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5
GY FOR ENTREPRENE
Y R.O. Mustahpa ph.p S

(Amlebﬂ. 2016). )
Marketing Strategy: the traditional and modern entre
strategies to suite their situations and time,

Craven et al (1997) argues that marketing strate
the four-step process shown in Figure 7 below,
process. 5 e ;

Figure 7: Designing and Managing a marketing strategy 3 ¢

preneursemploy a lot of marketing

gy design and management go through
which is strategic marketing planning

Marketing
Programme
/ Development
. Designing
Implementing and marketing
Managing marketing strategy
Strategy ‘
Marketing /
Situation
Analysis

Source: Cravens D. W. Lamb Jr. C.W. and Crittenden, V.L. (1999,4)

The process involves analysis, planning, implemeptation anq, finally, management. Fmté
asituation analysis considers market and compctlt.or §nalys13, marl_cct segmenta.hon an
continuous learning about markets. Seconq,-chIgnlng a marketing strategy rpqmres y
Customer targeting and positioning strategies, marketing relationship strategies )«[
Planning for new products. Third, marketing programme development gons:
Product or service distribution, price, and promotion strategies designed
implemented to meet the needs of targeted consumers. Fou{th, strategy @ple mé
and management look at organisational design and marketing strategy impleme
andcontrol. Let us briefly examine each of them.

-




h

!

The En!rcprc,ww I

g ing Situation Analysis i |
1_. ) M::rit;tiﬁg management demands the market situation analysis (o Provige
Efggl}(‘)/re the design of a new strategy and/or to change an existing strategy. The Situa
a:':al\mis is carried out on a regular basis to guide strategy change.

Analyzing markets and competitions markets must.bc deﬁned to l:’:nixsurc llh-m,['h|c consy

and competition can be analyzed. For markgt to exist their must be people \\)u h needs gng
wants and one or more products that can satlsty.lhcsc wants. In addmo.n. the buyers Mg
be willing and able to purchase a product that satisfies their needs and wants.

A product market consists of specific product ‘that can satisfy a set of needs and |
wants for the people (organisation) willing and qble to purchasg the produgl. The tem ‘
product refers to either a physical good or an intangible service. Analyzmg product |
narkets and forccasting how they will change in the future }\-'111 supply important

‘nformation for business and marketing planning. Considerations on entering new

oroduct markets are critical strategic marketing decisions; it involves x.dchylpg and |
lescribing the buyers, understanding their preferences for product, estimating the sizeand |

ate of growth of the market and finding out which companies and products are compeling
n the market.

.

“valuation of competitors' strategies, strengths, limitations and plans are also key aspects

»['situation analysis, Identify both existing and potential competitors. Note the fc;w firms
n the industry who are the company's key competitors. Analysis involves evaluating each
¢y competitor. The analyses must highlight the competitor's important strengths and

veaknesses. An important aspect is attempting to figure out what the competitor is likely
‘0dointhe future,

viarke

=asons that they buy or use certain pro
oroducts. Segments for b

he uses for the product, t

, Dgsigning MarkctingS(ratcgy
_lcntlﬁglelon of market opportunities, defj
ompetitors and assessing the organisations st
ituation analysis. Thig informati
hich includes market

ning market segments, evaluation of
S rengths and weaknesses are the results 0'
1on 1S very important in designing marketing stratcgy:
argeting - and positioning  analysis, building marketing

/ i
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,aﬁO"Ships’ and developing and introducing new products

\arket Targetindg and Positioning Strategy
3 ing determines the isati
Vfarket targeting people (organisation) that m i
M\h the marketing programme. The target(s) typic 2" - anagement decides to pursue
ooments. THe targeting decision set the stage for settin yob‘ngl'Sts ORI o moe dparke
ositioning strategy. Alternatives range from targetinggmojs“:co[;‘\ﬁsc?d yieTe g e
P! : - 5 2 et
She or a few segments in a product market. The factors that can inﬁﬁ:::::iz:o ‘TLCI!“E
, Lo e { rgetin
parkel's maturity, diversity of buyers' needs and preferences, the firm's size in :clazignaf::
.t S 3 RN ’ t
sompetition, corporate resources and priorities, sales potential, and financial projection.
positioning tries 10 position the product in the eyes and minds of the buyers and
Jistinguish the company, product or brand from the competition. Positioning strategy
. the combn?atlgn of product, channel of distribution, price, and promotional
strategics, the organisation uses to position jtself against its key competitors in meeting
he needs and wants of the market target. This strategy is often called marketing mix or

marketing programme.

