
Introduction to Marketing Strategy

Quick reference guide – concise, organized, and ready for study or presentation.

1. What Is a Marketing Strategy?

Element Definition

Purpose
A long?term plan that aligns a company’s market positioning, target customers, and

value proposition with business objectives.

Scope
Covers product/service offerings, pricing, distribution (place), promotion, and the

overall brand experience.

Outcome
Sustainable competitive advantage, profitable growth, and stronger customer

relationships.

2. Core Components of a Marketing Strategy

Component Key Questions Typical Tools/Frameworks

Market Segmentation

Who are the distinct groups of

customers? What are their needs,

behaviors, and demographics?

Demographic, psychographic,

geographic, behavioral

segmentation; cluster analysis.

Targeting
Which segments will we serve and

why?

TAM/SAM/SOM analysis,

attractiveness?vs?fit matrix, BCG

growth?share matrix.

Positioning

How do we want the brand/product

to be perceived relative to

competitors?

Positioning map, value proposition

canvas, USP (Unique Selling

Proposition).

Marketing Mix (4?Ps)

Product, Price, Place, Promotion –

how will each be designed to

support the positioning?

Product life?cycle, pricing models,

channel strategy, integrated

communications plan.

Differentiation &

Competitive

Advantage

What makes us distinct and

defensible?

Porter’s Generic Strategies, VRIO

framework (Value, Rarity, Imitability,

Organization).
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Component Key Questions Typical Tools/Frameworks

Objectives & KPIs
What measurable goals will guide

performance?

SMART goals, ROI, CAC, CLV,

market share, brand awareness

metrics.

Budget & Resource

Allocation

How much will be invested and

where?

Marketing budget models, zero?

based budgeting, media mix

modeling.

Implementation Plan Who does what, when, and how?
Gantt charts, RACI matrix, agile

sprint planning.

Control & Evaluation How will we monitor and adjust?

Marketing dashboards, A/B testing,

post?campaign analysis, attribution

modeling.

3. Strategic Planning Process

1. Situation Analysis

External: PESTEL (Political, Economic, Social, Technological, Environmental, Legal),

market trends, competitor audit.

Internal: SWOT (Strengths, Weaknesses, Opportunities, Threats), resource audit,

brand equity assessment.

2. Define Vision & Mission

Align marketing purpose with overall corporate vision and mission statements.

3. Set Marketing Objectives

Quantitative (e.g., “Increase market share by 5?% in 12?months”).

Qualitative (e.g., “Become the top?of?mind brand for eco?friendly apparel”).

4. Develop Strategy

Choose segmentation, targeting, positioning (STP).

Craft the marketing mix to deliver the value proposition.
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5. Create Tactical Plans

Detailed campaign briefs, media plans, content calendars, sales?enablement tools.

6. Implement & Execute

Deploy resources, launch activities, coordinate cross?functional teams.

7. Monitor, Measure & Optimize

Track KPIs in real time, conduct regular performance reviews, iterate tactics.

4. Common Marketing Strategy Models

Model When to Use Core Insight

Porter’s Five

Forces

Industry?level

analysis

Understand competitive intensity and profitability

drivers
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