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PREFACE

The seventh edition of Strategic Marketing Management Cases focuses on the major is-
sues faced by marketing managers as businesses enter the new millennium. The decade
of the 1990s witnessed critical twists and turns as managers addressed both new and
traditional marketing concerns in an emerging electronic, global world.

This edition has been substantially revised and reorganized to reflect marketing
management priorities in the 21st century. The part topics highlight both the traditional
and the new elements faced by today’s marketer:

* Market Orientation and Organizational Learning

* Marketing Program Development

¢ Growth Strategies

* Innovation and Strategic Brand Management

* Supply Chain Management and Partnership Alignment

¢ Cross-Functional Integration

* Implementing Marketing Plans and Assessing Performance

The reorganization and the new direction have allowed for the inclusion of many
current issues in the rapidly changing business environment. While a market-driven,
customer-oriented strategy remains the driver in strategic market planning, businesses are
focusing on specific areas of concern within strategic marketing. This edition includes
three of these major marketing-related topics as individual sections: innovation, the sup-
ply chain, and cross-functional integration. Woven throughout all the sections and topics
is the issue of the changing environment reflected in doing business in an electronic world.
Therefore, this edition includes an e-business case in each of the seven parts.

Several major features are included in the seventh edition:

* We continue to use the versatile, flexible paperback format to meet the rapid
changes in curricula at both the undergraduate and graduate levels.

* Each part presents an electronic business case that has appeared in Business
Week in 2000 and beyond.

* One-half of the cases in this edition are new or revised. Many of the cases that
have been carried over from the last edition have been placed in new sections
and highlight these new topics.
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o The cases are all current. All but one focus on issues managers faced in the
1990s and beyond.

* Substantial emphasis continues to be placed on international marketing
strategies. Cases in this edition focus on marketing decisions faced by
managers in Canada, France, Hungary, India, Ireland, Japan, Mexico, the
Netherlands, the Philippines, Russia, South America, and Switzerland.
Additionally, cases address growth issues as companies attempt to expand into
new international markets.

e Cases continue to reflect the changing role of women in business. Over 25
percent of the case scenarios feature women protagonists or women as major
players in the decision-making process.

» Seven video cases accompany the book. Another video available in libraries is
noted in the Instructor’s Manual.

Many instructors prefer that students focus their case analyses on the time frame
and situation described in the case. However, Web information may be useful as a fol-
low-up to the class discussion of the case. The Instructor’s Manual lists Web addresses
for 25 of the cases.

We have also retained key features from previous editions.

» The cases illustrate marketing problems and decisions faced by large, medium-
sized, and small organizations, goods and services marketers, manufacturers
and channel intermediaries, business and consumer products firms, profit and
nonprofit organizations, and domestic, foreign, and multinational companies.

» The selection of cases includes a balance of short, medium-length, and long cases.

e Over half of all cases include some form of quantitative data, most frequently
financial information.

» Situations described in this edition do not fall neatly into individual marketing
mix categories. Rather than organize the book around the four P’s (product,
place, price, and promotion), we have chosen section classifications that more
realistically reflect the types of decisions frequently encountered by today’s
marketing managers.

* The Instructor’s Manual continues to provide detailed, comprehensive analyses
and supporting materials for each case. Several teaching notes include
epilogues describing actions taken by the organization and/or how it has fared
since the case was prepared. Suggestions for course design are also included in
the Instructor’s Manual.

* To meet the teaching/learning preference of instructors who wish to use the
case analysis process described in detail in the Appendix, a substantial portion
of the teaching notes follow this format. The discussion questions are not listed
at the end of the cases so instructors can assign questions in advance or raise
them during case discussions.