gaptures

Marketing Relationship strategies Marketing relationship strategies are concerned with
; faction through collaborative efforts of the parties

ing relationship may include: end use customers,
liers/competitor's alliances and internal team. The
objective being that the firm may enhance its ability to satisfy alliances and cope with a
rapidly changing business environment through partnering Building long-term

elationships with customers provide companies a way (o gain competitive advantage.
Equally, establishing relationships with suppliers, channel of distribution members and

alsocompetitors helps to provide surprise customer value.

marketing channel members, supp

quired to replace old products due to fall in
ng new market entries involveall

New Product Strategies New products are re
ing is important in

?:Lecslénd profits. Strategies for developing and positioni
smm_l()_ns of the business. Well-coordinated new prqduct plann it
e ying customer requirements and produce high quality productat con;lpci ; thg s
Pron product decisions cover finding and searching new product ideas, selec m(g) it
mar}-nsmg for development, designing marketing or commcrclahzano(r; prrldgs ervice.c:
are j,‘cl testing the products and introducing them to the market. Both goods 2

cluded in new product planning. ;
3
N: Marketing Programme Development: o _
0 ’;t!l:llly market targeting and positioning provides the stage of gundax:;; ltl‘c;:sthg rf)l:i(:z::
st cgies for the marketing mix component of new and existing P o5 i Thc’

ution, price, and promotional strategy are selected for each market target.

-
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marketing mix decision can help in implementing the positioning strategy. The objecti,
being to achieve favourable positioning while allocating financial, human and producti;c
resources to the markets, customers and products as cffectively and efficiently as POssib[:

(Webster, Jr, 1992).

Product/Service Strategy: To guide product strategy decisions, marketing manageme

requires some important information on current and anticipated performance of (),

products (service), these include:

(1) Customer's cvaluation of company's products: their strengths and weaknesses vis.
a-vis competition (product positioning by market segment information).

(2) Objcctive information on actual and anticipated product performance on relevan
criteria e.g. sales, profit and market share.

It should be noted that product strategy include (T) developing plans for new products (ii)
managing existing products, and (iii) deciding what actions to be taken on problem
products (e.g. improve product performance, lower cost, reposition) (Wind and Clay

comp, 1976)..

Distribution Strategy: Market target buyers or consumers may by contacted on direct
basis with the use of the firms sales force or through a distribution channel of marketing
intermediates-wholesale, retails, linking producers with end users, houschold and
business markets. Relevant decisions include: (i) type of channel, organisation to usc; and
(ii) the intensity of distribution appropriate for the product or service.

Price Strategy: Price strategy involve choosing the role of price in the positioning
strategy, this includes the desired positioning of product or brand as well as the margins
necessary to satisfy and motivate distribution channel participants; price plays '
important role in positioning a product or service. Customer's reactions to alternalive
prices, the cost of the product, prices of competition and other legal and ethical factors
influence management flexibility in setting prices.

Promotion Strategy The following activities: advertising, sales promotion, sales .f°rc.fs’
direct marketing and public relation help the organisation to communicate “’!‘lf .'5
customers, cooperating organisations, public and other target audiences. These aCf“""eﬂ
constitute promotion strategy, which performs essential role in positioning produ
eyes and minds of consumers or buyers. In short promotion informs, remin Sy
persuades buyers and others who influence the purchasing process.

oducts inth*
an

4 Implementing and Managing Marketing Strategy st
Cravens, Lamb, Jr., and Cristendem (1999) note that implementation, as shown in Fig!

