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Abratt, Russell 217
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addressability 235
advertising 248-50
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BT 239
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IT 348
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zero-based budgeting 216-18
‘Bugs” Burger Bug Killers 276
business strategies 80
business strengths 189, 191-2,
194, 196-7, 199
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channel chains 234-5, 283-5
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Collier, Joel 302
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CRM 227-47
digital 23347
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IMC 225
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230, 247-53
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261-6
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comparative analysis 150-1
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portfolio matrix 194-6, 210-11
repositioning 159
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see also positioning
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competitors
differentiation 150-1
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Moritaki Compuiers 456-7
positioning 13-14;/145, 159
pricing plar 2754
strategic plan documentation
385
Wileox and Simmonds 4434
camputer companies
Apple 246
Dell 225, 234, 240
diffusion of innovation 168
Dutch company 168, 454-5
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454-67
see also technology
computer market 283—4
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Conservative Party 159
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consultants, use of 109
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contingency plans 206-7, 392
control procedures 304-5, 334
Corkindale, David 251
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corporate image 220-1, 257-9,
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corporate planning 74-5
corporate strategies 57, 100-2
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competitors 273-4
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IPorter matrix 199-201
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229-30
viable structures 228
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customer satisfaction
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performance metrics 304
portfolio matrix 193
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creating strategy 300-1
definition 299
key elements 299
KPIs 301
misunderstandings 10
personal communication
261
social media 245-6
standards 301
see also 4 Ps extended model
customer value 11, 351
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branding 221
British Airways 102
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innovators 166-8, 251-2
laggards 166, 251
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marketing audit 111-39
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needs/wants 8-9, 15-16, 39
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segmentation 38-9
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see also customer . . .
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data fusion 311
data management 228
databases 310-16
data fusion 311
database marketing 310-12
definition of database 310
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314-15
MISs 310-16
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Davidson, Hugh 94-6, 348
decentralized marketing 325-9
decision-making 292-3
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Dell computers 225, 234, 240

demand 334, 271
desk research 317-18
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differentiation 148-51,
199-201
diffusion of innovation 164-8
channel chains 285
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168
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167-8
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166-7
impersonal communications
250-2
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rate of diffusion 164
retailer example 164-6
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233-47
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email 246-7
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social media 243-6
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approaches 259
cosi-effectiveness 260
management of 260
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see portfolio matrix
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DVLA see Driver & Vehicle
Licensing Agency

e-marketing 23342
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e-service quality 302

early adopters 166-8, 251, 360
early majority 251
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240
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email 246-7
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Marriott 86
mission engagement 99-100
see also salespeople; staff
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future aspects 146-7
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see 4 Ps extended model
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Hooley, G.J. 64
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mission statements 83, 89-91
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247-53
advertising 248-50
diffusion of innovation 250-2
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sales promotion 252-3
implementation programmes
201, 203, 218-306
implementation risk 357-9
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independent schools sector
174-7
individual positioning 152
individualization 238
industry positioning 152
industry restructuring 240-2
influence markets 43-6, 146
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change processes 343
costs 319
database marketing 310-12
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marketing researc':. 216-20
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314-15
MISs 308-1€
needs 503, 314
successiul usage 312-16
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budgets 348
companies 104-5, 218
marketing definition 11
innovation 2234
see also diffusion of innovation
innovators 166-8, 251-2
inseparability, IHIP 23, 28-9
insurance companies
case study 138-9
portfolio matrix 194-5
product positioning 153-4
salespeople 264
intangibility
branding 220
nature of service 30
IHIP 23-5, 27-9
value added 352
Integrated Marketing
Communications
(IMC) 225
integration
6 Is 234-5
channel chain diagrams 234-5
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marketing mix 301-2
relationship marketing 42-6
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purchasing process 235-7
internal markets/marketing
289-91
environmental audit 146
key marketing elements 289
relationship marketing 43-6
service-profit chain 291
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Internet
6.ls 234
B2B firms 239
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lead indicators 362, 366
leadership
organizational life-line
3212
planning models 52-3
service-profit chain 291
strategic plan 65
learning and change process
340-4
CEOs 341-2
evaluation 341
in-company workshops 342
process diagram 341
stages 340-1
support activities 3424
Leppard, J. 324
Levitt, Theodore 26, 83
lifecycle analysis 161-9
diffusion of innovation 164-8
lifecycle curve 161
market share 163
phases 161-2
pricing 274
service portfolios 168-9
service stages 162-3
types of service 163
life-line see organizational
life-line
line management 71, 75
location 238-40, 279-80
logical incremental planning
models 52-3
Lovelock, C. 29-30, 35, 223, 299
Lusch, Robert 26

