
Introduction to Marketing Strategy

Key concepts, components, and steps for building a successful marketing plan.

1. What Is a Marketing Strategy?

Definition – A long?term, data?driven plan that outlines how a company will reach its target

customers, create value, and achieve competitive advantage.

Purpose – Aligns all marketing activities with business objectives, guides resource

allocation, and provides a framework for measuring performance.

Scope – Covers product positioning, pricing, distribution, promotion, and the overall

customer experience.

2. Core Elements of a Marketing Strategy

Element What It Involves Typical Questions

Market Research

Gathering quantitative & qualitative data

on customers, competitors, and industry

trends.

Who are our customers? What

are their needs and pain points?

Target

Segmentation

Dividing the broader market into distinct

groups with similar characteristics.

Which segments offer the highest

growth potential?

Targeting &

Positioning (STP)

Selecting the most attractive segment(s)

and defining how the brand will be

perceived.

Which segment will we serve?

How do we want customers to

think of us?

Value Proposition

The unique mix of benefits that solves a

customer problem better than

alternatives.

What core benefit do we promise?

Marketing Mix (4?

Ps)

Product, Price, Place, Promotion –

tactical levers to deliver the value

proposition.

How will we design, price,

distribute, and communicate our

offering?

Brand Strategy
Consistent visual, verbal, and

experiential elements that build equity.

What personality and voice will

our brand have?
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Element What It Involves Typical Questions

Budget & Resource

Allocation

Determining spend across channels,

tools, and personnel.

How much can we invest and

where will it generate the best

ROI?

Metrics & KPIs
Defining measurable indicators of

success (e.g., CAC, LTV, ROAS).

How will we track progress and

adjust tactics?

3. The Strategic Planning Process

1. Situation Analysis

Tools: SWOT, PESTEL, Porter’s Five Forces, competitor audits.

Outcome: Clear picture of internal strengths/weaknesses and external

opportunities/threats.

2. Define Marketing Objectives

Align with corporate goals (e.g., revenue growth, market share, brand awareness).

Use SMART criteria (Specific, Measurable, Achievable, Relevant, Time?bound).

3. Develop Targeting & Positioning

Create detailed buyer personas.

Craft a positioning statement: For [target], [brand] is the [category] that [benefit]

because [reason to believe].

4. Design the Marketing Mix

Product: Features, quality, packaging, lifecycle.

Price: Pricing model, discount structures, perceived value.

Place: Distribution channels, logistics, market coverage.

Promotion: Advertising, content, PR, social media, sales enablement.

5. Set the Budget & Allocate Resources

Forecast revenue, calculate required spend, prioritize high?impact tactics.
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6. Implementation Plan

Timeline (Gantt chart or roadmap).

Assign responsibilities (RACI matrix).

Choose technology stack (CRM, marketing automation, analytics).

7. Monitoring & Control

Track KPIs in real time.

Conduct regular performance reviews (weekly, monthly, quarterly).

Adjust tactics based on data insights (
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