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Chapter 1 Strategic Market Management—An Introduction and Overview
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suggests ways to make the strategy development process more &
process should involve the following activities.
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priorities for each business to form a basis for discussion. i
® Bring together the right people. In particular, it is not eno

] . ] ugh to have

involved but also the people who will implement the strategy, mwm &mom%oﬁm.ma people

in order to foster synergies and strategies that span product or country Ons Gm.ww.z. Also,

it is worthwhile to have relevant teams of businesses represented ganizationa] il
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MARKETING AND ITS ROLE IN STRATEGY .

Marketing’s strategic role h
st %m ommmmamw %M% MMW vmrm v\mw_.m. The question for each organization is whether
B b N M %Mw er team have a seat at the strategy table or are
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In fact, a stud ustomer and market insights, and ; .825 options are either based on o
» & study by Booz Allen and Hamiltop, ﬂ marketing therefore should be a key driver
of some 2,000 executives found that a small but

growing number of firms
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Finally, marketing should play a leading role in building, managing, and defending strong
nd brand assets—called customer and brand equity. These assets deliver value back to
d in the future.

customer ai
the firm and are critical to firm strategy now an .
usually a key partner, in the development and implementation of
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dimensions helps illuminate the nature of that relationship. The firms that are able to achieve
mcoommmoénmﬁwﬁm?o% that realize that marketing should have a strong voice in business

strategy.

KEY LEARNINGS
text of a dynamic market. To

e Strategy needs to be developed and executed in the con
cope, it is important to develop competencies in strategic analysis, innovation,
SCAs and growth platforms.

managing multiple business, and developing

e A business strategy includes the determination of the wnomcnn-aﬁrmn investment
mﬁmﬁmmvw?mn:wnoamn value proposition, assets and competencies, and the functional
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area strategy. A marketing strategy invo
over product markets, the customer value proposition by segment, the marketing
and the strategies of the functional areas of marketing.

assets and competencies,
L] mﬁ.ﬁm%o market Bubmmmamsr a proce
change, or retain a business strategy an
involves external analysis, internal analysis, creating
implementing strategy and producing firm value.

o Marketing plays akey role in a firm’s business strategy. It drives company strategic
analysis; it focuses attention on customer insight and value; it drives company growth
mﬁ.»wmmwoww mer and brand assets.

and it builds, manages, and defends company custo
The CMO role has grown over the years and is now often charged with being a
partner in developing strategies and a vehicle to deal with the dysfunctions of the

wnomcoﬂ-aw%mﬂ silos.

ss designed to help management create,
d to create new strategies for the future. It
and adapting strategy, and

FOR DISCUSSION
1. What is a business strategy? Do you agree with the definition proposed? Tllustrate
your answer with examples. Consider one of the following firms. Go to the firm’s
website and annual report to gain an understanding of its business strategy. Look at
elements such as the products and services offered, the history of the firm, and its
values. What is the business strategy? What are the firm’s product markets? What are
and competencies are important to this strategy?

its value wﬁowo&mosm._v What asset:
What outstanding functional programs and strategies exist?

a. Dell
b. Zappos

c. Visa

d. A firm of your choice

S



