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Abstract

In complex environments, dynamic and highly variable today, organizations need to design and
adopt a strategy that could help them to improve their performance increasing. Because in such a
competitive environment, organizations are able to survive that can compete and be along with
their changing and dynamic conditions in competitive market. Marketing strategy has effective
role on performance of the organization it means that organization when have a good strategy can
achieve a good position in the competitive environment. After preparation of marketing goals and
strategies in the planning process, should desirably be implemented. Implementation of marketing
strategies is reflected in the form of plan under the title marketing plan. Inthis paper were discussed
some marketing strategies.
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1. Introduction

A company or organization to achieve macro goals and objectives of their marketing need to
marketing plan that marketing strategy formulation is one of the major outputs of this process.
Correct implementation of marketing strategy is ultimate part and guarantor of success in
marketing (Mamdoohi & et al, 2008). In complex environments, dynamic and highly variable
today, organizations need to design and adopt a strategy that could help them to improve their
performance increasing. Because in such a competitive environment, organizations are able to
survive that can compete and be along with their changing and dynamic conditions in competitive
market. In other words, the institution mangers the outcome of their decisions in the form of
strategy will see in mirror of their performance measures because strategies are tools that an
organization can achieve its long-term goal (Soraei & Mehraei, 2013). Companies in order to
achieve a more competitive are looking to increase their customer satisfaction and improve
business efficiency (Tan & Kannan, 2005; dalvi sfahani & et al, 2014). Marketing strategy has
effective role on performance of the organization it means that organization when have a good
strategy can achieve a good position in the competitive environment (Hajipour & et al, 2011).
After preparation of marketing goals and strategies in the planning process, should desirably be
implemented. Implementation of marketing strategies is reflected in the form of plan under the
title Marketing plan (Seyed Hashemi & Mamdoohi, 2010).
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2. Marketing Strategy

The main focus of marketing strategy is appropriate allocation of marketing resources and
coordinating activities in order to meet operational objectives in terms of a specific product market.
Therefore, the main issue concerns the scope of marketing strategy include to determine a specific
target market for a particular product family or a particular product, then company through its
marketing mix according to needs and demands of potential customers in target market are looking
for a competitive advantage and create synergies (Soraei & Mehraei, 2013). In fact marketing
strategy includes different variables that can control them or adapt themselves with uncontrollable
variables because achieve to its goals properly. Group of controllable variables are related to
facilities and internal authorities of companies and another group that are not controllable
environmental variables, including demand, competitive forces, the structure of distribution,
marketing rules, the cost of non-marketing. Controllable variables of marketing strategy is
including product, price, place, promotion, personnel, assets and physical facilities, and the process
(Hosseini & et al, 2011).

3. A Variety of Marketing Strategies

Any organization be in any situation, they are in one of the houses belonging to grand strategy
matrix. Considering to the situation any organization can determine its position (Samadi & Fakher,
2009).
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To identify the main species of marketing strategy, in the following overview the types of
marketing strategies that have been expressed by various authorities.

1- Kotler Marketing Strategies: The strategy of market segmentation, target market selection and
positioning (Kotler, 2012);

Market Market Market
Segmentation Targeting Positioning

1. Identify possible
positioning concepts for
each target segment

2. Belect, develop, and

communicate the chosen
positioning concept

Figure 2: Kotler Marketing Strategies
2- Target market selection strategies: mass marketing strategies, part, concentration, professional,
local marketing and individual marketing.
3- Ansoff growth matrix: it includes market penetration, product development, market
development, and diversification.
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Figure 3: Ansoff growth matrix
4- Rumelt strategy: concentration strategy of product / market, diversification strategy product /
market, concentration strategy of product/ market diversification, product diversification strategy
/ market diversification.
5- Slater & Olson strategy: aggressive marketers, mass marketers, marketing minimizers and value
marketers (Slater & Olson, 2001);
6- Hual and et al strategy: Volunteer marketing, Total marketing, Value marketing and
environmentally conscious marketing;
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7- Market strategies of Walker & et al: These researchers based on the product life cycle said 20
types of marketing strategy in the form of four main groups, originating from the stages of the
product life cycle (Walker & et al, 2003).

8- Bowman'’s strategy clock: In this strategy, which was introduced by Cliff Bowman, analyze the
competitive position of organization. He raised eight strategies to gain competitive position that
include low price and low added value, hybrid, differentiation, focused differentiation, standard or
high price and added value or high price;

; A Differentiation
High

Focused
Differentiation

Perceived Value

Risky,
to the Consumer

6 High Margins

Monopoly

Added Pricing
Low value Loss of Market Share
-
Low Price High

Figure 4. Bowman’s Strategy Clock
9. Other findings from the research showed that companies according to their vision and approach
take advantage of the three main approaches in determining their strategies (Llonch & et al, 2002):
Customer-centric marketing strategies, competitor- centered marketing strategies, market-oriented
marketing strategies;
10- Lamberti & Noci (2010) has introduced three categories of marketing strategy for companies:
Exchange strategy (traditional), relationship strategy and combination strategies (Shafei, 2012).
11- Porter strategy: in term of Porter perspective, strategies allow to organizations that benefit
from three different basis of competitive advantage. They are cost leadership, or differentiation of
products and services and finally focusing on specific products and services. Porter three strategies
called generic (David, 2009).
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Figure 5: strategic advantage