maintenance expenditure 368-70

managers 109-10, 378-9
see also top management
manufacturing 35-6, 217
market attractiveness 189-97,
199, 208-11
market characteristics table 120
market definitions 13-14
market domains 43-7, 146
market mapping 113-17, 121-2,
125, 129
market orientation 87, 327-8
market positioning 457-8
market risk 357-9
market sectors 114
market segmentation 13-15,
111-39
airline mapping example
116-18

case studies 131-9
causes 116-21
customers 38-9
definitions 111-15, 121-2
excellent/weak strategies 113
future aspects 129-30
general market shape 118-19
history 112-13
how to do it 121-7
importance of 130-1
information usage 313
leverage points 116
major approaches 116-17
market mapping 113-17,
121-2, 125, 129
micro-segments 123
portfolio matrix 192, 193,
208-11
process diagrams 124-5
product lifecycles 120
quick exercise 126, 128-9
segmentation criteria 121
stages/steps 121-30
summary diagram 126-3
SVA 360
understanding 12:-5
market share 165, 128
market value'added (MVA)
350-1
marketing audit 4-7, 57-8,
103-73
annaal audits 109
checklists 172-3
competitive position 1424
contents 110-11
customers 111-39
environmental audit 144-7
hierarchy of audits 332—4
internal/external 312
market segmentation 111-39
organizational audit 169-71

planning cycle 3324, 336, 338,

340
service audit 147-69
step-by-step planning 377-9
sub-audits 110-71
who does it 109-10
marketing capacity budget 215
marketing concept 8-9
marketing definitions 10-11
marketing effectiveness 3-7,
347-72
accountability 347-8, 354, 361
common metrics 371
long term case history 368-9
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marketing audit 4-7
marketing expenditure
348-9
measurement 347-72
overall metrics model 363, 365,
367
professional firm ratings 6
questions to be asked 370-1
SVA 350-61
three-level model 353-70
measuring effectiveness
362-6
promotional effectiveness
367-70
SVA 354-61
value added 349-61

marketing environment 458-9

gee also environmental audit

rnarketing expenditure 348-9
marketing intelligence systems

(MISs) 308-16
building-block approach
309-10
database marketing 310-12
definition 310
detailed data 310
four steps 309
information usage 312-16
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management 316
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217-18

marketing misunderstandings
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marketing mix 36-9, 218-303

alternative mixes 205-7
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contingency plans 206-7
crisis effects 206-7
customer service 298-301
integration 301-2
leverage 301-2
major elements 202-3
optimum strategy 303
overall strategy 301-3
people element 287-91
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place plan 279-87
pricing plan 268-79
processes 38, 292-8
analysis 293-7
blueprinting 295-7
complexity 293-5
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marketing mix (continued)
divergence 293-5
operations vs marketing
297-8
product plan 219-25
promotion and
communication plan
225-66
quality of service 301-3
strategies 202-3, 205-7, 301-3
value proposition 16
Wilcox and Simmonds 452
see also 4 Ps extended model
marketing objectives 184-204
Alison, Hazlewood and
Partners 421-3
Ansoff matrix 59, 186, 188
consolidating plans 403—4
courses of action 185-6
criteria 185
definition 184
gap analysis 187-8
information 313
levels of objectives 184-5
marketing strategies 201-2
new markets 186
one-year marketing plan 395,
397
planning cycle 336
portfolio management 188-90
portfolio matrix 189-200
profit improvement 189
revenue generation 191-3
SDC 436-7
setting objectives 185-201
strategic plan documentaticn
388-9, 391
Wilcox and Simmonds 450-1
marketing operations 2267
marketing orientation 338-40
marketing process
new process overview 11-13
summary diagram 21
see also planning process
marketing research 316-20
budgeting 319-20
costs 318-19
definition 316
methods 317-18
marketing return on investment
362-3
marketing strategies 184-204
4 Ps extended model 203—4
competitive strategies 198-201
definition 184

