning
— Strategies and tactics

# Analyzing marketing |.
opportunities

# Selecting target e Marketing implementation
markets — Turns plans into action

# Developing the  Marketing control
marketing mix — Operating control

" Managing the — Strategic control

marketing effort



Figure ©6:
Managing the
Marketing Effort

Planning

Develop strategic
plans

|

Develop marketing
plans
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