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The Routledge Companion to Strategic Marketing offers the latest insights into marketing strategy. Bodo Schlegelmilch
and Russ Winer present 29 specially commissioned chapters, which include up-to-date thinking on a diverse range of
marketing strategy topics. Readers benefit from the latest strategic insights of leading experts from universities around
the world. Contributing authors are from, among others, the U.S. (Berkeley, Cornell, MIT, New York University, Texas
A&M), Europe (the Hanken School of Economics, INSEAD, the University of Oxford, the University of Groningen, WU
Vienna) and Asia (the Indian School of Business, Tongji University). The topics addressed include economic foundations
of marketing strategy, competition in digital marketing strategy (e.g. mobile payment systems and social media strategy),
marketing strategy, and corporate social responsibility, as well as perspectives on capturing the impact of marketing
strategy. Collectively, this authoritative guide is an accessible tool for researchers, students, and practitioners.
Create winning marketing plans like the pros! Whether you're starting a new business or launching a new product line
within a company, you won't be able to succeed without a clear plan that defines your goals and how you will achieve
them. Now, best-selling author William Cohen equips you with the knowledge, tools, and techniques you'll need to
develop marketing plans like the pros. The Marketing Plan, 5th Edition presents step-by-step procedures--from scanning
your environment and establishing goals and objectives, to developing marketing strategies and tactics, to presenting
and implementing your plan, and everything in between. When you complete the book, you will not only know what to do,
but also how and why. With this practical guide, you get: * Step-by-step instructions: This easy-to-follow, logical
approach keeps you clearly focused on what you need to do to develop a successful marketing plan. * Time-saving
forms: These worksheets, including 20 new to this edition, help you with different marketing planning tasks, such as
profiling target markets and establishing an advertising and publicity budget. * Actual marketing plans from readers who
have used the book: This new Fifth Edition features three new sample marketing plans. These plans show how readers
have adapted the basic ideas in this book and translated them into successful marketing plans.
The Foreword by renowned marketing guru Philip Kotler sets the stage for a comprehensive review of the latest
strategies for building, leveraging, and rejuvenating brands. Destined to become a marketing classic, Kellogg on
Branding includes chapters written by respected Kellogg marketing professors and managers of successful companies.
It includes: The latest thinking on key branding concepts, including brand positioning and design Strategies for
launching new brands, leveraging existing brands, and managing a brand portfolio Techniques for building a brandcentered organization Insights from senior managers who have fought branding battles and won This is the first book on
branding from the faculty of the Kellogg School, the respected resource for dynamic marketing information for today's
ever-changing and challenging environment. Kellogg is the brand that executives and marketing managers trust for
definitive information on proven approaches for solving marketing dilemmas and seizing marketing opportunities.
Strategic Market Management helps managers identify, implement, prioritize, and adapt market-driven business
strategies in dynamic markets. The text provides decision makers with concepts, methods, and procedures by which
they can improve the quality of their strategic decision-making. The 11th Edition provides students in strategic
marketing, policy, planning, and entrepreneurship courses with the critical knowledge and skills for successful market
management, including strategic analysis, innovation, working across business units, and developing sustainable
advantages.
How to Stop Wasting Time and Start Driving Growth
Gaining and Defending Market Position
Mastering the Case Interview
Marketing Management, Student Value Edition
Strategic Brand Management, 3rd Edition
Dieses Lehrbuch führt in verständlicher, systematischer und knapper Form in die Problemfelder der Marketingplanung ein. Sowohl die
Marketingplanung auf der Unternehmens- und Geschäftsfeldebene als auch die Planung des Marketing-Mix werden behandelt. Mit Hilfe von
zahlreichen kurzen Fallbeispielen werden wesentliche Aspekte des Inhaltes veranschaulicht. Die Autoren haben in der 7. Auflage alle Kapitel
überarbeitet und diverse neue Praxisbeispiele aufgenommen. Bei der Markenführung wurden einige Grundlagen ergänzt.
