

[image: Image]





MARKETING STRATEGY
AND COMPETITIVE
POSITIONING






[image: Images]


At Pearson, we have a simple mission: to help people
make more of their lives through learning.


We combine innovative learning technology with trusted
content and educational expertise to provide engaging
and effective learning experiences that serve people
wherever and whenever they are learning.


From classroom to boardroom, our curriculum materials, digital
learning tools and testing programmes help to educate millions
of people worldwide – more than any other private enterprise.


Every day our work helps learning flourish, and
wherever learning flourishes, so do people.


To learn more, please visit us at www.pearson.com/uk







Seventh edition



MARKETING STRATEGY
AND COMPETITIVE
POSITIONING


Graham Hooley • Brigitte Nicoulaud •
John M. Rudd • Nick Lee


[image: Image]




PEARSON EDUCATION LIMITED


KAO Two


KAO Park


Harlow CM17 9SR


United Kingdom


Tel: +44 (0)1279 623623


Web: www.pearson.com/uk


__________________________


First published in 1993 as Competitive Positioning: The key to market success (print)


Second edition published 1998 by Prentice Hall Europe (print)


Third edition published 2004 (print)


Fourth edition published 2008 (print)


Fifth edition published 2012 (print)


Sixth edition published 2017 (print and electronic)


Seventh edition published 2020 (print and electronic)


© Prentice Hall International (UK) Ltd 1993, 1998 (print)


© Pearson Education Limited 2004, 2008, 2012 (print)


© Pearson Education Limited 2017, 2020 (print and electronic)


The rights of Graham Hooley, Brigitte Nicoulaud, John M. Rudd and Nick Lee to be identified as authors of this work have been asserted by them in accordance with the Copyright, Designs and Patents Act 1988.


The print publication is protected by copyright. Prior to any prohibited reproduction, storage in a retrieval system, distribution or transmission in any form or by any means, electronic, mechanical, recording or otherwise, permission should be obtained from the publisher or, where applicable, a licence permitting restricted copying in the United Kingdom should be obtained from the Copyright Licensing Agency Ltd, Barnard’s Inn, 86 Fetter Lane, London EC4A 1EN.


The ePublication is protected by copyright and must not be copied, reproduced, transferred, distributed, leased, licensed or publicly performed or used in any way except as specifically permitted in writing by the publishers, as allowed under the terms and conditions under which it was purchased, or as strictly permitted by applicable copyright law. Any unauthorised distribution or use of this text may be a direct infringement of the authors’ and the publisher’s rights and those responsible may be liable in law accordingly.


All trademarks used herein are the property of their respective owners. The use of any trademark in this text does not vest in the author or publisher any trademark ownership rights in such trademarks, nor does the use of such trademarks imply any affiliation with or endorsement of this book by such owners.


Pearson Education is not responsible for the content of third-party internet sites.




The Financial Times. With a worldwide network of highly respected journalists, The Financial Times provides global business news, insightful opinion and expert analysis of business, finance and politics. With over 500 journalists reporting from 50 countries worldwide, our in-depth coverage of international news is objectively reported and analysed from an independent, global perspective. To find out more, visit www.ft.com/pearsonoffer.





ISBN: 978-1-292-27654-0 (print)


 978-1-292-27657-1 (PDF)


 978-1-292-27655-7 (ePub)


British Library Cataloguing-in-Publication Data


A catalogue record for the print edition is available from the British Library


Library of Congress Cataloging-in-Publication Data


Names: Hooley, Graham J., author. | Nicoulaud, Brigitte, author. | Rudd, John M., author.


Title: Marketing strategy & competitive positioning / Graham Hooley, Brigitte Nicoulaud, John M. Rudd, Nick Lee.


Other titles: Marketing strategy and competitive positioning


Description: Seventh edition. | Harlow ; New York : Pearson, 2020. | Includes bibliographical references and index. | Summary: “Since the sixth edition of this book, published in 2017, many economies around the world have continued to feel the aftershocks of the deepest recession since the Great Depression of the 1930s, which started with the well-publicised ‘credit crunch’. Despite continuing academic debate about the causes and extent, there is now little doubt that climate change and global warming is beginning to have a significant impact on our physical environment.


Identifiers: LCCN 2019050392 (print) | LCCN 2019050393 (ebook) | ISBN 9781292276540 (print) | ISBN 9781292276557 (epub) | ISBN 9781292276571 (PDF)


Subjects: LCSH: Target marketing. | Marketing—Management.


Classification: LCC HF5415.127 .H66 2020 (print) | LCC HF5415.127 (ebook) | DDC 658.8/02—dc23


