CHAPTER 2 (-'f‘. ?"s\ -
LITERATURE REVIEW ‘\“:’/ /

. Successfully competing in today’s ever-changing business environment
reguwes market-driven strategies that respond to customer’s needs and wants, Luck
(1989) suggests that achievement deBend on how well two activities are conglycted
pIanmnP and implement. Planning obvigusly occurs first: a firm operates efficiently
and yields the desired results th_rou%h planning. Implementation comes later but that
makes it no less |mi)o_rtant. In this chapter discusses the general concepts which relate
to the fundamental ideas, on designing marketmgi strategies including marketing
concept, situation analysis (interrial and external analySis), marketing strategy;
marketing programs, the marketing plan, execution and evaluation.

2.1 Marketing

Marketing is a process that takes place before products and services are
produced and continue even after the sale. Marketing s so basic that it can't be
congiclered a separate function. It is the whole business Seen from the point of view of
:cts"flnal result, that is, from the customer’s point of view. We understand marketing as
ollows:

“Marketing is a social and managerial process by which individuals and groups
obtain what they need and want through creating, offering, and exchanging products
ofvalue with others.” (Kotler, 1999

“Marketing is a total system of business activities designed to plan, price, promote
and distribute want-satisffing products to target markets to achieve organizational
objectives.” (Stanton, 1991)

2.2 The Marketing Concept

. The marketing concept puts companies and managers on notice that neither
production, neither sales, nor customers exist in a vacuum.All exist in a com?etmve
place that is becoming more competitive and it is this competitiveness that really
drives the marketmg concept. According to Stanton (1991), the marketing concept is
based on three beliefs, which are as follows:

*  All planning and operations should be customer-oriented.

o All marketing activities manorganlzatlon should be coordinated.

o Customer-oriented, coordinated = marketing is essential to achieve the
organization’s performance objectives.

2.3 Conceptof M arketing Strategy

Marketin strate(t;y I$ defined in terms of three constituents as an endeavor by
corporation to differentiate themselves positively from their competitors, using their
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corporate strengths to better satisfy customer needs, in given a environmental setting
(Jain, 2000).

_ Thus, within a given environment, marketing strategy deals with the
interplay of three forces, known as the 3 C’s: customer, competitor, and corporation.
Marketing strategy focuses.on the way in.which the corporation can differentiate itself
effect|vel¥ from its competitors, capializing on its distinctive stren(t;th to deliver value
t0_1ts customers. Based on 3 C’s, formulation of marketing strategy requires three
following decisions as follows:

* \Where to Compete
* How to Compete
*  When to Compete

Most successful companies imprave but do not change their strategy ve
often. They gain advantage from new Insights into com?etmon and from constan
clarification Of their ability to implement &n overall strateg throu?h it details are
continually evolving and Tmproving. The P_roblem i thergfore. not to select good
strategies,”but to create a flexible organization that learns and is able to constantly
change its strate?P/. The choice of a Strategy is ever changing. But why should the
company be that Tlexible?

To provide a useful sense of direction, a corporate mission statement should
clearly define the organisation’s strategic scope. It should answer such fundamental
questions as the folloiying: What is our business? Who are our customers? What kinds
of value can we provide to these customers? And what should our business be in the
future. The vision of company is what the c,omEgany_ Is trying to achieve over the
medium to long term as formally declared in its mission” statement. The critical
success factor is an effective way to identify the requirements of a firm’s executive
and the enterprise as a whole

2.4 Important of Marketing Strategy

. “The experience of companies well versed in strater planning indicates that
failure of marketing strategy can block the way to the goals established by strategic
Plannlng” Jain (2000). This"statement shows that if the companies cannot appreciate
he essénce of marketing, aytomatically they cannot determine the strategy fir to
custﬁng,ers, face the competition, and institutionalize an organizational structure of
marketing,

2.5 Situation Analysis

_ The situation refers to the conditions or environment in which the strateg){
will take place. Situatjon. analysis is an examination of each of the severd
environments that have basic effécts, There are two phases of analysis: internal and
external. For internal analysis, “SWOT Analysis” and “Past Performance Analysis”
considered as helping tools. For external ‘analysis, there are some analysis of
customers, competitors, and market situation.



