Chapter 2:

Strategic Market Planning
and the Evaluation of
Marketing Opportunities
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The Marketing Management Process
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A Marketing Strategy
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The Four Ps of the Marketing Mix .'
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Strategy Decision Areas
Organized by the Four Ps

Product

Physical Goods
Service
Features
Quality Level
Accessories
Installation
Instructions
Warranty
Product Lines
Packaging
Branding
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Four Examples of Basic Channels of

Distribution for Consumer Products

Manufacturer or Producer

Wholesaler Wholesaler

Wholesaler
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Elements of a Firm’s Marketing Program

Target
Market
+ - Marketing
Strategy
Marketing + - Marketing
Mix = Plan
_ A Firm’s
Time-Related -+ — Marketing
Details and Control Program
Procedures Other
Marketing
Plans
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Distribution of Different Firms

Based on Marketing Performance
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Types of Opportunities

Four Basic Types of Opportunities

Present Products New Products

Present Markets Market
Penetration

Market

New Markets
Development

Diversification
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Sales and Cost Curves of

Two Strateqi
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In this graphic, a
too-narrow focus on the
first year’s results might

cause the marketing
manager to abandon this
product as too costly.
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Business Strength
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Considering International Opportunities
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Industrial
products
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Basic
commodity-type
consumer
products

Continuum of Environmental Sensitivity .'
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