




Scenarios in Marketing





Scenarios in Marketing
From Vision to Decision

Edited by

Gill Ringland and Laurie Young



Copyright  2006 John Wiley & Sons Ltd, The Atrium, Southern Gate, Chichester,
West Sussex PO19 8SQ, England

Telephone (+44) 1243 779777

Email (for orders and customer service enquiries): cs-books@wiley.co.uk
Visit our Home Page on www.wiley.com

All Rights Reserved. No part of this publication may be reproduced, stored in a retrieval system or transmitted in
any form or by any means, electronic, mechanical, photocopying, recording, scanning or otherwise, except under
the terms of the Copyright, Designs and Patents Act 1988 or under the terms of a licence issued by the Copyright
Licensing Agency Ltd, 90 Tottenham Court Road, London W1T 4LP, UK, without the permission in writing of
the Publisher. Requests to the Publisher should be addressed to the Permissions Department, John Wiley & Sons
Ltd, The Atrium, Southern Gate, Chichester, West Sussex PO19 8SQ, England, or emailed to
permreq@wiley.co.uk, or faxed to (+44) 1243 770620.

Designations used by companies to distinguish their products are often claimed as trademarks. All brand names and
product names used in this book are trade names, service marks, trademarks or registered trademarks of their
respective owners. The Publisher is not associated with any product or vendor mentioned in this book.

This publication is designed to provide accurate and authoritative information in regard to the subject matter
covered. It is sold on the understanding that the Publisher is not engaged in rendering professional services. If
professional advice or other expert assistance is required, the services of a competent professional should be sought.

Other Wiley Editorial Offices

John Wiley & Sons Inc., 111 River Street, Hoboken, NJ 07030, USA

Jossey-Bass, 989 Market Street, San Francisco, CA 94103-1741, USA

Wiley-VCH Verlag GmbH, Boschstr. 12, D-69469 Weinheim, Germany

John Wiley & Sons Australia Ltd, 42 McDougall Street, Milton, Queensland 4064, Australia

John Wiley & Sons (Asia) Pte Ltd, 2 Clementi Loop #02-01, Jin Xing Distripark, Singapore 129809

John Wiley & Sons Canada Ltd, 6045 Freemont Blvd, Mississauga, ONT, L5R 4J3, Canada

Wiley also publishes its books in a variety of electronic formats. Some content that appears
in print may not be available in electronic books.

Library of Congress Cataloging-in-Publication Data:

Scenarios in marketing : from vision to decision / edited by Gill Ringland and Laurie Young.
p. cm.

ISBN-13: 978-0-470-03272-5
ISBN-10: 0-470-03272-3
1. Marketing—Management. 2. Strategic planning. I. Ringland,

Gill. II. Young, Laurie, 1955– .
HF5415.13.S276 2006
658.8′02—dc22 2006020354

British Library Cataloguing in Publication Data

A catalogue record for this book is available from the British Library

ISBN-13: 978-0-470-03272-5 (HB)
ISBN-10: 0-470-03272-3 (HB)

Typeset in 10/12 Garamond by Laserwords Private Limited, Chennai, India
Printed and bound in Great Britain by TJ International, Padstow, Cornwall, UK
This book is printed on acid-free paper responsibly manufactured from sustainable forestry
in which at least two trees are planted for each one used for paper production.

www.wiley.com


Contents

List of Figures vii
List of Tables ix
Contributors xi
Acknowledgements xv

Chapter 1 Introduction to Scenario Planning 1
Gill Ringland

Chapter 2 Securing Future Revenue 19
Laurie Young

Chapter 3 Marketing Strategy and Scenarios 45
Paul Fifield

Chapter 4 Scenario Planning and Innovation 61
Tim Westall

Chapter 5 Scenarios in Customer Management 83
Merlin Stone and Neil Woodcock

Chapter 6 Scenarios in Brand Valuation and Brand Portfolio Strategy 101
David Haigh

Chapter 7 Marketing Communication: Radical or Rational Change? 119
Don E. Schultz

Chapter 8 Scenarios for Fast-Moving Sectors 139
Andrew Curry, Lloyd Burdett and Crawford Hollingworth

Chapter 9 Conclusions 159

v



Contents

Appendix 1 Building Scenarios 161
Appendix 2 Marketing Tools and their Use with Scenarios 169
Appendix 3 A History of Scenarios 207

