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Course Contents at a Glance
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Marketing Strategy

Why explain how a marketing strategy supports an organization’s corporate
strategy?

In this module you’ll learn about the important role that marketing strategy
plays in supporting corporate strategy. When a company has a mission and
a set of corporate-level objectives, the marketing strategy must support
those goals, which is perhaps the most important lesson that the following
companies failed to learn:
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Top 20 Major reasons startups fail:

1. No Market Need (42%)

2. Ran Out of Cash
(29%)

3. Not the Right Team
(23%)

4. Get Outcompeted
(19%)

5. Pricing/Cost Issues
(18%)

6. Poor Product (17%)

7. Need/Lack Business
Model (17%)

8. Poor Marketing (14%)

9. Ignore Customers
(14%)

10. Product Mis-Timed
(13%)

11. Lose Focus (13%)

12. Disharmony on
Team/Investors (13%)

13. Pivot gone bad (10%)

14. Lack Passion (9%)

15. Bad Location (9%)

16. No Financing/Investor
Interest (8%)

17. Legal Challenges (8%)

18. Don’t Use
Network/Advisors (8%)

19. Burn Out (8%)

20. Failure to Pivot (7%)
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Note: You may notice that the percentages in this equal far greater than 100%. This is because

there are often multiple reasons a startup failed.

Source: https://www.cbinsights.com/research/startup-failure-reasons-top



Learning Outcomes

• Evaluate how marketing strategies align with corporate strategies

• Explain the inputs and components of a marketing strategy

• Show how common analytic tools are used to inform the organization’s
strategy

• Give examples of corporate strategies

• Explain how the development and maintenance of customer relationships
are an essential part of an organization’s marketing strategy
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Outcome: Evaluate Alignment of Marketing 
Strategies

What you’ll learn to do: evaluate how marketing strategies align with corporate
strategies

The specific things you’ll learn in this section include:

• Define strategy, tactics, and objectives

• Describe how to align mission, strategy, and objectives

• Explain the role of marketing strategy in corporate strategy

Learning Activities

The learning activities for this section include the following:

• Reading: Strategy and Tactics

• Reading: The Mission Statement

• Reading: Strategy and Objectives

• Self Check: Evaluate Alignment of Marketing Strategies
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What Is Strategy?

A strategy is a directed course of action to achieve an intended set of
goals.[1] A tactic is the means by which a strategy is carried out. [2]

Strategy answers the following four questions:

• Where do we compete?

• What unique value do we bring to customers?

• How will we use our capabilities to provide unique value?

• How will we sustain our unique value and position?

8

1.Mintzberg, H. Ahlstrand, B. and Lampel, J. Strategy Safari : A Guided Tour Through the Wilds of Strategic Management, 

The Free Press, New York, 1998.

2.http://www.businessdictionary.com/definition/tactics.html



Strategy and Tactics

Background

Long before the word strategy had meaning in business, it was used in the
context of war. In that context it came to mean the battle plan devised by
one side in order to gain an advantage or victory over an opponent. The
term tactics referred to the specific short-term actions taken by soldiers on
the battlefield to support the strategy.
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Differentiating Strategy and Tactics

Let’s look at some specific characteristics of business strategy and consider
how strategy differs from tactics.

• Strategy Identifies Where We Will Compete

• Strategy Describes the Unique Value for Customers

• Strategy Explains How the Company’s Assets Will Create Unique Value

• Strategy Determines How the Company Will Sustain Unique Value
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Strategy and Tactics in Practice

In each case, strategy defines the high-
level plan. Tactics include the steps
taken to execute that plan. The following
examples show how strategies and
tactics are employed by real businesses.

Strategy and Long-Term Planning:
Southwest Airlines

• Strategy

• Tactics
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Source: https://pixabay.com/photos/airplane-

southwest-airlines-airport-6839692/



Strategy and Aligned Activities: Zappos

• Strategy

• Tactics
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5-mimute break
The Mission Statement

A Mission Statement Explains Why an
Organization Exists

The mission statement guides the
corporate strategy, which, in turn,
guides the marketing strategy and
planning. All marketing activities should
relate to and support the company’s
mission.

13



Strategy and Objectives

The Need for Objectives.

As we discussed before, a business
strategy must take into account the
changing environment and identify a
plan that will use the company’s
resources most effectively to achieve
its mission and goals. Businesses
define and communicate their goals
using objectives.
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Creating Effective Objectives

In general, effective objectives meet the following criteria:

• They are specific.

• They are measurable.

• They have a time frame.

