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Company and marketing strategy

Companywide Strategic Planning - Defining Marketing’s Role

—:AS Al gy gl Al Jabadld) g1 gl
1- annual plan + 2- long-range plan (deal with the compony current business and how to
keep them going )

(W ) aiasl S 5 A8 5l Agilad) Jlae ) ae Jalt) (g0l Ay gha At 2D + 4 i ddad -]

3-strategic plan: involves adapting the firm to take advantage of opportunities in its constantly
cjanging invironment

% Strategic Planning (<25 — Process of developing and maintaining a strategic fit
between the organization’s goals and capabilities and its changing marketing
opportunities.

Ot s Ll 58 5 Aadaiall Cilaal (ol jiuY) G e Balaadly skt dlee - (o) ) JasdadSl) o
B_dall Gy sull
Like the marketing strategy, the border company strategy must be customer focused.
(Ol cletonal) e a8 A8 Rt il 555 0 can
steps in strategic planning / a5 ey badadsll Jal je
L sy gal Lie s o JS 85 Claga (il ya lie
corporate level : & 5¥! dls 5l

business unit, product, and market level: & 4l s yall 5,

-1l Lt JS o
Corporate level ] Business unit, product,
: and market level
|
|
Defining Setting company Designing : Planning marketing
the company =y ghjectives =~ sessssdp  the busingss sl gnd other functional
mission and goals portfolio : strategies
|
|
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V4

corporate Cevel: "Defining a Market-Oriented Migsgion

99| 9 Ap>90 Aopo WA
+ Mission Statement — A statement of the
organization’s purpose — what it wishes to
accomplish in the larger environment.
b= (9 )i bo - dabaioll yoye Ul - dopall ULy
oSV asudl 08
Answers what the business is, who the customer is,
what they value, and what should the business be.
adle (sle GI5VU anlrioll pgsi UL id JMS> (o
UsSy Ul L 13log |, a8y 15log , Juosl 98 (09, Joel
Jol

<+ Defined to be market oriented and defined in terms of satisfying basic
customer needs. Some companies define their missions myopically in product or
technology terms (“We make and sell furniture” or “We are a chemical-processing
firm”). But mission statements should be market oriented and defined in terms of
satisfying basic customer needs. Products and technologies eventually become outdated,

but basic market needs may last forever

&bVl sMagll Ololizl bl us o 83ax09 Beaull 330 Ap>90 lpil (sle lpay5 o0
ey giuai ") LizoleiSill ol aiioll wlllhas (09 slaizl lpolpe WIS, il pas) sax
Sl 925 dp>90 dnpoll wlily LS Ul Lz S L ("aliouS dxdleo &S ,b =" 9l "WLVI
&l 0 wluadly wlxol! ool acwlwVl Mol wlslasl duli Cus> o 853509

WV ] i 18wl Bgdl wlslus] S ¢ doyad Blaoll

< Product Oriented - Sell tools and home repair and

improvement items.
A s J el =Sl @l gal 5 5o a - A sall iiall o
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<+ Market Oriented - Offer products and services to meet the everyday needs of
Canadian families today and tomorrow.
S22 5 a sl il el A sl clalia ) Al claral) g clatiall aje - Gl i Al o

% Should be meaningful and specific yet motivating.
L5 Aaa LSt Badaa g ABMa (oS8 ol a0 o
7

+«+ Should not include making sales or profits.

Qe ol gl JadaYio

MARKET-ORIENTED MISSION STATEMENTS

m Product-Oriented Definition Market-Oriented Definition

We connect people around the world and help them share

Facebook We are an online social network it foiants
Google We are the world's best search engine Gy ",““".’" |sto organizg EORPAE S
and make it universally accessible and useful
We reach for new heights and reveal the unknown so that
A il sk what ve do and leam vl benefit all humankind
Rl e Tl At We selllltfstyle and self-expression; success and status;
memories, hopes, and dreams
Ritz-Carlton W e We create the Ritz-Carlton experience - a memorable stay
Hotels & Resorts that far exceeds guest’s already high expectations
We deliver low price every day and give ordinary folks
Walmart We run discount stores the chance to buy the same things as rich people.
“Save Money. Live better”
L — I

more sound examples at: www.missionstatements.com/fortune 500 mission_statements.htm|
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Setting Company Objectives and Goals
Ledlaal 5 48 il Cle gin ga daal
BOY! Gl sl

The company needs to turn its mission into detailed supporting objectives for each level of
management.