7 above, is the final stage in marketing strategy development. Selecting the customets
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rarget and the positioning strae
pisation implementat; gy for each larget attains this st i i
orga ntation and contro] Fstrategy, stage. It involves marketing

siness and marketing strateaies th
of organisation due to commercial
banking sector in Nigeria, is leading

at are dev?lopcd and implemented. The restructuring
zalion, privatization and the re-capitalization in the
to many changes in structure and marketing units.

Jmplementing and Assessing Marketing Strategy

- Marketing strategy implementation and assessment consist of (i) preparing the marketing
‘plan and budget (2) Implementing the plan and (3) Managing and assessing the strateey on
an ongoing basis. Typical marketing relates to targeting, positioning and ntarketiné mix
programmes. The plan will indicate activities during the plan period, stating who is
responsible, cost involved and expected result sales forecast. '

Marketing strategy is an ongoing process of making decisions, implementing them and
gauging or assessing their effectiveness overtime. Based on its time requirements,
evaluation is by far more demanding than planning. Evaluation and control are concerned
with tracking performance and sometimes, altering plans to keep performance on track. In
addition, evaluation includes looking for new opportunities and potential threats in the
future. It is in essence the connecting link in the strategic marketing planning process in
Figure 7 above.

1
i

3 Preparing the Marketing Plan

The marketing plan specifies the marketing strategy by spelling it out. Plans vary in terms
of scope and detail. However, all plans should be based on the analyses of product market
and segment, industry and competition structure, and the organisations competitive
advantage, An outline forming a typical marketing plan is given below.

Dutling for Preparation of an Annual Marketing Plan Strategic Situation Summary

A summary of the strategic situation for the planning unit, business unit, market segment,
Product, other important characteristics and growth projection, etc.

Objectives for the Market Target: Set objectives for the market target (such as
Position, sales and profit). Also state percentage level of objectives for each obj
bemeasured . i

MarketTarget Dimension: Define and describe each market targef, inc
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profile, customers preferences and buying habit, size and growth estimates, d
channels, analysis of key competitors and guidelines for positionin
Marketing Programme Positioning Strategy: State how management want
be positioned relative to competition in the cyes and mind of the buyer.

A. Product Strategy: Set strategy for few products, product improvement ang Produg

istribu[iOn
& Slrategy
s the ﬁm"o

deletion

Distribution Strategy: Include the strategy to be used for cach distribution ¢

including role of middlemen assistance and support provided and specified.

Strategy: Specify the role of price in the marketing strategy and the planneq

regarding price.

D Promotion Strategy: Indicate the planned strategy and actions for advertising
publicity, personal selling and sales promotions. o

E  Marketing Research: Identify information needs and planned project, objectives,
estimated costs and timetable.

Coordination with other Business Functions specify the responsibilities

activities of other departments that h

marketing strategy.

B anne|,
C Price
actiong

and
ave an important influence upon the planned

Forecasting and Budgets: Forecast sales and proﬁl for the marketing plan and set the
budget for accomplishing the forecast. '

Contingency Plans: Indicate planned actions if events differ from those assumed in the
plan.

Market Orientation and Organisation learnin

very close to their customers utilizes effectiv
2010)Cravens Lamb, Jr,

management calls for m

g: The individual entreprencur going
¢ market orientation strategy (Ogundele
and Crittenden ( 1999) note that strategic marketing
arket orientation amongst organisation members. This is
because market orientation shows the central importance of the customer as the focal poipt
of business operations. An organisation is said to be market-oriented when its culture is
systematically and entirely committed to the continuous creation of superior customer

value. Let us distinguish between two closely related concepts of market orientation
and marketing orientation.

g

Market orientation refers to a situation whereby everyone in the organisation is being

committed to the customer, and adapting in a timely way to meeting the changing needs of
the customer (Bonoma, 1990) and Mckenna, 1991 ¥

