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INTRODUCTION 

Formulation and implementing an effective marketing plans require a 

number of decisions. Making those decisions is both an art and a science. To 

provide insight into an inspiration for making decision making, companies must 

possess comprehensive, up-to-date information about macro trends, as well as 

about micro effects particular to their business. Holistic marketers recognize that 

the marketing environment is constantly presenting new opportunities and 

threats, and they understand the importance of continuously monitoring and 

adapting to that environment. 

Also, examining some of the strategic marketing implications in creating 

customer value will as well look at several perspectives on planning and describe 

how to draw up a formal marketing strategies and plan, 

MARKETING AND CUSTOMER VALUE 

 

Marketing is all about stratifytag-consumers' needs and wants. The task to 

any business is to deliver customer value at a profit. In a hypercompetitive 

economy with increasingly rational buyers faced with abundant choices, a 

company can win only by fine-tuning the value delivery process and choosing 

providing and communicating superior value. 



 
 

a)        THE VALUE DELIVERY PROCESS 

Marketing as ordinarily seen as the firm makes something and then sells it. In 

this circumstances, marketing takes place in the second half of the process. Firms that 

adhere to this view have the best chance of succeeding in economies marked by goods 

shortages, where consumers are not fussy about quality, features, or style - for 

instance, basic staple goods in developing markets. 

This view of the business process, however will not work in economics where 

people face abundant choices. There, the "mass market" is actually splintering into 

numerous micromarkets, each with its own wants, perceptions, preferences, and buying 

criteria. The smart competitor must design and deliver offerings for well-defined target 

markets. This realization inspired a new view of business processes that places 

marketing at the beginning of planning. Instead of emphasizing making and selling, 

firms now see themselves as part of a value delivery process. 

The value creation and delivery sequence can be divided into three phases. 

The first phase, choosing the value, represent the "Home work" marketing must be 

done before any product exists. The marketing staff must segment the market; select 

the appropriate market target and develop the offering's value positioning. The 

formula "segmentation, targeting, positioning (STP)" is the essence of strategic 

marketing. Once the business unit has chosen the value, the second phase is providing 

the value. Marketing must determine specific product features, prices and distribution. 

The task in the third phase is 



communicating the value by utilizing the sales form, sales promotion, advertising 

and other communication tools to announce and promote the product. Each of 

these value phases has cost implications. It is also the case that the value 

delivery process begins before there is a product and continues while it is being 

developed and after it becomes available. 

b)        THE VALUE CHAIN 

Michael Port of Harvard has proposed the value chain as a tool for 

identifying ways to create more customer value. According to this model, every 

is a synthesis of activities performed to design, produce, market, deliver and 

support its product. The value chain identifies nine strategically relevant 

activities - five primary and four support activities - that create value and cost in 

a specific business. 

The primary activities are inbound logistics or bringing materials into the 

business; operating or converting them into final product; outbound logistics or 

shipping out final products; marketing them, which includes sales; and servicing 

them. This support activities - procurement, technology development, human 

resource management and firm infrastructure - are handled in specialized 

departments. The firm's infrastructure covers the costs of general management, 

planning, finance, accounting, legal and government affairs. 

The firms task is to examine its costs and performance in each value 

-creating activity and to look for ways to improve it. Managers should estimate 

their competitors' cost and performances as benchmarks against which to  



compare their own costs and performance. And they should go further and study 

the "best of class" practices of the world's best firms. 

The firm's success depends not only on how will each department 

performs its work, but also on how well the firm coordinates departmental 

activities to conduct core business processes. These core business processes 

include: 

i) The market - sensing process: All the activities in gathering 

market intelligence, disseminating it within the organization, and 

acting on the information. 

ii)       The   new-offering   realization   process:   All   the   

activities   in researching,  developing and  launching  new  

high-quality offerings quickly and within budget, iii)      The customer 

acquisition process: All the activities in defining 

target markets and prospecting for new customers. 

iv) The customer relationship management process: All the 

activities in building deeper, understanding, relationships and offerings 

to individual customers. 

v) The fulfillment management process: All the activities in receiving 

and approving orders, shipping and goods and collecting payment. 



