
In this chapter, we dig deeper into steps two and three of the marketing process: 
designing customer-driven marketing strategies and constructing marketing 
programs. 

First, we look at the organization’s overall strategic planning, which guides marketing 
strategy and planning. 

Next, we discuss how, guided by the strategic plan, marketers partner closely with 
others inside and outside the firm to create value for customers. 

We then examine marketing strategy and planning—how marketers choose target 
markets, position their market offerings, develop a marketing mix, and manage their 
marketing programs. 

Finally, we look at the important step of measuring and managing return on 
marketing investment (marketing ROI).
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Nike has mastered social networking, both online and off, creating deep engagement 
and community among customers. Its Nike+ and FuelBand apps and technologies 
have made Nike a part of the daily fitness routines of millions of customers around 
the world.
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Discussion Question
How might the strategic plan of the college or university influence decisions in the 
school’s programs and offerings? How might it influence decisions in food services, 
dormitories, executive education, and undergraduate versus graduate programs?

Strategic planning sets the stage for the rest of planning in the firm. Companies 
usually prepare annual plans, long-range plans, and strategic plans. 

The annual and long-range plans deal with the company’s current businesses and 
how to keep them going. 

In contrast, the strategic plan involves adapting the firm to take advantage of 
opportunities in its constantly changing environment.
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At the corporate level, the company starts the strategic planning process by defining 
its overall purpose and mission (see Figure 2.1).

This mission is then turned into detailed supporting objectives that guide the entire 
company. Next, headquarters decides what portfolio of businesses and products is 
best for the company and how much support to give each one. In turn, each business 
and product develops detailed marketing and other departmental plans that support 
the company-wide plan. 

Thus, marketing planning occurs at the business-unit, product, and market levels. 

It supports company strategic planning with more detailed plans for specific 
marketing opportunities.
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Forging a sound mission begins with the following questions: 

• What is our business? 
• Who is the customer? 
• What do consumers value? 
• What should our business be? 

These simple-sounding questions are among the most difficult the company will ever 
have to answer. Successful companies continuously raise these questions and answer 
them carefully and completely.

A mission statement should:

1.Not be myopic in product terms
2.Be meaningful and specific
3.Be motivating
4.Emphasize the company’s strengths
5.Contain specific workable guidelines
6.Not be stated as making sales or profits

Discussion Question
A market-oriented mission statement defines the business in terms of satisfying basic 
customer needs. Ask the students to evaluate how the IBM mission statement meets 
the criteria of a market-oriented mission statement.
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The company needs to turn its mission into detailed supporting objectives for each 
level of management. Each manager should have objectives and be responsible for 
reaching them.

The company can tie a diverse product portfolio together under a mission.

This broad mission leads to a hierarchy of objectives, including business objectives 
and marketing objectives such as to build profitable customer relationships by 
developing superior products. 
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The Heinz company’s mission reflects business objectives and marketing objectives to 
build profitable customer relationships by developing superior products.     
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The best business portfolio is the one that best fits the company’s strengths and 
weaknesses to opportunities in the environment. 

Business portfolio planning involves two steps. First, the company must analyze its 
current business portfolio and determine which businesses should receive more, less, 
or no investment. Second, it must shape the future portfolio by developing strategies 
for growth and downsizing.
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The major activity in strategic planning is business portfolio analysis, whereby 
management evaluates the products and businesses that make up the company. 

The company will want to put strong resources into its more profitable businesses 
and phase down or drop its weaker ones.
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When designing a business portfolio, it’s a good idea to add and support products 
and businesses that fit closely with the firm’s core philosophy and competencies.

The purpose of strategic planning is to find ways in which the company can best use 
its strengths to take advantage of attractive opportunities in the environment.

For this reason, most standard portfolio analysis methods evaluate SBUs on two 
important dimensions: the attractiveness of the SBU’s market or industry and the 
strength of the SBU’s position in that market or industry. 
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Discussion Question
Ask the students to suggest product categories that might fit in each of the BCG 
quadrants.

The best-known portfolio-planning method is the now-classic Boston Consulting 
Group (BCG) approach. The growth-share matrix defines four types of SBUs.

• Stars are high-growth, high-share businesses or products requiring heavy 
investment to finance rapid growth. They will eventually turn into cash cows.

• Cash cows are low-growth, high-share businesses or products that are established 
and successful SBUs requiring less investment to maintain market share.

• Question marks are low-share business units in high-growth markets requiring a 
lot of cash to hold their share.

• Dogs are low-growth, low-share businesses and products that may generate enough 
cash to maintain themselves but do not promise to be large sources of cash.
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Because of these problems, many companies have dropped formal matrix methods in 
favor of more customized approaches that better suit their specific situations.

Increasingly, companies are placing responsibility for strategic planning in the hands 
of cross-functional teams of divisional managers who are close to their markets.
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Marketing needs to identify, evaluate, and select market opportunities and establish 
strategies for capturing them. One useful device for identifying growth opportunities 
is the product/market expansion grid, Figure 2.3.

Market penetration involves making more sales to current customers without 
changing its original product such as by adding new stores in current market areas to 
make it easier for customers to visit.

Market development involves identifying and developing new markets for its current 
products. For instance, managers could review new demographic markets. Perhaps 
new groups—such as seniors—could be encouraged. Managers could consider new 
geographic markets in U.S. markets and in non-U.S. markets, especially Asia. 

Product development involves offering modified or new products to current markets 
such as by moving into new product categories.

Diversification involves starting up or buying businesses beyond its current products 
and markets. For example, the company could acquire a company that operates in 
different market segments with a different product mix.
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Strategies for growth: To maintain its incredible growth, Starbucks has
brewed up an ambitious, multipronged growth strategy. - © STEFAN WERMUTH/Reuters/Corbis

In only three decades, Starbucks has grown at an astonishing pace, from a small Seattle coffee shop to 
an over $14.9 billion powerhouse with more than 20,000 retail stores in over 64 countries.  

To maintain its incredible growth in an increasingly overcaffeinated marketplace, Starbucks must brew 
up an ambitious, multipronged growth strategy.

First, Starbucks’ management might consider whether the company can achieve deeper market 
penetration—making more sales to current customers without changing its original products. 

Second, Starbucks might consider possibilities for market development— identifying and developing 
new markets for its current products. For instance, managers could review new demographic markets. 

Third, Starbucks could consider product development—offering modified or new products to current 
markets. 

Finally, Starbucks might consider diversification—starting up or buying businesses beyond its current 
products and markets. For example, the company acquired Evolution Fresh, a boutique provider of 
super-premium fresh-squeezed juices.
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A firm might want to abandon products or markets for a number of reasons. 

The firm may have grown too fast or entered areas where it lacks experience. 

The market environment might change, making some products or markets less 
profitable.

Some products or business units simply age and die. 
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