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PREFACE

The goal of the Strategic Marketing book is to create long-lasting competitive
advantage through the development of business, brand, and marketing strategies—
a task that has gotten harder over time. It takes a strong organisation and system to
marshal and protect innovation, which is more important than ever in most markets

where competitors are catching up on basic functional benefits.

When business environments were more stable and straightforward a few decades
ago, developing and implementing strategies were very different. These days, any
market can be characterised as dynamic. Because of this, businesses must be able to
modify their approaches to remain relevant. It's an exciting and demanding time,

full of both opportunities and dangers.

Before creating a marketing plan, any business must have a basic understanding of
how the business environment affects it and the strategies employed by its rivals.

Topics covered include, according to sections:

Section One: Introduction to Strategy
Section Two: Opportunity Analysis
Section Three: Formulating Marketing Strategies

Section Four: Implementation and Control

This book is a comprehensive guide to evaluating and implementing a successful
marketing plan that fits an organization's goals, resources, and operating
environment. This updated edition of Strategic Marketing, which is easily readable
and has an interactive companion website, is a vital tool for anyone studying

business, management, or marketing.
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