MunuctepcTBo 0OpazoBaHus U Hayku PO
I'ocynapcTBeHHOE 00pa30BaTEIbHOE YUPEXKICHHUE BBICIIETO MPO(ECCUOHATBHOTO 00pa30BaHuUs
«Hwmxeropoackuii rocy1apCTBEHHBIN apXUTEKTYPHO-CTPOUTENbHBIA YHUBEPCUTET»

Memnynapozmblﬁ HHCTUTYT JKOHOMMKHU, IIPpaBa H MCHCI’KMECHTA

International institute of economics, low and management

Kadenpa mexxmyHapoIHOTO MEHEHKMEHTA

CTPATET'MYECKU MAPKETHUHT

MeTtoaudeckue ykazaHus i CTy1eHTOB crnenuaibHocTu 080507.65
«MeHeTKMEHT OpraHu3aIun

CURRICULUM FOR SUBJECT “STRATEGIC MARKETING”

Hwxnuii Hosropon, 2011

Nizhniy Novgorod, 2011



VJIK 339.9:339.1 (072)

Crparernyeckuii MapKeTHHI. MeTOAMYECKHE YKa3aHUS JJISl CTYACHTOB
cennanbHocT 080507.65 «MenemxkmeHnT opranusanun». - H.Hosropona:
HHT'ACY, 2011.

Curriculum for subject “Strategic marketing”. — N.Novgorod:
NNGASU, 2011.

Meroanueckue yka3zaHus BKJIIOYAIOT B ce0sl MporpaMMmy Kypca, 3aJaHus K
MPaKTUYECKUM 3aHATUSIM, JTUTEPATYPY AJIS MOJTOTOBKH.

Cocrasurenu: npod. Crnay6ek U., Apriommna E.B., LiBetkosa H.B.

Authors: prof. Spaubeck J., Artushina E.V., Tsvetkova N.B.

© HukeropoJICKui rocy 1apCTBEHHBIA apXUTEKTYPHO-CTPOUTENbHBIA YHUBEpCUTET, 2011



1. OOmue MoJI0KeHUA NMPOTrPaAMMBbI

1.1. Henv oucuuniunor:

Pa3BuTrie HABBIKOB  CTPAaTErMyeckoil pabOThl IO  BBIABIICHUIO
B3aMMOCBSI3U
MEXy LEISIMU IPEINpUITHS N0 AOCTHKEHHUIO MPUOBUIM U TEM BIUSHUEM,
KOTOpPOE OHHU OKa3bIBAIOT HA MAPKETUHTOBYIO CTPATETHIO, PHIHOK U MOPT(heEnn

IMPOAYKIHMH, ITPOUECC CCrMCHTAIMH PbIHKA U CTPATCTUH ITOSHUITUOHUPOBAHNS.

1.2. Bazoevie oucuuniunol:

1. BBeneHnue B MEXXyHapOIHBIN MAPKETUHT

2. Mex1yHapOIHBIA MAPKETUHT U YIPABIEHUE IKCIIOPTOM
3. DKOHOMHYCCKUEC TUCIUILIMHBI

4, MDUHAHCHI U CTAaTUCTHKA

3. MexayHapoaHOE TPaBo

1.3. Tpebosanuro Kk ypoeHio 0Cc60eHU COOECPHCAHUA OUCUUNTUH b

[lo oxkoHuaHWM Kypca, ydamuecs AOKHBI yMETh: OOBSCHATH CEMb
OCHOBHBIX KOHUEMUUA MapKeTHHIa, OOCYAUTh MOAXOJAbl K CErMEHTaluu
pbIHKA, CTpaTerud JKU3HEHHOTO IMKJIAa NPOAYKIMU H  CTpaTeruu
MHTEHCUBHOI'O POCTA; ONUCATh IATh OCHOBHBIX JJIEMEHTOB KOMILIEKCA
MapKETUHIa; CPABHUTh MMO3ULMOHUPOBAHNUE NIPOIYKTA U CTPATETUU LIEJIIEBOTO

MapKeTUHTa; pa3padoTaTh CTPATErMYECKU MApKETUHT OBBIN IJIaH.



