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	Strategic planning = The process of developing and maintaining a strategic fit between the organization's goals and capabilities and its changing marketing opportunites. It involves defining a clear company mission, setting supporting objectives, designing a sound business portfolio, and coordinationg functional strategies

	Mission statement = A statement of teh organization's purpose—what it wants to accomplish in the larger environment

	Business portfolio = The collection of business and products that make up the company

	Portfolio analysis = A tool by which management identifies and evaluates that various businesses that make up the company

	Strategic Business Unit (SBU) = A unit of the company that has a separate mission and objectives and that can be planned independently from other company business. An SBU can be a company division, a product line within a division, or sometimes a single product or brand

	Growth-share matrix = A portfolio-planning method that evaluates a company's strategic business units in terms of their market growth rate and relative market share. SBU's are classified as stars, cash cows, question marks, or dogs

	Product-market expansion grid = A portfolio-planning tool for identifying company growth opportunites through market penetration, market development, product development, or diversification



	Market penetration = A strategy for company growth by increasing sales of current products to current market segments without changing the product



	Market development = A strategy for company growth by identifying and developing new market segments for current company products

	Product development = A strategy for company growth by offering modified or new prodcuts to current market segments. Developing the product concept into a physical product in order to ensure that the product idea can be turned into a workable product

	Diversification = A strategy for company growth by starting up or acquiring businesses outside the company's current products and markets

	Marketing process = The process of (1) analyzing marketing opportunites, (2) selecting target markets, (3) developing the marketing mix, and (4) managing the marketing effort

	Demand or market levels = population, potential, available, qualified, served, and penetrated

	Company strategies = low cost, differentiation, focusing

	Market strategies = positioning, innovation, life cycle, competition, global reach



	Competitive strategies = challenger, competitive position, market leader, follower, nicher

	Ansoff matrix = penetration, diversification and development of products and markets depending on new or mature markets or products

	Portfolio = A collection of businesses owned and managed by a parent corporation



	Stars = A company‘s ‚big winners‘ – business that hold high relative market shares in high-growth markets

	Strategy = The major objectives of the organisation and a general plan for achieving these objectives

	Strategic management = The management of a strategy; it involves at least four steps, i.e. analysing, planning, implementing, and control

	80/20 principle = A “law” which states that 80 percent of business in a territory comes from 20 percent of accounts- and, controversely, that only 20 percent of business comes from the other 80 percent of accounts (which is in reality only approximate)

	Marketing strategy = An overall statement of an organisation‘s goals in terms of markets (Who are our customers) and products (What are we selling) = The marketing logic by which the business unit hopes to achieve its marketing objectives

	Strategic business unit = A single business with its own unique goal or mission, its own products or services, its own identifiable group of customers, its own competitors, its own resources, and a responsible manager

	Strategic control = The control of major strategy directions