development 198-201

general policies 203—4

implementation 201, 203

marketing mix 202-3

marketing objectives 201-2

one-year marketing plan 395-7

planning cycle 336

Porter matrix 198-201

portfolio matrix 198

SDC 436-7

strategic plan documentation
388, 391

strategy formulation 184-204

typical contents 202

Wilcox and Simmonds 450-2

marketing system model 314-16

components 314-15
development of 315-16

Marriot Hotels 155-6
Marriott, Bill 85-6
matching process 8-9, 47
matrices

Boston matrix 189

matrix organization 327/~

Porter matrix 198-201

portfolio matrix 1£9-200,
207-11, 462

see also AnsOti matrix

matrix organization 327-9

market erientation 327-8

servic= orientation 327-8

tralning/consultancy firm
327-8

measurement of effectiveness

347-72

‘member’ relationships 31
MISs see marketing intelligence

systems

mission, sense of 56
mission statements 80-100

Alison, Hazlewood and
Partners 412-13

broad /narrow 82—4

business type 86

contents 88

corporate objectives 100, 104-5

definition 82

development 96-8

effectiveness 81

examples 88-93

key issues 82-8

levels 94

market orientation 87

Moritaki Computers 455

nature of 82-8
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preparation level 87-8
realizable missions 99-100
reviews 98
strategic plan documentation
380
target audiences 84-6
uniqueness 867
unwritten 82
vision/values 94-6
Wilcox and Simmonds 442
workshops 97-8
mix see marketing mix
modifiers 288
‘moments of truth’, blueprinting
296-7
monitoring 213-306
control and review 304-5
personal communication 261
value 20-2
Morganis, Howard 348
Moritaki Computers (UK) Ltd
454-67
background 454-5
Cassandra system 454, 457,
459-63
company image 4567
competitors 4567
corporate mission 455
CSFs 460, 463, 465
development services 463-5
hardware 465-7
market positioning 457-8
market review 455-6
marketing environment 458-9
multi-user applications 465-7
pricing 462, 464-5, 466
product plans/analyses
459-67
product strategy 463,
465, 467
promotional strategy
462, 465, 467
situation review 455-9
SWOT analysis 458-9, 461,
463-6
MVA see market value added

nature of marketing 23-48

net free cash flow 192

net present value (NPV) 368-70

new products 164, 2234

Nike 238

non-reactive research methods
317-18



Nordstroms 221, 289
NPV see net present value

objectives see marketing
objectives
Ocado retailer 239
one-year marketing plan 392-401
activities 397-8, 401
costs 397-8
documentation 395-401
financial ratios 400
objectives 395, 397
operating results 400
responsibilities 397
risk assessment 399
strategies 3967
suggested format 393—4
timing 397
onlineshoes.com 245
operations 4-6, 73—4, 297-8,
334-8
opinion leaders 166, 251-2
opportunities see SWOT analysis
organization for planning 30745
organizational audit 169-71
resources 170
roles/relationships 170-1
skills 169-70
systems 170
organizational focus 101-2
organizational life-line 320-5
company maturity 324
corporate culture 324
crisis phases 324
see also Greiner’s life-line
model
organizational positioning 152
outsourcing activities 2-3