Acknowledgments

We appreciate the opportunity to include cases in this edition prepared by the follow-
ing colleagues:

Lisa Robie Adam David Angus
Boston College Boston College



Preface

Reinhard Anglemar

INSEAD

Gary Armstrong

University of North Carolina

at Chapel Hill

Thierry Azalbert

INSEAD

Gyula Bosnyak

Taurus Hungarian Rubber Works

Lew G. Brown

University of North Carolina at
Greensboro

Christine L. Connolly

Boston College

Victoria L. Crittenden
Boston College

William F. Crittenden
Northeastern University
Mary Cronin

Boston College

Lee Dahringer
Butler University

Niraj Dawar
INSEAD

John Devoy
Boston College

Sharon M. Doherty
Northeastern University

Jennifer Fraser

Boston College

Andrew Fried

International University of Japan

John E. Gamble

University of South Alabama

Laura Gow

Boston College

Timothy J. Halloran

Washington and Lee University

Paula J. Haynes

University of Tennessee at Chattanooga
Marilyn M. Helms

University of Tennessee at Chattanooga
Charles Hoftheiser

University of Tulsa

Richard Keeley

Boston College

Raymond Keyes
Boston College

Allison Kleva
Boston College

Suresh Kotha
New York University

Philip Kotler
Northwestern University

Lawrence M. Lamont
Washington and Lee University

Frederick W. Langrehr
Valparaiso University

Thomas D. Lowell
Washington and Lee University

Ken Manning

Gonzaga University
Gordon McDougall
Wilfrid Laurier University
Richard McGowan
Boston College

Carlo Mobayed

INSEAD

Jakki Mohr
University of Montana

Donna Moore
Boston College
Wolfgang Munk
INSEAD

Michael Murphy

University College—Cork, Ireland
Patrick E. Murphy

University of Notre Dame

Lester A. Neidell

University of Tulsa

James E. Nelson

University of Colorado at Boulder
Eric Nyman

Boston College

Don O’Sullivan

University College—Cork, Ireland
Sean O’Sullivan

Boston College

Marie Pribova

Czechoslovak Management Center
Erin L. Quinn

Boston College

Piyush K. Sinha

Xavier Institute of Management

Anne Stocker
Nijenrode University, Netherlands



Preface

Elizabeth W. Storey
Washington and Lee University

Sara Streeter

University of Montana

Tammy L. Swenson

University of Tennessee at Chattanooga

George Tesar
University of Wisconsin—Whitewater

Arthur A. Thompson, Jr.
University of Alabama

We were fortunate to have the input of the following colleagues in developing this

Gregory Trompeter

Boston College

Janos Vecsenyi

International Management Center,
Budapest

Cathy Waters

Boston College

Joseph Wolfe
University of Tulsa

edition and previous editions of Strategic Marketing Management Cases:

C. L. Abercrombie

University of Memphis

Seymour T. R. Abt

McGill University

Scott Alden

Purdue University

Robert P. Allerheiligen

Colorado State University

Robert M. Ballinger

Sienna College

Benny Barak

Hofstra University

Joseph L. Bonnici

Bryant College

Betty Bose

University of Alaska at Anchorage
E. Wayne Chandler

Eastern Illinois University

John I. Coppett

University of Houston at Clear Lake
Jack R. Dauner

Fayetteville State University

M. Wayne DeLozier

Nicholls State University
Laurence P. Feldman

University of Illinois at Chicago
Troy A. Festervand

Middle Tennessee State University
Charles W. Fojtik

Pepperdine University

Jack E. Forrest

Middle Tennessee State University

Frank J. Franzak
Virginia Commonwealth University

Betsy D. Gelb
University of Houston

Ralph W. Giacobbe
Southern lllinois University at
Edwardsville

Myron Glassman

Old Dominion University
Kenneth Grant

Monash University
Michael T. Greenwood
Suffolk University

David E. Hansen

Ohio University

Ray Hehman

San Francisco State University
Mary A. Higby

University of Detroit at Mercy
Foo Nin Ho

San Francisco State University
William M. Kawashima
University of North Carolina at
Greensboro

