
Strategic Marketing Management 
Notes 
Lecture 1 - Introduction & Planning Process
(Researched Examples in blue)

Marketing Management consists of 4 Stages:

Analysis - of the market, competitors, company and customers
Planning - marketing objectives, segments, target consumers, strategies and marketing mix
Implementation - allocation of staff and resources, time-scales, responsibilities and delegation
Control - Accountability of activities, profitability and return on investment, customer feedback

Strategic Marketing Planning begins with

Corporate objectives -> Marketing Audit -> Marketing Objectives -> Marketing Strategies -> 
Marketing Programmes -> Budgets -> finally Control and Evaluation

There are three levels of strategy which follow a hierarchy of development 

Corporate Strategy describes a company’s overall direction in terms of its general attitude toward 
growth and the management of its various businesses and product lines to achieve a balanced 
portfolio of products and services. 

Pizza Hut, a subsidiary of the Yum! brands, for example has a corporate strategy to take 
advantage of their existing scale and quickly grow the brand in both developed and 
emerging markets. 

Business Strategy, sometimes called competitive strategy, is developed at divisional level and 
emphasises improvement of the competitive position of a corporation’s products or services in the 
specific industry or market segment served by that division. 

Their business strategy to improve competitive position is to pull together to achieve a 
simple understandable business goal: have a clear win against competitor in a taste test.

Functional Strategy is concerned with maximising resources productivity. Within the constraints of 
the corporate and business strategies around them, functional departments, such as marketing, 
finance, R&D and production, develop strategies to pull together their various activities and 
competencies to improve performance. 

Their functional strategy is to align all the departments in order to improve customer 
service, delivery time and order accuracy.  

The purpose of planning
- Structure company’s behaviour
- Allocation of resources
- Systematic decision-making
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