Parasuraman, A. 222, 302
Pareto’s law 142, 167
partial channel substitution 130,
286
Patterson, P.G. 299
PC see personal computer
penetration pricing policies 278
people 287-91
internal marketing 289-91
quality of 287
roles 287-9
see also 4 Ps extended model
performance
Alison, Hazlewood and
Partners 413
KPIs 301

metrics 304-5
mission statements 80-1
monitoring 304-5
portfolio matrix 192
SBUs 381
studies 65
perishability, IHIP 23, 28-9
personal communications 261-6
functions 261
personal selling 262
sales plan 264-6
salespeople 232, 262-5
top management 261
personal computer (PC) market
246, 2834
PFs see Productivity Factors
place
channel decisions 280-7
location decisions 279-80
plan 279-87
see also 4 Ps extended model
planners 74-5, 77
planning cycle 33041
how process works 3212
marketing audit 332-4; 336,
338, 340
marketing orieriation 338-40
overview 237-3
plan formality 334-5
plannitg horizons 330-1
plaas for planning 335-8
scerario planning 337
step-by-step planning 406
time cycle diagram 336
total process diagram 338-9
updating plans 338
planning departments 329-30
planning models 514
planning problems 63-78
annual ritual 73
content of plan 77
corporate integration 74-5
designated ‘planner” 74-5, 77
executive support 68-9
historical studies 63-6
issues to address 69-70
line management support 71
‘numbers-driven” mentality
71-2
operational vs strategic 734
planning to plan 69-71
short-termism 68
strategic plan 65-7
terminology 71
too much detail 72-3
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planning process 49-61

alternative mixes 60

approaches 514

benefits 50-1

budget 60

corporate objectives 567

definition 50-1

expected results 59-60

implementation programme
60-1, 218-19

key assumptions 58-60

length of plan 54-5

marketing audit 57-8

marketing objectives 59

mission 56

phases 55

short/long-termism 54

step-by-step 373-410

SWOT analyses 58-60

ten steps 55-61

see also budgets/budgeting;
situation review; step-by-
step planning; strategic
context; strategy
formulation

plans

consolidation 400, 402-6

contingency 206-7, 392

one-year marketing 392-401

place 279-87

plans for planning 329-30,
335-8

pricing 268-79

product 219-25, 459-67

sales 253-5, 264-6

SDC 437

tactical marketing 218

updating 338

see also planners; planning . . . ;
strategic plan

political aspects 52-3, 146
Porter, M. 17, 145, 198, 350-1
Porter matrix 198-201
portfolio analysis 449-50
portfolio management 188-90
portfolio matrix 189-200

business strengths 189, 191-2,
194, 196-7, 199

cash generation 197-8

competitive strategy 198-201

consolidating plans 402

construction 193-8

future aspects 196-8

market attractiveness 189-97,
199, 208-11
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portfolio matrix (continued)
multiple factors matrix 199
performance expectations 192
rationale 190
revenue generation 191-3
step-by-step guide 197, 207-11
strategy formulation 198
three company example 197-8
portfolios of services 168-9
positioning
banks 153
competitors 13-14, 145, 159
market positioning 457-8
service audit 151-61
types 152
see also competitive
positioning; product
positioning
PR see public relations
price/pricing
Cassandra accounting system
462
market segmentation 130
Moritaki Computers 462,
464-5, 466
pricing plan 268-79
SDC 439
see also 4 Ps extended model
pricing plan 268-79
ATMs 272
competition 2734
corporate objectives 270-1
cost structures 272-3
demand elasticity 271
economic conditions 270
experience curves 2724
factors involved 269-70
importance of 268
methods 274-8
objectives 269-74
penetration policies 278
product positioning 270
quality 269
range of pricing 277
service capacity 270
service lifecycles 274
skimming policies 278
product
4 Ps extended model 37-8
lifecycles 120
plan 219-25
positioning 151-61
surround 47-8
tangibility 24-5, 27-9
see also 4 Ps extended model

product plan 219-25
branding 220-2
management of 224-5
new products 2234
physical evidence 222-3

product positioning 151-61
banks 153
brand personality 158-9
core demand areas 157-8
differences criteria 151-2
evaluating options 159-60
financial services 153-5
five steps 155-61
guidelines 159
implementation 160-1
insurance companies 153—4
key attributes 156
levels 152-3, 155-6
maps 156-9
pricing plan 270
process of 155-61
product appeal 158
service audit 151-61
strategy examples 160
see also positioning

