Prof. Dr. Johann Gunther

"t
%88 () )
%e&+ (")

"+ $%- ./

Agency for European Integration 1



Prof. Dr. Johann Gunther

Function of Marketing in the 21. century
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Strategic Planning

Annual Plan :

Short time planning

description of actual situation
Defines targets of the organisation
Strategy for the runing year
Planed actions, budget

Long Term planning:
Describes the main facts, they will influence the organisation in the next years

Includes long term targets, the main marketing strategies and the necessary
resources

Strategic Planning:

Describes, how the company can stay against always changing circumstances (and
use this as a chance!)

Describes the goal of the company
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Strategic Planning

Mission
= definition of the object of the company

In which class of business / industrial sector we are?
Which are our customers?

What is the aim of our business?

Which kind of company we are?

The mission should be:

Relaistic and visionary

Customised, special for the own organisation
Based on the competence of the company
Motivating and inspiring
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Example:
Producer of fertilizer

Mission:
Higher productivity in agriculture

Business objective:

Development of new fertilizer,
with more productivity for the farmers and
more benefit for the producer

Marketing Objective:
Expanding the marketshare to 15% in the next 2 years
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Market growth-/Market share-Matrix
(Boston Consulting)
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Market growth-/Market share-Matrix
(Boston Consulting)
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Produkt/Markt-Matrix (Ansoff)
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Internet — a new Marketing Instrument

E-Business:
To make business

E-Commerce :
Just for sales processes

E- Marketing:

Advertisment, information abput products and sales
— everything electronicaly
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E-Commerce

B2C-
(Business-to-Consumer-)
E-Commerce

B2B-
(Business-to-Business-)
E-Commerce

C2C-
(Consumer-to-Consumer-)
E-Commerce:

C2B-
(Consumer-to-Business-)
E-Commerce:
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Buying behaviour

Quelle: Sinus Sociovision GmbH;
Webseite unter: www.sinus-sociovision.de,
www.sinus-milieus.de.

Copyright: Sinus Sociovision GmbH
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,one size fits all“-Philosophie
f.e. all customers of a banc
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