Marketing orientation means that the marketing function is the most important func{loﬂ
within the organisation and that all other functional areas are driven by the demands of the
marketing department. Market oricntation is an organisational, rather than func_honfﬂl
responsibility. Today's globally competitive environment demands that companics, 10

Eotrte ey
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or {0 SUIVIVE: focus on meeting the needs of world customers quickly and efficientl
kct-ofi“’"t,‘:d b‘;hz‘lllcr):l; ;0‘;"? l:appcn overnight. To grow and bcco);nc m::m:l :::::«):’t
e requires strategies, g s 3
& ented ; l?stomer i o 1§e These are: managers must identify rapidly
- janging e » they must determine the impact of these changes on
;cuswmers satisfaction; lrfcrease: the rate of product, service innovation, and business
qrategies a_nd develop strategies for.competitive advantage. Let us examine the
chamclerisllcs and fcalur.es of market-gnemed organisation and look at the importance of
pecoming 2 _markct-oncplcd organisation. Organisational learning and its close
rc|a(ionship with market orientation will be highlighted.
~ \Whatis Market Orientation?
* gjater and Narver (1994) note that market orientation involves obtaining information
about customers, competitors and market; examining the information from a total
pusiness perspective determining how to deliver superior customer value and
i;_nplementing actions to provide value to customers. This calls for SWOT and relevant
environmental analyses. Market orientation mixes together a culture of continuously
creating superior value for buyers. Market oricntation, thercfore, requires customer
focus, competitor's intelligence, and an inter-functional coordination.

Customer Focus: The marketing concept highlighted the importance of the customer in
the 1950s.

There are many similarities between marketing concept and marketing
orientation. Marketing concept calls for starting with customer needs and wants, deciding
which needs to meet, and involving everyone in the process of satisfying the customers.
The crucial distinction is that market orientation extends beyond the philosophy of
marketing concept, by offering a process for delivering customer value. The market
oriented organisation, as such, understands customer preferences and needs and then
combines and directs the skills and resources of the entire organisation to satisfy

Customer (Kotler, 2004).

Customer focus means customer orientation. Achieving customer orientation requires

ﬁn;iing out what values buyers are looking for to help them meet their purchasing
°bJ_CClivcs finding the attributes and featurcs of the brand that offer the best Yaluc, guide
€I purchase or buying decisions. The buyers experience on using the brand is compared

t e - .

O¢Xpectations to determine customer satisfaction.

s that market orientation involves both
tions are: Which competitors? What

chno]ogies? will target customers perceive them as alternative satisfiers. Conscq.ucn.t]y,
“Uperior value delivery requires that seller identify and understand those principal
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term strengths and weaknesses and long-term capabilitieg i
e

|

The Enlre/')rcneu, {
l

l

'

ompetitors' short-
:tmtggies (Slater and Narver, 1 994).

: ' ' lace. It is necessary form, k
i in today's turbulent marketpl rket.
cy leads to disaster y nges taking pliice, and see competis |

ali()n ;

'
!

Complacen /
stand cha

i company management to under: ing ce
t(;tr:::ttea(r’:d deselo);) strategies to counter the threat. Organisations often use inform

systems technology to improve inventory management, lower costs.. and inc
customer satisfaction, based on competitor intelligence

|
|

Inter functional coordination: Market-oriented organisation are success ful in getting g
business functions together to provide customer value. They av_ond the tendency 1o b_°x ~:
management function, that is, a situation where manufacturing fioes not !alk_ with |
marketing, sales does not talk with R and D, R and D docs.n-of talk wnth.mark_ctmg ln‘lhc

organisation, resulting in functions, emptiness of responsibility and void of interaction, |
On the contrary, inter functional cooperation and shared decision-making lead 1o |

I .

achieving customer value objectives.

Becoming a Market-Oriented Organisation ‘
As shown in Figure 8 above, becoming a market-oriented organisation requires many

inter-related activities. These include information acquisition, inter functional
assessment, shared diagnosis and coordinated action. Information Acquisition: Shapiro
(1988) argues that organisation can be market-oriented only if it completely understands
its market and the people who decide whether to buy its products or service. The

i ers and specialized business publications
provide wide ranging information about popular market items, suppliers responsiveness

and varying customer preference in various areas.

