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Synopsis
The Strategic market planning stages play a crucial role in the nature
of corporate strategy and how it is connected to the SBU marketing
strategy. So, does the role of SWOT analysis and the different strategic
tools. This report analyses the advantages and disadvantages of the two
downstream portfolio models: the BCG and the GE. In terms of international portfolio analysis, we discuss the different levels and explain the
purposes of integrating a supplier portfolio model, as well as the way a
supplier can be involved in product development with the manufacturer.
It is crucial to understand the importance and meaning of market segmentation and the STP principle both for segmenting B2C and B2B
markets. The report outlines how firms select target segments and explains the differences between various strategic approaches to target
marketing, undifferentiated, differentiated and concentrated marketing.
The reader will comprehend what is involved in positioning a product or
service against competitors and the difference of positioning in different
target markets.
As the Corporate Social Responsibility is a vital factor in every corporate
organisation, the authors of this report have stressed out how value creation goes beyond profit maximisation, according to CSR, identify the
most important stakeholder in CSR and its different levels, by identifying
social marketing as an integrative part of CSR and further exploring its
most important drivers on a regional as well as on an international context.
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