LC record available at https://lccn.loc.gov/2019050392


LC ebook record available at https://lccn.loc.gov/2019050393


10 9 8 7 6 5 4 3 2 1


24 23 22 21 20


Cover: © echo3005/Shutterstock


Print edition typeset in 10/12pt Sabon MT Pro by SPi Gobal


Print edition printed in Slovakia by Neografia


NOTE THAT ANY PAGE CROSS REFERENCES REFER TO THE PRINT EDITION





BRIEF CONTENTS


Preface


Acknowledgements


Publisher’s acknowledgements


PART 1 MARKETING STRATEGY


1 MARKET-LED STRATEGIC MANAGEMENT


2 STRATEGIC MARKETING PLANNING


PART 2 COMPETITIVE MARKET ANALYSIS


3 THE CHANGING MARKET ENVIRONMENT


4 CUSTOMER ANALYSIS


5 COMPETITOR ANALYSIS


6 UNDERSTANDING THE ORGANISATIONAL RESOURCE BASE


PART 3 IDENTIFYING CURRENT AND FUTURE COMPETITIVE POSITIONS


7 SEGMENTATION AND POSITIONING PRINCIPLES


8 SEGMENTATION AND POSITIONING RESEARCH


9 SELECTING MARKET TARGETS


PART 4 COMPETITIVE POSITIONING STRATEGIES


10 CREATING SUSTAINABLE COMPETITIVE ADVANTAGE


11 COMPETING THROUGH THE EVOLVING MARKETING MIX


12 COMPETING THROUGH INNOVATION


13 COMPETING THROUGH SUPERIOR SERVICE AND CUSTOMER RELATIONSHIPS


PART 5 IMPLEMENTING THE STRATEGY


14 STRATEGIC CUSTOMER MANAGEMENT AND THE STRATEGIC SALES ORGANISATION


15 STRATEGIC ALLIANCES AND NETWORKS


16 STRATEGY IMPLEMENTATION AND INTERNAL MARKETING


17 CORPORATE SOCIAL RESPONSIBILITY AND ETHICS


PART 6 CONCLUSIONS


18 MARKETING IN THE TWENTY-FIRST CENTURY


References


Index





CONTENTS


Preface


Acknowledgements


Publisher’s acknowledgements


PART 1


MARKETING STRATEGY


CHAPTER 1


MARKET-LED STRATEGIC MANAGEMENT


Introduction


1.1 The marketing concept and market orientation


1.2 The resource-based view of marketing


1.3 Organisational stakeholders


1.4 Marketing fundamentals


1.5 The role of marketing in leading strategic management


Summary


Case study: LEGO builds new dimension with digital vision


CHAPTER 2


STRATEGIC MARKETING PLANNING


Introduction


2.1 Defining the business purpose or mission


2.2 The marketing strategy process


2.3 Establishing the core strategy


2.4 Creation of the competitive positioning


2.5 Implementation


Summary


Case study: Amazon eyes online sales boost through ‘Fire’ smartphone


PART 2


COMPETITIVE MARKET ANALYSIS


CHAPTER 3


THE CHANGING MARKET ENVIRONMENT


Introduction


3.1 A framework for macro-environmental analysis


3.2 The economic and political environment


3.3 The social and cultural environment


3.4 The technological environment


3.5 Changes in marketing infrastructure and practices


3.6 New strategies for changing macro-environments


3.7 The Five Forces model of industry competition


3.8 The product life cycle


3.9 Strategic groups


3.10 Industry evolution and forecasting


3.11 Environmental stability


3.12 SPACE analysis


3.13 The Advantage Matrix


Summary


Case study: Dyson: A British inventor pivots to Asia


CHAPTER 4


CUSTOMER ANALYSIS


Introduction


4.1 What we need to know about customers


4.2 Marketing research


4.3 The marketing research process


4.4 Organising customer information


Summary


Case study: Amazon and Google lead way on virtual assistant dealmaking at CES


CHAPTER 5


COMPETITOR ANALYSIS


Introduction


5.1 Competitive benchmarking


5.2 The dimensions of competitor analysis


5.3 Choosing good competitors


5.4 Obtaining and disseminating competitive information


Summary


Case study: Adidas kicks off US drive to close in on Nike


CHAPTER 6


UNDERSTANDING THE ORGANISATIONAL RESOURCE BASE


Introduction


6.1 Marketing resources as the foundation for differentiation


6.2 Value-creating disciplines


6.3 The resource-based view of the firm


6.4 Creating and exploiting marketing assets


6.5 Developing marketing capabilities


6.6 Dynamic marketing capabilities


6.7 Resource portfolios


6.8 Developing and exploiting resources


Summary


Case study: Why Ford is stalling in China while Toyota succeeds


PART 3


IDENTIFYING CURRENT AND FUTURE COMPETITIVE POSITIONS


CHAPTER 7


SEGMENTATION AND POSITIONING PRINCIPLES


Introduction


7.1 Principles of competitive positioning


7.2 Principles of market segmentation


7.3 The underlying premises of market segmentation


7.4 Bases for segmenting markets


7.5 Segmenting consumer markets


7.6 Segmenting business markets


7.7 Identifying and describing market segments


7.8 The benefits of segmenting markets


7.9 Implementing market segmentation


Summary


Case study: Turning right: First-class air travel is in decline


CHAPTER 8


SEGMENTATION AND POSITIONING RESEARCH


Introduction


8.1 A priori segmentation approaches


8.2 Post hoc/cluster-based segmentation approaches


8.3 Qualitative approaches to positioning research


8.4 Quantitative approaches to positioning research


Summary


Case study: How millennials became the world’s most powerful consumers


CHAPTER 9


SELECTING MARKET TARGETS


Introduction


9.1 The process of market definition


9.2 Defining how the market is segmented


9.3 Determining market segment attractiveness


9.4 Determining current and potential strengths


9.5 Making market and segment choices


9.6 Alternative targeting strategies


Summary


Case study: No-frills Ryanair faces test with Business Plus


PART 4


COMPETITIVE POSITIONING STRATEGIES


CHAPTER 10


CREATING SUSTAINABLE COMPETITIVE ADVANTAGE


Introduction


10.1 Using organisational resources to create sustainable competitive advantage


10.2 Generic routes to competitive advantage


10.3 Achieving cost leadership


10.4 Achieving differentiation


10.5 Sustaining competitive advantage


10.6 Offensive and defensive competitive strategies


Summary


Case study: Volvo’s heart will ‘remain in Sweden’


CHAPTER 11


COMPETING THROUGH THE EVOLVING MARKETING MIX


Introduction


11.1 The market offer


11.2 Pricing strategies


11.3 Communications strategies


11.4 Distribution strategies


11.5 The extended marketing mix – people, processes and physical evidence


11.6 New businesses and business models


11.7 The connected marketing mix


Summary


Case study: How ABB FIA Formula E championship built a fan base from scratch


CHAPTER 12


COMPETING THROUGH INNOVATION


Introduction


12.1 Innovation strategy


12.2 New products


12.3 Planning for new products


12.4 The new product development process


12.5 Speeding new product development


12.6 Organising for new product development


Summary


Case study: Apple moves into fashion business with Watch launch


CHAPTER 13


COMPETING THROUGH SUPERIOR SERVICE AND CUSTOMER RELATIONSHIPS


Introduction


13.1 The goods and services spectrum


13.2 Service and competitive positioning


13.3 Relationship marketing


13.4 Customer service


13.5 Providing superior service


13.6 Customer relationship management


13.7 E-service quality


13.8 Measuring and monitoring customer satisfaction


Summary


Case study: Property portals hand control to homeowners


PART 5


IMPLEMENTING THE STRATEGY


CHAPTER 14


STRATEGIC CUSTOMER MANAGEMENT AND THE STRATEGIC SALES ORGANISATION


Introduction


14.1 Priorities for identifying strategic sales capabilities


14.2 The new and emerging competitive role for sales


14.3 The strategic sales organisation


14.4 Strategic customer management tasks


14.5 Managing the customer portfolio


14.6 Dealing with dominant customers


Summary


Case study: Power of the ‘mummies’ key to Nestlé’s strategy in DR Congo


CHAPTER 15


STRATEGIC ALLIANCES AND NETWORKS


Introduction


15.1 Pressures to partner


15.2 The era of strategic collaboration


15.3 The drivers of collaboration strategies


15.4 Network forms


15.5 Alliances and partnerships


15.6 Strategic alliances as a competitive force


15.7 The risks in strategic alliances


15.8 Managing strategic alliances


Summary


Case study: UPS and FedEx turn focus to consumer behaviour


CHAPTER 16


STRATEGY IMPLEMENTATION AND INTERNAL MARKETING


Introduction


16.1 The strategy implementation challenge in marketing


16.2 The development of internal marketing


16.3 The scope of internal marketing


16.4 Planning for internal marketing


16.5 Cross-functional partnership as internal marketing


16.6 Implementation and internal marketing


Summary


Case study: Inter Ikea’s Torbjorn Loof: making the vision clear


CHAPTER 17


CORPORATE SOCIAL RESPONSIBILITY AND ETHICS


Introduction


17.1 Marketing strategy and corporate social responsibility


17.2 The scope of corporate social responsibility


17.3 Drivers of corporate social responsibility initiatives


17.4 The other side of corporate social responsibility initiatives


17.5 Defensive corporate social responsibility initiatives


17.6 Corporate social responsibility and innovative competitive advantage


17.7 How companies are responding to the CSR mandate


17.8 CSR and customer value


Summary


Case study: Iceland Foods takes heat for bold environmental message


PART 6


CONCLUSIONS


CHAPTER 18


MARKETING IN THE TWENTY-FIRST CENTURY


Introduction


18.1 The changing competitive arena


18.2 Fundamentals of strategy in a changing world


18.3 Competitive positioning strategies


Summary


Case study: Twitter builds on its character


References


Index





PREFACE


Since the sixth edition of this book, published in 2017, many economies around the world have continued to feel the aftershocks of the deepest recession since the Great Depression of the 1930s, which started with the well-publicised ‘credit crunch’. Despite continuing academic debate about the causes and extent, there is now little doubt that climate change and global warming is beginning to have a significant impact on our physical environment. Technology and the ever-growing acceptance and use of social media are having a profound effect on customer expectations, experience and behaviour.


Despite ongoing economic difficulties and turbulence, climate change has not been ignored, and it presents significant challenges and opportunities for businesses. Sustainable energy technologies, such as wind, solar, wave and thermal biomass, are now being pursued more vigorously and attempts to reduce energy consumption (of cars, buildings and airplanes) are creating new business opportunities. Increasingly, companies, public sector organisations, individuals and nations are adopting and implementing measures, such as sourcing more raw materials locally to reduce ‘carbon miles’ and limiting the use of high-emission travel options to reduce their carbon footprint.