Strategic Marketing Management
This third edition of Strategic Marketing Management confirms it as the classic textbook on the subject. Its step- by- step approach provides
comprehensive coverage of the five key strategic stages: * Where are we now? - Strategic and marketing analysis * Where do we want to
be? - Strategic direction and strategy formulation * How might we get there? - Strategic choice * Which way is best? - Strategic evaluation *
How can we ensure arrival? - Strategic implementation and control This new revised and updated third edition has completely new chapters
on 'The Nature and Role of Competitive Advantage' and 'The Strategic Management of the Expanded Marketing Mix', and extensive new
material covering: * The changing role of marketing * Approaches to analysing marketing capability * E-marketing * Branding * Customer
relationship management * Relationship management myopia * The decline of loyalty The book retains the key features that make it
essential reading for all those studying the management of marketing - a strong emphasis on implementation, up to date mini cases, and
questions and summaries in each chapter to reinforce key points. Widely known as the most authoritative, successful and influential text in
the sector, the new edition remains an irreplaceable resource for undergraduate and graduate students of business and marketing, and
students of the CIM Diploma.
Marketing is both art and science. It is an intuitive skill and a set of principles soundly grounded in logic and academic scholarship. It
reflects the individual experiences of companies across different industries, as well as a set of common principles that stem from these
individual experiences and span companies and industries. Building on this view of marketing, this note addresses the essence of marketing
as a business discipline, focusing on its role as a value-creator and the growth engine of an organization. The discussion of marketing as a
business discipline is complemented by an in-depth overview of three additional topics: The historic role of the marketing function in
business management, the marketing myopia phenomenon, and the role of frameworks in marketing management. This note is an excerpt
(Chapter 1) from Strategic Marketing Management: Theory and Practice by Alexander Chernev (Cerebellum Press, 2019).
60-Minute Brand Strategist
The Marketing Plan
Marketing Strategy and Tactics
Strategic Market Management
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The MBA Guide to Management, Marketing, and Strategic Consulting Case Interviews
Almost every company creates a marketing plan each year, and many spend hundreds of employee hours researching, preparing and
presenting their tomes to senior executives. But most marketing plans are a waste of time; they are too long, too complicated and too dense.
They end up sitting on a shelf, unread and unrealized. Breakthrough Marketing Plans is an essential tool for people who create marketing
plans and people who review them. The book provides simple, clear frameworks that are easy to apply, and highlights why marketing plans
matter, where they go wrong and how to create a powerful plan that will help build a strong, profitable business.
This resource offers a comprehensive framework for strategic planning and outlines a structured approach to identifying, understanding, and
solving marketing problems. For business students, this book is an essential tool for understanding the logic and the key aspects of the
marketing process. For managers and consultants, it presents a conceptual framework that will help develop a strategy for day-to-day
decisions.
A company’s future hinges on its ability to develop successful market offerings that create superior value for target customers, the company,
and its collaborators. Market success is rarely an accident; it is typically a result of diligent market analysis, planning, and management. To
succeed in the market, a company must have a viable business model and an action plan to make this model a reality. The key aspects of the
process of marketing planning and management and the G-STIC framework for developing an action plan are the focus of this note. The
discussion of marketing planning and management is complemented by an in-depth overview of three additional topics: developing a
marketing plan, conducting a marketing audit, and the key project-management frameworks. This note is an excerpt (Chapter 3) from
Strategic Marketing Management: Theory and Practice by Alexander Chernev (Cerebellum Press, 2019).
The advent of e-commerce and the rise of hard discounters have put severe pressure on traditional retail chains. Boundaries are blurring:
traditional brick & mortar players are expanding their online operations and/or setting up their own discount banners, while the power houses
of online retail are going physical, and hard discounters get caught up in the Wheel of Retailing. Even successful companies cannot sit back
and rest, but need to prepare for the next wave of change. In the face of this complexity, it is all the more important to take stock of current
knowledge, based on insights and experience from leading scholars in the field. What do we know from extant studies, and what are the
ensuing best practices? What evolutions are ahead, and will current recipes still work in the future? This Handbook sheds light on these
issues.
