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Learning Object ives 

1. Explain company-wide st rategic 
planning. 

2. Understand the concepts of 
stakeholders, processes, resources, 
and organizat ion as they relate to a 
high-perform ing business. 

3. Explain the four planning act ivit ies of 
corporate st rategic planning. 
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Learning Object ives (cont .)  

4. Understand the processes involved in 
defining a company's m ission and 
set t ing goals and object ives. 

5. Discuss how to design business 
port folios and growth st rategies. 

6. Explain the steps involved in the 
business st rategy planning process. 
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Characterist ics of a High-  

Perform ance Business 

Sta ke holde rs Proc e sse s 

Re sourc e s Org a niza tion 
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Defining the Corporate Mission 

• A hospitalit y organizat ion exists to 
accomplish something. 

• According to Peter Drucker, ask:    

– What  is our business? 

– Who is the custom er? 

– What  do custom ers value? 

– What  should our business be?  
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Figure 3 – 2    The product–market  expansion grid is useful in helping managers visualize and ident ify market  
opportunit ies. 
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Diversificat ion Growth 

Concentric 
Diversification 

Horizontal 
Diversification 

Conglomerate 
Diversification 
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I ntegrat ive Growth 

Backward 

Forward Horizontal 

Downsizing 
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Custom er Value-Driven Market ing 

St rategy 

Ma rke t 

Se g me nta tion 

Ma rke t 

Ta rg e ting  

Ma rke t 

Diffe re ntia tion 

Ma rke t 

Positioning  
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Developing an I ntegrated 

Market ing Mix 

4 Ps 4 Cs 

Product Customer Solution 

Price Customer Cost 

Place Convenience 

Promotion Communication 
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Managing the Market ing Process 

Control 
Implemen-

tation 
Planning Analysis 
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SWOT Analysis 

Stre ng ths We a kne sse s 

Opportunitie s Thre a ts 

Internal Environmental Analysis 

External Environmental Analysis 
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Goal Form ulat ion St rategies 

Overall Cost 
Leadership 

Differentiation Focus 
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Key Term s 

• Ansoff product– m arket  expansion 
grid 

– A m at r ix developed by cell,  plot t ing new 

products and exist ing products with new 

products and exist ing products. The grid 

provides st rategic insights into growth 

opportunit ies. 
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Key Term s (cont .)  

• Backw ard integrat ion 

– A growth st rategy by which com panies 

acquire businesses supplying them  with 

products or services (e.g., a restaurant  

chain purchasing a bakery)  
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Key Term s (cont .)  

• Concentr ic diversificat ion st rategy 

– A growth st rategy whereby a com pany 

seeks new products that  have 

technological or m arket ing synergies 

with exist ing product  lines 
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Key Term s (cont .)  

• Conglom erate diversificat ion 
st rategy  

– A product  growth st rategy in which a 

com pany seeks new businesses that  

have no relat ionship to the com pany's 

current  product  line or m arkets. 
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Key Term s (cont .)  

• Corporate m ission statem ent  

– A guide to provide all the publics of a 

com pany with a shared sense of 

purpose, direct ion, and opportunity, 

allowing all to work independent ly, yet  

collect ively, toward the organizat ion's 

goals 
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Key Term s (cont .)  

• Corporate values 

– A set  of corporate prior it ies and 

inst itut ional standards of behavior 

• Forw ard integrat ion 

– A growth st rategy by which com panies 

acquire businesses that  are closer to the 

ult im ate consum er, such as a hotel 

acquir ing a chain of t ravel agents 
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Key Term s (cont .)  

• Horizontal diversificat ion st rategy 

– A product  growth st rategy whereby a 

com pany looks for new products that  

could appeal to current  custom ers that  

are technologically unrelated to its 

current  line 

• Horizontal integrat ion 

– A growth st rategy by which com panies 

acquire com pet itors 
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Key Term s (cont .)  

• Macroenvironm ental forces 

– Dem ographic, econom ic, technological, 

polit ical, legal, social, and cultural 

factors 

• Market  developm ent  st rategy 

– Finding and developing new m arkets for 

your current  products 
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Key Term s (cont .)  

• Market  segm entat ion 

– The process of dividing a m arket  into 

dist inct  groups of buyers who have 

different  needs, characterist ics, or 

behavior who m ight  require separate 

products or m arket ing program s 

• Market ing opportunity  

– An area of need in which a com pany can 

perform  profitably 
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Key Term s (cont .)  

• Market ing st rategy 

– The m arket ing logic by which the 

com pany hopes to create this custom er 

value and achieve these profitable 

relat ionships 
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Key Term s (cont .)  

• Microenvironm ental forces 

– Custom ers, com pet itors, dist r ibut ion 

channels, and suppliers 

• Product  developm ent  

– Offering m odified or new products to 

current  m arkets 
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Key Term s (cont .)  

• Return on m arket ing investm ent  
( or m arket ing ROI )  

– The net  return from  a m arket ing 

investm ent  divided by the costs of the 

m arket ing investm ent . I t  m easures the 

profits generated by investm ents in 

m arket ing act ivit ies. 
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Key Term s (cont .)  

• Stakeholder 

– Stakeholders include custom ers, 

em ployees, suppliers, and the 

com m unit ies where their business are 

located and other people or 

organizat ions that  have an interest  in 

the success of the business.  
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Key Term s (cont .)  

• Strategic alliances 

– Relat ionships between independent  

part ies that  agree to cooperate but  st ill 

retain separate ident it ies. 

• Strategic business units ( SBUs)  

– A single business or collect ion of related 

businesses that  can be planned 

separately from  the rest  of the com pany 
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Key Term s (cont .)  

• Strategic planning 

– The process of developing and 

m aintaining a st rategic fit  between the 

organizat ion's goals and capabilit ies and 

its changing m arket ing opportunit ies 

• SW OT analysis evaluates the 
company's overall st rengths (S) , 
weaknesses (W) , opportunit ies (O) , and 
threats (T) . 
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