In parallel, a technological revolution is in full swing: driverless cars are a reality, members of the Y generation communicate and share their feedback via social media, customers look for consistent experiences across all shopping channels, and even traditional business models such as the humble taxi have felt disruption – in this case from an app.


Within this context, throughout the seventh edition we have attempted to identify new approaches to doing business that promote sustainability, both for the organisations adopting them and for the environment (economic, social and natural) in which they operate.


Marketing Strategy and Competitive Positioning (7th edition) deals in general with the process of developing and implementing a marketing strategy. The text focuses on competitive positioning at the heart of marketing strategy, and includes in-depth discussion of the processes used in marketing to achieve competitive advantage within the context introduced above.


The text is primarily about creating and sustaining superior performance in the marketplace. It focuses on the two central issues in marketing strategy formulation – the identification of target markets and the creation of a differential advantage. In doing so, it recognises the emergence of potential new target markets born of the recession, increased concern for climate change and disruption from ongoing technological advances. It examines ways in which firms can differentiate offerings through recognition of environmental and social concerns and innovation.


Topics examined include service quality and relationship marketing, networks and alliances, innovation, internal marketing and corporate social responsibility. Emphasis is placed on the development of dynamic marketing capabilities, together with the need to reassess the role of marketing in the organisation as a critical process and not simply as a conventional functional specialisation.


The structure of the text


Part 1 is concerned with the fundamental changes that are taking place in how marketing operates in organisations, and the increasing focus on marketing as a process rather than as a functional specialisation. The central questions of the market orientation of organisations and the need to find better ways of responding to the volatile markets, lead us to emphasise the market-led approach to strategic management and the framework for developing marketing strategy that provides the structure for the rest of the text. Our framework for strategic marketing planning provides the foundation for two critical issues on which we focus throughout this text – choice of market targets and building strong competitive positions. Central to this approach is the resource-based view of marketing and the need to develop, nurture and deploy dynamic marketing capabilities.


Part 2 deals with the competitive environment in which the company operates, and draws specifically on recent changes brought about by recession and concerns for sustainability. Different types of strategic environment are first considered, together with the critical success factors for dealing with each type. Discussion then focuses on the ‘strategic triangle’ of customers, competitors and company in the context of the environment (social, economic and natural) in which the firm operates. Ways of analysing each in turn are explored to help identify the options open to the company. The emphasis is on matching corporate resources, assets and capabilities to market opportunities.


Part 3 examines in more detail the techniques available for identifying market segments (or potential targets) and current (and potential) positions. Alternative bases for segmenting consumer and business markets are explored, as are the data collection and analysis techniques available. Selection of market targets through consideration of the market attractiveness and business strength is addressed.


Part 4 returns to strategy formulation. The section opens with discussion of how to create a sustainable position in the marketplace. Three chapters are concerned with specific aspects of strategy formulation and execution. The chapter on competing through the marketing mix has been retained from the sixth edition, and expanded to reflect increasing use of new media to promote, distribute and create market offerings. The roles of customer service in relationship building and innovation to create competitive advantage are considered in depth.


Part 5 examines implementation issues in more detail. The section includes chapters on strategic customer management and corporate social responsibility, as well as updated chapters on strategic alliances and networks and internal marketing.


Part 6 provides our perspective on future competition and competitors. Various themes from earlier parts of the text are drawn together in order to identify major changes taking place in markets, the necessary organisational responses to those changes, and the competitive positioning strategies that might form the cornerstones of effective marketing in the future.
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Source: Hooley, Nicoulaud, Rudd and Lee (2019).



New to this edition




	Updated content to reflect ongoing economic turbulence and its impact on business and marketing.



	Coverage of the impact of emerging markets on issues of marketing and innovation, and new realities of competing through services, market analysis and segmentation.



	Increased emphasis on competing through innovation, including new business models/new types of retailing.



	Increased emphasis on competing globally in a digital world.



	Updated vignettes at the beginning of most chapters, and new case studies in many of the chapters.



	Updated online resources, including an Instructor’s Manual and PowerPoint slides for instructors, along with additional case studies for students.






This text is ideal for undergraduate and postgraduate students taking modules in Marketing Strategy, Marketing Management and Strategic Marketing Management.
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PART 1


MARKETING STRATEGY
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The first part of this text is concerned with the role of marketing in strategy development and lays the groundwork for analysing the two central issues of competitive positioning and market choices.


Chapter 1 discusses marketing as a process of value creation and delivery to customers that transcends traditional departmental boundaries. We examine the issue of market orientation as a way of doing business that places the customer at the centre of operations, and aligns people, information and structures around the value-creation process. We also recognise and explore the role of organisational resources in creating sustainable competitive advantage. The chapter concludes with a set of fundamental marketing principles to guide the actions of organisations operating in competitive markets, and identifying the role of marketing in leading and shaping strategic management.


Chapter 2 presents a framework for developing a marketing strategy that is adopted throughout the text. A three-stage process is proposed. First, the establishment of the core strategy. This involves defining the business purpose, assessing the alternatives open to the organisation through an analysis of customers, competition and the resources of the organisation, and deciding on the strategic focus that will be adopted. Second is the creation of the competitive positioning for the company. This composes the selection of the target market(s) (which dictates where the organisation will compete) and the establishment of a competitive advantage (which clarifies how it will compete). Third, implementation issues are discussed, such as the achievement of positioning through the use of the marketing mix and organisation and control of the marketing effort.


The ideas and frameworks presented in Part 1 are used to structure the remainder of the text, leading to a more detailed discussion of competitive market analysis in Part 2, segmentation and positioning analysis in Part 3, the development of competitive positioning strategies in Part 4 and strategy implementation issues in Part 5.








CHAPTER 1


MARKET-LED STRATEGIC MANAGEMENT




‘The purpose of marketing is to contribute to maximising shareholder value, and marketing strategies must be evaluated in terms of how much value they create for investors.’


Peter Doyle (2008)







Younger consumers drive shift to ethical products


By Alice Hancock in London


From free-range meat to vegan haircare, demand for sustainable goods is rising


In a busy north London supermarket the weekend before Christmas, the meat aisle is a hubbub. Sarah Rymer, 32, picks her way through a shelf of whole chickens. She chooses a free-range bird. ‘I’ve definitely become more conscious of what I buy in the past few years,’ she says. ‘It can be confusing, but I think it’s worth the money.’ Ms Rymer is one of an increasing number of shoppers driving the UK’s £81.3bn market for ethical products and services. According to not-for-profit consultancy Ethical Consumer, the sector has grown by more than £40bn since 2008, with households spending an average of £1,263 on ethical goods last year. The ethical food and drink market alone was up 9.7 per cent, compared with 5.3 per cent growth in 2015. Businesses are seeing the appeal. For Thanksgiving this year Butterball, the US’s largest turkey producer, launched its first organic range in response to increasing consumer demand, while earlier in the year UK sandwich chain Pret A Manger opened its second and third all-vegetarian outlets. Ikea, which says that it uses its sustainable credentials to set it apart from other affordable homeware brands, intends to use only recycled or FSC certified wood by 2020. Big consumer product groups are making concerted efforts, too. French cosmetics company L’Oréal this month unveiled its first vegan hair colour products, aimed at boosting its flagging professional haircare division. As part of a steady strategy of smaller acquisitions, Unilever bought Sir Kensington, a maker of vegan mayonnaise, and Pukka organic teas. Its sustainable brands – those the company describes as ‘combin[ing] a strong purpose delivering a social or environmental benefit’ – grew 40 per cent faster than the rest of the business in 2016, it says.


[image: Image]


With consumers showing increasing concern for animal welfare, demand has risen for free-range poultry


Source: Jamie McDonald / Staff/Getty Images.