Concepts, Frameworks and Consumer Insights
The 30 Most Useful Models
Strategic Marketing
The Business Model: How to Develop New Products, Create Market Value and Make the Competition Irrelevant
Strategic Marketing: Planning and Control
Most business leaders can take only so much pressure before their performance slides. Yet some CEOs deliver
their greatest successes when times get toughest—when customers’ preferences are shifting away from a
company’s products, when new regulations are shrinking profit margins, when political unrest is destroying
supply lines. In Better Under Pressure, Justin Menkes reveals the common traits that make these leaders
successful. Drawing on in-depth interviews with sixty CEOs from an array of industries and performance data
from two hundred other leaders, Menkes shows that great executives strive relentlessly to maximize their own
potential—as well as stoke their people’s innate thirst for their own triumphs. To do so, they draw on a set of
three essential and rare attributes: • Realistic optimism: They recognize the risks threatening their
organization’s survival—and their own failings—while remaining confident in their ability to have an impact. •
Subservience to purpose: They dedicate themselves to pursuing a noble cause and win their team’s
commitment to that cause. • Finding order in chaos: They find clarity amid the many variables affecting their
business by culling data and forming the conclusions that matter most to the company. The good news: these
three capabilities can be learned. Drawing on a broad range of examples from real companies—including Avon,
Yum Brands, Southwest, Procter & Gamble, and Ryerson Steel, to name just a few—Menkes demonstrates how
each psychological attribute manifests itself in real life and enables top performance under extreme duress.
He also shows you how to develop and deploy those attributes—so you can transform yourself into a leader who
only shines brighter as the pressure intensifies. Deeply personal, brimming with compelling stories from reallife CEOs, and packed with powerful insights, tools, and practices, this book is a potent resource for aspiring,
emerging, and seasoned business leaders alike.
Gain an understanding of the vibrant, challenging environment facing marketers today as Iacobucci’s
MARKETING MANAGEMENT, 6E presents an intriguing, guiding framework that clearly illustrates how core
concepts fit together. This updated and complete overview offers a captivating style and engaging presentation
that you will actually enjoy reading. Learn how to make meaningful decisions and construct useful, practical
marketing plans to help companies succeed. Revised chapters, updated explanations, new mini-cases and the
latest examples depict global marketing, ethics and social media marketing in action. This edition emphasizes
the importance of theory with a framework that demonstrates the interrelationship of marketing concepts and
decisions. Leading cases from Harvard, Darden and Ivey further reinforce the relevance of what you are
learning and prepare you to apply the latest marketing management principles for business success.
Important Notice: Media content referenced within the product description or the product text may not be
available in the ebook version.
Strategic Marketing Management (7th edition) offers a comprehensive framework for strategic planning and
outlines a structured approach to identifying, understanding, and solving marketing problems. For business
students, the theory advanced in this book is an essential tool for understanding the logic and the key aspects
of the marketing process. For managers and consultants, this book presents a conceptual framework that will
help develop an overarching strategy for day-to-day decisions involving product and service design, branding,
pricing, promotions, and distribution. For senior executives, the book provides a big-picture approach for
developing new marketing campaigns and evaluating the success of ongoing marketing programs.
Written by one of the top professors at Northwestern's Kellogg School of Management, Mastering the Case
Analysis offers a systematic approach to analyzing business cases typically given in MBA job interviews. An
overdue and much-needed aid to support students' preparation for case interviews, this book introduces an
integrative framework for analyzing business problems and offers a detailed overview of the essential methods
and concepts used in case analysis.
Strategic Marketing Management: Theory and Practice
Strategic Marketing Management, 6th Edition
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The Marketing Plan Handbook, 5th Edition
Better Under Pressure
Breakthrough Marketing Plans
For anyone faced with the challenge of making strategic decisions, this book will show readers how to
choose the strategic models best suited to their needs.
Praise for 60-Minute Brand Strategist "A fresh take on the wisdom of putting brand strategy at the heart
of corporate strategy. Brilliant insights for a fast-moving world." —Angela Ahrendts, CEO, Burberry
"Idris Mootee paints a sharp, comprehensive, and finely articulated analysis of the potential of
meaningful brands in the 21st century's cultural scenario and business landscape. The result is a smart
manual that reminds you and your company how to build relevant, authentic, sustainable, and successful
brands in an evolving society." —Mauro Porcini, Chief Design Officer, PepsiCo Inc. "Idris's book teaches
us how to engage today's increasingly cynical consumers on a deeper emotional level to build real equity
and leadership. He demonstrates how to break out of the box and connect business strategy to brand
strategy, and how the right brand story never really ends!" —Blair Christie, SVP and CMO, Cisco Systems,
Inc. "It's rare to find a book that's both inspiring and practical but Idris nailed it! He has crafted
the ultimate guide to brand building in the connected world with visual clarity and thought-provoking
strategy." —Eric Ryan, cofounder, Method Products, Inc. This book is about one thing only: branding.
