Al R W 72
ot S]

S TRATEGIC MARKETING
COMPETENCE

G, a3 8 Y B A



ol M
L4 A

S TRATEGIC MARKETING
COMPETENCE .

4,05 8 YA W AR



BB 7ERRS B (CIP) i

Lol BRI E R 35 4 7/ ¥ B . — bR 6B H AR A, 2010. 12
ISBN 978 -7 -5112 - 0906 -1

.4 0.O%- I OMPERE—TmEHRY N.OFR7M4
v AR P 5 CIP 3% (2010) 55 214152 5

el R EHT ST

e &Y K OE

MR A kK gw AR T
REHE: XIHK #HmEgit: NETHEZ
HER: IEs B & EEME: B W R

HERZ1T: JeH B RAL

M db dbEATERSCXERTTOARKE S 5100062

B $E. 010 - 67078945 ( ®4T) ,67078243( Mgmas) 67078235 (HRIA )
# . 010 -67078227 67078233 (KAT) ,67078255 (JMAZE)

B it : http://book. gmw. cn

E - mail: gmcbs@ gmw. cn

SEERMIE) : LS He HEAR T 55 T SK A ARER D

B Rl dbsAGEENRIA RITEA A
3 3T: deETAREI IR RTEA
A 5 HIAT AR BT BT AR IS Akt B AT R IR

FFA . 690 x975 2K 1/16

. 233 TF EsK: 13
R 2010 4F 12 A% 1R EiiR: 2010 4F 12 %5 1 YEN

42, ISBN 978 -7 -5112 -0906 —1

EHr: 28.00 7T
KRILETE  BEIRR



-

E4% (Marketing) 5#F4% (R&D), FlALLMEEGHNTZRLRT,
CMARE T B, Ml “BEBR” 9FsE, AL ELE B ZAH, SME
B RBEFER, THXAEARLER, CRERFABIFHE, RALXH
KRBT, bhARAILKFF, “EowgA”, BR, EHLZHALGHNY,
{ERFEGERTTEHG T AR, BAEHBRES L < LF” A%,
CRBBMENER, THRRAENSRE,

e EE S, QREELSTR, Hik, 2RO BCESH, KALEL L
FHW Gy EE, LARRBRETHEFH L, METHE BF LRI
B, BHxENB ARTARBEHEEF N, AR HOFERZLLSIEE
Tl

CHBIZKPANEEHFHRE, REXL MBS, £FHE®, DL
SRuk E RS EE NIMEL LAk AT R e A ek b, EATRARER T Dk SR
b B RAEX IRy, BRT (bRERRTHEFA) —FH, ZH#®
HT AL KRB EF AR AR S TRAR, BRTREESPITEL
LR B S BN, WA TN L REELHE SN AR AR
55 EH A,

ABEANFTE, BReRk, BIERAY, SR ME, RIFHEREH, X
iRy, BEHRANGE, RTiEEREBATEE,

(DB EHELH) HHR, FALET AR —FHREHFE
& h@k, HATRESLBHEG P RMAERAGLE, ZMAE KiELF
R—H, 2EREXAHN,

2% ts

2010 4£ 5 H F4EH



BHMELRAERKEERE, KR EFAELERTORANKER, T4
FHAMRLAL, HEE. TFEFAROEFIRXZGFE, TR, &
BREZSFHINRTAHIATHREP AR LEY, ANLZEZSFY
FBABFEHOTHREPFBEFHAEZLFRER, KB LERT =+F4
TR, METHLERNAEEFRFORER, REDLARITH-BM.
PP A R X E R M TR RN, REBEHHARGXE, 327
Fo SR AC R 58 4K B & 09 35 G 1 3H R A LA 4 b o4 S o 5 e R R 64 19 AR

B B4 EH P AR E, 5EBHFARERTAHRIL., AR
BHEFHL, 5ok, HAZKREBLLEHERTLAKFEZEFHEFTY
EREHBA %, EHRHX P, FREREGHERERRERA T @R
AR, RATRABLAEBRFAFAANEE, MATRAHRLLEHEF %
B EE, AL RSB EE NGRS  F RN EAFE R
BEAABL L ERAAEEL, f L LA B,

ABANELEBETHELNOHRESTERITHXIKATLAS L,
AA— R BRI R, IRPEGEAT 3 FMAMXER, ARAL
BAAAIG, ARATEAAMENF &, BAIAMPBM T SR ERBZ4H T
L HHELEBERFTBRABEN, RE/HPBTTEOLEREBHER
BERFPITEREENGNET RNEREMM R, HAERES EMET &
LB RN R, AN ABHETALLEREEHESF AN
BEARARBAZLGER, Fik, E2FTR,

ABHLLKSTHEFNELOHARATEHOEALRER, XAT
xBWp AL LR, #RHBRT EHAERFT SRl EH ERELNA IR
b, XERABAN TRATHFELHHEGBRBZ L, TR, AHRLF
WAL T SAERE THERZINANELE: RETHEFAEZRRE TLL
QA R, RALBHEER—ARAAERG LS, A%, RiEFI4L
Rt ETF L&, ©TAMNASLESE4LRAFTARNGIEF; DLREE

