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I. COMPANY STRATEGY - GENERAL PROBLEMS

Karl Alewell*

STRATEGIC THINKING IN MARKETING

1. Introduction

To practise marketing obviously means to be market-minded.
But it should mean at the same time to be future-minded. There-
fore, the marketing concept consequently has fostered strategic
thinking. 1In Western Europe and the USA as well as in most wes-
tern countries discussions about marketing strategies are popular
or even fashionable. The amount of work and brilliant ideas ne-
vertheless have not solved up to now the problem of strategy fin-
ding.

In the. following remarks I will try to point out the basic
ideas of marketing strategy in our economic system. The concepts
of shaping marketing strategies include all parts of marketing;
but since choosing and building up marketing channels is one of
the basic strategic decisions of a company these concepts include
channel strategy finding. In the second part I will give some ex-
amples of analytic approaches to marketing strategies in order to
characterise the type of technology used and the mental structure
this technology is based on. Some critical remarks will follow.

2: Market;quConcept and Marketing Strategies

2.1 Development of the Marketing Concept

Very strong activity is characteristic for the marketing of
companies in western economies especially if they do not sell only

* Professor, Dr, President of Justus Liebip University in
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on the domestic but also on foreign markets. Marketing is under-
stood as an activity of adaptipg to the market but also of influ-
encing or even creating a market. The development of the marke-
ting concept is marked in a ']-staoe-model as follows:

In a production orientated stage of marketing the production
process and its organisation have been the main problem of a com-
pany. Once this problem had been, solved, there were no real sa-
les difficulties. The marketing sector had to submit to the produ-
ction sector. So to sbeak the salesmen had to sell what was pro-
duced, which in times of shortage didn’t form a problem. In fact
there were no real marketing problems. Today one may find this
situation in branches with new technologies or in developing coun-
tries, but on the developed western markets it 1is rather seldom
found. -

" The adapting-to-the-market stage is based on the assumption
that the production is adapted to the demands of market and its
prospective development. By market research one tries to investi-
gate the market situation and its future development. The produ-
ction processes and programs are adapted to the markets and at the
same time communication with customers is build up by advertising
and sales promotion as well as active selling. This concept is
still predominant today in many branches. WNevertheless: again and
again it becomes obvious that technicians and scientists think in
terms of production and are not yet prebarod to think in terms of
the dominance of markets. ) : '

In the market-creating stage it is presumed that markets-es-
pecially for new products.- do not exist at the beginning, but
have to be created by information campaigns (especially adverti-
dino). This applies above all to new, so far unknown goods in
the consumers’ markets, but also in new technology industrial mar-
kets: This situation can be found with luxury goods but also with
basic needs, e.g. new drugs, which may be important for health. .

Chemical fibres and new textiles belonged for some time to this
category. The further development of- the economies, but also the
application of new technologies is often dependent on the market
creating ability parallel to the technical development of new
products.



Strategic Thinking in Marketing 13

2.2 Strategic Thinking in Marketing

In a dynamic marketing in market economies adapting to the
market and creating new markets will also always be future ori-
entated. Due to the necessary investments in technical equipment,
but also in the establishment of marketing channels, long term
thinking will be indispensable. Marketing strategies which are
adjusted to exploit expected demand and create additional demand
and to meet the competition are necessary. Strategic thinking is
also a consequence of the freedom of economic action, which exists
in market economies at least partly; this freedom at the same time
exerts a pressure to use this freedom in order to be able to com+
pete with other firms in the long run. Individual action is possi-
ble - but it is also necessary for survival,

Strategic thinking can be described by the following points:

Shaping a strategy means to think about the near and far fu-
ture, that is to say to think not only of tomorrow but of the days
after tomorrow. The future is not simply understood as a certain
date to come, for instance the year 2000, but as a path 1leading
from the present into the future. As a rule - that is especially
true for industrial goods - the period of observation is theore-
tically uniimited ("open end"). ‘

The thinking is centered on development processes, not on situ-
ations. In the more simple form, therefore, for instance the
growth of the market is observed, in a _slightly more complicated
form, the changes in the growth rate, and finally there may be
looked at relative changes, for instance the company’s planned or
expected growth compared with the competitcr’'s growth.

