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● Competitive Dynamics: Competitive Strategies for Market, 
Other Competitive Strategies – Market Challenger 
Strategies Market Follower Strategies, Market Nicher 
Strategies.

● Sustainable Marketing, Social Criticisms of Marketing, 
Marketing’s Impact on Individual, on Society as a Whole, 
and on Other Businesses, Actions to Promote Sustainable 
Marketing, importance of Ethics in Marketing Practice.
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Designing Competitive Strategies

Major Strategies
● Market-Leader
● Market-Challenger
● Market-Follower
● Market-Nicher

● Expanding the total 
market

● Defending market 
share

● Expanding market 
share
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Designing Competitive Strategies
● Expanding the Total Market:

○ Targeting Product to New Users
■ Market-penetration strategy
■ New-market strategy
■ Geographical-expansion strategy

○ Promoting New Uses of Product
○ Encouraging Greater Product Use
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Designing Competitive Strategies

Major Strategies
● Market-Leader
● Market-Challenger
● Market-Follower
● Market-Nicher

● First define the 
strategic goals and 
opponent(s)

● Choose general 
attack strategy

● Choose specific 
attack strategy
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Designing Competitive Strategies

● General Attack Strategies:
○ Frontal attacks match competition

   (Cutting price vis-à-vis the opponent)
○ Flank attacks serve unmet market needs or underserved 

areas(Geographical & segmental: GE-Tier 2, Tier 3 & Value 
segments).

○ Bypassing opponent and attacking easier markets is also an 
option

(diversifying into unrelated products, new geographical markets & 
leapfrogging into new technologies)
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Competitive Markets

● Price-discount
● Lower-price goods
● Prestige goods
● Improved services 
● Product proliferation

● Product innovation
● Distribution innovation
● Manufacturing cost 

reduction

▪ Intensive advertising promotion

Specific Attack Strategies Include:
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Designing Competitive Strategies

Major Strategies
● Market-Leader
● Market-Challenger
● Market-Follower
● Market-Nicher

● Imitation may be more 
profitable than innovation

● Four broad strategies:
○ Counterfeiter(grey & 

disreputable dealers)
○ Cloner(Lifeboy...Lifebuy)
○ Imitator(ex:same product with 

package differentiation)
○ Adapter
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Designing Competitive Strategies

Major Strategies
● Market-Leader
● Market-Challenger
● Market-Follower
● Market-Nicher

● Niche specialties:
○ End-user
○ Customer-size
○ Specific customer
○ Geographic
○ Product/product line
○ Product feature
○ Quality-price
○ Service
○ Channel
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Sustainable Marketing, 

● Sustainable marketing is the promotion of environmentally 
and socially responsible products, practices, and brand 
values. If you’ve ever spent a little bit more on something 
because you knew it was locally sourced or 100% 
recyclable, you’ve experienced sustainable marketing.

Examples of sustainable marketing
● Donating profits to sustainable causes
● Sourcing sustainable materials and/or packaging
● Creating a product that contributes to sustainable living
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Sustainable Marketing, 
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Sustainable Marketing, 
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Sustainable Marketing, 
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Social criticisms of Marketing
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Ethical marketing is a strategy where organisations 
promote honesty, transparency, responsibility and fair 
practices within their marketing activity. 

As part of this, organisations communicate these business 
ethics in marketing materials, in order to reach target 
audiences with similar values.

Unethical marketing, on the other hand, sees organisations 
putting profit above everything else. Unethical marketing 
tactics include scaremongering, false claims and slandering 
competitors.
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Principles of Ethical marketing

Fairness: Ethical marketing involves a commitment to fair prices, better 
wages and sustainable development.

Transparency: Being open and transparent when sharing information 
regarding business operations, including ethical employee treatment and 
the environmental and sustainability impact of services or products.

Honesty: Honesty forms the foundation of ethical marketing. Organisations 
will provide clear, factual and unembellished information in their marketing 
activity, avoiding making misleading or exaggerated claims about their 
service or product.

Responsibility: Ethical companies will take responsibility in what they’re 
producing and how it’s produced. This involves everything, from how the 
workforce and entire supply chain is treated throughout the making of the 
product, to supporting social and environmental causes in their day-to-day.
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