MARKETING MANAGEMENT

Marketing Strategies and Marketing
Planning
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Marketing planning

1. Mission and objectives of the
company

2. Objectives of business (sub)-divisions

3. Marketing audit e

4. SWOT analysis

5. Propositions and suppositions

L |
[ |

6. Aims and marketing strategies

P

7. Expected results

8. Alternative plans and abilities

9. Budgeting :
I Estimation
10The detailed plan and its first-year | and control
implementation ]

(M. McDonald)




Tactics in strategic marketing
Implementation

Strategic marketing — process of analysis

elaboration of mission and goals of
enterprise or business division
determination of target markets and
analysis of market possibilities
elaboration of competitive strategies for
target markets

setting of marketing goals and strategies
regarding the target markets
elaboration of target markets
segmentation strategies

preparation of positioning per target
segments concepts

preparation of strategic decisions on
marketing complex elements

predictive assessment of results

Operational marketing — active
process

setting of tactic
marketing goals
planning of detailed
marketing activities
regarding the target
segments for the current
year

budget planning of
marketing activities
planned activities
realization

control of achieved
results



Concept of company’s mission
«  The company’s goal-oriented tasks
«  The company’s activity scope
«  The company’s philosophy

«  Opportunities, abilities, competitive advantages of the
company



Starbucks Mission

- To become the leading
supplier of the world’s best
coffee varieties guided by the
intact principles in the
company’s growth process
(the working place where
employees are respected,;
cultural diversity; the highest
standards of working with
coffee; customers’
satisfaction; contribution to
the local community;
profitability)

- To guarantee the quality of the

company’s coffee in all towns, cities
and states at the same level

- By March 2010 the company had

guaranteed that all its coffee being sold
in Europe would hold the certificate of
Organic Fair Trade Coffee Association
and would be made in accordance with
brand program Starbucks Shared
Planet (CSR program)

- Starbucks n Apple have been applying

for years the crowdsourcing assistance
of their two communities Twitter and
Facebook in order to create new
products and for service improvement.
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Starbucks Activities

- The opening of coffee-house Starbucks in the hotel “Moscow”. The concept of
design is built on the traditional Russian localore when the key idea is the desire to
emphasize the national mentality.

- The magazine Fast Company, which highlights the latest news in the world of
technologies, design and ethical economics has arranged the list of the most
innovative companies for the fourth time: The World’s 50 Most Innovative
gorgpanies. The coffee-house network Starbucks has topped the category “Food

roducts” in it.

- The bank “Otkrytie”, while setting new formats of innovations, will launch up to 10
offices in Moscow and St. Petersburg together with Starbucks.

- Starbucks will open its first shop in Colombia’s capital-city Bogota and it intends to open
another 50 coffee-houses in the course of the following 5 years. The company has been
buying coffee from Colombian farmers for 42 years, it is about to open the partnership program
with the US Agence on International Development with the aim to increasing coffee yield in
Colombia and to offering Colombian farmers various technical and agricultural aid. The
program suggests total investments up to $ 3 min supplied to the Centre of Farmers’ Support
Starbucks in Colombia’s city Manizales.



Japanese studio of Kengo Kuma, the architect,
has developed an extraordinary interior of the
coffee-house in Tokyo. Japanese minimalism
and creativity flight helped to organize such a
low-budget but attractive and intriguing interior.




The Examples of Missions

- Lukoil — We exist to turn the energy of natural resources into the good for all
humankind, we want to bring along the long-term economic growth and social
stability in the regions of our activity, to promote prosperity and progress, to
ensure favourable environmental protection...

- Gefest — By implementing new technologies and by increasing efficiency and
quality we intend to preserve leadership and to guarantee the potential of the
organization’s further growth taking into account our customers’ needs, the
shareholders’ and employees’ interests.

