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Agenda

1.   Introduction to the Marketing Process Company

2.   Marketing Mapping

3.   Market Segmentation

4.   Marketing Planning using EXMAR



A Selection of our Clients
Financial Manufacturing Energy IT and

Telecommunications

American Express Alpha Laval BNFL BT

Barclays BMW BP BT Cellnet

Halifax BOC British Gas Cable & Wireless

J P Morgan Chase Caradon Calor Gas IBM

Norwich Union GKN Westland Castrol Mitel

Post Office Johnson Wax Mobil Nortel

Schroder & Co Kemira Texaco Oracle

Zurich Pilkington Yorkshire Electricity Philips Medical Systems

Scania Telstra (Australia)

Zeneca Telkom (South Africa)

Xerox



COUNTRIES

•  Australia •  Hungary
•  Austria •  Italy
•  Belgium •  Japan
•  Brazil •  Middle East
•  Denmark •  New Zealand
•  Estonia •  Poland
•  Finland •  Singapore
•  France •  Spain
•  Germany •  UK
•  Holland •  USA

40 countries world wide



1. Mission

2. Corporate Objectives

3. Marketing Audit

4. SWOT Analysis

6. Marketing Objectives and Strategies

10. 1st Year Detailed Implementation Programme

9. Budget

8. Identify Alternative Plans and Mixes

7. Estimate Expected Results

5. Assumptions

Measurement
and

Review

Phase One
Goal Setting

          The Strategic Plan
Out put of the Planning Process
Mission Statement
Financial Summary
Market Overview
SWOT Analysis
Assumptions
Marketing Objectives and Strategies
3 Year Forecast and Budgets

Phase Two
Situation Review

Phase Three
Strategy Formulation

Phase Four
Resource Allocation & Monitoring

The Ten Steps Of The Strategic Marketing Planning Process
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Segment 1
23 Clients
/ 23.7%

Segment 5
20 Clients
/ 20.6%

Segment 3
19 Clients
/ 19.6%

Segment 2
14 Clients
 / 14.4%

Segment 4
15 Clients
  / 15.5%

Segment 6
6 Clients
   / 6.2%

Note:
1 Distance indicates level of difference
2 Anyone not interested has been removed from this sample
3 Any CSF which scored no response has been removed
4 Binary on CSF selection

Benefits sought



Integrated Techniques and
Methodologies used in EXMAR

••   Market Mapping   Market Mapping
••   Market Segmentation   Market Segmentation
••   Ansoff Matrix   Ansoff Matrix
••   Gap Analysis   Gap Analysis
••   Marketing Audit   Marketing Audit
••   SWOT Analysis   SWOT Analysis
••   CSF Analysis   CSF Analysis
••   Boston Matrix   Boston Matrix
••   Directional Policy Matrix   Directional Policy Matrix
••   Perceptual Maps   Perceptual Maps
••   Porter’s Generic Strategies   Porter’s Generic Strategies
••   Objective and Strategy setting   Objective and Strategy setting
      



Strategic 
Marketing

Plan

Markets and Revenue
Mkt Size Revenue Share

Market Attractiveness
Item Importance Score

Critical Success Factors
CSF Self Comp1 Comp2

      Ansoff Matrix
Products

Markets

INPUTS OUTPUTS

Gap Analysis

DPM

Boston Box
EXMAR

EXMAR 
Model Structure



Ansoff Matrix

Market PenetrationMarket Penetration
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Ex
is

tin
g

Ex
is

tin
g

NewNewExistingExisting

N
ew

N
ew

M
A

R
K

E
T

M
A

R
K

E
T

PRODUCT OR SERVICE



Ansoff Matrix

International Bearings Ltd ( IBL )



Gap Analysis

Revenue Gap Analysis
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Gap Analysis - Objective
Revenue Gap Analysis
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Gap Analysis by Product-Market

Product-Market Segment Contributions
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Directional Policy Matrix

Directional Policy Matrix
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Suggested Strategies from Portfolio Analysis

Price

Invest 
for Growth

Maintain Manage 
for Cash

Opportunistic
Development

Maintain or Increase 
Dominance

Maintain or slightly
milk for earnings

Forego share for 
profit

Invest selectively 
in share

Broaden
distribution

Hold wide 
distribution pattern

Gradually withdraw 
distribution

Limited coverage

Aggressive 
marketing

Limit Minimise Aggressive marketing

Lead - aggressive
 pricing for share

Hold prices or 
raise if possible

Raise Aggressive - price for 
share

Differentiation
Prune less successful 
differentiate for key 
segments

Aggressively prune Differentiation 
line expansion

Market Share

Distribution

Promotion

Price

Products



Project Plan for a Strategic Marketing
Planning Process Implementation

2  Guidance on Audit
Preparation

7  Market Audit Workshop

5  Customer Profitability
    Audit

11  Plan Review & 
      Metrics Workshop

      Week 1      Week 2      Week 3      Week 4      Week 5      Week 6

1  Market Mapping 
   & Segmentation Workshop

3  Data Collection & Research

6  Software Training 
    & Data Input

9  Objectives and Strategies
    Workshop

10  Review Objectives 
      and Strategies

4  Segmentation Verification

8  Data Validation

The Marketing Process Company User Optional