2.5.1 Internal Analysis

Internal analysis concerned with measuring the stratetqi_c capability of the
company, the resourcés that company have and the résources that'it can obtain. It also
hﬁlpst,l eintn‘y whether or not the existing resources can be used more efficiently and
effectively.

2.5.1.1 SWOT Analysis

_ Traditional SWOT (Strengths, bleaknesses, Opportunities, Threats) analysis
Is presented because it remains an a%)roach that man%;oer creates quick overview of a
company’s strategic situation. According to Pearce (2000), “sw 0T is an acronym for
the internal strengths and weaknesses of a company and the environmental
opportunities and threatsfacing that company".

Strengths: Strength is a resource advantage relative.to competitors and the needs of
the markets a company serves or expects 0 serve. It is a distinctive comPetence when
it gives the company a comparative ad_vantagie in the marketplace. Strengths arise
from the resources and competencies available to the firm,

Weaknesses: \Weakness is a limitation or deficiency in one or.more resources or
competencies relative to competitors that impede a company effective performance.

Opportunities; Op?ortunlty IS @ major favorable situation in .a company’s
environment. Key trends are one source of opportunities. Identification” of a
previously overlooked market segment, changes in competitive or regulatory
circumstances, technology changes, and so on.

Threats; Threat is a ma{or unfavorahle situation in & company’s environment. Threats
are key impediments to the company’s current or desired position.

SWOT analysis forces managers o better understand and respond to those
factors that have the greatest importance for the firm’s performance. We call these
factors strategic issues. A strategic issue is an environmental factor, either inside or
outside the organization that is likely to have an impact on the ability of the enterprise
to meet its objectives.

It should be emphasised that strategic issues rarely arrive on a top manager’s
desk neatly labelled. Instead, data from SWOT analysis of the environment identify
new techrjologies, market trends, new competitors,” and emﬁ)lo ee morale trend.
They require interpretation and translation before they are labelled strategies. Often,
mariagers draw upon their experience to_categorise issues as, controllable or
uncoritrollable, as threats or opportunities. These Gategories then determine how an
issue appears to an individual’ manager, how well it can be sold to other managers,
and what action the firm subsequently takes.

All but the smallest or%anlsatlo,ns require cross-functional co-operation to
?ather data about present and future environments (sometimes termed scanning and
orecastln?, respectively) and to try to make sense.of it all. This is a direct result of
the complexity and constant change in the environments in which organisations
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operated, environments that one executive could never. fully understand and manage.

oT anaI%{sm becomes a team effort performed jointly” by functional specialists
from marketing, production, finance, etc. These expertS review the environments
closest to their Specialities, and bring issues they see as critical to the attention of their
peers from other functions, as well as general managers who have responsibilities for
overall or integrated SWOT analysis. At this stage In the SWOT analysis, the team
debates issues, brings conflicts between functions 0 the surface, prioritises issues, and

plans actions,

, Managers can modify this basic data gathering method to tap other sources of
information, stich as customers_or consultants.  For example, many firms routingly
condluct extensive interviews with follow-up questionnaires through thelr_marketlnfg]
departments to get feedback on customer satisfaction or dissatisfaction. This researc
can be viewed “as ,assessm%, the customer component of the firms™ environments,
Likewise, a firm with an active international business might survey a small group of
outside consultants. By analysm? the consultants’ responses, the firm could develop a
better understanding_of the political risks involved in expandl_?P operations in a
Bartlcular country. These two data gathering efforts have very different focuses, but
oth can he seen’as forms of envirorimental Scanning. Informetion that gathered from
key employees could also, help managers better understand the internai environment
of'the organisation. . In this situation, the questions focus on the primary components
of the internal environment: the organisational component, marketing component,
financial component, personnel companent, and production component.

