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Agenda

• What is strategic marketing?

• Who cares? 

• And the (unpalatable) truth is….
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What is strategic 
marketing (made 
simple)?



4Fifield Organisation Ltd                  www.fifield.co.uk
Proprietary & Confidential © Paul Fifield 2005.  Not to be used or copied without permission

CIM & CIB

Differentiation

“If the three keys for selling real estate are 

location, location, location then the three 

keys of selling consumer (& B2B) products 

are differentiation, differentiation, 

differentiation.”

•Robert Goizueta – former chairman, Coca Cola company



5Fifield Organisation Ltd                  www.fifield.co.uk
Proprietary & Confidential © Paul Fifield 2005.  Not to be used or copied without permission

CIM & CIB

Differentiation 2

• Porter’s second generic strategy, differentiation, helps 
to achieve competitive advantage when “a company 
seeks to be unique in its industry along some dimensions 

that are widely valued by buyers”

• (Porter 1985). 
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First, some Data
Research of 6,000 companies worldwide (PA Consulting 

Group 2003) found:

1. 97% of CEOs believe their priority is to create long-term 

value for shareholders.  

2. There are two ways that value can be created within 

companies

1. Operating at a cost advantage compared to others

2. Create a superior differentiation that supports a price premium 

over others

3. The research found that, on average the latter is three 

times more influential than the former in creating value 
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Differentiate to your market’s needs

Low                                               High

Differentiation

High

Relevance

Low
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Features that are 

important to 

customers and highly 

differentiated from 

the competition

FOOLS GOLD
Features that are 

distinctive but do 

not drive customers’ 

loyalty to brand
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Features that are 

irrelevant to 

customers
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Features that are 
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customers but are 
provided by all 
competitors at a 
similar level
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Differentiate to the target segment’s needs

Low                                               High

Differentiation

High

Relevance

Low

DRIVERS
Features that are 

important to 

customers and highly 

differentiated from 

the competition

FOOLS GOLD
Features that are 

distinctive but do 

not drive customers’ 

loyalty to brand

NEUTRALS
Features that are 

irrelevant to 

customers

‘HYGIENES’
Features that are 
important to 

customers but are 
provided by all 
competitors at a 
similar level
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Different 

segments 

are 

motivated 

by 

different

drivers
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Or, be ‘Differentiated’ out of business

Low                                               High

Differentiation

High

Relevance

Low

Winners

MediocreCHINA
(Cheap)

Mediocre
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And in the long run

Low                                               High

Differentiation

High

Relevance

Low
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Who cares?
(not many companies)
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The Product Life Cycle (PLC)
S
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S
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TIME

Introduction Growth Maturity Decline

Profit

Sales
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No new buyers

Repeat purchase

Can get boring

Best marketing?

Customer focus

Market segmentation 

critical

Differentiation & brand

Consolidation

Fewer BIG players

More NICHE players

Can last a looong time

The Product/Service Life Cycle
Introduction Growth Maturity Decline

Supply;

• Can’t make 

enough

• Little formal 

infrastructure

• Higher costs

Demand:

• Innovators

• Early adopters

• Higher Price

• Higher Risk

• Little awareness

• ‘New’

• Growing 

availability

• Growing 

Competition

Demand:

• Growing 

awareness 

• Reducing Prices 

• Early majority

• Emerging 

standard design

• Failing demand

• Falling profits 

or debts

• Fewer 

customers

• Death, or

• Rejuvenation

• Possible re-

positioning

Market Shake-out

The ‘Chasm’

Sales!     versus Marketing!
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A Rite of Passage?

• Laundry

• Milk 

delivery

• Manufac

turing

• Mass 

prod.n

• Local 

pubs

• Accountants

• Retailing

• Hotels

• Consulting

• Fixed line 

telephony

• Banking

• Pharmacists

• Pkg.Holidays

• Fmcg

• Con.durables

• Dentists

• Lawyers

• Veterinaries 

• IT Hard/Software

• Mobile telephony

• Satellite TV

• Financial 

services

• Air travel

• Grocery Retailing

• Doctors

• Alternative 

medicine

• Further 

education

• Broadband

• Call centres

• Farmers 

markets

• Home 

services

• WiFi

• VoIP

• Digital 

TV

• Gene 

services

• GPS

• SatNav

• Space 

tourism

• Functio-

nal food

DeclineMaturityThe ‘Chasm’GrowthIntro

Suppliers                                   Control             Customers
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And the 
(unpalatable) truth 
is……



16Fifield Organisation Ltd                  www.fifield.co.uk
Proprietary & Confidential © Paul Fifield 2005.  Not to be used or copied without permission

CIM & CIB

In the board room we…
Set direction &

agree strategy
Allocate resources for 

people to implement 

Set Measurement & 

Control systems
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And how good are we?

Treacy & Wiersema say that:

Weak Strategy Strong Strategy

1. Pick a market to 
dominate

2. Decide a single 
factor for 
competition

3. Focus resources 
to that end

1. Dabble or aggregate 
markets

2. Try to be good at 
everything

3. Allow history and 
politics to direct 
resources

Source: Treacy & Wiersema

= Profitable 
Marketing 
Strategy!!
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Activity Time
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Activity 1 – where are your features?
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Activity 2 – where are your planned features?
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Activity 3 - Which differences are best?

Where is the 

differentiation easiest 

for your company to 

protect/maintain?

The 
Company

4

Where is your offer 

most/least credible?
The Offer3

Where is most of your 

competition 

concentrated?

The 
Competition

2

Where does the your 

customer/prospect 

perceive the most value?

The 
Customer

1
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What have you learned?



23Fifield Organisation Ltd                  www.fifield.co.uk
Proprietary & Confidential © Paul Fifield 2005.  Not to be used or copied without permission

CIM & CIB

A final word

• The key is to:

– Differentiate

– Focus

• Profitable Marketing Strategy can be carried out by:

– Marketing Director (if he/she can leave the Marcoms alone)

– Managing Director

– Business Development Director

– Commercial Director

– Sales Director

– Finance Director (I have met 2)

• But it MUST be done by someone if the organisation is to 

survive
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A final, final word……

“It’s not about 
how good you 
are, it’s about 
how bad you 
want it”
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