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Chapter 1

Marketing as a Business Discipline



Figure 1. Making Decisions Using a Framework 
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Chapter 2

Marketing Strategy and Tactics



Figure 1. Identifying the Target Market: The 5-C Framework 
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Figure 2. Defining the Value Exchange
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Figure 3. The 3-V Market Value Principle 
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Figure 4. The 7-T Framework Defining the Market Offering
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Figure 5. Marketing Tactics as a Process of Designing, Communicating 
and Delivering Value
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Figure 6. Marketing Tactics: Company Actions and Customer Impact
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Figure 7. The Market Value Map
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Figure 8. The Four Ps and the Marketing Mix
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Figure 9. The Five Forces of Competition 
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Figure 10. Context Analysis
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Chapter 3 

The Marketing Plan



Figure 1. The SWOT Framework for Assessing a Company’s Market Position
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Figure 2. The G-STIC Framework for Marketing Management
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Figure 3. The G-STIC Action-Planning Flowchart
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Figure 4. Company Goal and Objectives 
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What are the  
company’s goals, resources, offerings, 
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Figure 6. The Critical Path Method

© 2025 Alexander Chernev

A C E

B

D4

5

2 2

7

6



Figure 7. Gantt Matrix
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Figure 8. The Responsibility Assignment Matrix 
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Chapter 4

Understanding Consumer Markets



Figure 1. The Customer Experience Map
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Figure 2. Company Goals in Managing the Customer Experience 

© 2025 Alexander Chernev

Purchase

Need Choose

Search Evaluate

Consume Purchase

Repeat

Create 
awareness

Design and 
communicate 

value

Manage 
consumption

Activate 
the need Build  

loyalty

Convince  
to choose

Incite  
action



Figure 3. Customer Need States 
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Figure 4. The Value Function
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Figure 5. Loss Aversion
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Figure 6. Diminishing Marginal Value
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Figure 7. Reasons as Drivers of Choice
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Figure 8. The Dynamics of Familiarity with and Enjoyment of Using the Offering 
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Figure 9. Maslow’s Hierarchy of Needs 
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Chapter 5

Gathering Market Insights 



Figure 1. Problem-Driven Customer Research
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Figure 2. Key Research Methods
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Figure 3. Managing Decision Errors
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Figure 4. Making Necessary Tradeoffs
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Chapter 6

Identifying Target Customers



Figure 1. Segment-Based Targeting
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Figure 2. Strategic Targeting: Key Principles
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Figure 3. The Resource Advantage Principle
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Figure 4. Customer Profile and Customer Needs
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Figure 5. Linking Customer Value and Profile
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Figure 6. Tactical Targeting: Effectiveness
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Figure 7. Tactical Targeting: Cost Efficiency
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Figure 8. Mass Marketing, Segment-Based Marketing, and One-to-One Marketing
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Figure 9. Strategic and Tactical Segmentation
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Figure 10. Common Segmentation Errors
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Chapter 7

Creating Customer Value



Figure 1. Value as a Function of Customer Needs and Offering Attributes
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Figure 2. Dimensions of Customer Value
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Figure 3. The Customer Value Proposition
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Figure 4. Competitive Value Map
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Figure 5. Customer Value Proposition and Positioning
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Figure 6. Single-Benefit Positioning
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Figure 7. Dual-Benefit Positioning
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Figure 8. Holistic Positioning
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Figure 9. Positioning as a Source of Sustainable Competitive Advantage
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Figure 10. Positioning Map
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Figure 11. Blue Ocean Strategy
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Chapter 8

Creating Company Value



Figure 1. Dimensions of Company Value
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Figure 2. The Key Profit Drivers
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Figure 3. Strategies for Growing Sales Volume
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Figure 4. Managing Profits by Lowering Costs
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Figure 5. The Profit Impact of Strategic Offerings 
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Figure 6. Economic Value Analysis
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Figure 7. Analyzing the Value of an Offering in a Competitive Context
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Figure 8. Creating Value through Collaboration
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Figure 9. The Income (Profit and Loss) Statement
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Figure 10. Calculating Trade Margins
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Figure 11. Break-Even of a Fixed Cost Investment 
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Chapter 7

Managing Products



Figure 1. The Product as a Tool for Creating Market Value
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Figure 2. Product Attributes and Customer Benefits
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Figure 3. Managing the Product Life Cycle
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Figure 4. Extending Product Lifestyle Through Innovation
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Figure 5. Benefit Visibility in Product Design
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Chapter 10

Managing Services



Figure 1. Service as a Tool for Creating Market Value

© 2025 Alexander Chernev

Customer 
value

Collaborator 
value

Company  
value

OVP

Product Service Brand

Communication Distribution
Price Incentives

Market Offering



Figure 2. Managing Employee Performance to Deliver Superior Customer 
Service
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Figure 3. Creating Market Value Through Superior Customer Service
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Figure 4. Building a Service-Centric Company Culture
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Figure 5. Customer Reaction to Negative Experiences 
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Figure 6. The Service-Gap Model 
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Chapter 11

Managing Brands



Figure 1. The Brand as a Tool for Creating Market Value
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Figure 1. Brand Association Map of Starbucks
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Figure 3. The Brand as a Means of Amplifying the Impact of the Offering
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Figure 4. Brand Power and Brand Equity