2.5.1.2 Performance Analysis

Accordln(% to Aaker (1998), performance analysis Provldes an indicator of
the success of pas strategle,s,and thus can often help iri evaluating whether strate,?,lc
changes, are needed. In addition, sales and profitability at least appear to be specific
and €asily measured, As a result, it is not surprising that they are so widely used as
performance evaluation tools.

Sales and Market Share

A sensitive measure of how customers regard a product or service can be
sales or market share. After all, if the relative value'to a customer changes, sales and
share should be affected, aIthouqh there may be an occasional delay caused by market
and customer inertia. Sales levéls can be strategically important, increased Sales can
mean that the customer hase has grown. An enlaroed Customer base, if we assume that
new customers will develop onaﬁy, will mean future sales and profits,

Profitability

. Profit is important indicators of business performance, They provide the
basis for the internally or externally generated capital needed to pursue. growth
strategies, .to replace obsolete plants and' equipment, ‘and to absorb market risk.. One
basic profitability measure 1s return on assets (ROA), which is calculated by dividing
the profits by the assets involved. Return on assets can be considered as having two
causal factors. The first is the profit margin, which depends on the selling price and
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cost structure. The second is the asset turnover, which depend on inventory control
and asset utilization.

Manager/ Employee Capability and Performance

, Also keys to a company’ Iong—term [rospects are the people who must
implement strategles. Are the hurman resources in_place to suppart current and future
strategies? Do those who are added to the organization match its needs in terms of
types and quality or are their gaps that are not being filled?

2.5.2 External Analysis

External analysis involves scanning and evaluating various sectors outsice
the company to identify positive and negativé trends that may affect its performance.

2.5.2.1 Customer Analysis

In most strategic market-planning contexts, the first I_o?ical step is to analyze
the customers. Customer analysis can be Usefully partitioned into an understanding of
how tthe naarket segments an analysis of customer motivations, and an exploratiof of
unmet needs.

, Segmentation means the identification of customer grouBs that can su?port
different competitive strategies. Se?mentation approaches incltide benefits sought, the
price/quality dimension, customer Toyalty, and application. A business can focus on a
single segment, or attempt to servé multiple Segments, perhaps obtaining across-
Segment Synergies.

Knowledge of motivation can provide insights into what assets and
competencies are needed to compete. Motivation can be"identified though marketing
research approaches such as asking attribute importance or trade-off questions.

. An unmet need, a customer need that is not being met by the existing product
offerings, can be strategically important because it may represent opportunities for
those attempting to gain position and may pose threats to those attempting to maintain
position. Customers can be used to iden J% unmet needs. Lead users, users who face
needs, that will become more prevalent in the future and are thus positioned to benefit
significantly, are particularly good sources of unmet needs and new product concept.

2.5.2.2 Competitor Analysis

Competition relates to rivalry and attempts to gain advantage in the
marketplace, 1t denotes two or more sellers vying for buyers in the exchange of a
product, in the sense relevant here. This is.a key factor in strategic sucess, Marketing
Mmanagers n_aturall¥ watch competitors” actions and their outcome, while also trying t0
diving their strategies. In healthy competition, rivals struggle fo win Buyers’
preference and to upiset each other’s strategies. A firm usually has limited control Over
market . structure. Therefore an effective marketing strategy must cope with
competitors’ strengths, capitalize on their weaknesses, and anticipate or react to their
MOVES,



12

Competitor analysis starts with the identification of ([;roups of competitors.
One approach considers customer choice, identifying the set of competitors from
which " the customer selects, or product-use associations, identifying the set of
competitors whose products are used in the same use Situation. A seCond approach is
to identify strategic %oups, groups of competitive firms that pursue similar assets,
competencies, and ofher characteristics. Mobility barriers between strategic groups
are strategically important hecause the_¥ can protect a profitable strategy. It is also

Important™to identify potential competitor - firm with the motivation and ability to
enter an industry.

. To gain an understanding of competitors, it is useful to_analyze them on the
basis of several dimensions. Their size, growth, and profitability provide a gross
measure of their relative importance. Their image and positioning strategy provide
strategic insights.

. Information on competitors can be obtained from market research and from a
varlelty of other sources, such as trade magazines, trade shows, customers, and
suppliers.