Productivity Factors (Pss) 362-3,

366
profit
customer reteation 41-2
Greiner'‘s life-line model 324
improvement diagram 189
cervice-profit chain 291
Wilcox and Simmonds 442
wromotion
Cassandra accounting system
462
example strategies 462, 465,
467
marketing effectiveness
367-70
Moritaki Computers 462, 465,
467
promotion/communication
plan 225-66
SDC 439
see also 4 Ps extended model
promotion and communication
plan 225-66
changing nature 225-6
channel choice 225-6
CRM 227-47
distribution 225-6
IMC 225
impersonal communications
247-53
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marketing operations 2267
new sales process 2267
personal communications
261-6
sales promotion 226-7, 240,
252-61
public relations (PR) 255-9
corporate image 257-9
tasks addressed 256-7
tools 259
university publics 257
purchasing 123-5, 235-7
purpose statements 87-8, 94-6
push-based marketing models
18, 235-6

qualitative objectives 1024
quality
people 287
service/product 269, 301-3
strategic plan test 406-10
quantitative objectives 1024

radar charts 45-6
railway companies 33, 34, 83
Rappaport, Alfred 350-1
rational product appeal 158
ratios, financial 400
reactive research methods
317-18
recessions 50
recruitment 43-6, 85-6, 146
reference theory 164
referral markets 43-6, 146
reintermediation 130, 240, 286
relationship marketing 426
six market domains 43-7
transaction vs relationship 44
value proposition 19-20
relationships
customer retention 41-2
with customers 31
organizational audit 170-1
pricing 275-8
relationship marketing 19-20,
42-6
social media 245
relative market share 428
reliability 303
reputation of marketing 349
research see marketing research
resources
allocation 213-66, 267-306
organizational audit 170
sharing 23-4



retail companies 164-6
see also individual companies

retention of customers 41-2
return on investment (ROI) 192,

269, 362-3, 369

revenue 191-3, 214-15, 367
risk 356-61

analysis 177, 180

assessment 399

aversion 138-9

causes 357, 359

components 357-9
knowledge usefulness 359-61
marketing research 317, 319
one-year marketing plan 399
subdivisions 357