2. Conep:xanue nNporpamMmMbIl

1.1. Cooeprrcanue pazoenoe oucuuniunsl

Yacrtp 1. OCHOBBI CTPATErHY€CKOT0 MAPKETHHI A

KoHuenuusa MapkeTMHra W pbIHOYHOM opueHTauuu. (CocTaBistolIne
PBIHOYHON OpUEHTAIMU. MAapKETUHT ¢ TOYKH 3pEHHS PECYpCcOB. MapKeTUHI KAk
ousHec-npouecc. Poilb MapkeTMHra B OCYIIECTBICHHM CTPaTErMYeCKOro
yYIPaBJICHHUS.
Onpenenenve uen U 3aaad  OusHeca. (CrpaTernyeckoe IJIaHUPOBAHHE
mapketunra.  [Ipomecc  gopMupoBaHUsT ~ MapKETHHTOBOM  CTpaTEruu.
KoHuenrtyanpHass OCHOBa  CTpaTerud, OPUEHTUPOBAHHOW HA  PBIHOK.
Crparernueckass wmonenb Jhxoncona u Ckoymza. Pa3zpabGorka Tekylei
ctparerud. Co3gaHue  KOHKYPEHTHBIX HO3MLUMA M WX  pealn3anus.
CrpaTernueckoe IjIaHuPOBAHUE KaK BOILIOIIEHHE KOHIIEIIIMN MAPKETHUHTA.

Yacrp 2. KoMIuieKCHBIN aHAJIN3 PhIHKA

N3meHeHnue pbIHOYHBIX YyciaoBUM. OcHOBBI aHanu3a Mmakpocpenbl. PEST
aHanu3. DKOHOMHUYECKAs W moiuTthdeckas cpena. ComuanbHas U KyJIbTypHas
cpena.
Texnonornueckas cpena. M3MeHeHHs B MapKeTHMHTOBOW WH(pacCTpyKType H
npaktuke. HoBele cTpareruu ais meHstomeics mMakpocpensl. [latudaxropras
KOHKYpPEHTHasi MoJienb oTpacid. JKu3HeHHbId UK ToBapa. CTpaTernyeckue
rpynibl. DBOMIONUS TPOMBIIUIEHHOCTH U €€ MporHo3upoBanue. CTaOuiIbHOCTD
cpenbl npeanpustuda. SPACE ananuz. SWOT ananus.

[Moprdensusiit ananu3. Matpuna BKI'. MuHorogakropHas Mojenb aHanu3a
noptdens npoaykuuu. [Ipornecc mianupoBanus nopTdess NPOAYKIHH.

Amnanu3 notpeduteneir. Uto Ham He0OX0aMMO 3HAThH O KiMeHTax. [loHsTue
MapKETUHIOBBIX HCCIIeN0BaHUM. [Ipomecc MapKeTUHTOBBIX UCCIEIOBAHNM.

AHaJIN3 KOHKYPEHTOB. BBIsIBIEHHE BCEX KOHKYPEHTOB, CYLIECTBYIOIIUX B
orpaciu. Bpibop M aHanmu3 MpsSMBIX KOHKYPEHTOB opranuzanuu. CrocoObl

MOJIYYeHUS ¥ paclpoCTpaHEeHUsI UHPOPMALIUU O KOHKYPEHTaXx.



[IpornosupoBanue Oyayiiero cmnpoca ¥ TpeOoBaHUM pbiHKA. YTO Takoe
MpOrHo3upoBaHue. [IporHo3pl Ha OCHOBE TEKYLIETO CIIPOCA, CIIPOCA B MPOLLIOM,
MIPOTHO3UPOBAHUE ITyTEM SKCIIEPUMEHTOB, C IOMOIIBIO MHEHHUSI KCIIEPTOB.

