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sustainable competitive advantage, a strategy should exploit organizationa]
competencies and neutralize weaknesses. i assets ang
o Will the strategy have success in the future? A strategy needs to be Al
dynamics of the market, with its emerging threats and Opportunities, Eithey (], Survive ¢,
components should be expected to have a long life or the strategy should be © strateg,,
adapting to changing conditions. In that context, future scenarios (d escribadl momwmr_m of
might be used to test the robustness of the strategy with respect to future czoMM rmw@. 5)
® Is the strategy feasible? The strategy should be within both the financia] and rmEEmm.
resources of the organization. It also should be internally consistent with oth Uman
organizational characteristics, such as the firm’s structure, systems, people WMM
These organizational considerations are covered in Chapter 16, > A0 culture
® Does the strategy fit with the other strategies of the firm? Are the source
uses of cash flow in balance? Is organizational flexibility reduced by an mE\mmgM mbm.
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EXPANDING THE BUSINESS SCOPE

In his classic article “Marketing Myopia,” Theodore Levitt explained how firms that define the;

business myopically in product terms can stagnate even though the basic customer need they mm_e@m“
enjoying healthy growth.® Because of a myopic product focus, others gain the benefits of growth. In
contrast, firms that regard themselves as being in the transportation rather than the railroad g&cmmm
the energy instead of the petroleum business, or the communication rather than the telephone w:mm:mmmu

are more likely to exploit opportunities. -
The concept is simple. Define the business in terms of the basic customer need rather than the

product. Visa has defined itself as being in the business of enabling customers to exchange value (any
asset, including cash on deposit, the cash value of life insurance, or the equity in a home) for virtually
anything anywhere in the world. As the business is redefined, both the set of competitors and the
range of opportunities are often radically expanded. After redefining its business, Visa estimated that

it had reached only 5 percent of its potential given the new definition,
Defining a business in terms of generic need can be extremely useful for fostering creativity,

generating strategic options, and avoiding an internally oriented product focus.

STRATEGIC MARKET MANAGEMENT

Strategic market management is process designed to help management create, change, or retain
a business strategy and to create new strategies for the future. A marketing strategy is a subset of
business strategy that involves the same four strategy components although the scope is restricted
to marketing, It includes decisions and budgets related to product market activities, customer value
Proposition, marketing assets and competencies, and different functional areas within marketing:

The Book Framework

Figure 1.3 provides 4 structure for Strategic market management and for this book: A ?.ﬁm

overview of its princip; ; ; in this
ier principal elements and an introduction to the key concepts are presented in
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STRATEGIC ANALYSIS

Internal Company Analysis

¢ Size, growth, and financial
performance
¢ Assets and competencies
(including brand, customer
relationships, innovation)
¢ Image and positioning
e Current and past strategies
¢ Organizational culture
o Cost structure

External Analysis

o Customer analysis

¢ Competitor analysis
¢ Market/submarket analysis
¢ Environmental analysis

STRATEGIC ANALYSIS OUTPUT

External Assessment Internal Company Assessment

Firm strengths, weaknesses,
liabilities, problems, constraints,
and uncertainties

Opportunities, threats, trends,
insights, and external
uncertainties

CREATING AND ADAPTING
STRATEGY

o Identify strategy alternatives
- Product-market investment strategies
- Customer value proposition
- Assets, competencies, and synergies
- Functional strategies and programs
o Select strategy

IMPLEMENTING STRATEGY AND
PRODUCING FIRM VALUE

o Implement strategy
o Measure performance

Figure 1.3 Overview of Strategic Management

External Analysis
External analysis, summarized in Figure 1.3, involves an examination of the relevant

elements external to an organization—customers, competitors, markets and submarkets, and
the environment or context outside of the market. Customer analysis, the first step of external



