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First,
The Fifield

Preface
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Fifield’s Preface to Marketing

1. Why bother with ¢ To be able to charge the highest
Marketing? possible price for your product or
service

2. Howdoyoudo « Seek out and add Customer Value,
that? By:

1. Being easy to choose

(Differentiation)
The better you do 2. Treat customers as individuals
these, the higher -

(Segmentation)

your prices will go -
3. Giving them a reason to come to

you (Branding)
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Peter Drucker

“Only marketing
and innovation
produce profits for
an organisation, and
all other areas
should be regarded
as costs”

Peter Drucker, (1909-2005), an
American author of numerous
economics and -related literature

and professor of management.
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What is
Marketing
Strategy?
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Strategy and Marketing

Business Strategy

Something
Missing

® Surely!

v
Marketing Planning/Tactics
| | | |

Product/Service Price Place Promotion
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SCORPIO
The SCORPIO model drives market strategy
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Scorpio market strategy

Industry or

Jrganisation Market Retention
- Processes Strategies
& Culture »
— e
Segmentation Positioning

& Targeting & Branding
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So, what is marketing all about?
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The Strategy
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Generic strategy 1 - the ‘Spine’

“God is on the
side with the best
artillery”

Napoleon Bonaparte
Emperor of the French

the fifield practice

proprietary & confidential © paul fifield 2007. not to be used or copied without permission



fifield
Generic strategy 1 - the ‘Spine’

The concept of the O @ O It is generally (if not
ey s universally) accepted that
spine” is taken from the O O teams who change the
Anglo Saxon sport of Q Q “spine”: S
“Rugby Union Football”. @ 1 pHook.er
2. No 8
3) 3. Scrum half
@ Q 4. Fly half
O 5. Full back
the least, tend to play
O more consistently - and
O @ with better results

The “Spine” forms the very core of your strategy - it must
be set with the long term in mind and changed sparingly
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Scorpio market strategy

Industry or
Jrganisation™ Market Retention
- Processes Strategies
& Culture
—X e
Segmentation Positioning
& Targeting & Branding
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Scorpio market strategy

Industry or
Jrganisation Market Retention
- Processes Strategies
& Culture }( »
2
Segmentation Positioning

& Targeting & Branding
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Scorpio - 1. Industry or Market?

2.What business do
we want to be in or
should we be in?

.How does this defing
the market/customer
needs we should be

1.What business satisfying?
are we in (now)?

7.What are the
boundaries for
effort?

4. Where/how shoulc
we be growing the
business?

6.What competition
are we facing?

5.What are the
strategic opportunities
& threats?
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Scorpio market strategy

Industry or

Jrganisation Market Retention

- Processes Strategies
& Culture }( ‘
/ ° ° °
Segmentation | Positioning

& Targeting & Branding
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Scorpio - 2. The Customer

2.What do they
currently buy from
us/our competitors and

7/.Where do ,
customers interface why? 3.What benefits
(connect) with our are they seeking?
organisation?

1.Who are they?

4.What do they wan
from us now / will
they want in the
future?

6.What will make
them come to us?

5.What barriers are
getting in the way?
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Scorpio market strategy

Industry or

Jrganisation Market Retention
- Processes Strategies
& Culture }( »
el
Segmentation Positioning

& Targeting & Branding
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Scorpio - 7. Offerings

2. What is the Value
Proposition?
3. What is the most
appropriate
business design?

/. How do we take the
Offerings to market?
(implementation)

1. What does our
target customer
(really) want?

4. Where are the new
offerings?

6. Are we managing
the life cycle?

5. How do we assess
the Risk?
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To recap on the Strategic ‘spine’

Industry or
Jrganisation™ Market Retention
- Processes Strategies
& Culture
—X e
Segmentation Positioning
& Targeting & Branding
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Defensive
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Strategy
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Generic Strategy 2 - ‘Defensive Strategy’
“The whole art of -8

war consists in a
well-reasoned and

extremely

circumspect >

defensive, followed ' 5\ .o 9
by r ap.’ id and Napoleon Bonaparte
audacious attack” Emperor of the French

the fifield practice www.fifield.co.uk

proprietary & confidential © paul fifield 2007. not to be used or copied without permission



fifield
Scorpio market strategy

Industry or

Organisation Market
- Processes

Retention
Strategies
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Clearly, the Customer is at the centre of
everything

Industry or
Urganisation Market Retention
- Processes Strategies
& Culture }( »
e
Segmentation Positioning
& Targeting & Branding
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We have looked at ‘what business?’