- Savushkin product - to present people with health and joy. The integral
condition of sustainable development allowing to provide equal opportunities
for all future generations is ecological and social responsibility.
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O voMnanuu v  bpengbl v+ HoBoctu  AccoptuMeHT  Akumm  Hapbepa  KoHTaKTbI

Cepre# Metro:

YupeauTenb, reHepanbHbii AUpeKTop
rpynnbl KoMNnakuin «OKera snack», NATHaAUATbIA CTa/l yCnewHbiM.
Bnafetouiei Gonee yem AecaTer «lpeacraBbTe, YTO A OCTaHOBUACA Obl Ha
ycnewkKbiMy GpesaamMn Ha pbikKe
NPOAYKTOB NUTaKWA.

A npoboBan 14 BuaoB 6u3Heca, U TOMbKO

YETbIpHAALIATOW MONbITKE...»

Bce nybankaumm

Hawa Muccus: Hawwu ueHHocTH:

NnaepcTeo Ha BenopyCccKoM pPbliHKE CH3KOB 3a CYET MOCTOSHHOE Pa3BUTUE Y MHHOBALMN;

HENPEPBLIBHOMO PAaCWMPEHUA NPOAYKTOBON NUHERKH.

be3ycnoBHasa BEPHOCTb HamBbICLUEMY

lMocTosaHHO pacwmpsas cobcTBeHHoe npon3soacTseo U Ka4yecTsy NpoayKUuu;

MCMONb3ys NepeaoBblie TEXHONOMMK Mbl CO34aEM HOBbIE
MocTpoeHne 1 NoAAepXKaHue penyTaunm
CTabMNbHOIO M HAAEXHOr0 NApPTHEPa Ha
DbIHKE;

NpoAYyKTbl, KOTOpPble OnepexarT B CBOeM Pa3BUTUKM He TONbKO
Genopycckuii, HC K 3apybeXxHbie PbIHKM.

Mbl ropavMcAa TEM. YTO Mbl AenaeM M



CSR — the concept of corporate social
responsibility in mission

-Level | — we help others in solving their social

problems
-Level Il — we produce “socially-friendly” products
- Level lll — we help others to produce “socially-friendly”

products
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GE imagination at work

for business for consumers

All Products

Appliances for Business

All Appliance Products
Appliance Filters & Accessories
Cooktops
Dishwashers

Dryers

GE Artistry Series

GE Café Series

GE Monogram

GE Profile Series
Microwaves
Refrigerators

Ranges

Small Appliconces

Wall Ovens

Woshers

Woter Heaters

products stock information about us news investor relations careers
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In 1896, General Electric was one of the original 12 companies
listed on the newly formed Dow Jones Industrial Average. After
118 years, it is the only one of the original companies still listed on
the Dow index.
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Aviation Capital

Aviation Services Commercial Lending & Leasing
Aviation Systems Consumer Financing

Business & General Aviation Energy Financial Services
Commercial Engines GE Capital Aviation Services

GE Capital Aviation Services (GECAS) Real Estate Financing

Marine Engines Retail Financing

Military Engines

General Electric (GE) is an

American multinational conglomerate corporation incorporated in New
York. The company operates through the following

segments: Energy, Technology Infrastructure, Capital Finance as well
as Consumer and Industrial.
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Ecomagination Overview

By Deb Frod|, Global Executive Director, ecomagination

Nine years ago we set out to prove that “green is green,” committing to invest more
resources in R&D; launch new solutions that save money and reduce environmental impact
for our customers; and manage our own environmental footprint. This is what we call
ecomagination.

Since launch, ecomagination has seen great success. We have invested $12 billion in R&D
and generated more than $160 billion in revenues. We have also made it a part of our
competitive structure, reducing our greenhouse gas emissions 32% since our 2004
baseline and our freshwater use 45% since our 2006 baseline, while realizing $300 million

in savings.