Name of authority

A Variety of Marketing
Strategies

Dimensions used to
categorize

Kotler Marketing Strategies

The strategy of market
segmentation, target market
selection and positioning

Kotler target market selection
strategies

Mass marketing strategies,
part, professional, local
marketing and individual
marketing (one by one)

Ansoff growth matrix

Market penetration, product
development, market
development, diversification

1- current or new
market

2- current or new
product

Market strategies and
marketing mix Norton Paley

Market strategies: Market
dimensions, entry into the
market, commitment to
market, market demand,
marketing  mix  strategy:
Market diversification,
product, price, place and
promotion

Rumelt strategy

concentration strategy of
product / market,
diversification strategy
product / market,
concentration strategy of
product/ market
diversification, product
diversification strategy /
market diversification

1- A number of product
one / a few

2- A number of market
one / a few

Market strategies of Slater &
Olson

Aggressive Marketers, Mass
Marketers, Marketing
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Minimizers and Value
Marketers

. Volunteer marketing, Total
Market strategies of Hual and marketing, Value marketing

Madu and Environmentally )

conscious marketing

20 type of marketing strategy
based on product life cycle
expressed that are into four
main groups: market entry
strategies, strategies for
growth stage, maturity stage
strategies, strategies for
decline stage

Market strategies of Walker

& et al Product life cycle stages

4. Discussion and Conclusion

A company or organization to achieve macro goals and objectives of their marketing need to
marketing plan that marketing strategy formulation is one of the major outputs of this process.
Correct implementation of marketing strategy is ultimate part and guarantor of success in
marketing. The main focus of marketing strategy is appropriate allocation of marketing resources
and coordinating activities in order to meet operational objectives in terms of a specific product
market. Therefore, the main issue concerns the scope of marketing strategy include to determine a
specific target market for a particular product family or a particular product, then company through
its marketing mix according to needs and demands of potential customers in target market are
looking for a competitive advantage and create synergies. Marketing strategy has effective role on
performance of the organization it means that organization when have a good strategy can achieve
a good position in the competitive environment.

References

Dalvi Sfahani,M.R; Ghorbani,H; Bagheri Ghale Salami,M.(2014). The effect of Alignment of
marketing strategies on the supply chain and performance of the organization (Case study:
industrial group selection), Marketing Magazine, No. 23, pp. 95-1009.

Fred R.David, (2009). Strategic management, translation to Persian by Ali Parsaeian and seyed
Mohammad Arabi, Tehran: Cultural Research Bureau, fifteenth edition.

Hajipour,B;Moemeni,M; Ghasemi,Z.(2011). Marketing strategy selection using a combination of
methods decision AHP and TOPSIS (premium and regular study centers Hotels provinces of
Khuzestan, Tehran, Isfahan-Iran), Quantitative studies in Management, Vol. 3, No. 1, Pp. 99-
112.

Hosseini,S.M; Nekoeizadeh,M; Makhzan Ghadimi,M.(2011). The analysis of marketing strategies
during a recession in service companies, vision of Business management, No. 6, 39, pp. 117-
139.

Kotler,P & Keller,K.(2012).marketing management, 14 editions, prentice hall; February 18.

Lamberti, L and Noci,G(2010)Marketing strategy and marketing performance measurement
system, European Management Journal 28, 139- 152

Llonch, L, Eusebio, R and Ambler, T. (2002) Measures of Marketing Success: A Comparison.
European Management, Journal VVol. 20, No. 4, pp. 414-422,

82



Kuwait Chapter of Arabian Journal of Business and Management Review
Vol. 6, No.1, September 2016

Mamdoohi,A.R; Seyedhashemi,M.R.(2008). Barriers to marketing strategies: providing a
classification and ranking for Iran Khodro-Iran, Journal of Business Management, Vol. 1, No.
1, Pages 119-134.

Samadi,M; Fakher,E.(2009). Marketing strategic planning and choosing the right strategy using
techniques AHP (Ahwaz Pipe Mills), Intellectual Behavior Journal of Shahed University, Year
16, No. 35, pp. 69-82.

Seyedhashemi,M.R; Mamdohi,A.R.(2010). Cluster analysis of obstacles to implementation of
marketing strategies in the automotive industry (Case Study: Iran Khodro Company-Iran),
Business Management, Vol. 2, No. 6, pp. 165-186.

Shafei,R.(2012). Studying the effects of strategies of presence in the market from management
attitude And their relationship with the choice of marketing measures in the industrial
manufacturing companies, Journal of New Marketing Research, second year, No.4 (7), pp. 82-
104.

Slater S, Olson E. (2001). Marketing’s contribution to the implementation of business strategy: an
empirical analysis. Strategic Management Journal 22(11): 1055-1068.

Soraei,A; Meraei,S.(2013). Reviews and ratings appropriate marketing strategies in order to
achieve a competitive advantage in private hotels (3 to 5) Stars Mazandaran province-lran,
Journal of Management, year 10, No. 30, pp. 29-44.

Tan, K. C., lyman, S. B. & Wisner, J. D. (2002). “Supply chain management: A Strategic
perspective”, International Journal of Operations and Production Management, 22 (6), pp. 614-
31.

Walker, Orville C., Jr., Harper W. Boyd, Jr., John Mullins, Jean-Claude Larréché. 2003. Marketing
Strategy: Planning and Implementation, fourth edition. Homewood, IL: Irwin/McGraw-Hill.

83



