Chap 2.
Developing Marketing




Marketing and Customer Value
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The Value Chain
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Core Business Process
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(market-sensing process)
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(new-offering realization process)
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(customer acquisition process)
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(customer relationship
management process)
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(fulfillment management process)
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The Generic Value Chain
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Source; Porter, M.E. (1985), Competitive Advantage: Creating and Sustaining Superior Performance
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Holistic Marketing Orientation
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anning,

Implementation and Control
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orporate and Division

Strateqic Planning

Strategic Business Units

A Xl = A (Mission Statement) m A|%& ™O|(market definition)
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orporate and Division

Strateqic Planning

Organization, Organizational
Culture, and Innovation
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susiness Uni

Planning Process
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susiness Uni

Planning
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Goal Formulation
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B Strategy Formulation
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» MHE 217} (overall cost

leadership)
» X}H3}(differentiation)

B Business Mission
B SWOT Analysis
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e Marketing

Marketing Performance

m Contents of a Marketing Plan
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Vieasuring Marketing

Performance

Marketing Dashboard
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metrics) dashboard)
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Vieasuring Marketing

Performance

Profitable Analysis
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Net Worth
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