Inter fgncﬁonalAsgessment: Organisation must overcome the hurdles of getting people
from different functions to work together to conceive and develop new products. It is

Shargd Diagnosis and Agtion: The other cornerstone of the market orientation model or
E:Sdsnin; ;etlat:i:s to ﬂ‘c‘iemdmg on }Vh&t actfons to take. It involves shared discussions and
e r)"; ci]itaten:i i:-c:l 5. An gffecuvg multlfurfctional team approach to decision-making
o agd :s1s and coordinated action, Teams should be empowered to make
" c'oserea?;nilble for result.s 'B.e'coming market-oriented is challenging
ol = fn :rr;gt;es'ponsnbllmes. across business function. However
e i riented organisation hag ap important competitive
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R abouyt -
out the organisation for = “UOULmarkets requi . .
jross! tivities. The learni Poiaining, Interpreting an?i res developing a process
sing ac ; INg processes of market-ori ?cctl' e masion fTom
: -Oriented or

S open-mmded inquiry, synergistic inf : ganisation have fou
S _ : Hrsinged ou
ationand acccssnblcmcmo,-y Ormation distributio .

a el v 5 n. m .

ietp™ usage. These are explained as lblltl)l\?‘il."y informed
Open Minded Inquiry The open explorat: ;

(’)m ctition isnot a big problem. Th Ploration of new view

g about markets
comp edangerisin management " markets and

: : 1o BBt e ' mind set” concerni

iea hc,‘,lg h:;(; rg - ep‘sl;;.r vnlc\;.\ gbout markets and how they are likely to ch'cnf\::l?n% t:c
: 3 > : ¢ 3 ‘ C

fre. Ther S ch for information is of little use if management already h c

siew on which new information will have no influence e

Marke.t-onent.ed organisation members recognize the importance of market sensing and
worqlnated interpretation of market intelligence to guide strategies. Continuous
learning about markets requires investment in informatio

c ~

n for decision-making.
.

Continuous learning allows organisation to obtain more information about their
customers, suppliers, and competitors. This capacity provides the potential for growth
consequent upon the decision made by open-minded and managers taking into accounta
more complete representation of competitive environment. It also allows firms to
respond much more quickly to competitors' actions and take advantage of situations in
the market place.

(b) Synergistic Information Distribution: Traditional information processing in
organisations allocates relevant information to each business function. Synergistic
distribution of information works to remove functional hurdl.es and _practices.
Multifunctional teams help to distribute or encourage transfer qf information across
functions. Thus, this part of the learning process encourages the widespread distribution

ofinformation throughout the organisation. The objective is to enhance or leverage the

Value of information by transversing business functions to share information on

tustomers, channels of distribution, suppliers and competitors

on: To have 2 mental model of the market guides

S - S ihe
Managers in interpreting information. The obj_ectlve is to r.eagh.a Shfa‘;;i :/I:;;irng ke
Market and about the impact that new information ha§ on .thls v_xstlgg.by el g
:nulmre o e genslng. - ilf]‘tcrg;z??itil:gn I:Z;Stscl)sact on information in the
age i i ision rules for ) inf .
' tifr:ﬁ:?,b]c? gontz;xc::)sr::sc The model reflects the executll\;c's v;s;%r;t?::zvaluaé
fure directiccl)‘t)lz gf ccl)ml;nge Le:aming comes in as members of the org

i visi i decisions were made
e result of their decisions, based 0D their vision at the time the
4¥,1994),

(t) Mutually Informed Interpretati
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(d) Accessible Memory Usage: Th?s stage pf the lea.mmgt proccisst cr!llphasizcs th
importance of gaining access to prior learning. The intent is no '(c)l 0S¢ Valugp,
information that can continue to be useq. Mark.et mformalt;on gan gui i NeW progyq
decisions and show when buyer interest 1S slowing down. ffz3s<: on market orientatjy,
process, an organisations product team can rpakc a major efiort to S’]S:l?sc market necds
using information from customers, compe_tlltors ap_d distributors. These inputs coulg
guide design, production, and marketing decision (Hii - Franco, 1995).