2.5.2.3 Market Analysis

. Market analysis builds on customer and competitor analyses to make some
strategic wdgement,s about a market and its dynamics. One of the Enmary objectives
of a market analysis s to determine_the attractiveness of a market to current and
otential participants. A second objective is to understand the dynamics of the market.
he need is to identify emerging key success factors, trends, threats, opportunities,

and strategic uncertainties that can guide information gathering and analysls.

~ According to Aaker (1998), a market analysis is often conducted along the
following seven dimensions.

L Actual and potential market size. The potential market includes the usage gap
which can be penetrated by creating increased frequency of use, a greater variety of
USES, New USers, and new uses.

2. Market Prowth. To forecast growth i)atternsl it can be helpful to consider the forces
driving sales, leading indicators, analogous Industries, pressure on prices, and the
existence of substitute products.

3. Market profitability. The competitive intensity of a market or any sub-market will
deBend on five facfors - exlstm? competitors, supplier. power, “customer power,
substitute products, ad potential entrants. Barriers to entry include capital investment,
economies of scale, access to distribution channels, and product differentiation.

4, Cost structure. One way to detect ke?]/ success factors is to analyze the value added
by the production sta%e_ and observe how it is changing. Another consideration is
\lgvhe_tgler the market stting makes an experience curve strategy appropriate or even
easible,
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. Distribution systems. The need is to identify alternative channels and trends in their
relative importance and to analyze the power relationships in each channel and how
they might be changing.

6. Market trends. What trends in the market will affect future profitability of
participant firms and key success factors?

1. Key success factors, What skills and competencies are needed to compete in a
strategic group now and in the future?

2.6 Marketing Strategy

Marketing strategy is quided by the decisions top management makes about
how, when, and where to Compgte. Becduse of this close relatigns IB it is important to
examine the major asgects of designing and implementing business " strategy.
According to Cravens (1983), marketing strategy IS defined as

“The analysis, strategy’ development, and implementation activities in selecting
market target strategies for the product-markets in each business unit, setting
marketing objectives, and developing, implementing, and managing the marketing
program position strategies designed to meet the needs of the customers in each
market segment.”

. Marketing’s strategic planning is composed of two stages, which are
strategic ob{_ectlve, and strategic Idea (stratagem). These two may be récalled with that
two prepositions in the key q)uesnon each aniswer: What are we tfying to achieve? And

How do we intend to do that’

2.6.1 Strategic Objective

Strategic objectives are what a strategist is trying to achieve, as distinguished
from stratagems, which are.how a firm intends to achiéve the objectives. Thiere are
chains of ends-means decisions that start with general objectives and keep focusmq
more specifically toward implementation of strategy. These decision chains start &
the top of the organization and move level-by-level into marketing.

.. Another determination is when an objective is to be attained-its tlmlng. Some
objectives are period ones, to be accomplished usually within a year. ro?ram
objectives extend over longer. ranges until & program is completed. These need fo be
cqordinated. Performance ObjectiVes always should have been set for strategy, and
often market position objectives too. The later should include a statement™of the
markets in which to ﬁartlupate and of the business_of that unit. Another constraint
would be word from the corporation on the funds available.

.The process of deciding objectives included (besides the constraints) the use
of the_situation analysis and market targeting. There is no exact formula for setting
objectives; it should be tailored to each case.
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2.6.2 The Strategic Idea

With objectives having been determined, the marketing planner seeks to find
the means of fulfilling or surpagsing them. The planing process will lead to those
means being detailed in a marketing plan. That plan is détermined onl¥ after the vital
and hasic determination of how 0 reach the objective. We prefer o finding and
defining the key idea, which we may call the stratagem or strategic idea.

Strategic objectives and stratagems must coexist (neither is any good without
the_ ather), and” a marketer needs to aCquire a repertoire of optional Stratagems and
Insights on when to choose them. Those options have to be arranged systematically,
according to some classification method.

The broadest categorization is according to purposes. We proposed a three-
way breakdown by what "a stratagem would apply to markets, competitors, and
praduct positions.