D. M. King

Avila College

Max E. Lupul

California State University at Northridge

Richard Mahan
Anna Maria College

Oswald A. Mascharenhas
University of Detroit at Mercy
Joseph McAloo

Fitchburg State College

Dennis McDermott
Virginia Commonwealth University



Preface

Rob M. Morgan
University of Alabama at Tuscaloosa

Cliff Olson
Southern College

Peter W. Olson
Hartford Graduate Center

Thomas J. Page, Jr.
Michigan State University

Charles R. Patton
University of Texas at Brownsville

Gordon L. Patzer
University of Northern lowa

A. M. Pelham
University of Northern lowa

Linda Rochford
University of Minnesota at Duluth

William N. Rodgers
University of San Francisco

Mary Rousseau
Delta College

Nancy Panos Schmitt
Westminster College

Gary R. Schornack
University of Colorado at Denver

xiii

Patrick L. Schul

University of Memphis

Carol A. Scott

University of California at Los Angeles

Harold S. Sekiguchi
University of Nevada

Richard J. Shenkus

Central Michigan University and Highland
Park College

Kirk Smith

Boise State University
Theodore F. Smith

Old Dominion University
Ravi Sohi

University of Nebraska
Sudhir Tandon

Prairie View A&M University

Jennifer Tarbell

Davenport College

Peter K. Tat

University of Memphis

James W. Taylor

California State University at Fullerton

R. Viswanathan
University of Northern Colorado

Several of our research assistants have made essential contributions to this edition

of the book, especially Enrico Lange at Texas Christian University and Christine Con-
nolly and Allison Kleva at Boston College. Special thanks to Debra Proctor at TCU and
Elizabeth Shanley at Boston College for their assistance in various aspects of the proj-
ect. We appreciate the support and encouragement of our deans, Robert F. Lusch and
Helen Frame Peters, and our colleagues in the marketing departments at TCU and
Boston College.

Finally, we would like to acknowledge the support and suggestions we have re-
ceived from adopters of the previous five editions of this book. Many features of this
edition were implemented in response to advice and counsel from colleagues around
the world.

David W. Cravens
Charles W. Lamb, Jr.
Victoria L. Crittenden



CONTENTS

PART |

MARKET ORIENTATION AND ORGANIZATIONAL
LEARNING

~ Case 1-1

Case 1-2:

Case 1-3:
Case 1-4:

Case 1-5:
Case 1-6:

Case 1-7:
Case 1-8:

PART Il

: Enterprise Rent-A-Car: Selling
the Dream (video case) 15
Medical Products Inc.:
Developing New

Products for the Twenty-

First Century 28

The Boston Red Sox 37
Battered Women Fighting
Back! 54

Filterfresh 63

The Metropolitan Museum

of Art 67

Bear Creek Golf Range 81
E-Business: Sun Microsystems
Inc.: Sun’s Bid to Rule

the Web 96

MARKETING PROGRAM DEVELOPMENT

Case 2-2

-y

case) 116
: Medical Products Inc.: The
“Wolverine” Project 123

Case 2-3:
Case 24:

Case 2-5:

Case 2-6:
Case 2-7:

PART Il

L'Oréal Nederland B.V. 135
The New York Islanders Hockey
Club, Inc. 146

Pfizer, Inc., Animal Health
Products (A): Market
Segmentation and Industry
Changes 153

Apache Power, Inc. 163
E-Business: Oracle Corp.:

Why It's Cool Again 169

GROWTH STRATEGIES

Case 3-1:

Case 3-2:

Case 3-3:
Case 3-4:

Case 3-5:
Case 3-6:

Case 3-7:

Rollerblade, Inc.: Doing
Business in a Mature Market
(video case) 186

Blair Water Purifiers

India 192

SystemSoft Corporation 207
Transvit of Novgorod,
Russia 218

Shorin-Ryu Karate

Academy 230

Taurus Hungarian Rubber
Works 246

E-Business: Vignette Corp.:
Making the Web Go 263

XV



xvi Contents

PART IV

INNOVATION AND STRATEGIC BRAND
MANAGEMENT

Case 4-1: Coca-Cola (Japan) Company
(video case) 277

Case 4-2: The American Express
Corporate Purchasing
Card 286

Case 4-3: The Quaker Oats Company,
Gatorade, and Snapple
Beverage 301

Case 4-4: Cruisers 316

Case 4-5: Cima Mountaineering,
Inc. 327

Case 4-6: Murphy Brewery Ireland,
Limited 343

Case 4-7: Slendertone (A): Creating a
World-Class Brand 358

Case 4-8: E-Business: AOL Time
Warner: Welcome to the 21st
Century 370

PARTV

SuprpLY CHAIN MANAGEMENT
AND PARTNERSHIP ALIGNMENT

Case 5-1: Alligator Records (video
case) 388
Case 5-2: Electro-Products Limited 393
Case 5-3: Konark Television India 400
Case 5—4: San Miguel Corporation:
The Magnolia Group 410
Case 5-5: Camar Automotive Hoist 425
Case 5-6: Wentworth Industrial
Cleaning Supplies 434
Case 5-7: E-Business: Avon Products
Inc.: The New Calling 449

PART VI

CROsS-FUNCTIONAL INTEGRATION

Case 6-1: Navistar International
Transportation Corporation
(video case) 469

Case 6-2: Floral Farms 479

Case 6-3: The National Bicycle Industrial
Company: Implementing a
Strategy of Mass
Customization 486

Case 6-4: Powrtron Corporation 501

Case 6-5: Chemical Additives
Corporation: Specialty
Products Group 510

Case 6-6: Southern Home
Developers 523

Case 6-7: Quality Plastics International
S.A.de C.V. 533

Case 6-8: E-Business: Intel:
The New Intel 540

PART VIl

IMPLEMENTING MARKETING PLANS
AND ASSESSING PERFORMANCE

Case 7-1: CUTCO International (video
case) 558

Case 7-2: The Bacova Guild, Ltd. 573

Case 7-3: Pfizer, Inc., Animal Health
Products (B): Industry
Downturns and Marketing
Strategy 588

Case 7-4: Callaway Golf Company 597

Case 7-5: Wind Technology 630

Case 7-6: Slendertone (B) 636

Case 7-7: Longevity Healthcare
Systems, Inc. 643

Case 7-8: E-Business: Amazon.com Inc.:
Can Amazon Make It? 658

Appendix A Marketing Financial Analysis 665
Appendix B Guide to Case Analysis 671
Index of Cases 682

Subject Index 683



Market orientation highlights the central importance of the customer as the focal point
of business operations. “A business is market-oriented when its culture is systematically
and entirely committed to the continuous creation of superior customer value.”! The
term market orientation often is confused with marketing orientation although the two
are significantly different. A market orientation refers to everyone in the organization
being committed to the customer and adapting in a timely way to meeting the changing
needs of the customer.2 A marketing orientation implies that the marketing function is
the most important function within the organization and that all other functional areas
are driven by the demands of the marketing department. Market orientation is an orga-
nizational rather than functional responsibility.

Today’s globally competitive environment demands that companies, in order to sur-
vive, focus on meeting the value requirements of worldwide customers quickly and effi-
ciently. Southwest Airlines is an interesting example of a company that has performed
very well by adopting a market orientation. The regional, point-to-point carrier has a
major advantage over many competing U.S. domestic airlines. Southwest’s distinctive
competencies center on performing air carrier activities more efficiently than do compet-
ing airlines. The entire Southwest work force is market-driven, being guided by a culture
committed to providing superior customer value. A key advantage is the airline’s high air-
craft utilization, which is achieved by minimizing the time between landing and take-off.
Southwest does not serve meals or provide seat reservations, and so it does not meet the
needs of passengers who want those amenities. Nonetheless, the economy airline has de-
veloped a substantial customer base which consistently reports high levels of satisfaction.

Becoming market-oriented does not happen overnight. To grow more market-
oriented, managers must identify rapidly changing customer needs and wants, determine
the impact of those changes on customer satisfaction, increase the rate of product inno-
vation, and develop strategies to gain a competitive advantage. We first describe the char-
acteristics and features of a market-oriented organization and consider the importance of
becoming market-oriented. Next, the issues and hurdles confronting the transition to a
market-oriented organization are discussed, and we look at the role of organizational
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learning and its close relationship with market orientation. Finally, we consider how
marketing strategy guides the organization’s efforts to deliver superior customer value.