Growth Strategics .
This scgment of strategic marketing management focuses on growth strategies from tyy

dimensions. The first is the growth dircctions that could be explored from g
organisations core or initial business. The second is thf: stratgglc challenges ang
opportunitics in growth markets, typificd by Ni gerian marketing environment.

1. Company Growth Strategices

Cravens (1997) states that organisational growth can be achieved by marketing current or
new products in existing or new markets. Company's management must be aware of any
marketing opportunities, strategic windows, or potential differential advantages. The
strategic opportunity matrix shown in Table 3 below is a useful tool to help identify
alternative strategic opportunities. The matrix organizes opportunities into four
categories, based upon product and market considerations. g

Table 3: Strategic Opportunity Matrix

Present Products New Products

Market Penetration Product development

Market development Diversification

Source: Cravens D. W. Lamb D. W. Jr. and Crittenden V.L.f1 999,145)

Market Penetration: An organisation carrying out a market penetration strategy tries to
increase market share among existing customers. This could be done by starting a major
promotional campaign, with aggressive advertising and naira off coupons to existing
customers.

Market Development: Market development involves attracting new customers {0
existing products. One method is featuring new uses for old products to stimulate
additional sales from existing customers, which also brings in new buyers. In Lagos State

Product Development: A product develo

ment strategy i i W
products for present markets, In Nigeria tp & pdouricn1 e

he E-banking is a new trend to which many

i




\

pankS are responding as a form of Product develq

qtegy mustrely onknowledge of the target ay diencepmem' Managers employing this

.eoation: This is a stra i :

i ,ers,ﬁ.cat;‘ Diversification stfrg¥ s can b SAIES by introducin s
,markets. L ategy can be very entering unfamili oy s
be .v_cf)’ g’“? ;at l €N an organisation is entering a m;rl":lrtma{lft.‘liqually, :
petition. 1:111)Ser ofltl'arlatoas business grows and matures to mox(/:c ‘l:,: o::gﬂt% it
: ctor. > :

pusiness: II\ r:;é available resj&?ay be responsible for such movement or gzowth strcatizoarc
hese inclu C€s, management's preferences, unfoldin i
adthreats, and the need to reduce dependence on o e ernes

x the core business. An isati
; 73 LS % : smess. An organisation ma
ly on 1ts OWN expertise Lo grow. At other times it uscs the cxpertisc of others. Thrcf:

mportant ways of accomplishing growth strategy include oL b

cngaging in Mergers anq acquisitions and establishing a joint venture or strategic alliance.
Letus focus on explanation of each of them:
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(a) Leveraging a'core competency: This is where a company uscs its own expertisc ina
particular field to grow. For example Honda exploited its core competency in small
engine technology and manufacturing and its brand recognition to leverage growth into
diverse power equipment markets ranging from, cars, garden tillers, motorcycles, -
lawnmowers, power generators to out board motors, etc. This seems to be a growth
strategy of diversification into unrelated markets.

(b) Engaging in mergers and acquisitions This method has been a leading growth
strategy of companies in a variety of industries. Itis the current growth strategy for banks
in Nigeria based on the minimum capital requirement of N25 billion. In the
pharmaccutical industry Sterling Products Plc acquired Beccham Nigeria Plc as growth
strategy towards the end of last century. reg X
(c) Establishing a joint venture or Strategic. altiance This is a process by which
tompanies form partnership with other organisations to dcvel_op produqts. In some other
dimension alliance is formed to vertically align with specific suppliers or customer
doups.

