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Chapter 1 : overview of strategic marketing
I. Defining marketing  				
A. Intro
1. Marketing is the process of creating, distributing, promoting, and pricing goods, services, and ideas to facilitate satisfying exchange relationships with customers and to develop and maintain relationships with stakeholders in a dynamic environment. 
B. Marketing focuses on customers 		
1. Customers are the focal point of all marketing activities.
2. Target market: A specific group of customers on whom an organization focuses its marketing efforts.  
a. T/M is the group that we focus our efforts on when marketing. 
C. Marketing deals with products, distribution, promotion, and price.  
1. Marketing mix
a. The product	 includes a good, a service, or an idea			
i. Services include the application of human efforts to people or objects to provide intangible benefits to customers. 
1. Goods include a physical entity that you can touch. 
2. Ideas include a concept, a philosophy an image, or an issue. 
b. Distribution
i. To satisfy, products must be available at the right time and place 
ii. The products are availed by the marketing manager to as many target customers as possible while seeking to minimize the cost of:
1. Inventory
2. Transportation 
3. Storage 
2. Other roles of the marketing manager include 
1. Selection and motivation of intermediaries like retailers and wholesalers.
2. Establishing and maintaining the procedures of inventory control
3. Developing and managing transportation and storage systems. 
c. Promo
i. Promo activities that inform and persuade to create the desired response.
ii. Educate the public about the organization and new or existing products. 
iii. Sustain interest in established products. 
d. Price
i. The price relates to the decisions and actions associated with pricing objectives and policies and actual product prices. 
1. The price is a critical component of the marketing mix because customers are concerned about the value obtained in exchange. 
2. Price is used as a competitive tool
3. Price wars can arise due to intense price competition 
D. Marketing Creates value
1. Value = benefits minus costs
a. Benefits include what the buyer receives in an exchange. 
b. Costs include anything the customer has to give up to realize the benefits of the product such as cost, time, effort, and risk. 
c. There is usually a feature or an enhancement in the product that demonstrates value such as;
1. Lowest price 
2. Convenience 
3. Availability 
E. Marketing Builds relationships with customers and other stakeholders
1. The exchange process includes the provision or transfer of goods, services, or ideas in return for something of value. 
2. Customers and other stakeholders include the constituents who have a stake or claim in some aspects of a company’s products, operations, markets, industry, and outcome. 
F. Marketing occurs in a dynamic environment that constitutes the competitive, economic, political, legal, and regulatory technological and sociocultural forces that surround the customer and affect the marketing mix. 
1. These forces are difficult for the marketer to predict which may affect their ability to facilitate value-driven exchanges in different ways;
a. The influence of a change in customer lifestyles and standards of living can affect their preferences in products and their needs for different products.
b. They also determine whether or how a marketing manager can perform their tasks. 
c. They can also influence the decisions and actions of the marketing manager by influencing the reactions of the buyers to the marketing mix of the firm. 
II. Understanding the marketing concept
A. Intro 
1. The marketing concept is a managerial philosophy that any firm should strive to satisfy the needs of the customer through the coordination of activities that allows the organization to achieve its goals. 
B. The evolution of  the marketing concept has gone through three periods:
1. Production orientation- The production orientation was during the second half of the 19th century which resulted in new technology for production while the demand for manufactured products increased. 
2. Sales orientation – lasted in the first half of the 20th century where competition increased and focus shifted to selling products to many buyers. Businesses focused on sales as their main way of making profits. 
3. Market orientation- it occurred in the mid-20th century with the commitment of organizations shifting to researching and responding to customer needs. 
C. Implementing the concept
1. The management is required to establish a system of information that enables them to discover the real needs of the customers and use the information in creating products that satisfy the customers.  
a. The management needs to commit money and time for the development of the system. 
b. An organization cannot be market-oriented without an adequate information system. 
III. Customer relationship management
A. It includes the use of customer information in creating strategies that help in developing and sustaining desirable customer relationships. 
B. The fundamental goal of every marketing strategy should include achieving the full profit potential of each customer. 
C. Relationships help firms to generate profits by;
1. Enabling the acquisition of new customers
2. Promoting better profitability of the existing customers 
3. Extending the duration of the customer relationships 
IV. Importance of marketing in our global economy
A. Marketing costs consume a sizable portion of the buyer’s money. 
B. Nonprofit organizations use marketing as a way of creating, distributing, and promoting price programs that benefit society differently. 
