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Part One: The Framework for Marketing Management



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 7. The Market Value Map
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Chapter 3 

Marketing Planning and Management



Figure 1. The G-STIC Framework for Marketing Management
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Figure 2. The G-STIC Action-Planning Flowchart
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Figure 3. Company Goal and Objectives
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Part Two: Developing a Marketing Strategy



Chapter 4

Identifying Target Customers



Figure 1. Segment-Based Targeting
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Figure 2. Strategic Targeting: Key Principles
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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

© 2025 by Alexander Chernev

“Sniper”  
targeting 
(optimal)

“Shotgun”  
targeting 

(too broad)

Value-based 
segment 
Profile-based 
segment 



Figure 8. Strategic and Tactical Segmentation and Targeting
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Figure 9. Common Segmentation Errors
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Chapter 5
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Creating Customer Value



Figure 1. Value as a Function of Customer Needs and Offering Attributes
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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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Chapter 6

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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Part Three: Designing the Marketing Tactics



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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Chapter 8

Managing Services



Figure 1. The Service as a Tool for Creating Market Value

© 2025 by 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 9. The Service-Gap Model 
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Chapter 9

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
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Figure 5. Vertical Brand Extensions
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Figure 6. Horizontal Brand Extensions
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Chapter 10

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 11

Managing Incentives



Figure 1. Incentives as a Tool for Creating Market Value
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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 12

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
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Chapter 13

Managing Distribution



Figure 1. Distribution as a Tool for Creating Market Value
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Figure 2. Distribution Channel Structure
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Part IV: Managing Growth



Chapter 14

Gaining and Defending Market Position



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 11. Key Customer Adoption Metrics
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Chapter 15

Developing New Market Offerings



Figure 2. Top-Down (Market-Driven) Idea Generation
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Figure 4. The Validated-Learning Approach
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Figure 5. The Key Components of a Business Model of a New Offering
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Figure 6. The Product-Market Growth Framework

© 2025 by Alexander Chernev

Product 
development

Market 
penetration

Diversification

Market 
development

New 
products

Current 
products

New 
customers

Current 
customers



Chapter 16

Managing Product Lines



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
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Figure 10. Cannibalization Analysis
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Part V: Marketing Toolbox



Appendix A

Segmentation and Targeting Workbook



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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Appendix B

The Business Model Workbook



Figure 1. The Market Value Map
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Company Value



Figure 2. The Customer Value Map
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What are the features  
of the product that the  
company offers to target customers?

What are the features  
of the service that the  
company offers to target customers?

What are the features  
of the offering’s brand? 

What is the  
offering’s price  
for target customers? 

What incentives does  
the offering provide  
to target customers?

How will target  
customers become aware  
of the company’s offering?

How will the  
offering be delivered  
to target customers?

 Customer Offering
Product

Service

Brand

Price

Incentives

Communication

Distribution
What value does the  
offering create for target customers?  
Why would they choose this offering?

 Customer Value
Reason to choose

What customer need  
does the company aim to fulfill?

Who are the  
customers with this need?

 Target Customers
Customer need

Customer profile

What other offerings  
aim to fulfill the same customer need?

What value do these  
offerings create for target customers?

What are the key  
aspects of the competitive offerings?

 Competition 
Key competitors

Value proposition

Offering attributes



Figure 3. The Collaborator Value Map
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What are the features  
of the product that the  
company offers to collaborators?

What are the features  
of the service that the  
company offers to collaborators?

What are the features  
of the offering’s brand? 

What is the price of the  
offering for the company’s 
collaborators?

What incentives does  
the offering provide to  
the company’s collaborators?

How will the  
company’s collaborators  
become aware of the offering?

How will the offering be  
delivered to the company’s 
collaborators?

 Collaborator Offering
Product

Service

Brand

Price

Incentives

Communication

DistributionWhat value does the  
offering create for collaborators? Why 
would they partner with the company?

 Collaborator Value
Reason to choose

Which entities will  
partner with the company  
to create value for target customers?

What goals do  
collaborators pursue  
by partnering with the company?

 Collaborators
Collaborator profile

Collaborator goals

What other offerings  
aim to fulfill the same  
collaborator goals?

What value do  
these offerings create for  
the company’s collaborators?

What are the key  
attributes of the  
competitive offerings?

 Competition 
Key competitors

Value proposition

Offering attributes



Figure 4. The Company Value Map
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What are the features  
of the product that the company offers  
to target customers and collaborators?

What are the features  
of the service that the company offers 
to target customers and collaborators?

What are the features  
of the offering’s brand? 

What is the offering’s  
price for target customers  
and collaborators? 

What incentives does  
the offering provide to target  
customers and collaborators?

How will target  
customers and collaborators become 
aware of the company’s offering?

How will the  
offering be delivered to target  
customers and collaborators?

 Company Offering
Product

Service

Brand

Price

Incentives

Communication

DistributionWhat value does the  
offering create for target customers?  
Why would they choose this offering?

 Company Value
Reason to choose

What entity is  
managing the offering?  
What are its key resources?

What goal does the  
company aim to fulfill  
with this offering?

 Company
Company profile

Company goals

What alternative  
options can fulfill the  
same company goal?

What value do these  
options create for the company?

What are the key  
aspects of the alternative options?

 Alternative Options 
Key alternatives

Value proposition

Option attributes