C)        CORE COMPETENCES 

Traditionally, firms owned and controlled most of the resources that 

entered their business - labour power, materials, machines, information and 

energy - but this situation is changing. Many firms today out source less 

-critical resources if they can obtain better quality or lower cost. India has 

developed a reputation as a country that can provide ample outsourcing 

support. 

The key, then, is to own and nurture the resources and competencies that 

make up the essence of the business. Nike, for example, does not manufacture 

its own shoes, because certain Asian manufacturers are more competent in this 

task; instead Nike nurtures its superiority in shoe design and mechanizing, its 

two core competencies. A "core competency" has three characteristics: (i) it is 

a source of competitive advantage in that it makes a significant contribution to 

perceived customer benefits (ii) it has implications in a wide variety of markets 

(iii) it is difficult for competitors to imitate. 

Competitive advantage also accrues to firm the process distinctive 

capabilities. Whereas "core competences" refers to areas of special technical and 

production expertise, "distinctive capabilities" describes excellence in broader 

business processes. 

Competitive advantage ultimately derives from how well the firm has 

fitted its core competences and distinctive capabilities into tightly interlocking  



"activity systems", competitors find it had to imitate firms such as southwest 

airlines, Dell, and IKEA because they are unable to copy their activity system. 

Business realignment may be necessary to maximize core competencies. 

It has three steps: (i) (re)defining the business concept or "big idea", (ii) 

(re)shaping the business scope; and (iii) (re)positioning the firm's brand 

identify. 

d)        A HOLISTIC MARKETING ORIENTATION AND CUSTOMER 

VALUE 

A holistic marketing orientation can also help capture customer value. 

One view of holistic marketing sees it as "integrating the value exploration, value 

creation and value delivery activities with the purpose of building long-term, 

mutually satisfying relationships and coprosperity among key stakeholders". 

According to this view, holistic marketers succeed by managing a superior value 

chain that delivers a high level of product quality, service and speed. Holistic 

marketers achieve profitable growth by expanding customers share, building 

lifetime value. Figure 1.1, a holistic marketing framework, shows how the 

interaction between relevant actors and value-based activities help to create, 

maintain and renew customer value. 

The holistic marketing framework is designed to address three key 

management questions: 

i)        Value exploration: How can a firm identify new value 

opportunities? 
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ft)       Value creation: How can a firm efficiently create more 

promising 

new value offerings? iii)      Value delivery: How can a firm use its 

capabilities and infrastructure 

to deliver the new value offerings more efficiently? 

Lef s look at how marketers can answer them. 
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VALUE EXPLORATION; 

Finding new value of opportunities is a matter of understanding the 

relationships among three spaces: (i) The customer's cognitive space (ii) The 

firm's competence space; and (iii) The collaborator's space. The customer's  
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cognitive space reflects existing and latent needs and includes dimensions such 

as the need for participation, stability freedom, and change. The firm's 

competency space can be described items of breadth - broad versus focused 

scope of business; and depth - physical versus knowledge-based capabilities. 

The collaborator's resources space includes horizontal partnerships, with 

partners chosen for their ability to exploit related market opportunities and 

vertical partnerships with partners who can serve the firm's value creation. 

VALUE CREATION 

Value-creation skills for marketers include identifying new customer 

benefits from the customer's view; utilizing core competencies from its business 

domain; and selecting and managing business partners from its collaborative 

networks. To increase new customer benefits, marketers must understand what 

the customers thinks about, wants, does and worries about and observe whom 

customer admire and interact with and who influences them. 