Yacrp 3. CermeHTALMS M O3UIMOHUPOBAHUE

[IpyHIMIOBI ~ CErMEHTUPOBAHUS UM MO3UIUMOHUpOBaHUs. [IpUHIMIIBI

KOHKYPEHTHOTO  MO3UI[MOHUPOBAHUA. [OpPU30HTaIbHOE U  BEPTUKAIBHOE
MO3ULIHOHUPOBAHHUE.
OCHOBBI Y IIPUHLHUIBI CETMEHTAIIUU PBIHKA. BBITOABI OT CErMEHTALUA PHIHKOB.
CermeHTanus noTpeOUTENbCKUX PHIHKOB. CerMeHTaIusl PhIHKOB MPEAIPUSITHIA.
BrisiBneHue M omucaHue PHIHOYHBIX CErMEHTOB. CTpaTeruu CEerMeHTallUu:
HenuddepeHuupoBaHHbIM, IU(PGEPESHIIMPOBAHHBIN W KOHIEHTPUPOBAHHBIM
MapkeTUHT. OCyIleCTBICHUE MPOIECCAa CETMEHTAIIUU PHIHKA.

Bribop peiHOUHBIX mokazateneit. [lporecc ompeneneHus — phIHKA.
OnpeneneHue MNPUBIEKATEIIBHOCTH PBIHOYHOTO cermeHTa. OmnpeneneHue
CYLIECTBYIOIINX u
NOTEHIMAIbHBIX BO3MOKHOCTEH. BHIOOp M OCBOCHME PHIHOYHOTO CErMEHTA.

Yacre 4. CTpaTeruu T0BapoB U YCJIYT, yIIPaBJieHHue OpeHIoM

KoHkypeHIluss Ha OCHOBE WHHOBAIMA W pPa3pabOTKM HOBOTO TOBapa.
JIoCTOMHCTBA M HEJOCTATKU BhIOOpa B MOJB3Yy pa3pabOTKU HOBOTO MPOIYKTA.
[InanupoBanme HOBOBBenmeHuil. IIporecc pa3paboTku  TOBapa-HOBUHKH.
VYckopeHHoe pa3BuUTHE HOBOM Npoaykuuu. Opranuzanus padoT MO pa3BUTHIO
HOBBIX NPOAYyKTOB. COBOKYITHOCTh TOBAPOB U YCIYT NPEANPUATHNA. MapKETUHT
B3aMMOOTHOIIEHUW. MapKETUHIOBBIE CTPATETMU JJIsI CEPBUCHBIX KOMITAHUM.
bpennpl. Ctpareruu OpenauHra. Marpuna crpatervii B koopauHaTax OpeHa —
toBap. [Ipoanenue xu3nu OpeHna.

Co3nanue yCTOWYMBBIX KOHKYPEHTHBIX NpeuMyllecTB. Mcnoiab3oBaHue
pecypcoB  OpraHu3alud JJisg  CO3JaHUsl  YCTOMYMBBIX  KOHKYPEHTHBIX
npeumymectB. OOmme HampaBiIeHUS I JOCTIDKCHUS KOHKYPEHTHBIX

npeumyiiects. ObecnedeHne nuaepctBa 1o  3arparaMm. ObecnedeHue



nuddepeHmanum. CoxpaHneHnue KOHKYPEHTHBIX MIPEUMYLIECTB.
HactynarensHble 1 000pOHUTEIbHBIE KOHKYPEHTHBIE CTPATETHH.
Yactb 5. Ucniosib30BaHKe 3JIEMEHTOB KOMILICKCA MAPKETHHIA [IJIA
(popMHUpPOBaHUA KOHKYPEHTHBIX NPEUMYIIECTB