SVA 356-61

Rogers, E. 164, 251, 285

ROI see return on investment

Rolls-Royce 25
running reference files 379

S-D (service-dominant) logic
26-7

sales

advertising 248-50

Cassandra accounting system
463

forecasts 214-15

ledgers 309-10, 312

misunderstandings 9

personal communication
261-6

portfolio matrix 191-2

process rethink 19

promotion 2267, 240, 252-a1

revenue budget 214-15

salespeople 232, 262-5

strategies 463

traditional marketing 19-20

sales promotion 240, 252-61

direct marketing 259-61

impersonal communications
252-3

key elements 256

mismanaging plans 253-5

new sales process 226-7

objectives 255

preparing plans 253-5

processes 255

public relations 255-9

types 253-61

salespeople 262-5

personal communications 232,
262-5

sales plans 264-6
salesperson plan 265
size of force 263—4
typical activities 263
what they do 262-3
see also employees; people;
staff
satellite markets 43-7
SBUs see strategic business units
scenario planning 337
SDC see Steadfast Design
Corporation
search engine optimization
(SEO) 242-3
sectors 1-2, 114, 152, 174-7
segmentation see market
segmentation
sensual product appeal 158
SEO see search engine
optimization
service audit 147-69
comparative analysis
150-1
differentiation 148-51
features/benefits 14551
lifecycle analysis-161-9
positioning 151 -1
USPs 148-50
service-domiraat logic (S-D)
26=2
service guarantees 2767
sexvice process analysis 295-7
service-profit chain 291
services
classification 29-35
definitions 27, 47-8
nature of marketing 23-48
product definition 47-8
servitization of business 36
SERVQUAL model 302-3
shareholder value added (SVA)
347, 350-61
calculation of 360-1
company value 356
key market segments 360
marketing effectiveness
354-61
risk 356-61
shoes online 245
short-termism 54, 68
Singapore train network 34
situation review 107-82
key assumptions 177, 180-1
marketing audit 108-73
Moritaki Computers 455-9
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Steadfast Design Corporation
428-34
SWOT analyses 171, 174-80
six Is of e-marketing
see 6 Is of e-marketing
size of company 232
size of service sector 1-2
skills 169-70
skimming pricing policies 278
small companies 331
Smith, B. 65, 126, 347
Smith, Wendall 112
social factors 146, 233-46
social media 233-46
6 Is of e-marketing 233-42
brand exposure 244-5
customer insight 244
customer service 245-6
retworks 243—4
relationship building 245
software companies 150-1
Sony 147
Spohrer, Jim 1
staff
branding 221-2
internal staff 85
judgement 32-3
marketing capacity budget 215
mission statements 85-6
see also employees; salespeople
stakeholders 84-6
Starbucks 147-8
Steadfast Design Corporation
(SDC) 425-39
advertising 439
background 425
business sector characteristics
429
corporate marketing plan 428
customer base 438-9
customer matrix 430-33
environmental review 434
executive summary 425-7
financial targets 437-8
funding sources 433-4
income 430
marketing objectives 4367
marketing strategies 4367
plans/mixes 437
pricing 439
promotion 439
relative market share 428
situation review 428-34
SWOT analysis 426-7, 435
targets/programmes 437-9



494 Index

step-by-step planning 373-410
consolidating plans 400, 402-6
definition of planning 373
planning cycle 406
planning summary 373-5
purpose of planning 373
SBUs 376-91
strategic plan 374-91, 400,
406-10

timetable 378

why it is necessary 374

see also one-year marketing
plan
storyboarding 295
Stostack, Lynn 293
strategic business units (SBUs)
consolidating plans 400, 402-6
management of 377
managers and audit 378-9
mission statements 380
performance summary 381
running reference files 379
strategic plan documentation
379-91

strategic plan preparation
37691

Wilcox and Simmonds 445

strategic context 79-106
corporate objectives 100-5
mission statements 80-100

strategic marketing planning

process see planning
process

strategic plan 374-91, 400, 402-6
Alison, Hazlewood and

Partners 412-24
analysis section 377
basis of system 377
consolidating plans 400, 402-6
changes involved 402
directional statement
400, 402
financial history 402
main features summary 402
SBUs and major issues
402-6
contents 76-7, 379-91
documentation 379-91
assumptions 387
competitor analysis 385
consolidated budget 390
financial projections 382
market overview 383
marketing objectives 388-9,
391

marketing strategies 388,
391
SBU mission statement 380
SBU performance 381
SWOT analysis 384, 386
examples 412-65
importance of sections 377
leadership 65
marketing audit 377-9
marketing effectiveness 363
Moritaki Computers 454—67
outline of plan 76
planning cycle 331, 334, 336,
338
planning horizons 331
planning problems 65-7
planning process 55
quality test 406-10
sections 377
Steadfast Design Corporation
425-39
step-by-step planning 37491,
400, 402-6
SVA 354
why it is useful 66=7
Wilcox and Simmeonds 440-53
see also plan ...
strategic planning
letters 332
marketing map 12
platining cycle diagram 406
vallie proposition 14-17
sirategic value 35-6
strategy formulation 183-212
alternative mixes 205-7
detailed reviews 204-5
expected results estimation
204-5
marketing objectives 184-204
see also marketing strategies
strategy risk 357-9
strengths see business strengths;
SWOT analysis
Stubbs, John 349
suppliers
interactivity 2367
marketing effectiveness 4
Porter’s five forces 145
relationship marketing 43-6
supplier markets 146
supply and demand 334, 271
SVA see shareholder value added
SWOT analysis 171, 174-80
Alison, Hazlewood and
Partners 415-19
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bank analysis 179