The global energy landscape is always changing, and challenges exist today that didn't

when we started in 2005. Ecomagination is poised to meet these changes head-on. In We are also harnessing the power of analytics to improve the energy efficiency of our

2013, we expanded our work in natural gas, convening thought leaders and publishinga ~ Products, such as wind and natural gas turbines. The Industrial Internet can greatly

global white paper on the need for cleaner solutions to support the age of gas. We also improve the monitoring, diagnostics and predictive maintenance of products so our

expanded our work to advance low-cost renewable energy technologies and alternative customers can experience less unplanned downtime. For example, our latest jet engines

fuel transportation. are now equipped with sensors that analyze thousands of data points per second, so we
can predict when maintenance is required in real time, meaning fewer flight delays and
cancellations. This means results: a one-minute reduction per departure could save an
average-size airline 1,700 hours per year, the equivalent of reducing crew costs by $1.2

million and fuel costs by $5 million.



GE 2013 GLOBAL IMPACT HOME CEO LETTER HEALTHYMAGINATION ECOMAGINATION SUSTAIN/
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LEADERSHIP | HEALTHYMAGINATION STORIES

A
F By Sueggel, rfres & healthymagination

\ “ ! “ » g
Heolthymogmotlon IS working toward better heolth for more people We're commltted t0

continuously developing and investing in innovations that deliver high-quality, more
affordable healthcare to more people around the world. It's a lofty mission that requires a

-

collaborative team to drive innovation.

In 2013, healthymagination activated a new approach to driving innovation through:

Collaboration

We work to build strong partnerships with customers, governments, universities and

industry leaders all over the world to help drive responses to the world's biggest healthcare

challenges

® Last year, GE reported measurable improvement resulting from our community
initiative in Cincinnati to improve quality while reducing costs of healthcare in local
communities. Building on that success, we announced the expansion of the program,

in partnership with the Clinton Health Matters Initiative, to Houston, Texas.

® GE and the NFL launched a new partnership—the Head Health Initiative—to develop
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Beiersdorf Sustainability

Our Strategy Our Commitment Ethics and Humar

Our Strategy Eucerin Aquaphor

T—
At Beiersdorf 'We care.'

Our vision is to be the number one in skin care in our relevant markets and categories. Our business strategy ‘Blue Agenda’ defines
our course towards this vision. Strengthening our brands, increasing our innovative power, expanding our presence in emerging
markets and developing top talent, is enabling us to translate the potential of our company into economic success. The Blue
Agenda’ allows us to be flexible, lean, efficient and true to our values

In a business environment characterized by economic uncertainty, social pressures and environmental challenges, we strive to
grow in a responsible manner. With our ‘We care' sustainability strategy we support our business goals whilst continuously
reducing our environmental footprint. At the same time we are working to ensure that we give back to people both inside and

outside the company.

We have a long and successful track record in sustainable innovations, especially when it comes to social themes. Continuing this
success means going even further. That is why, in 2011, we develop ed a strategic structure and defined metrics against which we
can measure ourselves and our future performance. We identified issues that are key to our stakeholders and which Cortrioute to
the success of the company. By centering our approach on three Glstmc areas Products, Planet, People’, we ensure that we stay
focused on delivering meaningful, long-term impact. Our strategy responds to issues that we face across our value cham. from
ensuring that we are operating within raw material limitations, to the health and safety of our employees, and responding to
changing consumer expectations.



Sustainability

Our Strategy  Our Commitment Et

Planet

» Energy: We systematically develop solutions to reduce energy use and to convert to more environmentally friendly sources
where technically feasible.

o Waste: We pursue a policy of 'avoid, reduce, reuse and recycle' and work closely with our supply chain partners to identify
and eliminate waste wherever possible.

o Water: We constantly work to reduce our water consumption — in production processes, buildings and other areas

People

 Employee Health & Safety: \We have a company-wide 'Zero Accidents' program and a proactive approach to safeguarding
the health and well-being of our employees.

« Employee Engagement: \We encourage our employees to get involved personally and we provide a framework within which
d g y

they can grow.
» Social Responsibility: We support local and global social initiatives that are consistent with our company's strategic goals,
values and global presence.



Our Strategy: The Blue Agenda

The Blue Agenda defines the course of our future.