Younger consumers are fuelling this response. YouGov data show that in the past year alone the proportion of 18- to 24-year-olds turning to vegetarianism for environmental or welfare reasons has increased from 9 to 19 per cent. And it is not just in their consumer habits. ‘We know that millennials want to work for companies that take this stuff seriously,’ says Rob Harrison, director of Ethical Consumer. ‘Lots of new start-ups have an ethical mission and it translates across into buying patterns.’ He is speaking to me on his Fairphone, marketed as ‘the world’s first ethical, modular smartphone’. Ben Gleisner is the founder of one such ethically minded start-up. In 2009, while working as an economist in the New Zealand treasury, he identified what he calls a ‘massive market failure’: businesses, unaware that customers were interested in ethical products did not invest in them, resulting in a ‘huge undersupply’. Conscious Consumers, the platform he has set up, provides retailers with data about customers’ ethical preferences. Shoppers sign up online and link their credit or debit card to the app. Whenever they spend money at businesses registered with Conscious Consumers, data entered on their profile – from whether they would prioritise buying organic to whether they are interested in climate change or workers welfare – is sent to the retailer. In 2015 Mr Gleisner and his team ran New Zealand’s second-biggest crowdfunding campaign and in autumn next year it plans to launch in its first foreign market: the UK. Richard Collier-Keywood, previously managing partner of PwC UK, has come on board as a director. Mr Gleisner says that 16- to 35-year-olds – Generations Y and Z – are the strongest market. ‘Generation Z is the most environmentally and socially “aware” consumer market yet. Even more so than millennials,’ he says. The sticking point is cost. At higher-end supermarket Waitrose, where Ms Rymer is shopping, an Essential range chicken is £2.40 per kg while a free-range bird is £6.25 per kg – more than double the price. Josie Mallin, 27, who is shopping for a Sunday joint in the more affordable Morrisons supermarket nearby, chooses a standard chicken. ‘I try to buy ethically but say a normal chicken is £4 and an organic chicken is £10, I’m going to buy the normal one,’ she says.














	FT


	Source: from ‘Younger consumers drive shift to ethical products’, Financial Times, 23/12/17 (Hancock, A.).













Discussion questions




	1 What issues is Conscious Consumers trying to address?



	2 How is the company trying to address them?











Introduction





In the quote that begins this chapter, Professor Peter Doyle highlights that the primary overarching goal for chief executives of commercial companies is to maximise shareholder value. However, is this at odds with the increasing awareness of, and attention to, environmental and social responsibility issues? Surely firms seeking to maximise shareholder value will pay scant regard to the natural and social environment in which they operate, taking what they can, irrespective of the consequences, in order to make a quick buck? Isn’t this the essence of market-based capitalism – red in tooth and claw?


Wrong! The essence of the shareholder value approach is the long-term sustainability of the organisation through the creation of lasting value. Indeed, Doyle also argues that shareholder value is often confused with maximising profits. Maximising profitability is generally considered to be a short-term approach (and may result in eroding long-term competitiveness through actions such as cost cutting and shedding assets, to produce quick improvements in earnings). Maximising shareholder value, on the other hand, requires long-term thinking, the identification of changing opportunities and investment in the building of competitive advantage.


The role of marketing in the modern organisation poses something of a paradox. As Doyle (2008) again points out, few chief executives come from a marketing background, and many leading organisations have no marketing directors on their boards. Indeed, in many firms, the marketing function or department has had little or no strategic input, and instead is largely concerned with public relations (PR), advertising or sales support roles. However, there has been a noticeable change over the last decade or so regarding the importance of the marketing concept in setting strategic direction and influencing the overall culture of firms. Indeed, marketing is now routinely discussed, and embraced as being influential and important, in sectors that might have previously considered its use as irrelevant – for example in not-for-profit enterprises, such as charities and the arts, political parties and public sector organisations such as universities and the police service.


Managers increasingly recognise that the route to achieving commercial or social objectives lies in meeting the needs and expectations of their customers (goods or services). The concept of the customer has always been strong in commercial businesses, and as supply has outstripped demand in so many industries, so customer choice has increased. Additionally, there has been a vast increase in information available to customers through media sources such as the Internet, and as a result power in the supply chain has shifted dramatically from manufacturer to retailer/supplier, to end customer. In a rapidly changing and increasingly complex world, organisations that don’t have customer satisfaction at the core of their strategic decision making will find it increasingly hard to survive.


In the not-for-profit world, the concept of the ‘customer’ is taking more time to get established but is no less central. Public sector organisations talk in terms of ‘clients’, ‘patients’, ‘students’, ‘passengers’ and the like. In reality, all are customers, in that they receive some form of benefit through an exchange with an entity or service provider. Where customers can make choices between service providers (within the public sector or outside it), they choose providers who best serve their needs. Some private sector providers have successfully identified areas where customers have not been well served by the public sector, and have provided new choices (in healthcare, education, security services and transport, for example). Additionally, and conversely, where private service providers have not delivered promised levels of service/service improvements, they have been ‘taken back’ into public hands. For example, in 2019, Her Majesty’s Prison (HMP) Winson Green in Birmingham (UK) was returned to public hands from the private provider (G4S) by the Ministry of Justice following a series of high-profile issues, and a very poor report from inspectors.


While organisational structures, operational methods and formal trappings of marketing can, and should, change to reflect new developments and market opportunities, the philosophy and concept of marketing, as described in this chapter, are even more relevant today than ever before.


This first chapter sets the scene by examining the marketing concept and market orientation as the foundations of strategic marketing, the role of marketing in addressing various stakeholders in the organisation, and the developing resource-based marketing strategy approach.





1.1 The marketing concept and market orientation







1.1.1 Evolving definitions of marketing


One of the earliest examples of codification and/or definition in the development of marketing as a discipline was concerned with the marketing concept. Over 50 years ago, Felton (1959) proposed that the marketing concept is:


a corporate state of mind that exists on the integration and coordination of all the marketing functions which, in turn, are melded with all other corporate functions, for the basic objective of producing long-range profits.


More recently, Kotler et al. (1996) suggested that the defining characteristic of the marketing concept is that:


the marketing concept holds that achieving organisational goals depends on determining the needs and wants of target markets and delivering the desired satisfactions more effectively and efficiently than competitors do.


At its simplest, the marketing concept holds that in increasingly dynamic and competitive markets, the companies or organisations that are most likely to succeed are those that take notice of customer expectations, wants and needs, and gear themselves to satisfying them better than their competitors. It recognises that there is no reason why customers should buy one organisation’s offerings unless they are in some way better at serving their wants and needs than those offered by competing organisations.


As it probably should, the meaning and domain of marketing remains subject to evolution and discussion. To exemplify this, in 1985 the American Marketing Association (AMA) reviewed more than 25 marketing definitions before arriving at their own (see Ferrell and Lucas, 1987):


Marketing is the process of planning and executing the conception, pricing, planning and distribution of ideas, goods and services to create exchanges that satisfy individual and organisational objectives.


This has since evolved further, but very much embraces the broad ideas expressed in this initial definition. The AMA’s current definition of marketing (from July 2013) is:


Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.


Taken together, the definitions position marketing as embedded within an organisation, and as something that has extensive impact outside the organisation. They also reinforce the centrality of the marketing concept, value, process, mutually beneficial exchange and customer relationships. These issues may, or may not, be managed by a marketing department or function. These definitions lead to a model of ‘mutually beneficial exchanges’ as an overview of the role of marketing, as shown in Figure 1.1.