Below are some examples of good objectives:

• Implement a new customer loyalty plan in 20XX

• Increase market share for the product by 2 percent during 20XX

• Execute marketing campaigns that result in 2,000 qualified leads for a new
June 1
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Using Objectives to Align 
Company Activities

Companies do not have a single strategy. At any time they are executing a
range of different strategies. A company might simultaneously execute on
strategies to enter a new market, grow market share in an existing market,
and improve organizational efficiency. Moreover, strategy at the corporate
level will guide the development of strategies for each function, including
marketing. Remember, a business strategy must identify a plan that will use
the company’s resources most effectively to achieve its mission and goals.
Likewise, the marketing strategy must identify a plan that will use the
marketing function’s resources and expertise most effectively to achieve its
mission and goals.
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Self Check: Evaluate Alignment of Marketing 
Strategies

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Marketing Strategy Mechanics

What you’ll learn to do: explain the inputs and components of a marketing strategy

The specific things you’ll learn in this section include:

• Identify the inputs to the marketing strategy

• Describe how a marketing strategy optimizes the marketing mix

• Discuss the role of budget, implementation, and evaluation in the marketing strategy

Learning Activities

The learning activities for this section include the following:

• Reading: Creating the Marketing Strategy

• Reading: Optimizing the Marketing Mix

• Reading: Implementation and Budget

• Reading: Evaluating Marketing Results

• Self Check: Marketing Strategy Mechanics
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Creating the Marketing Strategy

Inputs That Inform Marketing Strategy

To a great extent, developing the marketing strategy follows the same
sequence of activities used to define the corporate strategy. The chief
difference is that the marketing strategy is directly affected by the corporate
strategy, as well as by the other functions within the organization. As a
result, the marketing strategy must always involve monitoring and reacting
to changes in the corporate strategy and objectives.
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Centering on the Target Customer

The marketing strategy defines how the marketing mix can best be used to
achieve the corporate strategy and objectives. The centerpiece of the
marketing strategy is the target customer.

Recall the following steps of determining who your target customer is:

• Identify the business need company will address, which will be driven by
the corporate strategies and objectives;

• Segment the total market, breaking down the market and identifying the
subgroup company will target;

• Profile the target customer, so that company understand how to

provide unique value;

• Research and validate the market opportunity.
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Aligning Corporate and Marketing Strategies

How would good corporate-level objectives inform the marketing strategy
and objectives? Consider the following examples:

1.Imagine completing a market segmentation process. You find a target
market that will find unique value in your offering. The decision to pursue
that target market will depend on whether that segment is large enough to
support the corporate objectives for market growth.

2.How many new products should the company launch this year? The
answer should be informed by the corporate objectives for growth and
profitability.

3.The marketing function has identified a customer relationship
management campaign that would create greater customer loyalty. Does
the cost of the campaign and its expected returns align with the company
objectives?
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Optimizing the Marketing Mix

Decisions about the marketing-mix variables are interrelated. Each of the marketing-mix
variables must be coordinated with the other elements of the marketing program. Consider,
for a moment, a situation in which a firm has two product alternatives (deluxe and
economy), two price alternatives ($6 and $3), two promotion alternatives (advertising and
coupons), and two distribution alternatives (department stores and specialty stores). Taken

together, the firm has a total of sixteen possible marketing-mix combinations.

Recall that Southwest Airlines created a company strategy to expand its target market to
include business travelers. One of its objectives was to grow revenue and market share to
achieve specific targets by expanding into the business traveler market.
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Optimizing the Marketing Mix

Which marketing strategies are needed to support such a corporate
strategy? To answer that, Southwest had to investigate the four Ps:

• Do we need new products that appeal to business travelers? (Product)

• Are business travelers willing to pay a higher price point? (Price)

• How will we communicate our offerings to business travelers? (Promotion)

• How do business travelers book their travel? Are new distribution points
needed? (Place)

Product Strategy and Pricing Strategy.
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Implementation and Budget

The implementation process emphasizes the timely completion of tasks.
Often marketing organizations have a project- or program-planning function
that tracks the tasks that will be completed, the individual or team that will
complete the tasks, the budget spent, and the results achieved. If the
organization manages each element of the plan carefully, it can intervene if
progress is falling behind, rather than waiting until it affects the objectives or
strategy.
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Budget

Marketing-mix components must be evaluated as part of an overall
marketing strategy. Therefore, the organization must establish a marketing
budget based on the marketing effort needed to influence consumers. The
marketing budget represents a plan to allocate expenditures to each of the
components of the marketing mix. For example, the firm must establish an
advertising budget as part of the overall marketing budget and allocate
expenditures to various types of advertising media—television, newspapers,
and magazines, e.g. A sales promotion budget should also be determined,
allocating money for coupons, product samples, and trade promotions.
Similarly, budgets are required for personal selling, distribution, and product
development.
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Evaluating Marketing Results

No marketing program is planned and implemented perfectly. Marketing
managers will tell you that they experience many surprises during the
course of their activities. In an effort to ensure that performance goes
according to plans, marketing managers establish controls that help them
evaluate results and identify needed modifications. Surprises occur, but
marketing managers who have established sound control procedures can
react to unexpected results quickly and effectively.
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Return on the Marketing Investment

Increasingly, the single most important evaluation measure is the return on
the marketing investment (or marketing ROI). Earlier in this module we
learned that strategies define how an organization can best use its
resources to achieve the mission. Measuring return on the marketing
investment helps marketers understand whether their use of resources is
yielding the most effective results.

Let’s look at an example of marketing ROI.
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Return on the Marketing Investment

Increasingly, the single most important evaluation measure is the return on
the marketing investment (or marketing ROI). Earlier in this module we
learned that strategies define how an organization can best use its
resources to achieve the mission. Measuring return on the marketing
investment helps marketers understand whether their use of resources is
yielding the most effective results.