Ilena kak mokazarenb crouMocTd. CTpaTernu 1EHOOOpa30BaHMUSL.
[lenooOpa3zoBaHue HA OCHOBE TOBAPHOTO aCCOPTUMEHTA. 3aTpaTHbIE MOAXObI K
OTIPEICNICHUIO LIEHBI: 3aTPaThl IJIIOC HOpMa NMPUOBUIH, aHATU3 0€3yOBITOYHOCTH.
Crpaterun 1eHOOOpa30BaHUs Ha OCHOBE IMEPEMEHHBIX 3aTpaT: YCTaHOBJICHHE
LEeH /I CTUMYJMPOBAHUS CIpoca, [ U3MeHeHusa crpoca. Crparerun
ONpeaeeHUs] EH Ha HOBBIE TOBApbl: CTPATErHsl CHATUS CIUMBOK, CTPATEIHs
IIPOHUKHOBEHUS HA PBIHOK, CTPATErUsl CPEAHUX LICH.

HHTerpupoBaHHble MapKeTUHIOBble KOMMyHHMKauuu. Omnpenenenne IMC.
OpranuzarmoHable MPOOJIEMBI, CBSI3aHHBIE ¢ peanm3arued kounernmuu [MC.
Bocewms sTanos B niponecce peanuzanuu konuenuuu IMC. Ounnaiin IMC.

MapkeTHHIOBBIE CTpaTeTUU KaHaia pacmpeneneHus. Pemenus o Bbeioope
TOr0O WM HWHOrO KaHalla pacnpenencHus. JIBoliHoOe pacnpeneneHue u
MHOTOKAHQJIbHBIM ~ MapkeTuHr. Pemienuss o  MoAM(UKALMK  KaHAJOB
pacnpeneneHus. PacliMpeHHbII KOMIUIEKC MapKEeTHHra — JIFOJU, MPOLECCH U
BEILIECTBEHHBIE JOKA3aTEIbCTBA.

Yacrp 6. Peasm3zanusi crpareruu

Peanuzanns crparerum WU BHYTPEHHHUM MApKETHHI. 3aaud pean3aluu
cTpareruu B o6siactu MapkeTunra. ConocTaBieHue MIaHUPYyeMOro pe3yJsbTaTa C
¢dakTuyeckuM. OcCHOBHbIE (DAKTOPHI, BIUSIOUIME HA pPEATU3allMI0 CTPATETHUU.
BnusHue TeXHONOTMM Ha OCYIIECTBIECHWE MAapKETUHra Ha MPEANpPUSITHU.
Pa3Butne BHyTpenHero wmapkeTuHra. Cdepbl BHYTPEHHETO MapKETHHTA.
[InaHupoBaHNE BHYTPEHHETO MapKETHHTA.

Crparernueckoe  ympasiieHue  norpedutenem. [lpuopurerst s
ONpEeNeIeHUs] CTPaTernyecKuX BO3MOXKHOCTEN mnpojax. Crparernyeckas

OpraHu3anuAa mpoaax. CTpaTCFI/I‘{CCKI/IC 3aa4u 110 YIIPaBJICHUIO HOTpC6I/ITCJICM.



VYnpasieHue KIMEHTCKUM noprdeneM. Pabora ¢ JTOMUHUPYIOIIMMH KIMEHTAMH.
MapKeTHHIOBbIE CTPATETHH U COIHAIbHAS OTBETCTBEHHOCTH KOPIIOPAIUH.
Yacrtp 7. Onenka 3(p(peKTUBHOCTH B MAPKETHHIE
W3mepenne s¢pdexTuBHOCTH MapkeTuHra. Ponb (rHaHCOBOro aHanmsa.
Koadpounuentsr mpudbuin. Koapounuents: nuxBugHoctu. KoadummeHTs
NenoBoil akTUBHOCTH. CeMb 3TamoB IpoLecca OLEHKW CTOMMOCTH KU3HU
kaueHTa. M3mepenue s3ddextuBHOCTH B TII00ambHOM KOHTEKCTe. OrlleHka
3KoJIOTHYECKON 3¢ ¢dekTuBHOCTH. Pa3paboTka  MHAMBHUIyalbHBIX  MeEp.
MapkeTuHroBelii aynut. Ilpouecc KOHTponsi pean3alud MapKETHHTOBBIX
crpareruid. CTpareruyeckuid KOHTPodb. OnepaTUBHBIA KOHTPOJb: aHAIIN3
3aTpaT Ha MapKETHHI, TOBAapHO-CEPBUCHBIM aHalIW3, aHaIU3 MPOJAaX, aHaIU3