1



‘ | P BBEEESS

A B% XRLGT RIS ER S AN AL, R A — i e AT AR AT
B AT E R, BRSBTS BRI RE G AT RS, RETR A2
HEE, ER T RF B ERZ XA L, A ARBRA
Fait

ABHBIHZAAET, ATFHAALARGII AR S S5 EH KL
TAL R B, AR T A LR TS A MM, FIREMRETT
IR A E S AR BB T EF ALY, BABRBREHTFAN
ER RS EAES, T GRS TS A MG, SRR
Bk B R R BAT B R BB . AT 45 & A iRk
AR AR AR E R R AR, AL, KHRETHRK
B ES G ES AR ERAMEMN ., ERBEHEREBFPATEE
BHEME, ABRRBEHE SN FNRERGAHBERE, F2E#
4T

1 %%ﬁ%ﬁi#ﬁiﬁﬁu%%&ﬂk?%%ﬁ%ﬁiﬁih‘#ﬂ&)&/ﬁ&i%rﬁ]éﬁ
£ 7, ANALRZRBBHEEENFR T RARS, Rothk THOFFTAS,
5 AN R A LA GO E AN TAEEF RN, HHL
Jo ik B Ao M EAL B L B FRBIAR A o

2. BAE SN RIRBEEERTR P HEAEREEH TS AT O
FREAR, ARAFREAEERL, AR, RBREMEFARLAA N
kR AO#; A, ARG THESRUZALKRMN S HL, A,
B SRS NARGOED A Rk B TR LK, AR TELE
HESEE, RALSRANERRKREL

3. R B EE N EAAEHE R A Rk, BidRSTREE
%#%%ﬂﬁ%%%ﬁ#ﬁ%%%ﬁ&ﬁ%,ﬂﬁ%ﬁ?&%%%&%#%
SN RH, FRTXHHDLGSEFRS, R ERE T T FHER,
%ﬁﬁ%%%%ﬂﬂ%#%ﬁ%%ﬂﬁkﬁé,zm%m&ﬂﬁ%%%ﬁT
%%ﬁ%ﬂﬂ%%awﬂ\ﬁ%&\i%ﬁ\#%%\ﬁﬂﬁ\é%&\%
Gk KM, Eab . RTM, AR ARSI,

4ﬁfﬁﬂ&%%%%%ﬂ%%&,Wu%ﬁﬁ&%ﬁ&i,&wu%
ﬁﬁi%ﬁloiﬁﬁﬁ,m%%ﬁ%ﬁﬁm%;ﬁ%&i%,ﬁ%%ﬁ%
Ak b P AR, siw&%éﬁi%%ﬁ%3&5552%4&‘1@&75*7{%5&%-, Ak
&W#F&ﬁﬂf%%ﬂ%ﬁ%ﬂﬁ%ﬁﬁ%%&%&#%ﬁ%ﬁﬁ,i&
2




=
m

BEHEEFARBTEEETT,

5. BB ELAMAGEREAMUAL VL ERBRTHELARAB S, £
S BN AKRBREAEANELS L, FEHEB, ABPRRZELEH
5kbi A AR A FeRITHZEEHMARLS L IRE TR K EESE R,
HHMT RS EHEELA G, MEBEHEFNRALLEL KB EH
% 19 47 A Aot A2 PRI E R R X FE ST F AR SRR .

6. KRB B EERLRBEMEFHNNAR, EAERFAIFTHRERZ
BB RO CEE, XBHREREZASWOT S Ak ke, ERdEd
B AR T, W LR RERANMRT R REREEEHTF G
Hrh A KR o

7. PATERARBREHESF N R ERABEIZE T AR EHRRNK
WM. A BB RI EAT, S LBHAANTREZBRE LA
thpE b, BEI—ANRBTHEAR AL, RBEH R, THAR, ¥
B A R A AR T B 6 AT H Ak B AR AT LA, RIATEREBEH TS
Hy oy K RARIE

8. WA E L IR LML L ER LG HRBRAEAEE, AL
ﬂ%$%oﬁ%kiT#ﬁﬁﬁiu%ﬁﬁﬁ%i,ﬁ#um%ﬁﬁ%io
F & QPN A —A A ERG AR, K E R A RALEAT
W3 HE AR AR KIL T M, CREERAAAT AR,

HELLRBBHES TR ALEFRRAZE, EFRNTB) Z
FOIRNG AT T &,

KB TN SR ARRIEE R EHB T IEFEGLEH, LTHA
BHELASEELFAMEILAE S, AN, ABSELBHGE RLL
Rk A —AH BRI ER,

2010 48 5 A TR



‘ Y RBEEEESN

PREFACE

Marketing activities are related closely to consumers, marketing environments,
and competition. Marketing, as a theoretical subject, deals with the relations among
business, consumers, competitors, and environments. Marketing was born and has
been developing in competitive environments. And the functions and meanings of
marketing are also manifested in competitive environments. Along with 30 — years’
development of market — economy in China and globalization of competition, enter-
prises gradually transfer their focus on sustainable effectiveness of marketing from
temporary effectiveness of marketing. Developing and reinforcing the competence on
the level of strategic marketing become the important task of enterprises. Based on
the sufficient research of relevant papers and works, the topic of strategic marketing
competence is raised at the background of lack of relevant theoretical study and in-
sufficient meets of relevant needs of enterprises. So, the study in strategic marketing
competence has both academic and practical meanings. And it is exploratory and ad-
vanced as well.

