CHAPTER ONE

Strategic Market
Management—An
Introduction and Overview

Plans are nothing, planning is everything.
—Duwight D. Eisenhower

Even if you are on the right track, you'll get run over if you just sit there.
—Will Rodgers

If you don’t know where you're going, you might end up somewhere else.
—Casey Stengel

All markets today are dynamic. Change is in the air everywhere, and change affects strategy.
A winning strategy today may not prevail tomorrow. It might not even be relevant tomorrow.

There was a time, not too many decades ago, when the world held still long enou'gh for
strategies to be put into place and refined with patience and discipline. The annual strafggIC'Plan
guided the firm. That simply is no longer the case. New products, Prf)d‘wt mO(lh Cr;t:ioﬁi’
subcategories, technologies, applications, market niches, segments, medla,kchanr;esi, s
and on are emerging faster than ever in nearly all industries—from snacks to fa T
automobiles to financial services to software. Multiple forces fee.’d' theseecrhaﬂcgn?sse,s olitica
digital technologies, the rise of China and India, trends in healthy IM'I;gI;S? ﬁS%, Comi)lex, and
instability, and more. The result is markets that are not only dynami

cluttered.
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