Marketing Development & Competition strategies  
Marketing planning starts from mission statement and ends at the SBU strategies 

Market development strategies
· Intensive growth strategy: where company has not taken advantage of available opportunities

· Penetration strategy: where company strives to persuade its customers to use the products more, attract customers from competitors, persuade undeciding prospects to become customers

· Market development strategy: where company invests in new market for its products
· Product development strategy: where company invests in new product for its market

· Integrative growth strategy: where company seeks to make profit by integrating vertically or horizontally

· Backward integration: where a firm tries to take control of its suppliers (ie of raw materials)
· Forward integration: where a company tries to access its users and consumers

· Horizontal integration: where a company tries to take control of its competitors.(i.e. joint ventures, strategic alliances, or pie-sharing)

· Diversification growth strategies: where company has traced plenty of opportunities in different operation outside its current focus

· Horizontal diversification strategy: when company targets its current market by enreaching product lines with new unrelated products

· Conglomerate diversification strategy: when company targets its current market by enreaching product lines with new related products 
· Concentric diversification strategy: when company targets its current market with new products with technological and purchase behavior based similarities.

Competitive strategies

· Leader strategy: where companies lead in their marketing based on the quality of their products and the effectiveness&efficiency of their operations

· Challenger strategy: where companies try to compete the leader in the whole marketing-mix, on a weakness that they spotted on the leader or on a new feature

· Follower strategy : when companies can not compete the leader; they just focus on their market share and copy competitor’s mix with a me-too tactic

· Market niche strategy: smaller competitors follow a focus strategy based on features that are  worthless or very specific to the broad target market of the big(leader-challenger) competitors
Mission Statement





Targets and Objectives 





SBU* portfolio i.e. BCG matrix





Marketing planning and SBU* strategies





Strategic Business Units is the level where dealing with competition takes place. It can be configured to reflect product or market strategy


An SBU is identified by the following characteristics:


A specific mission


External competitors


A manager with responsibility of meeting targets/objectives


Available resources to plan the SBU strategy


Available resources to handle/supervise  operational strategies and implemented controls