Index 217

vi



List of Figures

Figure 1.1 The Marketers’ Toolkits 3

Figure 1.2 Coral Reef and Deep Sea 6

Figure 2.1 The Classic Functional Shape 25

Figure 2.2 Decentralised Approach 26

Figure 2.3 The Single Marketer or SBU Structure 27

Figure 2.4 Functional Shape in a Large Partnership 29

Figure 2.5 Mobile Commerce Markets 40

Figure 2.6 Deadlock Scenario 41

Figure 2.7 Digital Hub Scenario 41

Figure 2.8 New Wave Scenario 42

Figure 3.1 Marketing Strategy (Scorpio) 46

Figure 3.2 Strategy and Marketing 48

Figure 3.3 Segmentation Example: IT ‘‘Hardware’’ 54

Figure 3.4 Products and/or Markets 59

Figure 4.1 Scenario Framework Building 66

Figure 5.1 The Simple Direct Intermediary Model 90

Figure 7.1 Hierarchy of Effects Model 123

Figure 7.2 Marketing Communication Organisational Structure 124

Figure 7.3 Closed-Loop System 130

Figure 7.4 Horizontal Planning Process 131

Figure 7.5 The Relationship Framework 132

vii



List of Figures

Figure 8.1 Futures Techniques ‘‘Map’’ 141

Figure 8.2 Assembling Drivers 146

Figure 8.3 Drivers/Trends/Manifestations 148

Figure 8.4 The Weight Matrix 150

Figure 8.5 The Retail Experience 153

Figure A1.1 The Typical Overall Process 162

Figure A1.2 The Scenario Matrix 167

Figure A2.1 The Ansoff Matrix 170

Figure A2.2 Ansoff’s Original Format 171

Figure A2.3 The ARR Model 173

Figure A2.4 The Boston Matrix 175

Figure A2.5 Mapping Organisational Culture Using the Cultural
Web 178

Figure A2.6 The Directional Policy Matrix 179

Figure A2.7 The Experience Curve 182

Figure A2.8 The Experience Curve Applied to Outsourcing 184

Figure A2.9 Features Analysis 184

Figure A2.10 The Goods/Services Spectrum 186

Figure A2.11 Models of Service 1 186

Figure A2.12 Models of Service 2 187

Figure A2.13 Models of Service 3 188

Figure A2.14 Models of Service 4 189

Figure A2.15 The Gap Model 190

Figure A2.16 Individualism vs. Masculinity/Femininity 192

Figure A2.17 The Phenomenon of Industry Maturity 194

Figure A2.18 Case Study: Growth of Executive Search in the UK 195

Figure A2.19 The Marketing Mix for Services 197

Figure A2.20 Porter’s Forces of Competition 199

Figure A2.21 Importance Rating of IT Professional Services Firms’
Attributes 201

Figure A2.22 SWOT Analysis 203

Figure A3.1 Five SRI Scenarios for the Future of American Society 209

viii



List of Tables

Table 3.1 Industry versus Market Led Business Definitions 50

Table 4.1 Probability Wall Chart 69

Table 4.2 Ten Common Uncertainties 71

Table 4.3 Picture Prompt Sheet 73

Table 4.4 Example Agenda: Scenario-Based Innovation Workshop 76

Table 8.1 Which Technique When? 156

Table A1.1 Seven Questions 164

Table A2.1 Factors of Market Attractivencess and Business Strength
Used in the Original GE Matrix 180

Table A2.2 Strategic Implications of Different Phases of Industry
Maturity 196

ix





Contributors
In alphabetical order

Lloyd Burdett joined Henley Centre Headlight Vision in 2003 having previously
held a number of long-term strategy and delivery roles in the public sector. His
work at HCHLV has focused on a wide range of futures, scenario planning
and long-term strategy projects with clients in both the private and public
sectors. Along with Andrew Curry, Lloyd now leads HCHLV’s futures work,
focusing particularly on the development of new approaches to action-oriented
futures work, including scenario planning, and adapting them for use in fast-
moving sectors. He is also currently responsible for HCHLV’s scenarios work in
international markets, particularly the USA, and is due to move to HCHLV’s
New York office late in 2006.

His e-mail address is Lloyd.Burdett@hchlv.com.

Andrew Curry joined Henley Centre in 1999 from Cable and Wireless Commu-
nications. Andrew combines an expertise in futures work, particularly scenarios,
with an in-depth knowledge of media and new media. Andrew leads Henley
Centre’s public sector team, and has developed many of our facilitation and work-
shop techniques. He has directed projects for a wide range of clients, including
Vodafone, DEFRA, the Army and Sport England. Andrew previously worked as
a financial journalist, as a television producer, and in the new media sector. He
launched Britain’s first interactive TV channel in 1993 and was part of Cable and
Wireless’s digital TV project team.

His e-mail address is Andrew.Curry@hchlv.com.

Paul Fifield has run his own consultancy business for over 20 years. Paul’s clients
are loyal and enjoy the ‘life-long learning’ that comes with working with him. He
has worked with clients in a wide range of industries. He specialises in strategy

xi



Contributors

and is preparing the third edition of his book Marketing Strategy. His mother
tongue is English, he is fluent in French and has a working knowledge of Dutch.