Ll Jsasll e Y gimne o 5S0 ol g il yaae JSU 5 oS o cany

Each manager should have objectives and be responsible for reaching them

Deferent between goals and objectives
Goals : in general with no details ,such as : increase profit margin .
2oVl a3y 1 die Jrolas Lpsd Log ple JSiin wsSiidlial

Objectives : give the details about every goal , such as: reduce operating
costs by 10% in 18 month .

Ui osdasivg (U3 Wil wuS)) csde @l ugSi ol wsdianclall Glaall
: Jio plall Gagl e Juass S|

2L,V i 8505 LSy wuS @ Jlwd) @ls] o Lol lis ol las\
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Goal

Increase
Profit

Margin

Improve
Employee
Skills

Increase
Profit

Margin

CHAPTER 2 RESVPAPNY

Objective Action Plan

Reduce operating Finance department

costs by 10 percent will conduct an

in 18 months in-depth analysis of
identifying low cost
suppliers.

Conduct a training A special committee

program inthe  will be formed to

next 12 months to  select and hire a

improve employee professional trainer

skills. to conduct the
training.

Increase sales Marketing

volume by 20 department

percent in 12 will create and

months. implement a plan
to increase sales in

regions 3 and b.
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OV Y e can ¢ Lgdland 5 A8, dege ol e 20 Al Jlee Y Aaias Jidas

Business Portfolio — The Collection of businesses and products that make up the company.

The best business portfolio is: the one that best fits the company’s strengths and weaknesses to
opportunities in the environment.

CHAPTER 2 s elad

Degigning the Business Portfolio

Jlee V) dladas ararad

AS ) I ) cladtiall 5 Jlae V) de gana s ¢ Lllae | ddadng Jadads

AS il IS ) clatiall § Jlee V) de gana - JlasY) Aaiae

1) Identify key businesses that make up the
company (Strategic Business Units),
which may include company divisions,
product lines, or single products/brands.

Cilas 5) A8l JSE A A Hl) IS ) ppaas

AS 5l ALl Jatis 8 5 ¢ (Rl i) QlecY)

L) cladta) / claiiall o Zliy) b ghad

A )

2) Should fit the company’s strengths and
weaknesses to environmental
opportunities.

Aol 8 dalid) ) ae A8 3alL Caracall ¢ 5 68l ol i Al @l Jlae | ddasae Jiaidl
T ool e S ’ *
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Business portfolio planning involves two steps.

First,: the company must analyze its current business portfolio and determine which businesses
should receive more, less, or no investment.

Second,: it must shape the future portfolio by developing strategies for growth and downsizing
paal) ol s saill bl i g sl A (30 Ayliianall Al JSE5 (o iy ¢ LS

The major activity in strategic planning is business portfolio analysis, whereby management
evaluates the products and businesses that make up the company.

O5SE Al Jlae Y1 s claiall aniiy 5 )1aY) o 58 Cun ¢ Jae ) Addae Julad g8 Al i) Japdadil) B i 1) Tl
AS il g

The company will want to put strong resources into its more profitable businesses and phase
down or drop its weaker ones

Al ge AR o ol Ganail  dm ) YA il Ldee ] 2358 2 5l 0 s A AS 5 e i
Agoal) Clatial e iy 5 gaie b Glaiiall e b e e SIS et b claiidle S ) G
(o

Management’s first step is : to identify the key businesses that make up the company, called
strategic business units (SBUs). An SBU can be a company division, a product line within a
division, or sometimes a single product or brand

Juee ) cilaa g ot 5 ¢ AS A Lgie o sS0 Al Apunt ) Sl apans 85,00 5V 5 shadl) Jias
ol e Bl ol ¢ and Jals ) dad o ¢ 4858 8 Ll Jlae W5 a) 3as 5 (5555 () Sy (SBUS). dsai) i)
saal 5 4 et Adle

When designing a business portfolio, it’s a good idea to add and support products and businesses
that fit closely with the firm’s core philosophy and competencies.