Period. In this economy ruled by ideas, the only sustainable form of leadership is brand leadership.
60-Minute Brand Strategist offers a fast-paced, field-tested view of how branding decisions happen in
the context of business strategy, not just in marketing communications. With a combi-nation of
perspectives from business strategy, customer experience, and even anthropology, this new and updated
edition outlines the challenges traditional branding faces in a hyper-connected world. This essential
handbook of brand marketing offers an encyclopedia of do's and don'ts, including new case studies of how
these concepts are being used by the world's most successful and valuable brands. 60-Minute Brand
Strategist is your battle plan, filled with powerful branding tools and techniques to win your
customers' hearts and defeat the competition.
This print textbook is available for students to rent for their classes. The Pearson print rental
program provides students with affordable access to learning materials, so they come to class ready to
succeed. For undergraduate and graduate courses in marketing management. The gold standard for today's
marketing management student The world of marketing is changing every day -- and in order for students
to have a competitive edge, they need a text that reflects the best and most recent marketing theory and
practices. Marketing Management collectively uses a managerial orientation, an analytical approach, a
multidisciplinary perspective, universal applications, and balanced coverage to distinguish it from all
other marketing management texts out there. Unsurpassed in its breadth, depth, and relevance, the 16th
Edition features a streamlined organization of the content, updated material, and new examples that
reflect the very latest market developments. After reading this landmark text, students will be armed
with the knowledge and tools to succeed in the new market environment around them.
Whether we're buying a pair of jeans, ordering a cup of coffee, selecting a long-distance carrier,
applying to college, choosing a doctor, or setting up a 401(k), everyday decisions—both big and
small—have become increasingly complex due to the overwhelming abundance of choice with which we are
presented. As Americans, we assume that more choice means better options and greater satisfaction. But
beware of excessive choice: choice overload can make you question the decisions you make before you even
make them, it can set you up for unrealistically high expectations, and it can make you blame yourself
for any and all failures. In the long run, this can lead to decision-making paralysis, anxiety, and
perpetual stress. And, in a culture that tells us that there is no excuse for falling short of
perfection when your options are limitless, too much choice can lead to clinical depression. In The
Paradox of Choice, Barry Schwartz explains at what point choice—the hallmark of individual freedom and
self-determination that we so cherish—becomes detrimental to our psychological and emotional well-being.
In accessible, engaging, and anecdotal prose, Schwartz shows how the dramatic explosion in choice—from
the mundane to the profound challenges of balancing career, family, and individual needs—has
paradoxically become a problem instead of a solution. Schwartz also shows how our obsession with choice
encourages us to seek that which makes us feel worse. By synthesizing current research in the social
sciences, Schwartz makes the counter intuitive case that eliminating choices can greatly reduce the
stress, anxiety, and busyness of our lives. He offers eleven practical steps on how to limit choices to
a manageable number, have the discipline to focus on those that are important and ignore the rest, and
ultimately derive greater satisfaction from the choices you have to make.
The Essential Brand Book for Marketing Professionals
The Paradox of Choice
Marketing as a Business Discipline
Market-Oriented Corporate and Business Unit Planning
Handbook of Research on Retailing

Experience Marketing examines a new and exciting concept this is of interest to academics and
marketing practitioners who have come to realize that understanding how consumers experience
brands, and how to provide appealing brand experiences for them, is critical for differentiating their
offerings in a competitive marketplace. Understanding consumer experiences is a core task for
consumer research, but consumer and marketing research on experience is still emerging. Experience
Marketing reviews and discusses experience research conducted in various disciplines and in subdisciplines of marketing. The author begins with an exploration of the experience concept itself. What do
we mean by "experience"? What are consumer experiences? How are they different from other
established constructs in our field? Next, this monograph reviews the key concepts of Experience
marketing and provides empirical research findings that shed light on consumer insights on experiences.
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It also examines the strategic management and marketing literature on customer experience and the
practical frameworks for managing experiences. Finally, it explores an exciting emerging area of
research-the interface of consumer experience and happiness.