Strategic thinking has to be orientated to complex structures.
Therefore, it is not restricted to the marketing department but
it should be used also in any other sector of the firm.

Concerning the products the planning, will not only include
existing products and possible variants or similar products. Com-
pletely new fields of activity permanently have to be included into
the planning. This so called diversificatiop makes it necessary
for a company to enter into completely new fields, i.e. new areas
and new technologies. More often on behalf of the adjustment to
complex structures not only the market itself is taken into consi-
deration, but also the "non market environment" - which strongly
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influences the market in the presence and still more its develop-
ment. Thus, maiketing means not only thinking in market catego-
ries (demand and competition) but also in categories of the socio-
-cultural environment, the political and legal environment, the
economic environment, the technological and the natural  environ-
ment (see Fig. 1).

socio~cultural Eg;;t;cal and socio-economic | technological natural
- environment environ- enironment environmen environ-
SeuR R @Eﬁ%"“""‘ ment
demographic form of govern- |national available topogra-
structure ment economy technologies phy
systems of economic - system demand infra-
social system - indicators for avail- structure
compound - resources able techno-
- private and logies
state owned
companies,
consumers
cultural matter-of-fact international necessary climate
patterns power structu- relations infrastructure
re, internal and |- system
ex{etnal con- - balance of
flicts payments
- balance of
trade
systems of interventions relevant institutions geology
social in national sectors for the de-
security economic - importance velopment of
affairs {~ interlacing technologies
branches
- structure
'system of interventions
education in foreign
trade
relations

Fig.1l. Analysis and forecast of the environment

Strategic thinking in marketing is increasingly cetermined by
the orientation to risks and chances. While for the observation of
the past and the near "fyture a company may rely on relatively
exact ratios (in terms of turnover, profit, loss, rentability
etc.) for the strategic observation of the future it has to in-
troduce other methods in order to analize risks and chances and
if possible to make them evident and evaluate them by evaluation
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models (risk spectrum, chance spectrum). The further a firm looks
into the future, the less it can rely on one specific strategy,
the more it has to draft a variety of alternatives to meet unex-
pected situations. In cases of extreme uncertainty a company may
even have to go on without concrete schemes of action and concen-
trate on providing potentials for readiness and reaction schemes
for possible future events,

According to the degree of wuncertainty in a strategy usually
it is of on use to formulate goals in terms of profit, loss or
cash. The company has to use more and more qualifying descrip-
tions of future state of affairs instead of quantitative goals,
thus taking marketing thinking away from quantification, which still
is intensified today.

2.3. Contents of Marketing Strategies

The contents of a strategy may be divided into three parts
(see Fig. 2). First of all the future fields of activity and the
positions to be taken in these fields are described. So the ques~
tion is which products the company should offer in future, which
solutions should be applied to problems arising with customers.
Just as open and submitted to the strategical objective are the
market segments, but also the customers groups, for whom some-
thing is to be offered. The question is: "what for whom"? There is
a connection to the market position desired in the market. Should
the company try to achieve the leading market position? Should a pp-
sition as a pioneer be taken on new markets? Or should the com-
pany try to follow dependence strategies (with some lgmited inde-*
pendence), which lecve the glamour, but also sometimes high in-
troduction costs to the market leader, while the company occu-
pies so-called market niches living there with sufficient profit.

In longterm strategies only the basic structure of the marke-
ting - action-mix (advertisement, distribution selling) is deter-
mined but of course without any details. Only the basic structure
is fixed, e.g. "intensive advertisement for branded goods" or
“strongly emphasizing the application of technical services" with
new special products to be introduced, which are playing an impor-
tant role in the production process of the customers (e.g. manufa-
cturing textiles through offering dyes).
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Future situations

A. 1. Future fields of action:
Positions in
the markets ) % Proguctu (problem salvnnas to be offe-
- red :
- types and volumes o6f services to be
rendered,

- breadth and depth af the assortment
aof products.
1.2. Segments of demand:
- types and valumes of segments,
- gegmentation and differentiation.
2. Future positions in the fields of action:
2.1. Preponderance (market leadership, pio-
neer, benefl\tary of market nichesg
X I8 Independenco (autonomy, cooperation,

dependence) .
B. i \
Structures 3. Future basic structure of the marketing-
of marketing ~actionmix:
actions 3.1. Accentuation of special fields of ac-
tion
3.2. Defining basic principles for some or
all fields of actions.
C. ‘
Structures and 4. Future potential and structuro of the mar-
potential of keting resources;
marketing . 4.1. Future potential of special resources:
resources ~ know-how,

-~ human resources,
- plant and material resources,
- marketing channels,
- financial resources,
4.2. Future coordination and structure of
resources: '
- organisation,
- plannin
- controlging.

