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A first insight…the Mktg process
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¿What is Mktg?

Marketing   =   Growth 
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Marketing as a discipline

• Monopolistic Competition (Chamberlin, 1930)

• Customer satisfaction is the main company’s
aim…profit is the result(Keith, The Marketing Revolution, 1960, 
JoM)

• Every company should have in its mission the broader
meaning of market needs (Levitt, Marketing Myopia, 1960, HBR)

• Context: USA, growing markets, big corporations, 
Marketing as recipe book
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Managerial (Mktg) orientations
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What happened?
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Ready, steady,…

Market Retailers Manufacturers Suppliers

SELL-IN Competitive
approach
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Scenario shake out?

New channels

New channels

Market

Maturity and Saturation Competition

Retailers Manufacturers Suppliers

Concentrationn - globalization
And....

• Demography stagnancy
• Fragmented demand
• Segment mobility
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Situation appears as a new purchase variable
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Scenario shake out?

Canales alternativos

Canales alternativos

Market

Maturity and Saturation Competition

Retailers Manufacturers Suppliers

Contentation - globalization

And....

• Demography stagnancy
• Fragmented demand
• Segment mobility
• Demanding customer
• Technology impact
• Supply excess
• …
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New approach

Market Retailers Manufacturers Suppliers

Trade MK

B2C relationships Operational liability

+
Creating value for the
customer’s customer

B2BSupply chain
management

Life value1.Retention

3.Referrals New customer catch

2.Maximize Customer share
Customer potential
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Go beyond the product
perspective

Focus on satisfaction, value
delivery, relationship building 

and loyalty
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Let’s try to build 
a different perspective
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Market Orientation?
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Evolution of different MKTG paradigms

Mass 
Marketing

Marketing of 
Segments Marketing 121 Communities 

Marketing

1908 2022

* By Jaime Castelló + Michele Quintano
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You can paint it any color, so long as it is black
H.Ford

Mass Marketing
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OSFA…One Size Fits All

Mass Marketing
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Why change the marketing approach
Ford vs. General Motors

In 1923 Ford 55% MS with one model and profits
GM 11% MS with different models and losses

Model T price, 1909-1923

Experience effect on
pricing
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What happened?

In General Motors
• Lower economies of scale compared with Ford
• Brand cannibalization

What to do? Alfred Sloan (GM President) proposals

• Improve economies of scale(R+D coordination
and components standardization)

• Market segmentation and Brand positioning
• Marketing activities coordination
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In 1937…

Competitive achievements

• Ford: 16% MS and losses
• GM: 45% MS, profits and brand extension
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Undifferentiated Company Differentiated Company

Industry operational costs

Differentiation costs

Undifferentiated price

Differentiation price

∆+in term of price 
that the consumer is 
available to pay for the 
differentiated value 
proposition

Margin

Margin

Differentiation
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Unit cost

Production

Cost leadership jeopardy

New production
technology
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Marketing of Segments

Everyone is equal before the law…but not before a 
marketing manager!

Anonymous
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Marketing 121

Nike By You
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The new normal
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The new normal
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La “Nueva Normalidad”
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IoT
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Communities Marketing
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Communities Marketing
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Communities Marketing
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Communities Marketing
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Communities Marketing

vs.
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What is marketing

A managerial phylosophy, focus the organization on 
customer and consumer satisfaction 

Different “eyes” to see outside of the company / a set 
of analysis tools and models (Market, Competition, 
etc.)

A set of Implementation tools/ implement marketing 
strategies through Marketing Mix
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What is marketing

Marketing = Growth 

... Satisfying customers’ segments needs, 
through a differentiated value proposition 
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…adding value to customers…
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The fallacy

To compete successfully through differentiation, 
always invest in products and services

enhancement!

Ok, but at what cost?

…without considering the customers’ logic
behind the perceived value evaluation
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From needs to solutions
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vs.

Many thanks Covid19!

Needs and solutions
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Value proposition
Balance between Benefits and Costs

Benefits
• Functional
• Psychological
• Social
• Experiential

Costs
• Economic
• Transactional
• Psychological
• Learning
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Differentiation and value
proposition

Urbany y Davis, 2007
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Value Proposition elements
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Value Proposition elements

By A.Cuneo
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There are three kinds of companies: those 
who make things happen; those who 
watch things happen; and those who 
wonder what’s happened

Anonymous
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Why some companies fail after success?

