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0 [0 [9] By contrast a marketing audit starts with market share analysis by customer segment andlinks this to
changing trends in customer needsl] wants and preferences and company positioningwith respect to these
changes. In other words[ it starts with customer trouble and links it to marketshare decline and changing
customer trends in the marketplace.[] [J [ 10] Notice the difference. By the time the business audit is doneld the
company is thrustaway from its current core business to new core opportunities. That is a change in the
businessmodel] By contrast] by the time the marketing audit is done the company sees that it has lostmarket
share and value in old target and discovers new target segments within its core industry. Itdoes not have to change
its core businessC] only its marketing model.[] (1 [11] Business strategy then proceeds to selecting a future core
business portfoliol] whilesalvaging current core businesses. Marketing strategy] on the other hand[J selects
attractivecustomer targets and researches their needs and wants for new product features and design] newways
customers want to access and feel about these products and the price they will exchange forthese new values. The
company does not have to depart from its industry or business. It just hasto become more customer focused. ]

[ [12] Business strategy then propounds long-term strategies [1 3-5 years[] for the new corebusiness portfolio.
Marketing strategy[l on the other handd uses R&D to launch new products andrelated servicest] new
distribution polices and improved networks and sales managementd newbrand campaigns and promotion and
new pricing policies. These are short-term and near-termtactics [J 1-2 years[] that can improve profitability
quickly.[0 00 [13] Business strategy then proceeds to restructure the company for its new long-termbusiness
portfolio. This is costly and irreversible. It requires a new long-term debt structure.Marketing implementation will
require organizational improvement and resource investment in itsholistie marketing budget. Companies monitor
their marketing success and retain the flexibilityto make adjustments in performance. Marketing implementation
does not require organizationaland financial restructuring.[J [J [14] | have reduced the difference between the two
disciplines of business strategy andmarketing strategy to a nutshellC] because | want to make it easy to understand.
There are manymore details that | cannot cover here. Most of the large companies that | have known in China
donot really understand this difference. They tend to overdose on strategy[] instead of treating theirproblem with
marketing plans and implementation.[] [1 [15] Lets look at some classic examples of this difference. Nike and
Starbucks have neverchanged their business strategy from day on. Nike never manufactured a shoel] but has
devoteditself consistently to marketing research for new designs and fabulous programs of promotion

[ distribution and pricing. Starbucks started in the coffee business and is still in the coffee businessall over the
world.
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