KaHaJIOB CObITA, aHAIU3 MPUOBUIBHOCTH MOTPEOUTEIIS.

2.2. Coodeprtcanue npaKkmuyecKux 3aHAmuilL:

1. OO6cyxaenue mpoOIeM 1 BOPOCOB MOCTE KaXI0W YaCTH

2. Keiicel

CTyeHThl BBIIOJHSIOT OCOOBIM KEHC, B X0J€ KOTOPOro OHM padoTaroT
HeOObIIMMU TpynmnamMu (1o 4-5 d4enoBek) W uepe3 7 HeOENb CHAIOT
CTpaTerMuecKuil IjaH MapKeTWHra (B NMHCbMEHHOM BHUJE), a TaKXkKe JeIaroT
PowerPoint npe3enranuio. ta npe3eHTanus ABISETCS IK3aMEHOM (4 KpenuTa).

Ha mepBol Henelsie CTyAEHTHI MOJy4aroT HOMEpP CBOEM rpymrbl. Uepes 7
HeJeNb Kak/1as IpyIIa IpeICcTaBisseT pe3yJbTaThl B T€4. 15 MHMH. U BCE YJICHBI

I'PYIIIBI JOJKHBI IPUHATH YYaCTUE B YCTHOM IPE3CHTALIUH.



3. MHpopManmoHHO-MeTOAUYECKOe O0ecTeYeHne 1 CIUTTUHbI

3.1. Ocnosenas r1umepamypa

1. Hooley G., Piercy N., Nicoulaud B. Marketing Strategy and
Competitive Positioning / G. Hooley, N. Piercy, B. Nicoulaud. — 4" ed. -
Publisher: Financial Times Press, 2008. — 632 p.: ill.

2. Kerin R., Peterson R. Strategic Marketing Problems: Cases and
Comments / R. Kerin, R. Peterson. — 11™ ed. - Publisher: Pearson Higher
Education, 2007. — 736 p.: ill. — International edition.

3. Ranchhod A., Gurau C. Marketing Strategies: A Contemporary
Approach / A. Ranchhod, C. Gurau. — 2™ ed. - Publisher: Financial Times
Press,2007.- 440 p.: ill.

3.2. Jlonoanumenvuas qumepamypa

1. Kotler F., Keller K. Marketing management / F. Kotler, K. Keller. —
13" ed. — Publisher: Pearson Higher Education, 2009. — 816 p. — International
edition.

2.  Winer R. Marketing management / R. Winer. — 3d ed. - Publisher:
Pearson Higher Education, 2007. — 544 p. — International edition.



1. General provisions of the program

1.1.

The purposes and tasks of the discipline:

Development of skills of strategic framework of knitting together profit

goals and it’s impact on the marketing strategy, market and product business

portfolio, market segmentation and positioning strategies.

1.2. Base disciplines:

l.

wok wn

Introduction to international marketing
International marketing and export management
Economics

Finances and statistic

International Law

1.3. Requirement to a level of development of the mastering of discipline

At the end of the course, students should be able to: explain the seven

core marketing concepts; discuss approaches in market segmentation,

product life cycle strategies and intensive growth strategies; describe the five

major

elements of the marketing mix; compare product positioning and target

marketing and strategies; formulate a strategic marketing plan.



