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In today’s hyper-competitive, 
fast-changing business environment, 
marketing strategy is no longer a 
back-o�fice function or a set of loosely 
aligned activities. It is a battle to be won 
at many frontiers—customer attention, 
brand trust, digital transformation, 
changing expectations, and evolving 
competitive threats. Perhaps the most 
critical question for any organisation is: 
How do you maintain a meaningful 
presence across so many fronts, while 
keeping your strategy coherent, 
measurable, and sustainable? 

On paper, the goal is deceptively simple: 
plan well, execute creatively, convert 
e�ficiently, and sustain success over 
time. In practice, this is profoundly 
di�ficult. Many organisations treat 
marketing as tactical, periodic, or 
peripheral. Without strategic clarity and 

disciplined implementation, marketing 
becomes reactive—responding to crises 
rather than shaping the future. 

This document lays out a framework for 
understanding and strengthening your 
marketing business strategy. It 
emphasises both structure (the 
planning, execution, conversion, 
sustainability) and cycle (continuous 
review and refinement) so that what 
might appear to be simple becomes 
deliverable, scalable, and resilient. 

https://crm.redpot.in


replace with reflow

Key Areas 

Planning 

Execution 

Conversion 

Sustainable 
Initiatives 

Key Areas of a Strong Marketing Strategy 

Below are four major pillars every marketing 
strategy must address, with sub-areas that ensure 
depth and discipline. 
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PECS 

1. PLANNING 

Strategy begins with clarity of 
purpose. Key elements include: 
a. Target audience — who are you 
speaking to? What are their needs, 
behaviors, pain points? 
b. Demographic reasons & timing 
— segmentation by age, income, 
location; also “days of importance”, 
seasonal peaks/troughs, cultural or 
festival events that in�luence 
demand. 
c. Competition presence — mapping 
who else is vying for those 
customers; what they do well; where 
gaps exist. 
d. USP (Unique Selling Proposition) 

— what di�ferentiates you in pricing, 
positioning, features, quality, brand 
promise, or customer experience? 

2. EXECUTION 

Having a plan is necessary but not 
su�ficient. Execution must be 
deliberate, creative, and adaptive. 
a. Creative — design, messaging, 
visuals, storytelling; how the promise 
is made tangible in content/media. 
b. Engagement — choosing 
channels (digital, o��line), selecting 
champions (in�luencers, brand 
ambassadors, loyal customers), 
interaction modes; ensuring two-way 
conversation rather than broadcast 
only. 

3. CONVERSION 
Strategy must translate attention 
into outcomes. 
a. Leads to closure — mechanisms to 
capture leads, nurture them, address 
objections, and close sales or 
commitments. 
b. Conversion vs. Investments — 
measuring ROI; what you invest in 
and what you get out (monetary and 
non-monetary), to ensure the cost of 
acquiring and servicing customers is 
sustainable. 

4. SUSTAINABLE INITIATIVES 

Short bursts of activity are common; 
long-term health requires ongoing 
investment. 
a. Over the long term — balancing 
campaign-duration initiatives 
(quarter by quarter or campaign to 
campaign) with demand 
sustainability. Ensuring that demand 
does not collapse once a campaign 
ends. 
b. Organic engagement — growing 
followers, admirers, critics. This 
includes building community, 
generating word-of-mouth, 
cultivating brand advocates (and 
even constructive critics) such that 
the brand’s presence continues 
organically beyond paid push. 
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To bring the above together, one can think in 
terms of a PECS cycle: 

P = Planning 

E = Execution 

C = Conversion 

S = Sustainability 

This cycle is not linear. It requires: 

Continuous Review: A�ter actions are taken, 
measure results; identify what worked and what 
did not. 

Refinement: Adjust plan, adjust budgets, shi�t 
channels, fine-tune messages based on real data. 

Iteration: Each cycle builds better 
understanding, better e�ficiency, improved 
e�fectiveness. 

The Tactical Cycle: PECS 
Model 
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Why Many Organisations Neglect Marketing 
Strategy — And Pay the Price 

Neglect here doesn’t mean lack of e�fort but 
o�ten lack of coherence, discipline, 
measurement, or long-term thinking. When 
marketing is under-planned, under-executed, 
underfunded, or measured poorly, the cost is 
more than just lost sales. It can erode brand, 
leave you vulnerable to competitors, and hurt 
both short- and long-term value. 

Neglected 
Marketing 
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• Neglecting brand maintenance (which is 
strategic, not just tactical) weakens your 
foundation. When brand presence is chipped 
away, regaining mindshare costs more than 
defending it 

• Without good measurement, you don’t know 
what works; you cannot allocate resources 
intelligently; you risk wasted budget and 
misdirected e�fort. 

• This shows how neglect in capabilities (skills, 
tech, measurement) traps organisations: 
inability to plan or execute well because they 
don’t have the tools or buy-in; inability to secure 
investment because results aren’t yet visible. 

• If marketing is neglected, the business begins to 
lose touch with what clients want, what’s 
changing in demand, and where competitive 
threats are emerging. Marketing becomes 
reactive instead of strategic. 

• If marketing is neglected, you fall behind in 
aligning your o�ferings to what customers 
consider valuable. Even great products won’t 

distinguish if customer experience, convenience, 
risk perception etc. are ignored. 

• Planning without strong execution (creative, 
operational, discipline) means even the best 
marketing plan may yield little or unpredictable 
results. Neglect in execution means wasted 
e�fort, lost momentum, and missed 
opportunities. 

Impact of Neglected 
Marketing 

In discussions of strategy execution (e.g., “The 
Execution Trap”), strategy often fails not because ideas 

are bad, but because execution is weak. As one line 
observed: “Strategies most often fail because they 

aren’t well executed.” - 
Harvard Business Review 
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Marketing strategy must be treated as a 
first-class citizen in business strategy, not as an 
a�terthought. 

Every organization should embed planning, 
execution, conversion tracking, and sustainable 
initiatives—along with regular review—in its 
marketing DNA. 

Leadership must commit: allocate resources, 
build capabilities, set measurement systems, 
resist the temptation to treat marketing as a cost 
center to cut in hard times. 

Conclusion 
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