What Is Market Orientation?

Customer Focus

Achieving a market orientation involves obtaining information about customers, competi-
tors, and markets; examining the information from a total business perspective; determin-
ing how to deliver superior customer value; and implementing actions to provide value to
customers (Exhibit 1). Market orientation blends a culture committed to customer value
and a process of continuously creating superior value for buyers.? Market orientation re-
quires a customer focus, competitor intelligence, and interfunctional coordination.

The importance of the customer was first highlighted in the marketing concept articu-
lated by a General Electric executive in the 1950s. In fact, there are many similarities
between the marketing concept and market orientation. The marketing concept advo-
cates starting with customer needs and wants, deciding which needs to meet, and in-
volving everyone in the process of satisfying customers. The important distinction is
that market orientation extends beyond the philosophy of the marketing concept, also
offering a process for delivering customer value. The market-oriented organization un-
derstands customers’ preferences and requirements and then combines and directs the
skills and resources of the entire organization to satisfy customers.

“That model of competing, which links R&D, technology, innovation, production,
and finance—integrated through marketing’s drive to own a market—is the approach
that all competitors will take to succeed in the 1990s,” writes Regis McKenna.*

Achieving a customer orientation requires finding out what values buyers are look-
ing for to help them meet their purchasing objectives. Buying decisions are guided by
the attributes and features of the brand that offers the best value. The buyer’s experience
in using the brand is compared to expectations to determine customer satisfaction.’

ExHiBIT 1 Components of Market Orientation

Information Interfunctional
acquisition assessment
Customer
information
Shared
diagnosis
and
coordinated
action :
Competitor Superior
information — > customer
value

Other market
information

Source: Stanley F. Slater and John C. Narver, “Market Orientation, Customer Value, and Superior Performance,” Business
Horizons, March/April 1994, pp. 22-27, at p. 23.
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Competitor Intelligence
Market orientation is about the competition as well as the customer.

The key questions are which competitors, and what technologies, and whether target cus-
tomers perceive them as alternate satisfiers. Superior value requires that the seller identify
and understand the principal competitors’ short-term strengths and weaknesses and long-
term capabilities and strategies.®

Complacency leads to disaster in today’s turbulent marketplace. For example, Western
Union failed to define its competitive area as telecommunications, concentrating in-
stead on its telegraph services, and eventually was outflanked by fax technology. If
Western Union had been a market-oriented company, its management might have bet-
ter understood the changes taking place, seen the competitive threat, and developed
strategies to counter the threat.

In the 1980s Wal-Mart’s management recognized the changes taking place in retail-
ing. By investing heavily in information systems technology, the power retailer was able
to improve inventory management, lower costs, and increase customer satisfaction. Wal-
Mart’s private satellite system links retail stores, distribution centers, headquarters, and
suppliers. Store reorders are sent direct to the supplier and shipped to distribution cen-
ters. Often the centers are able to unload and load for delivery to stores within 24 hours.

Interfunctional Coordination

Market-oriented companies are successful in getting all business functions to work to-
gether to provide customer value. The tendency to “box” management functions so that
manufacturing does not talk with research and development (R&D), R&D does not talk
with marketing, marketing does not talk with manufacturing, and sales does not talk
with anyone in the organization creates functions empty of responsibility and void of
interaction. In contrast, interfunctional cooperation and shared decision making lead to
the achievement of customer value objectives.

Becoming a Market-Oriented Organization

As shown in Exhibit 1, becoming a market-oriented company involves several interre-
lated requirements. These include information acquisition, interfunctional assessment,
shared diagnosis, and coordinated action.

Information Acquisition

“A company can be market-oriented only if it completely understands its markets and
the people who decide whether to buy its products or services.”” For example, Wal-
Mart’s information system provides a wealth of information about popular store items,
supplier responsiveness, and differences in customer preferences in various regions.