Strategic Marketing: planning and control covers contemporary issues by exploring current
developments in marketing theory and practice including the concept of a market-led orientation and a
resource/asset-based approach to internal analysis and planning. The text provides a synthesis of key
strategic marketing concepts in a concise and comprehensive way, and is tightly written to
accommodate the reading time pressures on students. The material is highly exam focused and has been
class tested and refined. Completely revised and updated, the second edition of Strategic Marketing:
planning and control includes chapters on 'competitive intelligence', 'strategy formulation' and 'strategic
implementation'. The final chapter, featuring mini case studies, has been thoroughly revised with new
and up to date case material.
New product success is often attributed to intuition. Yet, while some products born from intuition do
make it big, many others crash and burn. The reason is that intuition is only one aspect of new product
development. The other key ingredient of success is having a business model that outlines the ways in
which new products will create market value. This book offers a systematic approach to identifying
market opportunities and developing breakthrough business models. It outlines the key principles of
business model generation, presents a value-based framework for developing viable new offerings, and
provides a set of practical tools for creating a meaningful value proposition that drives market success.
The business model framework outlined in this book applies to a wide range of companies—startups and
established enterprises, consumer-packaged-goods companies and business-to-business enterprises,
high-tech and low-tech ventures, online and brick-and-mortar entities, product manufacturers and valueadded service providers, nonprofit organizations and profit-driven companies. Practical, actionable, and
succinct, The Business Model is the essential reference and how-to guide for everyone seeking to
achieve market success: from entrepreneurs to experienced managers, from senior executives to product
designers, from those creating new market offerings to those improving on existing ones. This book is
for those passionate about building great products that create market value and disrupt industries.
The Marketing Plan Handbook can benefit managers in all types of organizations. For startups and
companies considering bringing new products to the market, this book outlines a process for developing
a marketing plan to launch a new offering. For established companies with existing portfolios of
products, this book presents a structured approach to developing an action plan to manage their
offerings and product lines. Whether you manage a small business seeking to formalize the planning
process, a startup seeking venture-capital financing, a fast-growth company considering an initial public
offering, or a large multinational corporation, you can gain competitive advantage by translating the
marketing planning process outlined in this book into a streamlined strategic document that informs
your actions and helps avoid costly missteps.
Why More Is Less, Revised Edition
Experience Marketing
Mastering the Case Analysis
The Marketing Faculty of The Kellogg School of Management
Strategic Marketing Analysis
Written from a practical perspective, 'Business to Business Marketing' helps students
with limited marketing experience understand the concepts in business-to-business
marketing.
In today’s competitive business environment, the pressure to grow is unrelenting. To stay
relevant, a company must constantly seek new avenues for growth. If a company is not
growing, it is inevitably declining by relinquishing its market position to the
competition. The key aspects of managing growth—managing a company’s market position,
managing sales growth, and managing product lines—are the focus of this note. The
discussion of gaining and defending market position is complemented by an in-depth
overview of three additional topics: managing disruptive innovation, identifying
product–market growth strategies, and assessing the break-even rate of cannibalization.
This note is an excerpt (Chapter 18) from Strategic Marketing Management: Theory and
Practice by Alexander Chernev (Cerebellum Press, 2019).
Strategic Marketing Management (9th Edition) outlines the essentials of marketing theory
and offers a structured approach to identifying and solving marketing problems. This book
presents a comprehensive framework to guide business decisions involving product and
service design, branding, pricing, sales promotion, communication, and distribution.
Deciding which customers to serve is a defining aspect of a company’s strategy. It
influences all other aspects of the target market—competitors, collaborators, the
company’s resources necessary to serve these customers, and the context in which the
company operates. The fundamental role that identifying target customers plays in
defining a company’s business model highlights the importance of applying a systematic
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approach to targeting. Accordingly, this note outlines the key steps in the process of
identifying target customers and illustrates the process of segmentation and targeting
with a concrete example. This note is an excerpt (Appendix A) from Strategic Marketing
Management: Theory and Practice by Alexander Chernev (Cerebellum Press, 2019).