Industry or
Jrganisation Market Retention
- Processes Strategies
& Culture }( »
2
Segmentation Positioning

& Targeting & Branding
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Scorpio market strategy

Industry or

Jrganisation Market Retention
- Processes Strategies
& Culture }( »
e
Segmentation Positioning

& Targeting & Branding
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Scorpio-6 Organisation - Processes & Culture

2. What is the
organisation really
good at - and does it
matter?

/. Change 3. What is going on
management - what with Culture?
is that? 1. Is the organisation

designed to meet

. , internal or external
6. Which metrics

needs? 4. |s the
are used to manage ' organisation joined
and drive the 5. Is the up?
organisation? organisation
driven by the right
information?
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Scorpio market strategy

Industry or

Jrganisation Market Retention
- Processes Strategies
& Culture }( »
£
Segmentation Positioning

& Targeting & Branding
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Scorpio - 5 Retention Strategies

2. How big is the
‘problem’ and the
potential gains?

3. Is retention just
about customer
satisfaction?

/. How are we
planning to invest in
our primary asset?

1. How important is
‘Retention’ in our
market?

4. Do accounting and
reporting systems get in
the way of retention?

6. What is the strategic
role of Customer
Relationships?

5.How good is our
Marketing Information
Systems (MKkIS)?
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To recap on the defence (Efficiency)

Industry or

Organisation Market
- Processes

Retention
Strategies
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Generic Strategy 3 - the Offensive Strategy

“The transition from
the defensive to the
offensive is one of the
most delicate
operations in war.”

Napoleon Bonaparte
Emperor of the French
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Scorpio market strategy

Industry or

Segmentation Positioning
& Targeting & Branding
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The Customer must be at the centre of the
Offence too

Industry or
Urganisation Market Retention
- Processes Strategies
& Culture }( »
2
Segmentation Positioning

& Targeting & Branding
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Scorpio market strategy

Industry or

Jrganisation Market Retention
- Processes Strategies
& Culture »
— S
Segmentation Positioning

& Targeting & Branding
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Scorpio - 3. Segmentation & Targeting

2. What do we want
segmentation to do
for our organisation?

/.How can we
market to different

3.What segments
exist in our target

segments? .What is the current market?
state of
segmentation in the
6.Which segments organ1§at10n? 4.How durable are the

should we target? segments identified?

5.How can we
prioritise the segments
for approach?
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Scorpio market strategy

Industry or

Jrganisation Market Retention
- Processes Strategies
& Culture }( »
Zrn
Segmentation Positioning

& Targeting & Branding

the fifield practice

proprietary & confidential © paul fifield 2007. not to be used or copied without permission



fifield
Scorpio - 4. Positioning & Branding

2. What market
positions exist?

3. What market
position do we own
or do we want to
own?

. How do we invest in
the brand and a
differentiated market
position?

1. Differentiation or
‘commodity’

marketing?
6. What are the costs

& benefits of
building a brand?

4. How are we going
to be different to the
competition?

5. What is a brand?
What are its unique
‘values’ and
personality’?

¢
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Scorpio market strategy

Industry or

Jrganisation Market Retention
- Processes Strategies
& Culture }( »
el
Segmentation Positioning

& Targeting & Branding
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To recap on the Offence (Effectiveness)

Industry or

Segmentation Positioning
& Targeting & Branding
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Scorpio generic market strategies
2. Defensive Strategy

3. Offensive Strategy

1. The Spine !
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Finally,
To recap
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Joseph Stalin

“Ideas are far more
powerful than guns.

We don’t let our
people have guns,

Why should we let
them have ideas?”
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Any
Questions?

the fifield practice

proprietary & confidential © paul fifield 2007. Not to be used or copied without permission