C. Marketing is essential in the generation of profits for businesses as well as the creation of a successful economy. 
D. Marketing has been essential in fueling the economy by promoting economic growth through technological advances, the universal desire for higher living standards as well as fueling the abolishment of political barriers in business. 


Chapter 2 outline 
A. Strategic Marketing Management 
1. Strategic Marketing management includes the process of planning, implementing, and evaluating the performance of marketing activities both effectively and efficiently. 
a. Effectiveness entails the degree to which long-term customer relationships help in achieving the objectives of an organization. 
b. Efficiency refers to the ability to minimize the resources used by the organization in achieving the desired level of customer relationships. 
B. Strategic Planning process 
1. Strategic planning involves the process of establishing an organizational mission ad formulating goals and strategies, marketing objectives, and marketing strategies. 
a. The market orientation must guide the process in ensuring that customer satisfaction is the core of the successful marketing process. 
C. Developing Organizational Mission and Goals
1. Mission Statement- The mission statement includes a long-term view or view of what the organization wants to achieve. 
2. Companies try to develop and manage a consistent corporate identity to support all corporate activities including strategic planning and marketing. 
3. The goals and the objectives of an organization are derived from its mission statement. 
D. Corporate Strategies 
1. corporate strategy is the strategy used in determining how resources are sued within the organization in different functional areas to meet the goals of the organization. 
2. the planners of the corporate strategy are concerns with issues such as; 
a. culture of the organization
b. differentiation
c. competition
d.  diversification 
e. Environmental and social issues
E. Business Unit Strategies 
1. The business unit strategy should be consistent with the corporate strategy while meeting the goals of that unit. 
a. A strategic business unit includes a division, a project line, or other centers of profit within the parent company. 
b. Each unit sells distinct products to an identifiable group of customers 
c. The revenues and costs for each business unit can be separated from the costs of the parent company. 
2. Strategic planners should recognize the strategic performance capacities of each SBU and carefully allocate scarce resources among those divisions
a. Market- the group of people with needs for the products and the ability and willingness to buy them. 
b. Market share is the percentage of the market that buys a given product from a given company. 
F. Business Unit Strategies-
1. The long-term health of the organization depends on the availability of products that can be used in generating revenue and other product which use the revenue to support the growth of the organization.  
2. The main indicators of the general health of a firm include; 
a. Size and vulnerability of cash flows
b. Prospect for the stars 
c. Number of question marks and Dogs 
G. Competitive growth strategies
1. Market penetration 
2. Market development 
3. Product development 
4. Diversification 
H. Assessing Organizational Resources and Opportunities ‘
1. The strategic planning process begins with the analysis of the marketing environment which includes the industry in which the company intends to operate in and sell its products. 
2. Core competencies are what the company does extremely well in 
3. The market opportunity is the various circumstances and timing which allows the company to reach a certain market
4. Strategic windows are the periods of optimal reach for the market requirements and the business capabilities 
5. Competitive advantage- the result of a company matching its competencies to the opportunities in the marketplace. 
I. SWOT Analysis- includes the assessment of the organization's strengths, weaknesses, opportunities, and threats. 
1. Strengths and weaknesses constitute the internal factors of an organization. 
2. The opportunities and threats are the external industry factors that exist independently of the company. 
J. Developing Marketing Objectives and Strategies 
1. Marketing objectives include a statement of what the marketing activities are aimed at achieving
2. Marketing strategy is the plan of action used in the identification and analysis of the target market and developing a marketing mix to meet the needs of that market. 
K. Selecting the target market
1. Selecting a target market is an important decision for every company to make. 
a. Identification and analysis of a target market provide a foundation on which a company can develop a marketing mix
b. Marketers should also assess whether the company has the appropriate resources to develop a marketing mix that meets the needs of a particular target market.
L.  Managing marketing implementation- 
1. Marketing implementation is the process of putting the marketing strategies into action. 
2. Its success is indicated by the ability to;
a. Motivate personnel 
b. Communicate effectively 
c. Employing good coordination efforts 
d. Setting reasonable and attainable timetables
M. Coordinating and communicating 
1. Marketing managers must coordinate diverse employee actions towards a common goal and objective
2. Communication flow is required from the organizational frontlines to the upper management. 
N. Establishing performance strategies- it’s an expected strategy against which the actual performance can be compared. 
O. Analyzing actual performance 
1. Sales analysis
2. Marketing cost analysis 
P. Creating the Marketing Plan 
1. The marketing plan is a document that specifies the activities to be performed to implement and control the organization’s marketing strategies. 