AS 5l 488 ae (35 IS e DU A 4 jlail) AadiY) 5 Claiiall aed g Adlia) aiad) (e ¢ Jlaef Aaing aganai vie
Leile S 5 aunlly)

The best-known portfolio-planning method was developed by the Boston Consulting Group, a
leading management consulting firm.

333\)3.)_)\&!&\_)%\45)&‘;%}62.&)\.&.\“‘}“@ykw&ww\wﬁﬁﬁy\@ﬁ\ﬁ#é

UDENTS-HUB.com

Upioaded By anonymous



MKET130 CHAPTER 2 s elad

The Boston Consulting Group Approach: Using the now-
classic Boston Consulting Group (BCG) approach, a
company classifies all its SBUs according to the growth-
share matrix

Ches g 48 ada g aladiady 1dy JLAEY) Gl g A8 gada g
;\iJuﬁu‘ﬂ (BCG) 51l &aa g s ;\SJ&S\ il ¢ C};ﬂ ‘E,S'..\.um‘

saill Laa 43 shaal L“AQJ dLAsY\

Growth-Share Matrix :

Star Question mark
g /\ 9
g
g []
I I |
m =
- Q _
o] ; :
= 8
) O ™
Cash cow Dog
High Low

Relative market share
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The growth-share matrix defines four types of SBUs:

el ) Clan g ¢pa 81 g8l Ay i gall) Las 48 ghan daa

1. Stars: Stars are high-growth, high-share businesses or
products. They often need heavy investments to finance
their rapid growth. Eventually their growth will slow down,
and they will turn into cash cows.
W dlle das @iy saill ke clatiie 5 Juael o8 a sl 2o saill],
Cilaall 4les (A el o s 3 sal dedia il ) 0 saling L
o el ) 05l gaty Cigaas ¢ ot e Uiy Co s

°
. 2 .Cash Cows: Cash cows are low-growth, high-share businesses or products.
° . . .
These established and successful SBUs need less investment to hold their
market share. Thus, they produce a lot of the cash that the company uses to
pay its bills and support other SBUs that need investment.
Adlle fas ild g gl daiiie cilaiie s Jleef oo &l HEY) A JaYID,
o Lty Jalaia U 31 el i) ) daalill 5 23 )0 Jlae 91 5,1 Clas 5 #lins
a3 A8 53l Lgaading Al i) J) gaY) (e SN () saiiy aeild ¢ Jllg G5 pud
il ) zlas ) gAY Jlee Y151} las g ac a5 W Ll b
|
3-Question Marks: Question marks are low-share business units in
high-growth markets. They require a lot of cash to hold their share,

let alone increase it. Management has to think hard about which
question marks it should try to build into stars and which should be
phased out.
o dumiiio Las @l Jleef clan 5 4 Sliial) cladle algiind) ciladle 3-
Ge il ¢ agiiany Bl Jldl e LISU ) @ saling agd) L saill dlle 3l suY)
el sa a1 e Cladle 3 il a8 (o 51091 e cny gl
L3 L paliiill ang Ll 5 53 )

4 .Dogs: Dogs are low-growth, low-share businesses and products. They may
generate enough cash to maintain themselves but do not promise to be large
sources of cash.
S 1358 (sl gy 8 Auanll Aumidia s peill Aumidia Cllatie s CAS 8 o LS 1 DSI4,
BonS A jibias 15355 0l O sam Y aeiSl5 pensdil e Jaliall
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The company must determine the role of each SBUs
and build one of 4 strategies:-

Gl i 4 (e Baalg slisg Jes ¥ 5 13) Claa g JS g9 aaati A4S )dl) Ao o

Invest more to build
share.

'WsL»_x_l)_'iji e | .

Invest just enough to
hold the share.

° id 3 4 - ‘_A ~ i '
peud Ly b LaIY.

] Milk short-term cash
flow by harvesting share.
¢ ad gu il Al auds
Loxdl dbla> Gosb (e J=2Yr.

