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FIXED

mindset:
intelligence

is static.

This leads to a desire to
look smart and therefore
a tendency to...

useful
CRITICISM aegative

feedback

.feel

SUCCESS threatened

OTHERS by the
OF success

of olhers

‘As a result, they may
plateau early and achieve
less than their full potential,

All this confirms a
deterministic view of the world.

mindset:
intelligence

can be X
This leads to a desire
to learn and therelore
a tendency to...

..embrace
challenges

..persist in the
face of setbacks

..see effort as the
path to mastery

learn
from criticism

...find lessons
and inspiration
in the success
of others

As a result, they
reach ever-higher levels
of achievement.

All this gives them a
greater sense of free will.






Marketing Myopia

Levitt, Theodore (1975). "Marketing myopia". Harvard Business Review. 53 (5): 26—183.



CAUSES OF MARKETING MYOPIA

e 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.”

e Companies believe there are no Competitive Substitutes

e Failure to Consider the Requirements of the Consumer

e Focusing more on Products and not on Customers

e Failure to Consider Changing Consumer Lifestyle in the Digital Age

e 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

HELPFUL HARMFUL

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-
Weaknesses term planning that was executable and reasonable.
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Strengths (S) List 5-10 internal strengths

Weaknesses (W) List 5-10 internal weaknesses

Opportunities (O)
List 5-10 external
opportunities

SO Strategies: Generate strategies here
that use strengths to take advantage of
opportunities

WO Strategies: Generate strategies here that
take advantage of opportunities by
overcoming weaknesses

Threats (T) List 5-10
external threats

ST Strategies: Generate strategies here
that use strengths to avoid threats

WT Strategies: Generate strategies here that
minimize weaknesses and avoid threats

TOWS matrix (Weihrich (1982)

Numerous

environmental
opportupities

Cell 3: Supports a
turnaround -

Critical internal oriented strategy

Cell 1: Supports an

aggressive strategy
Substantial

* internal

weaknesses P

Cell 4: Supports
defensive strategy

Cell 2: Supportsa >trengths
diversification
strategy

Major
environmental
threats
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Political

Economic

Social

Technological

Legal

Environmental

PESTLE

PESTLE ANALYSIS

POLITICAL
Services

Tax policies
Regulations
Infrastructure

ECONOMIC

Staff costs

Inflation

Growth rate

Business cycle and trends

SOCIAL

Demographics

Income distribution
Education

Cultural variations/norm

TECHNOLOGICAL

Communication

Emerging technologies

Transfer of technology from other
areas

Research & Development

LEGAL

Laws

Regulatory change
Guidelines

ENVIRONMENTAL

Ecological focus

Health in the workplace
Energy

Resource management




SWOT PESTLE

Political

Strengths |
Economic

Weaknesses . .
Sociological

Opportunities Technological

Threats Legal

Environmental




RCVE Project Prioritization Matrix

High

RISK

L
Low

Low b—————oi

Consider

EFFORT

Investigate

Prioritize

Low F

VALUE

1 High

———————— High

High

COST

Low




High

RISK

Low

Low ¢

RCVE Matrix

Consider

EFFORT

i High

Low |

Investigate

Prioritize

VALUE

I High

High

COST

Low




Porter's Value Chain Analysis

l FIRM INFRASTRUCTURE
SUPPORT _ ‘ HUMAN RESOURCE MANAGEMENT
ACTIVITIES TECHNOLOGY DEVELOPMENT
l PROCUREMENT

k l
—
INBOUND OPERATIONS OUTBOUND

LOGISTICS LOGISTICS
—_—
N
Y

PRIMARY ACTIVITIES

Porter, Michael E. (1985). Competitive Advantage: Creating and Sustaining Superior Performance. New York.: Simon and Schuster. ISBN 9781416595847.