Definitions of marketing are, of course, extremely useful. However, the reality of what marketing means operationally, and in reality, is a far more difficult topic. Webster (1997) points out that, of all the management functions, marketing has the most difficulty in defining its position in the organisation, because it is simultaneously culture, strategy and tactics. He argues that marketing involves the following:




	Culture: marketing may be expressed as the ‘marketing concept’ – that is, a set of values and beliefs embedded in employees that drives organisational decision making through a fundamental commitment to serving customers’ needs, as the path to sustained profitability.



	Strategy: as strategy, marketing seeks to develop effective responses to changing market environments by defining market segments, and developing and positioning product offerings for those target markets.



	Tactics: marketing as tactics is concerned with the day-to-day activities of product management, pricing, distribution and marketing communications such as advertising, personal selling, publicity and sales promotion.






The challenge of simultaneously building a customer (or market) orientation in an organisation (culture), developing value propositions and competitive positioning (strategy) and developing detailed marketing action plans (tactics) is complex. It is perhaps unsurprising that the organisational reality of marketing often falls short of the demands suggested previously.
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Figure 1.1 Mutually beneficial exchanges



1.1.2 Market orientation


Marketing Science Institute (MSI) studies during the 1990s attempted to identify the specific activities that translate the philosophy of marketing into reality, and hence achieve a market orientation. In one of the most widely quoted research streams in modern marketing that stemmed from the seminal, and still influential, Kohli and Jaworski (1990) study, market orientation was defined in the following terms:


a market orientation entails (1) one or more departments engaging in activities geared towards developing an understanding of customers’ current and future needs and the factors affecting them, (2) sharing of this understanding across departments, and (3) the various departments engaging in activities designed to meet select customer needs. In other words, a market orientation refers to the organisation-wide generation, dissemination, and responsiveness to market intelligence.


This view of market orientation is concerned primarily with the development of what may be called market understanding throughout an organisation, and poses a substantial management challenge.


Another important contribution to this discussion, Narver and Slater (1990), defined market orientation as:


the organisational culture … that most effectively and efficiently creates the necessary behaviours for the creation of superior value for buyers and, thus, continuous superior performance for the business.


From this work a number of components, and in essence the context of marketing, are proposed (see Figure 1.2):




	customer orientation: understanding customers well enough to create superior value for them;



	competitor orientation: awareness of the short-term and long-term capabilities of competitors;



	interfunctional coordination: using all company resources, working together, to create value for target customers;



	organisational culture: linking employee and managerial behaviour to customer satisfaction;



	long-term creation of shareholder value: as the overriding business objective.
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Figure 1.2 Components and context of market orientation


To support these ideas, there is a significant and quite compelling amount of support for the view that market orientation is associated with superior organisational performance – that is, financial performance and non-financial performance such as employee commitment and esprit de corps (Jaworski and Kohli, 1993; Slater and Narver, 1994; Cano et al., 2004; Kumar et al., 2011).


However, it has also been suggested that there may be substantial barriers to achieving market orientation (Harris, 1996, 1998; Piercy et al., 2002). The reality may be that executives face the problem of creating and driving marketing strategy in situations where the company is simply not market orientated. This is probably at the heart of many strategy implementation problems in marketing (see Chapter 16).


The ‘signs’ of market orientation can be summarised in the following terms, and underlines the links between them and our approach to marketing strategy and competitive positioning:




	Reaching marketing’s true potential may rely mostly on success in moving past marketing activities (tactics) to marketing as a company-wide issue of real customer focus (culture) and competitive positioning (strategy). The evidence supports suggestions that marketing has generally been highly effective in tactics, but only marginally effective in changing culture, and largely ineffective in the area of strategy (Day, 1992; Varadarajan, 1992; Webster, 1997; Varadarajan, 2012).



	One key is achieving understanding of the market and the customer throughout the company, and building the capability for responsiveness to market changes. The real customer focus and responsiveness of the company is the context in which marketing strategy is built and implemented. Our approach to competitive market analysis in Part 2 provides many of the tools that can be used to enhance and share an understanding of the customer marketplace throughout the company.



	Another issue is that the marketing process should be seen as interfunctional and cross-disciplinary, and not simply the responsibility of the marketing department. This is the real value of adopting the process perspective on marketing that is becoming more widely adopted by large organisations (Hulbert et al., 2003). We shall see in Part 4 on competitive positioning strategies that superior service and value, and innovation to build defensible competitive positions, rely on the coordinated efforts of many functions and people within the organisation. Cross-functional relationships are also an important emphasis in Part 5.



	It is also clear that a deep understanding of the competition in the market from the customer’s perspective is critical. Viewing the product or service from a customer’s viewpoint is often difficult, but without that perspective a marketing strategy is highly vulnerable to attack from unsuspected sources of competition. We shall confront this issue in Part 3, where we are concerned with competitive positions.



	Finally, it follows that the issue is long-term performance, not simply short-term results, and this perspective is implicit in all that we consider when building and implementing marketing strategy.






A framework for executives to evaluate market orientation in their own organisations is shown in Box 1.1. However, it is also important to make the point at this early stage that marketing as organisational culture (the marketing concept and market orientation) must also be placed in the context of other drivers of the values and approaches of the organisation. A culture that emphasises customers as key stakeholders in the organisation is completely consistent and complementary with one that also recognises the needs and concerns of shareholders, employees, managers and the wider social and environmental context in which the organisation operates.


In addition to any discussion of customer focus or market orientation it is worth noting that advocacy of a completely customer-focused approach comes with a health warning. Occasionally these approaches are confused with the notion of ‘doing whatever the customers say’. There lies madness! While understanding customers, and potential customers, is clearly important, so are issues of creativity and innovation. Hence it is important for organisations to be market driven, but equally it is important to be market driving – that is, trialling new and possibly edgy (beyond what might be expected) products and services. This is advocated, as asking customers what they want can simply be the wrong question – often they don’t know!





Box 1.1 Market orientation assessment


1 Customer orientation
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Total score for customer orientation (out of 25)



2 Competitor orientation
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Total score for competitor orientation (out of 20)


3 Long-term perspectives
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Total score for long-term perspectives (out of 15)


4 Interfunctional coordination
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Total score for interfunctional coordination (out of 20)



5 Organisational culture
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Total score for organisational culture (out of 20)


Summary


From the totals obtained:


Customer orientation (out of 25)


Competitor orientation (out of 20)


Long-term perspectives (out of 15)


Interfunctional coordination (out of 20)


Organisational culture (out of 20)


Total score (out of 100)


Interpretation




	80–100. This indicates a high level of market orientation. However, scores below 100 can still be improved!



	60–80. This indicates moderate market orientation. Identify the areas where most improvement is needed.



	40–60. This shows that there is a long way to go in developing a market orientation. Identify the main gaps and set priorities for action to close them.



	20–40. This indicates a mountain ahead of you! Start at the top and work your way through. Some factors will be more within your control than others. Tackle those first.






Note: If you scored ‘0’ on many of the scales you need to find out more about your own company!








1.2 The resource-based view of marketing






The dominant view of strategy in the 1980s and early 1990s was proposed by, among others, Michael Porter of the Harvard Business School (Porter, 1980, 1985). This view suggested that the key to strategy lay in industry dynamics and characteristics. While there has since been a great deal of academic discussion and debate on this perspective, it is a view that is fundamental to strategic management theory, and hence worthy of further discussion. Porter suggested that some industries were inherently more attractive than others, and that the factors driving industry competition were key determinants of profitability. Under this approach, the focus for explaining performance differences between organisations shifted from outside the firm (the industries in which it operated) to within the firm itself (its resources and capabilities).
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Figure 1.3 Marketing approaches


Termed the resource-based view of the firm (Wernerfelt, 1984), with a focus on ‘core competencies’ (Prahalad and Hamel, 1990), this new approach suggested that performance was essentially driven by the resource profile of the organisation, and that the source of superior performance lay in the possession and deployment of distinctive, hard-to-imitate or protected resources.