VALUE DELIVERY 

Delivery value often means making substantial investments in 

infrastructure and capabilities. The firm must became proficient at customer 

relationship management, interval resource management and business 

partnership management. Customer relationship management allows the firm to 

discover who its customers are, how they behave, and what they need or want. 
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It also enables the firm to respond appropriately, coherently and quickly to 

different customer opportunities. To respond effectively, the firm requires 

internal resource management to integrate major business processes, such as 

order processing, general ledger, payroll, and production, within a single family 

and software modules. Finally, business partnership management allows the firm 

to handle complex relationships with its trading partners to source, process and 

deliver products. 

THE CENTRAL ROLE OF STRATEGIC PLANNING 

Successful marketing thus require firm to have capabilities such as 

understanding customer value, creating customer value, delivering customer 

value, capturing customer, sustaining customer value. Only a select group of 

firms stand out as master marketers. Proctor and gamble, southwest airlines 

firms etc. "breakthrough marketing Intel" describes how that firm created 

customer value and built a brand in a category for which most people thought 

branding impossible. 

These firms focus on the customer and are organized to respond 

effectively to changing customer needs. They all have well-staffed marketing 

departments and all their department accept the concept that the customer is 

king. 

To ensure that they select and execute the right activities, marketers 

must give priority to strategic planning in three key areas. Managing a firm's  
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businesses as an investment portfolio, assessing cash business strength by 

considering the market's growth rate and the firm's position and fit in that 

market, and establishing a strategy. For each business, the firm must develop a 

game plan for achieving it's long-run objectives. 

Most large firms consist of four organizational levels: the corporate level, 

the division level, the business unit level, and the product level. Corporate 

headquarters is responsible for designing a corporate strategic plan to guide the 

whole enterprise; it makes decisions on the amount of resources to allocate to 

each division, as well as on which businesses to start or eliminate. Each division 

establishes a plan covering the allocations of funds to each business unit within 

the division. Each business unit develops a strategic plan to carry that business 

unit into a profitable future. Finally, each product level (product line, brand) 

within a business unit develops a marketing plan for achieving its objectives in 

its product market 

THE MARKETING PLAN 

Is the central instrument for directing and coordinating the marketing 

effort. The marketing plan operates at two levels; strategic and tactical. The 

strategic marketing plan lays out the target markets and the value 

preposition the firm will offer, based on the analysis of the best market 

opportunities. The tactical marketing plan specifies the marketing tactics 

including product features, promotion, mechanizing, pricing, sales channels and 

service. 
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Today, teams develops the marketing plan with inputs and sigrvoffs from 

every important function, management then implements these plans at the 

appropriate levels of the organization, monitors results and take necessary 

corrective action. The complete planning, implementing and control cycle is 

shown in Figure 1.2. We will next consider planning at each of thee four levels of 

the organization. 
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CORPORATE AND DIVISION STRATEGIC PLANNING 

Some corporations gives their business units a lot of freedom to set their 

own sales and profit goals and strategies. Others set goals for their business 

unit but let them develop their own strategies. Still others set the goals and 

participate in developing individual business unit strategies. 

All corporate headquarters undertake four planning activities: 
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\)        Defining the corporate mission ii)       

Establishing strategic business unit iii)      

Assigning resources to each SBU iv)      

Assessing growth opportunities We'll look at 

each process. 

a)       DEFINING THE CORPORATE MISSION 

An organization exists to accomplish something to make a particular 

product. Overtime the mission may change, to take advantage of new 

opportunities or respond to new market condition. 

To define its mission, a firm should address certain questions like: what 

is our business? Who is the customer? What is the value of the customer? What 

will our business be? What should our business be? These simple sounding 

questions are among the most difficult a firm will every have to tackle. 

Organizations develop MISSION STATEMENTS to share with managers, 

employees and (in many cases) customers. A clear thoughtful mission statement 

provides employees with a shared sense of purpose, direction and opportunity. 