Fig.2. Contents of marketing strategies

Another important element in the aarkating-stritcgy-ia the so-
-called "planning of potentials”, which determines which marke-
ting resources should be supplied in future. The company has to
congider the know-how and the presonal staff in all its different
qualities. Apart from that of course also the factual resources
and finance. One ot the most important strategic decisions is
the selection (or building up) of marketing channels.

An impcrtant element in every strategy is the tuture organi-
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sation. Should for instance the sales section be organised
regionally? Should a company try to build up an organisation which

is divided into customer specialised departments with specialists

for certain branches or groups of customers? Similar questions

of strategic relevance arise with respect to the planning and

controlling system. To sum up the contents of the first part of

this lecture, two points should be stressed: y

- the modern céncapt of strategic marketing in a market economy
is based on information needs concetning not only the actual marke-
ts but as well the non market-environment as the future develop-
ments;

- marketing strategies try not only to adapt a company to the
market demands of the tuture but also to influence. or even shape
the market structure and the future dev~lopments.

To realize these goals - which are important in all developed
countries (in market as well as in planned economies) methods of
analysis are practised, which shall be presented in the second
part. Of course it is necessary to restrict the discussion to some
examples in order to make understandable the basic concept and way
of thinking.

3. Instruments of Strateaic Anal!sis
(Examgles)

Marketing strategies require considerable efforts to collect
information about today and future, at the same time a lot of
imagination about things which at the moment are neither present
nor recognisable, but which might be created by own or evoked by
other activities and influence the relevant environment. In a
market economy these creative activities are wusually carried out
by staffs of the enterprise which unfortunately very often lose
contact with the actual business and have considerable difficulties
in making these ideas and concepts understood by those who manage
the business. . ,

In order to analyse the strategic situations as to competition
and demand various instruments of analysis have been developed,
which try to evaluate alternative strategy concepts. They are pre-
sented here not only for their special technology but to give
some examples of the impact of strategic ideas on marketing con-
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-

cepts in our economic system. In former times most of these re-
sparch methods were concentrated on demand, i.e. consumer research.
Nowadays the competitors are the main goal of market analysis.

In order to demonstrate the situation of competition I have
chosen three different examples of observation:

Figure 3 shows the competitive constellation between 4 diversi-
fied competitors. Company U offers. seven different groups of pro-
ducts in three regional markets. This type of diversification is
typical e.g. for the electronical and chemical industries. If you
compare the competition of such enterprises world wide it is of
interest to analyse the advantages and disadvantages of speciali-
sed companies (A for one product, B for one region) versus diver-
sified companies (U for some regions and all products, C for four
products in two regions); concentration causes advantages of spe-
cialisation but also cumulation of risk, Oiversification gives po-
ssibilities of compensatory calculation and price undercutting. To
understand the competitive constellation in all segments may be a
decisive factor in making a decision concerning one segment.

Figure 4 (table and diagram) emphasizes two other criteria,
which are very popular at the moment. The turnover of the four
companies is the basis for measuring the growth-rate from the
first to the second year /G /. The strength of the competitors is
measasured by the ratio

turnover of the company y
turnover of the biggest competitor

If this “relative market share" (RMS) surmounts 1, the com-
pany is the market leader. Generally speaking the RMS is a measure
of the present strength, while the growth is an indicator of futu-
re positions. In the example, A is market leader, but his growth
is smaller than the average and the growth rate of U and B, who
are not the strongest now, but do have good prospects. So, the dia-
gram shows the present constellation and makes it possible to draw
conclusions about the future develapment. But everything 1is ba-
sed on two ratios: relative market share today and market growth.

