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The 4 Phases of Growth Strategies
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Strategic Planning - Basic Framework for Analysis
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Increase market volume
More usage New users New usesMore usage New users New uses
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Major Decisions in International Marketingj g

Looking at the global marketing environmentLooking at the global marketing environmentLooking at the global marketing environmentLooking at the global marketing environment

Deciding whether to go international            Deciding whether to go international            

Deciding which markets to enter                  Deciding which markets to enter                  

Deciding how to enter the market               

Deciding on the global marketing programmeDeciding on the global marketing programmeDeciding on the global marketing programme    Deciding on the global marketing programme    

Deciding on the global marketing organizationDeciding on the global marketing organization

Source: Kotler and Armstrong, Principles of Marketing, Prentice Hall



Some Reasons for globalisation

Domestic market is not big eno gh– Domestic market is not big enough
– Reduce dependency on any one market

i i h ( k i )– Too strong competition at home (market maturity)
– Market opportunities in Foreign markets 
– Tapping on resources overseas
– Cost reduction. 
– Brand Building
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The Business landscape (Marketing environment)

CHANGE (Value Migrator)
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The STV-Triangle:
Nine Core Elements of MarketingNine Core Elements of Marketing
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The STV-Triangle: Strategy



The STV-Triangle: Tactic



The STV-Triangle: Value



Positioning-Differentiation-Brand Triangle

How our target market perceives us Distinctive bundle of benefits
that yield competitive advantage
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BRANDBRANDBRAND
Value indicator

BRAND
Value indicator

Value indicator Source: Philip Kotler, Hermawan Kartajaya, Hooi Den 
Huan and Sandra Liu, Rethinking Marketing, Prentice Hall 



Positioning-Differentiation-Brand Triangle

Brand 
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Example: BreadTalk’s PDB Triangle

Brand 
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The Experiential 
Boutique Bakery

POSITIONING
The Experiential 
Boutique Bakery

Integrity DIFFERENTIATION
Content:

• Freshly baked breads 
Context:
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DIFFERENTIATION
Content:

• Freshly baked breads 
Context:

• See-through kitchens;

Brand 
Integrity

See through kitchens;
•Free flowing fresh bread

Infrastructure:
•Open concept baking process

See through kitchens;
•Free flowing fresh bread

Infrastructure:
•Open concept baking process

BRANDBRAND



The STV-Triangle:
Nine Core Elements of MarketingNine Core Elements of Marketing
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Brand 

SEGMENTATION
Based on customer behavior

TARGETING
Modern bakery consumer

MARKETING MIX
Product: Innovative Bakery
Price: Value-for-money
Promotion: “Bread 
Showroom”
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Source: 

Philip Kotler, Hermawan Kartajaya and Hooi 
Den Huan, Think ASEAN!, McGraw Hill
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