2. The contents of the program

2.1. The contents of parts of the discipline

Part 1. Foundations of strategic marketing

The marketing concept and market orientation. Components of market
orientation. The resource based view of marketing. Marketing as a business
process. The role of marketing in leading strategic management. Defining the
business purpose or mission. Strategic marketing planning. The marketing
strategy process. A conceptual framework for a market-driving strategy. The
Johnson and Scholes strategic model. Establishing the core strategy. Creation of
the competitive position. Implementation. Strategic planning to deliver the
marketing concept.

Part 2. Complete market analysis

The changing market environment. A framework for macro-environmental
analysis. PEST analysis. The economic and political environment. The social
and cultural environment. The technological environment. Changes in marketing
infrastructure and practices. New strategies for changing macro-environments.
The five forces model of industry competition. The product life cycle. Strategic
groups. Industry evolution and forecasting. Environmental stability. SPACE
analysis. SWOT analysis.

Portfolio analysis. The Boston Consulting Group growth-share matrix.
Multifactor approaches to portfolio modeling. The process of portfolio planning.

Customer analysis. What we need to know about customers. Marketing
research. The marketing research process.

Competitor analysis. The dimensions of competitor analysis. Choosing
good competitors. Obtaining and disseminating competitive information.

Forecasting future demand and market requirements. What is forecasting.
Forecasts based on current demand, based on past demand, through

experimentation, through intentions and expert opinion.
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Part 3. Segmentation and positioning

Segmentation and positioning principles. Principles of competitive
positioning. Horizontal and vertical positioning. Bases for segmenting markets.
Principles of market segmentation. The benefits of segmenting markets.
Segmenting consumer markets. Segmenting business markets. Identifying and
describing market segments. Segment strategies: not differential marketing,
differential marketing and concentrated marketing. Implementing market
segmentation.

Selecting market targets. The process of market definition. Defining how
the market is segmented. Determining market segment attractiveness.
Determining current and potential strengths. Making market and segment
choices. Alternative targeting strategies.

Part 4. Product strategy and brand management

Competing through innovation and new product development. New product
success and failure. Planned innovation. The new product development process.
Speeding new product development. Organizing for new product development.
The goods and services spectrum. Relationship marketing. Marketing strategies
for service firms.

Brands. Branding strategies. Brand strategy matrix. Brand extension.

Creating sustainable competitive advantage. Using organizational resources
to create sustainable competitive advantage. Generic routes to competitive
advantage. Achieving cost leadership. Achieving differentiation. Sustaining
competitive advantage. Offensive and defensive competitive advantage.

Part 5. Competing through the new marketing mix

Price as an indicator of value. Pricing strategies. Product-line pricing. Full-
cost price strategies: mark-up pricing, break-even pricing, rate-of-return pricing.
Variable-cost price strategies: stimulate demand, shift demand. New-offering

price strategies: skimming pricing, penetration pricing, intermediate pricing.
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Integrated marketing communication strategy. Defining the IMC concept.
Organizational challenges to implementing the IMC concept. Implementing the
IMC concept in eight steps. IMC in an online environment.

Marketing channel strategy. The channel selection decision. Dual
distribution and multi-channel marketing. Channel modification decisions.

The extended marketing mix — people, processes and physical evidence.

Part 6. Implementing the strategy

Strategy implementation and internal marketing. The strategy
implementation challenge in marketing. Planned versus emergent
implementation. The main factors influencing strategy implementation. The
impact of technology on marketing implementation. The development of
internal marketing. The scope of internal marketing. Planning for internal
marketing.

Strategic customer management. Priorities for identifying strategic sales
capabilities. The new and emerging competitive role for sales. The strategic
sales organization. Strategic customer management tasks. Managing the
customer portfolio. Dealing with dominant customers.

Marketing strategy and corporate social responsibility.