In this book, with relevant theories and ways of systematic research, the struc-
tures of theoretical and practical foundations of strategic marketing competence are
analyzed ; the mechanism and structures of strategic marketing competence on the
levels of decision-making and implementing are revealed. And evaluation system of
strategic marketing competence is constructed. The research aims at providing the ef-
fective thoughts, methods and strategies for development and enhancement of busi-
ness strategic marketing competence.

The research on strategic marketing competence in this book is based not only
on marketing theory, but on marketing practice as well. Therefore, the combination
of theoretical logic and practical logic is attained. And this is just the highlights of
the book differentiated from other marketing books. This book , at some aspects, well

explains the relations between marketing theory and marketing practice: The theory
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of strategic marketing competence is originated from marketing practice. It is actually
the results of summarizing, abstracting, concluding, and raising the generalities, u-
niversalities, and law of marketing practice. So the theory of strategic marketing
competence plays the role of guidance to marketing practice; the theory of strategic
marketing competence is verified, on the contrary, by marketing practice. Besides,
marketing practice raise sustainably the further tasks and demands for theoretical re-
search. It makes the theoretical research of strategic marketing competence go further
and further. It is that the interactions between marketing theory and marketing prac-
tice promote sustainably the improvement and development of marketing.

The topic chosen, the design of study system that start with the analysis of the-
oretical and practical foundations, further the analysis to structures of strategic mar-
keting competence, and finally establish the evaluation system, and relevant innova-
tive viewpoints are all the highlights of this book.

The relevant innovative points of view include:

1. The structure and mechanism of competence reflect the internal nature and
the links of relevant factors of competence. They are also essential and decisive in
strategic marketing competence study. And the study of evaluation methods plays an
important assistant role in analysis of strategic marketing competence.

2. The studies of both marketing competence and strategic marketing lack the
research and the fruits related to strategic marketing competence. It means that the
study of strategic marketing competence is a sort of exploratory and
innovative. Besides, the competition becomes more and more complicated and glo-
balized. Therefore, the driving forces of strategic marketing competence study come
from the needs of both theoretical research and marketing practice.

3. Based on the theory of marketing management, the theory of strategic mar-
keting and the theory of marketing competence are formed through the penetration
and mergence of the theory of strategic management and the theory of
competence. Furthermore, the theory of strategic marketing competence is formed by
the penetration and mergence of the theory of strategic marketing and the theory of
marketing competence. Comparing with the theory of marketing management and the
theory of marketing competence, the characteristics of purposefulness, competitive-

ness, foresightedness, overall — viewed, systematicalness, continuity, stability, dif-
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ferenciatedness, and innovativeness are much more highlighted in the theory of stra-

tegic marketing competence.

4. The measurement of strategic marketing competence can focus on either the
degree of strength or the differentiations. The degree of strength can be measured by
evaluating methods; and the differentiation can be recognized by distinctiveness a-
nalysis. There are close relations between the degree of strength and the differentia-
tions. Comparing with the competitors, the more differentiated and higher consumer
values of the enterprise, brand, and products have, the stronger the strategic mar-
keting competence will be.

5. Strategic marketing management system is the core of practical foundation of
strategic marketing competence study. The strategic marketing management system is
constructed with three — level structure of strategic marketing decision, marketing
strategies, and marketing tactics, with three — level structure of capabilities of deci-
sion — making, planning, and implementing, along with the process of strategic
management. From this point of view, strategic marketing competence represents the
comparatively competitive advantages than competitors showing through enterprise’s
strategic marketing behavior and process.

6. Strategic marketing decision is the origin of strategic marketing compe-
tence. The positioning and target — market decisions are the core and essential fac-
tors. The two decisions mentioned above must be based on SWOT analysis and be re-
alized through the integration of marketing strategies. And the capabilities of the de-
cisions form the foundation of strategic marketing competence on decision level.

7. The resolution of strategic marketing decisions, the design and operation of
marketing organization in enterprises, and the relevant human resource management
are the critical points in developing strategic marketing competence on the imple-
menting level. It’s the basic support for strategic marketing competence on implemen-
ting level that establishing a coordinated system and mechanism formed by strategic
marketing decision, marketing organization, and relevant human resource based on
strategic marketing management system.

8. The evaluation of strategic marketing competence focuses on the origin and
process for obtaining the results, instead of the direct and temporary result in mar-

kets. It’s the reason why the major evaluation indexes are analyzed indexes instead of
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measurable indexes in evaluation system. The competence evaluation is a realization
process towards objectives from the angle of subjective. It’s unrealistic that try to e-
valuate the competence precisely. The evaluation results are just comparatively accu-
rate.

The study of strategic marketing competence is far from enough. Further re-

search is worth keeping going.

Zeng Lu
Huaqiao University, Quanzhou, Fujian
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