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Marketing Strategy

• Marketing strategy has the fundamental goal of

increasing sales and achieving a sustainable competitive

advantage (Baker, 2009). Marketing strategy includes all

basic, short-term, and long-term activities in the field of

marketing that deal with the analysis of the strategic

initial situation of a company and the formulation,

evaluation and selection of market-oriented strategies

that contribute to the goals of the company and its

marketing objectives (Homburg, 2009).



Ansoff Matrix



• Market penetration - This involves

increasing market share within existing

market segments. This can be

accomplished by: (i) Price decrease; (ii)

Increase in promotion and distribution

support; (iii) Acquisition of a rival in the

same market; (iv) Modest product

refinements.



• Market development - a firm tries to expand into new markets

(geographies, countries etc.) using its existing offerings.

• This can be accomplished by (i) Different customer segments (ii)

Industrial buyers for a good that was previously sold only to the

households; (iii) New areas or regions about of the country (iv)

Foreign markets. This strategy is more likely to be successful

where:- (i) The firm has a unique product technology it can leverage

in the new market; (ii) It benefits from economies of scale if it

increases output; (iii) The new market is not too different from the

one it has experience of; (iv) The buyers in the market are

intrinsically profitable.



• Product development - a company tries to create new

products and services targeted at its existing markets to

achieve growth.

• These products may be obtained by: (i) Investment in

research and development of additional products; (ii)

Acquisition of rights to produce someone else's product;

(iii) Buying in the product and "branding" it; (iv) Joint

development with ownership of another company who

need access to the firm's distribution channels or brands.



• Diversification - an organization tries to

grow its market share by introducing new

offerings in new markets.

• It is the most risky strategy because both

product and market development is

required.



Marketing Mix (8Ps)

• The marketing mix has been defined as

the "set of marketing tools that the firm

uses to pursue its marketing objectives in

the target“ (Kotler, 2000)

• 8 level of marketing decision:



8Ps

1. Price — The amount of money needed to buy products

2. Product — The actual product

3. Promotion (i.e., advertising, incentives)- Getting the product known

4. Placement — Where the product is sold

5. People — Represent the business

6. Physical environment — The ambiance, mood, or tone of the 

environment

7. Process — The Value-added services that differentiate the product 

from the competition (e.g. after-sales service, warranties)

8. Packaging — How the product will be protected.





Successful indicators

Return on Investment (RoI): the amount of return on 
an investment relative to the investment's cost. A performance 

measure used to evaluate the efficiency of an investment.

Change in revenue after marketing intervention (net profit).

No. of DVM motivated and received income from them.

Income received through Inward and forward linkage model 
implemented.
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