Part 7. Measuring for effectiveness in marketing

Measuring marketing performance. The role of financial analysis. Profit
ratios. Liquidity ratios. Activity ratios. Seven-step process for measuring
customer life-time value. Understanding measurement within the global context.
Measuring environmental effectiveness. Developing individual measures.
Marketing audit. Marketing strategy reformulation: the control process. Strategic
control. Operational control: marketing-cost analysis, product-service mix
analysis, sales analysis, marketing channel analysis, customer profitability

analysis.
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2.2. Contents of practices:

1. Discussion of some issues after each part.

2. Case studies.

3. List of the literature

3.1. Main literature

1. Hooley G., Piercy N., Nicoulaud B. Marketing Strategy and
Competitive Positioning / G. Hooley, N. Piercy, B. Nicoulaud. — 4™ ed. -
Publisher: Financial Times Press, 2008. — 632 p.: ill.

2. Kerin R., Peterson R. Strategic Marketing Problems: Cases and
Comments/ R. Kerin, R. Peterson. — 11™ ed. - Publisher: Pearson Higher
Education, 2007. — 736 p.: ill. — International edition.

3. Ranchhod A., Gurau C. Marketing Strategies: A Contemporary
Approach / A. Ranchhod, C. Gurau. — 2™ ed. - Publisher: Financial Times
Press, 2007. — 440 p.: ill.

3.2. Addition literature

1. Kotler F., Keller K. Marketing management / F. Kotler, K. Keller. —
13™ ed. — Publisher: Pearson Higher Education, 2009. — 816 p. — International
edition.

2. Winer R. Marketing management / R. Winer. — 3d ed. - Publisher:
Pearson Higher Education, 2007. — 544 p. — International edition.
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There is a special case that students have to do in small groups (4-5
students) and make written strategic plan and a PowerPoint presentation about it
within 7 weeks. This presentation is an examination process (4 credits). Within
the first week students will receive their group-number. And after 7 weeks each
group will present the results of their study during 15 minutes, everyone in the
group needs to contribute to the oral presentation.

A large international -electronics firm has decided to enter the
microcomputer business. It has formed a new PC Marketing Division to pursue
this business opportunity. You have been asked to manage the PC Division. You
will be responsible for introducing a new line of microcomputers into several
international markets (Asia, North America and Europe).

Within the PC industry, other firms will be entering the market at the same
time as your division. The microcomputer industry is in its introductory stage of
the product life cycle. There is no history and there are no established
competitors. All competitors, including your own division, will start with
exactly the same resources and knowledge of the market.

All manufacturers will sell through company-owned sales offices in major
metropolitan markets around the world. Your target market will be the business
sector. You will not be selling to the home market and you will not sell through
retail stores. Thus, your marketing strategy will be tightly focused on direct sales
to business customers. The decision content includes market opportunity
analysis, brand development, advertising, pricing, and sales force management
decisions. It also includes profitability projections and profitability analysis
decisions.

There are five market segments to serve in the PC market. They are
referred to as the Cost Cutter, Innovator, Mercedes, Workhorse, and Traveler

segments.
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The Cost Cutter segment is a large segment that is looking for a computer
that’s very easy to use for basic office
applications. = The  segment is
extremely price sensitive.

The Workhorse segment is the

-
- al largest group of customers. They

Performance want a PC for a variety of office
J workers to use. It should have
substantial capability and flexibility,
-/ Price although not top of the line. Ease of

use 1is more important than high
performance. It should also be
modestly priced.

The Innovator segment is a small segment that needs a computer to handle
large computational problems (accounting, inventory management,
engineering). This segment wants the latest technology and will pay a small
premium for this high performance.

The Mercedes segment is looking for a high performance computer to use
in sophisticated engineering and manufacturing applications. Mercedes
customers are willing to pay substantially more for high performance.

The Traveler segment wants a practical computer to use on the road.
Traveler customers are executives and sales people who travel a great deal. This
segment is moderately price sensitive.

The 5 segments are portrayed in the accompanying graph. The circles are
positioned to indicate the price and performance requirements of each segment.
The size of the segment is portrayed by the size of the circle.