Chapter 3: Marketing Environment 
1. Environmental forces 
a. Environmental forces
b. Competitive forces
c. Political forces
d. Legal and regulatory forces
e. Technological forces
f. Sociocultural forces
2. Environmental Scanning and Analysis 
a. Environmental scanning is the process of collecting information about forces in the environment. 
b. Environmental Analysis is the process of accessing and interpreting the information gathered through environmental scanning. 
3. Responding to environmental forces
a. Marketers take two general approaches to environmental forces- 
i. Passive 
ii. Proactive 
b. There is no best way to react 
4. Competitive forces 
a. The competition includes other organizations that market products that are similar to or can be substituted for a marketer's products in the same area.
5. Types of competitors 
a. Competition can be classified into;
i. Brand competitors include firms that sell similar products to the same customers at similar prices
ii. Product competitors- the firms that compete in the same product class but market products with different features  
iii. Generic competitors- firms that provide products that are very different from each other 
iv. Total budget competitors- firms that compete for the limited financial resources 
6. Monitoring competition	
a. Marketers need to monitor the actions of major competitors to determine what specific strategies competitors are using and how these strategies affect their own	
b. The firm must develop a system for gathering ongoing information about competitors and potential competitors
7. Economic conditions
a. Change in economic conditions affects;
i. Supply and demand 
ii. Buying power of the customers 
iii. Willingness to spend 
iv. Levels of consumer expenditure 
v. Intensity of competition 
b. The business cycle- a pattern of economic fluctuations with four stages-
i. Prosperity 
ii. Recession 
iii. Depression 
iv. Recovery 
8. Buying Power
a. Buying power includes the resources that can be traded in exchange 
b. Income includes the amount of money received by an individual in terms of wages, rents, investment as well as pensions
c. Disposable income- income available after tax. 
d. Discretionary income is the disposable income available for spending after an individual has acquired the basic necessities
e. Wealth- accumulation of past income and resources 
9. Willingness to spend 
a. Willingness to spend- is an inclination to buy because of expected satisfaction from a product influenced by the ability to buy and psychological and social forces. 
b. Factors that affect a consumer’s willingness to spend include; 
i. Expectations about future employment 
ii. Income levels 
iii. Prices 
iv. Family size 
v. General economic conditions 
10. Legal and regulatory forces 
a. Self-regulatory forces 
b. Precompetitive legislation-laws designed to preserve competition 
c. Consumer protection legislation-are the laws which protect consumers by promoting safety and protecting them from potential; physical harm. 
d. Encouraging compliance with laws and regulations -
e. Regulatory agencies 
11. Encouraging compliance with laws and regulations
a. Many companies are adopting incentives for fostering a culture of ethics and responsibilities as they move away from legally based organizational compliance programs. 
12. Regulatory agencies
a. Are agencies that monitor many marketing activities and usually have the power to enforce specific laws to guide industry practices. 
13. Self-Regulatory forces-
a.  attempts by businesses to regulate themselves as part of being good corporate citizens
b. Advantage
i. Less expensive
ii. More realistic and operational 
iii. They reduce the need to expand government bureaucracy  
c. Disadvantages 
i. Nonmember firms may not abide by them 
ii. Lack of tool to enforce guidelines 
iii. They’re stricter compared to government regulations
14. Technological forces 
a. Technology includes the application of knowledge and tools to solve and perform tasks more efficiently. 
b. Impact of technology- it changes the lives of consumers by 
i. Providing lucrative career opportunities 
ii. Business opportunities for entrepreneurs 
iii. Improves supply chain management 
c. Negative impact includes;
i. Privacy concerns 
ii. Intellectual property protection issues
15. Adoption and use of technology 
a. Firms must keep with technological changes to maintain their status as market leaders
b. Technology assessment allows the company to foresee the effects of the technology on the company's activities and processes
16. Sociocultural forces 
a. Sociocultural forces – include the influences from a society and its culture that has an influence on people's;
i. Attitudes 
ii. Beliefs 
iii. Norms 
iv. Customs 
v. Lifestyles 
b. Demographic and diversity characteristics- include the change in the characteristics of a population’s demographic. 
c. Cultural values are the values and beliefs which influence the consumer’s needs and desire for various products. 
d. Consumerism- organized efforts by individuals, group0s, and organizations to protect the rights of the consumer. 