Our view on strategy and marketing is that these two approaches can be combined successfully to the benefit of both. They do, however, throw into stark relief the different approaches to strategy in general, and marketing in particular, that are still evident in many organisations today. Three main alternative approaches are apparent (see Figure 1.3):




	Product push marketing. Under this approach, firms focus activities on existing products and services, and look for ways to encourage or even persuade customers to buy. This is a myopic interpretation of the resource-based view: we have a resource (our product or service) that we are good at producing, and that is different from what competitors offer. The key notion underpinning this approach is to make customers want what we are good at. Car dealerships and their supply chain present good examples of push marketing. Dealers are often given favourable incentives based on volume targets that culminate in significant financial payments based on numbers of cars sold, as are sales people. In this setting it is very much in everyone’s interests to ‘push’ cars through the supply chain to the customer.



	Customer-led marketing. The other extreme is customer-led marketing (Slater, 1998). Under this approach, organisations chase their customers at all costs. The goal is to find what customers want and, whatever it is, give it to them. This can also lead to problems. Being excessively customer led can lead to a short-term orientation, resulting in trivial incremental product development efforts and myopic research and development (R&D) (Frosch, 1996). Christensen and Bower (1996) go further, suggesting that ‘firms lose their position of industry leadership … because they listen too carefully to their customers’. (See earlier discussion regarding the importance of organisations being market driven and market driving.)



	Resource-based marketing. In this text we advocate a middle ground between these two extremes. Here, firms base marketing strategies on equal consideration of the requirements of the market and their abilities to serve it. Under this approach, a long-term view of customer requirements is taken in the context of other market considerations (such as competitor offerings and strategies, and the realities of the supply chain), together with mapping out the assets, competencies and skills of the organisation to ensure they are leveraged to the full.






Resource-based marketing essentially seeks a long-term fit between the requirements of the market and the abilities of the organisation to compete in it. This does not mean that the resources of the organisation are seen as fixed and static, far from it. Market requirements evolve over time and the resource profile of an organisation must continuously develop to enable it to continue to compete, and to enable it to take advantage of new opportunities. The essential factor, however, is that opportunities are seized where the organisation has an existing or potential advantage through its resource base, rather than just pursued ad hoc. These points will be returned to when we discuss the assessment of company marketing resources (Chapter 6) and the criteria for selecting those markets in which to operate (Chapter 9).


First, however, we need to explore how market orientation and marketing resources impact on organisational performance. To do this we introduce the idea of organisational stakeholders.





1.3 Organisational stakeholders






Why do organisations exist? The simple answer, for commercial organisations, may be to earn returns on investments for shareholders and owners of those organisations. For non-commercial organisations, such as charities, faith-based organisations, public services and so on, the answer may lie in the desire to serve specific communities or constituencies. However, organisations, both commercial and non-profit, are rarely driven by such simple goals. Often there are many demands, sometimes complementary, sometimes competing, that drive decisions. For example, James Dyson’s decision to move production of his household appliances out of the United Kingdom to Asia in early 2002 for cost reasons (responsibility to shareholders to operate efficiently), resulted in a considerable backlash from the local community and national media over the impact on jobs and livelihoods in the UK (responsibility to employees and the local community).


All organisations serve multiple stakeholders (Harrison and St John, 1994; Mitchell et al., 1997). Some, however, will be given higher priority than others in the way decisions are made and resources allocated (Rowley, 1997; Ogden and Watson, 1999). Research into the transition economies of central and Eastern Europe, for example, found that in many state-owned enterprises (SOEs) the major stakeholders were the employees, and organisational objectives centred on providing continuity of employment (Hooley et al., 2000). This orientation persists in many former SOEs following privatisation and sell-off to the commercial sector, although this is now changing. For many of the commercial firms surveyed in the piece of work cited previously, the prime objectives centred on profitability and short-term return on investment.


The long-term implications of climate change and global warming have led many organisations to begin to recognise the importance of the physical and natural environment in their plans and actions. Indeed, the natural environment could be seen as a further ‘stakeholder’. Many organisations have really taken this notion to heart and have embedded this thinking in how they define themselves. Organisations are increasingly under pressure to assure stakeholders that their actions are sustainable and are having a positive impact on issues such as the environment or society, for example. Related and increasingly widespread terms associated with these important ideas for marketers are ‘green marketing’, ‘cause-related marketing’ and ‘sustainable marketing’. The ‘triple bottom line’ is also a term that has become familiar to CEOs the world over, referring to the need for organisations to be seen to improve (or certainly not to have a negative impact on) the overall state of Planet Earth, the human race and financial stakeholders (i.e. shareholders). The rather out-of-date and uninformed 1980s notion of ‘greed is good’ has now been replaced in many organisations by a more sensible and sustainable mantra that includes a more balanced sentiment at its core. It would be wrong, however, to see this change as a fad or trend, and organisations are increasingly gaining traction with spending customers because of their stance on environmental and societal issues. This is the triple bottom line writ large, and companies such as Patagonia, Levi Strauss and McDonald’s (with its Ronald McDonald Houses for families of chronically ill children) are great examples of this.


[image: Image]


Figure 1.4 Organisational stakeholders


In the context of commercial organisations, a number of primary stakeholders can be identified (see Figure 1.4). These include shareholders and owners, managers, employees, customers, suppliers and the society in which they operate. While a market-orientated culture, discussed earlier, serves to place customers high in the priority ranking, the reality for most organisations is a complex blend of considerations that incorporates all stakeholders.


Doyle (2008) discusses the motivations and expectations of the various stakeholder groups, as follows:




	Shareholders may be of two main types. First, there may be individuals with emotional and long-term personal ties to the business. Increasingly, however, shareholders nowadays are financial investors, both individual and institutional, who are seeking to maximise the long-term value of their investments. Paradoxically, this desire for long-term shareholder value may drive many firms to make short-term decisions in order to maximise share price or dividends.



	Employees may also have long-term commitment to the firm. Their priorities are generally some combination of compensation (through wages and salaries), job satisfaction and security (of employment). These may be at odds with the value of the firm to shareholders. Few employees would agree that their personal job loss through ‘downsizing’ is a price worth paying for increasing shareholder value! Some firms, however, put a great deal of effort into understanding employee motivations. For example, Skandia, the Swedish insurance company, regularly surveys employees with a view to aligning employee and corporate goals (Fortune, 11 March 2002). The John Lewis Partnership has over 80,000 employees, or ‘Partners’, and annual revenue of over £10bn; the Partners share in the benefits and profits of the business. It also involves employees in decision making through meetings between management and elected staff representatives and, as a result, staff turnover is very low in comparison with others in the industry.




OEBPS/images/f0008-01.jpg
Provider’s
goals

Survival
Financial
Social
Spiritual
Ecological
etc.

Offers
Products, services, etc.

Customer
and provider
satisfaction

Purchases, support

Customer’s
joals

Solutions
Benefits
Altruism
Well-being
etc.