Figure 5 compares three competing products by means of quali-
tative criteria. The dots for the 3 products are marked in a
"ranking scale" from very good to not sufficient. The points are
connected by a line, just for optical reasons. The product of the
company in this example has to compete with a high quality product
(which is rather expensive) and a low quality product. Such profi-

|~ -
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Products

I 11 111 Iv Vv VI VII
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- or :
groups 4
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Fig. 3 Competitive constellation
(specialised diversified competitions)

company referrea 1o (ottering 7 products i1n some markets)
competitor offering one product in all the 6 markets
competitor offering all products in one market
competitor offering four .products in two markets

oe>»Cc
Hohouow

First year- | Second year Turnover
turnover RMS | turnover RMS | growth-rate (Gc)
Company Uy 80 ; 0.62 | 112 ¢ 0.75 R
Competitor A 130 1.63 § 150 1.34 15%
el Pk g Ao Ay Wi L e ™ MR GRTRE TRR, &/ JEN IR,
Competitor 8 60 d 0.46 3 303 :._D;ﬁq__- e _‘70! £
Competitor C 50 0,38 56 0.37 12%
Total :
aarket 320 -- 420 - 31%
(annual G¢ “
growth of gol
the turnover 70 B8
of each company) .o £ .
zg t ¥ @ growth/of
30 market (31%)
20 o oA RMS
10 _ (relativ/mg-
R ol rket share
0.5 1.0 1.5 in the second
year

Fig. 4. Competitive situation
(measured by growth and relative market share)
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les give a summary of numerous separate statements concerning the
relative qualitative situation of the products. The diagram gives
an idea about the competive situation and makes it easier to think

very good /good / fair [sufficient/not sufficient

quality of the product e
- basic technological quolity ¢ {

- environment compatibility
- law compatibility

- differentiation of products

- odditional products
paching

~functionality ey

- additional confribution
-size

~ communication

service

~pre sale

-applying

-after sale assistance

distribution

- availability
- storage

- fast delivery
- reliability

communication
‘~odverfising means
-mf,: otion

- sales prom

.tefnmcol information
-salesman's informations,

pricing
~level
-differentiation
-flexibility
-reductions
~-firancing
............ own M
e @XpENSIVE | high priced competitor's
product of high quality

w==== cheap product of 0 competitor

Fig. 5. Profiles of competiting productxs
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strategically in several dimensions at the same time. In the same
way different marketing channels may be evaluated by qualitative
criteria,

The cost experience line in a linear scale (Fig. 6) makes use
of a principle derived from learning by experience: cost will de-
cline with doubling of the accumulated production by 20=30$l. The
consequence for marketing strategy: a company which enters the
market early as a pioneer will obtain high turnover and find itself
in a relatively favourable cost situation, while enterprises which
enter the market later have to start of with a high cost level

and can reduce their costs per unit by learning processes only
slowly.

unit cost (DM)

40 1

84+

I

(Y WS R 0% decline

|}
2 _3.‘: ' 30% decline
0 55 - —— i . output
12 4 6 3 10 2 8 16 4 (cumulated)

Fig. 6. Cost experience line

Source: A, Gdlweile r, .Unternehmensplanung-Grund-
lagen und Praxis, Frankfurt/M-New York 1974, p. 243,

Iﬁis line which, however, is built 6n several preconditions
not to be discussed here. Nevertheless, in the last decade this

has been a basic idea in shaping strategic decisions.

Figure 7 shows posible financial consequences. According to the
basic idea of the early start of production the pioneer has a cost
advantage compared to later coming competitors; he can either pass
this cost advantage on as a price reduction and thus strengthen
his position, or he collacts.the cost wundercuttings without re-

1 H.H, Hinterhuber, Strategische Unternehmungsfih-
rung, Berlin-New York 1984, p. 206.
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ducing prices as profit or cash-surplus thus having an investment
potential which gives him an advantage over his competitors. Fi-
gure 7 gives a survey of the consequences of three alternative mar-

ket developments. The early entering of market or conquering mar-

ket shares ensures turnover, cost advantages and thus profits. This
concept together with the following ideas seems to be a basic
dogma of North American companies, dominating the discussions of
marketing étrategy. g

Using this concept as basis, in the well-known Boston-Matrix
(portfolio) (Fig. B), ccnsisting of the axes market growth and re-
lative market share, it is tried to point out the situation of a
company offering a lot of different product groups, each of which
may be in a quite different market situation.