© 2025 Alexander Chernev

Brand power Brand equity

Company  
activities

Customer 
value

Brand  
image

Company 
value

Customer 
behavior



Figure 5. Key Brand Identifiers
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Figure 6. Vertical Brand Extensions
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Figure 7. Horizontal Brand Extensions
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Chapter 12

Managing Price



Figure 1. The Price as a Tool for Creating Market Value
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Figure 2. The Price Elasticity of Demand
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Figure 3. Penetration, Skim, and Loss-Leader Pricing
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Figure 4. Competitive Price–Benefit Map
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Chapter 13

Managing Incentives



Figure 1. Incentives as a Tool for Creating Market Value
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Figure 2. Incentive Types
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Figure 3. Push and Pull Promotions
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Figure 4. The Prisoner’s Dilemma
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Figure 5. The Prisoner’s Dilemma in Sales Promotion
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Chapter 14

Managing Communication



Figure 1. Communication as a Tool for Creating Market Value
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Figure 2. The G-STIC Framework for Managing Communication
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Figure 3. Determining the Message Content

© 2025 Alexander Chernev

Offering attributes

Target 
audience

Incentives

Price

Brand

Service

Product

Distribution

C
om

m
un

ic
at

io
n



Figure 4. Programmatic Media Buying
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Chapter 15

Personal Selling



Figure 1. Sales Productivity as a Function of Sales Force Size
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Figure 2. Managing Sales Force Performance
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Figure 3. The Composition of a Business Decision-Making Unit
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Figure 4. The Personal Selling Process
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Figure 6. The SPIN Model of Selling
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Figure 1. Distribution as a Tool for Creating Market Value
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Figure 2. Distribution Channel Structure
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Figure 3. Price Image Drivers and Market Outcomes
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Figure 1. The Stage-Gate Approach for Developing New Offerings
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Figure 2. Top-Down (Market-Driven) Idea Generation
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Figure 3. Bottom-Up (Invention-Driven) Idea Generation

© 2025 Alexander Chernev

Bottom-up 
idea discovery

Invention in 
search of a 

problem

Market 
opportunity

Invention



Figure 4. Concept Storyboard
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Figure 5. The Validated-Learning Approach
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Figure 6. The Key Components of a Business Model of a New Offering
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Figure 7. The S-Curve of the Total Number of Adoptions of an Innovation
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Figure 8. The Bell-Shaped Curve of the New Adoptions of an Innovation
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Figure 9. Alternative Patterns of Adoption of Innovation
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Figure 10. Rogers’ Categorization of Customer Based on the Time of 
Adoption of Innovation
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Figure 11. Moore’s Application of the Rogers Model to Technology Markets

© 2025 Alexander Chernev

Enthusiasts    
Visionaries

Pragmatists Skeptics

Number of 
adoptions 

Time 
Conservatives

The chasm

Early market Mainstream market



Figure 12. The Minimum Viable Offering as a Function of Offering’s 
Desirability, Feasibility, and Viability
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Figure 1. Steal-Share Strategy
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Figure 2. Market-Growth Strategy
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Figure 3. Market-Growth Strategy for a Superior Offering
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Figure 4. Market-Penetration Strategy
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Figure 5. Market-Creation Strategy
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Figure 6. Defensive Marketing Strategies
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Figure 7. The Adoption Funnel
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Figure 8. Identifying Adoption Gaps
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Figure 9. The Usage Funnel
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Figure 10. Identifying Usage Gaps
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Figure 1. Product Portfolio and Product Lines
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Figure 2. Product Line and Product Platforms
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Product 3. Network Product Platforms
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Figure 4. Vertical Product-Line Extensions
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Figure 5. Horizontal Product-Line Extensions
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Figure 6. Product-Line Cannibalization 
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Figure 7. The Fighting-Brand Strategy
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Figure 8. The Sandwich Strategy
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Figure 9. The Good-Better-Best Strategy

© 2025 Alexander Chernev

Price  
Quality

Incumbent 
brand

Good

Low-price 
competitors

Best

Better

Time



Figure 10. The Product-Market Growth Framework
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Figure 11. Cannibalization Analysis
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Figure 1. Promotion-Driven Customer Acquisition

© 2025 Alexander Chernev

Identify buyers 
likely to purchase 
the company’s 

offering 

Develop  
customer 

acquisition 
strategy

Develop  
customer 
retention  
strategy

RetentionAcquisition Targeting



Figure 2. Loyalty-Driven Customer Acquisition
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Figure 3. The Customer Equity Framework
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Figure 4. Aligning Customer Equity and Consumer Value
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Figure 5. Key Customer Adoption Metrics
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Figure 1. Identifying Target Customers
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Figure 2. The Targeting Workbook
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Figure 3. Customer Value Analysis Workbook (Two Segments)
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Figure 4. Customer Value Analysis Workbook (Three Segments)
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Figure 5. Compatibility Analysis Workbook (Trade Segment)
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Figure 6. The Targeting Workbook: Black & Decker 
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Figure 1. The Market Value Map
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Figure 2. The Customer Value Map
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Figure 3. The Collaborator Value Map
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Figure 4. The Company Value Map
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