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Course Outline

29.10.2021 L01: Introductionto Marketing | Marketingplan | SituationalAnalysis 

30.10.2021 L02: SituationalAnalysis | Market Research | Marketing Objectives

30.10.2021 L03: Marketing Strategy| Marketing-Mix | Product

05.11.2021 L04: Price | Place | Promotion

20.11.2021 Written Exam

Forfurther questionspleasedo not hesitateto contactme: linn.zaglauer@th-koeln.de
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Learning outcomesfor this lecture: 
Youwill beableΧ

Χto decideon strategiesof market
choicefor a casestudycompany.

Χto chosecustomerfocusedstrategiesfor
a casestudycompany.

Χto evaluateandoptimizethe product
rangeof a casestudycompanyΧ

Χto developthe brandpositioning
of a casestudycompany.
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Elements of a marketingplan

Strategy

Tactics

Analysis

Setting upa marketingplan

1. SituationalAnalysis

3. Marketing Objectives

4. Marketing Strategies

5. Marketing-Mix (4P)

Environment

Marketsbasedon 
consumers, 
competitors, 

stateΣ Χ

5.1 Product 5.2 Price

5.4 Promotion5.3 Place

Implementation

Imple-
mentation

Marketing
Controlling

2. Market Research

6



Developingmarketingstrategies
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Strategiesof market choice Strategiesregardingmarket participants

Market 
-product

combination

Market
area

Market 
segment

Customer 
focused

Intermediary
focused

Competitor
focused

Stakeholder 
focused

Choosingproduct-
market-

combinations

Choosing
geographical

markets

Choosingthe width
of customer
segments

Howdoesthe
company

approach& 
convince

customers?

Howdoesthe
company
behave

towardsthe
retailers?

Howdoesthe
company
behave
towards

competitors?

Howdoesthe
company
behave

towardsother
stakeholders?

New or exsisting
productsand/or

markets?

In whichcities, 
regionsand
countries?

Everyoneor just 
somecustomer

segments?

What
differentiates
this company

from ist 
competitors?

Isthe
company
friendlyor
aggressive?

Isthe
company
friendlyor
aggressive?

Isthe
companyself-
confidentor
submissive?

6.1



Strategiesof marketchoice:
Market-productcombination
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current new

Markets

Products

current

new

Productdevelopment

- Innovation development
- Optimization of products
- Product-mix extension

Market penetration

- Increaseof usage
- Exploitationof competitorsΨ 

customers
- Exploitationof non-users

Market development

- New geographrapicalmarkets
- New sub-markets
- Extension of usage

Diversification

- Development of new products(and
thereforemarkets) whicharenot 
relatedat all to previousproducts

(andmarkets)

6.1.1



Strategiesof marketchoice:
Market area
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National

Regional

Cross-regional

International

Global

Lokal

6.1.2



Strategiesof marketchoice:
Market segment
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Massmarketing
undifferentiated

Target groupmarketing
differentiated

Nichemarketing
concentrated

Micro marketing
local/individual

6.1.3



Developingmarketingstrategies
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Strategiesof market choice Strategiesregardingmarket participants

Market 
-product

combination

Market
area

Market 
segment

Customer 
focused

Intermediary
focused

Competitor
focused

Stakeholder 
focused

Choosingproduct-
market-

combinations

Choosing
geographical

markets

Choosingthe width
of customer
segments

Howdoesthe
company

approach& 
convince

customers?

Howdoesthe
company
behave

towardsthe
retailers?

Howdoesthe
company
behave
towards

competitors?

Howdoesthe
company
behave

towardsother
stakeholders?

New or exsisting
productsand/or

markets?

In whichcities, 
regionsand
countries?

Everyoneor just 
somecustomer

segments?

What
differentiates
this company

from ist 
competitors?

Isthe
company
friendlyor
aggressive?

Isthe
company
friendlyor
aggressive?

Isthe
companyself-
confidentor
submissive?