Good mission statements have five major characteristics. First, to focus 

on a limited number of goals. The statement "we want to produce the 

highest-quality products, offer the most service, achieve the wildest distribution, 

and sell at the lowest prices" chains too much. Second, to stress the firm's major 

policies and values. Third, they define the major competitive spheres within 

which the 
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firm will operate, the fourth characteristic is that they take a long-term view. 

They should be enduring; management should change the mission only when it 

eases to be relevant. Finally, a good mission statement is as short, memorable 

and meaningful as possible. 

b)        ESTABLISHING - STRATEGIC BUSINESS UNITS 

Firms often define their business interms of product. In other words, firms 

must see their business as a customer - satisfying process, not a goods 

-producing process. Products are transient; basic needs and customer groups 

endure forever. 

A target market definition tends to focus on selling a product or service to 

a current market. Pepsi could define its target market as everyone who drinks a 

cola beverage and competitors would therefore be other cola companies. A 

strategic market definition, however, focuses also on potential market. If Pepsi 

considered everyone who might drink something to quench their thirst, their 

competition would also include noncola soft drinks, bottled water, fruit, etc. To 

better compete, Pepsi might decide to sell additional beverages whose growth 

rate appears to be promising. 

A business can define itself in terms of three dimensions: customer 

groups, customer needs and technology. The purpose of identifying the firm's 

strategic business unit is to develop separate strategies and assign appropriate 

finding. Senior management knows that its portfolio of businesses usually  



 

includes   a   number   of   "yesterday's   has-been   as   weii   as   

"tomorrow's breadwinner". 

c)        ASSESSING GROWTH OPPORTUNITIES 

Assessing growth opportunities includes planning new businesses, 

downsizing and terminating older businesses. If there is a gap between future 

desired sales and protected sales, corporate management will need to develop 

or acquire new businesses to fill it. Eventually, the firm wants to grow much 

faster than its current businesses will permit, how can it fill the strategic 

planning gap? 

The first option is to identify opportunities to achieve further growth 

within current businesses (intensive opportunities). The second is to identify 

opportunities to build or acquire businesses that are related to current business 

(integrative opportunities). The third option is to identify opportunities to add 

attractive businesses unrelated to current businesses (diversification 

opportunities). 

INTENSIVE GROWTH 

Corporate managements first course of action should be a review of 

opportunities for improving existing businesses. By examining these intensive 

growth strategies, mangers may discover several ways to grow. Still, that growth 

may not be enough. In that case, management must also look for integrative 

growth opportunities. 
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INTEGRAT1VE GROWTH 

A business can increase sales and profits through backward, forward, or 

horizontal integration within its industry. How might a firm achieve integrative 

growth? The firm might acquire one or more of its suppliers, such as textile 

material producers, to gain more control or generate more profit through 

backward integration. It might acquire some wholesalers or retailers especially if 

they are highly profitable, in forward integration. Finally, a firm might acquire 

one or more competitors, provided that the government does not bar this 

horizontal integration. However, thee new sources may still not deliver the 

desired sales volume. In that case, the firm must consider diversification, 

DIVERSIFICATION GROWTH 

Diversification growth makes sense when good opportunities exist outside 

the present businesses ttie industry is highly attractive and the firm has the right 

mix of business strengths to be successful. 

DOWNSIZING AND DIVERTING OLDER BUSINESSES 

Weak businesses require a disproportionate amount of management 

attention. Firms must carefully prune, harvest, or divest tired old businesses in 

order to release needed resources to other uses and reduce costs. 

d)       ORGANIZATION AND ORGANIZATIONAL CULTURE 

Strategic planning happens within the context of the organization a firm's 

organization consists of its structures, policies and corporate culture, all of which 
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can become dysfunctional in a rapidly changing business environment. Whereas 

managers can change structures and policies (with difficulty), the firm's culture 

is very hard to change. Yet adapting the culture is after the key to successfully 

implementing a new strategy. 