Marketin i .
g Strategy in Growth Market £ :
Towth markets are El):aracterized by escalating Or fast-growing industry sales, many competitors

€Mering the market, large companies acquiring pionecriqg firms, and healthy mdx;sit:: :32:;,?:;
ategic focus will shi?t from stimulating generic or pr}mﬂry demand toaiii?:at T il s

1d demand stimulation. Large organisations arc likely to enter rnl:e s
¥ utilizing superior skills and resource advantages to OVerco

¥antages of market pioneers. Large organisa.tions also have :h; I?S:z:zf: :-i :z::gzg%
by“'*“ll‘activencss of product market during initial development.

large potential competitors encouraged m
Scope of the emerging market.

ay be due to the uncertainties about the size
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managers must consider the follomnglt«_.),‘ ucs: ¥ N
positioning.

and analyzed in the growth stage. Targeting is improved bﬁ lde?nfylntlegc ]L;:S[]om'cr T
with similar needs. Experience with the pfodt_lct. process an mg el:lzllc)89 ];) &?'gles leagy
'greater efficiency and increased standardization ( Lqmb K.and Day ). uring row,
the market environment moves from highly uncertain to modcratcoly uncertain. .‘.\nal'yslsg‘l
the existing buyers' characteristics and prcfcrenccs' coyld prov1d§ .useful gmdchnc_ f(:;
estimating market potential. To develop and maintain competitive advantage, i\ ',3-:
important to anticipate the direction of change. Management must also evaluate e
potential for segment growth. ' o ;_
Targeting: In growth market, the major influence on targeting decisions are: !
The capacitics and resources of the organisation, :
The competitive environment,
The extent to which the product market can be segmented,
The future potential of the market, and

: The market entry barriers confronting potential competitors. A concentrated o
niche t

argeting strategy may be relevant when buyers needs are differentiated or when |
product differentiation occurs. A new market entrant may

opportunity for small firms to gain competitive advant
small segment unattractive to allocate skills and res
in them. The buyers' needs and wants must b
appeal to multiple market segments, by using differentiated targeting strategy so asto
ascertain how much variations exist. A small number of segments can be identified by o
or a few gencral characteristics (c.g. Size of business). When there arc no apparen
segments, undifferentiated targeting is guided by a general profile ofbuyers. This average |
buyers profile becomes the target. B

) . that seements should be defined. dog '
Market segmentation: Kotler (2004) notes that segme ? "Gy}

wnbhwe -

identify segments that provid
age. Market leader(s) may regard
ources necessary to gain positior
¢ determined by organisation wishing i

Positioning Strategy: When 7 i i '
y: product markets shift fr / itioning
strategies will change. Table 5 below < o emerging to growth, positioniné |
: gc. lable 5 below shows some positioning strategies found it
emerging, growth and mature product ma |

) /th ar rkets. It is to be noted that these strategies ar
merely illustrative since many factors affect the choice ofastrateg .

gy-
Table5: Positioning Strategies in Eﬁlcrging,

|
|
|
{
l
1
|

Growth and Mature markets.
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Strategy Emerging 2
rowth Mark
cls
product Limited number of Mature Markets
models; fre Ex
strategy s Irequent ‘xpanded num!
product modification mode is: rrcq:g\:’r L
/—-—-’—' = product modification arger nxmbcr of
istribution usually limi models
. : ally limited :
Dislribu(lon _ ‘:c'l"c'ndmg on product; Expanded number of e
intensive cfforts and high d distributions: margin Extensive number of
strategy margins ofien needed 1o ?‘:l.lnln.g intensive efforts to ‘dealers: margin decline
/______ attract distributions retain distributions and shelf m&?:x::::f?mn? iy
Develop product ¢ space ions and shelf
o awareness: e 3
. stimulate primary dcman:is-' Stimulate selective - e
promotion ulsoc ;:t‘:;::r: lit@onal, selling brd:;\l:; :r:d ad?:cn:sc asdl:-‘.,:‘:il::'cb“lc:m-c demand:
strategy sk ca rs: use sampling mhin"b%";?m y 1o i ::a '.lgSrcm\-’:ly;
upons 1o customers . cut' u;\ ilersand Pdmc :s nd‘ ily to retain
/ stom ers and customens
Pricing S “:,cr;ﬁ‘:e:‘zusrﬂlly high :;\ficcsdbcgn to fall towards
rer development costs ¢ end of growth st i i
Siratey 2 st of mf":c'mvc ps;::u:c Prices continue to fall
AY

