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Learningputcomedor this lecture
Youwill be ableX

Xto decideon strategiesof market Xto chosecustomerfocusedstrategiesfor
choicefor a casestudycompany a casestudycompany

Xto evaluateandoptimizethe product Xto developthe brandpositioning
rangeof a casestudycompanyX of a casestudycompany
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Settingup a marketingplan

Environment Elementsof a marketingplan Implementation
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1
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1
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1
|
1
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6.1

Developingnarketingstrategies

Strategiesof market choice

Market
-product
combination

Choosingproduct
market
combinations

U
m--———-----
: Newor exsisting

1 productsand or

I markets?

I
-

Market
area

Choosing
geographical
markets

In whichcities,
regionsand
countries?

Market
segment

Choosinghe width
of customer
segments

Everyoneor just
somecustomer
segment®
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Strategiesregardingmarket participants

Customer
focused

Howdoesthe
company
approach&
convince
customer®

thiscompany
from ist
competitors?_

Intermediary
focused

company
behave

towardsthe
retailers?

Isthe
company
friendlyor
aggressive?

Competitor
focused

company
behave
towards

competitors?

| — -

Isthe
company
friendlyor
aggressive?

Stakeholder
focused

Howdoesthe
company
behave
towardsother
stakeholder®

Isthe
companyselt
confidentor
submissive@



6.1.1

Strategieof marketchoice
Marketproductcombination

Markets
Products current new

re------ - - --= =" . T ) I - -----------=-=-==== I
| Market penetration ! Market development !
[ [
| P! :

[ [
I - Increaseof usage : i - Newgeographrapicamarkets :
current . -Exploitationof competitors¥ ! | - New submarkets |
l customers L - Extensiorof usage :
: - Exploitationof non-users L |
oo s e N B LT Tt !
| Productdevelopment 1 Diversification !
[ [
1 1 | 1

[ . I
| - Innovationdevelopment : i - Developmentbof new products(and :
new : - Optimizationof products | | therefore marketg whicharenot |
| - Productmix extension 1 relatedat allto previousproducts |
: L (and marketg |
1 1 | :
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6.1.2

Strategieof marketchoice
Marketarea
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6.1.3

Strategieof marketchoice
Marketsegment

Massmarketing
undifferentiated

Targetgroup marketing
differentiated
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6.2

Strategiesof market choice

Market
-product
combination

Choosingproduct
market
combinations
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I markets?

I
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Developingnarketingstrategies

Market
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Choosing
geographical
markets

In whichcities,
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countries?

Market Customer Intermediary Competitor Stakeholder

segment focused focused focused focused
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I
I
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I
I
|
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6.2.1

= Strategiesegardingmarketparticipants

Customeifocused
' PioneeP :
i - Continuoushprovidingcreativeand | Innovation
I innovativeproducts? D e e oo .
- X l
I e e e e e, e, = = -
b e e e e e e e — = - ' : Bestpricesavailable !
I - Economie®f Scale :
| Quality Leader? k _ - Standardization |
|~ Reliability : Quality Price : - Frofessmnatostawarenessat all :
| - Stability : --d  times ;
I - High end design I | :
I - Source Lo . T
| - Functionalityandequipment : | e e e
| - Service : | Idealsupplyfor the customer? :
L-_ _)i ________________ : I - Deliverytime I
| - Deliverycapacity !
|mmmmmmmmmm e —m i - Quality indelivery '
i Building a strongprand? : I - Varietyof choice :
I - Crediblemessagginlinewith the | ' - Designingalesrooms/ online shops |
: companyvaluesand products o Brand Fioress N _: Payn%entgi)licies P '
| - Additionalvaluethroughbrandvalue :' - Clevempackaging :
| |
I

— o e e e e e e e e B o e e e e e e e e e e e mm e e e e
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Strategiesegardingmarketparticipants
Intermediaryand Competitorfocused

Acceptind
accomodating

Intermediaries/
Competitors

Hghting

VAR
i

@‘y"'@

Elusive
Form acoalition

X n

=)
S
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6.2.4

Strategiesegardingmarketparticipants
Stakeholdefocused

high
Evasionthroug withdrawal Innovation
Influence
Stake
holders
Evasiornthrough problem relocation RessistancEPassitivity
low Companyposition high
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Strategies of market choice: Choose one
market-product combination and explain!