competitive positioning 14,
143

extended forms 175-6, 179

independent schools 174-7

layout diagram 174

levels of 176

market segmentation 130

Moritaki Computers 458-9,
461, 463-6

objective/strategy-setting 174

planning cycle 332, 334, 336

planning process 58-60

quantification 177

risk analysis matrix 177, 180

SDC 426-7, 435

strategic plan documentation
384, 386

strategic planning exercise 178

traditional layout 179

Wilcox and Simmonds 446-7

T-Mobile Hot Spot service,
Starbucks 148
tactical marketing plans 75, 218,
376
see also implementation
programmes
Taghian, M. 70
tangibility
nature of service 30
product characteristics 24-5,
279
see also intangibility
target markets 15, 84-6, 113, 303
task-independent data
management 228
task management 228-9
task-related budgeting 392
technical quality 302
technology
direct marketing 260
new technology 145, 260
software companies 150-1
see also computer companies;
information technology;
Internet
Tesco 154
Thompson, Clive 349
threats see SWOT analysis
top management
audit hierarchies 333
budgets 215
consolidating plans 400, 402-6
delegation of planning 77



macro-issues 73

marketing expenditure 349
marketing orientation 33940
mission statements 82
personal communication 261
planning department 330
plans for planning 69

weak support from 68-9
workshops 97-8

see also chief executive officers

top-down planning 70-1, 405
traditional marketing models
18-20, 235-6
training and consultancy
company 327-8
training programmes 69
transaction marketing 44
travel companies 229-30
trend analysis 111

UK see United Kingdom

uncertainty 317

unique selling propositions
(USPs) 148-50

United Kingdom (UK) 390

United States of America (USA)
2-3, 80-1

universities, PR 257

USA see United States of
America

USPs see unique selling
propositions

value
added 349-61
chains 17, 295, 350
choosing channels 282, 284
curve 282, 284
customer 11, 351
management 452-3

manufacturing services 35-6
monitoring 20-2
positioning 13-14
pricing 275-8
proposition 12, 14-22
shareholder value 347, 350-61
understanding 13-14, 22
value of company 356
Wilcox and Simmonds 452-3
value added 349-61
accounting value 351
customer value 351
marketing effectiveness
349-53
MVA 350-1
SVA 350-61
tangible vs intangible 352
value chain analysis 350
value-based pricing 275-8
value chains
analysis 295, 350
blueprinting 295
value proposition 17
value proposition 12, 14=2.)
4 Cs extended moae ~15-16
convenience factacs 15-16
delivering 17--21),-21-2
determinatior. of 14-16
marketing map 12
procecs-diagram 15
values, nidssion statements 94-6
Vargo, Stephen 26
viral marketing 2467
Virgin Airlines 159, 220, 289, 297
Virgin Atlantic 289, 297
vision 52-3, 65, 94-6
visionary leadership planning
models 52-3

Index 495

Watson, Thomas 89-90
weaknesses see SWOT analysis
Wilcox and Simmonds Project
Management Ltd 440-53
Ansoff matrix 445
assumptions 449
background 440-1
business acquisition 453—4
competition 4434
CSFs 447-9
existing/new business 450-1
financial projections 443
gap analysis 446
market overview 443-8
market structure 444
market trends 444
marketing mix 452
marketing objectives 450-1
marketing strategies 4502
mission statement 442
personnel 442
portfolio analysis 449-50
profit analysis 442
review of first year 441-2
SBUs 445
SWOT analysis 4467
value management 452-3
Wilson, H. 347
wireless internet 147-8
Wirtz, J. 299
Woolworths 84
workshops 97-8, 342

Yankelovich, D. 113
Zappos online retailer 246

Zeithaml, V. 302
zero-based budgeting 216-18
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