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B-School 101: Market Strategy and Tactics



Market Tactics: B-School 101



But We’re Going Back to the Basics



Without Sales Companies Die

David Speser



It is a poor merchant who 
blames his customers 

for his problems

Leah Speser
(borrowing the voice of Benjamin 

Franklin’s Poor Richard)



The Goal of Marketing is Selling. To Do That 
You Need to So Persuasively Explain the 
Value for the Customer of Your Product or 
Service that they will Buy it



How you Create that Value is a Matter of 
Company Strategy

Porter’s Generic 
Strategies 



Marketing 
Should 
be Focused 
on Selling



Who Do You Want to Sell

10



How Much Can you Expect to Sell
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SWOT

Toolkit on New 
Product 
Development and 
Inventions in the 
Public Domain 
(wipo.int)

Please view the video on SWOTs

https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html


SWOTs are built around what  you can 
control and what you cannot control.



Usually Market Forces and BarriersCannot 
Control

Can 
Control



5 Steps for Doing SWOTs

1) Be clear about Your Objective

2) Figure Out the Critical Factors 

3) Brainstorm in the Intersections

a) Use your Strengths to leverage Opportunities and counter 
Threats

b) Use Opportunities to mitigate Weaknesses and skirt around 
Threats

4) Check Face Validity: If it is not a warm, fuzzy, “Ah ha!”, 
start over

5) Test the Hypothesis: Ground Truth your Results



Using SWOTs to Develop the Marketing Mix 
(The 4Ps or 5Ps)

• Product: Core Benefit, Tangible and Augmented Features, 

Consumables and Peripherals

• Price: Purchase, Life Cycle

• Promote/Position: Value Proposition, Message, Channels

• Place: Delivery into Use

• People: Talent and Tools



This SWOT is Driven by the Product or Service 
Definition

• Components of the Definition

• Value Continuum (large to little)

• Complexity Continuum (very to minimal)

• Uniqueness Continuum (one of a kind to commodity)



Which Means it is Driven by:
1) Maximizing Your Product’s or Service’s 
Value for the Customer

Market Orientation Launch Tactics

Product Advantage

New Product Performance Organizational Performance

Valuable
(Competitive 

Opening)

Commercialisable
(Competitive 
Advantage)

Leading Indicators

Following Indicators



And, 
2) What it Takes to Create Pull-Through



SWOT Example: 
Airborne drone package delivery subsystem  for under overhangs                                           



SWOT



Solar adoption



Battery Subsystem

There are a handful of factors that influence the price of 
solar batteries, but perhaps the greatest reason they are 
expensive is simply because residential-scale batteries 
are a new technology, and new technologies tend to be 
expensive at first before rapidly falling in price as the 
market matures.
For example, a 60-inch 4K TV cost around $9,000 in 
2012. Today, you can walk into Target and buy a 65-inch 
4K TV for under $400.
Lithium-ion batteries are on a similar trajectory, with the 
cost per kWh of individual battery cells falling 97% from 
1991 to 2018.

https://www.statista.com/statistics/461162/average-selling-price-of-4k-tv-worldwide/
https://www.statista.com/statistics/461162/average-selling-price-of-4k-tv-worldwide/


SWOT on New Battery Subsystem For Solar 
Farms





Stretch, Coffee, and Discussion



How to Sell

No philosophy, no analysis, no aphorism, be it 

ever so profound, can compare in intensity and 

richness of meaning with a properly narrated 

story.

Hannah Arendt 



Who

Motivation

Criteria

Why Now
(Ompf)

Intensity and Richness of Meaning



Intriguing

EntertainingEngaging

Persuasive

Proper Narration



The most 
Entertaning 
Superbowl 
Ad Ever

I'm on a Horse - Old Spice Commercial - YouTube

https://www.youtube.com/watch?v=VX5au0LOJp8


Closing Thoughts

34

• Nothing happens without a sale.
David Speser

• A well-defined imagination is the source of great deeds. 
Chinese Fortune Cookie

• If opportunity doesn’t knock, build a door.
Milton Berle

• It is fun to have fun, but you have to know how. 
The Cat in the Hat, Dr. Suess



Thank you!
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