He holds a degree in Business Studies as well as an MBA and a PhD in
Marketing Strategy, from Cranfield University. He was elected a Fellow of the
Chartered Institute of Marketing (CIM) in 1988, an elected member of CIM
Council 1999–2001 and the CIM International Board of Trustees 2002–2004.
Paul is currently President of the CIM Southern Region, a member of the
Marketing Society and a Fellow of the Royal Society for the encouragement of
Arts, Manufacturers and Commerce (FRSA).

His e-mail address is paulfifield@fifield.co.uk.

David Haigh, BA, ACA, FCIM, MIPR, read English at Bristol University before
qualifying as a Chartered Accountant with what was then Price Waterhouse in
1980. He then became the European Financial Controller of an international
group of companies, Financial Director of a marketing consultancy, then of WCRS
and Partners. In 1988 he became Managing Director of Publicis Dialogue. David
joined the board of directors in the global brand valuation practice of Interbrand,
before setting up his own company, Brand Finance Limited, in 1995, which
focuses on marketing accountability.

David lectures on the importance of brand promotion and valuation. He is the
author of several books including Strategic Control of Marketing Finance and The
Future of Brand Valuation. For over 10 years David has been a regular columnist
for journals such as: Accountancy Age, Marketing Business and Brand Management.

His e-mail address is d.haigh@branfinance.com.

Crawford Hollingworth is Executive Chairman of Headlight Vision, part of the
WPP Group. Following degree and post-grad work in applied social psychology
he was tempted away from academia into the advertising world as a strategic
planner. He worked for BMP DDB Needham, AMV BBDO and then joined
Chiat Day as Vice President Strategic Planning. He finished his planning career as
the executive planning director of Bates Dorland. During this time he had worked
for Sony, Landrover, American Express, Qantas, RSPCA, Bass and Yellow Pages
among others. He started Headlight Vision in 1995.

From an early age he has always been fascinated in why people behave in
the ways they do and in how one could influence that behaviour. His overall
personal expertise lies in consumer trends, strategic brand planning and qualitative
research. His ability is to create more holistic solution-based research from this
perspective.

His e-mail address is Crawford.hollingworth@hchlv.com.

Gill Ringland’s career has spanned academic and industrial worlds, taking a
leading edge role in physics, software and information technology, strategy and

xii



Contributors

scenarios in turn. She has been active in five start-ups, and was responsible for
building a £3-billion new business over five years for ICL.

She started to use scenarios when responsible for strategy at ICL, and as a result
wrote the amazon.com bestseller Scenario Planning. She is a Liveryman of the City
of London through the Information Technologists. She has a BSc, MSc, FBCS,
MIEE, and is a graduate of Stanford University’s Senior Executive Program. She
is a past Member of SRC’s Computing Science Committee and of Council of the
Economic and Social Research Council

She writes and consults widely as a Fellow of St Andrews Management
Institute. Her books are ‘‘why, what, when, how’’ guides to the use of scenarios:
Scenario Planning—Managing for the Future, Scenarios in Business, and Scenarios
in Public Policy—all published by John Wiley & Sons, Ltd.

You can contact Gill at: gill.ringland@samiconsulting.co.uk

Don E. Schultz is Professor (Emeritus-in-Service) of Integrated Marketing Com-
munication, Northwestern University, Evanston, IL. He is also President of
the global marketing consultancy Agora, Inc. also located in Evanston. He was
founding editor, Journal of Direct Marketing; 1989 DMEF Direct Marketing
Educator of the Year; 1992 AAF Advertising Educator of the Year; member,
National Advertising Review Board; co-author, Strategic Advertising Campaigns
and Integrated Marketing Communications; former senior vice president, man-
agement supervisor, Tracy-Locke Advertising and Public Relations, Dallas/New
York/Columbus; BBA, Oklahoma. He has an MA and PhD from Michigan State.

His e-mail address is dschultz@northwestern.edu.

Merlin Stone is the author of many articles and 30 books on transforming
marketing and customer service capabilities. He is a Founder Fellow of the Institute
of Direct Marketing and a Fellow of the Chartered Institute of Marketing. He
is on the editorial advisory boards of the Journal of Financial Services Marketing,
the Journal of Database Marketing and Customer Management Strategy, the Journal
of Targeting, Measurement and Analysis for Marketing and the Journal of Direct,
Data and Digital Marketing Practice. He writes monthly columns for Database
Marketing and Direct Marketing International and for the website What’s New in
Marketing.

He is a Director of WCL, specialists in change management in the public
and private sectors and of Nowell Stone Ltd. He has a first-class honours
degree and doctorate in Economics from Sussex University. He has held posts
at University of Manchester Institute of Science and Technology, The Jerusalem
Institute of Management, Henley Management College, Kingston University,
Surrey University and Bristol Business School. At Kingston he was Dean of the
Faculty of Human Sciences. He is now a Visiting Professor at Bristol Business

xiii