Competitive cycles?

Role of Marketing?
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“Don’t make a plan of fighting
that is a very good way to lose your teeth
if you try to remember you will lose
Empty your mind
be formless
shapeless
like water
put water into a cup
becomes the cup
put water into a teapot
becomes the teapot
water can flow or creep or drip or crash
be water my friend”

(Bruce Lee, 1971)
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€61,95/año
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Competitive cycles
A strategic approach

War of position
1.

War of movement
2.

War of imitation
3.
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Competitive cycles
The music industry

War of position

War of
movement

War of imitation

1.

2.
3.

4.

5.

7. ¿?

6.
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War of Position
Status quo

The competitive game is “WIN/LOSE”
Market share competition

Leader: defends its MS
Follower: challenges the leader
Niche player: focuse on extreme

differentiation
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War of Movement

Is a “no-war”, as the strategy is to move away from 
competitors

The idea is to win without fighting

Create and regenerate the market through
«breaking the rules»

New technolgies, new markets, creative 
segmentation, different positioning
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War of Movement(2)
Business models

Segmentation and
Positioning

Channel

Value proposition

Pricing

Innovation
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Innovation and positioning
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War of imitation

Market success of an innovation motivates
competitors to imitate

New comer or incumbent
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Competitive cycles
Exercise

War of position
1.

War of movement
2.

War of imitation
3.
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First mover? Follower? It doesn’t matter…
Be proactive! 

Change the rules…before the new rules change you
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Marketing

The process



DISAQ - UniPth- 2022

STP process
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Marketing process

Customers “Collaborators”Competitors ContextCo.
Marketing 

Analysis
(The 5 C’s)

Mkt segmentation Targeting Positioning

CommunicationDistribution channelsPdt/Service

Pricing

Marketing
Mix

(The 4 P’s)

Value 
creation

Value capturing

PROFIT (?)

Customer retentionCustomer acquisition Value 
maintenance
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Leaky bucket
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Year

1 2 3 4 5 6 7
No se puede mostrar la imagen.

Customer
acquisition cost

No se puede mostrar la imagen. No se puede mostrar la imagen.No se puede mostrar la imagen. No se puede mostrar la imagen.No se puede mostrar la imagen. No se puede mostrar la imagen. No se puede mostrar la imagen.

Base profit

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

Profit from larger and more
frequent purchase

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

Profit from reduced
operating/servicing costs

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

Profits from referrals

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen.

No se puede mostrar la imagen. Profit from premium price

* this pattern is based on
experiences in many
industries

Co
m

pa
ny

Pr
of

it
*

0

Source: Reichheld F.R. and Sasser W.E., 1990, “Zero Defections: Quality Comes to Services”, HBR

Increase Customer Profitability
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“From Mad Men to Math Men”
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SWOT
Opportunities? Threats?

Events Impact
+ vs. -

Probability Time



DISAQ - UniPth- 2022

Potential
Market

Current
MarketMarket

Share

Market definition
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Primary demand

Marketing Pressure

Potential
Demand

Unexpandable
DemandExpandable

Demand

The entry in the industry of a competitor, should be 
considered always a problem?
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The Abell model
A definition of reference market

Technologies

Needs

Clients

-

In which business are we in?

Helps to identify “direct” 
competitors

Helps the segmentation 
process

Micro segments
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The Abell model

Technologies

Needs

Clients
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Growth strategies
Ansoff

Market
Penetration

Market
Development

Product
Development

Diversification

Product

Market

Current New

Current

New
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Growth strategies
Market Penetration Market

Development
Product

Development
Diversitication

Usage
frequency

New benefits

Loyalty

Quantity
Per Use

New
Segments

No-Users

New 
Channels

New 
complemetns

Obsolescence

Line extension

New
features

(Corporate strategy)

*Ansoff

+

+
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New benefits? 
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New benefits? 
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Gatorade 
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Obsolescence
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Ikea
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Ikea 
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Ikea 
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Ikea 
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What to learn from...

Apple + Huawei
Metabical
Black & Decker
Coca-Cola Life
Snapple
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