Jtshould be pointed out that as product or service m
cus shifts from stimulating generic or p
ation. The expanded number 0
contributor to this shift in strat

he strategic fo

selective or brand stimul
contribute to the s
customers and distribut
benefits. Promotio
demand stimulation t0

Distribution is a major key to succ
dealers and distributors and start
market position adequate distri
profit begins to fall from the peak level.
of scale and rising compe
development cost, their priori

profits.

Market Target Strategies
Decision on market target(s
should an organisation attemp
products, or one O
‘;‘nderstands the product m
”0)ur stages are involvedin
: Deciding how to fo

hift. A further
ors arc awarc of the generic pro

hasis changes from
developing prand loyalty.
market. Manufacturers compete tosignup
term relationships. To

“Towards the €n
ome from increa
ime have also reco

n emp

r more subgroups
arket as precon
the targeting pro

rm segments:

ess in growth
to build long-

bution is important
Price reductions

tition. Most firms by this
ty being increasing of

) is an jmport
e all customer
g) of customers.

m
dition for selectin
cess. Theseare:

ant business
S w

education, product awarencs

retaining market sh

decision. The

ho are willing ]
The starting point

g the market target strategy.

P
Source: Cravens, D. W., Lamb, C.N. Jr.and Crittenden V. L. (1999,148)

arkets shift from emerging to growth,
rimary demand to aggressive,
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egies is that most potential
duct featurcs, advantages and
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establish a strong
d of the growth stage,
sing economies
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rganisations in each segment,

cribing the peopleoro .
T : |ternatives, and

o Evaluatingmarkettargeta
to appeal to most buyers in y,

(3)
Sclecting amar from attempting
R ‘ ctin range » .
The possibilitics for selg= 0 a few segments within the market (Cravens, Lamb, ),

market 10 concentrating on one or
and Crittenden 1999)

Finding and Describing Segments
Through better usc of a firm's cap

company 10 gain advantage, including

product market (each containing peop!
similarity in their needs and wants) manageme

responsivencss from cffort cxpended than by dirceting
whole market.

The starting point is to
determine which mar

ources, segmentation may allow g
ility. By sclecting segments of thy
that display some level of
) gain greater custome
arketing cffort to the

abilitics and 1cs
higher profitab

e or organisz\tions
nt cai

the samec m

for cach scgment of interest

identify possible segments and then _ ;
' ill obtain the most

keting programmc positioning strategy W
favourable market response, in terms of profit, net marketing costs, etc. There arc many
ways to divide a product market and also several ways of combining marketing
programmes that could be uscd for cach market segment, working out the very (optimal)

be feasible. Therefore, the

market target and marketing programme strategy might not
objective should be to improve the sales response and cost results through effective

targeting and positioning strategies.

Criteria for Segmentation
Five criteriaare used as bases for segmentation, thescare:
(1) Determine the segment responsiveness 10 company's eftort. [f there is no variation

inresponsiveness between segments to any given marketing programmé,
theprogramme should be the same. If segments actually exist, their responses will
bedifferent and a different marketing programmc stratcgy will work best for cach
group. :
(2)  Itmustbe feasible to identify two or more customer groups.
(3) A firm must be able to aim appropriate marketing programme strategy at each

target segment. It must be accessible through marketing activities, €&

advertising.
(4) n tltl?rms of revenue generated and cost incurred, segmentation must be doing
well.
that the firm's efforts vid

(5)  Thescgment must exhibit enough stability over time, sO
segmentation will have enough time to reac

performance. _
If the five criteria are not mel, a segmentation strategy may be question

advantage of meeting the requirements for y ion i i
] _ segmentation is t t ens
strategy will lead to improved performance. el

h desired levels ©

able. The
ures that

-
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