OEBPS/images/f0010-01.jpg
Strongly Agree Neither Disagree Strongly Don't
agree disagree  know
Information about customer needsand 5 4 3 2 1 o
requirements is collected regularly
Our corporate objective and policies 5 4 3 2 1 0
are aimed directly at creating satisfied
customers
Levels of customer satisfaction are 5 4 3 2 1 o
regularly assessed and action is taken
to improve matters where necessary
We put major effort into building stronger 5 4 3 2 1 (4
relationships with key customers and
customer groups.
We recognise the existence of distinct 5 4 3 = 1 0

groups or segments in our markets
with different needs and we adapt our
offerings accordingly






OEBPS/images/f0012-01.jpg
Strongly Agree Neither Disagree Strongly Don't

agree disagree know
All employees recognise their role in 5 4 3 2 1 0
helping to create satisfied end customers

Reward structures are closely related 5 4 3 2 1 0

to external market performance and

customer satisfaction

Senior management in all functional 5 4 3 2 1 0
areas give top priority to creating

satisfied customers

Senior management meetings give high 5 4 3 2 1 0

priority to discussing issues that affect
customer satisfaction





OEBPS/images/f00xii-01.jpg
Business

purpose
Chapters 182
Environment Company
p Core strategy d
analysis iy analysis
Chapters 3,4 &5 Chapter 6.
Competitive Competitive
"“;‘““ 'ﬁ'?“ positioning advantage
Chapters 7& 8 Chapter 10
Contial | \ o | [N ossriees
Cnater 17| ‘ | croses 14,158 18

mix

Chapters 11, 12813






OEBPS/images/title.jpg
@ Pearson






OEBPS/nav.xhtml


Contents



		Cover


		Title


		Copyright


		Contents


		Preface


		Acknowledgements


		Publisher's Acknowledgements


		Part 1 Marketing Strategy

		Chapter 1 Market-Led Strategic Management

		Introduction


		1.1 The marketing concept and market orientation


		1.2 The resource-based view of marketing


		1.3 Organisational stakeholders


		1.4 Marketing fundamentals


		1.5 The role of marketing in leading strategic management


		Summary


		Case study: LEGO builds new dimension with digital vision






		Chapter 2 Strategic Marketing Planning

		Introduction


		2.1 Defining the business purpose or mission


		2.2 The marketing strategy process


		2.3 Establishing the core strategy


		2.4 Creation of the competitive positioning


		2.5 Implementation


		Summary


		Case study: Amazon eyes online sales boost through ‘Fire’ smartphone










		Part 2 Competitive Market Analysis

		Chapter 3 The Changing Market Environment

		Introduction


		3.1 A framework for macro-environmental analysis


		3.2 The economic and political environment


		3.3 The social and cultural environment


		3.4 The technological environment


		3.5 Changes in marketing infrastructure and practices


		3.6 New strategies for changing macro-environments


		3.7 The Five Forces model of industry competition


		3.8 The product life cycle


		3.9 Strategic groups


		3.10 Industry evolution and forecasting


		3.11 Environmental stability


		3.12 SPACE analysis


		3.13 The Advantage Matrix


		Summary


		Case study: Dyson: A British inventor pivots to Asia






		Chapter 4 Customer Analysis

		Introduction


		4.1 What we need to know about customers


		4.2 Marketing research


		4.3 The marketing research process


		4.4 Organising customer information


		Summary


		Case study: Amazon and Google lead way on virtual assistant dealmaking at CES






		Chapter 5 Competitor Analysis

		Introduction


		5.1 Competitive benchmarking


		5.2 The dimensions of competitor analysis


		5.3 Choosing good competitors


		5.4 Obtaining and disseminating competitive information


		Summary


		Case study: Adidas kicks off US drive to close in on Nike






		Chapter 6 Understanding The Organisational Resource Base

		Introduction


		6.1 Marketing resources as the foundation for differentiation


		6.2 Value-creating disciplines


		6.3 The resource-based view of the firm


		6.4 Creating and exploiting marketing assets


		6.5 Developing marketing capabilities


		6.6 Dynamic marketing capabilities


		6.7 Resource portfolios


		6.8 Developing and exploiting resources


		Summary


		Case study: Why Ford is stalling in China while Toyota succeeds










		Part 3 Identifying Current and Future Competitive Positions

		Chapter 7 Segmentation and Positioning Principles

		Introduction


		7.1 Principles of competitive positioning


		7.2 Principles of market segmentation


		7.3 The underlying premises of market segmentation


		7.4 Bases for segmenting markets


		7.5 Segmenting consumer markets


		7.6 Segmenting business markets


		7.7 Identifying and describing market segments


		7.8 The benefits of segmenting markets


		7.9 Implementing market segmentation


		Summary


		Case study: Turning right: First-class air travel is in decline






		Chapter 8 Segmentation and Positioning Research

		Introduction


		8.1 A priori segmentation approaches


		8.2 Post hoc/cluster-based segmentation approaches


		8.3 Qualitative approaches to positioning research


		8.4 Quantitative approaches to positioning research


		Summary


		Case study: How millennials became the world’s most powerful consumers






		Chapter 9 Selecting Market Targets

		Introduction


		9.1 The process of market definition


		9.2 Defining how the market is segmented


		9.3 Determining market segment attractiveness


		9.4 Determining current and potential strengths


		9.5 Making market and segment choices


		9.6 Alternative targeting strategies


		Summary


		Case study: No-frills Ryanair faces test with Business Plus










		Part 4 Competitive Positioning Strategies

		Chapter 10 Creating Sustainable Competitive Advantage

		Introduction


		10.1 Using organisational resources to create sustainable competitive advantage


		10.2 Generic routes to competitive advantage


		10.3 Achieving cost leadership


		10.4 Achieving differentiation


		10.5 Sustaining competitive advantage


		10.6 Offensive and defensive competitive strategies


		Summary


		Case study: Volvo’s heart will ‘remain in Sweden’