.qute'r’s Five Forces Mode'l -

THREAT OF
SUBSTITUTE
PRODUCTS OR
SERVICES
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RIVALRY AMONG
BARGAINING POWER EXISTING ) BARGAINING

OF SUPPLIERS COMPETITORS POWER OF BUYERS

)

THREAT OF NEW
ENTRANTS

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



Porter’s Generic Strategies

Markets where business competes

"g’, Broad Narrow
g
>
< g Cost Cost
® O Leadership Focus
.;"3
&
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kel = Differentiation Differentiation
8 2 Leadership Focus
3 £
s O

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



A Model of Competitive Advantage

Distinctive Cost advantage Valiia

Competencies Or

Differentiation advantage reation




ANSOFF MATRIX

Existing Products New Products

@ | ¥

Market Product
Penetration Development

Existing Markets

HSIH DNISVYIHONI

Market =
Development Diversification

INCREASING RISK

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




BOSTON CONSULTING GROUP MATRIX

RELATIVE MARKET SHARE

HIGH LOW

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

QUESTION priorities.
MARKS
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Market Growth Rate High

Low

CO%

Minute
Maid

High

Relative Market Share

Vv



Strong Medium Low

GE McKinsey Matrix

Selective
Investment

High

Invest / Grow Invest / Grow

Selective

Investment Harvest / Divest

Invest / Grow

Medium

Selective

Harvest / Divest § Harvest / Divest
Investment

Loy

Industry Attractiveness

< Strength of Business Unit
"McKinsey Matrix/GE Business Screen". Retrieved 20 October 2014.



VALUE-COMPLEXITY MATRIX

BUSINESS VALUE

A

High value

Low complexity

— I Easy wins

High value

High complexity

Strategic
initiatives

Low value

Low complexity

Worth pursuing
or revisiting later

—  Deprioritize

IMPLEMENTATION COMPLEXITY




Model of Strategic Marketing

Managers' Mental Models

+ Industry environments

+ How to compete

+ Appropriate size/diversity,
how businesses are related,
how diversification should
be managed

+ How to organize

Decisions about
Business Definition

Decisions about

Business Strategy

Market Position,

Resources, anc

Decisions about
Corporate Strategy
and Diversification

Capabilities

Performance
and
Competitive
Advantage

Decisions about
Organizational
Structure

Feedback
reinforces or

suggests changes
in managers'
mental models




The Appreciative Inquiry 4-D Model

STRATEGIC FOCUS DISCOVERY
“What gives life?”
(The best of what is)
Appreciating

DEPLOY
“What will be?”
(Executing with excellence)
Sustaining

DREAM
“What could be?”
(Envisioning the possible)
Innovating

-

POSITIVE
CORE

-

DESIGN
“What should be?”
(Building the ideal)
Co-constructing




What your
company does that
no one else does
(or at least talks
about)

The USP zone

What your
competitors do
that you don’t do

What your target
customers want




Price

Product Value
Proposition Mapping
Showing Benefits &
Value Price

Value Map

High

P2

This slide is 100% editable. Adapt it to your needs
and capture your audience’s attention.

This slide is 100% editable. Adapt it to your needs
and capture your audience's aftention.

P1

This slide is 100% editable. Adapt it to your needs
and capture your audience's attention.

This slide is 100% editable. Adapt it to your needs
and capture your audience's attention.

Low

Few B1 B2 Many
Benefits



Segmentation by CLV and relationship
duration

Low High
relationship duration relationship duration

= TRUE FRIENDS ARE NEVER APART

-

Butterflies True Friends

gf\;‘ Aim for transactional  Establish attitudinal
satisfaction and behavioral
loyalty
Strangers Barnagles
Measure size and
Low share of wallet; if

CLV Minimize investment

: SOW is low, cross-
in these customers

sell, otherwise
control costs

(Kumar 2006)



Concept of Co-Alighment

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

Firm
_ Strategic Resource P
erformance
Enwésgmcsantal —p | Choices and |=——»>| Allocation - and
Cclj\/lmpr(]atlc’luve Decisions Competitive
ethods Advantage




Koy Partners

(Key

Partners)

Business Canvas Model

Ly Key Activitics (.
(Key
Activities)
Key Resourees ’ ;‘,
S

(Key

Resources)

Value Propositions (777

(Value
Propositions)

~

Customer Relationships /

(Customer
Relationships)

. ) an
Channels '

(Channels)

Customer Segments
v

(Customer
Segments)

Cost Structure

(Cost Structure)

Rovenue Stroamis

(Revenue Streams)

T
e




Holistic Marketing

Senlor Products &
Marketing  management Other services
department departments Communications Channels

Sales revenue
Brand &
customer equity
Ethics Community Customers Partners
Channel

Environment Legal