This type of diagram helps tc give a survey of all the pro-
duct groups, the so-called portfolio of a company. The situation
of different product groups, which are positioned « according to
their market situation is interpreted as follows. In the rapidly
growing markets with a relatively high market share (B) a relati-
vely high investment (left column) is necessary to follow the
market which, however, is balanced by a relatively high cash flow,
because of the strong market position., Products in a8 market with

s {
E A 8
®
£
; S
= investment investmen
1
C contribution D
\
AN EZi/
{ deinvestment screamin
L 1 b4 (RS .
1 0 KoT etV
ox o . " market share
Fig. 8. Matrix of (relative) market share and market grawth
(portfolio).

Source: H.H Hinterhuber, Strategische un-
ternehmensfihrung, Berlin-New York 1984, p. 118.

™ YA o
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rapid/strong ma-xet growth, but a low market - share (A) will su-
ffer there a cash-deficit, betause of the necessary high invest-
ments without sufficient cash, In a slowly growing market (with
little necessity toa invest) a strong market position (D) will pro-
vide .cash-surpluses, because the cash-intakes are higher than
the necessary investments (“cash cows"). A weak- market position
and slow market growth (C) will usually lead to disinvestment and
learning the market.

1. period 2. period 3 period
I T I L B | Iy L | H 1} ) a s
300 200 400 [4000{{650 | 10| 80 |4000 ;
M {300 120| 0| 900 0% 6% +25%] +44%||-7% 035#:_30-4 L
: 200 [ 4oo| 200 | 800||200]800 | 200 |4200 |rate)
C {200f 250{ 450| 600 0% [+60td ¢33 [+33 || 0%l400%| 0% |+50%
Y I  leoo] - | - |eoo [usof - | - | s
D 600] 600| [€%0 0%||-20%) -20%
, 300300300 |900]|270{400 [320 | 990
05| 200 250] 350 | 700 v50%+20%| +20% | +29%] F10%] «33%] + 7% |+ 10%
To- 4800 | 00| 600 |3300]|1600{1u30 | 600 3670
w04 620 | us0(ag0f (48701 001 E00 | el ainesny o% 1%
RMS { RMS :
i 045 | |4, Y0y 121 10,93
relatives market share «» D 03” 4L AL - 2 :
in a channel 05120 |05 [|08{023 ko 023| {42
({intra channel RMS) 5
relotive market shore | _ | _ f _ llogll- - - |]oy
of the channels { .
20 |05 |03 103092 03t

Fig. 9. Turnover growth rate and relative market shares
ot 3 trading companies in 4 channels (example)

channels companies
M - mail order house I
C - chain stores 11
D - discounter 111

pS - department Store
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This diagram is understood as a portfolio, into which the di-
fterent products are located according to their financial standing.
This evaluation of the production program 'is the basic of conclu-
sions and various prescriptions, e.g. that there always should
be products with cash-surpluses (D) so that other products, which
are newcomers to the market and need investment (A), are subsi-
dized and lead to their own.

4. Applyigg Straggg;c Analysis to Marketing

Channel Stratagies Ftndxng

A main strategic decision in the marketing of consumer goods
is the selection of marketing channels which promise to be a suc-
cegsful gate to the consumer markets. Figure 9 outlines a situa-
tion, which may be typical: 3 trading companies or groups (I, II,
ITI) run different types of retail outlets as it is more and more
usual in the system af consumer goods trade: mail order houses
(M), chain stores (C), discounters (D), department stores (DS).
The table shows the turnover for 3 periods, the rate of growth
(G) and the relative market shares.