Sell it or phase it out
by divesting share.

¢ Lo Rl gl Lgriin pd
ped | aam Gk e Ly us.
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Problems with Matrix Approaches

May be difficult, time consuming, and costly to implement.
Approaches focus on classifying classic businesses but provide little advice
for future planning.
o Formal matrix methods are often dropped in favour of more customized approaches that
better suit specific situations.

34 siaadl) alie JSLie
JAISa 5 S oda B 5 (3 i 5 U dasill ()5S, 380
 shitial) Tagadill siliaill (e Jlil) 85 LS 5 ASaudSl Jlee ) Caiial Lo zalid) S o

ol JS5 Ba3ae (8l g ol apads ~,':si@\_u@umﬂ, Ol 4 shiadl) (3 5k Llin) 2 L lleg

Peveloping Strategies for Growth and Pownsizing:

Companies need growth if they are to:-

1- Compete more 2- Satisfy their 3- Attract top talent.
effectively stakeholders il L
1- i i S s , ; 3- clyel) ol i,
2- aaladl k—lLA.AA‘ ;LA'AJ“

At the same time, a firm must be careful not to make growth itself an objective. The company’s
objective must be to manage “Profitable growth.”

Product/Market Expansion Grid: — A portfolio planning tool for identifying company growth
opportunities through market penetration, market development, or diversification.

s Bl shai sl (§ gl (31 AN IMA (e AS LA gad (g i apaal Alaing Jahadi 100 - gead) / giiall g g ASe
gl

Used so that marketing may identify, evaluate, and select market opportunities and establish
strategies for capturing them

LehlEly Sla) ji) pada gy (3l (e ® JLIA 5 an g naad G gudill Sy Cumy addide
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Existing
products
Existing Market
markets penetration
New Market
markets development

Market penetration

Company growth by increasing
sales of current products to
current market segments
without changing the product
3L A e Al sad (3 suall (3) sl
Gilelad ) A0l calatiall calage
il 3 ()93 Al 3 s

Product development

Company growth by offering
modified or new products to
current market segments.

DA e 48N gad cilaiiall ) ghat
el saaa ol Alana Cilaiia 2
Alal) (3 s,

—— P

CHAPTER 2

New
products

Product
development

Dwversification

Jmc«LA.u

Market development

Company growth by identifying
and developing new market
segments for current company
products
5 A e Gsmdl 9kl 4S50 sa
Clatial Baaa (3 Clelhd 5k
Alall A< 5

Diversification

Company growth through starting
up or acquiring businesses outside
the company’s current products
and markets

Jymanll 5l ey A (10 3,80 gai o il

sl
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Downsizing o<t
a firm abandon products or markets
leie ol 3l 31 ) o) cilatiiall (e A< a0 A )

1- The firm may have grown too fast or entered areas where it lacks
experience. This can occur when a firm enters too many international
markets without the proper research or when a company introduces
new products that do not offer superior customer value.

s sy o (e Bl ) b i (3halie iy 5l 5508 Ao AS AN i Lay ) -1

Cilatie A8 il 208 Lavie ol Cuuliall Canall (550 A0 sall (31 g (e 22l S a0 a5 Ladic
oo Dlaall 2838 Aad 2285 Y Bapaa

2- The market environment might change, making some products or
markets less profitable. For example, in difficult economic times,
many firms prune out weaker, less profitable products and markets to
focus their more limited resources on the strongest ones.

¢ Bl i e Aums ) J81 31 5u¥) sl laiiall (any Jang Lea (3 guall Ay yais 38 -2
Canaa¥) 3 s 5 clatiall 2 Al S il e el o 685 ¢ Al Lalaiy) s gV
Lo il o b gandl Wyl e S il dmy ) JEVI

3- Finally, some products or business units simply age and die.