Each segment has different needs and wants and requires a different market

strategy to appeal to it. One of your first decisions will be to select one or two

15



segments to target. Having selected your target markets, you will develop and
then execute a very focused strategy to profitably serve each segment.

In order to start up your division, Corporate Headquarters will provide the
seed capital (investment money). You can use this money to open sales offices,
design brands, and conduct R&D for new technology. Your PC Division will
receive 500,000 in each of the first 4 quarters and 5,000,000 in quarter 5, for a
total of 7,000,000.

You have control of the PC Division for the next two years (8 quarters or
decision periods). Within this time frame, Headquarters expects to see a self-
sufficient division developed. Your division should be generating a profit from
its operations and contributing towards the overhead and profit of the
corporation as a whole. Within the 8 quarters, you are expected to earn enough

profit to more than pay back all of the initial investment to Headquarters.

HOW TO SUCCEED

The formula for success in business and marketing is very simple. Make
lots of people happy and you can earn a lot of money.

Here are the rules:

A. Find out what people want.

B. Give them what they want.

C. Tell them you have what they want (advertise).

D. Send people out to where they work and live and personally explain
how you have the solution to their needs (distribution and sales force
management).

E. Collect the money for a job well done.

Of course, there are a couple of things that get in the way.

First, not all customers are alike. One offer will not work for everyone.

People have different tastes, preferences, needs, etc.

16



As a result, many potential customers will wait until they find the “’right”
solution for their needs. To paraphrase a famous quote, you can satisfy some of
the people all of the time, but never all of the people all of the time. So, demand
may not be as great as you would like or hope.

The way around this problem is to discover the differences in needs among
your customers (market research), break the customers down into smaller groups
with similar needs (segmentation), and then develop a strategy for each group
(target marketing).

Second, everyone wants more for less. A lower price for the same goods is
a powerful magnet for customers.

Sure, you would like to sell for less, but you have to pay your expenses and
earn a profit.

One solution to this pricing dilemma is often found in larger sales volumes.
If you can generate large sales volumes, production costs per unit will usually
drop dramatically. Lower costs for the goods sold will allow you to lower your
prices and/or increase your profits.

How do you create larger sales volumes? Offer a better product at a better
price and tell everyone about it (advertising and sales force).

Third, there will always be someone that wants to make money in the
same market as you. Competitors will always emerge and try to take your sales
and profits.

How will they do this? Smart competitors will study the customers’ needs
PLUS study what you have to offer (benchmark) and then create and sell a better
solution. Usually, they find a group (segment) whose needs are not well served
and then develop a superior strategy targeted at that group.

Fourth, customers will always gravitate towards the better offer.

Your job is never done. You must always check your offer against the

customers’ evolving needs (satisfaction level) and that of the competition
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(benchmark) and make sure you have the better product, price, promotion, and
distribution.

In a nutshell, be the best at giving the customer what the customer wants.
Then go out and find the customers and tell them how good you are at meeting
their needs. This should create lots of sales that will drive down your costs and
thus allow you to offer good prices with good profits.

Of course, it is not this easy, but this is the essence of marketing.

THE BUSINESS PLAN SHOULD INCLUDE THE FOLLOWING
COMPONENTS:
A. Executive Summary
B. Review of financial and market performance during the past year
C. Assessment of current situation and the market
1. Customers
2. Competition
3. Company’s strengths and weaknesses
4.  Major problems / opportunities to be dealt with in the next year
D. Strategy for the next year in business (What will it take to get ahead or stay
ahead?)
Target market(s)
Marketing mix (Product, Price, Place, Promotion)
Research and development

Manufacturing

A A

Market and financial objectives
6. Key components of strategy for third year
E.  Event time chart
F. Pro forma cash flow, balance sheet and income statement

G.  Financial request

Keep these guidelines in mind. If you follow them, you will be successful.
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