Strategic Marketing Management - The Framework, 10th Edition
Strategic Decisions
Marketing Management
Segmentation and Targeting Workbook
How Great Leaders Bring Out the Best in Themselves and Others
Mastering the Case Interview outlines the essential interview principles and identifies
strategies you can use to master the case analysis. It offers an overview of the most
common types of problems given in case interviews, outlines a framework for approaching
each type of case, and provides a variety of case interview examples. In addition, this
book offers detailed advice on how to manage the interview process: it includes specific
interview guidelines, provides sample questions and answers, and outlines practical
strategies on how to ace the case interview.
This volume reflects the dynamic environment inhabited by today's marketers, helping
readers understand the marketplace and the impact of technology on making strategic
marketing decisions. Its modern, integrated presentation and strategy-based approach
covers critical, fundamental topics required to succeed in professional work. Subjects
include marketing philosophy and strategy such as market research, customer behavior and
market structure, and marketing decision-making and analysis, including product
decisions, advertising strategy, pricing and customer relationship management. For
marketing professionals, product and brand managers.
In Strategic Brand Management, Alexander Chernev, professor of marketing at the renowned
Kellogg School of Management at Northwestern University, lays out a systematic approach
to understanding the key principles of building enduring brands. This book presents a
cohesive framework for brand management that delineates the unique role of brands as a
means of creating market value. Topics covered include developing a meaningful value
proposition, designing brand attributes, developing an impactful brand communication
campaign, managing brand portfolios, cobranding, brand repositioning and realignment,
managing brand extensions, measuring brand impact, the legal aspects of protecting the
brand, and developing a strategic brand management plan. Clear, succinct, and practical,
Strategic Brand Management is the definitive text on building strong brands.
The Marketing Plan Handbook presents a streamlined approach to writing succinct and
meaningful marketing plans. By offering a comprehensive, step-by-step method for crafting
a strategically viable marketing plan, this book provides the relevant information in a
concise and straight-to-the-point manner. It outlines the basic principles of writing a
marketing plan and presents an overarching framework that encompasses the plan’s
essential components. A distinct characteristic of this book is its emphasis on marketing
as a value-creation process. Because it incorporates the three aspects of value
management—managing customer value, managing collaborator value, and managing company
value—the marketing plan outlined in this book is relevant not only for business-toconsumer scenarios but for business-to-business scenarios as well. This integration of
business-to-consumer and business-to-business planning into a single framework is
essential for ensuring success in today’s networked marketplace. The marketing plan
outlined in this book builds on the view of marketing as a central business discipline
that defines the key aspects of a company’s business model. This view of marketing is
reflected in the book’s cross-functional approach to strategic business planning. The
Marketing Plan Handbook offers an integrative approach to writing a marketing plan that
incorporates the relevant technological, financial, organizational, and operational
aspects of the business. This approach leads to a marketing plan that is pertinent not
only for marketers but for the entire organization. The Marketing Plan Handbook can
benefit managers in all types of organizations. For startups and companies considering
bringing new products to the market, this book outlines a process for developing a
marketing plan to launch a new offering. For established companies with existing
portfolios of products, this book presents a structured approach to developing an action
plan to manage their offerings and product lines. Whether it is applied to a small
business seeking to formalize the planning process, a startup seeking venture-capital
financing, a fast-growth company considering an initial public offering, or a large
multinational corporation, the framework outlined in this book can help streamline the
marketing planning process and translate it into an actionable strategic document that
informs business decisions and helps avoid costly missteps.
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The Routledge Companion to Strategic Marketing
The Complete Guide to Management, Marketing, and Strategic Consulting Case Interviews
Marketing Planning and Management
The Marketing Plan Handbook, 6th Edition
Business to Business Marketing

Written by one of the top professors at Northwestern University's renowned Kellogg School of Management, this book is a concise guide to
the theory of strategic marketing analysis. Succinct and insightful, this book appeals to a diverse audience. For business students, the
strategic marketing theory outlined in this book is an essential tool for case analysis in the classroom, as well as for management, strategic
consulting, and marketing interviews. For managers and consultants, this book presents a conceptual framework that will help develop an
overarching strategy for day-to-day decisions involving product and service design, branding, pricing, promotions, and distribution. For senior
executives, the book offers a big-picture approach for planning new marketing campaigns and evaluating the success of ongoing marketing
programs.