A g g 208 JlacY) claa g s claiall oy ¢ 1580 -4

Planning Marketing: Partnering to Build Customer Relationships
- saall o clBe £ U AS) H&Y) (8 guuill Jandadlil

> Business departments must work together to accomplish strategic objectives.
Aoa) i) Galaa Y gtal s JlaeY) @l ) Jant o a3
» Marketing plays a key role in planning
Jopladill 8 U ) 1550 Gy gl anly >
» Provides a guiding philosophy that suggest that company strategy should revolve around
building profitable relationships with important consumer groups.
OSlgiunall e sana go dag jo GBS ol Jon s () g AS 8N A il O i dpald ) Aduls o8y >
Aagall
> Provides inputs to strategic planners by identifying attractive market opportunities and
assessing potential to take advantage.
BalEin Y ASa] i g Aldad) (3 guill [ sd s A e Cppantil Y] Cplabadall AN hgy 3
» Carries them out profitably.
e hlpas B
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Partner Relationship Management :- marketers work with partners in other company
departments to form the value chain

dagl) bl St (5 AY) AS Jal) aluad) & oS i pa () 9B grsal) Jany - £1S Had) cilBle 3 )

Partnering with Other Company Departments:
AS Al Ada)al) Aall) Aludes (8 oyl ) Aliag A8yl (8 and S o) (e

Each company department can be thought of as a link in the company’s internal
value chain.

g g Lgeagai g gy gl 5 Lgalid) 9 A8 pdd) laiie prasalll dagdl) (314 Adadily 2 g8 o JS O (4

That is, each department carries out value-creating activities to design, produce,
market, deliver, and support the firm’s products.

ALl (Bl (530 ol Ulasl aaing ¢ aund Aland s S 61 (500 1o A8 580 o aany ¥
AL AAIA)

The firm’s success depends not only on how well each department performs its
work but also on how well the various departments coordinate their activities

Partnering with Others in the Marketing System:

the firm needs to look beyond its own internal value chain and into the value chains of
its suppliers, distributors, and, ultimately, its customers

b Ledlac 5 L 5 5m 5 Lty sl Al Judlas ] Lo ol A ) sl Al ) 5 La ) il ) S0 rlias
Al

More companies today are partnering with other members of the supply chain—

suppliers, distributors, and, ultimately, customers, to improve the performance of the
customer value delivery network

Cildaal) dgs 8 e Daal 5 e jsall 5 0oy sall - 2y sl Al 8 0 jAT eliae g sl S AN (e 2y 3l & s
e Sanll e Jaa o3 405 elaf el
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Marketing Strateg

CHAPTER 2

y and the Marketing Mix:

Customer-Driven Marketing Strategy

Jmc«LA.u

Marketing Strategy — The marketing logic by which the company hopes to create customer
value and achieve profitable customer relationships.

e Sanll e Ry je B (Biinty o+ haall Fad (1 ADIA (pe Al Sl (g3 il (3haiall - (G puill Funsi i

Careful customer analysis is required to understand needs and wants — a three

step process:-

(@

=

1) Market Segmentation

-Divide a market into distinct
groups of buyers who have
different needs,
characteristics, or behaviours,
and who might require
separate products or
marketing programs.
(08 e e gana ) 35l 126
) Glalial agaal (pdll o jiliall
Gl g ¢ Aaliang Gl glu ol atlad
gl ol clatiia ) o saling 58

-Determines the segments
that offer the best
opportunities.

-Market Segment — A group of
consumers who respond in a
similar way to a given set of
marketing efforts

e Ao gana - (9 gl dny yd
A8y Hlay () gt Gl (pSlgiuall

(@

2) Market Targeting

The process of evaluating each
market segment’s attractiveness
and selecting one or more
segments to enter.

lelad (e plad JS Apila andi plee
Jsaall STl e 5 a5 G5 gasl

Niche companies may only target
one or a few special segments due
to limited resources.

Cleladll pe SLBE Rae of 13a 5 Lala
) gall daa gasal 1 5das Aalal)

Some companies may choose
several related segments that share
similar basic wants.

A Cilelad 3ae S Al any AT o8
Aol Clalia¥) Gl 8 & s dla

Large companies may choose to
offer a complete range for all
market segments.

kwﬁﬁi‘)ﬁg\ﬁﬁﬂ\)ﬁﬁﬁ

c

nQ

3) Market Differentiation and
Positioning

Differentiation — Actually
differentiating the market offering to
create superior customer value.
2 L G181 Ulad gl g0 aad - el
.;M

Positioning — Arranging for a product to
occupy a clear, distinctive, and
desirable place relative to competing
products in the minds of target
consumers.

b Aliall claiiall Apusilly Vs yas 1 sans
Ctagina) Il ladl
e|f a product is perceived the same as
others, consumers may not buy it.

