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The 4 Phases of Growth Strategies

Where are we?

What is the

Where dowe | anvironment?
want to go?
Implementation
Starting Point : Feedback
o o Environmental
-Mission, Vision, Strategy & Control

-Objectives Analysis Formulation




Strategic Planning - Basic Framework for Analysis

Environmental
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Obijectives Portfolio ranglg’grftegles Diversify Divest/Creative
EO's Visio analysis = — Destruction
ompetitive
Differentiatior] Generic IMPLEMENT
Where are we going? || ow cost | [Strategies Are we doing
Where do we want to go[#ocus all right?
Functional/Produc Structure
Strategies Culture
Marketing Performance
gnanciai{ Evaluation
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R&D Feedback
& Value Chain

Scenarios

FORMULATE How do we get there?




Increase market volume
@ More usage W New users W™ New uses

Ansoff's Product/Market Expansion Grid

Existing Product  New Product
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Market | Development

New Market \—

Market Development Diversification




Major Decisions in International Marketing

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




Some Reasons for globalisation

&

— Domestic market Is not big enough
— Reduce dependency on any one market

— Too strong competition at home (market maturity)

— Market opportunities in Foreign markets
— Tapping on resources overseas

— Cost reduction.
— Brand Building




MARKET-ing

OUTLOOK ARCHITECTURE SCORECARD

Mind Share Market Share
CONTEXT

@ 1N

COMPETITION CUSTOMER

Competency-market Commercial-marke

Shareholder

Capital-market

COMPANY

Heart Share

Source: Philip Kotler, Hermawan Kartajaya, Hooi Den Huan and Sandra Liu, Rethinking Marketing, Prentice Hall, 2007




The Business landscape (Marketing environment)

CHANGE (Value Migrator)

COMPETITOR CUSTOMER
Value Value
Supplier Demander

COMPANY
Value Decider




The STV-Triangle:
Nine Core Elements of Marketing

(mind-share) (market-share)

STRATEGY TACTIC

Explore

Differentia
tion
'"CORE' TACTIC

4

Execute

VALUE

(heart-share)




The STV-Triangle: Strategy

(mind-share)
STRATEGY

Positioning

"BEING"
STRATEGY




The STV-Triangle: Tactic

(market-share)
TACTIC

Differentia-
tion

"CORE" TACTIC




The STV-Triangle: Value

Process

VALUE
"ENABLER"/

VALUE
(heart share)




Positioning-Differentiation-Brand Triangle

Distinctive bundle of benefits

How our target market perceives us that yield competitive advantage

POSITIONING l DIFFERENTIATION
Being strategy Core tactic

BRAND

Value indicator

Val Ue Ind ICatOr Source: Philip Kotler, Hermawan Kartajaya, Hooi Den

Huan and Sandra Liu, Rethinking Marketing, Prentice Hall




Positioning-Differentiation-Brand Triangle

Brand
Integrity
POSITIONING ‘ DIFFERENTIATION
The world’s
Safety Features
safest car
WOLWVO

for life




Example: BreadTalk’s PDB Triangle

Brand
Integrit IATION
POSITIONING gﬂy DIFFERENTIATIO
The Experiential - Freshly baked breads
Boutique Bakery Context:
e See-through kitchens;
*Free flowing fresh bread
Infrastructure:
Brand *Open concept baking process
Integrity
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BRAND .

BreadTalk ‘*’




The STV-Triangle:
Nine Core Elements of Marketing

(mind-share) (market-share)

STRATEGY TACTIC

Explore

Differentia
tion
'"CORE' TACTIC

4

Execute

VALUE

(heart-share)




SEGMENTATION
Based on customer behavior

TARGETING
Modern bakery consumer

SELLING

ransactional Selling

ARKETING MIX>
Product: Innovative Bakery
Price: Value-for-money

Promotion: “Bread

Brand

Integr"ty

POSITIONING
Experiential Boutique
Bakery

DIFFERENTIATIO
<Freshly baked bread
=See-through kitchens

SERVICE
Excellent Service

PROCESS
“Open” bakery-making
process

Source:

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




PhilipKotlerCenter

for ASEAN Marketing

ISBN 978-007-125405-2
MHID 007-125405-6
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“l || The McGraw-Hill Companies

Released in early Jan 2007. A Bestseller in Kinokuinya Singapore and ranked Top 10 in Times bookstore in Changi Airport.
Available in all major bookstores and Amazon.com. Currently available in English, Japanese, Korean and Mandarin
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This book offers a fresh perspective on understanding how suCCESSIUlBUSINGSS SUATEE(Es are

grafted. It provides insigh the challenges and opportunities preseatin changing Asian
business environment, Concepts are presented through model88nd frameworks: THeSE Sre Ph i | ip Kotl er

H LEETEVE
manufacturing to logistics planning to retailing and servicestREaders will be betterable to ermawan a r
understand the problems encountered by Asian companies, andi#@apply useful conceptual H ooi De n H u a n

tools to formulate effective strategies in solving them, S an d ra Li u

efeleney - 19]10y

lllustrated by case studies of a broad spectrum of Asi@fl businesses, rangiRgfrom

Bestseller in Thailand, Singapore, Indonesia