Interfunctional Assessment

Rubbermaid has overcome the hurdles of getting people from different functions to
work together to conceive and develop new houseware products. It is important that
new product planning involve all functions because they all contribute to customer sat-
isfaction.? Rubbermaid’s entrepreneurial teams seem to overcome problems with con-
flicting functional objectives and other differences.
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Shared Diagnosis and Action

Ethics in Marketing

The remaining cornerstone of the market orientation paradigm is deciding what
actions to take. This involves shared discussions and analysis of trade-offs.” An effec-
tive multifunctional team approach to decision making facilitates diagnosis and coordi-
nated action. Rubbermaid’s teams are empowered to make decisions and are responsi-
ble for the results.

Becoming market-oriented is challenging and quite different from an organization
that does not have close and shared responsibilities across business functions. None-
theless, mounting evidence suggests that the market-oriented organization has an im-
portant competitive advantage in providing customer value and achieving superior
performance.

The ethical responsibilities of managers and professionals include (1) identifying ethi-
cal issues, (2) determining guidelines for ethical behavior, and (3) encouraging em-
ployees to practice ethical behavior. The typical ethical appeal is based on moral phi-
losophy—doing good because it is right. The reality is that “Back in the real world,
however, no businessman is going to sacrifice his company on the altar of such altruis-
tic extremism.”!9 The marketing manager wants (and needs) guidelines for coping with
the pressures of self-interest and encouraging altruism. The challenge is to show that
practicing good ethics leads to long-term favorable business performance.

The situations that are most difficult and perhaps are encountered most frequently are
those described as amoral management.!" Amoral judgments may be intentional (man-
agers do not include ethical considerations in their decisions) or unintentional (managers
do not recognize the ethical impact of their decisions). Both situations should be avoided.

Ethical guidelines that are too general provide limited direction for employees who
want to practice ethical behavior. Such guidelines also give people who lack a strong
commitment to ethics a basis for pursuing unethical behavior. The following checklist
offers a useful basis for evaluating a situation that may require ethical decision making:!2

* Does my decision presume that I or my company is an exception to a common
practice or convention? In other words, do I think I have the authority to break
a rule?

* Would I offend customers by telling them about my decision?
* Would I offend qualified job applicants by telling them about my decision?

* Have I made this decision without input from others so that important issues
might be overlooked?

* Does my decision benefit one person or group but hurt or not benefit other
individuals or groups?

* Will my decision create conflict between people or groups in the company?

» Will I have to pull rank and use coercion to enact my decision?

* Would I prefer to avoid the consequences of this decision?

* Did I avoid truthfully answering any of the above questions by telling myself
that I could get away with it?

Pragmatic, easily understood guidelines like these should enhance the possibilities
of making ethical decisions. Evaluating the ethical implications of decision situations
is a continuing challenge for managers.
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Corporations are placing unprecedented emphasis on the ethical behavior they ex-
pect of their personnel. One estimate indicates that over three-quarters of major U.S.
companies are actively trying to encourage ethical behavior in their organizations.!3
Companies employ several methods to encourage managers to recognize the ethical
content of their decisions. Such methods include workshops, drawing up corporate and
industry codes of ethics, and the establishment of leadership role models.

Organizational Learning

Learning about markets requires developing a process throughout the organization for -
obtaining, interpreting, and acting on information from sensing activities. The learning
processes of market-oriented companies follow four steps: open-minded inquiry, syn-
ergistic information distribution, mutually informed interpretations, and accessible
memory usage. '

Open-Minded Inquiry

A danger to be avoided is not being open to exploring new views about markets and
competition. This sometimes is referred to as “out-of-the-box” thinking; the idea is to
not be bound to past views about markets and how they are likely to change in the fu-
ture. A search for information is of little value if management already has a view on
which new information will have no influence.