Clatiall Jia adf e aiiall ) et oS 13
OsSlgtinall 4 ity Y 28 ¢ (gAY,

*Must identify possible customer value
difference with competitive
advantages to build the position.

@M\M@M\éﬂ\&g&uﬁo
a8 gall elid Al Ll jall

ePromised greater value = Delivered
greater value

ST i = ST Ay ac o

G

J
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Developing the Integrated Marketing Mix:

Marketing Mix — The set of tactical marketing tools — product, price, place, and
promotion — that the firm blends to produce the response it wants in the target
market.

caagiuall (3 sudl 8 Layy i 3 Al £ Ly 48,4

J Product — Goods and services combination offered to the target market.
iagiuall (5 pudl Lasiall laaall g alud) de gana - eiiall o
J Price — Amount of money customers must pay to obtain the product.
il e J panllands oSl e gy 3 JU) idae - el e
J Place — Company activities that make the product available to target
consumers.

Otagioa) Slgiuall Al stiall Jaad il 48,80 el - (jlSalle

. Promotion — Activities that communicate the merits of the product and
persuade target customers to buy it.

A3 8 dagiaall ¢ Dlaal) aii g riiall ) e i Al Aali¥) - 5 sille

Product Price
Variety List price
Quality Discounts
Design Allowances
Features Payment period
Brand name Credit terms
Packaging
Services \
Target
customers
Intended
positioning

Promotion Place
Advertising Channels
Personal selling Coverage
Sales promotion Assoriments
Public relations Locations

Inventory

Transportation

Logistics

UDENTS-HUB.com
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Effective Marketing Programs blend the marketing mix element into an integrated
marketing program that achieves marketing objectives by delivering customer
value.

4 P’s takes the seller’s view of the market.

4C’s takes the buyer’s view:-

1- Customer Solution eandl I -1
2- Customer Cost ranll 481<5 -2
3- Convenience dal ) ol A geal) -3
4- Communication el -4

Managing the Marketing Effort:

Managing the Marketing process requires 4 marketing management functions: Analysis,
planning, implementation, and control.

Analysis
Planning —p Implementation s—————————f Control
Develop strategic Carry out the Measure results
plans plans J
l Evaluate results
Develop marketing Take comective
plans [r— action

t | |

Marketing Analysis

SWOT Analysis — An overall evaluation of the company’s strengths (S),
weaknesses (W), opportunities (O), and threats (T).

UDENTS-AUB.com Upioaded By anonymous
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Strengths — Internal capabilities that may help the company reach objectives.

il ) Jgea ) 84S 5l sl a8 ) ddaall cl jadl) - 5 g8l Ll

Weaknesses — Internal limitations that may interfere with a company’s ability to
reach objectives.

1Y) gaas e A A0 5 )0 ae Jalai a8 ) Aglalall o il - Cheall Lol

Opportunities — External factors that the company could take advantage of.

e o) A8l (S ) s 8 Jal gall - (il

Threats — Current and emerging external factors that may challenge the
company’s performance.

ASAN ool g o8 ) AL 5 A du A Jal sall - lasagl

Marketing Planning

o Involves choosing marketing strategies that help the company attain strategic objectives.
Ll i) Gl ) s e 4,80 sl Al 5y gudlll il jinl LR ey,
o Addresses the what and why of marketing activities.
Al gl AV cpe N3lad g 13a JoliL

o The Marketing Strategy consists of specific strategies for target markets, positioning,
marketing mix, and marketing expenditure levels.

