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Marketing Myopia 



CAUSES OF MARKETING MYOPIA
 Companies assume they are in a Growth Industry

“A growth industry is an expanding sector of an economy, or one growing much faster in comparison to the overall 

economy. It is also called a sunrise industry. It is the opposite of a mature industry.” 

 Companies believe there are no Competitive Substitutes

 Failure to Consider the Requirements of the Consumer

 Focusing more on Products and not on Customers

 Failure to Consider Changing Consumer Lifestyle in the Digital Age

 Excessive Dependence on Research and Development



STRATEGIES TO AVOID OR MINIMIZE MYOPIA
• Have a Clear Vision

• Be Customer-oriented, not Product-oriented

• navigate consumer Psychology

• Have clear idea about market ecosystem and competitions 

• Innovation as a Marketing strategy

• Company’s long lasting competitive advantage

• Conduct comprehensive Market Research

• Believe that Marketing is more important than Selling

• Be aware of the Competition and use your Resources

• Diversify your Business to Safeguard your Future

• Disruptive Innovation 

• Never stop evolving and be futuristic 



SWOT analysis was invented in the 1960s by a management
consultant named Albert Humphrey at the Stanford Research
Institute. Previously, corporate planning had not met with much
success. Fortune 500 companies needed a way to produce long-
term planning that was executable and reasonable.











RCVE Matrix
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Porter's Value Chain Analysis



Porter’s Five Forces Model

Michael E. Porter, "How Competitive Forces Shape Strategy", Harvard Business Review, May 1979 (Vol. 57, No. 2), pp. 137–145.
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A Model of Competitive Advantage 



The Ansoff Matrix was developed by H. Igor Ansoff and first published in the Harvard Business Review in 1957



The BCG matrix (sometimes called the
Growth-Share matrix) was created in
1970 by Bruce Henderson and the
Boston Consulting Group to help
companies with many businesses or
products determine their investment
priorities.



Relative Market ShareRelative Market Share 



GE McKinsey Matrix 

"McKinsey Matrix/GE Business Screen". Retrieved 20 October 2014.





Model of Strategic Marketing
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Concept of Co-Alignment

To be successful, a firm must be well aligned, both internally and 
externally, with the forces driving change in its business environment.
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Business Canvas Model