		Chapter 11 Competing Through The Evolving Marketing Mix

		Introduction


		11.1 The market offer


		11.2 Pricing strategies


		11.3 Communications strategies


		11.4 Distribution strategies


		11.5 The extended marketing mix – people, processes and physical evidence


		11.6 New businesses and business models


		11.7 The connected marketing mix


		Summary


		Case study: How ABB FIA Formula E championship built a fan base from scratch






		Chapter 12 Competing Through Innovation

		Introduction


		12.1 Innovation strategy


		12.2 New products


		12.3 Planning for new products


		12.4 The new product development process


		12.5 Speeding new product development


		12.6 Organising for new product development


		Summary


		Case study: Apple moves into fashion business with Watch launch






		Chapter 13 Competing Through Superior Service and Customer Relationships

		Introduction


		13.1 The goods and services spectrum


		13.2 Service and competitive positioning


		13.3 Relationship marketing


		13.4 Customer service


		13.5 Providing superior service


		13.6 Customer relationship management


		13.7 E-service quality


		13.8 Measuring and monitoring customer satisfaction


		Summary


		Case study: Property portals hand control to homeowners










		Part 5 Implementing The Strategy

		Chapter 14 Strategic Customer Management and The Strategic Sales Organisation

		Introduction


		14.1 Priorities for identifying strategic sales capabilities


		14.2 The new and emerging competitive role for sales


		14.3 The strategic sales organisation


		14.4 Strategic customer management tasks


		14.5 Managing the customer portfolio


		14.6 Dealing with dominant customers


		Summary


		Case study: Power of the ‘mummies’ key to Nestlé’s strategy in DR Congo






		Chapter 15 Strategic Alliances and Networks

		Introduction


		15.1 Pressures to partner


		15.2 The era of strategic collaboration


		15.3 The drivers of collaboration strategies


		15.4 Network forms


		15.5 Alliances and partnerships


		15.6 Strategic alliances as a competitive force


		15.7 The risks in strategic alliances


		15.8 Managing strategic alliances


		Summary


		Case study: UPS and FedEx turn focus to consumer behaviour






		Chapter 16 Strategy Implementation and Internal Marketing

		Introduction


		16.1 The strategy implementation challenge in marketing


		16.2 The development of internal marketing


		16.3 The scope of internal marketing


		16.4 Planning for internal marketing


		16.5 Cross-functional partnership as internal marketing


		16.6 Implementation and internal marketing


		Summary


		Case study: Inter Ikea’s Torbjorn Loof: making the vision clear






		Chapter 17 Corporate Social Responsibility and Ethics

		Introduction


		17.1 Marketing strategy and corporate social responsibility


		17.2 The scope of corporate social responsibility


		17.3 Drivers of corporate social responsibility initiatives


		17.4 The other side of corporate social responsibility initiatives


		17.5 Defensive corporate social responsibility initiatives


		17.6 Corporate social responsibility and innovative competitive advantage


		17.7 How companies are responding to the CSR mandate


		17.8 CSR and customer value


		Summary


		Case study: Iceland Foods takes heat for bold environmental message










		PART 6 Conclusions

		Chapter 18 Marketing in The Twenty-First Century

		Introduction


		18.1 The changing competitive arena


		18.2 Fundamentals of strategy in a changing world


		18.3 Competitive positioning strategies


		Summary


		Case study: Twitter builds on its character










		References


		Index








		Cover


		i


		ii


		iii


		iv


		v


		vi


		vii


		viii


		ix


		x


		xi


		xii


		xiii


		xiv


		xv


		xvi


		xvii


		xviii


		xix


		xx


		xxi


		xxii


		xxiii


		1


		2


		3


		4


		5


		6


		7


		8


		9


		10


		11


		12


		13


		14


		15


		16


		17


		18


		19


		20


		21


		22


		23


		24


		25


		26


		27


		28


		29


		30


		31


		32


		33


		34


		35


		36


		37


		38


		39


		40


		41


		42


		43


		44


		45


		46


		47


		48


		49


		50


		51


		52


		53


		54


		55


		56


		57


		58


		59


		60


		61


		62


		63


		64


		65


		66


		67


		68


		69


		70


		71


		72


		73


		74


		75


		76


		77


		78


		79


		80


		81


		82


		83


		84


		85


		86


		87


		88


		89


		90


		91


		92


		93


		94


		95


		96


		97


		98


		99


		100


		101


		102


		103


		104


		105


		106


		107


		108


		109


		110


		111


		112


		113


		114


		115


		116


		117


		118


		119


		120


		121


		122


		123


		124


		125


		126


		127


		128


		129


		130


		131


		132


		133


		134


		135


		136


		137


		138


		139


		140


		141


		142


		143


		144


		145


		146


		147


		148


		149


		150


		151


		152


		153


		154


		155


		156


		157


		158


		159


		160


		161


		162


		163


		164


		165


		166


		167


		168


		169


		170


		171


		172


		173


		174


		175


		176


		177


		178


		179


		180


		181


		182


		183


		184


		185


		186


		187


		188


		189


		190


		191


		192


		193


		194


		195


		196


		197


		198


		199


		200


		201


		202


		203


		204


		205


		206


		207


		208


		209


		210


		211


		212


		213


		214


		215


		216


		217


		218


		219


		220


		221


		222


		223


		224


		225


		226


		227


		228


		229


		230


		231


		232


		233


		234


		235


		236


		237


		238


		239


		240


		241


		242


		243


		244


		245


		246


		247


		248


		249


		250


		251


		252


		253


		254


		255


		256


		257


		258


		259


		260


		261


		262


		263


		264


		265


		266


		267


		268


		269


		270


		271


		272


		273


		274


		275


		276


		277


		278


		279


		280


		281


		282


		283


		284


		285


		286


		287


		288


		289


		290


		291


		292


		293


		294


		295


		296


		297


		298


		299


		300


		301


		302


		303


		304


		305


		306


		307


		308


		309


		310


		311


		312


		313


		314


		315


		316


		317


		318


		319


		320


		321


		322


		323


		324


		325


		326


		327


		328


		329


		330


		331


		332


		333


		334


		335


		336


		337


		338


		339


		340


		341


		342


		343


		344


		345


		346


		347


		348


		349


		350


		351


		352


		353


		354


		355


		356


		357


		358


		359


		360


		361


		362


		363


		364


		365


		366


		367


		368


		369


		370


		371


		372


		373


		374


		375


		376


		377


		378


		379


		380


		381


		382


		383


		384


		385


		386


		387


		388


		389


		390


		391


		392


		393


		394


		395


		396


		397


		398


		399


		400


		401


		402


		403


		404


		405


		406


		407


		408


		409


		410


		411


		412


		413


		414


		415


		416


		417


		418


		419


		420


		421


		422


		423


		424


		425


		426


		427


		428


		429


		430


		431


		432


		433


		434


		435


		436


		437


		438


		439


		440


		441


		442


		443


		444


		445


		446


		447


		448


		449


		450


		451


		452


		453


		454


		455


		456


		457


		458


		459


		460


		461


		462


		463


		464


		465


		466


		467


		468


		469


		470


		471


		472


		473


		474


		475


		476


		477


		478


		479


		480


		481


		482


		483


		484


		485


		486


		487


		488


		489


		490


		491


		492


		493


		494


		495


		496


		497


		498


		499


		500


		501


		502


		503


		504


		505


		506


		507


		508


		509


		510


		511


		512


		513


		514


		515


		516


		517


		518


		519


		520


		521


		522


		523


		524


		525


		526


		527


		528


		529


		530


		531


		532


		533


		534


		535


		536


		537


		538


		539


		540


		541


		542


		543


		544


		545


		546


		547


		548


		549


		550


		551


		552


		553


		554


		555


		556


		557


		558


		559


		560


		561


		562


		563


		564


		565


		566


		567


		568


		569


		570


		571


		572


		573


		574


		575


		576


		577


		578


		579


		580


		581


		582


		583


		584


		585


		586


		587


		588


		589


		590


		591


		592


		593


		594









OEBPS/images/f0009-01.jpg
Customer
orientation

Market-led
organisational
culture

Interfunctional
coordination

Competitor
orientation

Focus on the
long term





OEBPS/images/f0011-03.jpg
Strongly Agree Neither Disagree Strongly Don't

agree disagree know
Information about customers is widely 5 4 3 2 1 o
circulated and communicated throughout
the organisation
The different departments in the 5 4 3 2 1 o
organisation work effectively together
to serve customer needs
Tensions and rivalries between 5 4 3 2 1 (4
departments are not allowed to get in
the way of serving customers effectively
Our organisation is flexible to enable 5 4 3 2 1 o

opportunities to be seized effectively
rather than hierarchically constrained






OEBPS/images/f0015-01.jpg
Customers.

Shareholders

Suppliers.

Employees





OEBPS/images/f000ii-01.jpg
Pearson





OEBPS/images/f0011-02.jpg
Strongly Agree Neither Disagree Strongly Don't

agree disagree  know
We place greater priority on long-term 5 4 3 2 1 0
market-share gain than on short-run profits.
We put greater emphasis on improving our 5 4 3 2 1 0
market performance than on improving
internal efficiencies
Decisions are guided by long-term 5 4 3 2 1 4

considerations rather than short-run
expediency





OEBPS/images/f0013-01.jpg
Market needs

Customer-led
marketing

Product push
marketing

Organisational capabilities






OEBPS/images/f0011-01.jpg
Strongly Agree  Neither Disagree Strongly Don't

agree disagree  know
Information about competitor activities 5 4 3 2 1 0
is collected regularly
We conduct regular benchmarking 5 4 3 2 1 0
against major competitor offerings
There is rapid response to major 5 4 3 2 1 0
competitor actions
We put major emphasis on differentiating 5 4 3 2 1 0

ourselves from the competition on
factors important to customers





OEBPS/images/common.jpg





OEBPS/images/9781292276557.jpg
AN D SEVENTH EDITION
COMPETITIVE
POSITIONING

GRAHAM HOOLEY
BRIGITTE NICOULAUD
JOHN M. RUDD

NICK LEE






OEBPS/images/f0004-01.jpg