Let’s look at an example of marketing ROI.
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Self Check: Marketing Strategy Mechanics

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Strategic Planning Tools

In this section you’ll learn about three: the SWOT analysis, the Boston Consulting Group matrix,
and the strategic growth matrix.

The specific things you’ll learn in this section include:

• Conduct a SWOT analysis and describe how it informs the organization’s marketing strategy

• Explain how businesses use the Boston Consulting Group matrix to inform growth strategies

• Explain how businesses use the strategic growth matrix to inform growth strategies

Learning Activities

The learning activities for this section include the following:

• Reading: SWOT Analysis

• Reading: BCG Matrix

• Reading: Strategic Opportunity Matrix

• Self Check: Strategic Planning Tools
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SWOT Analysis

A situation analysis is often referred to by
the acronym SWOT, which stands for
strengths, weaknesses, opportunities, and
threats.

Essentially, a SWOT analysis is an
examination of the internal and external
factors that impact the organization and its
strategies. The internal factors are
strengths and weaknesses; the external
factors are opportunities and threats. A
SWOT analysis gives an organization a
clear picture of the “situation” in which it
operates and helps it identify which
strategies to pursue.
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Internal Factors

Strengths and weaknesses include the resources and capabilities within the
organization now. Since the company has the most control over internal
factors, it can craft strategies and objectives to exploit strengths and
address weaknesses.

Examples of internal factors include the following:

• Financial resources

• Technical resources and capabilities

• Human resources

• Product lines
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External Factors

External factors include opportunities and threats that are outside of the
organization. These are factors that the company may be able to influence—
or at least anticipate—but not fully control.

Examples of external factors include the following:

• Technology innovations and changes

• Competition

• Economic trends

• Government policies and legislation

• Legal judgments

• Social trends
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Benefits of a SWOT Analysis

A SWOT analysis benefits organizations in two key ways:

• The SWOT Analysis Encourages Realistic Planning

• The SWOT Analysis Improves Ability to Forecast Future Events
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SWOT Analysis Example
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SWOT Analysis Example
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5-minute break
BCG Matrix

Purpose

When a company has many different products or even many different lines
of business, strategy becomes more complex. The company not only needs
to complete a situation analysis for each business, but also needs to
determine which businesses warrant focus and investment. The BCG matrix
considers two different aspects of a business unit or product:

• What is the current market share?

• What is the market’s growth potential?
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Please choose the company and plot the BCG 
matrix for its products.
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BCG Matrix
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BCG Matrix Excel Template
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Strategic Opportunity Matrix

The last strategic framework that we will consider is the strategic opportunity
matrix (sometimes called the Ansoff matrix, named after its creator, Igor
Ansoff). Whereas the SWOT analysis can help organizations identify new
market and new product opportunities (it’s the “O” in SWOT), the strategic
opportunity matrix focuses on different growth strategies for markets and
products.

The matrix examines the following:

• New vs. existing markets

• New vs. existing products
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Strategic Opportunity Matrix

1.Market penetration: focus on current
products and current markets with the goal
of increasing market share

2.Market development: use existing products
to capture new markets

3.Product development: create new products
that can be sold in existing markets

4.Diversification: create completely new
opportunities by developing new products
that will be introduced in new markets
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Self Check: Strategic Planning Tools

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Self Check: Examples of Corporate Strategies

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Customer Relationships

What you’ll learn to do: explain how the development and maintenance of customer
relationships are an essential part of an organization’s marketing strategy

In this section you’ll see how marketers address such issues and keep the
customer at the center of the planning process in a very personal way.

The specific things you’ll learn in this section include:

• Describe how businesses use buyer personas to better understand the target
customer

• Define customer relationship management

Learning Activities

The learning activities for this section include the following:

• Reading: Customer-Relationship Strategies

• Self Check: Customer Relationships
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Customer-Relationship Strategies

A situation analysis can reveal whether a
company’s relationship with customers is a
strength to be exploited or a weakness that
needs to be addressed. In many cases it’s
a bit of both. For instance, a company
might have loyal customers in one
demographic but fail to hold the attention
of customers in another demographic.
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Buyer Personas

The basis for a strong relationship is getting to know and understand
someone well enough to form a connection. The same is true for company
relationships with customers. The trouble is that companies rarely have a
chance to personally connect with individual customers—much less with all
of their target customers.

48



Key Terms

Buyer persona.

Fictional, generalized representations of an ideal customer that help a
marketer understand current and potential customers better.

Customer relationships management.

A discipline in marketing combining database and computer technology with
customer service and marketing communications.
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Self Check: Customer Relationships

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Putting It Together: Marketing Strategy

In this module we have focused on the following aspects of marketing planning:

• Evaluate marketing strategies for alignment with the organization’s corporate strategies

• Show how common analytic tools are used to inform the organization’s strategy

• Explain inputs and components of a marketing strategy

• Give examples of corporate strategies

• Explain how the development and maintenance of customer relationships are an essential
part of an organization’s marketing strategy
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Thank you for your attention
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