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“There is no such thing
as a mature market.’




“There are only mature
minds.”

So, what does that mean?
Maturity not good?




Creating Value Is A Multi-layered
Process.
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Customers’ Outlook on Differentiating Advantage
(The CODA-model)

¥ Product/Service
The core functional product or service your
company offers { Product/

. Service

¥ Customer Process
The company/customer- interaction
process, as perceived by the customer, by
means of which your company identifies,
builds and maintains relationships with its
customers and delivers its offering

Image
¥ Price g

The financial and non-financial costs your
customers make in order to own or
consume your products/services

¥ Image
The beliefs, images, ideas or impressions Customer ",
the market holds about your company and/ L PrOCESS
or the products you offer

Price
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The Essence

of Marketing. ; Market
‘ Making

Marketing

Building
Sustainable
Business

Market
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Market
Farming




Is about developing the

|\ customer value proposition
and determining the hunting
grounds for your organization.

Market
Making

Is about acquiring the right
customers.

Market
Hunting

\ Is about retaining the right
| customers, and create up- and
cross-selling.

Market
Farming

Identifying bases for segmenting the

market.
Ask yourself Needs-based segmentation is essential from a competitive
Why do ’ viewpoint. It allows a company to:
customers
buy what they y Identify those customer groups whose specific needs
buy? are currently underserved by competitive offerings

¥ Identify those customer groups whose specific needs
are currently unmet by competitive offerings

Even better, to develop products and services
that fulfil needs that most customers were not
even aware of they had them!




Many companies find themselves in this
situation when it comes to mature
marketing...

Three Questions.

® |s your company a company that:
e wonders what happened?
e watches things happen!?

e makes things happen?




Visionary Marketing.

This new book by Moenaert, Robben and Gouw is how
available. A great support during the process of
developing your own business roadmap.

VISIONARY MARKETING
Building Sustainable Business

isbn 978 90 209 7698 4
BUILDING SUSTAINABLE BUSINESS

publisher LannooCampus v I S I 0 N A RY

Says Philip Kotler:

OVisionary Marketing will recharge your marketing MAR KETI NG

Rudy Moenaert & Henry Robben,

batteryO' with Peter Gouw
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The Marketing Strategy
Transformation Process.

“Thinking is easy, acting is difficult, and
putting one’s thought into action is the
most difficult thing in the world”

...to Value.

J.W. von Goethe “Growth for growth’s sake The Future
. is the ideology of the .
“Good fortune is when cancer cell” Business
opportunity meets planning” Edward Abey Model

T.A. Edison

“Strategy is not right or wrong.
Strategy is a choice”
Ludo Wyngaarden

The
Business
Roadmap

The
Present
Business
Model

From Volume...
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Figure 4.4
The Value Grid

... hence leading to more (less) More (less) demand by end
sales of the industrial company's i : customers, leads to more (less)
products and services demand by the direct customers...

the statistical perspective on derived demand

Customers of
Customers

Company's
Customers

Industrial
Company

the strategic perspective on derived demand

... hence creating
profitable sales
for itself

An industrial company
enables the competitiveness
of its customers

Figure 2.4
Perspectives on Derived Demand in Business Markets




How To Compete
Today And In The
Future?

A New Model: Research-Based, Idea-Driven,
Customer-Focused, Empirically Tested.

Competitive
Advantage

Strength that, in a
given market,
influences the

customer decision
process

in favor of the
company

N

Porter, 2001; Greenwald & Kahn, 2005
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“l don’t know the key to
success
but the key to failure is
trying to please everybody.”

Bill Cosby

MK name is Henry Robben (1960).What do | do in life, apart from
taking care of my three sons, reading whatever is available, playing
first-person-shooter games, and watching soccer?

| am a Professor of Marketing at Nyenrode Business Universiteit,
The Netherlands. My research revolves around strategic marketing
and new product development. Drop me a line at
h.robben@nyenrode.nl if you want to learn more. Please visit
www.nyenrode.nl to see what we can do for you in terms of
academic and executive programs.

Personally, | think that a wise man should turn his passion into his
job, and that is what | did as an academic and as a consultant. It has
rought me recognition as a researcher and as an instructor.
Combining my academic work with practice is a ‘conditio sine qua
, ) AN < 5
non’ for me. | think the book ‘Visionary Marketing’ is the best
example of how | stand in life and work.

Please visit www.henryrobben.com or www.visionarymarketing.nl
for resources on business roadmapping or advice on and
supervision of business roadmap?ing projects. Or just drop me a
line at henry.robben@gmail.com!