What exactly is a corporate culture? Most business people would be 

hard-pressed to describe the elusive concept, which some define as "the share 

experience, stories, beliefs and norms that characterize an organization". Yet, 

walk into any firma and the first thing that strikes you is the corporate culture 

-the way and people dress, talk to one another and greet customers. 

A customer - centric can affect all aspects of an organization. As one 

experts says "To me, being consumer-centric is more a principle-driving value of 

a firm - than a process. It's in a firm's DNA, top to bottom. It means you 

recognize the diversity across the face of consumers, and that you are open to 

observations and opinions other than your own; this allows you to be an 

advocate for the consumer - whether you are a leading innovator or packing 

boxes in the warehouse .... The question is do you consumer as the driving 

force life of your firm for as long as it exists, or do you see them as simply a 

hungry group of people that needs to be satisfied so your business will grow in 

the short term? 
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e)        MARKETING INNOVATION 

Innovation in marketing is critical. The traditional view is that senior 

management hammers out the strategy and hands it down. Gary Hamel offers 

the contrasting that imaginative ideas on strategy exist in many places within a 

firm. Senior management should identify and encourage fresh ideas from three 

groups that tend to be underrepresented in strategy making: employees with 

youthful perspectives; employees who are far removed from firm headquarters; 

and employers who are new to the industry. Each group is capable of 

challenging firm orthodoxy and stimulating new ideas. 

BUSINESS UNIT STRATEGIC PLANNING 

The business unit strategic-planning consists of the steps shown in figure 

1.3 we can examine each step in the sections that follow. 
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Business mission unit needs to define the specific mission within the 

broader firm mission. Thus, a television-studio-lighting-equipment firm might 

define its mission as, "To target major television studios and become their 

vender of choice for lighting technologies that represent the most advanced and 

reliable studio lighting arrangements". Notice that this mission does not attempt 

to win business from smaller television studios, win business by being lowest 

in-price, or venture into non lighting products. 

SWOT ANALYSIS 

The overall evaluation of a firm's strengths, weakness, opportunities and 

threats is called SWOT analysis. Its a way of monitoring the external marketing 

environment. 

EXTERNAL ENVIRONMENT OPPORTUNITIES AND THREAD ANALYSIS  

A business unit must monitor key macroenvironment ferves and 

significant microenvironment factors that affect its ability to earn profits. The 

business unit should set up a marketing intelligence system to back trends and 

important developments and any related opportunities and threats. 

Good marketing opportunity is an art of finding developing and profiting 

from these opportunities. A marketing opportunity is an area of buyer need and 

interest that the firm has a high probability of profitably satisfying. There are 

three main sources of market opportunities. The first is to supply something that 

is in short supply. This requires little marketing talent, as the need is fairly  
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obvious. The second is to supply an existing product or service in a new or 

superior way. The last method often heads to a totally new product or service. 

An environment threat is a challenge posed by an unfavourable trend or 

development that would lead, in the absence of defensive marketing action to 

lower sales or profit. 

INTERNAL ENVIRONMENT STRENGTHS AND WEAKNESSES 

Analysis: Its one thing to find attractive opportunities, and another thing to be 

able to take advantage of the, each business needs to evaluate its internal 

strength and weakness. 

Business can evaluate their won strengths and weakness by using a farm 

like the one shown in "marketing memo" checklist for performing 

strengths/weakness analysis". 

Clearly, the business doesn't have to correct all it's weaknesses, nor 

should it float about all ifs strength. The big question is whether the firm should 

limit itself to those opportunities for which it possesses the required strengths, 

or consider those that might require it to find or develop new strengths. 

Sometimes a business does poorly not because its people lack the 

acquired strengths, but because they don't work together as a team. 
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GOAL FORMULATION 

Once the firm has performed a SWOT analysis, it can proceed to develop 

specific goals for the planning period. Thus stage of the process is called goal 

formulation. Goals are objectives that are specific with respect of magnitude 

and time. 