\

Channel
M 'm C/‘
: - i
- - — - P -—— o
L LT
o b e
0% . . . P —_ - = - RMS
0
:
4

Fig. 10.Campetition between different channels
(inter-channel comPetition) -
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Figure 10 outlines the competitive gsituation between the four
types of channels (inter-chanriel competition): M is loosing the
leadership; only C has a growth rate above the average. D, 05 and M
are declining in channel growth as well as in relative market share
Figure 11 shows the competition between the three compaﬁies between
the three companies (inter company competition). T still defends
the leadership, but its growth rate is not only less than the ave-
rage, but already negative; II has increasing growth rate (more
than average) and an increasing relative market share. The growth
of II1 is becoming negative, nevertheless the relative market share

was improved a little bit. e

Company ¢4
growth t "

“w

s oot o SRR .0 R P RERRAP S 1¥% second

o i g B S R o e e i s L S e, M%yﬁhird growth
yeor
0 5 i} RMS
M
|

Fig. 11.Competition between different companies (overall)

Figure 12 gives a survey of the competition of the three com-
panies in three channels (intra channel competition). The diagram
shows that I is losing growth rate and relative market share in
all fields. II is successful in field i and DS by both criteria,
while already losing growth rate in M.

Figrue 13 gives for each of the companies- the portfolio and
its structurez. 1 has a strong position in the channel M, even
after losing relative market share, but there seems to be no more
growth potential. Moreover it is losing RMS in the other channels

: These nuestions are digcussed by: 6. Drexel, Strate-

gische Planung im gEinzelbandel, "Die Unternehmung” 1983, H. 3, p.
162-202.
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} Channel growth ®
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Fig. 12, Competition in the channels of companies
; (intra channel competition)

(which have a higﬁbr growth rate). II is strengthening its posi-
tion in all channels, most of all in C which has the highest
growth rate. III is in a weak position in all channels and losing
market share, most of all in the flourishing channels C and DS.

This strategic annalysis is af interest not only for the tra-
ding companies themselves but for all producers who are using
trading companies as marketing channels,

5. Some Critical Remarks

The considerations in Fig. 9-13 are based on two ratios: the
growth rate and the relative market shares. These two quantitative
criteria are very one sided if considered as a criterion'of the
market situation. This fact is 1lively criticized as in a special
sense ' narrow-minded. Thus it has especially been stated that the
strong market share cannot be a criterion for the profit, as the
relative market position in comparisoq to the competitors .is by
no means expressed only by this ratio, but by many other criteria
which have partly been collected in Fig. 14, The one-dimensional-

_Quantifying index of relative market shares is replaced here by

a variety of qualifying statements! such as size and financial
standing of the enterprise, advantages in the production sector,
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1 ¢
Channel 50%1
growth ’\g
(Total) 4
| %] “
A e . lr - p
markel
I i share
50% 1 r/c/-‘O
4
| #\M
e 180 e
A A A A >

50%.
Ne

Fig. 13. Channel portfolio of the companies

_advantages in “the energy and raw material provisions - a problem
of extraordinary importance - advantages in research and develop-
ment potentials and especially the qualification of the manage-
ment., With this widened ‘consideration of a relative position of
an enterprise in relatiop to its competitors, Hintethuhar’, whose
abbreviated specification this is, tries to explain that with stra-
tegic (that means logterm orientated) considerations the relative
market share can only be one indicator out of many, and that more-
over the qualifying evaluation is more appropriate, contrary
to the way of considerations taken over from the USA. The adhe-
rence to market growth should be criticized in [the same manner, '

Rapidly .growing markets are by no means always profitable. On
the other hand: There may be stagnating markets, the profit quota
of which is a lot higher than that of rapidly growing and hotly
contested market. Here also not only the growth 1is apt to measure

3 B ni e v huthep Caps S8t
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(1) (relative) position in markets, e.g.
- market share
- 8ize and financial strength
- rate of growth
~ return (contribution, profit rate, capital turn-over)
- risk
‘ - market potential

(2) . (relative) potential of producing
(A)
- cost advantages of competitors
- innovatory ability and technical know-how
- licence buying or selling
(8)
- ability to meet the requirements of existing market sharesg
~ advantages of location
- ability to increase productivity
- ability to meet the raquitauants of onvlronuant prote-
ction
- services to customers

v

(c)

- présont and future supply with energy and raw natotlalg

- costs of energy and raw materials
(3) (relative) potential of research end develognent

- potential of innovation

- continuity of innovation
(4) (relative) qualification of staff, esp. management

' = quality of information system, oronnlaaflon. planning
system f

Fig. 14. Dimensiens of relative strength’s in competition
Source: As on Fig. 8 (p. 105).