Market stratagems were then given four options; market aggre%ation, market
segmentation, multi-segmentation, and market concentration. The important point is
to define the unique wants and the needs of targeted markets.

For competition, there are three types of combat stratagems: differentiation.
Overall cost leadership, and market segmentation ﬂWh_ICh has” two usesI). Position
stratagems can be described as market I€ader, market nicher, market challenger, and
ngartke follower. These three sets of categories can be integrated into composite
stratagems.

2.7 Marketing Programs

. Marketing programs are the choices of appropriate marketing actions and
their b}lendtl,ng Into marketing mix. Actions are discussed for each of the”conventional
seven functions.

2.7.1 Product

Product is a very significant variable in management’s decisions - indeed
usually the most important one. Product pIa%/s a role in marketing (and corporatej
decisions, as hoth a controllable and an unconfrollable variable.

.. We outlined the significance of the marketing mix and product ling in
examining and creating strate(i;lc business units and product markets. Product as a
strategic variable received most of the focus.

. Two of the most important reasons for some product success profitable live
Whl|§ (l)_thers are expensive failures are competitive differential advantage and product
symbolism,

o Competitive Differential, Advantage: In marketing strategy, —competitive
differential advantagl_e_derlves from fhe charateristics 0f a proddct that make, it
superior to competitive products. We helieve that competitive differential
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advantage is a most important reason for P]roduct success and should he
considered in any product strategy analysis. At the brand level, it is often difficult
fo maintain a competitive différential”advantage based on superior technolog?{
because competitors promptly copy new or gmi)roved technology. Thus, althoug

competitive_differential advantage’ is a critical element of profitable marketing
strategies, for such an advantade to be sustained, it often must derive form
something other than technology™or Product modifications. One Important source
of sustainable competitive différential advantage is product symbolism.

* Product Symbolism-, product symbolism is what the product means to consumers
and what consumer’s experience in purchasing and using it. At the brand level. It
refers to the image that particular item evokes In the minds of consumers. Product
symbolism and ‘appropriate brand images can actually be more important than
téchnological superiority.

2.7.2 Price

. Three important influences on _?_ricing strategy are consumer characteristics,
organization characteristics, and competitive characteristics.

* Consumer Characteristics', the nature of the target market and its, expected
reactions to a given price or price change are major considerations in pricing
strate?y. For some products, consumers may Use price as an indicator of quallty,
S0 a Tow price does not stimulate demand.” For many products, price Is used to

segment. consumers into_ prestige, mass, and economy markets. Price is also used

for creating product and brand.

* Organization _ Characteristics; Several organization characteristics influence
pricing s,trategles. First, the variable cost fora product usually sets the lower limit
on its"price. Second, the objectives of the organization influénce pricing strateqy.

A common pricing objective is to achieve a target retum on investment consistent

with the organizatiori’s objectives. Third, the”nature of the product influences

priging stratega/, distinctive products often has higher prices, for example, and
perishable products must often be priced lower to promote faster sales. Finally, the
stage of the product life cycle that a product has reached may influence pricing
strategy. A skimming pricing strategy Involves setting a relatively low price early

In the Rroduct life cycle and then g_ra_duallk/ decrea,smg| the price When competitors

enfer the market. A" penetration pricing strategy invo ves,settlngi a relatively low

Brlce early in the product life cycle in anticipation of raising it at a later Stage.

enetration is used when the firm expects competition to.mave in rapidly and
when demand is stronPIy influenced by price. Penetration is also used to Obtain
large economies of scale and to create a’large market rapidly.

* Competitive Characteristics: competitors - their number, size, cost structures, and
past reactions to price changes - influence-pricing, strategy. An organization can
price at, below, or above the competition, depending on”Such factors as its own
cost structure, competitive differential advantage, and financial and marketing

abilities.,
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2.7.3 Place or Distribution

. Distribution as a controllable variable involves strategic decisions about
marketing channels and physical distribution. These two areas of'decisions should be
based on structured by market opportumtles. All distribution decisions should he
based on the wants and"behavior of the end user or consumer.