Most business units pursue a mix of objectives, including profitability, 

sales growth, market share improvement, risk containment innovation and 

reputation. The business unit set these objectives and then manages by 

objective (MBO). For an MBO system to work, the unifs objectives must meet 

four criteria. 

i)        They must be arranged anarchically, from the most to least 

important. For example, the business units key objectives for the period 

may be to increase the rate of return on investment. Manager's can 

increase profit by increasing revenue and reducing expenses. They can 

also revenue, in turn by increasing market share and prices, ii)       

Objectives should be quantitative whenever possible, the objective "to 

increase the Return on Investment (ROI)" is better stated as the goal uto 

increase ROI to 15% within two years", iii)      Goals should be realistic. 

Goals should arise from an analysis of the 

business unifs opportunities and strengths, not from wishful thinking, iv)      

Objectives must be consistent. It's not possible to maximize sales and profits 

simultaneously. 



21 

STRATEGIC FORMULATION 

Goals indicate what a business unit wants to achieve; strategy is a game 

plan for getting there. Every business must design a strategy for achieving its 

goals, consisting for a marketing strategy and a compatible technology strategy 

and sourcing strategy. 

PORTER'S GENERAL STRATEGIES 

Michael Porter has proposed three generic strategies that provide a good 

starting point for strategic thinking. Overall cost leadership, differentiation and 

focus. 

* Overall cost leadership: Firms pursuing this strategy work hard to 

achieve the lowest production and distribution costs so they can price 

lower than their competitors and win a large market share. They need 

less skill in marketing. The problem with this strategy is that other firm 

will usually compete with still -lower costs and hurt the firm that 

rested its whole future on cost, 

• Differentiation: The business concentration on uniquely achieving 

superior performance in an important customer benefit area value by 

a large part of the market. Thus the firm seeking quality leadership, 

for example, must make products with the best components, put them 

together expertly, inspect them carefully and effectively communicate 

their quality. 
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•         Focus: The business focuses on one narrow market segments. 

The 

firm gets to know these segments intimately and pursues either cost 

leadership or differentiation within the targeted segment. 

Porter draws a distinction between operational effectiveness and strategy. 

Competitors   can   quickly   copy   the   operational   effective   company   

using 

benchmarking and other tools, thus diminishing the advantage of operational  

effectiveness. Porter defines strategy as uThe creation of a unique and valuable 

position involving a different set of activities". A firm can claim that it has a  

strategy when it "performs different activities from rivals or performs similar  

activities in different ways". 

STRATEGIC ALLIANCE 

Even giant firms - AT & T, IBM, Phillips, and Nokia - often cannot achieve 

leadership, either nationally or globally, without forming alliance with domestic 

or multinational firms that complement or leverage their capabilities and 

resources. 

Just along business in another country may require the firm to license its 

product, form a joint venture with a local firm, or buy from local suppliers to 

meet 'domestic content" requirements. As a result, many firms are rapidly 

developing global strategic networks, and victory is going to those who build the 

better global network. 
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Many strategic alliances take the form of marketing alliances. This falls 

into four major categories. 

i) Product or service alliance: One firm licenses another to produce its 

product, or two firms jointly market their complementary products or a 

new product. 

ii) Promotional alliances: One firm agrees to carry promotion for another 

firm's product or service. McDonald's, for example, teamed up with 

Disney for 10 years to offer products related to current Disney firm as 

part of its meal for children. 

Hi) Logistics alliances: One firm offers logistical services for another firm's 

product, for example, Abbot Laboratories warehouses and delivers 3M's 

medical Surgical Products to Hospitals across the United States, iv) Pricing 

collaborations - One or more firms join in a special pricing collaboration. 

Hotel and rental car firms often offer mutual price discounts. 