Stefan F. Heidenreich, Chairman of the Executive Board of Beiersdorf AG

d wishes of our consumers, a disciplined approach to brand management, and innovation-led research and
( e made Beiersdorf what it is today. However, we aim to do even better in the future, step by step, and to
continue the company’s progress sustainably and for the long term. Our vision is to be the number one in skin care in our relevant
markets and categ ories. Our compass is our Blue &_j'—’C‘" Introduced in 2012, it defines the course we are -ﬁx pting to face the
::f“alle;-"c es of the future and with which we intend to reach our goals. This str 1tc_;|c program is sed on strengthening our

ed employees

brands, increasing our innovative power, expanding our presence in the emerging markets, anc

We will be the No. 1 Skin Care company in our We combine leading brands, big innovations and
relevant categories and markets. world-class advertising.

We Are Skin Care Leading Brands

Closest to Markets BigInnovations
World-Class Advertising
Shopper Connectivity

We are small and act with maximumfocus, speed We are Beiersdorf... we are unique!
and efficiency.

Fast & Flexible One Team

Lean & Efficient Top Talent

Values & Culture
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The examples of Strategic Goals

-Specific
*Measurable
*Achievable
*Realistic

*Time constrained

- Increasing the market share
- Product quality improvement
- Decreasing the costs of

production in comparison with the
main competitors

- Improving the assortment of

products

- Increasing the company’s

reputation among clients

- Improving the service

- Increasing competitiveness

- Increasing growth possibilities

- Increasing the level of customers’

satisfaction



LG strategic goals in the home

entertainment market fof,4015

- leading the global OLED TV
market

- expanding LG’s penetration in
the 4K ULTRA HD TV market

- securing a dominant position
In providing outstanding user
experiences

- strengthening the product

competitiveness of its IT and
AV product lines

- LG 2015 consumer
electronics business strategy
focused on leveraging the
company's industry-leading,
value-added products to
expand business
opportunities in the U.S. and
around the world

LG UETRA HDTV 4K




BSC — Balanced Scorecard (The System of
Balanced Score)

- The concept of management of strategy
Implementation developed by David Norton and
Bob Kaplan

- provides monitoring of the enterprise’ activity
- allows to forecast problems’ emergence
- combines strategy and tactics

- controls the most important both financial and
non-financial Key Performance Indicators (KPI)
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To implement BSC - What is needed to

develop in the company?

- The system of management accounting

- strategic goals and the ways of their achievement

- KPI (in terms of criteria and units of account definition)
- The employees competencies, motivation

- The necessary resources for strategic development

- The control of key indicators’ performance



The Elements of BSC (the System of
Balanced Score)

The functional course of the company’s activity
Strategic goals, implied by the overall company’s strategy

Measurers — indicators reflecting the level of the goals
achievement

Operational goals

Initiatives — activities designed to achieve the already set
goals



Goals in the Functional Course

— what is our value for shareholders and
customers?

— what opinion are we to form of us?

— what processes are we to
improve to satisfy the interests of our shareholders
and clients?

— Are there any development,
motivation and growth programs?




A sample list of measurers

Finance

Clients/
marketing

Internal
processes

Learning
and growth

gross margin, return on assets, net margin, sales growth,
cost reduction targets, liquidity, shares value,
cost-effectiveness, ROI

delivery in full, order fulfillment cycle time, efficiency of
information system, risk measures, capacity utilization
rate, first contact resolution, project cost variance

Revenue per employee, added value per employee,
training cost per employee, competencies measures,
employee satisfaction index, employee turnover rate




Balanced Scorecard Framework*

Financial

To succeed
financially, how
should we appear
to our
shareholders?

&y
&
[N
AT

Customer

To achieve our
vision, how
should we appear
to our
customers?

Internal Business / &/ 2/ /o

pos N

To satisfiy our S O/ S 3
shareholders and e S/ &,
customers, what 25
business
processes must
we excelat?

Learning &Growth &/,

| (S
To achieve our o £ éu“’
vision, how will ‘é’ A

we sustain our
ability to change
and iraprove?