... Channel strategy consists of decisions regarding channel qrganization
definition of channel Structures, development of criteria” for e\_/aluatln? channel
structures and the selection of an appropriate structure. Distribution i one 0T the more
inflexible strategic . variables, owing to customary procedures and structure.
Furthermore, thé investments required and the Coordination  of independent
middlemen makes channels slow to c_han%e. Other aspects of the environment, such as
he_c{mgl?gy, competition, and social Trends, can also affect the structure of
Istribution.

2.7.4 Promotion

. Designing promotion strategies involves selecting the appropriate mix of
romotion tools t0 accomplish specific objectives. Four types of promation tools can
e used to inform, persuade, and remind consumers or indtstrial buyers:

oo

Aavertising is any paid form of non-personal presentation and promotion of ideas,
Or Service.

Sale promotion is a short-term incentive to encourage the purchase or sale of a
Broduqt or service. _ _

ublicity is any unpaid from of non-personal presentation of ideas, goods, or
SErVICes.

Personal selling is direct, face-to-face communication between sellers and
potential buyers for the purpose of making an exchange.

I SC I G N

Some general objectives of promotion strategies:

- Increase brand awareness

- Increase consumer kn,owledge of product and brand
- Change consumer attitude about company

- Change consumer attitude about brand

- Increase short-term sales

- Increase long-term sales

-Build corporate image . .

- Build brand image and positioning

-and soon..

The task at this stage is to determine to what degree and | what situations
each of these tools will be used. In addition, appropriate promotion messages, media
choices, and schedules are formulated on the basis of the firm’s promotion objectives
for the product, the nature of the product, and the purchasing habits and” media
preferences of target consumers.
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2.7.5 People

... Relationship marketing obviously involves the efforts and skills of more
individuals than just those in the sales or marketing departments. The need for service
and support implies that employees in service “delivery must also .be . intimately
acquainted with the needs of the customer and be prepared to deal with individualS
from the customer and be prepared to deal with individuals from the customer firm.

According to Rust (1996?, hlrlng, should also consicer certain personal
characteristics of émployee who will have Righ interactions with customer personnel.
Many services require personal interactions between customers and employees, and
thesé interactions stron%ly_ influence the customer’s perception of servicé quality.
These employees must bélieve in what they are doing and'enjoy their work before
they can provide good service to customers, For This reasor, human resources
manaqement policies and R_racnces_are considered to be of particular strategic
importance for in delivering high-quality service.

Tramln(.z in related disciplines such as service management areas that may be
of value to customers can help the employee to become truly valuable problem
solvers for customers. EmRonees must also be trained to calculate the value of
customer relationships, so that they can allocate their efforts appropriately. Not every
customer is worth the cost of establishing a long-term relationship.

2.7.6 Process

The company should analyze their service processes. Service process can be
thought as having  Several parts"that each of which has different management
requitements to maintain quality. Procedures and systems are the op,eratmq routines
and the ways, of,dom,? business that the comPany (Ises and expects ifs customers to
follow in delivering its services. Overall quality Service in the organization requires
that the support furictions, must think of the frontling personnel as internal customers,
know their needs, and deliver the highest quality of internal service possible.

2.7.7 Physical Facility

This element of the expanded marketing mix  addresses the “tangible”
components of the service experience and company’s image referred to earlier.
Service Company shauld desnlgn these items with extreme caré, sine they will play a
major role in‘influencing a customer’s impression of the company.

2.8 Marketing Plan

After the strategic program has been determined, the ma_rketing Elan s
prepared. The term “plan™ must first be defined. According to Hopkins (199), two
definitions of the word plan are found as

“An orderly arran_?ement ofparts ofan overall design or objective.”
“A detailedformulation ofaprogram ofaction.
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. Those quotations_came from a monograph that reported on a survey of
marketing_executives in 267 manufacturing and Service corporations. The monograph
also contains the following comment;

the marketing plan is seen by many executives in the survey as the very symbol
and essence ofpurposeful marketing managiement. They regard aformally prepared,
written marketing plan as the means of linking the marketing function with the
principle of management by objectives...Unless all the key elements of a plan are
written down, there will always be loopholes for ambiguity or misunderstanding of
strategies and objectives, or assigned responsibilitiesfor taking action.”