Strategic Brand Management (3rd Edition) lays out a systematic approach to understanding the key principles of building enduring brands
and presents an actionable framework for brand management. Clear, succinct, and practical, it is the definitive text on building strong brands.
Strategic Marketing Management: Theory and Practice offers a systematic overview of the fundamentals of marketing theory, defines the key
principles of marketing management, and presents a value-based framework for developing viable market offerings. The theory presented
stems from the view of marketing as a value-creation process that is central to any business enterprise. The discussion of marketing theory is
complemented by a set of practical tools that enable managers to apply the knowledge contained in the generalized frameworks to specific
business problems and market opportunities. The information on marketing theory and practice contained in this book is organized into eight
major parts. The first part defines the essence of marketing as a business discipline and outlines an overarching framework for marketing
management that serves as the organizing principle for the information presented in the rest of the book. Specifically, we discuss the role of
marketing management as a value-creation process, the essentials of marketing strategy and tactics as the key components of a company’s
business model, and the process of developing an actionable marketing plan. Part Two focuses on understanding the market in which a
company operates. Specifically, we examine how consumers make choices and outline the main steps in the customer decision journey that
lead to the purchase of a company’s offerings. We further discuss the ways in which companies conduct market research to gather market
insights in order to make informed decisions and develop viable courses of action. Part Three covers issues pertaining to the development of
a marketing strategy that will guide the company’s tactical activities. Here we focus on three fundamental aspects of a company’s marketing
strategy: the identification of target customers, the development of a customer value proposition, and the development of a value proposition
for the company and its collaborators. The discussion of the strategic aspects of marketing management includes an in-depth analysis of the
key principles of creating market value in a competitive context. The next three parts of the book focus on the marketing tactics, viewed as a
process of designing, communicating, and delivering value. Part Four describes how companies design their offerings and, specifically, how
they develop key aspects of their products, services, brands, prices, and incentives. In Part Five, we address the ways in which companies
manage their marketing communication and the role of personal selling as a means of persuading customers to choose, purchase, and use a
company’s offerings. Part Six explores the role of distribution channels in delivering the company’s offerings to target customers by examining
the value-delivery process both from a manufacturer’s and a retailer’s point of view. The seventh part of the book focuses on the ways in
which companies manage growth. Specifically, we discuss strategies used by companies to gain and defend market position and, in this
context, address the issues of pioneering advantage, managing sales growth, and managing product lines. We further address the process of
developing new market offerings and the ways in which companies manage the relationship with their customers. The final part of this book
presents a set of tools that illustrate the practical application of marketing theory. Specifically, Part Eight delineates two workbooks: a
workbook for segmenting the market and identifying target customers and a workbook for developing the strategic and tactical components of
a company’s business model. This part also contains examples of two marketing plans—one dealing with the launch of a new offering and
the other focused on managing an existing offering.
The success of an offering is defined by the company’s ability to design, communicate, and deliver market value. The particular way in which
an offering creates value is determined by the company’s business model and its two building blocks: strategy and tactics. The key aspects of
developing an offering’s strategy, designing its tactics, and crafting a market value map are the focus of this note. The discussion of
marketing strategy and tactics is complemented by an in-depth overview of two additional topics: the 3-C, 4-P, and 5-Forces frameworks and
the key aspects of analyzing the market context. This note is an excerpt (Chapter 2) from Strategic Marketing Management: Theory and
Practice by Alexander Chernev (Cerebellum Press, 2019).
Strategic Marketing Management
Strategic Marketing Management, 9th Edition
Kellogg on Branding
Sales Management

Strategic Marketing Management (8th Edition) outlines the essentials of marketing theory and offers a structured
approach to identifying, understanding, and solving marketing problems. This book delineates a comprehensive
framework for articulating sound marketing strategies to guide business decisions involving product and service design,
branding, pricing, sales promotion, communication, and distribution. The concepts, principles, and frameworks
advanced in this book apply to a wide range of organizations, from startups to established market leaders, from
packaged-goods manufacturers to value-added service providers, from nonprofit entities to for-profit corporations.
Strategic Marketing Management: The Framework outlines the essentials of marketing theory and offers a structured
approach to identifying and solving marketing problems. This book presents a strategic framework to guide business
decisions involving the development of new offerings and the management of existing products, services, and brands.
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