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«

(Threat)
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«

SBU
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4. Troubled Business
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«
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? SBU
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| , (Management
by Objectives-MBO) ' «
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2.
5% 2
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(Strategy Formulation) (Game Pian)
Ix « Michael Porter
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(Overall Cost Leadership)
« \
« (Differentiation)
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«

(Competitive Advantage)
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(Focus)
A |
' Focused differentiation strategy 77
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(Program Formulation)
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(Implementation )
1
1 (Strategy)
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2 (Structure)

3. (Systems)



»

b Sy ?
- (Staff) «
6. (Sklls)
l
[- (Shared Value) ?
(Mission)
Feedback 9
?
3.
?
?
?
SCIENTIFIC MANAGEVENT STYLE
J(THEORYX) 7 . (FREDERICK . TAYLOR)
?
?

(ADAM SMITH

22



23
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» (HUMAN RELATIONSHIPS)
" HUMAN RELATIONS THEORY OF MANAGEVENT
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(PERSONALITY)
(ATTITUDE) ? (REWARDS)

(UNDERSTANDING)
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" (THE CONTINGENCY THECRY)



24

' (THE SYSTEMS THECRY)
(ATTITLDE)
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(American Marketing Association)
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(Procuction MX)
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Marketing Mix

(4Ps)

(Product) (Place)
(product Variety) ] (Channels)
(Quelity) . (Coverage)
(Features) u (Assortment)
(Design) | (Locations)
(Brand nane) [ (Inventory)
(Packing) - (Transport)
(Size) = (Warehousing)
(Services) Target Market
(Werrarities)
(Returrs)
(Price) (Promotion)
(List Price) | (Advertising)
(Discounts) | (Personal Setting)
(Allonances) = (Sales promotion)
(Payment Period) =

(Credit Terms)  (Publicity and Public relations)

[ | (Direct marketing)

(Price Policy and Strategy)
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(Family)
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2.3 " #H (Legal and Restrictions)

- (Economic Environment)
«
(Purchasing Power)
?0?
31 (National Income)
32 (Inflation)
33 (Consumer Expenditure) 4 a
34 (Consumer Credit)
4. (Technological Ervironment)
41
4.2
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- (Competitive Environment)
(Competition)

(Market Share) 1
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6. (Resources and Objectives of the

firm)
2
2
(Marketing communication)
«
( /2540/6-28)
? 4P's
3Ps 1C C
(Awareness)
(Awareness) (Acceptance)
? (Communication 10
1 (Product)
(Competitive differentiation) (Value)
2. (Price) « (Value
added) ?

(Create value
added)
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(Price-value relationship) «
1
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2
(Integrated marketing communication : IMC)
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?
(Informetion System) «
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(Target Market)
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Communication)
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(Advertising) !
(Personal Selling)
(Sales Promotion)
- (Public Relation)
(Direct Marketing)
(Bvent Marketing)
(Display)
(Showroom)
(Demonstration center)
(Semirer)
(Bxhibition)
(Training center)
(Services)
(Employee)
(Packaging)
(Transit)
(Signage)
' (Intemet)
(Merchandising)
(Licensing)
(Menual)

?(Organization)
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« Hodge Anthony

Quaiatian Treay, 1939 “ «

(Consistant) ' *o«

John Child (Organization : A Guide to problems and pratice,1976)

Organization)
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(Pressure  for Re-

(Environment)

(Diversification)

I/(Technology) « 20

(Growth)

(Personnel)
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« (Differentiation to concentration)

«
(Mass Product)
GaiamMudok &Rater Gddirg 194)

Media Industry
|
(Concentration)
1 (Intergration) ?
2
11 (Horizontal Integration)
(Take-Over)
1.2 . (Vertical Integration)
2
121 (Backward  Integration)
Supplier

122 (Forward  Integration)
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1 A rapidskimming strategy «
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2. A slowskimming strategy «

3. A rapid-penetration strategy
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(Market  Pioneer)

WHram T.Robmson

Claes Fomell
«
(Economies of Scale)
Steven P.Schnaars

I
(Inventor) ' (Product  Pioneer)

* o (Market
Pioneer)

(Life-cycle marketing)

(Growth Stage)
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(Meturity Stage)
? 3
Growth Maturity
(Laggard-
buyers)
2 Stable Maturity
3 Decaying Maturity
(Niches)
N (Private Brand)
&

»

»

(Volume leaders) )
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(Quality leader) # (Service leader) (Cost
leader)
2 « (Market nichers)

K K«
(Market Specialists) (Product Specialists)
' (Customizing  firs) «

« {Niching Strategy) «n

(Marketing Strategies in the Maturity Stage)

(Market Modification) ~ «
n +* 2

1 (Covert nonusers)
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(Product  modification)
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(Marketing-Mix  Modification)
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(Decline Stage)

?
2
TITOR

| ?

|

Hidden cosr ,
(Weak or sick products) wy_*
(
)
f (Marketing  Stratagies During the
Decline Stage)

? ? ?



(Exit Basiers)
Kathryn Rudie Hurrigan
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2.2
2.3

(Lucrative niches)
24
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3.
goodwill
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, «  (Market Leader)
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(Market Challenger™
« « (Market Follower)

« (Market  Nichers)

(Marketing strategy)

(actions)
3
1
2
3 (Marketing Tactics)”™
4P's
« (
)
(Decissive Pointé
(Competitive Advantage)
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(Principle
Strategy)
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) Xerox (
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Gillette (
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(Market-Leader Strategies)

?) P&G (
)

«

1<¢

»

»

45

«

(Principle of Marketing

»

(} ) IBM

»

1*



60% ?

(New Users)

«

(New users)

(More usage)
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(Continuous  innovation)

«

(Value)!
: " +1ug holes"
|
( 1) ?  Xerox
Xerox ?
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(Massive retaliation)! 1
(Brinkmanship) ( Mited warefare)n (Graduated

Response”™ ? 6



(marketing myopia)' n
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(Main sources
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2
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N\ -
of future growth)
>» 0O
?
(Rank Defense)#

"low-fat-

& (Preemptive Defense)
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« 5 (Mobile defense)
/) «

(Forced muitipliera)

1 (Market Broadening)
(Market diversification) (Strategic Depth)
« (Market  broadening)
(Focus)
é 5 5 2
() Principle of the objective- (
)
() Principle of mass™ (
)
tof 1
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" (Competitive theater)™
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(Market  Diversification)

»

6 (Contraction Dfas®) «  »
? (Prune-
)
3 (BExpanding Market Share)
r (Profit Impact of Market
Strategy-PIMS™ »
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» PIMS
Robert . Buzzell
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«
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Bic
Gillette Bic
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1. (Frontal attack)
(Pure frontal attack)™
(Principle of
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31
| : Gillette
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(Modified frontal attack)E
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(Price-aggressive drategy))®!

(Rank attack)

(Strategic dimensions) 2
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(Bypass attack)
High-tech
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1. « (Price-discount strategy)
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3 (Prestige-goods ~ strategy)
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Sony

'ra (Prduct-prtiferation strategy)

(Product-innovation strategy)
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{ (Distribution-innovation  strategy)
(Manufacturing-cost-reduction)¢
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