Firms need to give creative thought to finding partners that might 

complement their strengths and offset their weaknesses. Well-managed alliances 

allow firms to obtain a greater sales impact at less cost. To keep their strategic 

alliances thriving, corporations have begun to develop organizational structures 

to support them, and many have come to view the ability to form and manage 

partnerships as core skills called Partner Relationship Management, PRM. 
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PROGRAM DESIGN AND IMPLEMENTATION OF EFFECTIVE MARKETING 

PLAN 

Even a great marketing strategy can be sabotaged by poor 

implementation. If the unit has decided to attain technological leadership, it 

must plan programs to strengthen its R & D department, gather technological 

 
- 

intelligence, develop leading -edge products, train the technical sales force, and 

develop ads to communicate it's technological leadership. 

Once they have formulated programs, the marketing people must 

estimate their costs. Is participating in a particular trade show worth it? Will a 

specific sales contest pay for itself? Will hiring another sales person contribute to 

the bottom line? Activity-based cost accounting (ABC). 

Can help determine whether each marketing program is likely to produce 

sufficient result to justify it cost. 

Today's businesses are also increasingly recognizing that unless they 

nurture other stakeholders - customers, employees, suppliers, distributors 

-they may never earn sufficient profits for the stockholders. For example, a firm 

might aim to delight its customers, perform well for its employees, and deliver a 
4 

threshold level of satisfaction to its suppliers. In setting these levels, a firm must 

— 

be careful not to violate any stakeholder group's sense of fairness about the 

treatment they're receiving relative to the others. 

A dynamic relationship connects the stakeholder groups. A smart firm 

creates a high level of employee satisfaction, which leads to high effort, which 
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teads to high-quality products and services, which creates higher customer 

satisfaction, which creates higher customer satisfaction, which leads to more 

repeat business, which leads to higher growth and profits, which leads to high 

stockholder satisfaction, which leads to more investment, and so on. This is a 

virtuous circle that spells profits and growth. "Marketing insight: Marketing's 

contribution to share holder value" highlights the increasing importance of the 

proper bottom-line view to marketing expenditures. 

According to McKinsey and company, strategy is only on of the seven 

elements - all of which start with the letter V - successful business practice. 

The first three - strategy, structure and systems are considered the "hardware" 

of success. The next four style, skills, staff and shared values - are the 

"software". 

The first "soft" element, style means that firm employees share a 

common way of thinking and behaving. McDonald's employees suite at the 

customer, and IBM employees are very professional in their customer dealings. 

The second element, skills, means employees have the skills needed to carry out 

the firm's strategy. Staffing means the firm has hired able people, trained the 

well, and assigned them to the right jobs. The fourth element, shared values, 

means employees shared the same guiding values, when these elements are 

present, firms are usually more successful at strategy implementation. 
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Another study of management practices found that superior performance 

overtime depended on flawless execution, a firm culture based on aiming high, a 

structure that is flexible and responsive and a strategy that is clear and focused. 

SUMMARY 

The value delivery process involves choosing (or identifying) providing (or 

delivering) and communicating superior value. The value chain is a tool for 

identifying key activities that create value and costs in a specific business. 

Strong firms develop superior capabilities in managing core business 

processes such as new-product realization, inventory management, and 

customer acquisition and retention. Managing these core processes effectively 

means creating a marketing network in which the firm works closely with all 

parties in the production and distribution chain, from suppliers of raw materials 

to retail distributors. 

According to one view, holistic marketing maximizes value exploration by 

understanding the relationships between the customers cognitive space, the 

firms competitive space and the collaborator's resource space; maximizes value 

creation by identifying new customer benefits. 

Market-oriented strategic planning is the managerial process of 

developing and maintaining a viable fit between the organizations objectives, 

skills and resources and its changing market opportunities. 
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The corporate strategy establishes the framework within which the 

divisions and business units prepare their strategic plans. 

Each product level within a business unit must develops a marketing plan 

for achieving its goals. The marketing plan is one of the most important outputs 

of the marketing process. 
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