CHAPTER 2-LINDELL’S NOTES

CORPORATE MARKETING PLANNING

Primary Learning objectives

1. How corporate strategies are derived from environmental threats and opportunities, organizational strengths and weaknesses, and the corporate mission and objective.

2. How to select an appropriate corporate strategy; growth or consolidation.

3. How growth and consolidation strategies differ and the types ire each category.

4. How portfolio models can be used to classify products or business units.

5. How middle management should interact with top management in the process of strategy development.

6. How to identify product objectives‑‑the type of contribution each product should make to the firm‑‑to guide managers.

Chapter Outline

°I. Corporate strategy involves long‑range planning to select the

various businesses a company should be in by identifying the

markets to be served and the product lines/services to be

produced on the basis of assessment ,of the environment,

resources, and objectives.  #‑

A. Several factors affect corporate strategy:

A firm's strongest resource is referred to as a core competency. Table 2‑1 illustrates how these can be used.

B. The mission refers to the broad purposes of the organization and serves to provide general criteria for assessing long‑run organizational effectiveness; corporate objectives reflect management's specific expectations regarding organizational performance.

C. Corporate objectives reflect managements specific expectations regarding organizational performance. Common types of corporate objectives are those of profitability, volume, stability and non‑financial. (Table 2‑2‑)

D. There are several types of corporate strategy.

1. Growth strategies for current markets can be achieved by market penetration, product development, and vertical integration.

2. Growth strategies for new markets can be achieved by market development, market expansion, diversification.

3. Consolidation strategies can achieve goals through nongrowth by retrenchment, pruning, or divestment.

IT. Product mix strategy helps management solve the problem of establishing priorities.

A. Product portfolio models are used to classify products to determine the future cash contributions and the future cash requirements that will be appropriate for each product.

1. The Business Screen is a device for categorizing products or business units based on the managerial assessments of each units relative competitive capabilities and the attractiveness of the market in which it operates.

a. Products rates "build" and "question" should emphasize market‑share objectives.

b. Products in the "hold"‑ and "harvest" categories should be profit‑focused.

2. There are several implications and limitations of portfolio models.

a. Portfolio models assume internal generation of cash to fund products in the build and question categories which other sources of funds such as borrowing exist.

b. Products in the hold category often experience extensive competition, and challenges to their leadership position and market‑share maintenance should be a short=run objective.

c. There is no assurance that additional resources will lead to increased market share for build and question category products.

d. Product portfolio models have been criticized because of their subjective approach to a quantitative analysis.

III. Middle managers can provide the most detailed information on each individual product regarding the size of the market, the profitability of the market, and the likely sales results of increasing marketing expenditures on a product, and they must identify the kinds of strategies and programs that can be used to achieve the product objective.