. Theplan is formally prepared and written and is a detailed formulation of the
action program necessar¥ t0 carr)A out the s_trate(]]lc program.. A diagram that indicates
what precedes and what Tollows the marketing plan can'classify this:

Strategic Planning
* Objective

* Definition of business area
* Strategic program

* Resource requirements

[ _T;h_e Mgi}i(é}jﬁg:lﬁ@;;{diit’_s gg—)proval ]

L mlh_lp]emcﬁt'ation

Figure 2.1 The Marketing plan diagram

The core strategy and the key elements of the marketing program should
have been put in writing, in specific terms, during the strategic planning process. Five
purposes of the plan were stated:

Explaining the situation

Specifying the results that are expected

|dentifying the resources that will be needed

Describing the actions that are to take place ,
Permitting the monitoring of the plan’s implementation.

Organization aspects dealt with

*  Who should purpose the marketing plan
*  Who should approve it

There are complications in having both short-term and long-term plans to be
purposed and coordinated,
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2.9 Executions and Evaluation

. Planner’s responsibilities for strategic plans do not end with their completion
and final approval, There are at least three Teasons why they would want to continue
being in close touch with implementation:

J Tods?ek %rlompt tactical changes in the program during its execution, when needed
and feasible.

* To determine whether disappointing results were due to faults in the plan itself

J tT_o profit by what can be learned from this experience, in order to plan better next
ime.

2.9.1 Execution

Let us keep .in mind that execution is under the authority of the line
managers. The strateﬁlc planners do not have that responsibility, but’they do have
deep Concern about the execution. The responsibilities of strategic plans mlscarrymg
are always threatening. Another concern is that the relationship Detween strategyan
implementation does not work in just one direction. Execution, affects strategy, and
this cumulates over time. Bonoma {1984) suggested these possibilities:

1 When strategy Is appropriate, poor execution can conceal its merit. _

2. When stratégy is inappropriate and execution is poor, there qubably will be
failure. Management may not perceive throuqh_ the mask of obvious execution
etrrotrs, that the strategy Was wrong. Thus nothing may be done to correct the
strategy.

_ImPIementatlon_ work lies beyond the scope of the planner’s own
responsibility or authority. Nevertheless, it importantly affects what the marketing
planner does. One way in which the planner can promote good implementation is to
make the plan’s intentions and methods clear and to follow through by making sure
that the people who will direct implementation receive and understand the plans.
Compliance with a marketing plan can also be achieved by inviting functional
mangers to participate by offering advice on the plan, so that they will have favorable
attitlides when the time of execution arrives.

2.9.2 Evaluation

The measurement and reward system over time influences behavior and thus
strategy implementation. It is important o ensure that it fosters behavior that will lead
to the strategy objective. According to Stonich (1977), a key aspect of the strategy of
a large consdlting firm with over'20 companies was to dbtain_firm wide synergy,
efficiency, and consistency. Profitability Analysis and Customer Satisfaction Analysis
are approaches to examine whether the marketing strategy results are being achieved.
tE1‘1E)|C|enc?/ Otf gmployee, advertising, and sales promotionare another important point
0 be evaluated.
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* Profitability Analysis: companies clearly need to measure the profitability in order
t0 hle_lp_m?ndagement determine marketing strategy should be expanded, reduced,
or eliminated.

»  Customer Satisfaction Tracking: the company can use several methods of tracking
and measuring customer satisfaction such as

> Complaint and Su?gestion System
; Etustomer Satisfaction Surveys
C.

» Sales Promotion Efficiency AnaI?/sm: to improve sales promotion  efficiency
management should record the costs and sales'impact of each sales promotion, 1f
sales promotion manager is appointed, that manager can analyze the results of
different sales promotions and advise product managers on the most cost-
effective promotion to use.
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