Markets

Products current

Setting up a Marketing Plan
>> Case Study Workbook << current

Customer focused strategies: Mark max. 2 areas of
differentiation & explain how these are implemented

Diisseldorf ——
Business School ‘ hhu Se

Name:




Settingup a marketingplan

Environment Elementsof a marketingplan Implementation

1. SituationalAnalysis

|

|

|

|

|

| I .

) AR 2. MarketResearch

|

Marketsbasedon i Imple-

consumers I mentation

competitors : 3. MarketingObjectives

statez X . Strategy

: 4. MarketingStrategies

|

|

: e Marketing

| 5. MarketingMix (4P) Controlling
I
|
|
|
|
|
|

Tactics
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The 4Ps Marketing Mix

Repeti tion

Product Price Place Promotion

Productvariety Advertising

! | : | ! | : |

: I : : : I ! |

I . I . . | [

| Qua!lty : | L!stprlce | | Channels ! | Publicrelations |

: Design I | Discounts | : Coverage I ' Directmarketing '

| Features | | Allowances | | Assortments | ' D talmarketing :

I Brandname | Paymentperiod | I Locations : ! g ung :

I : : : I . Salegpromotion

I Packaging ' : Creditterms ! I Transport l : !
_ I : I Saledorce I

: Services I : X ! ! X I ! !

| | | | x

! X | | | | | | |
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7.2

Marketing budget
and the yearly marketing plan

Overallmarketingbudgetfor the companya ¢ 6 6 ®LINR F S &

550.000 Euro

AA2YVE T O@PtHe keArd022)zLILY A S8 002

Y &

V 

Product

Mnndnnn €

Price

pnd®nnn €

A pnonnn e

Place

Mnndnnn €

‘A pnonnn

€

Promotion
onndnnn €

P e o e e e e e e e e e e e e e e ey

Mandnnn €

| | | I
| | | I A 1
A 100.000¢ | Discountcampaiarfor loval ! Onlineshopoptimization Lo Social Mediambientnoise |
Appdevelopmenta ! LJLJ customersof Sro?essionz':ll | UI/UX L A Manénnn e :
ProfeSS|onaCook|ng§upplles: CookingSuppliegexpected 'A pndnnn e . Campaiga 5 A & O 2 dzy u:
Recipie Yyt A Y Sa I 1g>UPPTESEXP I Affiliate programwithother 1+ 1A mannodnnn € |
I reductionof earning$ . : P ) . e
I | retailerd shops . CampaigroRecipied LJLJa |
__________________ d U | U I |
Februar Mérz April Mai Juni Juli August September Oktober November Dezember
g o] 1 Teoseraet | 1 Social Medigarhbientnoise | ! ! ! L
ORI 2 Campaign | 2 2 2 2 ]2 2 2 2
aoAalOdzyua Campaign Teoder
3L,am i g g Y 3 3I aunchnew g oRecipies 3 3 Deutschen Einnei LI/UX g Affiliate
4(] 5 Xpégﬁ 2 d4\]/' U-Q 4 4 4 oRecipies: 4 P LILJG | 4 4 4 Opt|m|_ 4programm
5 5 5 5 ~End 5 5 5 I LILJa 5 5 5 sziationdone | 5 done
Discount
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Settingup a marketingplan

Environment Elementsof a marketingplan Implementation

1. Situation Analysis

|

1

|

1

|

1 | .

| Analysis Market Research

|

Marketsbasedon i Imple_-

consumers | mentation

competitors : 3. MarketingObjectives

state> X | Strategy

: 4. MarketingStrategies

1

|

: : : Marketing

| 5. MarketingMix (4P) Controlling
:
1
|
1
|
1
|

Tactics 5.1Product
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8.1
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Everythingstartswith the productitselfX
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