* Adapted fromn Kaplan & Norton 1996, The Faloxed Seovecard. Harvard Business School Press: 9. Onginal fiom HER JanFeb 1998, p. 76.
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The Structure of BSC

-Client: the position of the company
from the client’s viewpoint

-Strategic goal: image-making of the
company as an innovator

- Indicator/Measurer: the level of renewal of product line /
assortment

- Planned value: 50% per year

- Initiatives: the renewal of the assortment in product line “A” — at least
60%



Financial

Increase

Increase

Profitability Revenue
Leading
Question:
?
Customer How?
Improve
Customer
Retention
Productivity Strategy S Growth Strategy
Internal Financial . Long-TeﬂJ Sk:areholder )
a
Process ‘ Devariactive / \
Improve Cost Improve New Revenue
Structu'e Uﬂlzatlon Customer Value

B

Organizational

Capacity Customer Value Proposmon
Customer
Perspective Availakility Fmaﬂy
Produa / Semce Attributes Relationship
Operations Customer Management Innovation Regulatory & Social
Management Processes Processes Processes Processes
Internal Supply Selection Opportunity ID Environment
Pefspective Production Acquisition R&D Portiolio Safety & Health
Distribution Retention Design/Develop Employment
Risk Manzagement Growth Launch Community
Human Capital
Learning & 5 :
Growth Information Capital
Perspective
Organization Capital
< Leadership < Alignment > < Teamwork >




Theme Example from Southwest Airlines’ Balanced
Scorecard

Strategy Map: Diagram of the
cause-and-effect relationships
between strategic objectives

!

Strategic Theme: Statement of How success
Operating Efficiency what strategy in achieving The level of Key action
Ganhiial must achieve the strategy performance programs
A Profitability \ and what’s will be or rate of required to
S = —— critical to its measured and  improvement achieve
("Lower Costs ) (" Increase ™ success tracked needed objectives
>
Customer
s o A R
( isFo“ngthne ) '// Loweet \>
'-\\_&‘___ S/ A prices
jectives easuremen arge nitiative
1 Objecti M t Target Initiati
EETR ,__L\ * Fast ground * On Ground Time * 30 Minutes * Cycle time
\ﬁst ground™ turnaround * On-Time * 90% optimization
\ I_qrnaround_/) Departure
/[
Learning
(’ Ground crew\‘)
alignment

. e
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The goals of an enterprise

oriented at:

Growth Placement strengthening,
= Whole sales volume stabilization
increase = Net profit growth
= Enlargement of recurrent Increase
market share = Product quality
= New markets exploration improvement

= Increasing the share of
services and
accompanying goods
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Euroset: strategy oriented at #*“<§

!

- Growth - Stabilization
- The system of bonus payments to - 2009: 500 non-profitable outlets were
employees for “super-efforts” closed
- Matrix Management System - 4000 out of 7000 managerial workers
- More than 5000 trade outlets were fired

- Impetuous growth financed by the cost of * The number of shops - 4300
continuous loans and trade crediting from - Profitability - 7,9%

suppliers - The decrease of assortment from
- For the sake of absolute advantageous 120-150 to 60-70 items
position over the competitors - Lower rent rate achievement
cost-effectiveness was supported at the Ievel Supplies schedule optimization
of 2% . : , .
: . t th mobil d
- 2008: revenue - 3,1 bin $, indebtedness — E:N?gg:g%%r;%e gl:yr;eeﬁtrg:‘”eae;
950 min $. subscriber - 20,29)
- Efficient motivation programs for shop
assistants

i3l ONPIDANBILT CPEACTOD

Eppocets



Designing strategic marketing plan
let’'s pay attention to

- Balance and conformity of the long-term and
short-term marketing goals

- Analysis of the reasons for the previous success and /
failure (UPS AND DOWNS)

- Balance between numerical and explanatory
information

- Working-out of marketing KPI



In the final plan the following is
obligatory

Clear goals’ and tasks’ definition

Resources in accordance with the importance

Tactics evidence
The ways to lower risks

SWOT applicability
Supply specification

Uniqueness / Originality
Analytics!