The members of the market-oriented organization recognize the importance of
market sensing and coordinated interpretation of market intelligence to guide strategies.
Not all companies see the value in continuous learning about markets. Managers who
are not part of market-driven cultures may be unwilling to invest in information for de-
cision making. Unfortunately, these companies often encounter problems because of
faulty or incomplete market sensing.

Continuous learning allows firms to capture more information about their cus-
tomers, suppliers, and competitors. This capability provides the potential for growth
based on decisions made by open-minded managers who take into account a more com-
plete representation of the competitive environment. Also, firms can respond much more
quickly to competitors” actions and take advantage of situations in the marketplace.

Synergistic Information Distribution

This part of the learning process encourages the widespread distribution of information
throughout the organization. The intent is to leverage the value of the information by
cutting across business functions to share information on customers, channels of distri-
bution, suppliers, and competitors. Traditional information processing in organizations
allocates relevant information to each business function. Synergistic distribution works
to remove functional hurdles and practices. Multifunctional teams help encourage the
transfer of information across functions.

Mutually Informed Interpretations

The mental model of the market guides managers’ interpretation of information. The in-
tent is to reach a shared vision about the market and the impact of new information on
this vision. The market-oriented culture encourages market sensing. But the process re-
quires more than gathering and studying information. “This interpretation is facilitated



6 Part| Market Orientation and Organizational Learning

by the mental models of managers, which contain decision rules for deciding how to act
on the information in light of anticipated outcomes.”!> The model reflects the execu-
tives’ vision of the forces influencing the market and likely future directions of change.
Learning occurs as members of the organization evaluate the results of their decisions
based on their vision at the time the decisions were made.

Accessible Memory Usage

This phase in the learning process emphasizes the importance of gaining access to prior
learning. The objective is not to lose valuable information that can continue to be used.
Urban Outfitters, Inc., a successful specialty retailer, is guided by management’s
shared vision of the market. The company has an effective learning process. The re-
tailer’s products include fashion apparel, accessories, household items, and gifts. Urban
Outfitters’ unique strategy is the shopping environment it provides to the 18-to-30 tar-
geted age group. To stay ahead of its unpredictable buyers’ whimsical tastes, manage-
ment employs over 75 fashion spies who sense what is happening fashionwise in neigh-
borhoods in New York, California, London, and Paris.!® Salaries and expenses of this
market-sensing team total $4 million annually. Market feedback guides new product
decisions and signals when buyer interest is slowing. Management is testing new retail
concepts to appeal to its buyers when they move into an older age group.
Hewlett-Packard’s (H-P) Inkjet product strategy illustrates market orientation and or-
ganizational learning. In the early 1980s H-P’s product team developed a shared vision of
how the global printer market would change. The team believed that dot matrix technology
would be replaced by a better method of printing that was less expensive than laser printers.
H-P developed inkjet technology as an alternative to dot matrix printers. The team’s deci-
sion to target the higher-volume dot matrix market instead of positioning against laser print-
ers is an impressive example of higher-order learning. This strategy offered H-P a value
proposition for differentiating the printer and lowering cost by serving the mass market in-
stead of a high-end niche. Following the market-orientation process, H-P’s product team
made a major effort to sense market needs by using information from customers, competi-
tors, and distributors. These inputs guided design, production, and marketing decisions.

Marketing Strategy

Exhibit 2 shows the four-step process of designing and managing a marketing strategy
(analysis, planning, implementation, and management) that we follow in this book.!?
First, the situation analysis considers market and competitor analysis, market segmen-
tation, and continuous learning about markets. Second, designing a marketing strategy
entails customer targeting and positioning strategies, marketing relationship strategies,
and planning for new products. Third, marketing program development consists of
product/service, distribution, price, and promotion strategies designed and implemented
to meet the needs of targeted buyers. Fourth, strategy implementation and management
look at organizational design and marketing strategy implementation and control. A
brief overview of each stage in the marketing strategy process follows.

Marketing Situation Analysis

Marketing management needs the marketing situation analysis to guide the design of a
new strategy or change an existing strategy. The situation analysis is conducted on a
regular basis to guide strategy changes.