the market attractiveness but a series of other criteria, the so-
-called market qualfty and other criteria mentioned in Fig. 15.
The point is that the merely quantifying evaluation in profit
and growth rates is not sutticient to explain the variety of in-
fluencing factors. This critical opinion towards the strategic
thinking in terms of market growth and relative market share rates
from my point of view is not contradicted by the fact that an

American study has explained a high correlation between market
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gJrowth and reiative market share on the one hand and the profita-
bility ot an enterprise on the other. For the punctual considera-
tion, which is celated to the present, ned: future and near past
this may probably be true, but in strategical consi@erations other

(1) volume and growth of markets
(2) quality of markets !
- return (contribution, profit rate, capital turn-over)
- position in the 1life-cycle of markets ‘
-~ margin for pricing
- technological level and innovatory potential
- possibilities to protect know-how against imitation
- requirements of investment \ :
- structure and intensity of competition
- number and special abilities of competitors
- barriers to enter markets :
(3) supply of energy and raw materials
- danger of interruptions
- endangering the profitability by price increasing
- alternative raw materials and energies
(4) market environment
dependence on conjunctural fluctuations _
influences of inflation and exchange rates
legislation
public opinion
interventions of state

/

Fig. 15. Dimensions of market attractiveness
Source: As on Fig. 8 (p. 102).

criteria will have more impact. To rely on gquantitative indicators
leads astray. The marketing manager’'s way of thinking, which du-
ring the last decade aimed at a quantification of succes and mar-
ket ratios as exactly as possible, now in its strategic version
has to free itself from the blunders of the mere quantitative
thinking. The endeavours to give marketing a basis of rationality
' by precise analysis with figures and diagrams has had a lot of
advantages - most of all to reduce the pretended importance of more
intuiftion, 1irrationality etc. On the other hand the development
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of strategic thinking in marketing has shown that the alleged pre-
cision of all these ratios and diagrams is based on one-dimensio-
nal quantitative data which do not reflect the multi-dimensional
patterns of reality, its differentiation and heterogeneous possi=
bilities of development in future, Nevertheless strategic thinking
should not fall back behind the methods of quantitative and gra-
phic explanation, But it cannot be contented by these methods of
analysis and structuring of the complex reality. As a result: up
to now we do not have mastered the subject of marketing strate-
gies, we are just at the very beginning.
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MYSLENTE STRATEGICZNE W MARKETINGU

Celem artykuiu jest ukazanie 2znaczenia strategii marketingowej
oraz trudnodci jej formulowania przez przedsigbiorstwa w gospodarce
rynkowej. Autor definiuje koncepcjge marketingu i ukazuje jej ewo-
lucje w formie tréjetapowego modélu. Opracowanie strategii wymapa
orientacji przedsigbiorstwa na przyszioéé i dominacji mysdlenia diu-
gookresowego. Pocigga to za sobg objgcie planowaniem coraz to no-
wych dziedzin dziatalnodci przedsigbiorstwa oraz uwzglednienie réz-
nych aspektéw jego otoczenia (takze pozarynkowego). Strategia mar-
ketingowa stuzy nie tylko dostosowaniu si@ przedsigbiorstwa do
przyszlego popytu, lecz réwniez pozwala ksztaltowaé rozwdj stru-
ktury rynku. Wymaga to prowadzenia szerokie)j analizy rynku, doty-
czgcej m. in. przedsigbiorstw konkurencyjrnych oraz ich udziaitu na
rynku. Analiza ta obejmuje rdéwniez profile percepcji produktu,
krzywe kosztéw oraz metodg portfolio. Wybdr strategii kanaldw ryn-
ku autor uwaza za kluczowe decyzje o przedsigbiorstwie, podkresla-
jac konkurencyjnos$é réznych kanaldw rynku.

Wobec stosowanych dotychczas metod analizy rynku, opierajq-
cych sie na wskaZnikach udziaiu przedsigbiorstw na /rynku oraz
stopy wzrostu obrotéw, autor wyraza sceptycyzm. Uwa2a je za zbyt
uproszczone, nie oddajgce zlolonodci sytuacji rynkowej. Metody te
winny byé uzupeilnione w przyszlosci o informacje dotyczgce otocze-
nia wewngtrznego i zewngtrznego przedsigbiorstwa.