6.2



Strategiesregardingmarketparticipants:
Customer focused
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Quality

Brand

Innovation

Process

Price

Ideal supplyfor the customer?
- Deliverytime
- Deliverycapacity
- Quality in delivery
- Varietyof choice
- Designingsalesrooms/ online shops

Payment policies
- Clever packaging
- Χ

Best pricesavailable?
- Economiesof Scale
- Standardization
- Professional costawarenessat all 

times
- Χ

Building a strong brand?
- Crediblemessage, in line with the

companyvaluesandproducts
- Additional valuethroughbrandvalue
- ...

Quality Leader?
- Reliability
- Stability
- High end design
- Source
- Functionalityandequipment
- Service
- Χ

Pioneer?
- Continuouslyprovidingcreativeand

innovative products?
- Χ

Performance

Costs

6.2.1



Strategiesregardingmarketparticipants:
IntermediaryandCompetitorfocused
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Intermediaries/
Competitors

Elusive

Form a coalition

Fighting

Accepting/
accomodating

6.2.2 & 
6.2.3



Strategiesregardingmarketparticipants:
Stakeholder focused
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Company positionlow high

Influence
Stake-
holders

high

Evasion throug withdrawal

Evasion through problem relocation

Innovation

Ressistance/ Passitivity

6.2.4



Step4: Marketing strategiesfor yourcompany
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Elements of a marketingplan

Strategy

Tactics

Analysis

Setting upa marketingplan

1. SituationalAnalysis

3. Marketing Objectives

4. Marketing Strategies

5. Marketing-Mix (4P)

Environment

Marketsbasedon 
consumers, 
competitors, 

stateΣ Χ

5.1 Product 5.2 Price

5.4 Promotion5.3 Place

Implementation

Imple-
mentation

Marketing
Controlling

2. Market Research
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The 4Ps Marketing Mix
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Product Price Place Promotion

Productvariety
Quality
Design

Features
Brand name
Packaging
Services
Χ

List price
Discounts

Allowances
Payment period

Creditterms
Χ

Channels
Coverage

Assortments
Locations
Transport
Χ

Advertising
Public relations

Directmarketing
Digital marketing
Salespromotion

Salesforce
Χ

7.1



Marketing budget 
and the yearly marketing plan
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Overall marketingbudgetfor the companyαǿǿǿΦǇǊƻŦŜǎǎƛƻƴŀƭŎƻƻƪƛƴƎǎǳǇǇƭƛŜǎΦŎƻƳάϝ (for the year2022)
550.000 Euro

Product
мллΦллл ϵ

Price
рлΦллл ϵ

Place
мллΦллл ϵ

Promotion
оллΦллл ϵ

Å 100.000 ϵ 
App developmentα!ǇǇ 
Professional CookingSupplies
RecipiesƻƴƭƛƴŜά 

Å рлΦллл ϵ 
Discount campaignfor loyal 
customersof Professional 
CookingSupplies(expected
reductionof earnings)

Å рлΦллл ϵ 
Onlineshop optimization
UI/UX

Å рлΦллл ϵ 
Affiliate programwith other
retailers/shops

Å мллΦллл ϵ 
Social Media ambient noise

Å мллΦллл ϵ 
Campaignα5ƛǎŎƻǳƴǘά

Å мллΦллл ϵ 
CampaignαRecipies!ǇǇά

Campaign
α5ƛǎŎƻǳƴǘά

Social Media ambient noise

Launch new
αRecipies
!ǇǇά

Campaign
αRecipies
!ǇǇά

Campaign
α5ƛǎŎƻǳƴǘά

Begin Dis-
count

End 
Discount

UI/UX 
Optimi-

ziationdone

Affiliate 
programm

done

7.2
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Elements of a marketingplan

Strategy

Tactics

Analysis

Setting upa marketingplan

1. Situation Analysis

3. Marketing Objectives

4. Marketing Strategies

5. Marketing-Mix (4P)

Environment

Marketsbasedon 
consumers, 
competitors, 

stateΣ Χ

5.1 Product 5.2 Price

5.4 Promotion5.3 Place

Implementation

Imple-
mentation

Marketing
Controlling

Market Research
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Everythingstartswith the productitselfΧ
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