¢ 281 gall daalig ¢ Adagriaead) (3 pud Badaa Cilial el (pa (B3 gedl) Lia il eSE
e geil) B iy gla g ¢ (B gl g 34 g
« It outlines how the company intends to create value for target customers to capture value.
Al o Jgaall cpdagiall o anll dad 314 4S A b A mag .
Additional sections of the plan encompass the action program for implementation with marketing
budget details g2 $«l) Al jra Jpualdl pa L3N Jaall gall s AbAL A 3LaY) aludY) Jodi
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Marketing Plan Contents:

1) Executive Summary — Brief summary of goals, recommendations.
S il g U Ga ge padle - (5285 adle
2) Current Marketing Situation — Describes target market and company position with
market info.
G small s by AS S a5 5 Chaganall (3 pusl iy - () (53 gl guias

3) Threats and Opportunities Analysis — Assesses major threats/opportunities for the
product.
el A 1 a8/ Calanagill aai - Cilaagdll 5 (a jall Jilas
4) Objectives and Issues — States marketing objectives and issues to attain.

Leiind Cany ) Wil 5 3y sl Cilaaf - Lliadll 5 Calaay)
5) Marketing Strategy — Outlines broad marketing logic to create customer value and
relationships, with specific info on target markets.
OL:BJJ;.AQ\.A)L_ACAc ¢M\@Qﬁy~c}w@ﬂe&bﬂég}uﬂ\é¥uc~aﬂ-@M\Aﬁﬁ\)ﬁu\
Adagiuall 5 sul)
6) Action Programs — Specific programs that answer who, what, when, etc.

7) Budgets — Details on profit and loss, as well as expected revenues & costs.
Aaad gial) Gl g clal ) S 5 ¢ Sl s #L Y e Jaaldi - Gl )
8) Controls — Monitors progress for review.
Aaaljall 2351 da i - Loyl gual)

Marketing Implementation (e s« 4
- Turning marketing strategies and plans into marketing actions to accomplish
strategic marketing objectives.
Al ) Gl Calanl Gl Ay st el ) ) (3 pmsl) it 5 Cilin) il s
- Addresses the who, where, when, and how
S ey Gal s e iy

Marketing Department Organization (g s«dill aud audass

1- The company designs a marketing organization that can carry out marketing strategies and

plans.
. Bigger companies designate a larger department to plan and carry out these activities.
. Includes product and market managers, sales managers and salespeople, market

researchers, advertising experts, and other specialists.
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2- Chief Marketing Officer — Head of the company’s entire marketing operation and
represents marketing on the top management team.
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Forms of Organization

1- Functional Organization — Different activities are headed by a functional
specialist.
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2- Geographic Organization — A company that sells across the country or
internationally and therefore has specifically assigned sales and
marketing people for regions.
443@9%&.\35&&1..\3‘@3.:3; KA g«laa\@ugﬁ@ﬁkﬂ-@\pmo
Bl (3 sl 5 lagpall Ul yy0a)
3- Product Management Organization — Product manager develops and
implements a complete strategy and marketing program for a specific
product/brand.
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4- Market or Customer Management Organization — Market manager
develops marketing strategies and plans for their specific markets or

customers.
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5- Large companies :that produce many different products flowing into
many different markets employ a combination of the forms.
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6- Companies are shifting brand management focus toward customer

management.
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Marketing Control:

o Measuring and Evaluating the Results or Marketing Strategies and Plans
and taking corrective action to ensure that the objectives are achieved.

Involves 4 steps:-:aSaill <l gl

1. Set specific marketing goals.
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2. Measure performance in marketplace.
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3. Evaluate causes of differences between expected and actual performance.
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4, Take corrective action to close gaps between goals and performance.
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o Operating Control — Check ongoing performance against the annual plan
and taking corrective action when necessary.
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0 Strategic Control — Look at whether the company’s basic strategies are well

matched to its opportunities.
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Medasuring and Managing Return on Marketing Investment:
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Return on marketing investment is a very large issue after the economy.
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Return on Marketing Investment (Marketing ROI) — Net return from a marketing
investment divided by the costs of the marketing investment.
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Difficult to measure due to no consistent definition.
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Could be assessed in terms of performance measures such as brand awareness,
sales, or market share.

Marketing Dashboards — Meaningful sets of marketing performance measures in
a single display to monitor them.
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Customer-centred measures of marketing impact are also used — such as
customer acquisition, customer retention, customer lifetime value, and
customer equity,
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